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November 1, 2012 


Dear RFP Evaluation Committee and Staff of the Silver State Health Exchange:


KPS3 Marketing, together with its partners/sub-contractors Navigant Consulting, Inc. and the Nevada 


non-profit organization Access to Healthcare Network, is pleased to provide our proposal to the Silver 


State Health Exchange for ACA Exchange Marketing and Outreach. We intend to prove in the pages 


that follow – with details, documentation and most importantly our demonstration of deep expertise, 


knowledge and capabilities via the preliminary work provided – that there is no better Nevada-based team 


for this critical initiative. 


Below is an overview of our collective HEALTHCARE, INSURANCE, TARGET MARKET EXPERIENCE  and  


CAPABILITIES:


KPS3 – the Nevada marketing/advertising agency with the most collective experience in the 
state in the marketing and communications of healthcare issues, including consumer insurance or 


health coverage related products. They bring 21 years of healthcare marketing and communications 


experience as a firm, and are in fact known for this capacity regionally and nationally. Also, incorporating 


the additional 12 years of hands-on healthcare marketing and contracting experience of principal 


Stephanie Kruse, there is no other firm in Nevada that can bring as much expertise in this field. KPS3 also 


has extensive experience in research with, and marketing and communicating with, persons in the target 


population, those at 100 to 400% of FPL.


Navigant Healthcare  – a partner who was recently ranked 4th in the Modern Healthcare list of Top 20 


Healthcare Management Consulting Firms. They have prior experience consulting with six states in 
the implementation of Health Insurance Exchange programs as well as unprecedented expertise in 


Medicare, Medicaid, reimbursement issues, insurance product strategy and much more. They are the 


ideal partner for our team because no firm in Nevada has had any prior experience in this arena, and 


few in the nation have had as much experience in this realm as Navigant has. You may receive proposals 


from other Nevada firms who have partnered with firms outside of the state, but Navigant’s experience 


is unparalleled. We wanted the ideal partner with prior Exchange experience, and they are it. They were 


tapped to provide experience, wisdom and counsel, and to play the crucial role in that ever-so-important 


Market Study/Strategy stage in the Phase 1 planning period. They will also provide invaluable advisement 


to KPS3 and to the Exchange during subsequent phases.


Access to Healthcare Network (AHN) – there is NO other existing organization that  has had the 
years of hands-on experience with the Exchange’s target populations statewide and the issue of 
healthcare coverage. AHN, a Nevada 501(c) 3, has immediate access to (and has earned the trust of) 


thousands of members of your target market. They have a statewide call center which provides advice 


and referrals for their own programs as well as Medicaid, a number of care managers who interact daily 


with hundreds of persons interested in this very subject, and physical locations across the state where 


they interact with your target audience daily. Their experience in communicating effectively with persons 


who are living in poverty andthe working poor is immense. They can hit the ground running. They have 


staff with specific expertise in outreach to and relationships in the African American, Hispanic and Asian 


populations. Add to that a very innovative but effective means of literally going door-to-door for the 
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outreach program that they will spearhead, and you can’t imagine a better organization to be an advocate 


for the work of the Exchange.


The VALUE PRICING and BUDGET STRETCHING POWER of the KPS3 Team


• One of our partners is a Nevada non-profit 501(c) 3 organization and because of that status we are 


able to provide affordable rates  to the Exchange for a very human-oriented, intensive outreach 


campaign – much  lower rates than if a for-profit organization was implementing that aspect of the 


program. 


• We have included a robust schedule of anticipated Public Service Announcements and earned 


media in our media schedule. We anticipate that on a media placement budget of $3.5 million 


we will provide through our media partners another $739,280 in free placements, as well as other 


value–added components to this very important cause. (We can leverage our media buys to benefit 


the public relations efforts of the Exchange staff by gaining opportunities for interviews, public 


service show appearances, etc.)


• KPS3 does not add mark up to purchased goods and services, including printing, TV or radio 


production costs, or the hard costs of media purchases. On a budget of this size, this differentiating 


factor will allow us to plough the costs savings that the Exchange realizes back into the marketing 


and outreach implementation budget. Your budget funds go further with the KPS3 team.


We hope you will find our proposal informative and intriguing—and look forward to the possibility of 


presenting more of our work plan and initial strategies in person. Thank you for your consideration and 


your time that you will spend reviewing the materials we have supplied in response to your RFP 3006 for 


the ACA Exchange Marketing and Outreach.


Sincerely,


Stephanie Kruse 


President, KPS3 Marketing


On Behalf of the KPS3 Team
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3. Scope of Work


The Silver State Health Insurance Exchange expects this project to encompass three (3) phases:  Planning, Education 


Campaign, and Call to Action.


3.1 Phase 1 - Planning


Phase 1 of the project is anticipated to begin on or about January 14, 2013. Production of deliverables should be 


completed and ready for use and/or broadcast on approximately March 31, 2013, although the Exchange will look 


to the expertise of the selected vendor to consult on start dates and duration of campaigns.


Overview:


KPS3 Marketing, with its partners and sub-contractors Navigant Consulting, Inc. and the Nevada 


non-profit organization Access to Healthcare Network (AHN), would all be involved in this very 


important planning phase. KPS3 would be the primary contact for you as the client, for your ease of 


working with the collective team, and KPS3 would also oversee and manage the team’s efforts and 


ensure deliverables are completed on time and within budget.


Specifically in this phase, Stephanie Kruse, KPS3 president and strategist/planner, and Scott 


Walquist, vice president of client services would be primary contacts from KPS3 for Silver State 


Health Exchange (the Exchange). Stephanie would be actively involved due to her 33 plus years in 


healthcare marketing and communications (including health insurance products) and her skills and 


experience in market research, strategic planning and brand development strategy. 


Navigant would play a key role in this phase due to their extensive Health Insurance Exchange 


experience obtained by assisting six states with various activities that include 1) strategic planning, 


2) grant writing, 3) systems integration RFP development, 4) business and technical architecture 


specific to key functions that include eligibility and enrollment, MAGI, qualified health plan 


interface and requirements, audit, compliance and reporting, customer service call center, key 


stakeholder communications and education, Navigators, and agents and brokers education and 


training, and  5) business and technical process mapping. 


Additionally, as a leader in Medicaid consulting, Navigant is recognized for its hands-on experience 


in the design, implementation and monitoring of Medicaid delivery systems. The firm’s consultants 


have assisted more than a dozen state Medicaid agencies with strategic planning and program 


design and implementation and they have experience with Medicaid programs in more than 45 


states. In their work designing programs for Medicaid populations they have performed market 


research focused on end consumers, assisted with branding and messaging, and conducted surveys 


and gathered stakeholder input. Their project team members have extensive experience engaging 


stakeholders and facilitating stakeholder meetings, workgroups and task forces to help inform 


operational and strategic planning projects relating to Medicaid populations and specifically 


relating to Exchange populations.


Access to Healthcare Network (AHN) will be critical in this stage due to its six plus years of 
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experience in working with Nevada’s uninsured and underinsured population as well as additional 


underserved populations as part of numerous contracts and grants it administers for the State of 


Nevada and the United States federal government. Since its inception, AHN has utilized a “high-


touch” outreach philosophy to build trust within its target market because AHN understands that 


this population is not reached through traditional forms of media. In fact, the target population 


prefers to be approached through more relationship-based modalities, like word-of-mouth, door-


to-door appeals, health fairs and community-based events. AHN is one of the few organizations in 


the State of Nevada with the cultural expertise and proven track record to successfully engage this 


population. AHN’s expertise lies in its understanding of the “Culture of Poverty” and its person-


centered, relationship-based interactions with clients, their families and communities. AHN also has 


statewide access to members of the target population whom it will engage using market research 


to determine awareness, perceptions and attitudes about insurance, the Exchange, proposed 


messaging and media channels. In fact, AHN and KPS3 already completed a preliminary survey (see 


our summary of results in our response to 3.1.1.1A that follows).


3.1.1 Deliverables


3.1.1.1         Identify target markets, including demographics and key attributes.


A. Complete a target market study utilizing all the research that the Exchange previously compiled 


without expending funds on new research, but by filling in gaps in the information the Exchange 


currently has.


We understand the Exchange wants to reach the greatest percentage of eligible Nevadans in 


the most efficient and fiscally responsible manner possible. We also recognize the Exchange 


has compiled research and data to facilitate a target market study as part of the approach for 


marketing and outreach. We plan to complement the existing research with our experience with 


and understanding of the ACA and populations that the Exchange wants to reach. In addition to 


the existing Exchange research, we have collected data and information through our experience 


with ACA-related projects and populations. Navigant has experience assisting six states with 


Exchange-related activities. Most recently Navigant completed the Exchange Design Review with 


the State of Nebraska, so we have a detailed understanding of what services an Exchange will bring 


to individuals and small business employers. Additionally, we intend to leverage our vast Medicaid 


program development and outreach experience, as there are similarities in many of the market 


segments such as educational level and socio-economic status. 


We are able to combine our experience and understanding with an expertise in community-based 


marketing and outreach to minority and other communities that are disproportionately uninsured. 


Our partner, Access to Healthcare Network (AHN), is extremely engaged with your target 


populations and can immediately deploy actions to reach out to them and to the organizations that 


currently work with and assist them.


By combining the market knowledge, experience and skill-sets of Navigant, Access to Healthcare 


Network and the KPS3 team is able to bring a comprehensive solution to the Exchange. AHN is the 
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only statewide comprehensive healthcare delivery system for Nevada’s low-and-moderate-income 


uninsured. AHN’s mission is to increase access to primary and specialty healthcare services for 


the under and uninsured and working poor, through shared responsibility and community-wide 


partnerships. AHN provides the low-and-moderate-income uninsured with a dignified way to access 


affordable healthcare services.


AHN has a proven track record not only for providing access to healthcare services for the low-


and-moderate-income uninsured, but for its ability to establish trusted relationships with its 


membership and statewide partners. AHN’s statewide name recognition and working knowledge of 


the target population will be an asset to any outreach efforts. 


AHN Statewide Service Area


Below is a map that demonstrates just how extensive a service area AHN currently serves and 


how we plan to leverage that deep market understanding to develop and implement an outreach 


campaign to target low-and-moderate-income uninsured populations, to access the Silver State 


Health Insurance Exchange.


AHN provides outreach in each community located in the service region (including the small towns 


located in rural northern Nevada such as Austin, Wells, and Jackpot). 
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Navigant’s Segment, Target and Positioning (STP) 


Navigant’s Segment, Target and Positioning (STP) strategy will support the planning phase. We will 


complete various tasks (please see below) for a segmentation and target market study, which, in turn, 


will lead to effective, creative, and targeted positioning, outreach and education campaigns in 2013. 


Our proposed Planning Phase approach will include the identification of target markets, including 


demographics and key attributes, and completion of a target market study. The market study portion 


of the Planning phase is broken down into the following deliverables and related tasks.


 3.1.1.1A         (Continued) 


1. Determine who the customers are that will enroll in health care coverage through the Exchange.


According to the Affordable Care Act (ACA) nearly every American will have access to affordable 


health insurance. One of the key focuses of the ACA is the development of state-based Exchanges 


that can be used as that “access point” for those individuals who do not have health insurance 


available to them through their employer or government-sponsored coverage. 


Navigant will determine and quantify the estimated number of uninsured who may access the 


Exchange. Initially this will be accomplished by a cross section of the population by federal poverty 


level. Since Exchange federal tax premium subsidies will be estimated based on income level, we will 


make some assumptions based on the likelihood of people enrolling though the Exchange because 


they receive a subsidy. There will also be customers that will enroll in the Exchange because they are 


self-employed or typically shop in the individual market but are attracted to the standardization and 


convenience of the Exchange. Along these same lines will be the small business employer market. 


Navigant will use what analysis exists to better segment the individual and small employer markets 


to more specifically identify those most likely to enroll and develop an overall marketing strategy and 


tailored plans for specific market segments.


Determination of customers will be completed using the Exchange’s existing research, as well as 


our team’s expertise, experience and existing research and by conducting additional focus groups, 


surveys and community town hall meetings. 


We have developed an excellent understanding, through previous engagements and research, of the 


various populations affected by the ACA. Examples of engagements can be found in 4.1 for KPS3, 


the primary vendor, and in 4.2 for Navigant and AHN. We will partner our knowledge and experience 


with the Exchange’s existing resources/work efforts to determine the Exchange customers that will 


benefit from the quality products offered through the Exchange at an affordable price.


Knowledge and Experience Working with the Proposed Target Population


Since its inception, AHN has utilized a “high-touch” outreach philosophy to build trust within our 


target market because AHN understands that this population is not reached through traditional 


forms of media. In fact, the target population prefers to be approached through more relationship-


based modalities, like word-of-mouth, door-to-door, health fairs, and community-based events.
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Lack of access to affordable healthcare in Nevada only intensifies the problems of a population that 


is characterized by poor health, unhealthy behavior and lifestyles, and persistent barriers limiting 


access to healthcare services. Nevada is consistently at the bottom of the list for a wide range 


of healthcare issues resulting from a lack of access to healthcare or from the state’s inability to 


support healthcare programs such as Medicaid. 


Historically, many individuals and families who are eligible for the largest federal subsidies have not 


responded to traditional advertising and outreach methods. AHN is one of the few organizations in 


the State of Nevada with the cultural expertise and proven track record to successfully engage this 


population. AHN’s expertise lies in its understanding of the “Culture of Poverty”  and its person-


centered, relationship-based interactions with clients, their families and communities.


Community Health Providers


The uninsured often access healthcare services through Federally Qualified Health Centers, 


community-based healthcare clinics, state operated healthcare clinics, and local hospital ER units. 


AHN’s relationship with these providers will allow it to reach the population of uninsured that 


access their services. 


• Washoe and Clark County District Health Departments


• Community Health Alliance – Redfield, Sun Valley, and HAWC clinics based in Washoe County 


• Federally Qualified Health Centers 


• Rural Mental Health Clinics


• Community Health Centers 


AHN Healthcare Related Programs and Services


AHN also administers and provides statewide outreach and services for the following programs 


targeted to those earning between 100-400% of the Federal Poverty Level.


• AHN Dental and Vision Program – Statewide information and services outreach to low-income 


uninsured populations (with a focus on seniors and veterans) in need of dental and vision 


services.


• Children’s Mental Health Screening Program – Statewide mental health screenings.


• Clark County Social Services – Provides access to specialty, ancillary, dental/vision, and 


pharmacy care services to low-income uninsured indigent care population served by Clark 


County Social Services.


• Colon Cancer Screening Assistance – Statewide network and community-based outreach to 


low-income, uninsured women and men, between the ages of 50-64 years of age, promoting 


free colon cancer screenings.
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• Covering Kids and Families (CKF) – Statewide information and services outreach to link low-


income, uninsured children and families to Nevada Check-up. 


• Maternity Care Program – Statewide network and community-based outreach to low-income, 


uninsured pregnant women needing pregnancy related healthcare services. 


• Medicare Improvements for Patients and Providers Act (MIPPA) - Statewide information 


outreach to Medicare eligible seniors and disabled individuals not enrolled in Low Income 


Subsidy or Medicare Savings programs.


• Reno Municipal Court – Providing affordable pharmacy and psychiatric services.


• Rural Mental Health Program – Providing mental health services in rural northern Nevada. 


• Ryan White Part B/ADAP – Statewide network and community-based outreach to low-income, 


uninsured individuals with HIV/AIDS.


• Senior Medicare Patrol – Statewide community-based outreach utilizing volunteers to provide 


seniors and disabled individuals with informational presentations/materials to warn Medicare 


beneficiaries about fraudulent Medicare services/products.


• State Health Insurance Program (SHIP) – Statewide community-based outreach utilizing 


volunteers to provide seniors and disabled individuals with informational counseling on 


Medicare benefits. 


• Susan G. Komen for the Cure – Statewide network and community-based outreach to low-


income, uninsured women in need of health services related to breast cancer.


• Washoe County Social Services – Providing access to specialty care services (and all AHN 


healthcare related services) for Washoe County's indigent care population.


• Women’s Health Connection – Statewide network and community-based outreach to low-


income, uninsured women 40 years and older to obtain free annual cervical screenings and 


mammograms. 


AHN Outreach Distribution


AHN has over 900 distinct, high contact outreach and information sites across Nevada. 220,000 


brochures and related marketing materials are distributed annually to individual community 


members, small businesses and large community employers, business associations, medical provider 


groups, churches and religious organizations, community-based organizations, social/human service 


organizations, and government agencies.


Our Approach


Our approach to determining customers that will enroll in healthcare coverage through the 


Exchange includes, but is not limited to, the following tasks:
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• Collect previously compiled Exchange research and information related to customers and the 


Exchange.


• Assess and summarize collected research and data.


• Identify any gaps in the existing Exchange information.


• Fill in gaps by leveraging our existing and expansive research, information and knowledge and 


by conducting primary research via focus groups, surveys and town hall/community meetings.


• Develop profiles and criteria of different segments based on likeliness to purchase.


• Estimate the size of target markets.


• Test market and refine assumptions and criteria.


• Determine Exchange customers based on existing Exchange information, complemented by 


our own.


Deliverables for this component of the Planning Phase include summaries and analysis of existing 


research and data, a gap analysis with recommended solutions to any gaps in research and data, 


reports on profiles, criteria and size of target markets (including initial and refined report), and a 


report on who the customers are that will enroll in healthcare coverage through the Exchange. We 


plan to build on these deliverables as we move through other components of our STP strategy in 


the planning phase.


2. Distinguish the economic profiles of the Exchange customer.


As Exchange customers are determined, an additional key deliverable will be to distinguish, at 


a minimum, the economic profiles of Exchange customers. We are able to apply our existing 


knowledge and involvement with the Nevada marketplace and ACA-related populations to 


determine the Exchange customer and distinguish economic profiles to support our identification 


of target markets, including demographics and key attributes.


Based on common characteristics (income, age, employment, gender, ethnicity, existing coverage, 
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etc.), the Exchange customers can be grouped into various subsets to facilitate marketing, 


education and outreach. One subset is the economic profile of the Exchange customers. 


The Exchange has set a goal to enroll 145,000 Nevadans for the first open enrollment period of the 


Exchange. We understand these individuals can be categorized according to their Federal Poverty 


Level (FPL). The FPL breakdown for Nevadans includes the majority of potential Exchange customers 


(71%) falling into to 138-400% FPL category, with a smaller percentage of 18% and 8%, respectively, 


falling into the 100-138% FPL and greater than 400% FPL ranges. (As of this writing, Nevada has not 


yet made a decision on Medicaid expansion.) 


Newly published information from Kaiser indicates that there are currently 71,000 uninsured 


Nevadans between 250-399% of the FPL. These are our working poor and must be reached through 


a variety of paid messaging and in-person methods. Our team will deliver both. 


Based on what we have seen through our experience and research, individuals in the 100-200% 


FPL range are more likely to be unemployed or working at a very low wage compared to someone 


in the 300-400% FPL range. But FPL information alone is not enough to determine and distinguish 


the economic profiles of the Exchange customer. In addition to FPL, there are other attributes 


that will help distinguish the demographic, economic profiles and subsidy levels of the Exchange 


customer. These characteristics include employment and income for an economic profile, as well 


as demographics such as age, race, ethnicity, gender, nationality, language, existing coverage and 


location. 


In fact, AHN has a proven track record not only in providing access to healthcare services for the 


uninsured, but for its keen understanding of the economic profile of the targeted population and 


ability to establish trusted relationships with its membership and statewide partners. AHN is also 


extremely knowledgeable of the population being targeted by the Silver State Health Insurance 


Exchange. 


As indicated earlier AHN’s marketing and outreach efforts have resulted in the provision of 


discounted healthcare services to nearly 17,000 low-and-moderate-income uninsured Nevada 


residents; annual contact with 18,649 households; annually impacting an estimated 34,087 persons 


with AHN services; annually disseminated over 220,000 brochures and related marketing materials. 


AHN’s statewide name recognition will be an asset for outreach efforts to the target population


Our approach to distinguishing the economic profiles of the Exchange customers includes, but is 


not limited to, the following tasks:


• Summarize the various characteristics of the Exchange customers.


• Categorize/group the Exchange customers.


• Determine and distinguish economic profiles of the Exchange customers.


Deliverables in this component of the Planning Phase include an initial and refined report, with 


summary and detailed information, on the economic profiles of the Exchange customer.
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 3.1.1.1A         (Continued) 


3. Establish the locations where the Exchange’s customers live within the state.


This deliverable will be included in the profile developed as part of sections 1 and 2 of 3.1.1.1.A 


above.


4. Pinpoint the media form(s) to be used when delivering the Exchange’s message to its customer.


Media placement plans and our rationale given our target markets, for Phases 2 and 3, to reach 


the targeted consumers noted in the RFP (100-400% FPL), as well as a Business-to-Business work 


plan and Business-to-Business media channel plan  to reach Nevada small businesses (to achieve 


the SHOP enrollee goal) are provided as part of our Work Plans, which we have located in the 


Confidential Section of our Technical Proposal. We have placed these plans in this section because 


they demonstrate our unique knowledge, experience, and market understanding, as well as our 


extensive research and our diversity of strategies specific to this campaign and target markets. 


Therefore we are considering this work as proprietary, and believe is qualifies as confidential.


5. Show how the Exchange’s customers will be able to take advantage of the Qualified Health 


Plans offered on the Exchange. 


We will be able to achieve this given our understanding of the target populations, especially after 


we learn more about the QHPs that will be finalized. Navigant, AHN and KPS3 also bring prior 


extensive experience in understanding and marketing healthcare coverage and insurance products.


6. Include all population attributes that must be considered when reaching the largest possible 


audience in Nevada (languages, reading comprehension level, culturally relevant materials 


presentation, etc.).


See our answer to number 7 below.


7. Describe the barriers to enrolling in health insurance coverage in Nevada.


The largest barriers for individuals to enroll in health insurance coverage in Nevada relate 


to affordability, understanding the value of insurance and confusion about products and the 


purchasing process. Insurance products use terms, features and language that is strange to 


consumers. Additionally, in the current market, an individual’s application for health insurance may 


be declined by the insurance carrier for pre-existing health conditions. This will change in 2014 with 


guaranteed issue required by the Affordable Care Act. 


Agents and brokers play an important role in assisting individuals and small businesses to 


determine their insurance needs, obtain product choices and pricing, and evaluate the choices to 


select the best plan to meet their unique needs. It is much easier for individuals who enroll in health 


insurance based on employer-sponsored insurance. These individuals are typically offered a limited 


number of choices and premium assistance from their employer.


Based upon research and AHN’s first-hand experience, the following are the most prevalent barriers 
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to accessing healthcare services by the 100-400% FPL population:


• Lack of Financial Resources 


• Lack of Transportation


• Individuals work more than one job leaving, them no time to research information or access 


services during work hours.


• Limited or No Access to Networking Devices


• Population does not follow traditional news or informational service media/websites, etc. 


• Population is undocumented and not trusting of filling out informational applications.


• Spanish speaking/reading individuals looking for health coverage find limited material to help 


them understand their health plan options. If they do, the material is often a direct translation 


from English, which does not demonstrate cultural competence. 


AHN has worked through a majority of the barriers experienced by low-income, uninsured 


individuals receiving information and seeking access to healthcare services by putting services and 


processes in place to accommodate the member’s needs: 


• Streamlined documentation/enrollment process for all enrollees.


• Allowed for limited memberships for underinsured enrollees.


• Allowed phone enrollments for rural members.


• Implemented an “emergency enrollment fast track” process.


• Provided in-office enrollments.


• Piloted Skype enrollments.


• Piloted group enrollments.


• Provided in-person assistance for walk-ins.


• Provided online application option.


• One-stop shop for information and enrolling with Helpline.


• Decreased length of membership (monthly/annual) so people can afford more easily.


The barriers will be exaggerated for most individuals purchasing health insurance through the 


Exchange because these individuals will have lower education, lower income and be more ethnically 


diverse. Many will be new health insurance purchasers and will be confused and feel overwhelmed 


by the insurance purchasing processes. Not only will they not understand how to compare and 


select a health insurance product, but they will also be confused by how to use the insurance 
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once they have coverage. Their lack of understanding will include covered benefits, premiums 


(and premium tax credits), cost sharing (including subsidies), using a provider network, getting 


necessary authorizations and more. 


Effective education and marketing will be needed well before the first open enrollment period to 


generate awareness and understanding about the Exchange and value proposition for purchasing 


health insurance. Enrollment in the Exchange can further be facilitated with education and 


communications about the ease of accessing and using the Exchange. The education should also 


include information about eligibility for individuals, families and employees of small businesses. All 


communications will need to be culturally and linguistically appropriate for different ethnicities and 


market segments. 


8. Explore and categorize customers’ perceptions of health insurance, including customers’ 


perceptions of government programs to assist in the purchase of health insurance.


Our team did some preliminary, basic market research to begin to get at the insights requested 


in 3.1.1.1A 7 and 8 above. We also found helpful the Robert Wood Johnson Foundation funded 


“Preparing for 2014: Findings from Research with Low-Income Adults in Three States” done with 


residents in Michigan, Maryland and Alabama on Insurance, Medicaid and the Insurance Exchange 


concept.


A summary of the recent primary research completed with AHN members follows: Our team 


completed a phone survey with 58 AHN prospective members (we asked them questions over 


the phone when they called about AHN membership) and also sent an email version of the survey 


to current AHN members and received 137 responses. This information can be used for strategic 


planning and messaging during the Planning Phase. We also wanted to demonstrate the reach we 


have for research with and access to your target population once we begin this Planning Phase. 


Here is a summary of our results to several of the questions we asked:


I am aware that the government will be involved in how I buy health insurance in the next year:


74% on phone survey said yes


83% on email survey said yes


I am familiar with the idea of something called a health exchange, operated by the state, which 


will help me select and buy a health coverage plan in the future:


52% on phone survey said no


63% on email survey said no


I am in support of the government being involved in helping me buy health insurance:


61% on the phone survey said yes


55% on the email survey said yes


More than 90% of respondents in both surveys indicated that they had insurance in the past 


and the majority had rated their experience as very positive or positive.
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When asked what makes it hardest to find and get health insurance:


In both surveys by far it was “The costs for the type of coverage I need.”


Second most popular in the email survey was: "Finding out what my options are."


Second most popular in the phone survey was: "Finding someone I trust to give me good 


advice."


Demographics:


More than 70% of the respondents in both surveys were female.


Those that stated race: Caucasian at about 60% and Latino at about 29% 


Age groups that were dominant in responding: the 30-40 and 50-60 age groups each had 


28% of the total respondents.


For those responding to the phone survey, our AHN staff was able to determine their 


percentage of FPL:


Below 100%  0.0% 


100-138%  34.4% 


139-150%  6.3% 


151-175%  21.9% 


176-200%  15.6% 


201-225%  6.3% 


226-250%  9.4% 


Above 250%  6.3% 


9. Recognize which messages will and will not work to drive consumer to purchase health 


insurance.


The team will utilize the expertise and first hand experience of our partner Access to Healthcare 


Network in creating a brand, logo, tag line and creative concepts that are appropriate to the target 


markets, but also which still resonate with insured persons and those above 400% FPL. AHN is one 


of the few organizations in the State of Nevada with the cultural expertise and proven track record 


to successfully engage this population. AHN’s expertise lies in its understanding of the “Culture of 


Poverty” and its person-centered, relationship-based interactions with clients, their families and 


communities.


The team will implement a focus group program during this stage (and again during brand name/


logo/tag line and concept testing stage) in order to get additional insights from our target 


populations about perceptions of health insurance, government programs to assist in the purchase 


of insurance, the Exchange concept in Nevada, and preferred messaging and methods for 


communication about the insurance and the Exchange. We propose five focus groups during this 


stage, three in southern Nevada, including one comprised of members from the Latino community, 
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one in the Reno/Carson City area, and one in rural Nevada, most likely in Elko in order to include 


citizens who may be involved in the mining industry. AHN will play the primary role in recruiting 


participants of the focus groups, and our expert researchers will moderate the groups and prepare 


the key findings and recommendations reports. The details and budget for this program are 


included in our Work Plan that we have placed in the Confidential portion of our Technical Proposal 


to this RFP, and the budget is included in the Cost Proposal portion of our response to this RFP.


3.1.1.1B. Create a brand and develop the Exchange’s message in a manner designed to produce an easily 


understood presentation of the goals of the Silver State Health Insurance Exchange, the Qualified 


Health Plans it offers, the availability of subsidized coverage for lower and middle income residents, 


and the requirements of the law regarding the individual mandate to purchase and maintain health 


insurance.


1. Branding of the Exchange


The team has had extensive experience in branding strategy, new brand development and brand 


element design in general, as well as specific experience in branding products and services for the 


target populations of the Exchange. We’ve also had experience in the branding process for other 


states’ Health Exchange products. 


KPS3 has been involved in brand research, strategy and positioning for clients of all types and 


sizes since its inception in 1991. We have assisted in some aspect of branding strategy and/


or implementation for these clients (noted for their relevance to this topic or for their regional, 


statewide or national focus). See samples of visual work for each of these clients in 3.4.4.2.


• Saint Mary’s HealthFirst (health plans): research and strategy for name, positioning and look 


and feel 


• State of Nevada Safety Consultation and Training Section: positioning as a business-friendly 


advisor and development of professional brand look and feel 


• Immunize Nevada: brand research, awareness, re-branding 


• Go To College (statewide program of Nevada System of Higher Education): brand name, logo, 


positioning for statewide program 


• Dickson Realty: brand research, brand strategy and positioning in competitive environments, 


channel planning and content marketing based upon brand, brand look and feel, tag line 


development


• Dermody Properties (international brand): brand strategy, brand architecture development, 


brand image and positioning, brand clarity, brand look and feel, logo updating, online 


branding 


• Access to Healthcare Network (statewide brand): brand strategy, brand look and feel 


• Renown Health (regional brand): implementation of new brand via strategies for internal 
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audiences of all types during rebranding process


• Nevada Network Against Domestic Violence (statewide brand): creation of strategy for brand 


confusion, brand research, brand positioning, brand tag line, online branding, brand look and 


feel 


• Reno-Tahoe International Airport (international brand): brand positioning given competing 


airports, brand look and feel, brand tag line, brand guide development 


• United Way of Northern Nevada and the Sierra: brand clarity and definition given competitive 


environment, brand look and feel, implementation of brand positioning


• The Children’s Cabinet (statewide brand): brand research, brand positioning and strategy, 


brand messaging, logo updating, look and feel development, online branding 


• Nevada Health Centers (in progress): brand research, brand strategy, look and feel strategy, 


positioning


• Community Health Alliance (a new brand, in progress): brand research, brand architecture, 


brand messaging


We have worked as brand consultants and planners and, in fact, have a team that has done more 


heavy lifting in brand research, brand strategy, brand campaign design, market segmentation, and 


targeted messaging and message distribution than most traditional ad and marketing agencies. 


We have also served as clients’ full-service, strategy-based creative agency, and you’ll find as you 


talk to our references that we bring them break-through options that are on-target and “refreshing” 


compared to other agencies with whom they’ve worked.


And finally, KPS3 is a firm that – more creatively and cost effectively than others – develops 


excellent prescriptive plans on how better to reach, persuade and communicate with target 


markets, through an integrated marketing communications approach that is, of course, based 


upon strategy first. Our plans include initiatives that may include traditional and new media/


social marketing, web based strategy and enhanced search engine optimization, public relations, 


direct marketing, sales support tactics, grassroots (viral and real), and many more tools than most 


agencies usual consider.


AHN will serve as a consultant to provide KPS3 with expertise on how to market and to reach 


low-income, uninsured Nevada residents. AHN is one of the few organizations in the State of 


Nevada with the cultural expertise and proven track record to successfully outreach and engage 


communities living between 100-400% of the Federal Poverty Level (FPL). AHN’s expertise lies in its 


understanding of the “Culture of Poverty”  and its person-centered, relationship-based interactions 


with clients, their families and communities. Historically, many individuals and families who are 


eligible for the largest federal subsidies have not responded to traditional advertising and outreach 


methods. Along the process, we will utilize the expertise and first hand experience of our partner 


Access to Healthcare Network in creating a brand, logo, tag line and creative concepts that are 
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appropriate to the target markets, but also still resonate with insured persons and those above 


400% FPL.


AHN will utilize its relationship with low-and-moderate-income, uninsured AHN members to 


provide KPS3 with access to individuals that can complete initial program survey questions and 


serve as members of focus groups throughout the development of the marketing and outreach 


strategy process. Specifically AHN will consult and assist KPS3 in: creation of the identity of the 


Silver State Health Insurance Exchange; creation of an Exchange logo that is easily identifiable, 


portrays a clear and concise message, and is visually appealing in a number of cultural settings; 


creation of an Exchange tag line of no more than six words that embodies the essence of the 


mission goals and objectives; facilitation of focus groups to test the acceptance and effectiveness 


of the items developed in this section; and the branding of the Exchange web portal.


a. Create the identity of the Silver State Health Insurance Exchange


We find that it’s helpful to explain our branding strategy process in a few short steps so that clients 


can understand the importance of the use of the research and strategic platform developed in 


3.1.1.1A, as well the strategic capital that goes into the development of the brand identity.


This is a brief outline of the process and deliverables that follow the work completed in 3.1.1.1A.


1. Based upon the research, strategic platform and target market study developed in 3.1.1.1A, 


we will develop the brand positioning statement for the Exchange stated in terms understood 


and embraced by all of the target markets. (This is not the tag line, but is the basis for 


messaging and look and feel development including the logo and iconography.)


2. Develop a recommended matrix for the evaluation of success of the developed brand 


positioning (which may include: pre and post campaign research on awareness, perceptions 


and attitudes; numbers and access points for portal visits; length of time spent on portal; 


numbers of enrollments via the portal, on-site enrollment locations, and other access points; 


and other results that might measure success in branding the Exchange).


3. Develop the Exchange name (the public name of the portal), corresponding logo and tag 


line to reflect the positioning statement and to be appropriate for the target populations 


based upon the research we’ve completed with them and our in-depth understanding of the 


populations. Complete trademark search process simultaneously with name and portal name 


development. Search for and select website URL names that correspond to the portal name 


and are memorable to target populations. Translate portal name into Spanish if necessary, and 


translate tag line into Spanish.


4. Develop conceptual approaches and messaging based upon the brand statements and 


strategic briefs and adapt accordingly to the priority clusters (making the brand positioning 


come alive with resonating, creative market-focused messaging and visual approaches). 


This will be the basis for the creative/messaging that will be used in Phases 2 and 3 for the 


marketing communications and advertising. This phase will also include proposed styles of 
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photography images for the campaign. We have included a budget for new photography 


(combination of stock and custom new photography) for use with campaign elements in later 


phases.


5. Test all elements developed in Steps 3 and 4 with members of the target populations for 


understanding, acceptance, engagement and “resonance.” (See 3.1.1.1A.9 above for more 


explanation.)


6. Refine the media/message distribution mix recommendations and budgets (using our initial 


plans included in this proposal) to reach the priority segments (in an integrated approach, 


including recommendations for traditional advertising, direct marketing, electronic marketing, 


social media, digital and mobile advertising, and extensive community outreach); develop 


the final message distribution plan and simultaneously develop plan and related budgets for 


creation of campaign tools that are part of the final media mix plan; evaluate the campaign 


plan relative to budget and reprioritize as needed. Develop and agree upon means of 


evaluation for the effectiveness of the campaign plan.


7. Develop brand guidelines for development of future marketing communications tools, 


including a basic brand standards guide.


b. Create an Exchange logo, which must be easily identifiable, portray a clear and concise 


message and be visually appealing in a number of settings.


The KPS3 team’s experience in logo development is extensive. See examples provided of our brand 


name, logo and tag line development under “c” below. 


Our process is, once the strategic branding process described above is finalized, to use the 


determined brand name and brand positioning statement to develop a visual representation for the 


Exchange. We present 5 to 6 logo design options initially, first in black and white (since a good logo 


must “work” in black and white). Then based on the client’s selection of the top 3 to 4 preferred 


choices, we make any changes needed to the concepts and present them with some color options. 


At this stage we collectively with the client, determine the top 3 options in color, matching them 


against the strategy originally defined, attempting to “think and act” like the target population. 


Once the top 3 options are determined, we proceed to tag line development and match various tag 


lines with the visual options for logos prior to focus group testing.


c. Create an Exchange tag line of no more than six words that embodies the essence of the 


Exchange’s mission, goals, and objectives.


Tag line development is probably one of the most difficult tasks for a marketing campaign. There 


are typically two classes of tag lines: descriptive and emotive. We often recommend “descriptive” 


tag lines for a brand that is new, unclear, complex or hard to explain. Emotive tag lines (such as 


Nike’s “Just do it”) often come later in a brand’s life, once it is known and understood. Therefore 


we might expect that the tag line developed for the Exchange might lean toward descriptive, 


something that could help explain this new, complex product and process. 
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Once the top 3 logo options are determined in the prior step, we proceed to tag line development 


and match various tag lines with the visual options for logos prior to focus group testing.


We have provided several examples of brand names, logos and tag lines that we have developed on 


the following pages.
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MY PT Today  
(New Product, Logo, Tag Line) 
See The Difference


Reno-Tahoe Airport Authority 
(Existing Logo, New Tag Line) 
And up we go.


REMSA  
(Existing Logo, New Tag Line) 
Everyday heroes. Every day. 


Woodburn and Wedge  
(Updated Logo, New Tag Line) 
Diversity of Practice. Integrity of Character 


Red Rock Rendezvous  
(New Logo and Tag Line) 
Vegas. On belay. 


Dickson Realty  
(Existing Logo, New Tag Line) 
Who else for something so important.


Logo + Tag Line Development


EVERYDAY HEROES. EVERY DAY. 
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Additional Logo Samples
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3.1.1.1B.1         (Continued) 


d. Use focus groups to test the acceptance and effectiveness of the items developed in this 


section.


We would suggest doing focus groups to test the acceptance and effectiveness of all the items in 


this section including the item below, the Web Portal, since this will be one of the primary access 


points for potential enrollees. 


The KPS3 team’s experience with focus groups is extensive, including with this population. Very 


recent examples of focus groups with this population include:


• Immunize Nevada: to research why parents do not have their children immunized (statewide)


• Washoe District Health: to examine how different populations do or do not prepare for 


disasters (one focus group was conducted in Spanish)


• Renown Health: to examine patient and family satisfaction (of all socioeconomic groups) with 


various hospital services


The KPS3 team has experience in:


• Working with clients to formalize research goals


• Recruitment and selection of focus group participants based on research goals (with our 


partner AHN we anticipate that we will be able to quickly and easily recruit members of the 


target populations since KPS3 and they have existing relationships with the target audience)


• Moderator guide development based upon research goals


• Moderating the focus groups and recording the results in an unobtrusive and cost effective 


manner


• Developing reports with key findings, insights and recommendations that clients find 


incredibly beneficial


 3.1.1.1B


2. Branding of the Web Portal


Develop an identity for the Exchange’s Web Portal. National focus group testing has revealed that 


consumers do not readily identify the purchase of health insurance with the word Exchange. 


We have examined the national research and agree with the statement that the word “Exchange” 


does not resonate with consumers (it’s a new concept so the term has no brand recognition). The 


research seems to indicate that the words “connect” or “connection” fit their views of what such a 


portal should be called. 
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Our intention when developing the Exchange name (see above) is to develop a name that makes 


sense for the Web Portal as well, for our target populations. We also intend (as the RFP requests) to 


provide input on the Portal’s brand “look and feel” so that the Web Portal conveys the same look, 


imagery, tone and messaging as the campaign materials. Consistency will be key and we will assist 


the Exchange in managing it.


Following are some images of branded websites, that KPS3 has completed (in-house) within the 


last year, where the brand look and feel of the websites sync with the brand positioning of the 


companies or organizations and all of the branded marketing tools. KPS3 is the only full service 


agency in Nevada with a full digital department. We excel in designing user-friendly interfaces and 


will assist the Exchange in whatever way we can to best communicate with and engage our target 


populations.
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Dickson Realty 
Website strategy + redevelopment
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Dermody Properties 
Website strategy + redevelopment
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City of Sparks 
Website strategy + redevelopment, mobile site, email templates, embeddable widget, 


sports application, server administration
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Nevada Department of Wildlife 
Website strategy + redevelopment, complete Ektron CMS configuration on State Servers
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Safety Consultation and Training Section (SCATS) 
Multiple website development projects including scheduling website with payments
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Renown Health 
Multiple website development projects
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Reno Sparks Convention and Visitors Authority 
iOS and Android Application







65


Access to Healthcare 
Website strategy + redevelopment, development on multiple embeddable widgets
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Nevada Public Health Foundation 
Website strategy + redevelopment with conference application
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Reno-Tahoe International Airport 
Website strategy + redevelopment with mobile website
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3.2 Phase 2 - Education Campaign


Phase 2 of the project is expected to begin on or about February 1, 2013. The Exchange will look to the 


expertise of the selected vendor to consult on start dates and duration of campaigns. Production of the 


deliverables from this phase should be completed and ready to be broadcast on May 1, 2013. The campaign 


will run through September 30, 2013.


3.2.1 Deliverables


3.2.1.1         Selected vendor will design a multifaceted marketing and outreach campaign aimed at reaching target 


audiences to communicate the benefits of the Exchange, and of the Qualified Health Plans available through the 


Exchange.


Much of the information in the responses to points A through D below relate to the production and 


placement of paid media/advertising tools. We are inserting the information on the grassroots, 


individual outreach programming here so that you understand how important we believe this is for 


our target populations, and to impress upon you the importance of our non-profit partner, Access 


to Healthcare Network, in reaching these populations effectively. This section deals with outreach 


and grassroots efforts:


In-Person Outreach Strategy – Including a Door-to-Door Campaign


Historically, many individuals and families who are eligible for the largest federal subsidies have 


not responded to traditional advertising and outreach methods. Therefore our team’s In-Person 


Outreach Strategy is critical to the success of the campaign for the Exchange. We believe that only 


Access to Healthcare Network (AHN) can reach our target populations quickly, effectively and cost-


effectively.


AHN will serve as a consultant to provide KPS3 with expertise on how to market to engage to 


low-income, uninsured Nevada residents. AHN is one of the few organizations in the State of 


Nevada with the cultural expertise and proven track record to successfully outreach and engage 


communities living between 100-400% of the Federal Poverty Level (FPL). AHN’s expertise lies in its 


understanding of the “Culture of Poverty”  and its person-centered, relationship-based interactions 


with clients, their families and communities. 


For Phase 2, AHN will develop and implement a scope of work to include the project management 


of a statewide outreach effort aimed at reaching an estimated 1 million low-and moderate-income 


individual contacts utilizing existing distribution methods (e.g. health fairs, community events, etc.) 


and a Door-to-Door Appeal to be conducted in two waves between Oct. 1, 2013 and Nov. 15, 2013 


and Feb. 1, 2014 and March 15, 2014. 


AHN  will utilize past experience, demographics, and key attributes of the target population to 


develop a comprehensive statewide outreach plan aimed at reaching 1 million individual contacts 


from the following primary population groups (combining existing distribution formats that AHN 
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has available already, and the Door-to-Door Appeal and Robo Calling) from the following primary 


population groups:


• Low-and-moderate-income uninsured earning between 100-250% of the Federal Poverty 


Level. (Individuals and families at 0-100% of FPL and those earning between 250-400% of FPL 


will also be targeted).


• Young Invincibles - Predominantly male, non-college educated between the ages of 18-26 


years. 


• High Risk Uninsurables – Those in fair or poor health; nonelderly adults with a chronic 


condition.


• Working Families – Low-and-moderate income part time or full time wage earner; uninsured. 


• Rural Nevada Residents – Low-and-moderate-income; uninsured; residing within one of the 13 


rural Nevada counties.


• Hispanic/Latino – low-and-moderate-income; uninsured; Nevada residents.


• Native American – low-and-moderate-income; uninsured; no local Tribal affiliation; those 


choosing not to utilize Tribal Health facilities or services.


• African American – low-and-moderate-income uninsured; Nevada residents. 


• Small Business – Businesses with between 1 - 50 employees. 


• Women – low-and-moderate income; uninsured. 


• Children – low-and-moderate income; uninsured; not eligible for Medicaid Services.


Secondary population groups that will receive information as part of outreach efforts include the 


following:


• Men – low-income; uninsured.


• Veterans – low-income; under-insured; uninsured.


• Other Minority Populations:  Asian/Pacific Islander.


• Individuals with Disabilities.


• Individuals with HIV/AIDS.


• Gay, Lesbian, Bisexual, and Transgender (GLBT) individuals.


• Homeless – the recently homeless due to economic downturn and home foreclosures.


• Jail Involved Individuals - those currently incarcerated but due for release prior to March 31, 


2014.
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AHN understands that it must also take into account the following considerations to effectively 


market and outreach to low-income, uninsured populations: 


• The target population values in-person and one-on-one contact when receiving information 


that will require a decision.


• The target population has a limited amount of time in their day to research and consider 


options for accessing healthcare services. Providing easily understood information and options 


limits confusion in decision-making.


• The proposed target population is accustomed to receiving care through certain healthcare 


clinics and providers located within neighborhood communities. 


• The proposed target population is made up of a large number of uninsured young, poor, and 


minority residents. Outreach efforts must connect with a younger, predominantly male, non-


college educated population. 


• Outreach to Nevada’s considerable Hispanic/Latino population, must utilize culturally 


appropriate messaging and outreach efforts, including bilingual staff and materials presented 


in English and Spanish. 


• AHN has worked in partnership with Inter-Tribal Council of Nevada and understands the 


complexities of accessing care through tribally operated primary care clinics via funding from 


Indian Health Service and that there is a population of Native Americans that do not utilize 


reservation or urban colony based healthcare. 


• The target population relates well to receiving peer based education and informational 


presentations and sessions within communities.


AHN and will utilize the following informational distribution methods to reach an estimated 540,000 


of the 1 million targeted by this statewide outreach campaign:


• AHN Help Lines – AHN maintains a statewide Help Line that provides in-person, one-on-one, 


healthcare related information and referral services. The Help Line answers an average of 


36,000-40,000 calls per year.


• AHN Care Coordinators – Annually, AHN serves 18,649 households, and estimates that its 


services impact 34,087 people. 


• Existing Informational Distribution Sites – AHN’s existing statewide outreach efforts include 


more than 900 distinct, high contact outreach and information sites across Nevada; 220,000 


brochures and related marketing materials distributed annually to individual community 


members; group presentations to business associations, medical provider groups, churches 


and religious organizations, community-based organizations, social/human service 


organizations, government agencies; hosting and participation in health fairs, conferences, and 


community-based events; and most importantly, member’s word of mouth.
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• Group Presentations, Health Fairs, Community Events, and Town Hall Meetings – AHN has also 


participated in 154 outreach events across the state of Nevada between Jan. 1, 2012 and the 


present, the equivalent of more than 17 outreach events per month. 


AHN will utilize its extensive community-based partnerships such as the following, to serve as 


distribution sites and/or assist with information distribution:


• AHN Hospitals and Provider Network


• State and Local Social Service Agencies


• City and County Government entities


• City and County Neighborhood Advisory Groups  


• Non-profit and community-based organizations


• Senior Centers


• Inter-Tribal Council of Nevada 


AHN will advertise and hire new staff positions associated with this scope of work. A complete 


list of positions (existing and new hires) is provided in the Budget of the Cost Proposal. The 


intention is to find qualified staff member for this temporary initiative, and put unemployed or 


underemployed Nevadans back to work.


Statewide Door-to-Door Appeal


The Door-to-Door Appeal will be geared up in Phase 2 and carried out in Phase 3.


• Access to Healthcare Network (AHN) will conduct a Door-to-Door Appeal aimed at 460,000 of 


the 1 million targeted by this statewide outreach effort. The Door-to-Door Appeal will reach 


an estimated 174,000 unduplicated households with an average household size of 2.65.


• This Door-to-Door Appeal is based on the proven campaign canvassing strategies utilized by 


state of Nevada political parties. 


• First Wave Door-to-Door Appeal: AHN will organize and carry out a door-to-door appeal 


within low-and- moderate-income neighborhoods (identified utilizing 2010 Census Data by Zip 


Code) during the period of Oct. 1, 2013 to Nov. 15, 2013. 


 ° First Door-to-Door Appeal:  First contact made with individual/family unit; intake 


information will be gathered manually; intake form will assess the level of understanding 


of how to access the Silver State Exchange and the importance of enrolling by March 31, 


2014. Intake information will be transferred to AHN database.


 ° Second Door-to-Door Appeal:  Visit to those individual/family units that were not 


available during the first canvass; intake questionnaire will be completed manually; 
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Individual/family units not contacted will be noted to receive a final mailing appeal. 


Intake information will be transferred to AHN database.


 ° Robo Calls - Based on contact/non-contact information resulting from the door-to-door 


appeal, a Robo Call will be made to individual/family units to make a last appeal for their 


need to enroll in the Silver State Exchange by March 31, 2014.


• Second Wave Door-to-Door Appeal: Conducted Feb. 1, 2014 to March 15, 2014. This will be 


a repeat of the First Wave Door-to-Door Appeal process, with a message emphasis of the 


upcoming  enrollment deadline of March 31, 2014.


A. Silver State Health Insurance Exchange recognition campaign will be comprised of television, 


radio, outdoor, and other media. Proposing vendors will be required to submit a project plan detailing 


the type(s) of media that will be used, the frequency of media placement, and the expected amount of 


exposure the target market will receive. The recognition campaign will do the following:


1. Describe the history of the Silver State Health Insurance Exchange;


2. Explain the services and information available through the Exchange; and


3. Publicize appropriate resources, websites, publications, etc.


KPS3 will produce the following marketing communications tools in Phase 2 (more detail is provided 


in the Work Plan for Phase 2, which is located in the Confidential Section of our Technical Proposal):


• Creation and printing of information brochure In English and Spanish, as well as two sub-sets 


of the target population to be defined during Phase 1 planning (e.g. families with children, or 


young adults)


• Creation of educational posters and flyers for posting in English and Spanish


• Production of TV ad in English and Spanish


• Production of radio ad in English and Spanish


• Production of print (newspaper) ad in English and Spanish


• Development of digital ads for various placement locations including search engines and 


mobile devices


• Development and implementation of Social Media strategy


• YouTube video creation for website and social media marketing


• Production of outdoor billboards in English and Spanish


• Design and production of bus tail/interior ads in English and Spanish
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• Design and production of Las Vegas bus shelters ads in English and Spanish


• Production of mobile outdoors ad


Media placement plans for Phases 2 and 3, to reach the targeted consumers noted in the RFP 


(100-400% FPL), as well as a Business-to-Business work plan with media channels to reach Nevada 


small businesses (to achieve the SHOP enrollee goal) are provided as part of our Work Plans, 


which we have located in the Confidential Section of our Technical proposal. We have placed these 


plans in this section because they demonstrate our unique knowledge, experience, and market 


understanding, as well as our extensive research and our diversity of strategies specific to this 


campaign and target markets. Therefore we are considering this work as proprietary, and believe is 


qualifies as Confidential.


B. Educational Promotion


The Educational Promotion will provide necessary information to Nevada’s citizens.


1. Include reasons why individuals should purchase/enroll in health care coverage.


a.  Better health through preventive services.


b.  Financial piece of mind.


2. Describe the Qualified Health Plans that are available for enrollment or purchase through the 


Exchange.


3. Describe why health care coverage is more affordable through the Exchange.


a.  Advance Premium Tax Credit.


b.  Cost Sharing Reductions.


4. Provide details of how, when, and where consumers will be able to purchase a plan through the 


Exchange.


5. Explain what a Navigator is and show how a Navigator can help consumers.


6. Educate the general public regarding the benefits of the Exchange and Qualified Health Plans 


by utilizing free media, including public service announcements, print, radio, and television 


opportunities.


We have included a robust schedule of anticipated Public Service Announcements (PSAs) and 


earned media in our media schedule. We anticipate that on a media placement budget of $3.5 


million, KPS3 anticipates an additional value of $739,280 in free advertising, public service 


components and other value–added components to this very important cause. This will allow the 


Exchange to reach even more persons within the message distribution budget.
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7. Support the Exchange by making media buying recommendations, placing advertisements in 


various media to ensure the best value is achieved and the Exchange’s resources are effectively 


utilized.


Media placement plans for Phases 2 and 3, to reach the targeted consumers noted in the RFP 


(100-400% FPL), as well as a Business-to-Business work plan with media channels to reach Nevada 


small businesses (to achieve the SHOP enrollee goal) are provided as part of our Work Plans, 


which we have located in the Confidential Section of our Technical proposal. We have placed these 


plans in this section because they demonstrate our unique knowledge, experience, and market 


understanding, as well as our extensive research and our diversity of strategies specific to this 


campaign and target markets. Therefore we are considering this work as proprietary, and believe is 


qualifies as Confidential.


C. Media Placement Plan


1. Identify which media will be used for each segment of the population (In-Person, Print, TV, 


Radio, Outdoor, Sports Marketing, Internet, Direct Mail, etc.).


We have identified each paid media channel used in our preliminary Media Placement Plans for 


Phase 2 and 3 as well as the anticipated free/earned media placement value. 


In addition this is the plan for In-Person Outreach that will be directed by Access to Healthcare 


Network (AHN).


AHN Outreach Capacity 


Key to AHN’s marketing and outreach efforts is its existing and ever increasing relationship and 


partnerships with network providers, federal, state and local governments, community-based 


coalitions and organizations, non-profit agencies, social service providers, banks and asset building 


organizations, etc. AHN has an extensive network of community partners that will be leveraged to 


provide information about the Silver State Health Insurance Exchange. 


AHN’s marketing and outreach efforts has resulted in the provision of discounted healthcare 


services to nearly 17,000 low-and-moderate-income, uninsured Nevada residents; annual contact 


with 18,649 households; annually impacting an estimated 34,087 persons with AHN services; 


annually disseminated over 220,000 brochures and related marketing materials. AHN’s statewide 


name recognition will be an asset for outreach efforts to the target population. 


AHN Provider Network


AHN’s statewide Healthcare Provider Network is made up of eight Hospitals; and more than 2,000 


primary, specialty, ancillary, dental, vision and pharmacy service providers. Information will be 


distributed through the provider network to patients and clients. See AHN Attachment in Tab IX, at 


the end of the Technical Proposal – Courier Drop List.
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AHN Community Partners


Following is a sampling of the numerous community partners AHN currently works with for 


outreach efforts targeting low-and-moderate income wage earners. 


AHN Community Partners AHN Community Partners


AHEAD (Access to Housing and Economic 


Assistance for Development) – Federal 


Home Loan Bank of San Francisco


Mary Anderson, MD


Amerigroup Nevada Check-Up


Anthem Blue Cross and Blue Shield 


(WellPoint Foundation)


Nevada Department of Health Care Finance and 


Policy


Austin Senior Center
Nevada Division of Welfare and Supportive 


Services


Bank of America Nevada Medicaid


Banner Churchill Community Hospital, 


Fallon, NV
Nevada Women’s Fund


Battle Mountain Senior Center Northern Nevada Center for Independent Living


Carson City School District Northern Nevada Immunization Coalition


Carson Senior Center Director Northern Nevada Senior Coalition


Saint Mary’s Regional Medical Center NV Energy


Charles Schwab Bank NV Energy Foundation


Chris Gourlay Olsen's Corner Drug Store


City of Reno Reno Sparks Indian Colony


Covering Kids & Families


Renown Health (Renown Regional Medical 


Center, Renown Children’s Hospital, Renown 


Rehabilitation Hospital)


CVS CareMark Ron Woods Family Resource Center


Dayton Senior Center Rural Nevada Health Care Providers
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AHN Community Partners AHN Community Partners


Dermody Properties Foundation Ryan White - Part B


Disability and Senior RX S. A. Daugherty Foundation


Douglas County Senior Center Senior Care Plus


E.L. Cord Foundation Senior Companion Program 


Elko FRC Senior Spectrum


Elko Headstart Silver Springs Senior Center


Ely Senior Center Social Security Administration


Eureka School District Sparks - closed counseling location


Eureka Senior Center
State of Nevada Aging and Disability Services 


Division


Fallon Paiute Health Center Susan G. Komen Foundation


Fallon Senior Center Susanne & Gloria Young Foundation


Food Bank of Northern Nevada/Meals on 


Wheels


Teaching & Mentoring Communities of 


Humboldt County


Frontier Community Action Agency The Leonette Foundation


Gannett Foundation The Nell J. Redfield Foundation


Generation Boomer The Terrace Senior Center, Elko


Humboldt Community Coalition Virginia City Senior Center


Humboldt County School District Wal-Mart


Humboldt County Senior Center Wal-Mart in Elko County


Humboldt Red Cross Washoe County Health Department 


Intertribal Council of Nevada Washoe County Library System
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AHN Community Partners AHN Community Partners


Kids to Seniors Corner Washoe County Senior Centers


KPS3 Marketing Washoe County Social Services


Lovelock Senior Center Wells Fargo Bank


Lyon County Human Services -Silver 


Springs
White Pine County Social Services


Lyon County Human Services-Fernley White Pine School District


Marshall Matley Foundation


Build A Bear Foundation
Dermody Properties 


Foundation
The E.L. Cord Foundation


Bank of America Charles Schwab Bank Gannett Foundation


Susan G. Komen for the 


Cure Northern Nevada


Susan G. Komen for the Cure 


Southern Nevada
CVS Caremark/CVS/pharmacy


Marshall R. Matley 


Foundation
William McGowan Foundation The Nell J. Redfield Foundation


NV Energy Nevada Women’s Fund The Leonette Foundation


Sandra A. Daugherty 


Foundation
Susan Young Foundation WellPoint Foundation


Wells Fargo Bank


AHN’s Relationships with Foundations and Donors


AHN’s Community Health Providers


The uninsured often access healthcare services through Federally Qualified Health Centers, 


community-based healthcare clinics, state operated healthcare clinics, and local hospital ER units. 


AHN’s relationship with these providers will allow it to access the population of uninsured that 


access their services. 


• Washoe and Clark County District Health Departments
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• Community Health Alliance – Redfield, Sun Valley, and HAWC clinics based in Washoe County 


• Federally Qualified Health Centers 


• Rural Mental Health Clinics


• Community Health Centers 


AHN Healthcare Related Programs and Services


AHN also administers and provides statewide outreach and services for the following programs 


targeted to those earning between 100-400% of the Federal Poverty Level. We can use our current 


reach to add Exchange messaging and information in Phase 2 and 3.


• AHN Dental and Vision Program – Statewide information and services outreach to low-income 


uninsured populations (with a focus on seniors and veterans) in need of dental and vision 


services.


• Children’s Mental Health Screening Program – Statewide mental health screenings.


• Clark County Social Services – Provides access to specialty, ancillary, dental/vision, and 


pharmacy care services to low-income uninsured indigent care population served by Clark 


County Social Services.


• Colon Cancer Screening Assistance – Statewide network and community-based outreach to 


low-income, uninsured women and men, between the ages of 50-64 years of age, promoting 


free colon cancer screenings.


• Covering Kids and Families (CKF) – Statewide informational and services outreach to link low-


income, uninsured children and families to Nevada Check-up. 


• Maternity Care Program – Statewide network and community-based outreach to low-income, 


uninsured pregnant women needing pregnancy related healthcare services. 


• Medicare Improvements for Patients and Providers Act (MIPPA) - Statewide informational 


outreach to Medicare eligible seniors and disabled individuals not enrolled in Low Income 


Subsidy or Medicare Savings programs.


• Reno Municipal Court – Providing affordable pharmacy and psychiatric services.


• Rural Mental Health Program – Providing mental health services in rural northern Nevada. 


• Ryan White Part B/ADAP – Statewide network and community-based outreach to low-income, 


uninsured individuals with HIV/AIDS.


• Senior Medicare Patrol – Statewide community-based outreach utilizing volunteers to provide 


seniors and disabled individuals with informational presentations/materials to warn Medicare 


beneficiaries about fraudulent Medicare services/products.
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• State Health Insurance Program (SHIP) – Statewide community-based outreach utilizing 


volunteers to provide seniors and disabled individuals with informational counseling on 


Medicare benefits. 


• Susan G. Komen for the Cure – Statewide network and community-based outreach to low-


income, uninsured women in need of health services related to breast cancer.


• Washoe County Social Services – Providing access to specialty care services (and all AHN 


healthcare related services) for Washoe County's indigent care population.


• Women’s Health Connection – Statewide network and community-based outreach to low-


income, uninsured women 40 years and older, to obtain free annual cervical screenings and 


mammograms.


AHN Outreach Distribution Network


AHN has more than 900 distinct, high contact outreach and information sites across Nevada. More 


than 220,000 brochures and related marketing materials are distributed annually to individual 


community members, small businesses and large community employers, business associations, 


medical provider groups, churches and religious organizations, community –based organizations, 


social/human service organizations, government agencies.


The following report shows the total number of brochures and related marketing materials 


delivered statewide broken down by Region: Location Type (Provider or Community Partner) and 


Zip Codes. We will add Exchange messaging and brochures to our distribution process:


Washoe Region (Washoe and Storey Counties) 


Provider Locations 303


Community Partner Locations 98


Number of Zip Codes 22


AHN brochures can be found in 401 locations in the Washoe Region, covering 22 Zip Codes 


within the region.







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 80


Clark Region (Esmeralda, Nye, Lincoln, and Clark Counties)


Provider Locations 206


Community Partner Locations 82


Number of Zip Codes 48


AHN brochures can be found in 288 locations in the Clark Region, covering 48 Zip Codes within 


the region.


Carson Region (Carson City, Lyon, and Douglas Counties)


Provider Locations 25


Community Partner Locations 56


Number of Zip Codes 16


AHN brochures can be found in 81 locations in the Carson Region, covering 16 Zip Codes within 


the region.


Churchill Region (Churchill, Pershing, Mineral, and southern Lander Counties)


Provider Locations 35


Community Partner Locations 43


Number of Zip Codes 10


AHN brochures can be found in 78 locations in the Churchill Region, covering 10 Zip Codes 


within the region.


Battle Mountain Region (Humboldt and northern Lander Counties)


Provider Locations 2


Community Partner Locations 3


Number of Zip Codes 1


AHN brochures can be found in 5 locations in the Battle Mountain Region, covering 1 Zip Codes 


within the region.
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Elko Region (Elko, Eureka, and White Pine Counties)


Provider Locations 38


Community Partner Locations 17


Number of Zip Codes 18


AHN brochures can be found in 55 locations in the Elko Region, covering 18 Zip Codes within 


the region.


AHN has also participated in 154 outreach events between Jan. 1, 2012 and the present, the 


equivalent of over 17 outreach events per month. The outreach events were hosted by schools, non-


profits, healthcare providers, social service organizations, community partners, and Tribal health 


programs. Following is a breakdown of the outreach events by Type of Event; Number of Events; 


and Targeted Population.


Washoe Region


Type of Events Number Target Population


Coalitions/Community Mtgs 7 Seniors, Children 0-19, Healthcare Providers


Health Fair/Festivals 27


Uninsured families, Small Business, Native 


American Tribes, Latinos, Women, Seniors, 


Homeless, 


School Based Events 3 School Age Children. Pre-K to 12th Grade


Presentations 11 Seniors, Uninsured Families, School Age Children


Total Events 48
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Clark Region 


Type of Events Number Target Population


Coalitions/Community 


Mtgs.
14


Seniors, Children 0 to 19, Children with 


Disabilities, Healthcare Providers, Non-Profit 


Organizations, School District, Uninsured 


Pregnant Women


Health Fair/Festivals 39


Uninsured families, Latinos, Women, Seniors, 


Asian Families, Chronic Disease, Mental Health, 


HIV/AIDS, African American, Breast Cancer 


Survivors, Small Business Owners


School Based Events 6
School Age Children. Pre-K to 12th Grade, School 


Nurse & Counselors, School Clinics


Presentations 8


Seniors, Uninsured Families, School Age Children, 


Mental Health Providers, Small Business, Rotary 


Clubs, Kiwanis Club


Total Events 67


Rural Region


Type of Events Number Target Population


Coalition/Community 


Meetings
4 Seniors, Children, Healthcare Providers


Health Fair/Festivals 12 Uninsured Families, Children, 


Presentations 22 Community Organizations


Total Events 38
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Locations Type of Contact Target Population


Affordable 


Housing 


Complexes


Presentation at the Club House for 


Housing Employees


Uninsured, Seniors, and those 


with Chronic Disease


Ethnically Diverse 


Markets and 


Stores


Engage owners/managers to allow 


AHN to have a presence within the 


market/store where information can 


be distributed.


All ethnically diverse/minority 


groups


School Districts


Engage the Superintendent of 


Schools to allow AHN brochures 


to be placed in school registration 


packets.


Children and Families; School 


staff without benefits 


Casinos


Presentation to HR Managers to 


encourage promotion of AHN to 


employees without benefits.


The non-Culinary and Non-


Union employees not provided 


with benefits (part-time and per 


diem employees, or those who 


have lost hours)


Barber Shops, 


Hair Salons, Nail 


Salons


One-on-One contacts; Courier 


Service Drops; Brochure mailings.


Uninsured staff at these 


locations


Churches
Presentations to be made to church 


officials and congregations.


Faith based community 


members; the uninsured


Small Businesses
One-on-One contacts; Courier 


Service Drops; Brochure mailings.


Owners of small business and 


their uninsured employees


WalMarts


WalMart currently provides AHN 


with space in their stores during Tax 


Season to promote AHN to families 


with healthcare needs.


Uninsured individuals/families 


AHN also utilizes the following outlets to market and outreach to its target population.
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Locations Type of Contact Target Population


Nevada Mines


• Newmont 


Mines


• Barrick 


Mining


• Mexivada 


Mining


• Queenstake 


Resources


• Miranda 


Gold


• Events/Outreach 


• Annual Mining Expo-largest 


mining event


• Outreach MSHA Classes


• Partnering with HR/Benefits 


Departments


• Partnering with Private Clinics 


serving mining employees and 


family members


• Annual Health Fairs


• Mining quarterly newsletter/


publications


Outreach to uninsured family 


members and general mining 


community members


In all of these cases outreach efforts not only target specific gender and age based populations, 


but also emphasize outreach to Nevada’s ethnically diverse populations. AHN utilizes the National 


Standards on Culturally and Linguistically Appropriate Services (CLAS), to develop outreach efforts 


and produce outreach materials that are culturally and linguistically appropriate and accessible. 


Materials are developed and distributed in English and Spanish; AHN requires all staff conducting 


outreach efforts to be bilingual; and, information is distributed in ethnically diverse communities 


utilizing ethnically diverse distribution modalities (e.g. Spanish language newspapers, radio, and 


TV).


AHN also utilizes U.S. Health and Human Services – The Office of Minority Health - A Patient-


Centered Guide to Implementing Language Access Services (LAS) in Healthcare Organizations, 


which although is a guide for patients, can be used as a guide in developing culturally appropriate 


materials and providing services for those with limited English proficiency. 


In addition, AHN utilizes informational outreach and new program promotional efforts to its 


existing membership base utilizing the following outreach methods and can incorporate Exchange 


messaging to our membership base at no charge to the Exchange.


• AHN – Statewide Help Line


• Membership Email Blasts


• Website Postings
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• Facebook Page Messaging


• Robo Calls


• Traditional Mailings


AHN also continues to conduct network provider and community-based outreach efforts to engage 


potential members and promote health related programming utilizing:


• AHN Produced Promotional Videos


• Door-to-Door AHN Brochure Drops


• Community-based Events/Health Fairs


• Courier Service Brochure Delivery to statewide providers and partners


• Presentations to Small Businesses


• Presentations to small groups; community-based organizations; service organizations; and 


foundations and corporate donors


2. Utilize paid media placement.


We have identified each paid media channel used in our preliminary Media Placement Plans for 


Phase 2 and 3 as well as the anticipated free/earned media placement value.


3. Utilize free media placement.


We have included a robust schedule of anticipated PSAs and earned media in our media schedule. 


We anticipate that on a consumer directed media placement budget of $3.5 million, that we will 


provide through our media partners another $739,280 in free placements, as well as other value–


added components to this very important cause. (We can leverage our media buys to benefit the 


public relations efforts of the Exchange staff, in gaining opportunities for interviews and public 


service show appearances, etc.).


4. Determine how nontraditional populations (those who live without television, those who access 


internet only on mobile devices, etc.) will be reached.


Our in-person outreach through AHN will be highly effective (see our explanation under 3.2.1.1), 


and in our Media Placement Plan we have allocated budget for ad placement on mobile devices, as 


well as social media sites and also in the paid search engine-marketing realm.


5. Target the message to both the rural and urban areas of Nevada by percentage of eligible 


uninsured population in each area.


The amount of advertising placed in our Media Placement Plans for Phase 2 and 3 is proportionate 


to the uninsured English-speaking and Spanish-speaking populations in different regions of the 


state, urban and rural.
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Our Media Placement Plans for Phases 2 and 3 are included in the Work Plan section of the 


Confidential Section of our Technical Proposal. We have placed these plans in this section because 


they demonstrate our unique knowledge, experience, and market understanding, as well as our 


extensive research and our diversity of strategies specific to this campaign and target markets. 


Therefore we are considering this work as proprietary, and believe is qualifies as Confidential.


6. Break out advertising by language.


a.  Both English and Spanish are required for this RFP.


See answer to point “b” below.


b. Advertising in each language should be proportional to the number of eligible uninsured 


in each category.


Our Work Plan calls for the production of print, radio, TV, outdoor (billboard and mobile outdoor) 


and transit (bus interiors, tails and shelter ads) and also digital/mobile and search engine focused, 


in both English and Spanish. The amount of advertising placed is proportionate to the uninsured 


English-speaking and Spanish-speaking populations in different regions of the state.


We will also produce collaterals such as brochures, door hangars, pocket cards, in the plan in 


both English and Spanish. We have a cadre of very reliable translators that we use for translation 


between English and Spanish. We usually use one person to translate and a second one to quality 


check and provide input as to idiosyncrasies that might arise in the translations that create 


problems in perception or understanding cross -culturally. Additionally, Access to Healthcare 


Network (AHN) has a certified Spanish translator on staff.


Our Media Placement Plans for Phases 2 and 3 are included in the Work Plan section of the 


Confidential Section of our Technical Proposal. We have placed these plans in this section because 


they demonstrate our unique knowledge, experience, and market understanding, as well as our 


extensive research and our diversity of strategies specific to this campaign and target markets. 


Therefore we are considering this work as proprietary, and believe is qualifies as Confidential.


7. Develop a matrix showing the time, location, medium, and duration of each advertisement. 


Media placement plans for Phases 2 and 3, to reach the targeted consumers noted in the RFP 


(100-400% FPL), as well as a Business-to-Business work plan with media channels to reach Nevada 


small businesses (to achieve the SHOP enrollee goal) are provided as part of our Work Plans, 


which we have located in the Confidential Section of our Technical proposal. We have placed these 


plans in this section because they demonstrate our unique knowledge, experience, and market 


understanding, as well as our extensive research and our diversity of strategies specific to this 


campaign and target markets. Therefore we are considering this work as proprietary, and believe is 


qualifies as Confidential.


D. Evaluate the program to measure effectiveness of the marketing and outreach campaign, then develop 


recommendations for the plan year 2014-2015 campaign.
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3.2.1.1D Continued


   1. Develop a pre-campaign awareness study. 


The KPS3 team will develop a pre-campaign statewide telephone survey with a random selection of 


the target markets pre-campaign (respondents will be screened as to type of insurance they have 


currently – with our screening leaning toward underinsured or uninsured… we will recommend 


including Access to Healthcare Network members in the call list to achieve a higher incidence of 


uninsured or underinsured). This survey achieve what we believe should be a baseline measurement 


of:  awareness of the concept of the Exchange and what it will “mean” in their lives; awareness that 


the State of Nevada will be helping them choose an insurance program or referring them to other 


programs via the Exchange; awareness and understanding of what will happen if they do not make 


a change; awareness of options that their employer may take with health insurance in the future; 


and likelihood that they will use the Exchange via one of any number of available methods. How 


we move the needle within our target market will be measured in comparisons made from a post-


campaign research study. We see this occurring immediately prior to the start of the education 


phase (Phase 2) of the campaign, so likely in March of 2013. This action is included in our Work Plan.


2. Conduct a post-campaign awareness study and compare results.


The KPS3 team will develop a post-campaign statewide telephone survey with a random selection 


of the target markets pre-campaign (respondents will be screened as to type of insurance they 


have currently – with our screening leaning toward underinsured or uninsured… we will recommend 


including Access to Healthcare Network members in the call list to achieve a higher incidence of 


uninsured or underinsured). This survey evaluate changes in respondents in the levels of their:  


awareness of the concept of the Exchange and what it will “mean” in their lives; awareness that 


the State of Nevada was involved in helping them choose an insurance program or referred them 


to other programs via the Exchange; awareness and understanding of what would happen if they 


do not make a change; awareness of options that their employer could have taken with health 


insurance in the future; the impact that the campaign information had on them in terms of their 


choosing to use the Exchange and purchase insurance; and test recall of the types of messages and 


where they heard or saw them. Comparisons will be made to the pre-campaign research study. We 


see this occurring immediately after the close of enrollment in April 2014. This action is included in 


our Work Plan.


3. Develop collateral materials to support marketing and outreach efforts that reinforce the look 


and feel of the Exchange’s message.


The KPS3 team has decades of experience in strategic writing, design and production of collateral 


materials. We have writers, designers, production artists and production management on staff, in 


house. But again, we start with strategy and a sound evaluation of our target audience and write 


and design to them.


We produce in English and Spanish, and for the Indian Health Board of Nevada, have produced 


items in tribal languages. Please see our samples in Section 3.4.4.2. in English and Spanish.
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For this specific engagement we propose developing a collateral “look and feel” that we follow 


throughout the campaign for brand consistency. The initial look and feel would be developed 


during the planning in Phase 1 and tested with the focus group proposed in Phase 1. Our 


experience in working with this target population, and our training provided by Dr. Debora K. 


McDermed, Director of Bridges Community Development, developed from the Bridges Out of 


Poverty: Strategies for Professionals and Communities (2001 by Ruby K. Payne, Phillip DeVol, and 


Terri Dreussi Smith. Revised 2005, 2006, and 2009.) These experiences have taught us lessons about 


writing and designing for this our targets. We will bring this unique expertise to bear as we write 


and design the collaterals needed. The KPS3 team also has extensive experience in managing large 


and multiple printing projects, and working with the State printer or any of a variety of Nevada 


based printers. We believe it is important to keep the business in state.


KPS3 will produce the following marketing communications tools, including numerous collateral 


pieces targeted at specific markets, in Phase 2 (more detail is provided in the Work Plan for Phase 2, 


which is located in the Confidential Section of our Technical Proposal):


• Creation and printing of information brochure in English and Spanish, as well as two sub-sets 


of the target population to be defined during Phase 1 planning (e.g. families with children, or 


tribal populations)


• Creation of educational posters and flyers for posting in English and Spanish


• Production of TV ad in English and Spanish


• Production of radio ad in English and Spanish


• Production of print (newspaper) ad in English and Spanish


• Development of digital ads for various placement locations including search engines and 


mobile devices


• Development and implementation of Social Media strategy


• YouTube video creation for website and social media marketing


• Production of outdoor billboards in English and Spanish


• Design and production of bus tail/interior ads in English and Spanish


• Design and production of Las Vegas bus shelters ads in English and Spanish


• Production of mobile outdoors ad


4. Development of a community partners program designed to leverage support from a broad range 


of stakeholders such as hospitals, community health centers, pharmacies, business groups, civic 


organizations, community-based organizations, faith-based groups, and other public agencies/


programs.
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Our collective of partners is by far the most “connected” team for the Exchange, in terms of exiting 


relationships with desired community partners. This can facilitate our outreach and marketing 


efforts, which is very desirable given the short development timeframe. Our relationships will help 


us reach your target population directly, as well as open doors to businesses in order to meet the 


SHOP enrollment goals.


Navigant


Insurance is complicated to communicate to the general public; and the additional complexities 


of the Affordable Care Act make increasing awareness and understanding very challenging. 


These complexities include the individual mandate requirements, the eligibility for premium tax 


credits and cost-sharing reductions, the multiple levels of benefits and several other requirements. 


Although the Exchange will have consumer assistance programs to continually support the 


individuals and small employers through these complexities, our education and outreach plan is 


designed to reach multiple audiences with varying levels of understanding since many within the 


target market may currently be uninsured and not familiar with the enrollment process. 


To continually improve the “awareness message” we understand that receiving feedback from all 


stakeholders is important. These stakeholders will have the first-hand experiences regarding how 


well their constituents understood their plan design, their obligation to have insurance and their 


responsibilities related to cost-sharing.


Navigant has significant experience with interacting with stakeholders engaged in Exchange 


planning and establishment. In Nebraska, we wrote the materials that the Exchange uses on 


its website for consumer awareness; and we developed the communication materials and 


presentations to the physicians, hospitals, health plans, brokers, Tribes, advocacy groups and 


the general public. We also facilitated stakeholder meetings in South Dakota to identify the key 


Exchange policy considerations, cost drivers and gathered feedback to propose different Exchange 


model options. We have expertise in Exchange establishment, innovative Medicaid delivery models 


and have conducted numerous stakeholder engagements for projects in both the public and private 


sectors. 


Developing a community partners programs for Nevada’s Exchange is an extension of the 


awareness campaign. This program will have a two-fold purpose: 


1. Understand the effectiveness of the initial awareness campaign and to refine the message for 


plan year 2014-2015. 


2. Leverage experiences and support in the community to enlighten the awareness campaign.


We recommend reaching out to the participants of the community partners program in advance 


of the meetings to alert them of the key areas we will be looking at; for instance, to measure 


effectiveness, participants may want to meet with various employees within their facilities to 


receive feedback – employees that interact with individuals at the “front desk,” billing, time of 


service, etc. This gives a holistic view of how well did the newly enrolled Exchange participant 
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understand their insurance. We also may want to consider using the Navigator program as a source 


of feedback on effectiveness and to receive their insights for our recommendations in developing 


the campaign for the future plan year. 


Some of the activities we will accomplish to meet this task includes:


• Work with the State to identify the stakeholders that will be included in the community 


partners program.


• Send notification to participants inviting them and recommending ways for them to gather 


feedback from their employees so they can bring prepared feedback to the meeting(s).


• Organize agenda(s) and notify participants of the meeting schedule.


• Facilitate the discussion at the community partners program meetings.


• Make recommendations based on their feedback.


• Incorporate the recommendations from community partners into the broader 


recommendations for the awareness campaign for plan year 2014-2015.


We also intend to use the extensive relationships and connections that Access to Healthcare 


Network (AHN) brings to the initiative:


Access to Healthcare Network (AHN)


AHN has a network of more than 2,000 providers throughout the State of Nevada including 


hospitals, clinics, primary, specialty, and ancillary care, pharmacists, dentists, and optometrists.


AHN has approximately 100 statewide organizational and institutional partnerships, including: 


federal, state, and local governments; community and corporate foundations and donors; social 


and human service agencies; community-based organizations; tribal health centers; senior centers; 


business associations; small businesses and large community employers; churches and religious 


organizations.


• AHN’s existing statewide outreach efforts include: More than 900 distinct, high contact 


outreach and information sites across Nevada; 220,000 brochures and related marketing 


materials distributed annually to individual community members; group presentations 


to business associations, medical provider groups, churches and religious organizations, 


community –based organizations, social/human service organizations, government agencies; 


hosting and participation in health fairs, conferences, and community-based events; and most 


importantly, member’s word of mouth.


• AHN membership services extend to small businesses and large community employers, college 


students, part-time and hourly workers, and the self-employed.


• Following is a sampling of the numerous community partners AHN currently works with for 


outreach efforts targeting low-and-moderate income wage earners:
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AHN Community Partners AHN Community Partners


AHEAD (Access to Housing and Economic 


Assistance for Development) – Federal 


Home Loan Bank of San Francisco


Mary Anderson, MD


Amerigroup Nevada Check-Up


Anthem Blue Cross and Blue Shield 


(WellPoint Foundation)


Nevada Department of Health Care Finance and 


Policy


Austin Senior Center
Nevada Division of Welfare and Supportive 


Services


Bank of America Nevada Medicaid


Banner Churchill Community Hospital, 


Fallon, NV
Nevada Women’s Fund


Battle Mountain Senior Center Northern Nevada Center for Independent Living 


Carson City School District Northern Nevada Immunization Coalition


Carson Senior Center Director Northern Nevada Senior Coalition


Catholic Healthcare West/Saint Mary’s 


Regional Medical Center
NV Energy 


Charles Schwab Bank NV Energy Foundation


Chris Gourlay Olsen's Corner Drug Store


City of Reno Reno Sparks Indian Colony


Covering Kids & Families


Renown Health (Renown Regional Medical 


Center, Renown Children’s Hospital, Renown 


Rehabilitation Hospital)


CVS CareMark Ron Woods Family Resource Center


Dayton Senior Center Rural Nevada Health Care Providers


Dermody Properties Foundation Ryan White - Part B


Disability and Senior RX S. A. Daugherty Foundation
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AHN Community Partners AHN Community Partners


Douglas County Senior Center Senior Care Plus


E.L. Cord Foundation Senior companion program 


Elko FRC Senior Spectrum


Elko Headstart Silver Springs Senior Center


Ely Senior Center Social Security Administration


Eureka School District Sparks - closed counseling location


Eureka Senior Center
State of Nevada Aging and Disability Services 


Division


Fallon Paiute Health Center Susan G. Komen Foundation


Fallon Senior Center Susanne & Gloria Young Foundation


Food Bank of Northern Nevada/Meals on 


Wheels


Teaching & Mentoring Communities of 


Humboldt County


Frontier Community Action Agency The Leonette Foundation


Gannett Foundation The Nell J. Redfield Foundation


Generation Boomer The Terrace Senior Center, Elko


Humboldt Community Coalition Virginia City Senior Center


Humboldt County School District Wal-Mart


Humboldt County Senior Center Wal-Mart in Elko County


Humboldt Red Cross Washoe County Health Department 


Intertribal Council of Nevada Washoe County Library System


Kids to Seniors Corner Washoe County Senior Centers


KPS3 Marketing Washoe County Social Services
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AHN Community Partners AHN Community Partners


Lovelock Senior Center Wells Fargo Bank


Lyon County Human Services -Silver 


Springs
White Pine County Social Services


Lyon County Human Services-Fernley White Pine School District


Marshall Matley Foundation


Build A Bear Foundation
Dermody Properties 


Foundation
The E.L. Cord Foundation


Bank of America Charles Schwab Bank Gannett Foundation


Susan G. Komen for the 


Cure Northern Nevada


Susan G. Komen for the Cure 


Southern Nevada
CVS Caremark/CVS/pharmacy


Marshall R. Matley 


Foundation
William McGowan Foundation


The Nell J. Redfield 


Foundation


NV Energy Nevada Women’s Fund The Leonette Foundation


Sandra A. Daugherty 


Foundation
Susan Young Foundation WellPoint Foundation


Wells Fargo Bank


AHN’s Relationships with Foundations and Donors


AHN’s Relationship to Community Health Providers


The uninsured often access healthcare services through Federally Qualified Health Centers, 


community-based healthcare clinics, state operated healthcare clinics, and local hospital ER units. 


AHN’s relationship with these providers will allow it to access the population of uninsured that 


access their services. 


• Washoe and Clark County District Health Departments


• Community Health Alliance – Redfield clinics at Neil Road and Sun Valley, and HAWC clinics 


based in Washoe County, as well as pediatric dental programs for the underserved, manager 


of the WIC program in Northern Nevada
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• Federally Qualified Health Centers across the State


• Rural Mental Health Clinics


• Community Health Centers 


KPS3 Marketing


As a long time Nevada organization (and additional through agency president Stephanie Kruse’s 


contacts during her tenure as marketing and contracting director at Saint Mary’s Health Network 


prior to starting her own firm), KPS3 has extensive relationships with a wide variety of non profit 


and business organizations and associations: the Nevada Hospital Association, Nevada Health 


Centers, Inc (the FQHC provider with clinics across Nevada), the Indian Health Board of Nevada, 


the Chambers of Commerce in Reno/Sparks/Northern Nevada and also Las Vegas, all economic 


development authorities across the state, the Community Health Alliance (which operates the 


HAWC and other clinics and programs for the underserved population in Northern Nevada, the 


Nevada Employers Association, High Sierra Industries/WARC in Northern Nevada, The Children’s 


Cabinet statewide, the United Way of Northern Nevada and the Sierra, and many hospitals in 


Northern Nevada. 


The Work Plans for Phase 1, 2 and 3 for consumers and our Business-to-Business Work Plan 


targeting the small business community to help attain the SHOP enrollee goal, provide much more 


detail on how and when of our remarks in this section They are located in the Confidential Section 


of our Technical proposal. We have placed these plans in this section because they demonstrate 


our unique knowledge, experience, and market understanding, as well as our extensive research 


and our diversity of strategies specific to this campaign and target markets. Therefore we are 


considering this work as proprietary, and believe is qualifies as Confidential.
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3.3 Phase 3 - Call to Action


Phase 3 of the project is targeted for on or about June 1, 2013. Production of deliverables should be completed and 


ready to be broadcast on October 1, 2013, although the Exchange will look to the expertise of the selected vendor to 


consult on start dates and duration of campaigns.


3.3.1 Deliverables


3.3.1.1 Design a multifaceted marketing and outreach campaign aimed at reaching target audiences to 


communicate the date health care coverage starts, the benefits of purchasing health care coverage, and how to 


purchase subsidized and unsubsidized coverage through the Exchange.


A.  The Call to Action Campaign for Open Enrollment


1. Develop a new media placement plan as outlined in Phase 2.


Media placement plans for Phases 2 and 3, to reach the targeted consumers noted in the RFP 


(100-400% FPL), as well as a Business-to-Business work plan with media channels to reach Nevada 


small businesses (to achieve the SHOP enrollee goal) are provided as part of our Work Plans, 


which we have located in the Confidential Section of our Technical proposal. We have placed these 


plans in this section because they demonstrate our unique knowledge, experience, and market 


understanding, as well as our extensive research and our diversity of strategies specific to this 


campaign and target markets. Therefore we are considering this work as proprietary, and believe is 


qualifies as Confidential.


Also, see our information on Access to Healthcare Network’s (AHN’s) capacity to reach the target 


markets through in person approaches in the answer to 3.2.1.1., and specifics under 3.2.1.1, C-1.


KPS3 will produce the following marketing communications activities for Phase 3 (more detailed 


information is available in our Work Plan for Phase 3 located in the Confidential section of the 


Technical proposal). There are two sub-phases noted in Phase 3, the “enrollment is open” message 


and then the “urgency message” for near the end of the campaign as close of enrollment nears: 


• Creation and printing of general explanation brochure – enrollment is open, in English and 


Spanish, and two other formats depending on research and strategy developed in Phase 1 (i.e. 


young adults, or other sub-segment)


• Creation of Phase 3 explanation brochure – urgency messaging, in English and Spanish


• Creation of educational posters and flyers for posting – enrollment is open, in English and 


Spanish


• Creation of educational posters and educational flyer for posting – urgency messaging, in 


English and Spanish


• Production of TV ad – enrollment is open, in English and Spanish


• Production of TV ad – urgency messaging, in English and Spanish
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• Production of radio ad – enrollment is open, in English and Spanish


• Production of radio ad – urgency messaging, in English and Spanish


• Production of print ad – enrollment is open, in English and Spanish


• Production of print ad – urgency messaging, in English and Spanish


• Development of digital ads (including mobile, Social Media, Search) – enrollment is open


• Development of digital ads – urgency messaging


• Development and implementation of social media strategy


• Production of outdoor billboards – enrollment is open, in English and Spanish


• Production of outdoor billboards – urgency messaging, in English and Spanish


• Production of bus tail/bus interior ads – enrollment is open, in English and Spanish


• Production of bus tail/bus interior ads – urgency messaging, in English and Spanish


• Production of Las Vegas bus shelters ads – enrollment is open, in English and Spanish


• Production of Las Vegas bus shelters ads – urgency messaging, in English and Spanish


• Production of mobile outdoor ad – enrollment is open, in English and Spanish


• Production of mobile outdoor ad – urgency messaging, in English and Spanish


• Production of door hangers for missed in-person visits in Door-to-Door campaign – English/


Spanish back to back


• Production of pocket card – English/Spanish back to back


• Production of give away item for community outreach events, with Exchange name, URL and 


phone number


• Post campaign survey after the campaign is completed


2. Highlight the importance of enrolling in a health care plan before coverage begins January 1, 


2014.


a. Subsidies will be available.


b. Participants will achieve financial piece of mind.


c. Preventive care will be provided.


Our team’s strategic planning work and further research in Phase 1 will ensure that we will message 


these components correctly and in a manner that will resonate with our target markets.
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3.3.1.1.A Continued


3. The Web Portal’s specific messaging


a. Include the web address of the Portal.


b. Incorporate an overview of the Portal’s significant features.


c. Emphasize the ease of use of the Exchange’s Web Portal.


4. The SSHIX Call Center’s specific messaging


a. Phone number.


b. Call center hours of operation.


Our marketing communications and outreach materials and other promotional materials will include 


the critical information described in points 3 and 4 above.


5. Alternative methods to enroll messaging


a. Navigators.


b. Brokers.


c. Walk-in centers.


The use of agents and brokers is an essential part of the sales, marketing and distribution of health 


insurance products for individuals and small businesses. They are often referred to as Producers. 


Additionally, the Affordable Care Act requires the use of Navigators to further support the 


consumer with purchasing and enrolling in insurance plans from the Exchange. A key component of 


the marketing plan will be strategies to leverage these Producers to support the enrollment goals 


of the Exchange.


We will prepare educational and communication materials about the value of the Exchange 


and QHP products including premium tax credits, cost sharing, the application, selection and 


enrollment process, and other regulatory and consumer rights information. The plan will include 


important outreach, promotional campaigns and trainings such as webinars for Producers to 


educate and motivate them to support the Exchange and QHP products.


We will include Navigators in the Producer marketing strategy in ways that can leverage their 


role in alignment with agents and brokers. Navigators will support the distribution process by 


raising public awareness and assisting potential enrollees in “real-time” by answering questions 


and facilitating QHP enrollment. Similar to traditional producers, a Navigator is an entity or an 


individual who will be trained and responsible to inform and educate people about the Exchange 


and answer questions about tax credit premiums, insurance benefits and the different the cost 


sharing options that may be available. 
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Although Navigators can assist with the application process and facilitate the enrollment process 


for individuals, they cannot offer input regarding which health plan an individual should select. They 


will also provide information in a manner that is culturally and linguistically appropriate to the needs 


of the populations being served.


Walk-in centers will be used extensively to further increase the reach of promotions and touch 


points to generate enrollment. They will provide a convenient way for consumers to obtain 


information and apply for QHPs offered by the Exchange. We will use walk-in centers at numerous 


state offices frequently visited by prospective enrollees such as Department of Health and 


Human Services, Department of Motor Vehicles and Department of Employment, Training and 


Rehabilitation and County Health Departments if our research indicates that targets are wiling to 


use them. (The Robert Wood Johnson research completed previously indicated some reluctance 


by target populations to use kiosks in too “public” of a location.) We will work with the State 


to provide collateral materials and training at these offices so State employees understand the 


Exchange and can help promote enrollment. Access to Healthcare Network locations across the 


state also will be excellent walk-in centers.


We will also collaborate with the Exchange organization to identify other opportunities for walk-


in centers or kiosks in locations such as at broker and agent offices, healthcare locations, retail 


centers, schools, colleges and university, post offices, and event facilities include arenas, stadiums 


and performance centers, again, if our research indicates that our populations are willing to use 


them.


B. The Phase 3 campaign will require unconventional advertising and the use of person-to-person 


resources to call the entire eligible population to action. 


A. The outreach efforts begun in Phase 2 will be expanded and enhanced during Phase 3 (please 


see our information in 3.2.1.1.)


B. Statewide Door-to-Door Appeal 


This Door-to-Door Appeal will be geared up in Phase 2 and carried out in Phase 3. Access to 


Healthcare Network (AHN) will conduct a Door-to-Door Appeal aimed at 460,000 of the 1 million 


targeted by this statewide outreach effort. The Door-to-Door Appeal will reach an estimated 


174,000 unduplicated households with an average household size of 2.65.


• This Door-to-Door Appeal is based on the proven campaign canvassing strategies utilized by 


state of Nevada political parties. 


• First Wave Door-to-Door Appeal: AHN will organize and carry out a door-to-door appeal 


within low-and- moderate-income neighborhoods (identified utilizing 2010 Census Data by Zip 


Code) during the period of Oct. 1, 2013 to Nov. 15, 2013. 


 ° First Door-to-Door Appeal:  First contact made with individual/family unit; intake 


information will be gathered manually; intake form will assess the level of understanding 


of how to access the Silver State Exchange and the importance of enrolling by March 31, 
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2014. Intake information will be transferred to AHN Database.


 ° Second Door-to-Door Appeal:  Visit to those individual/family units that were not 


available during the first canvass; intake questionnaire will be completed manually; 


Individual/family units not contacted will be noted to receive a final mailing appeal. 


Intake information will be transferred to AHN database.


 ° Robo Calls - Based on contact/non-contact information resulting from the door-to-door 


appeal, a Robo Call will be made to individual/family units to make a last appeal for their 


need to enroll in the Silver State Exchange by March 31, 2014.


• Second Wave Door-to-Door Appeal:  Conducted Feb. 1, 2014 to March 15, 2014. This will be 


a repeat of the First Wave Door-to-Door Appeal process, with a message emphasis of the 


upcoming  enrollment deadline of March 31, 2014.


• Positions and costs associated with Phase 3 are identified in the Budget Detail of the Cost 


Proposal. The intent is to hire unemployed or underemployed Nevadans for this temporary 


initiative. 


Following is more detail on elements of Phase 3 Outreach noted above. We hope to impress upon 


you the importance of our non-profit partner, AHN, in reaching these populations effectively.


In-Person Outreach Strategy – Door-to-Door Campaign


Historically, many individuals and families who are eligible for the largest federal subsidies have not 


responded to traditional advertising and outreach methods. 


AHN will serve as a consultant to provide KPS3 with expertise on how to market and outreach 


to low-income, uninsured Nevada residents. AHN is one of the few organizations in the State of 


Nevada with the cultural expertise and proven track record to successfully outreach and engage 


communities living between 100-400% of the FPL. AHN’s expertise lies in its understanding of the 


“Culture of Poverty”  and its person-centered, relationship-based interactions with clients, their 


families and communities. 


AHN will utilize past experience, demographics, and key attributes of the target population to 


develop a comprehensive statewide outreach plan aimed at reaching 1 million individual contacts 


from the following primary population groups:


• Low-and-moderate income uninsured earning between 100-250% of the Federal Poverty 


Level. (Individuals and families at 0-100% of FPL and those earning between 250-400% of FPL 


will also be targeted.)


• Young Invincibles - Predominantly male, non-college educated between the ages of 18-26 


years. 


• High Risk Uninsurables – Those in fair or poor health; nonelderly adults with a chronic 


condition.
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• Working Families – Low-and-moderate income part time or full time wage earner; uninsured. 


• Rural Nevada Residents – Low-and-moderate-income; uninsured; residing within one of the 13 


rural Nevada counties.


• Hispanic/Latino – low-and-moderate-income; uninsured; Nevada residents.


• Native American – low-and-moderate-income; uninsured; no local Tribal affiliation; those 


choosing not to utilize Tribal Health facilities or services.


• African American – low-and-moderate-income uninsured; Nevada residents. 


• Small Business – Businesses with between 1 and 50 employees. 


• Women – low-and-moderate income; uninsured. 


• Children – low-and-moderate income; uninsured; not eligible for Medicaid Services.


Secondary population groups that will receive information as part of outreach efforts include the 


following:


• Men – low-income; uninsured


• Veterans – low-income; under-insured; uninsured


• Other Minority Populations:  Asian/Pacific Islander


• Individuals with Disabilities


• Individuals with HIV/AIDS


• Gay, Lesbian, Bisexual, and Transgender (GLBT) individuals


• Homeless – the recently homeless due to economic downturn and home foreclosures.


• Jail Involved Individuals - Those currently incarcerated but due for release prior to March 31, 


2014


AHN understands that it must also take into account the following considerations to effectively 


market and outreach to low-income, uninsured populations: 


• The target population values in-person and one-on-one contact when receiving information 


that will require a decision.


• The target population has a limited amount of time in their day to research and consider 


options for accessing healthcare services. Providing easily understood information and options 


limits confusion in decision-making.


• The proposed target population is accustomed to receiving care through certain healthcare 


clinics and providers located within neighborhood communities. 
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• The proposed target population is made up of a large number of uninsured young, poor, and 


minority residents. Outreach efforts must connect with a younger, predominantly male, non-


college educated population. 


• Outreach to Nevada’s considerable Hispanic/Latino population must utilize culturally 


appropriate messaging and outreach efforts, including bilingual staff and materials presented 


in English and Spanish. 


• Native American populations have a complex issue. AHN has worked in partnership with 


Inter-Tribal Council of Nevada and understands the complexities of accessing care through 


tribally operated primary care clinics via funding from Indian Health Service and that there 


is a population of Native Americans that do not utilize reservation or urban colony based 


healthcare. 


• The target population relates well to receiving peer based education and informational 


presentations and sessions within communities.


AHN will utilize the following informational distribution methods to reach target populations 


statewide:


• Door-to-Door Appeal – Lead and Canvass Staff .


• AHN Help Lines - AHN maintains a statewide Help Line that provides in-person, one-on-one, 


healthcare related information and referral services. The Help Line answers an average of 


36,000-40,000 calls per year.


• AHN Care Coordinators- Annually, AHN serves 18,649 households, and estimates that its 


services impact 34,087 people. 


• Existing Informational Distribution Sites – AHN’s existing statewide outreach efforts include 


more than 900 distinct, high contact outreach and information sites across Nevada; 220,000 


brochures and related marketing materials distributed annually to individual community 


members; group presentations to business associations, medical provider groups, churches 


and religious organizations, community –based organizations, social/human service 


organizations, government agencies; hosting and participation in health fairs, conferences, 


and community-based events; and most importantly, member’s word of mouth.


• Group Presentations, Health Fairs, Community Events, and Town Hall Meetings- AHN has also 


participated in 154 outreach events across the state of Nevada between Jan. 1, 2012 and the 


present, the equivalent of more than 17 outreach events per month. 


AHN will utilize its extensive community-based partnerships such as the following, to serve as 


distribution sites and/or assist with information distribution:


• AHN Hospitals and Provider Network


• State and Local Social Service Agencies
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• City and County Government entities


• City and County Neighborhood Advisory Groups  


• Non-profit and community-based organizations


• Senior Centers


• Inter-Tribal Council of Nevada 


AHN will advertise and hire new staff positions associated with grants scope of work. A complete 


list of positions (existing and new hires) is provided in the Budget Justification sheet. 


1. Prospective vendors must demonstrate to the Exchange their expertise in reaching out to the 


Exchange’s target market.


We believe that our answers in Section 3.1.1.1A and 3.3.1.1B above,  help to demonstrate our 


experience and expertise to the target markets, as well as our ability to access large numbers of 


the target populations statewide through one of our partners, a not-for-profit agency who interacts 


daily with thousands of members of your target markets on a statewide basis.


Our Work Plan shows strategic innovation in outreach to our population, using methods beyond 


the use of paid media. Our outreach plan involves highly effective in-person contact with target 


population in the Reno and Las Vegas areas (our highest concentrated of population). 


This is where our team’s action plan shines. You will see from our Work Plans that we have gone 


above and beyond the standard practices and are proposing a one on one approach to reaching the 


eligible populations. 


Our partner, AHN, is one of the few organizations in the State of Nevada with the cultural expertise 


and proven track record to successfully outreach and engage communities living between 100-


400% of the FPL. AHN’s expertise lies in its understanding of the “Culture of Poverty”  and its 


person-centered, relationship-based interactions with clients, their families and communities. 


Historically, many individuals and families who are eligible for the largest federal subsidies have not 


responded to traditional advertising and outreach methods. 


Since its inception, AHN has utilized a “high-touch” outreach philosophy to build trust within our 


target market because AHN understands that this population is not reached through traditional 


forms of media. In fact, the target population prefers to be approached through more relationship-


based modalities, like word of mouth, door-to-door, health fairs, and community-based events.


Lack of access to affordable healthcare in Nevada only intensifies the problems of a population that 


is characterized by poor health status, unhealthy behavior and lifestyles, and persistent barriers 


limiting access to healthcare services. Nevada is consistently at the bottom of the list for a wide 


range of healthcare issues resulting from a lack of access to healthcare or from the state’s inability 


to support healthcare programs such as Medicaid.
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Historically, many individuals and families who are eligible for the largest federal subsidies have not 


responded to traditional advertising and outreach methods. 


Healthcare must not look at singular conditions or issues, but must consider, the total picture of 


health, including all conditions an individual faces as well as the social, cultural, or economic factors 


at work in that person’s life. Outreach and engagement is no different. People make decisions 


based upon values, and values differ across socio-economic status, geography, and race/ethnicities. 


Large opportunities can be missed by not understanding all of a population’s cost and health 


drivers, likewise in understanding a population’s values-based decision making when it comes to 


healthcare services. Solutions must be based on a total population view. For example, a singular 


focus on people with high risk Asthma may miss other key cost and quality drivers in the population 


and may, in fact, be money poorly spent if other individuals have higher risk. Many healthcare 


organizations are trying to get their patients and the public to change the way they think and 


behave when in fact their own thinking and behavior are often bigger issues. To paraphrase Dr. 


James Comer, a well-known author in the education field, virtually no significant learning or change 


takes place without a relationship of mutual respect.


While people in poverty may strive to be part of the mainstream, they find out that they aren’t 


when they encounter the healthcare system. People in poverty are often treated with disrespect 


or even contempt when they seek help. It’s as if they aren’t quite American enough to qualify for 


respectful treatment. Most of the institutions of the land are run on middle-class rules and norms. 


Members of the middle class often normalize their societal experience and, assuming that everyone 


shares their mindset, design programs, policies, and procedures accordingly. Of course, not 


everyone experiences life in the U.S. the same way; the greater the disparity in income and wealth, 


the greater the differences in the societal experience. Professionals are familiar with diversity 


trainings designed to help them better understand their patients from various racial, ethnic, and 


cultural backgrounds. What they usually lack is an understanding of the impact of poverty and 


economic class.


In addition, the power that goes along with running and being able to navigate the systems is often 


invisible to those in the middle class. But people who have little power or influence, who may not 


have the ability to navigate the systems smoothly (and who might not even have the power to stop 


bad things from happening to them) are hyper-vigilant about who has power and who doesn’t. 


When individuals with little power are disrespected by those with power, their only option to 


maintain self-respect is to leave, to separate themselves from the person who has disrespected 


them. People will tend to avoid institutions where they have been treated badly.


Many healthcare organizations are trying to get their patients and the public to change the way 


they think and behave when in fact their own thinking and behavior are often bigger issues. 


All AHN Door-to-Door Appeal staff will complete training provided by Dr. Debora K. McDermed, 


Director of Bridges Community Development, developed from the Bridges Out of Poverty: 


Strategies for Professionals and Communities (2001 by Ruby K. Payne, Phillip DeVol, and Terri 


Dreussi Smith. Revised 2005, 2006, and 2009). Among key concepts identified in the book for 
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working with people living in poverty, is that “distinct cueing systems exist between and among 


groups and economic classes.” For people living in poverty, relationships are a key element of 


survival. 


All AHN staff hired under this grant will be representative of the target population with 


consideration made for cultural competency, and economic status. 


AHN has on staff a certified translator to ensure correct use of the Spanish written language and 


the utilization of proper medical terminology.


2. All proposals must include a detailed outline of the types of media the vendor intends to use. 


Media placement plans for Phases 2 and 3, to reach the targeted consumers noted in the RFP 


(100-400% FPL), as well as a Business-to-Business work plan with media channels to reach Nevada 


small businesses (to achieve the SHOP enrollee goal) are provided as part of our Work Plans, 


which we have located in the Confidential Section of our Technical proposal. We have placed these 


plans in this section because they demonstrate our unique knowledge, experience, and market 


understanding, as well as our extensive research and our diversity of strategies specific to this 


campaign and target markets. Therefore we are considering this work as proprietary, and believe is 


qualifies as Confidential.


3. The selected vendor must submit a project plan to the Exchange for approval by May 15, 2013.


We agree to this task and deadline.


C.  Urgency message


1. The deadline to purchase coverage is March 31, 2013.


2. Consumers who fail to enroll before the deadline must wait until the following year’s open 


enrollment period.


KPS3 has provided for a revised set of marketing communications tools in the final phase of the 


enrollment that calls out the urgency message to enroll before March 31, 2014. In addition, media 


placement schedules will be heavier in the final four weeks of the enrollment period.
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3.4 Proposal Requirements 


3.4.1. The Silver State Health Insurance Exchange recognition campaign, Education campaign, and Call to Action 


campaign advertising will include production of all commercials, voice spots, internet ads, signage, hand out materials, 


media buys, etc.


The KPS3 team has the capabilities and 21 years of experience that will enable us to strategically 


create and produce all advertising tools noted above, as well as lead the brand development 


discussed in 3.1.1.1B. See case studies, creative samples and experience information throughout the 


proposal, and our Work Plans and Media Plans in the Confidential section of our Technical proposal, 


which we feel demonstrate our ability to perform these responsibilities.


3.4.2.  All production materials will become the property of the Exchange; the Exchange may use any materials 


produced as a result of this contract with no royalty payment or copyright infringements. 


The KPS3 team agrees to this requirement.


3.4.3.  Proposing vendors are asked to submit a proposal that addresses the completion of each deliverable outlined 


in the RFP, with examples of work demonstrating the vendor’s competency. If examples of work are submitted on CD, 


(1) CD must accompany each hardcopy proposal.


Our experience in producing these deliverables, along with examples of those already produced, 


are included in our answers to 3.4.1.1, and CDs are included with this proposal for display of 


tools that do not translate well in printed materials. Television, radio, video and animated digital 


advertising samples are included on the CDs that are a part of the KPS3 proposal.


3.4.4. Proposing vendors are asked to provide alternative strategies that the Exchange may not have enumerated or 


considered in this RFP. All submitted proposals must include the following:


3.4.4.1 Proposing vendors should outline a past approach to similar projects/case studies. At a minimum, vendors 


should provide the name of the client, the scope and duration of the project, and the vendor’s attributes that made 


them the best choice for that project.


The KPS3 team has extensive experience in strategically developing campaigns for statewide 


public information and engagement programs, especially in target populations represented in the 


Exchange initiative. Following are case studies of campaigns and initiatives created and successfully 


implemented by KPS3 and its partners Navigant, and Access to Healthcare Network, for clients with 


similar scenarios and needs: 


KPS3 Case Studies


KPS3: Nevada System of High Education - Go To College


Overview:


Nevada has ranked 49th/50th for many years, for the percentage of low-income students 


participating in college. A painful statistic to swallow for proud Nevadans. A major goal of the 
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campaign was to encourage students that were entrenched in believing they could never attend 


college to consider going to college. There is a major psychological hurdle preventing low-income 


students from even considering college in the first place. Once that self-doubt was addressed, 


it was our goal to get them to the GoToCollegeNevada.com website for free information and 


resources to help give them the means to afford college. 


Our Approach: 


KPS3 was tasked to create a public information campaign to increase college awareness among a 


low-income population in the state of Nevada. The goal was to reach both students and parents 


in the state with information to help them better understand the options available to them for 


attending college. Priority one target audience: Teens – age 13 to 18. This demographic is most 


likely to be thinking about going to college. They are often in high school or middle school. Within 


this demographic, we focused on lower-income individuals. Priority two target audience: Parents 


of the teens noted previously — they are likely to have a significant influence on their children’s 


decision to go to college (either in guidance or in funding). Tertiary target audience: Children in 


third, sixth and eighth grade. That may seem young, but research showed that they are still likely to 


be influenced in planning on going to college later in life, and are at stages of testing or transitions 


in the school system. 


The statewide campaign consisted of logo creation, overall design/look/feel, strategic messaging, 


television advertising, radio advertising, public relations, social media, online display advertising, 


out-of-home advertising as well as brochures, flyers and banners. This campaign was done in both 


English and Spanish. 


It was KPS3’s challenge to develop this campaign and web presence from the ground up, and on a 


very modest grant-funded budget. 


Outcomes: 


We developed the website from scratch (all design, coding, etc) and started with zero visitors 


or awareness. Success came quickly. After only a few months in existence, the site had received 


approximately 6,000 visits and 22,000 page views. We also created a content management system 


to allow the client to make changes to the website easily, and allow them to easily edit and create 


new pages, and optimize their site content for search engines. The site was able to evolve as the 


environment and resources evolved over time. We also created a presence on Facebook, and ran 


Facebook ads - which provided just over 8 million impressions in two months (spending only about 


$1,000). And the ads weren’t just served to anyone - we were able to carefully select our target and 


made sure the ads were only seen by Nevadans age 13-17. While the media campaign ran, 47% of 


visits were direct traffic, 35% from search engines and 18% from links (online ads, other sites, etc). 


KPS3 also negotiated more than 12,000 value-added (additional free) spots in Nevada markets 


and a reach that prioritized finding both teens and parents via strategic, creative placements. We 


had an estimated reach of more than 75% of our target audience in the state of Nevada with a 


frequency of 5.8x. 







107


Go To College (statewide program of Nevada System of Higher Education) 
Brand name, logo, positioning for statewide program 


EARN
MORE


DO
MORE


GO 
FURTHER


GoToCollegeNevada.org
INFORMATION  |  GUIDANCE  |  RESOURCES


OF COURSE


YOU CAN


HELP
WE CAN


Financial Aid:
Start researching and applying for different •	
types of financial aid – including grants 
and scholarships 


Complete the Free Application for •	
Federal Student Aid (FAFSA)


Attend all college nights and financial •	
aid workshops offered in your high 
school or area


Parents:
If possible, develop a savings plan •	
for college


Discuss career and college options •	
with your child


Make sure your child is on a college •	
preparatory track from a young age


Elementary and  
Middle School:


Plan ahead for high school•	


Take Algebra I in 8th grade•	


Stay in touch with school counselors to understand •	
changing college requirements


High School:
Take four years of math, English and science, three •	
years of social studies and a foreign language.


Familiarize yourself with the college admissions •	
and financial aid processes


Become involved in school and community-based •	
extracurricular activities


Don’t make going to college a choice...  
You can go. We can help you do it.


hAvE biG


DREAMS?
  DOMORE!


EARN
MORE!


G o T o C o l l e g e N e v a d a . o r g


If you have big dreams for your future, we want to 
help them come true. If you want to have an exciting 
job. If you want to earn lots of money. You can earn 
more, do more and go further than you thought 
possible … if you go to college. 


The earlier you start thinking about and preparing 
for college, the better. GoToCollegeNevada.org is 
here to help you be ready. The informative website 
is designed to show you how to plan for college and 
provide you with useful information, resources and 
more. There are even resources for your parents or 
guardians so they know how to help and give you  
the encouragement you need to stay on track. 


Of course you can go to college. There are  
many opportunities available, 
including financial aid. 
Nevada’s college 
system is structured 
for everyone to have 
an opportunity at a 
good education, career 
and future. 


Nevada College Information


College of Southern Nevada
(702) 651-4060 Admissions•	
(702) 651-4047 Financial aid•	
www.csn.edu •	


Great Basin College
(775) 753-2102 Admissions•	
(775) 753-2399 Financial aid•	
www.gbcnv.edu •	


Nevada State College
(702) 992-2130 Admissions•	
(702) 992-2150 Financial aid•	
www.nsc.nevada.edu •	


Truckee Meadows Community College
(775) 673-7042 Admissions•	
(775) 673-7072 Financial aid•	
www.tmcc.edu•	


University of Nevada, Las Vegas
(702) 774-8658 Admissions•	
(702) 895-3424 Financial aid•	
www.unlv.edu•	


University of Nevada, Reno
(775) 784-4700 Admissions•	
(775) 784-4666 Financial aid•	
www.unr.edu •	


Western Nevada College
(775) 445-3277 Admissions•	
(775) 445-3264 Financial aid•	
www.wnc.nevada.edu•	


INFORMATION  |  GUIDANCE  |  RESOURCESGoToCollegeNevada.org


OF COURSE


YOU CAN


EARN 
MORE


DO 
MORE


GO  
FURTHER


HELP
WE CAN


Man Voice: You’ve got big dreams…for you kids. You see them 


with a great job…


Man Voice: Making lots of money.


Man Voice: There’s no reason kids can’t get more of what they 


want from life… if they go to college. 


Man Voice: A college degree will help them earn more, do more 


and go further then they imagine. 


Man Voice: Go To College Nevada dot org can help make their 


college dreams a reality.


Man Voice: There is free information, guidance and resources 


to help kids stay on course for college.


Man Voice: There’s no reason to think they can’t... Of course 


they can –  Go To College Nevada 
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KPS3: Immunize Nevada – Text4Baby


Overview:


In an effort to increase the health of mothers and children across Nevada, Immunize Nevada 


partnered with Text4Baby, a free text messaging service that provides health updates and 


reminders to expectant and new mothers. Because Nevada is a state that continually lags in 


maternal and infant health, Immunize Nevada wanted 4,000 mothers across Nevada to sign up for 


Text4Baby. The challenge was to generate a statewide buzz about Text4Baby with a limited budget.


Our Approach: 


We decided the best approach for this type of public health campaign would be very community-


centric. We began crafting a grassroots campaign that would achieve our goals, engage healthcare 


partners, and get mothers excited about Text4Baby without breaking the bank. Because Nevada 


is a sprawling and rural state, we decided that the best way to truly reach a statewide audience 


was through local government and partnerships. Our solution was Mayors and Mommies Month; a 


statewide campaign during which mayors across the state would encourage their own communities 


to spread the word about Text4Baby. And to reach the mayors we turned to none other than 


Nevada’s First Lady Kathleen Sandoval, who sent out a letter to each of Nevada’s mayors asking 


them to participate in Mayors and Mommies Month. And it all fell into place from there.


After the letter was sent, we followed up with each mayor to discuss how they could help keep 


infants and mothers in their communities healthy. The mayors participated in a variety of ways, 


some made official proclamations, others contacted health organizations, and most personally 


reached out to their local media outlets to help spread the word about Text4Baby.


To make participating as easy as possible for the mayors and healthcare partners we expanded 


immunizenevada.org/text4baby by creating web pages they could visit to find press release 


templates, Text4Baby FAQs and promotional materials, social media updates, and our contact 


information.


Once we had Nevada’s First Lady and Mayors on board, we distributed media kits and PSAs 


across the state to help generate some coverage on Text4Baby. We hit the press and our potential 


partners hard throughout the month of April, and by the time Mother’s Day rolled around over 


4,000 mothers across Nevada had signed up for Text4Baby.


Outcomes: 


11 Mayors participated


• 8 officially proclaimed April “Mayors and Mommies Month”


• All sent out a press release or media advisory to their local media source


• 2 went above and beyond, personally reaching out to their local health departments and 


organizations
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18 different media outlets were reached


• 7 press releases


• 3 TV interviews


• 22 distinct media appearances total


4,026 mothers signed up for Text4Baby


Immunize Nevada Text4Baby 
Flash mob, press kit creation and media management.


Footage of KPS3-created Pregnant Mom FlashMob “viral video” is included on KPS3’s CD of creative samples.
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Other Samples for Immunize Nevada 
Website strategy + development, logo creation and Facebook branding
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KPS3: State of Nevada’s Safety Consultation and Training Section – Hispanic 


Safety Month


Overview:


For more than 18 years and seven RFP presentations, KPS3 has retained and worked with the 


Nevada Division of Industrial Relations Safety Consultation and Training Section (SCATS) to educate 


Nevada’s employers and employees on the importance of workplace safety. KPS3 has accomplished 


this over several statewide campaigns including the promotion of safety classes and programs 


conducted by SCATS, highlighting organizations that excelled in workplace safety, and building 


community/business partnerships for SCATS in Nevada. Using television, radio, print, collateral 


support and web, KPS3 helped SCATS provide specific safety instructions, law codes and unique 


state programs and services designed to keep employers and employees safe on-the-job. One 


of the target audiences for SCATS is the Hispanic workforce. Nationally and within Nevada, the 


Hispanic workforce maintains a high number of injuries and fatalities on the job.


Our Approach: 


KPS3 worked with SCATS to target Hispanic workers and employers of a Hispanic workforce. 


KPS3 brainstormed on how to maximize the limited budget available and proposed the idea of 


focusing on Hispanic workplace safety for a single month to saturate the market in that four-week 


span, rather than spreading the budget too thinly for an entire year. This marketing program was 


approved by SCATS’ officials and April was designated “Nevada Hispanic Safety Month” throughout 


the state – which it currently remains today.


Although the entire budget of $25,000 was earmarked for the promotion of this event, it was not 


enough if SCATS wanted to fully get their message across to their target audience. KPS3 set out 


to attract partners for this month-long event by crafting a letter for Nevada businesses who have 


a high number of Hispanic workers offering sponsorship opportunities. KPS|3 researched potential 


sponsors and distributed these sponsorship letters throughout the state to garner more money for 


a greater impact.


After a final budget was determined, KPS3 created a media budget to reach the greatest number of 


business owners and employees as possible including business publications and local newspapers in 


Reno, Las Vegas and Elko. These ads promoted the safety classes SCATS was conducting in Spanish 


and English throughout the month to teach about safety on the workplace. These ads also ran in 


both English and Spanish. 


KPS3 also launched a Nevada Hispanic Safety Month public relations campaign consisting of 


multiple press releases and public service announcements about safety in the state. The PR 


campaign was able to garnish news stories in the newspapers throughout Nevada including the 


Northern Nevada Business Weekly, Reno Gazette-Journal and Las Vegas Review-Journal. Radio 


stations throughout the state used the PSA to also promote Nevada Hispanic Month. 
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Outcomes: 


KPS3’s sponsorship coordination garnered $21,000 (including $10,000 from the MGM Grand) in 


additional funds to help promote the event and the important message of safety in the workplace. 


More print advertising and pubic relations efforts were able to take place with the extra money 


procured by KPS3. During Nevada Hispanic Safety Month, SCATS reached a greater number in the 


Hispanic market and had more Hispanic workers participate in their safety classes during a four-


week span then they have historically received in an entire year. By concentrating funds and efforts 


in a month period, a great impact was made throughout Nevada. 


Nevada’s Safety Consultation and Training Section 
Hispanic Safety Month and logo design


Curso de Conducción Defensiva de Cuatro Horas
Abril 1, 8:30 a.m. - 12:30 p.m.
Este curso es para enseñar técnicas de manejo defensivas para los gerentes y sus empleados quienes 
operan vehículos en caminos públicos como parte de su negocio. Al terminar la clase, los participantes 
recibirán un certifi cado del Curso de Conducción Defensiva-4 del National Safety Council. Este curso 
será enseñado en español.


Curso de 10 Horas de Construcción de OSHA
Abril 4 & 5, 8:30 a.m. - 3:30 p.m., Cada Día
Este curso de dos días provee una introducción a OSHA y a los Estándares de Construcción de OSHA, 
29 CFR 1926. Cubrirá varias sub-partes del estándar con un énfasis en las actividades de aplicación de 
Nevada. Los participantes deben atender ambos días para recibir la tarjeta de asistencia de OSHA.
Este curso será enseñado en español.


Conciencia Sobre la Protección Contra Caídas
Abril 14, 8:30 a.m. - 11:30 a.m.
Este programa repasa las reglamentaciones de la construcción en 29 CFR 1926, Subparte M. Examina 
métodos convencionales de protección contra caídas  y sistemas personales para arrestar/parar la caída. 
Este curso será enseñado en español.


Comunicación de los Supervisores con Empleados que no Hablan Inglés
Abril 18, 2:00 p.m. - 4:00 p.m.
Este curso esta diseñado para asistir al los gerentes en como comunicarse con sus empleados quienes 
no hablan ingles. Este curso cubre información sobre que hay que considerar cuando se comunican con 
gente de diferentes culturas en diferentes situaciones, también se hablará de algunas frases en español, 
fáciles de decir, para usar cuando habla con sus empleados. Este curso será enseñado en inglés.


Introducción a OSHA
Abril 19, 1:30 p.m. - 4:30 p.m.
Este entrenamiento intenta familiarizar al participante con el propósito e historia de la ley de OSHA, 
funciones de la sección de aplicación, funciones de la sección de consulta, y fuentes de los estándares de 
seguridad y salud ocupacional. Este curso será enseñado en español.


Conciencia Sobre el Asbesto
Abril 28, 1:30 p.m. - 4:30 p.m.
Esta clase incluye una presentación de la historia, características físicas, y varios tipos de materiales que 
contienen asbestos. También se incluyen discusiones de materiales que se cree que contienen asbesto, 
condiciones frágiles, protección contra las exposiciones, efectos potenciales a la salud, y programas de 
monitoreo médico. Este curso será enseñado en español.


En Nevada Los Trabajadores Hispanos Tienen Los 
Índices Más Altos De Accidentes Y Fatalidades En 
El Trabajo.


Únase con el Nevada Small Business Development Center, 
el Nevada Safety Consultation y Training Section (SCATS), 
el MGM MIRAGE, Pardee Homes y muchas otras 
empresas para mejorar estas estadísticas.


Este proyecto de un mes está diseñado para educar  
a los trabajadores Hispanos en Nevada por medio 
de cursos de seguridad gratuitos.


Inscríbase Hoy Para Estos Cursos Gratuitos


Las clases se enseñarán en SCATS
1301 N. Green Valley Parkway, Suite 200
Henderson, Nevada 89074


877-472-3368     702-486-9140     www.4safenv.state.nv.us


Únase con el Nevada Small Business Development Center, 
el Nevada Safety Consultation y Training Section (SCATS), EN EL


 2003


 19%
DE LAS


FATALIDADES
EN EL TRABAJO EN


NEVADA ERAN HISPANOS


Conciencia Sobre la Comunicación de los Peligros
Abril 7, 1:30 p.m. – 4:30 p.m.
Esta presentación repasa los requisitos escritos relacionados con la 
comunicación de los peligros.  Los temas que se incluirán son: etiquetado, 
inventario, hojas de datos químicos y entrenamiento. Este curso será 
enseñado en español.


Introducción a OSHA
Abril 11, 1:00 p.m. - 4:00 p.m.
Este entrenamiento intenta familiarizar al participante con el propósito e 
historia de la ley de OSHA, funciones de la sección de aplicación, funciones 
de la sección de consulta, y fuentes de los estándares de seguridad y salud 
ocupacional. Este curso será enseñado en español.


Patógenos Transmitidos por Medio de la Sangre
Abril 12, 1:30 p.m. – 4:30 p.m.
Esta clase repasa la ley de OSHA relacionada con los Patógenos Transmitidos 
por Medio de la Sangre.  Los temas incluyen: enfermedades causadas por los 
patógenos, exposiciones a sangre y líquidos corporales en el lugar de trabajo,  
planes para controlar exposiciones, precauciones universales, ropa y equipo de 
protección personal, consideraciones de vacunación, y prácticas de seguridad 
en el trabajo. Este curso será enseñado en español.


Curso de 10 Horas de Construcción de OSHA
Abril 26 & 27, 8:30 a.m. - 3:30 p.m., Cada Día
Este curso de dos días provee una introducción a OSHA y a los Estándares de 
Construcción de OSHA, 29 CFR 1926.  Cubrirá varias sub-partes del estándar 
con un énfasis en las actividades de aplicación de Nevada.  Los participantes 
deben atender ambos días para recibir la tarjeta de asistencia de OSHA. Este 
curso será enseñado en español.


En Nevada Los Trabajadores Hispanos Tienen Los 
Índices Más Altos De Accidentes Y Fatalidades En 
El Trabajo.


Únase con el Nevada Small Business Development 


Center, el Nevada Safety Consultation y Training Section 


(SCATS), el MGM MIRAGE, Pardee Homes y muchas 


otras empresas para mejorar estas estadísticas.


Este proyecto de un mes está diseñado para 


educar  a los trabajadores Hispanos en Nevada 


por medio de cursos de seguridad gratuitos.


Inscríbase Hoy Para Estos Cursos Gratuitos


Las clases se enseñarán en SCATS
4600 Kietzke Lane, Suite E-144
Reno, Nevada, 89502


877-472-3368     www.4safenv.state.nv.us
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for a saferfor a safer


Your {PARTNER}Your {PARTNER}


Southern Nevada
1301 N. Green Valley Parkway, Suite 200


Henderson, Nevada 89074
Ph: (702) 486-9140


Fax: (702) 990-0362


Northern Nevada
4600 Kietzke Lane, Suite E-144


Reno, Nevada 89502
Ph: (775) 824-4630
Fax: (775) 688-1478


Northeastern Nevada
350 West Silver Street, Suite 210


Elko, Nevada 89801
Ph: (775) 778-3312
Fax: (775) 778-3412


Or call, toll free


877-4SAFENV (472-3368)
www.4safenv.state.nv.us


Your Partner For a Safer Nevada


Revised 11/06


N E V A DAN E V A DA


Who is 
  SCATS?


SCATS – the Safety Consultation and Training Section – has 
been a partner with Nevada businesses since 1991. Like our 
name implies, we help Nevada employers and employees 
create and maintain a safe and healthy workplace. 
SCATS is part of the Nevada Department of Business and 
Industry, Division of Industrial Relations… in short, we are 
the accident prevention people.


SCATS focuses on three areas of free services available 
to help Nevada employers and employees. First, we 
provide high-quality safety and health consultation 
services focusing on the prevention of injuries and illness. 
Additionally, we offer formal training to provide employers 


and employees with the knowledge and skills to ensure a 
safe and healthy work environment. Finally, SCATS serves as 


an informational resource for employers and employees. 


Other Samples for Safety Consultation and Training Section (SCATS) 
Website strategy + Development


Un Nevada Más Seguro.


Your Partner 
for a Safer Nevada.


Su Socio Para


• Asistencia de Seguridad y Salud en inglés y español. 


• Asistencia con el Programa de Seguridad Escrito. 


• Entrenamiento de Seguridad y Salud que incluye 
préstamos de videos. 


Servicios Sin Costo
• English and Spanish Safety & Health Assistance. 


• Assistance with Written Safety Programs. 


• Safety & Health training including video lending.


No Cost Services


www.4safenv.state.us.nv • 1-877-472-3368


Un Nevada Más Seguro.


Your Partner 
for a Safer Nevada.


Su Socio Para







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 114


Other Samples for Safety Consultation and Training Section (SCATS) 
Print advertisements over several years


OSHA fines, workplace accidents, or worse — death — can cost your business and the health and safety 


of your employees. The Safety Consultation and Training Section (SCATS) of the State of Nevada offers free 


on-site consultation services to help you recognize and control potential safety and health hazards. 


No fines — just sound advice. No big brother — just big help.


When it comes to workplace safety…
We're on your side.


Schedule Your Free On-Site Safety Consultation.


877-4SAFENV (472-3368)www.4safenv.state.nv.us


OSHA fines, workplace accidents, or worse — death — can cost your business and the health and safety 


of your employees. The Safety Consultation and Training Section (SCATS) of the State of Nevada offers free 


on-site consultation services to help you recognize and control potential safety and health hazards. 


No fines — just sound advice. No big brother — just big help.


When it comes to workplace safety…
We're on your side.


Schedule Your Free On-Site Safety Consultation.


877-4SAFENV (472-3368)www.4safenv.state.nv.us


OSHA fines, workplace accidents, or worse — death — can cost your business and the health and safety 


of your employees. The Safety Consultation and Training Section (SCATS) of the State of Nevada offers free 


on-site consultation services to help you recognize and control potential safety and health hazards. 


No fines — just sound advice. No big brother — just big help.


When it comes to workplace safety…
We're on your side.


Schedule Your Free On-Site Safety Consultation.


877-4SAFENV (472-3368)www.4safenv.state.nv.us


Call toll-free  877-4SAFENV (472-3368)
www.4safenv.state.nv.us


Your Partner For a Safer Nevada


Breathe easier….


With our Occupational Health Services


Ensure your employees are protected while 


performing processes or using equipment that may 


release toxic substances. Call the Safety Consultation 


and Training Section (SCATS) of the State of Nevada for 


assista
nce from their industrial hygienists in


:


	


•		Hazard	exposure	assessments 


 (qualitative and quantitative)


	
•		Nevada	OSHA	compliance	evaluations	 


(are	you	ready?	Compliant?)


	
•		Hazardous	materials	or	occupational 


 health program development


•		Indoor	air	quality	evaluations	and	remediation 


plan development


And all services are free! Sound too good 


to	 be	 true?	 Just	 take	 a	 deep	 breath,	


contact	 SCATS,	 and you’ll see 


how good it really is!


Call toll-free  877-4SAFENV (472-3368)
www.4safenv.state.nv.us


Your Partner For a Safer Nevada


An ounce of prevention
is worth a safer workplace.


And the prevention is FREE… through the Safety Consultation 


and Training Section (SCATS) of the State of Nevada. Free on-site 


consultation services help employers recognize and control 


potential safety and health hazards, improve their company 


safety/health program, and assist in training employees. 


And… it might just qualify them for an exemption from Nevada 


OSHA general schedule enforcement inspections.


Sound too good to be true? Just contact SCATS today and 


you’ll see how good it really is! Take the first bite.


Call toll-free  877-4SAFENV (472-3368)
www.4safenv.state.nv.us


Your Partner For a Safer Nevada


An ounce of prevention
is worth a safer workplace.


And the prevention is FREE… through the Safety Consultation 


and Training Section (SCATS) of the State of Nevada. Free on-site 


consultation services help employers recognize and control 


potential safety and health hazards, improve their company 


safety/health program, and assist in training employees. 


And… it might just qualify them for an exemption from Nevada 


OSHA general schedule enforcement inspections.


Sound too good to be true? Just contact SCATS today and 


you’ll see how good it really is! Take the first bite.


Communicating Safety  


and Health Training  


in Spanish
 


The Safety Consultation and Training Section  


(SCATS) offers a variety of free Spanish safety and  


health training classes taught by highly qualified  


bilingual trainers. Classes range from two hours to  


two days, depending on the subject matter, 


 and cover a wide range of safety and health  


topics. SCATS can even conduct free safety  


and health training at your facility.


 


Sound too good to be true? You can  


communicate the importance of safety and  


health in your workplace in Spanish and English. 


 Contact SCATS today.
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Other Samples for Safety Consultation and Training Section (SCATS) 
Website strategy + development, collateral development


We’re your partner for 
a safer Nevada.


SCATS provides a variety of quality Spanish safety 
and health services designed to meet the unique 


needs of Nevada employers for assistance in 
complying with safety and health requirements. If 
you would like more information on this or any of 


SCATS programs or services, contact us at: 


Southern Nevada 
1301 N. Green Valley Parkway, Suite 200 


Henderson, Nevada 89074 
Telephone: (702) 486-9140 


Fax: (702) 990-0362


Northern Nevada 
4600 Kietzke Lane, Suite E-144 


Reno, Nevada 89502 
Telephone: (775) 824-4630 


Fax: (775) 688-1478


Northeastern Nevada 
350 West Silver Street, Suite 210 


Elko, Nevada 89801 
Telephone: (775) 778-3312 


Fax: (775) 778-3412


Or call, toll-free


877-4SAFENV (472-3368)
www.4safenv.state.nv.us


08DR024–RINK / Revised 09-2008


Consultation Services 
and Technical Assistance


SCATS offers on-site safety and health consultation 
services, which are separate from the Nevada OSHA 
inspection effort, that are focused on preventing injuries 
and illnesses. Consultants issue no citations or penalties 
for non-compliance, but employers must agree to correct 
all identified imminent danger and serious hazards in a 
timely manner, as well as report that corrective action has 
been taken. Additionally, our Spanish speaking consultants, 
knowledgeable in OSHA requirements, are available in our 
Henderson and Reno offices to answer questions during 
normal business hours. 
 
Safety and Health Training  
in Spanish


A variety of free Spanish safety and health training classes 
are provided by our highly qualified bilingual trainers. 
Classes range from two hours to two days, depending 
on the subject matter, and cover a wide range of safety 
and health topics. Training schedules are published each 
quarter listing classes at our offices in Henderson, Reno, and 
Elko. Additionally, based on the availability of trainers, and 
subject to a minimum number of attendees, SCATS can 
conduct free safety and health training at your facility. 
Please contact your nearest SCATS office for more details. 
 


Video Lending Library


SCATS has establish a free of charge lending library 
consisting of hundreds of safety and health videos and 
DVDs, many of which are in Spanish. Our titles cover a 
variety of safety and health topics and are available for 
employers to borrow. Since these materials are purchased 
from private production companies, they may contain 
some inaccuracies. Ultimately, it remains the employer’s 
responsibility to ensure that employee training is current 
and meets applicable federal, state, and local regulations.


SPANISH


SAFETY AND


HEALTH


SERVICES


Wide Range of  
Spanish Services  
 
Communicate in a Language 
Employees Understand


No Cost for Services
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KPS3: Nevadans for Tobacco Free Kids – No on Four, Yes on Five


Overview:


In a state known for its almost anything-goes reputation, its poor health rankings, and its often 


impenetrable clouds of cigarette smoke, how do you pass a bill banning smoke in public places? At 


the time, only 23 percent of Nevadans smoked, but local health advocates said the State’s gaming 


interests were too powerful to restrict lighting up in all indoor public places. But statistics and 


research were in our favor. Nevadans For Tobacco-Free Kids, a coalition of American Cancer Society, 


American Heart Association, American Lung Association, Nevada Academy of Family Physicians, 


and the Nevada State Medical Association along with KPS3 Marketing came together to help pass a 


ballot question in Nevada banning smoking in most public spaces.


In research completed in northern Nevada in early 2006 these universal beliefs or practices in the 


community setting were identified:


• 94% agreed fast food restaurants should be smoke free, up from 82% in 2000


• 90% agreed that convenience stores should be smoke free


• 85% requested a non-smoking room when traveling, up from 76% in 2000


The following were identified as predominant beliefs or practices:


• 84% agreed that indoor sporting event should be smoke free, up from 77% in 2000


• 82% agreed that shopping malls should be smoke free, up from 71% in 2000


• 81% requested a non-smoking table when dining out, up from 74% in 2000


• 72% agreed that restaurants should be smoke free, up from a “contested” belief held by just 


55% in 2000


Our Approach: 


Simultaneous to our Question 5, The Nevada Clean Indoor Air Act, another ballot question sounding 


and looking very similar to ours (Question 4) was also put on the ballot by parties interested in 


maintaining status quo for smoking in public places, in order to confuse voters. Had it passed, it 


would have actually lessened current smoking bans.


We based our strategic positioning on the credibility of the member organizations of the anti-


tobacco coalition and clearly painted the other ballot question as a trick to purposefully confuse 


Nevada’s voters. We anticipated we would be outspent 2 to 1, (in reality we were outspent almost 


5 to 1). Reinforcing our message, our backers, and the tricky tactics of our competition was our 


foundation behind “No on 4. Yes on 5. Clear the smoke from children’s lives.”
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Tactics in our arsenal:


• Targeted emailings, with updated most current information, databases built, maintained, and 


added to throughout campaign.


• Website - updated daily


• T-shirts, yard signs, petition signings, outdoor billboards (grassroots)


• Television and radio advertising for frequency


• Public relations, press appearances, white papers released to media and decision makers


• Consistent tight messaging/editing/walking sheets and flyers


Outcomes: 


On November 4, 2006, Nevada voters approved Question 5 - the more restrictive of two smoking-


ban initiatives. In doing so, the trick Question 4, supported by big tobacco, slot route operators, 


gaming interests and bar owners, was soundly defeated - paving the way for Nevada’s restaurants, 


bars and numerous other public spaces to go smoke-free.


Thanks to our strategic and creative execution of the “No on 4. Yes on 5.” campaign, Nevada 


became one of the first states to take the smoking question directly to voters – and win. It is our 


hope that Question 5 passing is an inspiration for people to take more action over their own health 


issues that are affected by interests and industries that might seem out of their control.


Their Question 4


Shall Chapter 202 of the Nevada Revised Statutes be amended in order to prohibit smoking tobacco 


in certain public places, except all areas of casinos, gaming areas within establishments holding 


gaming licenses, bars and certain other locations?


YES - 48% 


NO - 52%


Our Question 5


Shall Chapter 202 of the Nevada Revised Statutes be amended in order to prohibit smoking tobacco 


in certain public places, in all bars with a food-handling license, but excluding gaming areas of 


casinos and certain other locations?


YES - 54%


NO - 46%
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Nevadans for Tobacco Free Kids – No on 4, Yes on 5 
Website development, print/radio, TV, collateral development


No on 4
Yes on 5
KEEP KIDS HEALTHY AND ALIVE


LIVE LONG AND


NO ON 4
YES ON 5


NO ON 4
YES ON 5


LIVE LONG AND NO ON 4
YES ON 5


LIVE LONG AND NO ON 4
YES ON 5


No on 4
Yes on 5


KEEP KIDS HEALTHY AND ALIVE Keep Kids
Healthy


And Alive


clear the smoke 
in children’s lives


Clear The
Smoke
In Children’s


Lives


Yes on 5
No on 4


No on 4
Yes on 5


Yes on 5
No on 4


Clear The
Smoke
In Children’s


Lives Yes on 5
No on 4


Clear The
Smoke
In Children’s


Lives Yes on 5
No on 4


Clear The
Smoke
In Children’s


Lives Yes on 5
No on 4


Clear The
Smoke
In Children’s


Lives Yes on 5
No on 4


Clear The
Smoke
In Children’s
Lives Yes on 5


No on 4


Clear The
Smoke In 
Children’s


Lives Yes on 5
No on 4


Clear The
Smoke
In Children’s
Lives Yes on 5


No on 4


Keep Kids 
Healthy 


And Alive Yes on 5
No on 4


Keep Kids
Healthy


And Alive Yes on 5
No on 4


Clear The
Smoke
In Children’s


Lives Yes on 5
No on 4


Keep Kids
Healthy


And Alive Yes on 5
No on 4


Clear The
Smoke
In Children’s
Lives Yes on 5


No on 4


Clear The
Smoke
In Children’s
Lives Yes on 5


No on 4


Keep Kids 
Healthy 


And Alive Yes on 5
No on 4


Keep Kids
Healthy


And Alive Yes on 5
No on 4


Yes onNo on 4
Keep kids healthy and alive


Yes on 5
No on 4


Keep kids healthy and alive


5Question 4 Is A Trick. Only  
Question 5 Will Protect The Health  


Of Nevadans And Children!
Don’t Be Fooled By Tobacco Retailers And Lobbyists  


Who Are Behind The Phony Question 4.


Question 4 is backed by gaming, slot route operators, bar and tavern owners,  
and gas station and convenience store owners.  


Who Do You Trust? Join Health Organizations In Supporting Question 5!


Nevada State Medical Association 


American Academy of  
Family Physicians, Nevada Chapter


Paid for by Nevadans for Tobacco-Free Kids – www.NevadaCleanAir.com


Bans smoking in all indoor areas of all restaurants


Bans smoking in all childcare facilities and  
school buildings


Bans smoking in all shopping malls, grocery and 
convenience stores and retail outlets


Supported by Nevada’s healthcare community 


Question 4


NO


NO


NO


NO


Question 5


YES


YES


YES


YES


Question 5 – The Nevada Clean Indoor Air Act
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NAVIGANT CASE STUDIES


Navigant: State of Nebraska, Department of Insurance (NDOI) – Exchange 


Planning (Re: Sub-contractor, Navigant)


Overview:


As legislated by the Affordable Care Act (ACA), Health Insurance Exchanges (HIX) must be 


operational for open enrollment as of October 1, 2013. In order to qualify as a State Based Health 


Insurance Exchange (HIX) and meet the tight deadlines associated with HIX, the State of Nebraska, 


Department of Insurance (NDOI), required consulting assistance from Navigant in the continued 


planning and design of their Health Insurance Exchange. A major goal for NDOI was to develop and 


release multiple requests for proposals in late summer 2012 to ensure being able to meet State 


Based HIX -related deadlines and timeframes. The timeframe also required NDOI to have various 


project management and other deliverables completed for CMS Gate and Design review during the 


summer 2012. NDOI needed a partner who, in conjunction with developing a Systems Integrator 


RFP by late summer 2012 for services, technical solutions and operational support for NDOI’s HIX, 


could deliver the following additional HIX-related services:


• Project management assistance


• Assistance with Grant administrative functions


• Facilitating inter-agency working groups


• Assisting in the glide path to federal certification


• Developing potential exchange funding grants


• Developing cost allocation methodology between Department of Health and Human Services 


Division of Medicaid and Long term care and the Department of Insurance


• Participating in user group discussions


• Monitoring federal regulations and changes to regulations


• Aligning advanced planning documents with exchange planning goals


• Tracking the progress of other state implementations


• Developing key stakeholder feedback documents 


• Other related Exchange ancillary functions


Our Approach: 


Navigant was selected by NDOI to provide our knowledge, experience and assistance in the 


continued planning and design of their Health Insurance Exchange within tight timeframes and 


without compromising quality. Our goal was to use our ACA/Exchange and project management 
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expertise and resources and partner with NDOI to provide a focused approach to ensure meeting 


NDOI goals and related activities and deliverables to continue their path for an operational State 


Based HIX by October 1, 2013. We assisted the NDOI’s Insurance Exchange Planning Division on 


a 7-month engagement to perform planning activities associated with developing Nebraska’s 


Health Insurance Exchange. We utilized our knowledge, resources, and experience with ACA and 


Exchanges, as well as other health-related projects to design NDOI’s Exchange. Activities and 


deliverables included:


• Development of business and technical processes and requirements


• Development of the Exchange system strategy


• RFP development


• Level I and II grant application,


• Stakeholder materials and meetings


• Development of use cases, Gate and design review materials and project management 


documents


• Participation in federal/state user group discussions surrounding Exchange planning, design, 


and implementation (included the Collaborative Application Lifecycle Tool - CALT)


• Monitoring of federal regulations and status of other state’s exchange planning, design, and 


implementation


It was our challenge to manage and complete all these activities within a tight but focused and 


efficient timeframe – utilizing existing resources and complementing them with our own.


Outcomes: 


The project posed several constraints and risks attributed to the political and regulatory climate 


of Nebraska’s HIX. However, we helped NDOI meet federal HIX-related deadlines and timeframes, 


including its CMS Gate and Exchange Design reviews. Working with NDOI, we developed and 


executed a comprehensive and focused work plan to incorporate the various tasks, deliverables and 


milestones of the project. During this project, we conducted a total of approximately 20 working 


group meetings broken out by business area related to the project (e.g. Consumer Assistance, 


Enrollment and Eligibility, Plan Management, Financial Management, etc.) and engaged various 


stakeholders throughout the engagement. We developed business and technical requirements for 


each business and technical area of NDOI’s Exchange based on our expertise, the state working 


groups and stakeholder feedback. The business and technical requirements contributed to the 


development of other deliverables such as the Exchange system strategy, RFP development and 


stakeholder materials and communication. In addition to deliverables, we facilitated NDOI’s CMS 


Gate and Exchange Design review process and meetings, authored Nebraska’s level I and II grant 


writing and provided project management documents and expertise to successfully meet CMS 
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requirements. Throughout the engagement, while incorporating existing NDOI and other state 


stakeholder resources, input and information, we also utilized other non-NDOI resources (research, 


expertise, previous experience, federal/state monitoring, etc.) to complement our approach to 


providing project deliverables. Our partnership with NDOI resulted, among the many deliverables 


outlined above, producing a comprehensive RFP that the State released in mid-September for 


services, technical solutions and operational support for NDOI’s HIX. 


Navigant: Medicaid Program Design Work


Overview:


State client required assistance in development of communications and outreach effort to meet 


CMS stakeholder feedback requirements. Stakeholders included consumers, providers, advocates, 


legislators, and taxpayers. Given the sensitive nature of the reforms considered, stakeholder 


outreach and education was critical to the overall effort.


Our Approach:


Navigant served as the lead in developing communication plans specific to incorporating 


stakeholder feedback as a final step in the design phase of the effort. Our approach focused 


on working with internal leaders in developing messages, methods and materials related to the 


outreach. Some of the key deliverables to this project include developing a stakeholder analyses, 


drafting an FAQ development and feedback process, developing branding and logos, developing 


a web page strategy and developing a strategy for other strategic outreach efforts such as media 


spots and other key press scripts and releases.


Outcomes:


Internal stakeholders were pleased with and positioned to move forward with proposed efforts. 


Next steps are pending internal approvals.


Navigant: Medicaid HIT Provider Incentive Program for Pennsylvania


Overview:


Pennsylvania was an early implementer for the development and implementation of the Medicaid 


HIT Incentive Payment program. To gain CMS approval of the program, Pennsylvania had to 


develop a State Medicaid HIT Plan (SMHP). Included in the SMHP are elements for the Outreach and 


Communication strategy to promote provider participation of the program.


Our Approach:


Navigant assisted the Commonwealth in this endeavor in a few ways. In the Design Phase, 


we worked closely with the appointed executive leaders to craft the vision and goals of the 


program and then the strategies and road map for achieving these goals. In the Readiness and 


Implementation Phase, we assisted the Commonwealth in developing methods and methods to 


reach the target audience. These efforts included tactics to ensure appropriate website recognition, 
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website organization, material development for in-person “take-aways” and for electronic 


downloads. We also facilitated the development and design of logos for print and presentations 


to create a readily available image for the HIT incentive program in DC. In the initial outreach 


and education process, we assisted the Commonwealth in tracking stakeholder feedback in our 


Decision Tracking Database tool. We also utilized this feedback as a means of developing additional 


outreach and provider education materials.


Outcomes:


Pennsylvania issued the 4th highest amount of Medicaid EHR incentive payments to eligible 


professionals and eligible hospitals during CMS’ latest reporting period January – April 2012 and 


was ranked 4th as well with combined Medicare and Medicaid incentive payments. 


The Department of Public Welfare has assisted providers achieve greater understanding of the 


EHR Incentive program through resources such as Quick Tips, fact sheets and webinars. The eight 


webinar topics provided to date are:


• EHR Incentive Program Overview


• Calculating Patient Volume


• Attestations, Monitoring and Documentation


• Provider Q & A


• Meaningful Use Year 2


• Champions Webinar


• Meaningful Use Q & A


• Medical Assistance Provider Incentive Repository Resources (MAPIR) Meaningful Use Walk-


Thru


ACCESS TO HEALTHCARE NETWORK (AHN) CASE STUDIES


AHN: State Health Insurance Program (SHIP)


• AHN was awarded the northern Nevada Independent Living Grant for the SHIP program in 


January 2008


• Prior to taking over SHIP, the program lacked leadership, structure and direction


• Recruited over 30 volunteers - increased core of diverse, bilingual, community-based 


volunteers.


• Establish rural partnerships in every rural county in N. Nevada 


• Organized regular, on-going in-person volunteer assistance in Douglas, Carson, Washoe, Lyon, 
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Churchill, Humboldt, Pershing, Elko, White Pine and Washoe counties


• Organized monthly volunteer meetings and Medicare trainings


• Developed a toll free helpline, staffed with a Medicare Specialist to provide assistance via 


phone to homebound, frail, elderly, disabled and/or rural beneficiaries


• Assistance and referrals are provided for resources and services (state and local community 


services) to maximize senior’s ability to access needed services and care (i.e. Food Stamps, 


health care).


• SHIP assists over 2,500 beneficiaries per year in over 5,000 assistance sessions


Due to excellence with the SHIP Medicare program AHN has been awarded additional Medicare 


related grants:


• Medicare Improvements for Patients and Providers Act (MIPPA) to focus on low-income 


application assistance 


• Senior Medicare Patrol (SMP) –Medicare Fraud prevention


AHN: Medicare Improvements for Patients and Providers Act (MIPPA)


• AHN was awarded the MIPPA grant in 2009


• The focus of this grant is to help Medicare beneficiaries get financial assistance to pay for the 


Medicare costs.


• Hired an Outreach Specialist to promote the assistance of this program


• Recruited existing SHIP volunteers to assist with these applications


• Used exiting and new partnerships to outreach regarding MIPPA cost savings


• Completed over 1,000 applications in 2009


AHN: Senior Medicare Fraud Program 


• AHN was awarded this grant in 2012 to help prevent Medicare fraud


• Previously, SMP in Northern Nevada lacked leadership and effectiveness 


• Hired an Outreach Specialist


• Recruited 18 new volunteers 


• Incorporated efforts into SHIP and MIPPA efforts


• Participate in month outreach and education for the public across northern Nevada
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3.4.4.2. Proposing vendors should include in the proposal a narrative detailing vendor capabilities and experience 


in the fields of:  brand development, target market segmentation, collateral design, use of web and social media, 


market research, and strategic planning.


Brand Development:


The team has had extensive experience in all aspects of branding and brand development, from 


brand research and branding strategy, to new brand development, brand element design (i.e. logos 


and brand look and feel) and new brand implementation. We have completed these initiatives in 


many different industries and situations, as well as specific experience in branding products and 


services for the target populations of the Exchange. We’ve also had experience in the branding 


process for other states’ Health Exchange products. 


KPS3 has been involved in brand research, strategy and positioning for clients of all types and 


sizes since its inception in 1991. We have assisted in some aspect of branding strategy and/or 


implementation for these clients (noted for their relevance to this topic, or for their regional/


statewide or national focus). See samples of visual work in later sections of this RFP question.


We have worked as brand consultants and planners and in fact, have a team that has done more 


heavy lifting in brand research, brand strategy, brand campaign design, market segmentation, and 


targeted messaging and message distribution… than most traditional ad and marketing agencies. 


We have also served as clients’ full-service strategy-based creative agency, and you’ll find as 


you talk to our references that we bring them options that are on-target, break-through and 


“refreshing” compared to other agencies with whom they’ve worked.


And finally, we are a firm that – more creatively and cost effectively than usual – develops excellent 


prescriptive plans on how better to reach, persuade and communicate with target markets, through 


an integrated marketing communications approach that is, of course, based upon strategy first. Our 


plans include initiatives that may include traditional and new media/social marketing, web based 


strategy and enhanced search engine optimization, public relations, direct marketing, sales support 


tactics, grassroots (viral and real), and many more tools than most agencies usual consider.


 ° Carson, Churchill, Elko, Humboldt, Lander,  Lyon, Mineral, Washoe and White Pine Counties


 ° Reached over 2,809 Nevadans  in the first 9 months of this grant


• Excellent performance secured additional funding to continue the work of this program
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Saint Mary’s HealthFirst (health plans) 
Research and strategy for name, positioning and look and feel


State of Nevada Safety Consultation and Training Section (SCATS) 
Positioning as a business-friendly advisor and development of professional brand 


look and feel


for a saferfor a safer


Your {PARTNER}Your {PARTNER}


Southern Nevada
1301 N. Green Valley Parkway, Suite 200


Henderson, Nevada 89074
Ph: (702) 486-9140


Fax: (702) 990-0362


Northern Nevada
4600 Kietzke Lane, Suite E-144


Reno, Nevada 89502
Ph: (775) 824-4630
Fax: (775) 688-1478


Northeastern Nevada
350 West Silver Street, Suite 210


Elko, Nevada 89801
Ph: (775) 778-3312
Fax: (775) 778-3412


Or call, toll free


877-4SAFENV (472-3368)
www.4safenv.state.nv.us


Your Partner For a Safer Nevada


Revised 11/06


N E V A DAN E V A DA


Who is 
  SCATS?


SCATS – the Safety Consultation and Training Section – has 
been a partner with Nevada businesses since 1991. Like our 
name implies, we help Nevada employers and employees 
create and maintain a safe and healthy workplace. 
SCATS is part of the Nevada Department of Business and 
Industry, Division of Industrial Relations… in short, we are 
the accident prevention people.


SCATS focuses on three areas of free services available 
to help Nevada employers and employees. First, we 
provide high-quality safety and health consultation 
services focusing on the prevention of injuries and illness. 
Additionally, we offer formal training to provide employers 


and employees with the knowledge and skills to ensure a 
safe and healthy work environment. Finally, SCATS serves as 


an informational resource for employers and employees. 
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Immunize Nevada 
Brand research, awareness, re-branding 


5250 Neil Road,  #103  •  Reno, NV 89502 


P (775) 870-4338  •  F (775) 870-4638


immunizenevada.org
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Go To College (statewide program of Nevada System of Higher Education) 
Brand name, logo, positioning for statewide program 


EARN
MORE


DO
MORE


GO 
FURTHER


GoToCollegeNevada.org
INFORMATION  |  GUIDANCE  |  RESOURCES


OF COURSE


YOU CAN


HELP
WE CAN


Financial Aid:
Start researching and applying for different •	
types of financial aid – including grants 
and scholarships 


Complete the Free Application for •	
Federal Student Aid (FAFSA)


Attend all college nights and financial •	
aid workshops offered in your high 
school or area


Parents:
If possible, develop a savings plan •	
for college


Discuss career and college options •	
with your child


Make sure your child is on a college •	
preparatory track from a young age


Elementary and  
Middle School:


Plan ahead for high school•	


Take Algebra I in 8th grade•	


Stay in touch with school counselors to understand •	
changing college requirements


High School:
Take four years of math, English and science, three •	
years of social studies and a foreign language.


Familiarize yourself with the college admissions •	
and financial aid processes


Become involved in school and community-based •	
extracurricular activities


Don’t make going to college a choice...  
You can go. We can help you do it.


hAvE biG


DREAMS?
  DOMORE!


EARN
MORE!


G o T o C o l l e g e N e v a d a . o r g


If you have big dreams for your future, we want to 
help them come true. If you want to have an exciting 
job. If you want to earn lots of money. You can earn 
more, do more and go further than you thought 
possible … if you go to college. 


The earlier you start thinking about and preparing 
for college, the better. GoToCollegeNevada.org is 
here to help you be ready. The informative website 
is designed to show you how to plan for college and 
provide you with useful information, resources and 
more. There are even resources for your parents or 
guardians so they know how to help and give you  
the encouragement you need to stay on track. 


Of course you can go to college. There are  
many opportunities available, 
including financial aid. 
Nevada’s college 
system is structured 
for everyone to have 
an opportunity at a 
good education, career 
and future. 


Nevada College Information


College of Southern Nevada
(702) 651-4060 Admissions•	
(702) 651-4047 Financial aid•	
www.csn.edu •	


Great Basin College
(775) 753-2102 Admissions•	
(775) 753-2399 Financial aid•	
www.gbcnv.edu •	


Nevada State College
(702) 992-2130 Admissions•	
(702) 992-2150 Financial aid•	
www.nsc.nevada.edu •	


Truckee Meadows Community College
(775) 673-7042 Admissions•	
(775) 673-7072 Financial aid•	
www.tmcc.edu•	


University of Nevada, Las Vegas
(702) 774-8658 Admissions•	
(702) 895-3424 Financial aid•	
www.unlv.edu•	


University of Nevada, Reno
(775) 784-4700 Admissions•	
(775) 784-4666 Financial aid•	
www.unr.edu •	


Western Nevada College
(775) 445-3277 Admissions•	
(775) 445-3264 Financial aid•	
www.wnc.nevada.edu•	


INFORMATION  |  GUIDANCE  |  RESOURCESGoToCollegeNevada.org


OF COURSE


YOU CAN


EARN 
MORE


DO 
MORE


GO  
FURTHER


HELP
WE CAN


Man Voice: You’ve got big dreams…for you kids. You see them 


with a great job…


Man Voice: Making lots of money.


Man Voice: There’s no reason kids can’t get more of what they 


want from life… if they go to college. 


Man Voice: A college degree will help them earn more, do more 


and go further then they imagine. 


Man Voice: Go To College Nevada dot org can help make their 


college dreams a reality.


Man Voice: There is free information, guidance and resources 


to help kids stay on course for college.


Man Voice: There’s no reason to think they can’t... Of course 


they can –  Go To College Nevada 
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Dickson Realty 
Brand research, brand strategy and positioning in competitive environments,  


channel planning and content marketing based upon brand, brand look and feel,  


tag line development 


Dickson Realty Welcomes
Bridgette Smith


Bridgette brings 20 years of experience in real estate. She is a 
luxury specialist and a top producer. Contact her at 775-210-1234  
or bsmith@dicksonrealty.com.


DicksonRealty.com


©2012  KPS3File Name: 12DK006_New-Agent-Ad-Template.indd Version: 1
Date: 3/22/12
AE: 
Designer: 
Proofed By: 


Job Name: New Agent Ad Design Template


Size: 4.94" x 5" Live Area: n/a Bleed: 0”


Trim: n/a Color: n/a Special: n/a


Thinking short sale? Think fast.  
Laws that save you thousands expire soon. 
The Mortgage Forgiveness Debt Relief Act ends in December, and even with the experts at Dickson Realty  
short sales can still take months to finalize. Don’t wait any longer, contact a Dickson short sale expert today.


Learn why now is the time to short sell your home at DicksonRealty.com/shortsale


Sellers are receiving multiple offers.  
Get more money for your home by listing now.
Inventory is low and demand is high, making this the best time to sell your home. Almost any listing under $400,000 
is receiving multiple offers because of extremely low inventory. Receive top dollar for your property in today’s market. 
Call a Dickson Realty Expert, the market leader, for more details.


Talk to the experts, and sell your home today. DicksonRealty.com/MultipleOffers


The most advanced real estate website (and mobile app) 
in the region... now live at DicksonRealty.com
With features like price drop notifications, favorited homes, saved searches, enhanced listing data and more,  
selling or buying a home has never been easier.


explore the enhanced DicksonRealty.com or download the app to see why it’s the new expert in town.


easily save  
and track your 


favorite properties


search for homes 
like a realTor® 


Follow 
market trends  


in real time


Customize dashboards with all of 
your information in one place
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Dermody Properties (international brand) 
Brand strategy, brand architecture development, brand image and positioning, brand 


clarity, brand look and feel, logo updating, online branding


Dermody Properties is honored to support Nevada’s brave men 


and women of the armed forces, veterans and their families. 


Thank you for keeping us free. 


Dermody.com


SUPPORT
PRIDE


HONOR


Dermody.com


Dp partners is a member 
of DermoDy properties


main (610) 834.3701


Fax (610) 834.3702


Toll Free (800) 596.0093


100 Front Street, Suite 256 West Conshohocken, PA 19428


DP PARTNERS IS A MEMBER  OF DERMODY PROPERTIES
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ASSOCIATE PARTNER


Matthew Marshall


DERMODY PROPERTIES, EASTERN REGION


One Tower Bridge, 100 Front Street, Suite 265 


West Conshohocken, PA 19428


DIRECT  (610) 834.3701 x 104


CELL  (610) 573.4286


FAX  (610) 834.3701 x 104


TOLL FREE  (800) 596.0093


EMAIL  mmarshall@dermody.com


Dermody.com
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Access to Healthcare Network (statewide) 
Brand strategy, brand look and feel  
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Renown Health 
Implementation of new brand via strategies for internal audiences of all types during 


rebranding process, branded collateral and web development


LAST MODIFIED 10.12.09 1
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IDENTITY GUIDELINES
logo


the logo is our signature.
our logo is also referred to as the renown 
signature . the signature is comprised of 
two elements:


- the purple logotype  
- the radiant sub-graphic


The signature elements should never be 
used separately or rearranged. Never use the 
radiant sub-graphic as a standalone symbol. 


It is not permitted to create new or 
alternative signature formats created by 
combining the Renown signature with  
other brands, program or product names, 
or identifiers.


signature construction 
the diagram to the left illustrates the relative 
size, position, and alignment relationship 
for the renown logotype and radiant sub-
graphic . all graphic components appear in a 
fixed position and cannot be altered . while 
signature artwork is already constructed in 
electronic form, the construction standards 
are useful to check the accuracy of color 
registration and reproduction .


trademark notice 
the trademark registration notice ™ should 
appear with the signature on promotional 
and advertising applications that are widely 
distributed to external audiences . It does not 
need to be used everywhere and may be left 
off when technical reproduction or aesthetic 
appearance dictate . 


radiant sub-graphic


purple Logotype


trademark notice


descriptor


275%X


15%X
30%X


30%X


15°


align


X
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IDENTITY GUIDELINES
logo


Descriptor Variations
we are united as one organization and 
one brand . however, we offer a variety of 
services under that brand . several entities 
have been established within the renown 
health system for specific areas of expertise 
and medical needs . Just as our organization 
has a defined business structure to manage 
these entities, so must our brand . 


the renown signature utilizes descriptive 
typography, secondary to the renown 
logotype, to differentiate entities within the 
organization (i .e . regional medical center, 
Institute for cancer, etc .) . The descriptor 
should be used for defined entities only 
and never be created for products, services, 
departments, etc. 


the illustration to the left identifies all the 
approved descriptor variations available 
for use . always use the electronic signature 
artwork already created for these entities . 
there are 12 established signatures available 
for use under the renown health name .


these are:
renown health (corporate) 
regional medical center 
south meadows medical center 
rehabilitation hospital 
skilled nursing 
Institute for neurosciences 
Institute for cancer 
Institute for heart & Vascular health 
foundation 
Institute for digestive and Liver care 
medical group 
children’s hospital


SOUTH MEADOWS


INSTITUTE FOR HEART
& VASCULAR HEALTH


INSTITUTE FOR DIGESTIVE
& LIVER HEALTH


fPo


note: need logo file


Last Modified ??.??.09 22


IDENTITY GUIDELINES
taglInes


the tagline for Renown Health is:
sKILL . EXpErtIsE . tEchnoLogy .


this tagline should appear on as many 
communications as possible, including 
letterhead, newsletters, advertisements,  
and website . this includes the communication 
tools used throughout the entire system .


Below are the general specifications  
to follow when using the tagline .


font: frutiger 


Weight: Light


tracking: 60


style: all caps


note: Would recommend to expand this 
section into several more pages, with 
broad examples of how tagline should be 
placed within various media applications, 
applicable but not limited to:


•	 banners


•	 billboards


•	 narrow advertisements, Horizontal & 
Vertical, Print & Web


•	 Websites/Microsites


•	 letterhead/business cards


•	 newsletters


Last Modified ??.??.09 39


IDENTITY GUIDELINES
VeHIcles


Vehicles 
all vehicle wrap design and production 
requests for renown health must be 
coordinated through the marketing & 
communications department in order to 
ensure the correct logo, image, tagline, 
website and composition is used . 


since all vehicles will vary for door, vent 
and window height composition is very 
important . placement for signature, imagery 
and tagline must be approved by the 
marketing & communications department .


Skill. Expertise. Technology.


Skill. Expertise. Technology.


note: logo and tagline need 
to be brought up to date on all 
vehicle wraps. (not estimated)







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 132


Nevada Network Against Domestic Violence (statewide brand) 
Creation of strategy for brand confusion, brand research, brand positioning, brand  


tag line, online branding, brand look and feel 


Advocating change. Educating our community. Supporting services.
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Reno-Tahoe International Airport (international brand) 
Brand positioning given competing airports, brand look and feel, brand tag line, brand 


guide development


Reno-Tahoe Airport Authority
ANNUAL REPORT 2005-2006


Reno-Tahoe Airport Authority
ANNUAL REPORT 2005-2006
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Effi  cient, friendly, safe…
and now recognized and awarded. 
Reno-Tahoe International Airport prides itself on off ering a rewarding experience for 
travelers—but this year has been incredibly rewarding for the Airport as well.


Th e Airport team landed national and statewide awards for a wide array of programs 
and personal eff orts. Th e list of honors begins at the very top. Krys T. Bart, Executive 
Director/CEO of the Reno-Tahoe Airport Authority, was named Airport Director of the 
Year by Airport Revenue News (ARN) Magazine. She was recognized for dramatically 
improving the Airport’s revenue streams while revamping its community image, air 
service and customer service. 


Th e continuing improvement of the Airport’s overall fi nancial status caught the 
attention of the Air Transport Research Society (ATRS), an association of aviation 
analysts from around the world. Each year ATRS recognizes well-managed commercial 
airports across the globe. In 2006, Reno-Tahoe International was named one of the top 
fi ve most effi  cient airports in North America. 


Other outstanding top level recognitions 


• Th e Airport’s Council International – North America (ACI-NA) recognized 
Reno-Tahoe International for two customer service initiatives designed to improve 
travelers’ fi rst and last impressions of the Airport. Another second place award 
was given to the Airport for creating a hip-hop welcome event in baggage claim for 
23,000 teenage girls in town for a volleyball festival. 


• Reno-Tahoe International’s eff orts to communicate these programs and 
achievements were also recognized by the ACI-NA when they presented a third 
place award for video production to Plane Talk, Reno-Tahoe International’s 
community access TV show.


• Robin Ramsey, senior buyer for the Airport Authority was awarded the title of 
Purchasing and Supply Professional of the Year by the Nevada Association of 
Purchasing and Supply Management. 
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Krys T. Bart


Effi  cient, friendly, safe…
and now recognized and awarded. 
Reno-Tahoe International Airport prides itself on off ering a rewarding experience for 
travelers—but this year has been incredibly rewarding for the Airport as well.


Th e Airport team landed national and statewide awards for a wide array of programs 
and personal eff orts. Th e list of honors begins at the very top. Krys T. Bart, Executive 
Director/CEO of the Reno-Tahoe Airport Authority, was named Airport Director of the 
Year by Airport Revenue News (ARN) Magazine. She was recognized for dramatically 
improving the Airport’s revenue streams while revamping its community image, air 
service and customer service. 


Th e continuing improvement of the Airport’s overall fi nancial status caught the 
attention of the Air Transport Research Society (ATRS), an association of aviation 
analysts from around the world. Each year ATRS recognizes well-managed commercial 
airports across the globe. In 2006, Reno-Tahoe International was named one of the top 
fi ve most effi  cient airports in North America. 


Other outstanding top level recognitions 


• Th e Airport’s Council International – North America (ACI-NA) recognized 
Reno-Tahoe International for two customer service initiatives designed to improve 
travelers’ fi rst and last impressions of the Airport. Another second place award 
was given to the Airport for creating a hip-hop welcome event in baggage claim for 
23,000 teenage girls in town for a volleyball festival. 


• Reno-Tahoe International’s eff orts to communicate these programs and 
achievements were also recognized by the ACI-NA when they presented a third 
place award for video production to Plane Talk, Reno-Tahoe International’s 
community access TV show.


• Robin Ramsey, senior buyer for the Airport Authority was awarded the title of 
Purchasing and Supply Professional of the Year by the Nevada Association of 
Purchasing and Supply Management. 
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Krys T. Bart


In 2006, Luther Mack’s McDonald’s 
at Reno-Tahoe International Airport 
brought home a Big Mac of its very own. 
Th e restaurant was awarded an Outstanding Restaurant Award from McDonald’s 
Corporation, making it the only airport McDonald’s in the nation to win this award.


Each year, McDonald’s Corporation presents the Outstanding Restaurant Award to 
restaurants that achieve outstanding levels of operations, build the business and deliver 
the highest levels of service. Restaurant operations are judged on quality of service and 
cleanliness, demonstrated growth in business and sales, as well as employee feedback. 


When McDonald’s opened their golden arches at Reno-Tahoe International in September 
of 2002, they became the only McDonald’s located in a Nevada airport. Reno-Tahoe 
International’s restaurant is one of 11 McDonald’s restaurants in the Reno-Sparks area, 
locally owned by Mack Associates. Th ree other Mack Associates restaurants received the 
Outstanding Restaurant Award for 2006.
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Luther Mack and Ronald


Jim Shaw and Dan Ryssman specialize 
in serving customers at Reno-Tahoe 
International Airport. But these two 
Passenger Aides were recognized this 
year for going above and beyond the call 
of duty for someone who had been in the 
service of their country. When an Airport 
guest brought to Jim’s and Dan’s attention 
that his designated transportation to the 
Veteran’s Administration (VA) Hospital 
was AWOL, they sprang into action.


Jim and Dan both made calls to the 
hospital, each time being assured that 
the shuttle was on its way to pick up the 
passenger. Aft er a two and a half hour 
wait, Jim decided to take matters into his 
own hands. Upon completing his assigned 
shift  work, Jim drove the customer to the 
VA Hospital himself. When the gentleman 
attempted to compensate him for his 
kindness, Jim refused payment, simply 
stating, “from one veteran to another.”


Every airport should have at 
least a dozen Roses.


Rose Serenas, a customer service associate 
for Th e Paradies Shops at the Airport, 


was recently awarded Customer Service 
Associate of the Year for Th e Paradies 
Shops. 


While Rose is well known in the Airport 
for outstanding day-to-day customer 
service, the award was given in honor of 
her eff orts to care for an elderly woman 
of Filipino descent who mistakenly exited 
a Southwest Airplane in Reno. She spoke 
almost no English and was terrifi ed to fi nd 
herself lost and alone in an unfamiliar 
airport and city.


Southwest Airlines employees tried to 
help, but could not communicate with 
her. Th at’s when they found Rose, who is 
also Filipino, working in the Adventure 
News store. But when Rose translated 
that Southwest would pay for a hotel, the 
frightened passenger burst into tears, as 
she was too frightened to be alone. Rose’s 
heart went out to her and in a gesture 
of true customer service, she insisted 
on taking her home for the night. Th e 
next day Rose guided the Seattle bound 
passenger through check-in, security and 
the boarding process for her fl ight on to 
Seattle. 


At the heart of customer service.
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Jim Shaw and Dan Ryssman
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The Reno-Tahoe International Airport logo, as well as the  


Reno-Tahoe Airport Authority and the Reno-Stead Airport, is the 


symbol designed to establish consistent, clear, communication 


for the airport. The logo embraces the natural elements of the 


region as a destination and stands for RTAA’s quality air service, 


friendly customer service and convenience. This symbol is a 


crucial part to the positioning of RTAA as the gateway to access 


all that northern Nevada and Lake Tahoe has to offer. 


Because of this, it is vital that the following guidelines be 


followed with strict adherence. This ensures our brand and 


messaging will be consistent across all levels of communication.
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Reno-Tahoe International Airport
Identity system - logo usage
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Clear space around logo


Maintaining a clear space around the logo of 1/2 the  


height of the icon element (X) will ensure the highest  


level of recognition. 


Example


In the current example, the icon element is approximately 


.75" inches tall. Therefore, no other element should come 


within .375" of the logo.


Identity system
Minimum sizing and spacing around logo


Minimum size preferred logo= 1.5" wide Minimum size stacked = 1.125" wide


Icon element


X


1/2 X


1/2 X


1/2 X


1/2 X


Minimum sizing


All approved logos should NEVER be used smaller than the 


minimum size, no matter the reason. If these sizes below 


cannot be met, the logo should be replaced with text. 


1/2 X 1/2 X


1/2 X 1/2 X
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In the instance that a secondary icon element is developed to visually 


support or convey a message or theme, it is imperative that this icon 


only be used in conjunction with the logo it is supporting. That said, 


the logo and secondary icon element should always be separated 


with as much physical space as possible. The secondary icon should 


never be included in a position as a logo / tagline combination. These 


secondary icons should be treated as graphic elements and should 


not be altered from their original forms. All "do nots" on page 4 apply 


to secondary icon elements. Icons should be created sparingly and 


only under direction and prior approval of the Marketing and Public 


Affairs Department and the Executive Director. 


Easy come, easy go—exactly the kind of travel experience 


you’ll fi nd when you start your trip from Reno-Tahoe 


International Airport. With more than 160 arrivals and 


departures to and from Reno-Tahoe, we’re keeping all 


kinds of destinations for business and pleasure accessible 


and convenient.


reno-tahoeairport.com


Good separation


Best separation


Connections to health… and life.
With Reno-Tahoe International Airport and the American 


Heart Association, you’re always connected when you need it most. 


reno-tahoeairport.com


Good separation


Tight separation - prior approval needed


Date Modified: 10.22.07


Identity system
Secondary icon elements


Page 6
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United Way of Northern Nevada and the Sierra 
Brand clarity and definition given competitive environment, brand look and feel,  


implementation of brand positioning


Give. AdvocAte. volunteer.
live unitedtm


educAtion 
i n c o m e & 
HeAltH
Join HAndS
oPen Your HeArt 
lend Your muScle
Find Your voice
Give 10%. Give 100%


Give 110%
GIVE AN HOUR. GIVE A SATURDAY
THINK OF WE BEFORE ME
reAcH out A HAnd to one And


 inFluence 
tHe condition oF All


June 30  
2008  
AnnuAl rePort


 
An easy-to-remember phone number that connects callers to free information about critical health and human services 
available in their community. Because many health and human services providers offer specialized programs and 
services for those in need, clients were often confused or frustrated about where to turn for help. 2-1-1 can assist with 
finding resources for: basic human services, physical and mental health, employment support, support for seniors and 
persons with disabilities, programs for children, youth and families, volunteer and donation opportunities, and support 
for community crisis or disaster recovery.


 
Parents and caregivers of young children understand that the early years are important, yet many aren’t sure how 
to encourage early learning, or feel they don’t have time to do what it takes to help their child succeed in school. 
Born Learning is an innovative program that helps parents, caregivers and communities create quality early learning 
opportunities for young children. Born Learning is designed as a tool for long-lasting community change that supports 
young children. 


FAmilYWize 
40% of people in the United States in the last two years have either skipped filling a prescription or reduced doses 
because the medicine was too expensive. To address this, United Way and America’s Promise Alliance Partners, have 
come together to organize and coordinate community-wide distribution of free prescription drug discount cards. The 
FamilyWize Prescription Drug Discount Card enables you to receive discounted pricing on prescription drugs (an average 
of 30% or more). 


eArned income tAx credit (ProJect PAYbAck) 
The Earned Income Tax Credit (EITC) is a federal income tax credit available to working individuals and families.  
Eligibility for the EITC is based on income level, marital status, and number of dependent children. United Way 
of Northern Nevada and the Sierra participates in a statewide coalition (made up of several public and private 
organizations) called Project Payback – aimed at increasing awareness and access to claiming the EITC for  
individuals and families in northern Nevada. 


deScriPtion oF united WAY  
ProGrAm AreAS


HoW to
 live united:
 Join HAndS.
 OpEN YOUR HEART.
 lend Your muScle.
 Find Your voice. 
 THINK OF WE BEFORE ME.


Fundraising, -9.4%


Management and 
General, - 8.2%


Dues to United Way 
of America, - 0.8%


Programs, - 80.0%


Accountability
•	 Be	tax-exempt	under	Section	501(c)(3)	of	the	Internal	Revenue	Code.


•	 Comply	with	all	other	applicable	legal	local,	state,	and	federal	operating	and	reporting	requirements	 
(e.g., nondiscrimination, Sarbanes-Oxley Act, USA Patriot Act).


•	 Have	an	active,	responsible,	and	voluntary	governing	body,	which	ensures	effective	governance	over	the	 
policies and financial resources of the organization.


•	 Adhere	to	a	locally	developed	and	adopted	statement	to	ensure	volunteers	and	staff	broadly	reflect	the	 
diversity of the community they serve.


•	 Adhere	to	a	locally	developed	and	adopted	code	of	ethics	for	volunteers	and	staff	which	includes	provisions	 
for ethical management, publicity, fundraising practices and full and fair disclosure.


expenses (audited)
for period ending 6/30/2008


HoW to
 live united:
cHAnGe  
tHe liveS oF
tHoSe WHo WAlk
 BY YOU EVERY DAY 


HoW dollArS Are SPent in Your communitY


File Name: 08UW032-Bus Interior Sign Production.indd Round: 1 Version: 1


Job Name: Live United Bus Interiors Production Date Started: 09-03-08


Size: 17" x 11" Live Area: n/a Bleed: n/a Trim: n/a Revision:  


DPI/LPI: n/a Color: n/a Proof: n/a Fold: n/a Date Revised: 


Design/Production: Traffic: Proofreader: AE: Media Dir/Prod Mgr: Creative Dir:


FINAL ART APPRoVAL REqUIRED: Please review carefully. All copy should be proofread by Client and 
legal requirements checked by Client's legal department. Printer is responsible for confirmation 
of specifications before making plates for accuracy in measurements, plate tolerance requirements 
and registration. Any changes made by printer to accommodate production requirements should be 
approved by KPS|3. KPS|3 is not responsible for any corrections not specified on this Approval. 
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Strong Families Build
Healthy Communities


Building strong families By offering these resources:


•	 Parent	Resources	and	Classes


•	 Childcare	Assistance


•	 Work	&	Life	Skills	for	Youth


•	 Family	Counseling


The	AmeriCorps	Summer	of	Service	is	a	great	option	for	teens	


just	graduating	to	acquire	work	experience	and	a	living	stipend	


while	serving	the	community.	


At The Children’s Cabinet, we strive to keep children safe and families 


together. We ensure families have access to services that allow each 


individual to reach their potential and contribute to society.  


Call 775.856.6200 or visit childrenscabinet.org for more information. 


®


The Children’s Cabinet (statewide) 
Brand research, brand positioning and strategy, brand messaging, logo updating, look 


and feel development, online branding


Nevada Health Centers (in progress) 
Brand research, brand strategy, look and feel strategy, positioning


Community Health Alliance (a new brand, in progress) 
Brand research, brand architecture, brand messaging


o f  c h i l d h o o d


T h e  e v e n T  w h e r e


i m a g i n aT i o n s  c a n  r u n  w i l d


s av e  T h e  d aT e


f o r  m o r e  i n f o r m aT i o n : 


friday, september 30, 2011 


5:30 p.m. – 8:30 p.m.  


The governor’s mansion in carson city


T i c k e T s  &  Ta b l e s


Tables of 10 - $1500 


individual tickets and sponsorships available.


niki Patin, special events coordinator 


call 775-856-0356  


or visit artofchildhood.com


This 13th annual fundraising gala for  


The children’s cabinet benefits homeless  


youth and family violence prevention.


 enjoy great food, wine, silent & live auction. 


artofchildhood.com


Familias Fuertes Desarroyan
Communidades Saludables


La ConStruCCión de famiLiaS fuerteS, ofreCiendo LoS SiguienteS reCurSoS:


•	 Clases	y	recursos	para	padres


•	 Asistencia	de	cuidado	de	los	niños


•	 Trabajo	y	aptitudes	para	la	vida	de	los	jóvenes


•	 Consejeria	para	familias


El	servicio	de	verano	de	AmeriCorps	es	una	buena	opción	para	los	


adolescentes	apenas	comenzando	de	adquirir	experiencia	laboral	y	


estipendos	mientras	prestan	servicios	a	la	comunidad.


En el Children’s Cabinet nos esforzamos por mantener segura a los niños y la familia. Nos 


aseguramos que las familias tengan acceso a los servicios que permiten a cada individuo 


alcanzar su potencial y contribuir a la sociedad. Para obtener más información,  


llame al 775.856.6200 o visite www.childrenscabinet.org


®
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3.4.4.2. Continued


Target Market Segmentation:


The team has experience and training in research–based target market segmentation. We use 


research (both secondary and primary) to determine not only demographic based segmentation, 


but also psychographic-based segmentation. Our team’s resources are vast, especially in the area 


of healthcare marketing and communications. Our team has already reviewed information and 


research for the populations of the Exchange and done a preliminary strategic brief (included in the 


Confidential section of our Technical proposal).


Our strategic team members, led by strategist/account planner Stephanie Kruse, will use 


its extensive team experience for the Exchange. With more than 30 years of marketing and 


communications strategy and management, Steph is undoubtedly one of the most experienced 


marketing professionals working in a Nevada agency. She specializes in strategic marketing, 


branding and communications planning; brand based advertising and communications program 


development (launches, re-brands, brand “stretching”, brand corrections); campaign and message 


distribution planning and budgeting; and marketing research planning, design and analysis. 


We have included two examples of market segmentation – one for a healthcare organization we 


worked with for years in Northern Nevada in which we define key segments within each target 


market, and another a tourism based ski resort. Very different in industry and scope, but meant to 


show our strategic thought process.


Saint Mary’s Health Network


Saint Mary’s is included as a case study due to the diversity of priority market segments involved in 


our years of our work with them as we adapted a brand platform strategically and creatively. This 


was an ongoing process, especially as new products and services were developed, and therefore 


- new targets had to be identified and strategies and messages developed. Our segmentation and 


prescriptions for each were research based, much of which was research we deigned and directed 


for the client.


Here are just a few examples of some of the market segmentation (based upon secondary and 


primary research) work that we did in conjunction with our client – you’ll see various clusters 


identified under each segment that we identified and targeted in various campaigns over time. 


We adapted Saint Mary’s “high touch/quality” brand position in each instance, developed 


messaging and creative concepts and assisted in strategies for reaching each priority segment with 


our messages:


Admitting Physicians:


 Loyalists
 Fence sitters
 Neutrals
 Antagonists
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Employees (some of these segments overlap)


 Union
 Non-union
 Nursing
 Other Professionals
 Service
 Catholic
 Non-Catholic 


Donors (some of these segments overlap)


 Major donors
 Annual givers
 Spontaneous givers 
 Catholics
 Non-Catholics
 Gatekeepers of foundations
 Naming opportunists
 Legacy-leavers


Corporate (for health plans and direct contracting - some of these segments overlap)


 Self-insured
 Collectives
 Small business
 Low cost purchasers
 Risk averse
 Wellness focused


Health insurance brokers (gate keepers for employers to sign with health plans)
 Loyalists
 Neutrals
 Splitters
 Unmovables
 Antagonists


Health plans members


 Compliant
 Non-compliant
 Satisfied with employer’s decision to use Saint Mary’s
 Unsatisfied with employer’s decision to use Saint Mary’s 
 Educated, conscientious health consumer
 Non-educated, non-involved health consumer


Prospective patients (usually identified by service line first - some of these segments overlap)


 Medicare recipients who had choice of hospital


 Private pay
 Insured with choice
 Insured without choice
 Underinsured or uninsured with choice
 Underinsured or uninsured without choice
 Hispanic market segments
 Female decision makers for families
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Alpine Ski Resort


This regional ski resort contacted KPS3 in the late summer of 2011 to determine how better to 


target skier and snowboarder prospects, in both the local markets as well as drive-in and fly-in 


tourist markets. 


The company had fortunately performed extensive market research, and also had access to the 


regional convention and visitors’ bureau visitor profile research. This, combined with our knowledge 


and experience in tourism and the outdoor/ski market, allowed us to do some more in-depth market 


segmentation and profiling that they had had previously. Based upon these profiles, we then 


developed high-level channel plan “buckets” with budget percentages allocated. 


Below are a number of presentation slides in our initial strategy meeting with the client, that 


demonstrate our strategic recommendations:
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Collateral Design


The KPS3 team has decades of experience in strategic writing, design and production of collateral 


materials. We have writers, designers, production artists and production management on staff, in 


house. But again, we start with strategy and a sound evaluation of our target audience and write 


and design to them.


We produce in English and Spanish, and for the Indian Health Board of Nevada, have produced 


items in tribal languages. 


Here are just a few of the varied collateral we have produced in our years of experience:


Reno-Tahoe International Airport 
Annual Report
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Move your auto loan to 
UFCU or get a new loan 
with us today


Lower your monthly 
payment by an average 
of  $40 each month*


Instantly become a  
UFCU Member and enjoy 
money-saving benefits


It’s elementary to make the switch to United  
Federal Credit Union. You could pay less on your 
auto loan,* instantly become a Credit Union  
Member and enjoy other money-saving benefits. 
Apply online or over the phone today and see  
how easy saving really is. 


(888) 982-1400 www.unitedfcu.com 


©2012  KPS3File Name: 12UFCU017_Rack-Card.indd Version: 1
Date: 7/13 /12
AE: 
Designer: 
Proofed By: 


Job Name: Rack Card


Size: 8.5" x 3.667" Live Area: n/a Bleed: .125”


Trim: n/a Color: n/a Special: n/a


Saint Mary's
Annual Report


United Federal Credit Union
Rack Card


You could pay


$40 less
on your auto loan each month.*


It’s as easy as...


Federally insured by NCUA. Equal Opportunity Lender. Loan and payment terms subject to credit review and approval. Rates, terms, and conditions subject to change without notice. 
Membership share account required for membership; $5 minimum balance. *Members who refinanced auto loans via the UFCU ALR program 12/2/2011 – 5/16/2012 and whose monthly 
payment was reduced experienced an average payment reduction of $40 per month.


(888) 982-1400 www.unitedfcu.com 
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Desert Research Institute 
Annual Report


Reno-Tahoe International Airport 
Pocket Card


FasteR CHeaPeR
RNO is in the ideal catchment area 


for the western united States. close 


to all major west coast customers and 


suppliers and boasting an exceptional 


road and rail infrastructure, RNO is able 


to help get your products to market 30% 


faster than through Los Angeles (LAX).


with no land loans or land acquisition 


costs, and with the benefits of a Foreign 


Trade Zone, a RNO location can save your 


company money. The logistics of shipping 


your cargo through RNO also brings 


excellent cost benefits with landing fees 


40% lower than other coastal airports.


BetteR
RNO has no aviation congestion, offers 


24/7 on-site customs, and has an airport 


leadership team with a pro-development 


philosophy. That is why it consistently 


outperforms the competition time and 


time again.


LAS VEGAS


BOISE


HELENA


SALT LAKE
RNO


LOS ANGELES PHOENIX


SAN FRANCISCO


PORTLAND


SEATTLE


The Reno-Tahoe International Airport 


(RNO) is ideally located, properly 


equipped, and ready to handle all of 


your cargo needs. Get your products 


through the supply chain faster, at a 


lower cost, and with greater efficiency.


ONe-DAy TRuck SeRvIce


TwO-DAy TRuck SeRvIce


RNOadvantage.com
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Go To College (statewide program of Nevada System of Higher Education) 
Spanish Brochure


Street Smart (Regional Transportation Committee) 
Spanish Posters


Años despues, sique siento verdad.  


Por favor sea inteligente al caminar.


StreetSmartNV.com/es


Patrocinado por las Oficinas de Seguridad de Tráfico de Nevada


MAMÁ SIEMPRE DECÍA


MIRE
CRUZAR


ANTES 
DE


PAPÁ ERA SABIO


OBEDEZCA
LAS SEÑALES


DE TRÁFICO


ABUELITA TENÍA RAZÓN


LAS ACERAS
Y EL 


PASO PARA  
PEATONES


UTILICE


InformacIón | consejería | recursosGoToCollegeNevada.org


Historia y Geografía / 2-3 años (requerido)
• civismo • Historia de los ee.uu
• Geografía • Historia mundial
• Gobierno de los ee.uu • culturas del mundo


Idioma Extranjero / 2-3 años
• francés • Latín
• alemán • ruso
• japonés • español 


Matemática / 3-4 años (requerido)
• Álgebra I • Trigonometría
• Álgebra II • Precálculo
• Geometría • cálculo


Inglés / 4 años (requerido)
• composición • Literatura mundial • Literatura de los ee.uu


Laboratorio de Ciencia y Tecnología de 2-3 años 
(requerido)


• Biología • Química
• ciencias de la Tierra • física


Artes Visuales y Escénicas / 1 año
• arte • Teatro
• Danza • música


Cursos Electivos Apropiados / 1-3 años
• comunicaciones • economía • estadísticas
• educación sanitaria • Psicología • educación física
• ciencias de la computación


Es muy recomendable que los estudiantes de la escuela secundaria de 
Nevada tomen clases de matemáticas y composición de Inglés en su 
último año (Grado 12).


Cursos de la Escuela Secundaria que satisfacen los 
requisitos del State of Nevada College Readiness 
Standards y del Millenium Scholarship


CONTACTS


Programas de Aprendizaje
Los programas de aprendizaje son el camino a una carrera 
bien remunerada que ofrece un excelente paquete de 
beneficios. estos programas combinan el trabajo en clase 
con entrenamiento en el trabajo. Los estudiantes ganan 
mientras aprenden. una base sólida en matemáticas e 
Inglés es necesario para los estudiantes de la secundaria. 
Los cursos técnicos tales como la medicina Pre-Veterinaria, 
animación 3-D (por nombrar algunos) son también 
beneficiosos. Para más información, por favor, haga 
referencia al manual de Trabajo (occupational Handbook) 
en www.bls.gov/oco/


Los colegios comunitarios de nevada han establecido 
asociaciones con los programas de aprendizaje de los 
sindicatos. La mayoría de los aprendizajes de jaTc (joint 
apprenticeship and Training committee) ofrecen créditos 
universitarios durante su formación. en la mayoría de los 
casos, estos créditos universitarios son pagados por los 
programas de aprendizaje y no por los estudiantes.


Programas de Asociación
Sindicato


No Sindicado


Bricklayers & Tile Setters, JATC
sur: (702) 876-6563 norte: (702) 876-6563


Carpenters, JATC
sur: (702) 452-5099 norte: (775) 856-4660


Electrical, JATC
sur: (702) 459-7949 norte: (775) 358-4301


Iron Workers, JATC
sur: (702) 643-7991 norte: (916) 428-7420


Laborers, JATC
sur: (702) 452-9410 norte: (775) 856-3660


Operating Engineers, JATC
sur: (702) 643-1212 norte: (775) 575-2729


Painters & Allied Trades, JATC
sur: (702) 438-2611 norte: (775) 323-0567


Plasters/Cement Masons, JATC
sur: (702) 452-8809 norte: (775) 359-4241


Plumbers & Pipefitters, JATC
sur: (702) 459-3473 norte: (775) 359-2229


Sheet Metal Workers, JATC
sur: (702) 632-3014 norte: (775) 331-6393


Stationary Engineers, JATC
sur: (702) 385-5005 norte: (775) 358-3939


Teamsters, JATC
sur: (702) 651-0344 norte: (775) 348-6060


 
Assoc. of Builders/Contractors


sur: (702) 227-0536 norte: (775) 358-7888
Nevada Child Care Apprenticeship Program


sur: (702) 486-1476 norte: (775) 448-5276
TEACH-Early Childhood Nevada


norte: (775) 448-5203
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EL VIAJE UNIVErSITArIO


Financiado por el US Department of Education y presentado por el Nevada System of Higher Education


College of Southern Nevada
oficina de admisión: (702) 651-4060  
oficina de ayuda financiera: (702) 651-4047
www.csn.edu


Great Basin College
oficina de admisión: (775) 753-2102 
oficina de ayuda financiera: (775) 753-2399
www.gbcnv.edu 


Truckee Meadows Community College
oficina de admisión: (775) 673-7042 
oficina de ayuda financiera: (775) 673-7072
www.tmcc.edu


Western Nevada College
oficina de admisión: (775) 445-3277 
oficina de ayuda financiera: (775) 445-3058
www.wnc.nevada.edu


Nevada State College
oficina de admisión: (702) 992-2130 
oficina de ayuda financiera: (702) 992-2150
www.nsc.nevada.edu


University of Nevada, Las Vegas
oficina de admisión: (702) 774-8658 
oficina de ayuda financiera: (702) 895-3424
www.unlv.edu


University of Nevada, reno
oficina de admisión: (775) 784-4700 
oficina de ayuda financiera: (775) 784-4666
www.unr.edu


AYUDAr


PODEMOS


SI PUEDEN


APOYO
DE lOS PADRES


Proveer para el futuro de nuestros hijos es la prioridad principal 
de cualquier padre. una manera de asegurar su éxito es a través 
de la educación. en pocas palabras, más educación equivale a 
más opciones. usted puede ayudar a que sus hijos comiencen su 
preparación para la universidad desde la escuela primaria, y su 
apoyo y orientación durante la escuela intermedia y secundaria son 
fundamentales para ayudar a alcanzar sus metas y sueños. esta 
publicación está diseñada para ayudar a su hijo a navegar en este 
viaje, así como proporcionar consejos útiles y recomendaciones 
para ayudarle en su camino hacia un futuro más brillante.


Ayuda Financiera
empiece a investigar tipos de ayuda financiera temprano. Los 
principales tipos de ayudas son subvenciones (no hay que 
devolver), becas (no hay que devolver), empleo de los estudiantes, 
y préstamos para estudiantes (deben ser pagados).
el Departamento de educación de ee.uu.(us Department of 
education) publica la Guía del estudiante (The student Guide) 
que se puede encontrar en http://studentaid.ed.gov/students/
publications/student_guide/index.html o puede solicitarlo por 
teléfono al 1-800-4-feD-aID. además, puede explorar el sitio web 
de college.gov
aplicar temprano. esto significa el enero de tu último año de 
escuela secundaria. 
La mayoría de las formas de ayuda económica (subvenciones, 
algunas formas de empleo y préstamos) requieren que el 
estudiante complete la free application for federal student aid 
(fafsa), que se puede encontrar en línea en www.fafsa.gov o 
puede solicitar por teléfono al 1-800-4-feD-aID.
asistir a todas las noches de la universidad y talleres de ayuda 
financiera que se ofrecen en tu escuela o en su área. usted puede 
aprender algo que le pasó por alto la primera vez.
Puede crear una lista de hasta 10 colegios en la fafsa, así que 
asegúrese de enviar a todas las escuelas donde ha solicitado  
el ingreso.
averigüe los plazos de becas para las universidades donde ha 
solicitado el ingreso. a veces la solicitud de beca se combina con 
la solicitud de admisión, a veces becas requieren una solicitud 
distinta.
no se olvide de pedir las transcripciones de la escuela secundaria 
- deje tiempo suficiente para pedir las transcripciones, si la beca  
lo requiere.
Investigue y solicite todo tipo de becas. 


 –Póngase en contacto con su consejero de la escuela secundaria, 
vigile los anuncios en su periódico local, y haga la investigación 
en Internet. un sitio web popular de becas es www.fastweb.
com que le corresponde a los partidos de becas por las cuales 
deberia aplicar. 


 –solicite cartas de recomendaciones de fuentes diversas y 
profesionales. esto incluye a su consejero, los maestros, asesor 
de dirección, empleador y / o el supervisor de voluntarios.


 –redacte, edite y revise su ensayo para la beca. Pida ayuda a su 
profesor de Inglés. comience con un ensayo de base que puede 
ser revisado en función de la beca la cual está solicitando.


   Becas rOTC y Academias Militares
Póngase en contacto con sus senadores o representantes 
del congreso con respecto a una candidatura, si usted está 
solicitando una academia militar. También puede visitar a www.
todaysmilitary.com para obtener información sobre becas  
del roTc.
 
¿Qué tipo de trabajos se puede conseguir con la 
educación universitaria?
una de las ventajas principales de adquirir una educación 
universitaria es tener más puestos de trabajo entre los que 
elegir. Hable con su hijo y pregunte sobre los tipos de 
profesiones le interese a él o ella. 


Dos años de universidad (Grado asociado)
• mecánico automotriz
• animación digital
• Higienista dental
• calefacción, aire y Técnico de refrigeración
• Técnico de Laboratorio médico
• enfermera registrada


Universidad de cuatro años (Licenciatura)
• antropólogo
• Investigador Biomédico
• Ingeniero civil
• Periodista
• enfermera registrada
• maestro


Más de cuatro años (Grados y títulos profesionales)
• Dentista
• abogado
• farmacéutico
• médico
• científico
• Veterinario


un gran recurso para este tipo de información es el sistema 
de Información de carreras de nevada (nevada career 
Information system - ncIs), que es gratuito para todos los 
residentes de nevada. el ncIs es un sistema electrónico 
que combina y ofrece una riqueza de información sobre las 
carreras, la educación y el mercado laboral en una herramienta 
de exploración global. Visite www.nvcis.intocareers.org y haga 
clic en el icono de ncIs para obtener más información: nombre 
de usuario: ncis ; contraseña: nevada


requisitos para la admisión a la universidad
Requisitos Mínimos para Colegios Comunitarios


• Graduado de la escuela secundaria 
• Por lo menos 18 años de edad


requisitos Mínimos para Colegios Estatales
• Graduado de la escuela secundaria  
• Por lo menos 18 años de edad
• calificación media mínima (GPa) de 2.0


requisitos Mínimos para Universidades
• Graduado de la escuela secundaria 
• Haber tomado acT/saT
• Por lo menos 18 años de edad 
• calificación media mínima (GPa- peso ponderado) 


de 3.0 en las clases requeridas para la admisión


Escuela Primaria e Intermedia
Busque a los retos académicos.
asista a la escuela regularmente.
Desarrolle buenos hábitos de estudio.
Participe en actividades escolares y extraescolares basadas en  
la comunidad.
Discuta las opciones de carrera y la universidad con su hijo.
anime a su niño a aspirar a mucho y explorar todas las opciones.
Planifique para la escuela secundaria.
Tome algebra I en Grado 8.
Planifique para tomar matemáticas, Inglés, la ciencia y la historia 
o la geografía, cada año en la escuela secundaria.
Planifique para tomar clases de un idioma extranjero, informática 
y de artes visuales o escénicas.
manténgase en contacto con su consejero escolar para ser 
conscientes de los requisitos cambiantes de la universidad.


Escuela Secundaria
reúnase con su consejero con toda la familia para trazar los 
planes de estudios de su hijo en la escuela secundaria.
Busque a los retos académicos.
Participe en actividades escolares y extraescolares basadas en la 
comunidad. Involúcrese en actividades de liderazgo.
familiarícese con los procesos de la admisión a la universidad y 
también los de ayuda financiera.
ayude a su niño a investigar y hacer una lista de universidades 
que él o ella le gustaría asistir, e investíguelas con anticipación.


La mejor manera de prepararse para afrontar los costos de la universidad 
es comenzar a ahorrar desde temprano. Deje dinero de lado cada mes, 
para construir un fondo para la universidad. 


una opción innovadora es el Nevada College Savings Plan (también 
conocido como “plan 529”). con nevada college savings Plan, usted puede 
abrir una cuenta en nombre de un beneficiario designado. sus contribuciones 
pueden ser invertidos en contratos de matrícula prepagados (que permiten 
bloquear los gastos de la matrícula a la tasa del año en curso para asistir 
en el futuro), o contribuir a las carteras de inversión gestionadas de forma 
profesional. Llame gratis a la office of the state Treasurer para obtener más 
información al (888) 477-2667 o en www.nevadatreasurer.gov. También 
puedes ponerte en contacto con su institución financiera personal y ver si 
ofrecen planes de ahorro para la matrícula universitaria.


el programa de becas State of Nevada’s Governor Guinn 
Millennium Scholarship le da apoyo financiero a los graduados de la 
escuela secundaria del estado de nevada que planean asistir a un colegio 
o universidad en nevada. Los estudiantes pueden ver el último programa y 
los requisitos de elegibilidad en www.nevadatreasurer.gov.


usted puede recibir hasta un máximo de $10.000 para los cursos de 
pregrado en los años siguientes a su graduación de la escuela secundaria. 
no hay ningún formulario de solicitud para completar. si usted cumple con 
todos los requisitos de Becas del milenio (millennium scholarship) después 
de graduarse de la secundaria, su escuela o distrito presentará su nombre 
a la oficina del Tesorero del estado. usted recibirá una notificación de 
adjudicación en el verano después de su graduación. Las directrices de 
políticas también se pueden obtener llamando al 1-888-477-2667.


Usted juega un papel crucial en el viaje de su hijo para la universidad


Se puede obtener copias adicionales de este folleto poniendose en contacto con el Sistema de 
 Educación Superior de Nevada (Nevada System of Higher Education) al (775) 784-4901 o www.nevada.edu/gotocollege


pista para estudiantes
pista para padres


InformacIón | consejería | recursos GoToCollegeNevada.org


Historia y Geografía / 2-3 años (requerido)
• civismo • Historia de los ee.uu
• Geografía • Historia mundial
• Gobierno de los ee.uu • culturas del mundo


Idioma Extranjero / 2-3 años
• francés • Latín
• alemán • ruso
• japonés • español 


Matemática / 3-4 años (requerido)
• Álgebra I • Trigonometría
• Álgebra II • Precálculo
• Geometría • cálculo


Inglés / 4 años (requerido)
• composición • Literatura mundial • Literatura de los ee.uu


Laboratorio de Ciencia y Tecnología de 2-3 años 
(requerido)


• Biología • Química
• ciencias de la Tierra • física


Artes Visuales y Escénicas / 1 año
• arte • Teatro
• Danza • música


Cursos Electivos Apropiados / 1-3 años
• comunicaciones • economía • estadísticas
• educación sanitaria • Psicología • educación física
• ciencias de la computación


Es muy recomendable que los estudiantes de la escuela secundaria de 
Nevada tomen clases de matemáticas y composición de Inglés en su 
último año (Grado 12).


Cursos de la Escuela Secundaria que satisfacen los 
requisitos del State of Nevada College Readiness 
Standards y del Millenium Scholarship


CONTACTS


Programas de Aprendizaje
Los programas de aprendizaje son el camino a una carrera 
bien remunerada que ofrece un excelente paquete de 
beneficios. estos programas combinan el trabajo en clase 
con entrenamiento en el trabajo. Los estudiantes ganan 
mientras aprenden. una base sólida en matemáticas e 
Inglés es necesario para los estudiantes de la secundaria. 
Los cursos técnicos tales como la medicina Pre-Veterinaria, 
animación 3-D (por nombrar algunos) son también 
beneficiosos. Para más información, por favor, haga 
referencia al manual de Trabajo (occupational Handbook) 
en www.bls.gov/oco/


Los colegios comunitarios de nevada han establecido 
asociaciones con los programas de aprendizaje de los 
sindicatos. La mayoría de los aprendizajes de jaTc (joint 
apprenticeship and Training committee) ofrecen créditos 
universitarios durante su formación. en la mayoría de los 
casos, estos créditos universitarios son pagados por los 
programas de aprendizaje y no por los estudiantes.


Programas de Asociación
Sindicato


No Sindicado


Bricklayers & Tile Setters, JATC
sur: (702) 876-6563 norte: (702) 876-6563


Carpenters, JATC
sur: (702) 452-5099 norte: (775) 856-4660


Electrical, JATC
sur: (702) 459-7949 norte: (775) 358-4301


Iron Workers, JATC
sur: (702) 643-7991 norte: (916) 428-7420


Laborers, JATC
sur: (702) 452-9410 norte: (775) 856-3660


Operating Engineers, JATC
sur: (702) 643-1212 norte: (775) 575-2729


Painters & Allied Trades, JATC
sur: (702) 438-2611 norte: (775) 323-0567


Plasters/Cement Masons, JATC
sur: (702) 452-8809 norte: (775) 359-4241


Plumbers & Pipefitters, JATC
sur: (702) 459-3473 norte: (775) 359-2229


Sheet Metal Workers, JATC
sur: (702) 632-3014 norte: (775) 331-6393


Stationary Engineers, JATC
sur: (702) 385-5005 norte: (775) 358-3939


Teamsters, JATC
sur: (702) 651-0344 norte: (775) 348-6060


 
Assoc. of Builders/Contractors


sur: (702) 227-0536 norte: (775) 358-7888
Nevada Child Care Apprenticeship Program


sur: (702) 486-1476 norte: (775) 448-5276
TEACH-Early Childhood Nevada


norte: (775) 448-5203
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EL VIAJE UNIVErSITArIO


Financiado por el US Department of Education y presentado por el Nevada System of Higher Education


College of Southern Nevada
oficina de admisión: (702) 651-4060  
oficina de ayuda financiera: (702) 651-4047
www.csn.edu


Great Basin College
oficina de admisión: (775) 753-2102 
oficina de ayuda financiera: (775) 753-2399
www.gbcnv.edu 


Truckee Meadows Community College
oficina de admisión: (775) 673-7042 
oficina de ayuda financiera: (775) 673-7072
www.tmcc.edu


Western Nevada College
oficina de admisión: (775) 445-3277 
oficina de ayuda financiera: (775) 445-3058
www.wnc.nevada.edu


Nevada State College
oficina de admisión: (702) 992-2130 
oficina de ayuda financiera: (702) 992-2150
www.nsc.nevada.edu


University of Nevada, Las Vegas
oficina de admisión: (702) 774-8658 
oficina de ayuda financiera: (702) 895-3424
www.unlv.edu


University of Nevada, reno
oficina de admisión: (775) 784-4700 
oficina de ayuda financiera: (775) 784-4666
www.unr.edu


AYUDAr


PODEMOS


SI PUEDEN


APOYO
DE lOS PADRES


Proveer para el futuro de nuestros hijos es la prioridad principal 
de cualquier padre. una manera de asegurar su éxito es a través 
de la educación. en pocas palabras, más educación equivale a 
más opciones. usted puede ayudar a que sus hijos comiencen su 
preparación para la universidad desde la escuela primaria, y su 
apoyo y orientación durante la escuela intermedia y secundaria son 
fundamentales para ayudar a alcanzar sus metas y sueños. esta 
publicación está diseñada para ayudar a su hijo a navegar en este 
viaje, así como proporcionar consejos útiles y recomendaciones 
para ayudarle en su camino hacia un futuro más brillante.


Ayuda Financiera
empiece a investigar tipos de ayuda financiera temprano. Los 
principales tipos de ayudas son subvenciones (no hay que 
devolver), becas (no hay que devolver), empleo de los estudiantes, 
y préstamos para estudiantes (deben ser pagados).
el Departamento de educación de ee.uu.(us Department of 
education) publica la Guía del estudiante (The student Guide) 
que se puede encontrar en http://studentaid.ed.gov/students/
publications/student_guide/index.html o puede solicitarlo por 
teléfono al 1-800-4-feD-aID. además, puede explorar el sitio web 
de college.gov
aplicar temprano. esto significa el enero de tu último año de 
escuela secundaria. 
La mayoría de las formas de ayuda económica (subvenciones, 
algunas formas de empleo y préstamos) requieren que el 
estudiante complete la free application for federal student aid 
(fafsa), que se puede encontrar en línea en www.fafsa.gov o 
puede solicitar por teléfono al 1-800-4-feD-aID.
asistir a todas las noches de la universidad y talleres de ayuda 
financiera que se ofrecen en tu escuela o en su área. usted puede 
aprender algo que le pasó por alto la primera vez.
Puede crear una lista de hasta 10 colegios en la fafsa, así que 
asegúrese de enviar a todas las escuelas donde ha solicitado  
el ingreso.
averigüe los plazos de becas para las universidades donde ha 
solicitado el ingreso. a veces la solicitud de beca se combina con 
la solicitud de admisión, a veces becas requieren una solicitud 
distinta.
no se olvide de pedir las transcripciones de la escuela secundaria 
- deje tiempo suficiente para pedir las transcripciones, si la beca  
lo requiere.
Investigue y solicite todo tipo de becas. 


 – Póngase en contacto con su consejero de la escuela secundaria, 
vigile los anuncios en su periódico local, y haga la investigación 
en Internet. un sitio web popular de becas es www.fastweb.
com que le corresponde a los partidos de becas por las cuales 
deberia aplicar. 


 – solicite cartas de recomendaciones de fuentes diversas y 
profesionales. esto incluye a su consejero, los maestros, asesor 
de dirección, empleador y / o el supervisor de voluntarios.


 – redacte, edite y revise su ensayo para la beca. Pida ayuda a su 
profesor de Inglés. comience con un ensayo de base que puede 
ser revisado en función de la beca la cual está solicitando.


   Becas rOTC y Academias Militares
Póngase en contacto con sus senadores o representantes 
del congreso con respecto a una candidatura, si usted está 
solicitando una academia militar. También puede visitar a www.
todaysmilitary.com para obtener información sobre becas  
del roTc.
 
¿Qué tipo de trabajos se puede conseguir con la 
educación universitaria?
una de las ventajas principales de adquirir una educación 
universitaria es tener más puestos de trabajo entre los que 
elegir. Hable con su hijo y pregunte sobre los tipos de 
profesiones le interese a él o ella. 


Dos años de universidad (Grado asociado)
• mecánico automotriz
• animación digital
• Higienista dental
• calefacción, aire y Técnico de refrigeración
• Técnico de Laboratorio médico
• enfermera registrada


Universidad de cuatro años (Licenciatura)
• antropólogo
• Investigador Biomédico
• Ingeniero civil
• Periodista
• enfermera registrada
• maestro


Más de cuatro años (Grados y títulos profesionales)
• Dentista
• abogado
• farmacéutico
• médico
• científico
• Veterinario


un gran recurso para este tipo de información es el sistema 
de Información de carreras de nevada (nevada career 
Information system - ncIs), que es gratuito para todos los 
residentes de nevada. el ncIs es un sistema electrónico 
que combina y ofrece una riqueza de información sobre las 
carreras, la educación y el mercado laboral en una herramienta 
de exploración global. Visite www.nvcis.intocareers.org y haga 
clic en el icono de ncIs para obtener más información: nombre 
de usuario: ncis ; contraseña: nevada


requisitos para la admisión a la universidad
Requisitos Mínimos para Colegios Comunitarios


• Graduado de la escuela secundaria 
• Por lo menos 18 años de edad


requisitos Mínimos para Colegios Estatales
• Graduado de la escuela secundaria  
• Por lo menos 18 años de edad
• calificación media mínima (GPa) de 2.0


requisitos Mínimos para Universidades
• Graduado de la escuela secundaria 
• Haber tomado acT/saT
• Por lo menos 18 años de edad 
• calificación media mínima (GPa- peso ponderado) 


de 3.0 en las clases requeridas para la admisión


Escuela Primaria e Intermedia
Busque a los retos académicos.
asista a la escuela regularmente.
Desarrolle buenos hábitos de estudio.
Participe en actividades escolares y extraescolares basadas en  
la comunidad.
Discuta las opciones de carrera y la universidad con su hijo.
anime a su niño a aspirar a mucho y explorar todas las opciones.
Planifique para la escuela secundaria.
Tome algebra I en Grado 8.
Planifique para tomar matemáticas, Inglés, la ciencia y la historia 
o la geografía, cada año en la escuela secundaria.
Planifique para tomar clases de un idioma extranjero, informática 
y de artes visuales o escénicas.
manténgase en contacto con su consejero escolar para ser 
conscientes de los requisitos cambiantes de la universidad.


Escuela Secundaria
reúnase con su consejero con toda la familia para trazar los 
planes de estudios de su hijo en la escuela secundaria.
Busque a los retos académicos.
Participe en actividades escolares y extraescolares basadas en la 
comunidad. Involúcrese en actividades de liderazgo.
familiarícese con los procesos de la admisión a la universidad y 
también los de ayuda financiera.
ayude a su niño a investigar y hacer una lista de universidades 
que él o ella le gustaría asistir, e investíguelas con anticipación.


La mejor manera de prepararse para afrontar los costos de la universidad 
es comenzar a ahorrar desde temprano. Deje dinero de lado cada mes, 
para construir un fondo para la universidad. 


una opción innovadora es el Nevada College Savings Plan (también 
conocido como “plan 529”). con nevada college savings Plan, usted puede 
abrir una cuenta en nombre de un beneficiario designado. sus contribuciones 
pueden ser invertidos en contratos de matrícula prepagados (que permiten 
bloquear los gastos de la matrícula a la tasa del año en curso para asistir 
en el futuro), o contribuir a las carteras de inversión gestionadas de forma 
profesional. Llame gratis a la office of the state Treasurer para obtener más 
información al (888) 477-2667 o en www.nevadatreasurer.gov. También 
puedes ponerte en contacto con su institución financiera personal y ver si 
ofrecen planes de ahorro para la matrícula universitaria.


el programa de becas State of Nevada’s Governor Guinn 
Millennium Scholarship le da apoyo financiero a los graduados de la 
escuela secundaria del estado de nevada que planean asistir a un colegio 
o universidad en nevada. Los estudiantes pueden ver el último programa y 
los requisitos de elegibilidad en www.nevadatreasurer.gov.


usted puede recibir hasta un máximo de $10.000 para los cursos de 
pregrado en los años siguientes a su graduación de la escuela secundaria. 
no hay ningún formulario de solicitud para completar. si usted cumple con 
todos los requisitos de Becas del milenio (millennium scholarship) después 
de graduarse de la secundaria, su escuela o distrito presentará su nombre 
a la oficina del Tesorero del estado. usted recibirá una notificación de 
adjudicación en el verano después de su graduación. Las directrices de 
políticas también se pueden obtener llamando al 1-888-477-2667.


U s t e d  j u e g a  u n  p a p e l  c r u c i a l  e n  e l  v i a j e  d e  s u  h i j o  p a r a  l a  u n i v e r s i d a d


Se puede obtener copias adicionales de este folleto poniendose en contacto con el Sistema de 
 Educación Superior de Nevada (Nevada System of Higher Education) al (775) 784-4901 o www.nevada.edu/gotocollege


pista para estudiantes
pista para padres
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Access to Healtchare Network 
In-House Print Production of Collateral Materials


AHN also creates and produces collateral materials in great volumes for their prospective members, 


members and program members of the Nevada State and federal programs they administer. 


Examples are shown below:







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 144


Web and Social Media


The KPS3 team is hands down the most advanced in used of web and digital strategies among 


any full service advertising and marketing firm in Nevada. We are the only full service agency with 


our own digital media division INSIDE OUR WALLS. We don’t job out this very important aspect 


of marketing. For this target population, it is common to use a mobile device as the means of 


accessing online information. We are experts in digital, web and mobile marketing strategies and 


it’s evident in our Media Plans, included in the Work Plans provided in the Confidential section of 


the Technical proposal.


Our capabilities in Search Engine Marketing (SEM) are also relevant to the Exchange program. For 


target audience members who may have heard about the Exchange through advertising or outreach 


but who were not ready to act upon it at the time we have to be prepared 


Here are several examples of our digital media, mobile media and online capabilities, all complete 


in-house.
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NNRMLS Digital Ads


Dickson Realty Adwords







Copyright © 2012 KPS3.  
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Constellation Digital Ads
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Alpine Meadows Digital Ads


City of Sparks Mobile Website + It’s Happening Here Widget


1


advertising marketing public relations web & digital media
50 W. Liberty / #640 / Reno, Nevada 89501


W kps3.com / P 775.686.7439 / F 775.334.4313


ReNo-tahoe aiRpoRt mobiLe site desigN
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COUPONS SECURITY TIPS FREE WI-FI CONTACT US


Address & Directions


Reno-Tahoe International Airport
Physical Address:
2001 E. Plumb Lane
Reno, NV 89502


Reno-Tahoe International Airport is conveniently 
located along the I-80 and US-395 interchange. 


From Northern California via US-395 (Susanville, 
Alturas): 
US-395 south to Reno-Tahoe International 
Airport Exit


Driving directions to the airport


VIEW FULL SITE
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COUPONS SECURITY TIPS FREE WI-FI CONTACT US


Address & Directions


Reno-Tahoe International Airport
Physical Address:
2001 E. Plumb Lane
Reno, NV 89502


Reno-Tahoe International Airport is conveniently 
located along the I-80 and US-395 interchange. 


From Northern California via US-395 (Susanville, 
Alturas): 
US-395 south to Reno-Tahoe International 
Airport Exit


Driving directions to the airport


VIEW FULL SITE
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Reno-Tahoe International Airport Mobile Website


Reno-Tahoe International Airport Digital Ads
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RSCVA Mobile Website + Digital XML Driven Banner Ads







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 150


Washoe Air Quality Embeddable Widget


Access to Healthcare Network Embeddable Widgets
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Market Research


KPS3 has extensive experience in market research of all types, to gauge awareness, perceptions/


attitudes and the propensity to buy. We also use market research frequently to test concepts, 


messaging, creative options and tag lines. We have 21 years of experience in developing and 


implementing both qualitative and quantitative market research programs.


A small sampling of examples of relevant market research designed and implemented by KPS3 


include:


• Focus groups for a variety of prior patient and family members for Renown Health in northern 


Nevada in order to make program, staffing, service level, physical plant, and policy decisions 


relating to patient and family satisfaction.


• Focus groups and an online survey implemented statewide for Immunize Nevada with parents, 


expectant parents and pediatricians/nurse practitioners to determine why the childhood 


immunization rates are so low in Nevada and determine what would best work in each group 


to improve them.


• Concept testing of campaigns for a statutory rape prevention campaign for the Nevada 


Division of Health and Human Services.


• Intercept surveys of travelers at Reno-Tahoe International Airport to determine perceptions 


and attitudes and traveler patterns in order to make operational recommendations.


• Brand awareness, perception, and attitude survey research for the University of Nevada, Reno, 


using executive interviews, focus groups, and statewide quantitative research via telephone 


surveys statewide.


• Quantitative research for Nevada’s Safety Consultation and Training Section to determine 


employers’ attitudes on employee safety, workplace safety programming and propensity to 


use SCATS programming.


• Agent and consumer focus group research for Dickson Realty.


• Quantitative and qualitative research completed for Saint Mary’s Health Network to 


determine brand positioning for marketing efforts of consumers, physicians and employers, as 


well as numerous consumer satisfaction studies.


We believe that a prime example between KPS3 and other advertising firms who are proposing, 


that our research that we complete is complemented by insightful reports on key findings and 


recommendations for the client.


A differentiating point we believe is the fact that we designed and implemented market research 


with the target population in the time period between the release of the Exchange RFP and our 


final proposal being delivered, thanks to our partner Access to Healthcare Network, 
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Strategic Planning


Stephanie Kruse, president of KPS3, brings extensive experience in facilitation processes, for 


organizations and groups ranging from: elected and appointed officials, to non profits, to publicly 


traded, for-profit firms needing to make strategic decisions.


The KPS3 team incorporates our knowledge of market research, environmental scanning, needs 


assessments, internal core strength assessments, organizational behavior and structure/strategy 


and the “psychology of groups” to assist organizations and groups of all types to reach the 


appropriate goals. Additionally we can provide strategic recommendations based upon our findings 


to each organization, in addition to facilitating the group process.


We incorporate marketing strategy into all of our clients’ campaigns and initiatives. However, we 


do perform organizational strategic planning for clients as well (i.e. setting strategic or business 


planning directions).


Recent organizational strategic planning work completed for clients include:


• Nevada Network Against Domestic Violence


• Northern Nevada International Center


• Nevada Hospital Association


• United Way of Northern Nevada and the Sierra


• Dickson Realty


• Renown Health (post research findings)


3.4.4.3. Proposing vendors must include in the proposal a narrative that details vendor capabilities and experience 


in placing advertisements in paid media. Please identify the type of media, duration of the campaign and exposure 


the campaign received.


We believe in strategy first for media planning and buying; this is why we developed the preliminary 


strategic brief (included in the Confidential section of our Technical proposal). The foundation is 


something our media director Fong Menante, and our director of digital media, Mike McDowell, 


needed before she could implement a media plan even on a very preliminary basis for this proposal.


Our suggestions for media plan strategies include the “traditional” media that is usually included 


in media plans by traditional agencies, but also, we involve our team members who specialize in 


“digital and social media” (interactive, web-based, mobile marketing, social networks, etc.) to see 


if there are strategies that make sense strategically to recommend to you as part of our mix  - that 


also break through and reach your targets in new, relevant and more memorable ways. In this case, 


mobile advertising and paid search will be key strategies and we have the in-house team to manage 


that, led by our director of digital media.


In the more traditional media arena, KPS3 has an excellent media buying track record due to our 
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“assertive negotiation skills" to get good terms and rates, along with the creativity to instigate 


successful and break-through promotions. Our media director Fong Menante has more than 15 


years of experience in statewide, regional and national media buying, negotiating and planning. 


She excels in promotions and added value for a variety of different clients. She has relationships 


with major media outlets statewide. 


In terms of each of the phases of working with us on media buying projects and accounts, we 


provide media proposals, plans and reports that are easy to read and understand that take into 


account standard media measurement criteria such as rating points, reach, circulation, and so on, 


but use our strategic focus and negotiation skills to obtain leveraged media, added value and 


specific mediums to obtain results. 


We have an agency management system that integrates project management, traffic, vendor and 


media purchase orders and work orders, client status reporting, estimating and invoicing. 


In short, we have the years of experience, the negotiation skills, the ability to provide new media, 


promotions and other ideas for your message distribution mix due to our staffing as a full service 


agency, and the management systems and reporting that you desire to ensure you are getting all 


you pay for. 


Please also see our case studies in 3.4.4.1 which included complex media plans and extensive and 


diverse media buys. 


Finally, we invite you to take a look at our preliminary proposed Media Plan, which is included in 


the Confidential section of our Technical proposal. You’ll see:


• Our strategy and rationale


• Our diverse and cost effective means of reaching the target population with our paid media 


approach


• Our easy to understand and monitor formats


We have included a robust schedule of anticipated Public Service Announcements and earned 


media in our media schedule. We anticipate that on a consumer directed media placement 


budget of $3.5 million, that we will provide through our media partners another $739,280 in free 


placements, as well as other value–added components to this very important cause. (We can 


leverage our media buys to benefit the public relations efforts of the Exchange staff, in gaining 


opportunities for interviews and public service show appearances, etc.).


3.4.4.4. Vendors’ proposals must identify a staffing plan to successfully complete the Exchange’s proposal. 


Vendors must identify if the firm will use current staff or will new staff be hired to handle the Exchange’s 


account.


KPS3 and Navigant will manage the account with the staffing structure that is currently in place. For 


KPS3 this includes a replacement for an account manager who recently left KPS3 to work for one 
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of our statewide non-profit clients. So there will be a new staff member on board by the time the 


contract is formalized but we do not yet have information on our final choice.


Staff resumes for all team members have been submitted using Attachment G under Section 4.4 for 


all staff noted below.


The team involved in staffing the Exchange account will include:


From KPS3:


Stephanie Kruse, President and Marketing Strategist/Account Planner


Scott Walquist, Vice President, Client Services


Rob Gaedtke, Vice President, Creative and Digital Services


Fong Menante, Media Planner


Mike McDowell, Director of Digital Media


Tammy Abe, Operations Director/Media Buyer and Coordinator


Senior Account Manager, In process of hiring (this is a replacement position)


Steve James, Senior Designer


Jenna Hubert, Designer


Julia Kruper, Account Manager


Production/Traffic Manager, In process of hiring


(Stephanie Kruse and Scott Walquist, supported by the new Senior Account Manager, will be the 


Exchange’s “account team.”)


From Navigant:


Cheryl Duva, Managing Director


Cristine Vogel, Associate Director


Christine Dalton, Director


Tamyra Porter, Associate Director


Melissa Lupella, Associate Director


David Jacobson, Associate Director


John Azpeitia, Managing Consultant


From Access to Healthcare Network:


Sherri Rice – AHN CEO – Program Director


Niki King – AHN COO 


Mike O’Carroll – AHN CFO


Christine Caufield – AHN Director, Eligibility and Enrollment (Call Center Director)


Trevor Rice – AHN Director, Member Services (Care Coordination Director)


Care Coordinator – TBD


Enrollment and Eligibility Associate – TBD


Administrative Assistant North – TBD


Administrative Assistant South – TBD


Software Technician – Sarah Albers
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From Access to Healthcare Network continued: 


Staff Accountant – TBD


IT – Joey Olmstead


Coordinator N/Rural – TBD


Specialist South (3) – TBD


Specialist North/Rural (2) TBD


**Door-to-Door Campaign – All staff to be determined per the Budget Detail in Cost Proposal.


** AHN will be managing the outreach and non-traditional marketing programming which includes a 


strategy to approach these hard to reach populations in manner similar to a US Census or a political 


campaign. It involves going door to door to reach the “hard to reach” with a personal outreach 


(one on one). This would involve the hiring of a number of per diem, temporary staff, similar to the 


Census employment plan. The detailed AHN staffing budget, noting numbers and types of Full 


Time Equivalents is included in the Cost Proposal under the budget detail.


3.4.4.5. Proposing vendors must provide samples of creative work directly relating to a previous project of this 


type. Vendors may submit hardcopy samples or examples of work may be submitted on CD. One (1) CD labeled 


“Creative Work” should accompany each hardcopy proposal.


Creative samples that are collateral, print or website designs are shown visually within the proposal 


content. We have included CDs with radio, television, video and animated digital advertising 


samples.


3.4.4.6. Submitted proposals must include a draft work plan.


Draft Work Plans to reach the targeted consumers noted in the RFP (100-400% FPL), as well as a 


Business-to-Business work plan with media channels to reach Nevada small businesses (to achieve 


the SHOP enrollee goal) are provided in the Confidential Section of our Technical proposal. 


We have placed these plans in this section because they demonstrate our unique knowledge, 


experience, and market understanding, as well as our extensive research and our diversity of 


strategies specific to this campaign and target markets. Therefore we are considering this work as 


proprietary, and believe is qualifies as Confidential.


3.4.4.7. Each proposing vendor should utilize research conducted by the Exchange, the Nevada State 


Demographer, Nevada Legislative Counsel Bureau, local governments and the US Census Bureau’s Nevada 


liaison. 


The following link provides a series of reports that will help potential vendors understand the market the 


Exchange is targeting: http://exchange.nv.gov/Reports/Market_Research 


The team used the information provided by this RFP as well as new primary research completed 


with the target population who are members of Access to Healthcare Network (see our answer 


to 3.1.1.1A). We also found helpful the Robert Wood Johnson Foundation funded “Preparing for 


2014: Findings from Research with Low-Income Adults in Three States” done with residents in 
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Michigan, Maryland and Alabama on Insurance, Medicaid and the Insurance Exchange concept. We 


also used information and knowledge compiled due to prior work by all members of the team with 


the target population, and with Navigant Consulting’s experience in the implementation of Health 


Exchanges in other states. We have actually used all of our experience and knowledge to develop 


a preliminary Strategic Brief (which we used as the strategic base for the development of our Work 


Plans and Media Plans). This same type of document is used as the basis for brand development and 


then also the development of the campaign elements -- creative/concept/design/messaging. This 


preliminary Strategic Brief is included in the Confidential Section of our Technical proposal. We have 


placed these tools in this section because they demonstrate our unique knowledge, experience, 


and market understanding, as well as our extensive research and our diversity of strategies specific 


to this campaign and target markets. Therefore we are considering this work as proprietary, and 


believe is qualifies as Confidential.


3.4.4.8. Cost proposals must include proposed costs covering each of the three phases outlined in this RFP. The 


selected vendor will be required to demonstrate to the State how the proposed allocation of resources will best 


meet the goals and objectives of the engagement (see Attachment I, Cost Schedule).


Our cost information for each of the three phases, along with detail and rationale for our 


recommendations, are included in the Cost Schedule in Attachment I.


3.4.4.9. Vendors should name in the proposal a specific contact who will work directly with the State’s designee.


Primary contact:


Stephanie Kruse, President 


KPS3 Marketing


50 West Liberty, Suite 640 


Reno, Nevada 89501


Stephanie@kps3.com 


Direct: 775-686-7411 


Cell: 775-771-4510


3.4.4.10 The awarded vendor will be required to render a monthly invoice to the Silver State Health Insurance 


Exchange. 


A. Each monthly invoice will accurately reflect the work performed during the respective billing period 


with itemized accounting for costs of materials, labor, purchase of media time or space, and any other 


billable items are subject to mark-up restrictions.  


We agree to those terms but have one proposed change to the timing of how the costs of media 


placements are billed by KPS3 to the State. See our proposed billing structure for media on 


Attachment J. 


Also, it is important to note that KPS3 does NOT add mark-up to purchased goods and services for 
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our clients. This will ensure that the State receives more benefits than with agencies that do add 


mark up. If media is commissionable to an agency, we will retain the commission, but we do not add 


commissions on media, printing, or other billable items.  


B. Work performed during each billing period should reflect the initial timeline and general plan of the 


campaign unless specifically, mutually agreed upon in writing prior to that billing period. 


We agree to those terms. We will supply our detailed billings as well as a spreadsheet marking 


progress against budgets at that moment.


3.4.4.11. The selected vendor will be expected to participate in regular reviews of plans and activity by the 


Exchange’s office.


A. At a minimum, bimonthly reviews are anticipated to be held, alternating between face-to-face and 


video conference (when subject matter is conducive to video conferencing).


KPS3 agrees wholeheartedly and would anticipate that in high-activity timeframes that we 


would have a conference of some type weekly. We would supply status reports using our agency 


management tracking and status software weekly regardless if there is a conference scheduled or 


not. We can do video conferencing or use our Go To Meeting account to show creative work online 


in a way that all can see what we are presenting and participate by voice.


B. The presence of the Project Manager and a representative of any involved subcontractor will be 


required for meetings. 


Our team agrees to these terms and our subcontractors are excited about and willing to be very 


involved in the stages and elements of the campaign.


3.4.4.12. The State must approve all artwork and advertising content prior to placement. Unacceptable content or 


artwork will be rejected and reworked by vendor until approved in writing by the State. 


KPS3 agrees to these terms. We do not believe that given our strategic and creative process, and 


approval steps with the client all along that process, that there will be occasions of producing 


unacceptable content or artwork.


3.4.4.13. If the selected vendor fails to perform (i.e., missing a time line to start an advertising campaign due to 


the vendor not completing the campaign items, etc.) liquidated damages of $4,500 per day may be charged until 


the deadline is met.


KPS3 agrees to these terms if it is indeed our or our subcontractors’ failure to perform that causes 


the delay.


3.4.4.14. Proposing vendors must provide a project schedule for each of the three (3) sections. 


A. These schedules will be agreed upon by both the Exchange and the vendor. 


B. The Exchange will make all approvals by the schedule dates as not to hold up the vendor. 
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C. The vendor must allow the Exchange a minimum of five (5) working days to approve concepts and 


artwork. 


D. Proposed schedules must be submitted within 15 days of the start date of each phase of the 


Marketing and Outreach Campaign.


KPS3 agrees with these terms and appreciates the Exchange’s willingness to expedite review and 


approvals at the process checkpoints. 


3.4.4.15. The State may require a performance bond in the dollar amount of the entire contract minus the media 


buy line items. The performance bond will ensure that the vendor completes the contract and meets the deadlines.


KPS3 agrees with these terms.







TAB VII - SECTION 4 - COMPANY BACKGROUND   & REFERENCES
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4. Company Background and References


4.1  Vendor Information


VENDOR INFORMATION: KPS3 MARKETING


4.1.1 Vendors must provide a company profile in the table format below


QUESTION RESPONSE


Company name: KPS3


Ownership (sole proprietor, partnership, etc.): KPS3 is a Nevada C-Corporation


State of incorporation: Nevada


Date of incorporation: 1996


# of years in business: 21


List of top officers:


Stephanie Kruse, President;  


Scott Walquist, Vice President of Client Services; 


and Rob Gaedtke, Vice President of Creative and 


Digital Services


Location of company headquarters: 50 West Liberty, Suite 640, Reno NV 89501


Location(s) of the company offices: 50 West Liberty, Suite 640, Reno NV 89501


Location(s) of the office that will provide the 


services described in this RFP:


The primary office will be at 50 West Liberty, 


Suite 640, Reno NV 89501. We have the ability 


through collegial business relationships to use 


office space in Las Vegas as a “base camp” for 


extended periods of time, if necessary, to work 


with alliances in southern Nevada.


Number of employees locally with the expertise to 


support the requirements identified in this RFP:
14


Number of employees nationally with the expertise 


to support the requirements in this RFP:
14


Location(s) from which employees will be 


assigned for this project:
50 West Liberty, Suite 640, Reno NV 89501
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4.1.2  Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws of another state 


must register with the State of Nevada, Secretary of State’s Office as a foreign corporation before a contract can be 


executed between the State of Nevada and the awarded vendor, unless specifically exempted by NRS 80.015.


The firm has been in business in Nevada since 1991; first as Stephanie Kruse and Associates – a sole 


proprietorship, and then incorporated in 1996 as a C-Corporation. KPS3 is in good standing with the 


Office of the Secretary of State.


4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be appropriately licensed by the 


State of Nevada, Secretary of State’s Office pursuant to NRS76. Information regarding the Nevada Business License 


can be located at http://sos.state.nv.us. 


KPS3 is currently registered with the Office of the Secretary of State.


 Is "Legal Entity Name" the same as vendor is doing business as?


Yes  [ X ]         No  [    ] 


 If “No”, provide explanation.


4.1.4 Vendors are cautioned that some services may contain licensing requirement(s). Vendors shall be proactive in 


verification of these requirements prior to proposal submittal. Proposals that do not contain the requisite licensure may 


be deemed non-responsive.


The nature of the engagement with the Exchange does not require additional licensing 
requirements. 


4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency? 


 Yes  [ X ]         No  [    ] 


 If “Yes”, complete the following table for each State agency for whom the work was performed. Table can be 


duplicated for each contract being identified.


QUESTION RESPONSE


Nevada Business License Number: #NV19941094961


Legal Entity Name: KPS3 Inc.
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QUESTION RESPONSE


Name of State agency:
Division of Industrial Relations, State of Nevada  


Safety Consultation and Training Section (SCATS) 


State agency contact name: Joe Nugent


Dates when services were performed: 1994 - Present


Type of duties performed:
Advertising/Creative/Web Consultation/PR/


Marketing/ Media Strategy and Placement 


Statewide


Total dollar value of the contract: $2,555,000 (1997-2012)


QUESTION RESPONSE


Name of State agency:
Nevada Department of Health and Human 


Services


State agency contact name: Gale Thomssen


Dates when services were performed: 2010-Present


Type of duties performed:
Brand Identity Creation/Advertising/Creative/


Web Consultation/PR/Marketing/Media Strategy 


and Placement Statewide Project


Total dollar value of the contract:
Not to exceed $3,600,000, incurred to date 


$69,855.00 (2010-2012)


QUESTION RESPONSE


Name of State agency: Nevada Department of Wildlife


State agency contact name: Ryan Coleman


Dates when services were performed: 2012 (Current Project)


Type of duties performed: Website Redesign


Total dollar value of the contract: $65,000
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QUESTION RESPONSE


Name of State agency: Governor’s Office of Economic Development


State agency contact name: Doug Van Aman


Dates when services were performed: 2012 (New Client as of Summer 2012)


Type of duties performed:


Branding and marketing assistance for the State 


of Nevada for B2B purposes, branded marketing 


material development, marketing ad design and 


ad placement.


Total dollar value of the contract: $99,000


QUESTION RESPONSE


Name of State agency: Nevada System of Higher Education


State agency contact name: Magdalena Martinez/Sharon Wurm


Dates when services were performed: 2006-07, 09-10


Type of duties performed:
Advertising Strategy/Creation/Media Placement 


for Statewide Campaign


Total dollar value of the contract:
Total dollar value of the contract $356,720.50 


(2006-2011)


QUESTION RESPONSE


Name of State agency: Nevada Commission on Economic Development


State agency contact name: Jeannie Ashe


Dates when services were performed: 1997 – 1999. 2003 -2006


Type of duties performed:
Design/PR/Marketing/Media/Web Development 


(97-99), Design/PR/Marketing/Media/Web 


Development & In-sourced PR (03-06)


Total dollar value of the contract:
Total dollar value of the contract $356,720.50 


(2006-2011)
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QUESTION RESPONSE


Name of State agency: Nevada Rangeland Resources Commission


State agency contact name:
2002-2004:  Don Henderson, 2005 Jennifer 


Bartlett


Dates when services were performed: 2002 – 2006


Type of duties performed:
Advertising/Creative/Web/PR/ Marketing/Media 


Placement


Total dollar value of the contract: $154,327


QUESTION RESPONSE


Name of State agency: University of Nevada Reno, School of Medicine


State agency contact name: James Curtis


Dates when services were performed: 2005-2006


Type of duties performed:
Strategic Communications and PR (5/05-7/06), 


Brand Identity Creation/Brand Launch Plan/Ad 


Creation/Media Placement (10/05-2/06)


Total dollar value of the contract: $30,000 (2005-2006)


QUESTION RESPONSE


Name of State agency: Nevada Department of Motor Vehicles


State agency contact name: Kim Evans


Dates when services were performed: 2001


Type of duties performed:
Advertising/Creative/Media Placement for 


Statewide Public Information Campaign


Total dollar value of the contract: $158,000
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QUESTION RESPONSE


Name of State agency: Nevada Department of Public Safety


State agency contact name: Kim Evans


Dates when services were performed: 2001-02


Type of duties performed:
Advertising/Creative/Media Placement for 


Statewide Public Information Campaign


Total dollar value of the contract: $102,705


QUESTION RESPONSE


Name of State agency: Nevada Public Utilities Commission


State agency contact name:
98-99, Kathy Kollar: 99-00 Judy Sheldrew & 


Cynthia Messina


Dates when services were performed: 1998-2000


Type of duties performed:
Communications/Advertising/ Media Placement 


for Statewide Public Information Program 


Relating to Deregulation


Total dollar value of the contract: $313,238


QUESTION RESPONSE


Name of State agency: University of Nevada, Reno


State agency contact name: Winnie Dowling


Dates when services were performed: 2005-2009


Type of duties performed:


Brand Research/Analysis and Re-Brand 


Development/Website Redesign and Data 


Collection Design/Public Relations and Crisis 


Communications Support


Total dollar value of the contract: $157,650 (2005-2009)
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4.1.6 Are you now or have you been within the last two (2) years an employee of the State of Nevada, or any of its 


agencies, departments, or divisions?


Yes  [ X ]         No  [  ] 


 If “Yes”, please explain when the employee is planning to render services, while on annual leave, 


compensatory time, or on their own time?


If you employ (a) any person who is a current employee of an agency of the State of Nevada, or (b) any person who 


has been an employee of an agency of the State of Nevada within the past two (2) years, and if such person will be 


performing or producing the services which you will be contracted to provide under this contract, you must disclose 


the identity of each such person in your response to this RFP, and specify the services that each person will be 


expected to perform.


Steve James previously worked for the Nevada Commission on Tourism as a Web Developer. He left 


that agency in June, 2012. Under this contract he will be providing design services.


4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or criminal litigation 


in which the vendor has been alleged to be liable or held liable in a matter involving a contract with the State of 


Nevada or any other governmental entity. Any pending claim or litigation occurring within the past six (6) years which 


may adversely affect the vendor’s ability to perform or fulfill its obligations if a contract is awarded as a result of this 


RFP must also be disclosed.


Yes  [   ]         No  [ X ] 


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for RFP 


3006. Does your organization currently have or will your organization be able to provide the insurance requirements 


as specified in Attachment E.


Yes  [   ]         No  [ X ] 


Any exceptions and/or assumptions to the insurance requirements must be identified on Attachment B, Technical 
Proposal Certification of Compliance with Terms and Conditions of RFP. Exceptions and/or assumptions will 


be taken into consideration as part of the evaluation process; however, vendors must be specific. If vendors do not 


specify any exceptions and/or assumptions at time of proposal submission, the State will not consider any additional 


exceptions and/or assumptions during negotiations. 


Upon contract award, the successful vendor must provide the Certificate of Insurance identifying the coverages as 


specified in Attachment E, Insurance Schedule for RFP 3006.


4.1.9.  Company background/history and why vendor is qualified to provide the services described in this RFP. 


Limit response to no more than five (5) pages.


KPS3 is a full-service agency, providing integrated marketing communication services to an 


outstanding portfolio of national and regional clients. We have been providing services to private 


and public sector clients since 1991. KPS3 is now a firm with 14 employees with headquarters in 


Reno, Nevada.
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We offer:


 • Brand analysis, strategy and planning


• Market research and analysis


• Advertising/creative services for newspaper/magazine, television, radio and billboard placement


• “Traditional” and digital media planning, analysis and negotiation/buying


• E-mail marketing and online media planning


• Website, blog and social media planning, design and development (XHTML, CMS, Flash, PHP) with 


search engine optimization expertise


• Writing and design for brochures, annual reports and direct mail


• Packaging, point-of-service and trade show display design


• Logo/corporate identity development


• Public relations, reputation management and crisis management


• Special event strategy, planning, marketing,


We have extensive experience in public education and information campaigns, especially those 


meant to inform persons about complex issues, and then persuade targeted individuals to change 


attitudes or to inspire desired behaviors.


Why we are qualified to provide the services described in this RFP:


A. We have more extensive experience in healthcare related marketing and communications 


programming than any other agency in Nevada. Our experience in working with non-profit 


organizations that work daily with the Exchange’s target populations is also very extensive. 


Below are some recent healthcare and non-profit health and human services clients and projects 


we’ve led:


Healthcare Communications & Marketing Experience:


Renown Medical Center/ formerly Washoe Medical Center – In early 2006 KPS3 began assisting 


Renown with the internal re-branding strategy and communications implementation, acting as 


an in-sourced communications staff and assisting them with a successful internal brand launch 


for the new Renown brand (internal surveys of employees demonstrated that our clearly defined 


communications and engagement goals had been achieved).


Nevada Hospital Association – KPS3 was asked to assist the Nevada Hospital Association in 


facilitating the board strategic planning for setting its mission, goals and work plan for the 


upcoming one to two-year period. 
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Sacred Heart Hospital System – In 2009, KPS3 began working with Western Wisconsin Region/


Sacred Heart Hospital providing extensive copywriting, interviewing and research for a 75-page 


“coffee table” book highlighting the people and history of Sacred Heart. Additionally, KPS3 was 


hired to create a marketing/advertising campaign for a sister hospital and joint physician group. 


REMSA/Care Flight – Our experience with this not-for-profit ambulance and air ambulance authority 


has been extensive. Although we predominantly consult and provide services for reputation 


management, issues management, public relations, government relations and communications 


strategy, we also assist in the other MarComm areas, including recruitment advertising, marketing 


of its ambulance subscription programs, and Care Flight marketing. 


The American Ambulance Association – KPS3 was selected via a national RFP process in 2007 to 


assist the AAA in developing and implementing a  marketing and brand development plan for one 


of its key programs, designed to “raise the performance bar” of emergency ambulance service in 


communities across the United States by assisting providers and contractors in system design, high-


performance ambulance service development, quality and accountability.


University of Nevada School of Medicine – In 2005, we were contracted as the strategic 


communications firm to assist in developing and implementing the plan to inform and persuade key 


constituents statewide to understand and support the plan by the Medical School and University 


System’s Regents’ office to develop, create and raise funds and legislative support for a statewide 


integrated health science center. 


Sierra Regional Spine Institute – KPS3 assisted this practice with marketing strategy, physician-to-


physician relationship management and public relations programming. 


Saint Mary’s Health Plans – While KPS3 was Saint Mary’s agency of record, we produced all 


promotional and member materials for Saint Mary’s Health Plans division (HMO, PPO, POS plans, 


etc.). We provided to them a new means of producing customized member materials at a cost 


savings over what they had been doing previously and produced all member materials in both 


English and Spanish.


Preferred HealthCare Network (prior to its purchase by Saint Mary’s) – KPS3 was hired as a 


consultant to develop PHCN’s contracting strategy and model for the Las Vegas market. 


The Center for Outpatient Surgery – In the mid 1990s, Saint Mary’s created a joint venture with a 


number of physicians to create this free-standing center. KPS3 was hired to assist in the competitive 


analysis, the positioning and naming strategy, creation of a corporate identity, development of 


physician referral strategies and materials, patient information collaterals and launch events for 


physicians and their office staff. 


B. KPS3 is perfectly suited for this challenge, since we have been tapped to help clients 


persuade prospects to understand and engage with complex topics, and then move them to 


action.
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We’ve successfully tackled these public information and engagement issues:


• not smoking when you’re pregnant


• registering to vote if you’re a college student of age


• eating more nutritiously and checking labels


• losing weight


• considering going to college when you don’t care about it, or thought you had no shot


• getting your child immunized


• getting a flu shot


• using the bus instead of your car


• preparing for an earthquake or other disaster


• participating in a Census count (we were involved in two different Census campaigns)


• working more safely in your workplace


• signing up for healthcare access programs for the uninsured


• voting to approve a no-smoking indoor clean air act


• not having sex with underage women


Many of these are what you might call “hard sells,” but this is what we do. And do well. We 


get inside the heads, hearts and minds of the people we want to influence to understand what 


prevents them from acting; or, in the case of apathy… prevents them from caring. In the case of the 


Exchange, we bring this insightful marketing psychology to the table.


We use research, experience and insight as the foundation for our strategy to creative approaches 


and themes, public relations, social media, media channel selection and more. Very few agencies 


in Nevada have what is called an account planner position on staff, much less one with healthcare 


and health insurance marketing like KPS3 president Stephanie Kruse brings. (See the answer to 


3.1.1.1.A for more information on the research we’ve examined and created to date). Other agencies 


for an assignment such as this would need to engage a large out of state advertising agency; with 


KPS3 you can keep the business in Nevada and be assured of the agency’s qualifications to do this 


project… simultaneously.


C. We have experience with the populations being targeted by the Exchange, from 100 to 400% of 


FPL. Our work with Access to Healthcare Network, Children’s Cabinet, United Ways in both ends of 


the state, Catholic Charities, High Sierra Industries/WARC, Washoe District Health Department, and 


many more who work every day with your target population, has taught us great lessons in how to 


communicate (both in messaging and media channels) with the target population of the Exchange. 
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Our experience in working with this target population, and our training provided by Dr. Debora 


K. McDermed, Director of Bridges Community Development, developed from the Bridges Out of 


Poverty: Strategies for Professionals and Communities (2001 by Ruby K. Payne, Phillip DeVol, and 


Terri Dreussi Smith. Revised 2005, 2006, and 2009.) These experiences have taught us lessons about 


writing and designing for this our targets. We will bring this unique expertise to bear as we write 


and design the collaterals needed.


Communication & Marketing to Low-Income Populations Experience:


Access to Healthcare Network – In early 2007, KPS3 produced, on a pro-bono basis, the marketing 


plan for this nonprofit organization involved providing services to under and uninsured working 


Nevadans and their dependents. Stephanie Kruse was asked to be on the board after assisting them, 


and KPS3 provided ongoing support to their marketing needs. 


Saint Mary’s Free Health Clinics and Take-Care-A-Vans – One of the community benefit programs that 


Saint Mary’s developed and offered, while KPS3 was their agency of record, was a number of free or 


reduced-fee clinics, and two traveling vans that provided free medical and dental care to children in 


at-risk neighborhoods and schools. We helped Saint Mary’s develop promotional and informational 


materials for the programs in both English and Spanish, and they included posters, flyers, take-


home-to-parent materials and a video. 


Catholic Charities of Northern Nevada (CCNN) – KPS3 was selected by CCNN to develop and 


implement a strategic public relations/marketing communications plan in order to gain recognition 


and support of its eight diverse charitable services in northern Nevada including its food pantry and 


dining room for the poor. 


The Children’s Cabinet – With a strong commitment to assisting non profit organizations, KPS3 works 


with The Children’s Cabinet on its marketing and public relations efforts. Since 1985, The Children’s 


Cabinet has helped bridge the gap between available social services and the needs of at-risk youth 


to ensure every child and family has the services and resources to meet fundamental development, 


care and learning needs. The majority of the population served by The Children’s Cabinet are low-


income families statewide and KPS3 continues to work with the non profit organization to find the 


most effective ways to reach this target audience and inform them about the services available. 


Multi-Cultural & Multi-Lingual Communication Experience:


Safety Consultation and Training Section, Nevada State Division of Industrial Relations – KPS3 has 


been contracted as the agency assisting SCATS with workplace safety education and information 


since 1994. In early years of the contract, KPS3 assisted SCATS in targeting both employers and 


employees and we helped develop a number of communications and ad campaigns that were meant 


to educate employees about how to work more safely, i.e. lifting safety, slips and fall prevention, 


protective gear and invoke “changes in behavior” at the workplace that would lead to injuries. We 


produced these communications in both English and Spanish for use in the workplace as well as 


in mass media/ad channels. The programming was successful  as measured by declines in rates of 


incidence in targeted “injury types.”
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Washoe County Anti-Tobacco Coalition – KPS3 Marketing, along with a coalition of public health 


organizations and business, created a health education marketing campaign designed to affect 


the behaviors of women who smoke during pregnancy. The campaign centered on new research 


showing children of mothers who smoked during pregnancy were at greater risk of serious health 


problems throughout their lives. The campaign used English television targeting women 18-30, 


English and Spanish radio targeting the same demographics, mall backlit advertising (to target 


younger female shoppers and teen female “mall rats”) and grassroots marketing through flyers 


and posters in English and Spanish in physician offices, health services agencies and many other 


locations identified by the participants in the focus groups. 


Indian Health Board of Nevada – KPS3 was selected to assist IHBN  - which is the statewide entity 


that advocates for Indian health quality in numerous reservation and urban settings - with materials 


that helped explain how IHBN benefits the health clinic system and tribe members, and also to 


produce a meth education campaign targeting young tribe members via a radio and outdoor ad 


campaign produced in English, Pauite and Shoshone. The campaign is under development and is 


scheduled to launch in late summer 2009.


Census 2000 – The Complete Count Committee approached KPS3 the first week of February 


2000, with an “emergency” timeframe. KPS3 was tasked to immediately create the media plan, 


develop the message, create the tools and execute the production, placement and assist in the 


distribution, all in a total timeframe of less than 60 days. Bi-lingual television, bi-lingual radio, bi-


lingual suburban and rural newspaper, specialty newsletter and bi-lingual print collateral pieces 


were created for the campaign. Reno, Sparks and Washoe County not only met, but exceeded their 


targets for Census mail backs.


D. We will be more cost-effective: as a Nevada only mid-sized agency we tend to be more cost-


effective than behemoth national advertising agencies. We are the primary and the work will be 


done by KPS3 for the marketing communications and advertising aspects of this engagement. 


We are only engaging the partnership of one national firm, Navigant, for their consultative role 


in advising us and the Exchange in experiences with other State Exchanges nationwide. This 


expertise is critical, but KPS3 will act as primary, keeping the bulk of the work inside the state of 


Nevada. Finally, our two other partners are non-profits who will do the majority of the outreach 


and grassroots efforts. They are extremely cost-effective in their activities and will accomplish an 


incredible amount of tactics without charging for profit company rates.


Finally, as added cost savings, KPS3 does not add mark up to purchased goods and services, 


including media placements. This can save the Exchange a sizeable about of funds, on a media 


budget as large as this one. (KPS3 does retain the commission granted to agencies, but doesn’t add 


mark up to purchased goods and services).


In short, we can and will embrace this campaign with our extensive related experience and 


considerable energy and resources. We’d be able to hit the ground running, which is critical in an 


initiative with tight timelines.
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4.1.10. Length of time vendor has been providing services described in this RFP to the public and/or private sector. 


Please provide a brief description.


KPS3 has been in business in Nevada since 1991; first as Stephanie Kruse and Associates – a sole 


proprietorship, and then incorporated in 1996 as a C-Corporation with Stephanie Kruse as the 


majority shareholder. In 2010, two additional shareholders were added, Scott Walquist, who 


serves as the firm’s Vice President of Client Services, and Rob Gaedtke, the firm’s Vice President of 


Creative and Digital Services. We have been serving clients in the public and private sectors since 


1991.


4.1.11. Financial information and documentation to be included in Part III, Confidential Financial of vendor’s 


response in accordance with Section 9.5, Part III – Confidential Financial.


This information is included in Part III, Confidential Financial information section. 


 4.1.11.1 Dun and Bradstreet Number :  


 4.1.11.2 Navigant’s Federal Tax Identification Number:  


 4.1.11.3 The last two (2) years and current year interim:


A. Profit and Loss Statement 


B. Balance Statement


4.2 Subcontractor Information


4.2.1 Does this proposal include the use of subcontractors?  Check the appropriate response in the table below.


Yes  [ X ]         No  [  ] 


If “Yes”, vendor must:


4.2.1.1 Identify specific subcontractors and the specific requirements of this RFP for which each proposed 


subcontractor will perform services.


KPS3 plans to subcontract to Navigant Healthcare and Access to Healthcare Network (AHN), to 


provide subject matter expertise in the area of planning and implementation of Health Insurance 


Exchange operations on a state and national scale. We anticipate that Navigant and AHN will 


provide services in the following areas of the Scope of Work relative to this RFP:


• Identify target markets, including demographics and key attributes. (3.1.1.1.A) Navigant and 


AHN will play important roles.


• Selected vendor will design a multifaceted marketing and outreach campaign aimed at 


reaching target audiences to communicate the benefits of the Exchange, and of the Qualified 


Health Plans available through the Exchange.


• AHN will implement the outreach portions of 3.2.1 and 3.3.1.
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4.2.1.2  If any tasks are to be completed by subcontractor(s), vendors must:


A.  Describe the relevant contractual arrangements;


All subcontractors will be bound by commercially appropriate and accepted subcontracting 


agreements. They will also be held accountable relative to the final, approved Work Plans and those 


criteria will be included in the agreements. They will be held to the same standards with same 


penalties as this RFP outlines for KPS3 as the primary vendor.


B.  Describe how the work of any subcontractor(s) will be supervised, channels of communication will 


be maintained and compliance with contract terms assured; and


KPS3’s engagement management approach frequently includes the strategic partnering with its 


rich pool of long standing individual and organizational relationships to complement our own 


highly skilled in-house resources. We plan to use subcontractors as part of our Nevada project 


team to provide resources, industry knowledge and subject matter expertise. These established 


relationships are built on trust and respect and ultimately minimize performance risk.


We understand and appreciate the value our partners bring to our team and we will use their 


skills to provide the highest value to our client. Our past experience demonstrates that open 


communication and effective planning will allow us to effectively manage these relationships and 


enhance our ability to achieve the goals of this engagement. All subcontractors will be bound by 


commercially appropriate and accepted subcontracting agreements.


KPS3 senior project leadership will review and approve all draft and final draft deliverables 


(including those developed by subcontractors) before they are submitted the Exchange. We 


include subcontractors in all project planning efforts so that they are clear with respect to project 


deliverables, timelines, a more detailed work plan, constraints and accountability.


KPS3 will also conduct frequent conference calls/meetings with its partners on this account to 


ensure all of the above is being done on time and within budget. And although it is not required 


within the RFP for sub-contractors to participate in meetings with the client, we would encourage 


and require our partners to sit in on the meetings that will directly affect their efforts.


KPS3 will also utilize its robust job management system (Clients and Profits) to aid in the 


management, monitoring and follow-up of jobs and budgets. Using this system will assist KPS3 in 


keeping track and monitoring the projects being done by our partners. 


C.  Describe your previous experience with subcontractor(s).


KPS3 has a long-standing relationship with AHN and has assisted the nonprofit in its statewide 


marketing efforts to educate qualified individuals of its services and programs. Although KPS3 has 


not worked with Navigant Healthcare in the past, we are knowledgeable of their national expertise 


in healthcare and have been impressed with the breadth of experience and expertise they bring to 


this project. Mutual healthcare clients have worked with Navigant and have spoken highly of them. 


We investigated their capabilities fully before agreeing to sub-contract with them and feel they 
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bring expertise to this initiative that would be hard to obtain through any other entity, due to their 


prior experience with six other states' efforts to implement Health Exchanges.


4.2.1.3  Vendors must describe the methodology, processes and tools utilized for:


A.  Selecting and qualifying appropriate subcontractors for the project/contract;


B.  Ensuring subcontractor compliance with the overall performance objectives for the project; 


C.  Ensuring that subcontractor deliverables meet the quality objectives of the project/contract; and


D.  Providing proof of payment to any subcontractor(s) used for this project/contract, if requested by 


the State. Proposal should include a plan by which, at the State’s request, the State will be notified of 


such payments.


See answer to 4.2.1.2A, B, and C.


Additionally, KPS3's Account Manager and Vice President of Client Services will quality control 


review all subcontractor work product before it is finalized and submitted to the client.


All subcontractors will be bound by commercially appropriate and accepted subcontracting 


agreements and to the criteria outlined in the RFP for the Primary Vendor. 


KPS3 will provide subcontractor payment status reports (form and content to be mutually agreed 


upon by the State and KPS3) regularly reflecting proof of payment to any subcontractor(s) used for 


this project/contract. Should the State prefer, KPS3 will notify the State each time such contractor 


payments are made.


4.2.1.4 Provide the same information for any proposed subcontractors as requested in Section 4.1, Vendor Information.


Section 4.1 has been completed for Navigant Consulting, Inc. (Navigant) and Access to Healthcare 


Network (AHN). They are included in the pages immediately following:
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QUESTION RESPONSE


Company name: Navigant Consulting, Inc. (Navigant)


Ownership (sole proprietor, partnership, etc.): Publicly traded corporation (NYSE: NCI)


State of incorporation: Delaware


Date of incorporation:
Navigant Consulting was incorporated June 6, 


1996 as The Metzler Group; July 15, 1999 as 


Navigant Consulting, Inc.


# of years in business:


Navigant Consulting was incorporated June 6, 


1996 as The Metzler Group; July 15, 1999 as 


Navigant Consulting, Inc. Navigant has grown 


elements of its business through acquisition 


and several of these notable firms have been 


operating for thirty plus years. 


List of top officers:


Julie M. Howard 


Director and Navigant Chief Executive Officer


Tom Nardi 


Executive Vice President and Chief Financial 


Officer


Andrew J. Bosman 


Vice President and Chief Administrative Officer


Monica M. Weed 


Vice President, General Counsel and Corporate 


Secretary


Location of company headquarters:
30 South Wacker Drive | Suite 3100 


Chicago, IL  60606


4.1  Vendor Information


VENDOR INFORMATION: NAVIGANT (SUB-CONTRACTOR TO KPS3 MARKETING)
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QUESTION RESPONSE


Location(s) of the company offices:


Domestic:  Phoenix, AZ; Irvine, CA; Los Angeles, 


CA; Palo Alto, CA; Rancho Cordova, CA; San 


Francisco, CA; Walnut Creek, CA; Boulder, 


CO; Denver, CO; Denver, CO; Fairfield, CT; 


Washington, DC; Coral Gables, FL; Tampa, 


FL; Atlanta, GA; Suwanee, GA; Evanston, IL; 


Indianapolis, IN; Baltimore, MD; Boston, MA; 


Burlington, MA; Needham, MA; Hamilton, NJ; 


Lawrenceville, NJ; New York, NY; New York, NY; 


Westbury, NY; Philadelphia, PA; Mitchell, SD; 


Plankinton, SD; Austin, TX; Dallas, TX; Houston, 


TX; Burlington, VT; Vienna, VA; Seattle, WA; 


Vancouver, WA; Verona, WI


Foreign:  Ottawa, Canada’ Toronto, Canada; 


Montreal, Canada; Québec City, Canada; 


Wanchai, China; Singapore; Dubai; Edinburgh, 


UK; Leeds, UK; London, UK


Location(s) of the office that will provide the 


services described in this RFP:
Primarily Chicago, others as needed


Number of employees locally with the expertise to 


support the requirements identified in this RFP:
Navigant does not have a Nevada office.
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QUESTION RESPONSE


Number of employees nationally with the expertise 


to support the requirements in this RFP:


Navigant’s staff of approximately 2,500 


professionals are located in offices across the 


United States (listed above) includes industry 


experts, former industry executives, certified 


public accountants, certified fraud examiners, 


certified business appraisers, chartered financial 


analysts, certified insolvency and reorganization 


advisors, economists, professional engineers, 


and information technology specialists.


Navigant’s healthcare practice is a nationwide 


network of more than 500 dedicated consultants 


who provide services to healthcare providers, 


payers and life science companies to help 


improve their strategic, operational and financial 


performance. These professionals include 


individuals with experience in State and Federal 


government, hospital and provider systems, 


health plan administration, data analytics, and 


healthcare operations.


Location(s) from which employees will be 


assigned for this project:
Primarily Chicago, others as needed


4.1.1 Vendors must provide a company profile in the table format below 


4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws of another state must register 


with the State of Nevada, Secretary of State’s Office as a foreign corporation before a contract can be executed between the State of 


Nevada and the awarded vendor, unless specifically exempted by NRS 80.015.


Navigant has been registered with the State of Nevada, Secretary of State’s Office as a 


foreign corporation since April 2004: Secretary of State File # is C9761-2004


4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be appropriately licensed by the 


State of Nevada, Secretary of State’s Office pursuant to NRS76. Information regarding the Nevada Business License 


can be located at http://sos.state.nv.us. 


QUESTION RESPONSE


Nevada Business License Number: #NV20041437597


Legal Entity Name: Navigant Consulting, Inc.
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 Is "Legal Entity Name" the same as vendor is doing business as?


Yes  [ X ]         No  [    ] 


 If “No”, provide explanation.


4.1.4 Vendors are cautioned that some services may contain licensing requirement(s). Vendors shall be proactive 


in verification of these requirements prior to proposal submittal. Proposals that do not contain the requisite licensure 


may be deemed non-responsive.


Navigant understands and acknowledges this advisement and the work that will be performed 


under this contract does not require professional licenses.


4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency? 


 Yes  [ X ]         No  [    ] 


 If “Yes”, complete the following table for each State agency for whom the work was performed. Table can be 


duplicated for each contract being identified.


4.1.6 Are you now or have you been within the last two (2) years an employee of the State of Nevada, or any of its 


agencies, departments, or divisions?


Yes  [   ]         No  [ X ] 


If “Yes”, please explain when the employee is planning to render services, while on annual leave, compensatory time, 


or on their own time?


Navigant Response:  Not Applicable.


If you employ (a) any person who is a current employee of an agency of the State of Nevada, or (b) any person who 


has been an employee of an agency of the State of Nevada within the past two (2) years, and if such person will be 


performing or producing the services which you will be contracted to provide under this contract, you must disclose 


the identity of each such person in your response to this RFP, and specify the services that each person will be 


expected to perform.


Navigant Response:  Not Applicable.


QUESTION RESPONSE


Name of State agency: Nevada State Office of Energy


State agency contact name: James L. Walker


Dates when services were performed: 1/12/2006 - 12/3/2007


Type of duties performed: General consulting services in the area of energy


Total dollar value of the contract: $31,250
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4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or criminal litigation 


in which the vendor has been alleged to be liable or held liable in a matter involving a contract with the State of Nevada 


or any other governmental entity. Any pending claim or litigation occurring within the past six (6) years which may 


adversely affect the vendor’s ability to perform or fulfill its obligations if a contract is awarded as a result of this RFP 


must also be disclosed.


Yes  [   ]         No  [ X ] 


 If “Yes”, please provide the following information. Table can be duplicated for each issue being identified.


Navigant is not aware of any contracts containing services similar to those contemplated here that 


have been the subject of significant prior or ongoing contract failures, contract breaches, civil 


or criminal litigation in which the vendor has been alleged to be liable or held liable in a matter 


involving a contract with the State of Nevada or any other governmental entity. All significant 


litigation is disclosed in Navigant’s Annual Reports. Navigant’s Annual Reports and all SEC filings 


are available on the Investor tab of its website:  www.Navigant.com.


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for RFP 


3006. Does your organization currently have or will your organization be able to provide the insurance requirements as 


specified in Attachment E.


Yes  [ X ]         No  [   ] 


Any exceptions and/or assumptions to the insurance requirements must be identified on Attachment B, Technical 
Proposal Certification of Compliance with Terms and Conditions of RFP. Exceptions and/or assumptions will be 


taken into consideration as part of the evaluation process; however, vendors must be specific. If vendors do not specify 


any exceptions and/or assumptions at time of proposal submission, the State will not consider any additional exceptions 


and/or assumptions during negotiations. 


Upon contract award, the successful vendor must provide the Certificate of Insurance identifying the coverages as 


specified in Attachment E, Insurance Schedule for RFP 3006.


Navigant does not take any exceptions to the insurance requirements and upon contract award, 


Navigant will provide the Certificate of Insurance identifying the coverages as specified in 


Attachment E, Insurance Schedule for RFP 3006.


4.1.9.  Company background/history and why vendor is qualified to provide the services described in this RFP. 


Limit response to no more than five (5) pages.


Following please find Navigant’s background/history and why Navigant is qualified to provide the 


services described in this RFP. We have limited our response to five (5) pages.


Navigant Consulting, Inc. (Navigant), is a publicly traded (NYSE: NCI), independent consulting firm 


that specializes in working with clients to create and implement focused, integrated and practical 


solutions to complex business issues. The firm focuses on industry sectors   like healthcare   that 


are highly regulated and undergoing significant change. Navigant’s staff of approximately 2,500 
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professionals is located in 45 offices across the United States and includes industry experts, 


former industry executives, certified public accountants, certified fraud examiners, certified 


business appraisers, chartered financial analysts, certified insolvency and reorganization advisors, 


economists, professional engineers, and information technology specialists. For over 30 years, 


Navigant professionals have assisted clients with regulatory, policy, operations, program design/


development, financial, economic, accounting, engineering, data, and information technology 


issues affecting their respective businesses.


Navigant’s healthcare practice is a nationwide network of more than 500 dedicated consultants 


who provide services to healthcare providers, payers and life science companies to help improve 


their strategic, operational and financial performance. Clients look to Navigant for its extensive 


healthcare industry expertise and results oriented approach. Navigant’s professionals include 


individuals with experience in State and Federal government, hospital and provider systems, health 


plan administration, data analytics, and healthcare operations. Navigant has assisted states / 


federal governments across the nation for over 25 years to design, implement, operate and oversee 


public health assistance programs such as Medicaid and Medicare.


This proposal will demonstrate that Navigant and the other members of the KPS3 Team are the 


best choice to support the State on this critical journey because:


• The Navigant Team has profound knowledge of Health Insurance Exchanges. Navigant has 


performed Exchange-specific work in Nebraska, South Dakota, New York, Pennsylvania and 


Massachusetts and continues to provide Exchange-specific support to a number of these 


states. The firm was also recently selected by CMS to conduct their Exchange related CO-OP 


Readiness Assessment Reviews and provide technical assistance. Navigant is also conducting a 


separate project for CMS that involves the implementation of three programs that will protect 


insurance issuers from the negative effects of adverse selection and stabilize premiums for 


consumers in the individual and small group markets as insurance reform and Exchanges 


take effect in 2014. The firm’s professionals have conducted healthcare engagements for 


nearly all 50 states – project work that provides comprehensive knowledge critical for 


Exchange implementation. The firm’s clients range from Departments of Insurance; Workers 


Compensation; Medicaid, Mental Health and Substance Abuse and other health and human 


services agencies; the Federal government (Centers for Medicare and Medicaid Services, 


Department of Veterans Affairs, TRICARE), a multitude of national and regional health insurers 


and health plans, and more than 400 healthcare providers and systems nationwide.


• Navigant is currently providing Exchange planning and design consulting support to the 


State of Nebraska as it moves forward with establishing a State-based Health Insurance 


Exchange. Navigant is developing the business and functional requirements associated with 


the Navigator, Call Center, Eligibility and Enrollment, Financial Management, Reporting/


Compliance/Audit and Data Exchange functions of the Exchange and identifying existing 


capabilities, program integration opportunities and new technology requirements necessary 


for ACA compliance. This work includes defining business architecture, requirements and 


operating models, identifying performance standards and developing RFPs to procure 
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Exchange vendors. Navigant is also providing assistance with the CMS Gate Review process, 


federal Level I and Level II grant writing, stakeholder engagement and other Exchange-related 


project management activities.


• Navigant has an historically successful track record of managing large, long-term, complex 


multi-process projects. Many of these projects have been multi-million dollar Federal contracts 


spanning multiple states and requiring the coordination of geographically dispersed client 


locations, multiple Federal agencies, and a number of third party vendors.


• Navigant has extensive knowledge of health policy and reform, payment system design, 


healthcare delivery system implementation and operation and the development and financing 


of consumer-directed services. Navigant’s team provides expertise in the development, 


implementation and oversight of various public healthcare programs. Navigant is viewed by 


these clients as innovative and thoughtful.


• Navigant professionals have performed various system performance improvement efforts, 


including data modeling and applications gap analysis. The firm ha extensive experience in 


IT due diligence, risk control evaluation and implementation, IT project management and 


complex reporting and analysis.


• Navigant understands the provisions in the ACA and the associated Federal guidance and 


regulations, and have expertise in Federal healthcare reform legislation. Navigant has a solid 


understanding of its impact on consumers, providers, employers and state government. 


Cristine Vogel, one of proposed key staff on this project, was the Commissioner for the State 


Office of Health Care Access in Connecticut and served as the Special Advisor to the Governor 


for Health Care Reform. In that role she led the State’s Insurance Exchange efforts. Ms. Vogel 


is presently drafting New York’s Level 1 and Level 2 Exchange Establishment applications for 


additional Exchange implementation funding.


• The proposed Navigant Team has extensive knowledge and experience in Exchange-related 


technologies, as well as experience with State Medicaid eligibility systems. Recently, the 


Navigant Team met with leading vendors for Exchange and Medicaid eligibility including 


Curam, Benefitfocus, Deloitte, CSC, and eHealth and conducted a thorough review of their 


offerings and approaches. The Navigant team is able to maintain a technology agnostic 


approach with clients while providing deep technical expertise to provide the best possible 


client advice.


Relevant Experience - Navigant


NEBRASKA – Exchange Planning and Development Services


The Nebraska Department of Insurance engaged Navigant to provide planning and design 


consulting support as the State considers moving forward with establishing a state-based Health 


Insurance Exchange. The Navigant team supports the State as it procures the services of an IT 


system integrator who will support Nebraska’s future Health Insurance Exchange. The team is 
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examining the required business functions of the Exchange, identifying existing capabilities, 


program integration opportunities and new technology requirements necessary to be in compliance 


with the ACA and for RFP development purposes. Navigant is an active participant in the Nebraska/


CMS Gate review process. Navigant’s work spans the full spectrum of procurement activities, 


from defining business /technical requirements specific to vendor procurement and Nebraska’s 


operating model specific to Nebraska’s Navigator, Call Center/Consumer Assistance, Eligibility and 


Enrollment, and Reporting, Compliance and Audit programs/operations to identifying performance 


standards through proposal evaluation, award and post-award monitoring. Navigant is also 


providing assistance with federal grant writing, stakeholder engagement and other Exchange 


related project management activities.


CMS – Health Insurance Exchange Services


Navigant is presently assisting the Centers for Medicare & Medicaid Services (CMS) with the 


implementation of three programs that will protect insurance issuers from the negative effects 


of adverse selection and stabilize premiums for consumers in the individual and small group 


markets as insurance reform and Exchanges take effect in 2014. These programs (Reinsurance, Risk 


Adjustment and Risk Corridor) require insurance issuers that offer plans through Health Insurance 


Exchanges to pay “Reinsurance and Risk Adjustment User Fees.”


Through this engagement, Navigant will support CMS it its efforts to:


• Identify issuers that must contribute fees


• Conduct outreach efforts to educate and inform issuers about CMS’ premium stabilization 


programs


• Invoice issuers for reinsurance and user fees


• Process collections and payments


• Reconcile amounts paid and un-paid (bookkeeping support)


• Perform comprehensive project reporting including delinquent debt collection reporting to 


the US Treasury


Navigant will develop a robust strategy to support the operational needs of multiple CMS 


programs that must coordinate to collect the funding that will enable the federal government to 


implement the ACA in a sustainable, budget-neutral manner. Navigant’s strategy will re-enforce 


lessons-learned from the Exchange initial roll-out and will be adaptable and flexible over time as 


CMS develops its Exchange IT systems and makes Exchange policy decisions.


CMS – CO-OP Readiness Assessment Reviews and Technical Assistance Services


The Centers for Medicare & Medicaid Services (CMS) recently engaged Navigant Healthcare to 


provide “real-time” full-service technical assistance support to Consumer Operated and Oriented 


Plans (CO-OPs) as these non-profit plans prepare to offer health insurance through the Exchange. 







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 184


Specifically, Navigant Healthcare is helping CO-OPs complete readiness requirements, prepare for 


state licensure, satisfy each of their states’ Exchange Qualified Health Plan requirements and plan 


for the business and service functional infrastructure that must be in place by mid-2013. Navigant is 


guiding and supporting CMS by providing technical assistance that will help CO-OPs develop and 


operate as successful health insurance companies. As a trusted advisor, this project involves:


• Developing Technical Assistance strategy


• Conducting assessments and readiness reviews


• Assisting in outreach efforts


• Overseeing and monitoring CO-OP performance


• Conducting onsite visits and consultations


• Providing CO-OP Qualified Health Plan certification education and support


• Assisting CO-OPs with Exchange functions and requirements


Navigant worked with CMS to develop a robust technical assistance strategy to meet the planning, 


implementation and operational needs of the CO-OPs so that these new, non-profit health plans can 


meet the expected milestones and start-up dates as outlined in the ACA. This technical assistance 


strategy will enable CMS to foster each CO-OP’s success and identify and diminish barriers to 


market entry. Navigant’s strategy will re-enforce lessons-learned from the Exchange initial roll-out 


and will be adaptable and flexible over time as Exchange policy decisions are made by the Federal 


government.


SOUTH DAKOTA – Exchange Planning and Feasibility Services


Navigant recently completed a project for the State of South Dakota that involved conducting a 


feasibility study of the options for the State of South Dakota in regard to a web portal Healthcare 


Exchange. Navigant worked with the State to define Exchange features and business and 


technology requirements based on Federal guidance and State business needs. Navigant identified 


and evaluated several viable implementation options for South Dakota to consider. The firm 


summarized the key elements of each option, including business and technology requirements, 


cost-benefit analyses and potential budgets. Once Navigant identified the options, they worked 


with state subject matter experts to gain consensus on the best approach and best Exchange 


option for the State. Navigant developed a Cost Component Model for South Dakota that it used to 


project implementation costs of the Exchange and on-going operational costs. This model served 


as the basis for State decision-makers when determining and assessing the plans for financial 


sustainability.


NEW YORK – Level I and Level II Exchange Grants


The State of New York retained Navigant to write its Level I and Level II Exchange Grants for 


submittal to the U.S. Department of Health and Human Services (HHS). Navigant is working with 







185


the State to demonstrate that it has made sufficient progress with its preliminary market analysis, 


stakeholder engagement and current capabilities assessments. Navigant is gathering and studying 


assessments, reports and analyses produced from the State’s Exchange planning research and 


identifying internal and external stakeholders for follow up. Navigant also assists New York by 


drafting the HHS-required Exchange “progress reports” based on the State’s Exchange research for 


the 11 Core Areas in the Exchange Grant application.


PENNSYLVANIA – Exchange Technology Options Assessment


Navigant is currently providing assistance to the Commonwealth of Pennsylvania in all facets of 


the implementation and operation of HealthChoices, the Commonwealth’s mandatory Medicaid 


managed care program and assisting with other managed care-related reforms. Navigant has 


consulted to the State for more than 15 years.


Navigant worked with the Governor’s Office of Health Care Reform to conduct a technology 


options assessment for its planned implementation of a State Health Benefits Exchange. Navigant 


consultants performed a comparison of the draft Commonwealth Exchange capabilities statement 


to Federal requirements, guidance from national organizations and other state approaches. 


Navigant also conducted in-depth stakeholder interviews with key Commonwealth departments and 


high-frequency external users of Pennsylvania’s current online application and enrollment system 


for its health and human services programs, COMPASS. To complete the assessment, Navigant 


extensively reviewed systems documentation, analyzed potential gaps between current systems 


and anticipated business requirements and identified capabilities of other states’ and commercial 


payers’ benefit exchanges.


4.1.10 Length of time vendor has been providing services described in this RFP to the public and/or private sector. 


Please provide a brief description.


Navigant Consulting was incorporated June 6, 1996 as The Metzler Group; July 15, 1999 as Navigant 


Consulting, Inc. Navigant has grown elements of its business through acquisition and several of 


these notable firms have been operating for thirty plus years. The senior members of Navigant’s 


proposed team have been providing services described in this RFP for, on average, between 20 and 


30 years.


4.1.11 Financial information and documentation to be included in Part III, Confidential Financial of vendor’s 


response in accordance with Section 9.5, Part III – Confidential Financial.


This information is included in Part III, Confidential Financial information section.


4.1.11.1 Dun and Bradstreet Number :  


 4.1.11.2 Navigant’s Federal Tax Identification Number:  


 4.1.11.3 The last two (2) years and current year interim:


A. Profit and Loss Statement 


B. Balance Statement
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4.1  Vendor Information


VENDOR INFORMATION: ACCESS TO HEALTHCARE NETWORK (AHN), 


SUBCONTRACTOR TO KPS3 MARKETING


QUESTION RESPONSE


Company name: Access to Healthcare Network


Ownership (sole proprietor, partnership, etc.): Non-profit  501(c)3


State of incorporation: Nevada


Date of incorporation: July 11, 2006


# of years in business: 7 years


List of top officers:


Ken Retterath: Board Chair 


Valerie Clark, Vice-Chair 


Nancy Brown, Treasurer 


Michelle Kling, Secretary 


Sherri Rice, CEO


Location of company headquarters: Reno, Nevada


Location(s) of the company offices:
4001 S. Virginia Street – Suite F 


Reno, Nevada  89502


Location(s) of the office that will provide the 


services described in this RFP:


4530 S. Eastern Ave. Suite 10 


Las Vegas, Nevada  89119


701 Walnut Street 


Elko, Nevada  89801


595 Silver Lace Blvd. 


Fernley, Nevada  89408


1600 Medical Pkwy.  


Carson City, Nevada  89703


Number of employees locally with the expertise to 


support the requirements identified in this RFP:


Eight of the 17 positions required to fulfill the 


scope of work for this project are based in the 


Reno, Nevada office.
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QUESTION RESPONSE


Number of employees nationally with the expertise 


to support the requirements in this RFP:
AHN is not a nationally based organization.


Location(s) from which employees will be 


assigned for this project:


4530 S. Eastern Ave. Suite 10 


Las Vegas, Nevada  89119


701 Walnut Street 


Elko, Nevada  89801


595 Silver Lace Blvd. 


Fernley, Nevada  89408


1600 Medical Pkwy.  


Carson City, Nevada  89703


4.1.1 Vendors must provide a company profile in the table format below 


4.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws of another state must register 


with the State of Nevada, Secretary of State’s Office as a foreign corporation before a contract can be executed between the State of 


Nevada and the awarded vendor, unless specifically exempted by NRS 80.015.


4.1.3 The selected vendor, prior to doing business in the State of Nevada, must be appropriately licensed by the 


State of Nevada, Secretary of State’s Office pursuant to NRS76. Information regarding the Nevada Business License 


can be located at http://sos.state.nv.us. 


 Is "Legal Entity Name" the same as vendor is doing business as?


Yes  [ X ]         No  [    ] 


 If “No”, provide explanation.


4.1.4 Vendors are cautioned that some services may contain licensing requirement(s). Vendors shall be proactive 


in verification of these requirements prior to proposal submittal. Proposals that do not contain the requisite licensure 


may be deemed non-responsive.


QUESTION RESPONSE


Nevada Business License Number:
Not Applicable, Access to Healthcare Network is 


a Non-profit 501(c)3 - 


Legal Entity Name: Access to Healthcare Network, Inc.
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4.1.4  Continued


Access to Healthcare Network understands this advisement and the work that will be performed 


under this contract does not require professional licenses.


4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency? 


 Yes  [ X ]         No  [    ] 


 If “Yes”, complete the following table for each State agency for whom the work was performed. Table can be 


duplicated for each contract being identified.


QUESTION RESPONSE


Name of State agency: Nevada State Health Division – SHAP/NHAP


State agency contact name: Laura Hale


Dates when services were performed: 9/1/2009 - 8/31/2013


Type of duties performed:


Increase access to health services for uninsured 


ages 60-64, navigate and coordinate healthcare 


services; provide mental health services to rural 


northern Nevada communities.


Total dollar value of the contract: $4,709,077


QUESTION RESPONSE


Name of State agency:
Nevada State Health Division – Women’s Health 


Connection


State agency contact name: Kimberly Fahey


Dates when services were performed: 7/11/2011 – 6/30/2015


Type of duties performed:
Provide breast and cervical cancer screenings 


to low-income, uninsured women aged fifty and 


older.


Total dollar value of the contract: $6,966,491
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QUESTION RESPONSE


Name of State agency: Nevada Dept. of Health and Human Services


State agency contact name: Barbara Weisenthal


Dates when services were performed: 8/1/11 – 7/31/15


Type of duties performed:
Ryan White/ADAP Patient Care Funds Northern 


Nevada


Total dollar value of the contract: $1,037,592


QUESTION RESPONSE


Name of State agency: Nevada Dept. of Health and Human Services


State agency contact name: Barbara Weisenthal


Dates when services were performed: 4/1/12 – 3/31/13


Type of duties performed:
Ryan White/ADAP Patient Care Fund Northern 


Nevada


Total dollar value of the contract: $140,000


QUESTION RESPONSE


Name of State agency: NV Dept. of Health and Human Services 


State agency contact name: Barbara Weisenthal


Dates when services were performed: 8/1/11-7/31/15


Type of duties performed: Ryan White/ADAP Southern Nevada


Total dollar value of the contract: $874,472
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QUESTION RESPONSE


Name of State agency: NV Dept. of Health and Human Services 


State agency contact name: Barbara Weisenthal


Dates when services were performed: 8/1/11-7/31/15


Type of duties performed: Ryan White/ADAP Southern Nevada


Total dollar value of the contract: $100,000


QUESTION RESPONSE


Name of State agency: NV Dept. of Health and Human Services 


State agency contact name: Barbara Weisenthal


Dates when services were performed: 8/1/11-7/31/15


Type of duties performed: Ryan White/ADAP Southern Nevada


Total dollar value of the contract: $241,854


QUESTION RESPONSE


Name of State agency: Nevada Dept. of Health and Human Services


State agency contact name: Dawn Lopresti


Dates when services were performed: 2/21/12 – 6/30/12


Type of duties performed: Maternal and Child Health


Total dollar value of the contract: $75,000
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QUESTION RESPONSE


Name of State agency: Nevada Dept. of Health and Human Services


State agency contact name: June Hunter


Dates when services were performed: 12/31/10 – 6/29/14


Type of duties performed: Statewide Colorectal Cancer Program


Total dollar value of the contract: $1,100,868


QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 2/1/12 – 9/29/12


Type of duties performed: Senior Medicare Fraud


Total dollar value of the contract: $75,000


QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 7/11/111-6/30/12


Type of duties performed:
Provide information for State Health Insurance 


Program (SHIP)


Total dollar value of the contract: $74,565
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QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 7/1/12 -6/30/13


Type of duties performed:
Provide information for State Health Insurance 


Program (SHIP)


Total dollar value of the contract: $98,320


QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 9/30/11 -3/31/12


Type of duties performed:
State Health Insurance Program (SHIP) 


Performance Grant


Total dollar value of the contract: $6,700


QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 9/28/12 – 3/31/13


Type of duties performed:
State Health Insurance Program (SHIP) 


Performance Grant


Total dollar value of the contract: $6,500
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QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 9/1/10 – 9/29/12


Type of duties performed: MIPPA – Medicare improvements for patients.


Total dollar value of the contract: $47,040


QUESTION RESPONSE


Name of State agency: Nevada Aging and Disability Services 


State agency contact name: Charlene Foley


Dates when services were performed: 9/1/10 – 9/29/12


Type of duties performed: MIPPA – Medicare improvements for patients.


Total dollar value of the contract: $31,673


4.1.6 Are you now or have you been within the last two (2) years an employee of the State of Nevada, or any of its 


agencies, departments, or divisions?


Yes  [   ]         No  [ X ] 


If “Yes”, please explain when the employee is planning to render services, while on annual leave, compensatory time, 


or on their own time?


Access to Healthcare Response: Not Applicable.


If you employ (a) any person who is a current employee of an agency of the State of Nevada, or (b) any person who 


has been an employee of an agency of the State of Nevada within the past two (2) years, and if such person will be 


performing or producing the services which you will be contracted to provide under this contract, you must disclose 


the identity of each such person in your response to this RFP, and specify the services that each person will be 


expected to perform.


Access to Healthcare Response: Not Applicable.


4.1.7 Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or criminal litigation 
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in which the vendor has been alleged to be liable or held liable in a matter involving a contract with the State of Nevada 


or any other governmental entity. Any pending claim or litigation occurring within the past six (6) years which may 


adversely affect the vendor’s ability to perform or fulfill its obligations if a contract is awarded as a result of this RFP 


must also be disclosed.


Yes  [   ]         No  [ X ] 


 If “Yes”, please provide the following information. Table can be duplicated for each issue being identified.


Access to Healthcare Network is not aware of any contracts containing services similar to those 


contemplated here that have been the subject of significant prior or ongoing contract failures, 


contract breaches, civil or criminal litigation in which the vendor has been alleged to be liable or 


held liable in a matter involving a contract with the State of Nevada or any other governmental 


entity. 


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for RFP 


3006. Does your organization currently have or will your organization be able to provide the insurance requirements as 


specified in Attachment E.


Yes  [ X ]         No  [   ] 


Any exceptions and/or assumptions to the insurance requirements must be identified on Attachment B, Technical 
Proposal Certification of Compliance with Terms and Conditions of RFP. Exceptions and/or assumptions will be 


taken into consideration as part of the evaluation process; however, vendors must be specific. If vendors do not specify 


any exceptions and/or assumptions at time of proposal submission, the State will not consider any additional exceptions 


and/or assumptions during negotiations. 


Upon contract award, the successful vendor must provide the Certificate of Insurance identifying the coverages as 


specified in Attachment E, Insurance Schedule for RFP 3006.


Access to Healthcare Network does not take any exceptions to the insurance requirements and 


upon contract award, Access to Healthcare Network will provide the Certificate of Insurance 


identifying the coverage’s as specified in Attachment E, Insurance Schedule for RFP 3006.


4.1.9.  Company background/history and why vendor is qualified to provide the services described in this RFP. 


Limit response to no more than five (5) pages.


Access to Healthcare Network (AHN) is the only statewide comprehensive healthcare delivery 


system for Nevada’s low-and-moderate-income, uninsured. AHN’s mission is to increase access 


to primary and specialty healthcare services for the under and uninsured, working poor, Nevada 


residents, through shared responsibility and community wide partnerships. AHN provides the low-


and-moderate income uninsured with a dignified way to access affordable healthcare services.


AHN has a proven track record not only for providing access to healthcare services for the low-


and-moderate-income uninsured, but for its ability to establish trusted relationships with its 


membership and statewide partners. AHN’s statewide name recognition and working knowledge of 
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the target population will be an asset to any outreach efforts. 


What differentiates AHN from other healthcare organizations? 


• AHN is a statewide non-profit, Comprehensive Healthcare Delivery System that serves 


uninsured and/or underinsured Nevada households 100%-400%FPL.


• AHN is one of the few organizations in the State of Nevada with the cultural expertise and 


proven track record to successfully outreach and engage communities living between 100%-


400% of the Federal Poverty Level (FPL). AHN’s expertise lies in its understanding of the 


“Culture of Poverty”  and its person-centered, relationship-based interactions with clients, 


their families and communities. Historically, many individuals and families who are eligible 


for the largest federal subsidies have not responded to traditional advertising and outreach 


methods. 


• Annually, AHN serves 18,649 households, and estimates that its services impact 34,087 


people.


• Annually, 46% of AHN participants self-identify as a person of color. Specifically, 57% self-


identify as White/Caucasian, 31% as Hispanic/Latino, 6% as Black/African-American, 4% as 


Asian, and 1% as East Indian, 1% as Middle Eastern, 1% as Native American, and 1% as Pacific 


Islander.


• AHN maintains a statewide Help Line that provides in-person, one-on-one, healthcare related 


information and referral services. The Help Line answers an average of 36,000-40,000 calls per 


year;


• AHN has a network of over 2000 providers throughout the State of Nevada including 


hospitals, clinics, primary, specialty, and ancillary care, pharmacists, dentists, and 


optometrists.


• AHN has approximately 100 statewide organizational and institutional partnerships, including: 


federal, state, and local governments; community and corporate foundations and donors; 


social and human service agencies; community-based organizations; tribal health centers; 


senior centers; business associations; small businesses and large community employers; 


churches and religious organizations.


• AHN’s existing statewide outreach efforts include: Over 900 distinct, high contact outreach 


and information sites across Nevada; 220,000 brochures and related marketing materials 


distributed annually to individual community members; group presentations to business 


associations, medical provider groups, churches and religious organizations, community –


based organizations, social/human service organizations, government agencies; hosting and 


participation in health fairs, conferences, and community-based events; and most importantly, 


member’s word of mouth; 


• AHN membership services extend to small businesses and large community employers, 
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college students, part-time and hourly workers, and the self-employed;


• AHN’s expertise and passion for working with Nevada’s low-and-moderate-income uninsured 


have made it the trusted, go to name for healthcare related services, information, and 


assistance. 


Key to AHN’s overall healthcare delivery structure is access to one-one-one, real person assistance 


that establishes a trust relationship that is carried on in all aspects of AHN’s integrated healthcare 


delivery system. Three of these key components include:


AHN – Statewide Help Line – AHN’s statewide Help Line (1.877.385.2345) is the first line of contact 


for those low-and-moderate income uninsured seeking healthcare related assistance. Help Line 


staff answer an average 36,000-40,000 calls per year from those earning between 100%-400% of 


the Federal Poverty Level, providing callers with healthcare related information on AHN programs 


and enrollment; general statewide healthcare and program related information, assistance with 


accessing and completing Medicaid applications; assistance with Medicare beneficiary information; 


and, general social services information available in each Nevada county (i.e. WIC, food banks, and 


shelters.) 


AHN Program Orientation


To further establish a one-one-one relationship with members, each individual/family that enrolls 


in AHN must complete a one hour program orientation session with AHN enrollment coordination 


staff. These sessions are conducted in person in AHN’s statewide offices, and are offered in Spanish 


and English. Each individual/family receives a Member Manual that outlines all the services provided 


by AHN (including special programs it coordinates for the State of Nevada). The Member Manual 


is written at a 5th grade reading level, in a culturally competent manner, using color pictures, and 


reader friendly graphs/charts. Enrollment coordination staff guide members through the manual 


and ensure their understanding of the information being provided (i.e. available services, billing 


procedures, etc.). This time is also utilized to have the member choose their primary and specialty 


care providers, and assign them to an AHN care coordinator. This process ensures that the member 


walks away with a working knowledge of the services available to them: how services can be 


accessed on their own and whom they can contact for immediate assistance. 


AHN Care Coordination - Persons living between 100-400% of the FPL place a very high value 


on trusted reliable relationships. For this reason, each person that enrolls in AHN is assigned a 


care coordinator staff member that serves as their primary contact during their membership with 


AHN. This valuable one-on-one contact allows members to consistently access care, patient health 


information and services, and establish a foundation for their continued healthcare needs. 


AHN Statewide Service Area


AHN’s statewide service area is shown on the following map. AHN provides outreach in each 
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community located in the service region (including the small towns located in rural northern Nevada 


such as Austin, Wells, and Jackpot).


AHN headquarters are based in Reno and Las Vegas, with satellite offices based in the northern 


Nevada communities of Carson City, Fernley, Fallon, Elko, and Winnemucca. 


In less than five years AHN has successfully outreached to and enrolled nearly 17,000 low-and-


moderate incomes uninsured individuals/families in its statewide medical service discount plan; 


and, touched 18,649 individual households, and estimates that its services have impacted 34,087 


people.


Knowledge and Experience working with the Proposed Target Population


Since its inception, AHN has utilized a “high-touch” outreach philosophy to build trust within our 


target market because AHN understands that this population is not reached through traditional 


forms of media. 


In fact, the target population prefers to be approached through more relationship- based 


modalities, like word of mouth, door-to-door appeals, health fairs and community-based events. 


Lack of access to affordable healthcare in Nevada only intensifies the problems of a population that 


is characterized by poor health status, unhealthy behavior and lifestyles, and persistent barriers 


limiting access to healthcare services. Nevada is consistently at the bottom of the list for a wide 
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range of healthcare issues resulting from a lack of access to healthcare or from the state’s inability 


to support healthcare programs such as Medicaid.


Historically, many individuals and families who are eligible for the largest federal subsidies have not 


responded to traditional advertising and outreach methods. AHN is one of the few organizations in 


the State of Nevada with the cultural expertise and proven track record to successfully outreach and 


engage this population. AHN’s expertise lies in its understanding of the “Culture of Poverty” and its 


person-centered, relationship-based interactions with clients, their families and communities.


Healthcare must not look at singular conditions or issues, but must consider, the total picture of 


health, including all conditions an individual faces as well as the social, cultural, or economic factors 


at work in that person’s life. Outreach and engagement is no different. People make decisions 


based upon values, and values differ across socio-economic status, geography, and race/ethnicities. 


Large opportunities can be missed by not understanding all of a population’s cost and health 


drivers, likewise in understanding a population’s values-based decision making when it comes to 


healthcare services. Solutions must be based on a total population view. For example, a singular 


focus on people with high risk Asthma may miss other key cost and quality drivers in the population 


and may, in fact, be money poorly spent if other individuals have higher risk. Many healthcare 


organizations are trying to get their patients and the public to change the way they think and 


behave when in fact their own thinking and behavior are often bigger issues. To paraphrase Dr. 


James Comer, a well-known author in the education field, virtually no significant learning or change 


takes place without a relationship of mutual respect.


While people in poverty may strive to be part of the mainstream, they find out that they aren’t when 


they encounter the healthcare system. People in poverty are often treated with disrespect or even 


contempt when they seek help. It’s as if they aren’t quite American enough to qualify for respectful 


treatment. Most of the institutions of the land are run on middle-class rules and norms. Members 


of the middle class often normalize their societal experience and, assuming that everyone shares 


their mindset, design programs, policies, and procedures accordingly. Of course, not everyone 


experiences life in the U.S. the same way; the greater the disparity in income and wealth, the 


greater the differences in the societal experience. Professionals are familiar with diversity trainings 


designed to help them better understand their patients from various racial, ethnic, and cultural 


backgrounds. What they usually lack is an understanding of the impact of poverty and economic 


class.


In addition, the power that goes along with running and being able to navigate the systems is often 


invisible to those in the middle class. But people who have little power or influence (who may not 


have the ability to navigate the systems smoothly (and who might not even have the power to stop 


bad things from happening to them), are hyper-vigilant about who has power and who doesn’t. 


When individuals with little power are disrespected by those with power, their only option to 


maintain self-respect is to leave, to separate themselves from the person who has disrespected 


them. People will tend to avoid institutions where they have been treated badly.


Many healthcare organizations are trying to get their patients and the public to change the way 
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they think and behave when in fact their own thinking and behavior are often bigger issues. To 


paraphrase Dr. James Comer, a well-known author in the education field, virtually no significant 


learning or change takes place without a relationship of mutual respect. 


AHN has a proven track record not only in providing access to healthcare services for the uninsured, 


but for its ability to establish trusted relationships with its members and statewide partners. 


AHN is also extremely knowledgeable of the population being targeted by the Silver State Health 


Insurance Exchange. 


As indicated earlier, AHN’s marketing and outreach efforts have resulted in the provision of 


discounted healthcare services to nearly 17,000 low-and-moderate-income, uninsured Nevada 


residents; annual contact with 18,649 households; annually impacting an estimated 34,087 persons 


with AHN services; annually disseminated over 220,000 brochures and related marketing materials. 


AHN’s statewide name recognition will be an asset for outreach efforts to the target population. 


AHN has experienced considerably rapid growth during the last five years and has the 


infrastructure and experience to put a new program in place within a short timeframe. AHN has 


developed highly sophisticated technology systems, tools and training to ensure that qualified 


candidates are identified quickly, oriented, trained, and retained in key positions.


Given its leadership role in providing the uninsured with access to healthcare, its established 


statewide network of hospitals and physicians, its statewide governance and its efficient 


organizational infrastructure, AHN has the organizational capacity to successfully develop, 


implement, and serve as a Project Partner with KPS/3 to develop and implement a marketing and 


outreach campaign to target low-income, uninsured populations to access the Silver State Health 


Insurance Exchange.


4.1.10 Length of time vendor has been providing services described in this RFP to the public and/or private sector:


AHN was created on July 11, 2006 and is a 501(c)3 organization in the State of Nevada. Please see 


our answers to 4.1.1 and 4.19 for a better description of the types of services we have provided 


during that time including our work as a contract provider to the State of Nevada for many services 


rendered to the uninsured and underserved populations of Nevada.


4.1.11 Financial information and documentation to be included in Part III, Confidential Financial of vendor’s 


response in accordance with Section 9.5, Part III – Confidential Financial.


All of this information is supplied in Part III, Confidential Financial Section.


 4.1.11.1 Dun and Bradstreet Number :  


 4.1.11.2 Navigant’s Federal Tax Identification Number:  


 4.1.11.3 The last two (2) years and current year interim:


A. Profit and Loss Statement 


B. Balance Statement
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4.2.1.5 Business references as specified in Section 4.3, Business References must be provided for any proposed 


subcontractors.


KPS3 Marketing and Access to Healthcare Network have forwarded reference forms to those 


serving as business references, and have received confirmation that each reference has been 


completed, and the form submitted directly to the State within the required time limit. 


As permitted by the State in its response to Question 93 (Addendum #1 - Questions and Answers), 


we request that the State use the Reference Forms completed and submitted by Navigant’s 


references in response to RFP 1999.  As requested in the State’s response to Question 93, we have 


contacted the purchasing officer listed on the first page of the RFP to indicate our intent with 


regards to the Reference Forms.


Information on all team members’ references are included in Section 4.3.


4.2.1.6 Vendor shall not allow any subcontractor to commence work until all insurance required of the subcontractor 


is provided to the vendor.


KPS3 acknowledges, understands and will comply with this requirement.  KPS3 will not allow any 


subcontractor to commence work until all insurance required of the subcontractor is provided to 


KPS3.  KPS3 will make this information available to the State upon request.


4.2.1.7 Vendor must notify the using agency of the intended use of any subcontractors not identified within 


their original proposal and provide the information originally requested in the RFP in Section 4.2, Subcontractor 


Information.  The vendor must receive agency approval prior to subcontractor commencing work.


KPS3 acknowledges, understands and will comply with this requirement.  KPS3 will notify the using 


agency of the intended use of any subcontractors not identified within their original proposal and 


provide the information originally requested in the RFP in Section 4.2, Subcontractor Information.  


KPS3 understands that it must receive agency approval prior to subcontractor commencing work.
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4.3 Business References


4.3.1.  Vendors should provide a minimum of three (3) business references from similar projects performed for 


private, state and/or large local government clients within the last three (3) years.


4.3.2.  Vendors must provide the following information for every business reference provided by the vendor and/or 


subcontractor:


 The “Company Name” must be the name of the proposing vendor or the vendor’s proposed subcontractor. 
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4.3 Continued - Business References for KPS3 Marketing


Reference #1


Company name:
State of Nevada Safety Consultation and Training Section 


(SCATS)


Identify role company will have for this RFP project: Vendor


Project Name: On-going marketing services


Primary Contact Information


Name: Joe Nugent, CSP, ARM, Chief Administrative Officer


Street Address: 1301 N. Green Valley Parkway, Suite 200


City, State, Zip Henderson, Nevada 89074


Phone, including area code: 702-486-9140


Facsimile, including area code: 702-990-0362


Email address: Nugent.Joe@dol.gov


Alternate Contact Information


Name: Jan Rosenberg, Deputy Administrator


Street Address: 1301 N. Green Valley Parkway, Suite 200


City, State, Zip Henderson, Nevada 89074


Phone, including area code: 702-486-9140


Facsimile, including area code: 702-990-0362


Email address: Rjrosenberg@dol.gov
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Reference #1 - Brief description of the project:


KPS3’s integrated marketing communications and education programs for both employers 


and workers within the state of Nevada. The focus has changed over the years, but has always 


involved an element of education of both groups, as well as marketing of the services of SCATS 


that will assist employers to make their workplaces safer for Nevadans.


We have developed numerous statewide employer- and employee-focused advertising and 


public relations campaigns, collaterals, websites and e-marketing campaigns, and educational 


materials (including booklets, videos, posters/flyers) for them over the years that we have 


worked with them.


We’ve performed market research as well and have developed strategies for marketing 


communications that support the organization’s set business goals and plans. We have always 


performed well within their budgets for projects and overall during each fiscal year.


Original Project/Contract Start Date:
We were awarded the account through an RFP process 


in 1994 and have successfully retained the account 


through subsequent RFPs through the present time.


Original Project/Contract End Date: We are still within a current contract.


Original Project/Contract Value: $2,555,000 (1997-2012)


Final Project/Contract Date:
Mid-2011 (various phases occurred when they received 


grant and other funding).


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes, every contract we have received from SCATS has 


been completed on time and within budget.


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


Yes, every contract we have received from SCATS has 


been completed on time and within budget.
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Reference #2


Company name: Immunize Nevada


Identify role company will have for this RFP project: Vendor


Project Name: Text4Baby


Primary Contact Information


Name: Katie Nannini,Assistant Director


Street Address: 5250 Neil Road, Suite 103


City, State, Zip Reno, NV 89502


Phone, including area code: 775-870-4337 


Facsimile, including area code: 75-762-2348


Email address: katie@immunizenevada.org


Alternate Contact Information


Name: Heidi S. Parker, MA, Director


Street Address: 5250 Neil Road, Suite 103


City, State, Zip Reno, NV  89502


Phone, including area code: P 775-870-4338


Facsimile, including area code: F 775-870-4638


Email address: heidi@immunizenevada.org
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Reference #2 - Brief description of the project:


In an effort to increase the health of mothers and children across Nevada, Immunize Nevada 


partnered with Text4Baby, a free text messaging service that provides health updates and 


reminders to expectant and new mothers. Because Nevada is a state that continually lags in 


maternal and infant health, Immunize Nevada wanted 4,000 mothers across Nevada to sign up 


for Text4Baby. The challenge was to generate a statewide buzz about Text4Baby with a limited 


budget.


We decided the best approach for this type of public health campaign would be very 


community-centric. We began crafting a grassroots campaign that would achieve our goals, 


engage healthcare partners, and get mothers excited about Text4Baby without breaking the 


bank. Because Nevada is a sprawling and rural state, we decided that the best way to truly 


reach a statewide audience was through local government and partnerships. Our solution was 


Mayors and Mommies Month; a statewide campaign during which mayors across the state 


would encourage their own communities to spread the word about Text4Baby. And to reach 


the mayors we turned to none other than Nevada's First Lady Kathleen Sandoval, who sent out 


a letter to each of Nevada's mayors asking them to participate in Mayors and Mommies Month. 


And it all fell into place from there.


After the letter was sent, we followed up with each mayor to discuss how they could help keep 


infants and mothers in their communities healthy. The mayors participated in a variety of ways, 


some made official proclamations, others contacted health organizations, and most personally 


reached out to their local media outlets to help spread the word about Text4Baby.


To make participating as easy as possible for the mayors and healthcare partners we expanded 


immunizenevada.org/text4baby by creating webpages they could visit to find press release 


templates, Text4Baby FAQs and promotional materials, social media updates, and our contact 


information.


Once we had Nevada's First Lady and Mayors on board, we distributed media kits and PSAs 


across the state to help generate some coverage on Text4Baby. We hit the press and our 


potential partners hard throughout the month of April, and by the time Mother's Day rolled 


around over 4,000 mothers across Nevada had signed up for Text4Baby.


Original Project/Contract Start Date: Sept. 2011


Original Project/Contract End Date: June 2012


Original Project/Contract Value:
$15,000 for Text4Baby project, $196,668 total budget, 


YTD


Final Project/Contract Date:
June 2012 for this project (Although we are still the 


current marketing partner for Immunize Nevada)
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Reference #2 - Brief description of the project:


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #3


Company name: Nevada System of Higher Education


Identify role company will have for this RFP project: Vendor


Project Name: Go To College


Primary Contact Information


Name:
Sharon Wurm, Director of Financial Aid, Scholarships, Student 


Employment and Veterans Education Benefits, Truckee 


Meadows Community College


Street Address: n/a


City, State, Zip n/a


Phone, including area code: 775-673-7074


Facsimile, including area code: 775-674-7566


Email address: swurm@tmcc.edu
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Reference #3 - Brief description of the project:


Nevada (unfortunately) led the nation for lowest percentage of low-income students to attend 


college. This statewide campaign helped to encourage low-income students to believe they 


could go to college, but also drove them to the website for free information and resources on 


affording a college education. It also addressed parents of these youth with similar messaging 


in order to encourage the parents to encourage their children.


We worked with NSHE to support a public outreach advertising/PR program for their Go to 


College initiative for three years. We consistently provided services at deeply discounted rates 


due to the nature of the program and its relative lack of funding.


On very small budgets we stretched their media placement funds by negotiating value added 


ad schedules and promotional opportunities. Two audiences were targeted within a very 


modest budget: high school students of pre-college age, especially in at risk populations; and 


parents of these children.


We have consistently been able to advise them on how to best reach the target audiences, 


a strategy based upon local and national research. We have also produced most materials 


in English and Spanish. You can confirm with this reference that we are consistently able to 


provide quality product, on time and on budget with value added media negotiated.


Original Project/Contract Start Date: Mid-2008


Original Project/Contract End Date:
Mid-2011 (various phases occurred when they received 


grant and other funding).


Original Project/Contract Value: $385,655


Final Project/Contract Date:
Mid-2011 (various phases occurred when they received 


grant and other funding).


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes
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Reference #4


Company name: United Way of Northern Nevada and the Sierra


Identify role company will have for this RFP project: Vendor


Project Name: Ongoing Marketing services


Primary Contact Information


Name: Karen Barsell, CEO and President


Street Address: 639 Isbell Rd., Suite 460


City, State, Zip Reno, NV 89509


Phone, including area code: 775-333-8264 


Facsimile, including area code: 775-322-2798


Email address: kbarsell@uwayreno.org


Alternate Contact Information


Name: Kelsey Piechocki, Senior Vice President


Street Address: 639 Isbell Rd., Suite 460


City, State, Zip Reno, NV 89509


Phone, including area code: P 775-333-8287 


Facsimile, including area code: F 775-322-2798


Email address: kelsey.piechocki@uwayreno.org
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Reference #4 - Brief description of the project:


Among the marketing work KPS3 had done to support UWNNS since 2005 was the statewide 


marketing efforts of its Nevada 2-1-1 Partnerships. 2-1-1 is an easy-to-remember telephone 


number that connects callers with important community services and volunteer opportunities. 


KPS3 helped launch and introduce this resource to Nevadans in Feb. 2006 and has helped it 


grow to be one of the regions most trusted sources of information. The success of 2-1-1 was 


no where more evident in 2011 when 2-1-1 became a major resource for individuals during the 


Reno Air Race tragedy when 2-1-1 was a where individuals called to get more information. 


KPS3 also has worked on a strategic marketing and planning level to help promote UWNNS’ 


other programs that support the health and financial needs of the northern Nevada Community. 


Among the products that KPS3 has helped market is FamilyWize, a prescription drug discount 


card that has helped thousands of Nevadans be able to afford their medications. The 


FamilyWize card can reduce the cost of medicine by an average of 35 percent. Since UWNNS 


began offering the FamilyWize cards in 2008, more than $2.134 million has been saved on 


prescriptions drugs from 102,367 claims in the region in which UWNNS serves. 


KPS3 has also helped UWNNS strategically position and market its Financial Stability 


Partnership that in 2010 helped Nevadans receive more than $884,000 in Earned Income Tax 


Credits that would have otherwise not been claimed.


Original Project/Contract Start Date: Sept. 2005


Original Project/Contract End Date: We are currently the agency of record for UWNNS.


Original Project/Contract Value: $273,842 (2005-present)


Final Project/Contract Date: We are currently the agency of record for UWNNS.


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes, every contract we have received from UWNNS has 


been completed on time and within budget.


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


Yes, every contract we have received from UWNNS has 


been completed on time and within budget.
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Brief description of the project:


Provide Medicare outreach, education, counseling, and application assistance to Medicare 


eligible seniors for Part D, LIS, etc.; provide community volunteers training and coordination; 


and, toll free Medicare assistance.


Original Project/Contract Start Date: 2008


Original Project/Contract End Date: On-Going


Original Project/Contract Value: $113,000


Final Project/Contract Date: On-Going


Was project/contract completed in time 


originally allotted, and if not, why not?
On-Going – Currently on track to complete outcome 


measurements.


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


On Going – Currently on track to complete within 


designated budget.


4.3 Continued - Business References for Access to Healthcare Network (AHN)


Reference #1


Company name: State of Nevada Health and Human Services


Identify role company will have for this RFP project: Subcontractor


Project Name: State Health Insurance Program


Primary Contact Information


Name: Wanda Brown


Street Address: 445 Apple Street #104


City, State, Zip Reno, Nevada  89502


Phone, including area code: 775.688.2964 ext. 250


Email address: wbrown@adsd.nv.gov
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Brief description of the project:


Medicare Fraud outreach, education, community volunteer training and coordination, related to 


fraud prevention education for seniors. 


Original Project/Contract Start Date: February 1, 2012


Original Project/Contract End Date: September 31, 2012


Original Project/Contract Value: $75,000


Final Project/Contract Date: September 31, 2012


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


Yes.  AHN will receive additional state support to 


continue the project. 


Reference #2


Company name: State of Nevada Health and Human Services


Identify role company will have for this RFP project: Subcontractor


Project Name: Senior Medicare Patrol


Primary Contact Information


Name: Jeff Duncan


Street Address: 1860 E. Sahara Ave.


City, State, Zip Las Vegas, Nevada 89104


Phone, including area code: 702.486.3558


Email address: jsduncan@adsd.nv.gov
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Brief description of the project:


Provide assistance for Low-Income Subsidy (LIS) and Medicare Savings Program (SMP) 


applications; outreach, education; community volunteer training and coordination. 


Original Project/Contract Start Date: 2010


Original Project/Contract End Date: September 31, 2012


Original Project/Contract Value: $78,713


Final Project/Contract Date: September 31, 2012


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #3


Company name: State of Nevada Health and Human Services


Identify role company will have for this RFP project: Subcontractor


Project Name:
Medicare Improvements for Patients and Providers Act 


(MIPPA)


Primary Contact Information


Name: Jeff Doucet, Management Analyst


Street Address: 1860 E. Sahara Ave.


City, State, Zip Las Vegas, NV  89104


Phone, including area code: 702.486.3367


Email address: jsdoucet@adsd.nv.gov
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Brief description of the project:


Provide information and outreach; application assistance; Train the Trainer courses;  for Nevada 


Check-Up Program.


Original Project/Contract Start Date: 2008


Original Project/Contract End Date: On-Going


Original Project/Contract Value:
No funding provided from the State.  Funding provided 


through Federal CHIPPRA Grant (CMS)


Final Project/Contract Date: On-Going


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
No Funding from Nevada Check-Up


Reference #4


Company name: State of Nevada Health and Human Services


Identify role company will have for this RFP project: Subcontractor


Project Name: Nevada Check Up


Primary Contact Information


Name: Jessica Crouch, Management Analyst


Street Address: 1000 E. Williams St. #200


City, State, Zip Carson City, NV  89701


Phone, including area code: 775.684.3777


Facsimile, including area code: 775.684.8792


Email address: jcrouch@dhcfp.nv.gov
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Brief description of the project:


Provide assistance for SHIP to rural northern Nevada tribal communities: Battle Mountain, 


Duckwater, Ely, Fallon, Fort McDermitt, Owahee, Goshute, Pyramid Lake , Elko Te-Moak, Elko 


Southern Bands, Yerington Paiutes.  Participate at annual ITCN Health Conference.


Original Project/Contract Start Date: Annually from 2010


Original Project/Contract End Date: On-Going


Original Project/Contract Value: Contract directly with SHIP Volunteers


Final Project/Contract Date: On-Going


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #5


Company name: Inter-Tribal Council of Nevada


Identify role company will have for this RFP project: Subcontractor


Project Name: State Health Insurance Program 


Primary Contact Information


Name: Dee Horn


Street Address: 680 Greenbrae Suite # 280


City, State, Zip Sparks, Nevada  89431


Phone, including area code: 775.355.0600


Facsimile, including area code: 775.355.0648


Email address: deeitcn@aol.com


4.3 Continued - Business References for Access to Healthcare Network (AHN)
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Brief description of the project:


Develop and establish pilot  Health Savings Program for AHN members; conduct Financial 


Literacy Classes to AHN members; manage health savings accounts for participants and 


members. 


Original Project/Contract Start Date: 2009


Original Project/Contract End Date: 2012


Original Project/Contract Value: $50,000


Final Project/Contract Date: December 31, 2011


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #6


Company name: Charles Schwab Bank


Identify role company will have for this RFP project: Subcontractor


Project Name: AHN Health Savings Program – AHEAD Grant


Primary Contact Information


Name: Nancy Brown, Senior Manager, Community Dev.


Street Address: 5190 Neil Rd., Suite 300


City, State, Zip Reno, Nevada 89502


Phone, including area code: 775.689.6830


Facsimile, including area code: 775.544.9891


Email address: Nancy.E.Brown@schwabbank.com
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Brief description of the project:


AHN manages Part B statewide eligibility for participants; manages Patient Care Fund 


providing uninsured ADAP eligible clients with specialty, dental, and vision care.


Original Project/Contract Start Date: April 1, 2006


Original Project/Contract End Date: On-going


Original Project/Contract Value: $100,000


Final Project/Contract Date: On-going


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #7


Company name: State of Nevada Health and Human Services


Identify role company will have for this RFP project: Subcontractor


Project Name: Ryan White/AIDS Drug Assistance Program (ADAP)


Primary Contact Information


Name: Dan Olsen, HIVAIDS Section Manager, MPH


Street Address: 4150 Technology Way – Suite 106


City, State, Zip Carson City, 89706


Phone, including area code: 775.684.4247


Facsimile, including area code: 775.684.4056


Email address: djolsen@health.nv.gov
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Brief description of the project:


AHN received a special appropriation to support the expansion and provision of healthcare 


services to residents of rural northern Nevada communities. 


Original Project/Contract Start Date: September 10, 2010


Original Project/Contract End Date: August 31, 2011


Original Project/Contract Value: $565,290


Final Project/Contract Date: August 31, 2011


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #8


Company name: Office of U.S. Senator Harry Reid


Identify role company will have for this RFP project: Subcontractor


Project Name: AHN Rural Expansion Program


Primary Contact Information


Name: Mary Connelly, Chief of Staff Reno Office 


Street Address: 400 S. Virginia St, Suite 902


City, State, Zip Reno, NV 89501


Phone, including area code: 775.686.5750


Facsimile, including area code: 775-686-5757
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Brief description of the project:


AHN provides access to specialty, ancillary, dental/vision, and pharmacy care services to low-


income uninsured indigent care population served by Clark County Social Services.


Original Project/Contract Start Date: March, 2011


Original Project/Contract End Date: Ongoing


Original Project/Contract Value: $13,275


Final Project/Contract Date: On-going


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #9


Company name: Clark County Social Services


Identify role company will have for this RFP project: Subcontractor


Project Name: Clark County Patient Care Fund


Primary Contact Information


Name: Sandy Jeanette, 


Street Address: 1600 Pinto Lane 


City, State, Zip Las Vegas, Nevada  89106


Phone, including area code: 702.455.5709


Facsimile, including area code: 702.455.5950


Email address: rkr@clarkcountynv.gov 


4.3 Continued - Business References for Access to Healthcare Network (AHN)
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Brief description of the project:


AHN provides access to specialty, ancillary, dental/vision, and pharmacy care services to 


indigent care population served by Washoe County Social Services. 


Original Project/Contract Start Date: July 1, 2008


Original Project/Contract End Date: On-going


Original Project/Contract Value: $80,000 per year


Final Project/Contract Date: On-going


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes


Reference #10


Company name: Washoe County Adult Care


Identify role company will have for this RFP project: Subcontractor


Project Name: Washoe County Patient Care Fund


Primary Contact Information


Name: Ken Retterath, Division Director


Street Address: 1001 E. Ninth Street – Building C Room 135


City, State, Zip Reno, NV  89520


Phone, including area code: 775.328.2778


Facsimile, including area code: 775. 


Email address: krettera@mail.co.washoe.nv.us







Copyright © 2012 KPS3.  
All rights reserved. Printed on 100% recycled paper. 220


Brief description of the project:


Carson Tahoe Hospital is a contracted provider for the AHN Provider Network.


Original Project/Contract Start Date: 8-17-10


Original Project/Contract End Date: On-going


Original Project/Contract Value: NA


Final Project/Contract Date: NA


Was project/contract completed in time 


originally allotted, and if not, why not?
Provider contract on-going.


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
NA


Reference #11


Company name: Carson Tahoe Hospital


Identify role company will have for this RFP project: Subcontractor


Project Name: Healthcare Provider


Primary Contact Information


Name: Ann Beck, CFO


Street Address: 1600 Medical Parkway (775) 445-8000


City, State, Zip Carson City, Nevada 89703


Phone, including area code: (775) 445-8000


Email address: Ann.beck@ctrh.org
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Brief description of the project:


FirstMed works in partnership with AHN in the Las Vegas, Nevada region.


Original Project/Contract Start Date: NA


Original Project/Contract End Date: NA


Original Project/Contract Value: NA


Final Project/Contract Date: NA


Was project/contract completed in time 


originally allotted, and if not, why not?
NA


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
NA


Reference #12


Company name: First Med Health and Wellness Center


Identify role company will have for this RFP project: Subcontractor


Project Name: First Med


Primary Contact Information


Name: Dr. Lynn Quisinbaum


Street Address: 3343 S. Eastern Avenue 


City, State, Zip Las Vegas, NV 89169


Phone, including area code: Clinic 702-731-0909   


Facsimile, including area code: Fax 702-731-1020   


Email address: emelinaqmd@gmail.com
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4.3 Continued - Business References for Navigant


Navigant has provided the required reference forms to three references and has received 


confirmation that each reference has completed the form and submit it directly to the State within 


the required time limit.


As permitted by the State in its response to Question 93 (Addendum #1 - Questions and Answers), 


we request that the State use the Reference Forms completed and submitted by Navigant’s 


references in response to RFP 1999.  As requested in the State’s response to Question 93, we have 


contacted the purchasing officer listed on the first page of the RFP to indicate our intent with 


regards to the Reference Forms.


Information regarding Navigant’s references is as follows:


Reference #1


Company name: Navigant Consulting, Inc. (Navigant)


Identify role company will have for this RFP project: Subcontractor


Project Name: Affordable Care Act Consulting Services


Primary Contact Information


Name: Renee Propps, Facilities Manager


Street Address: State of Wyoming - Office of Healthcare Financing


City, State, Zip Cheyenne, WY 82002


Phone, including area code: 307-777-5081


Facsimile, including area code: 307-777-6964


Email address: renee.propps@health.wyo.gov
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Reference #1 - Brief description of the project:


Navigant consultants have been providing Medicaid technical assistance services to the State 


of Wyoming Department of Health on a wide range of policy and financing issues involving 


institutional and non-institutional reimbursement for more than 20 years.  We have worked with 


the State to develop, implement, monitor and rebase its prospective inpatient hospital level 


of care reimbursement system, two prospective outpatient hospital reimbursement systems, 


a federally-mandated prospective payment methodology for federally qualified health centers 


and rural health clinics, and a physician Resource Based Relative Value Scale fee schedule.  


We have assisted with the development and evaluation of the State’s selective contracting 


waiver program and an inpatient and outpatient enhanced payment program funded through 


intergovernmental transfers.  We have performed analyses of the State’s Medicaid ambulatory 


surgical center and durable medical equipment payment methodology and assisted with a state 


payment accuracy measurement study.  We have also provided analyses of the use of waiver 


and non-waiver approaches to expanding health care coverage.


Original Project/Contract Start Date: 1990 – Present


Original Project/Contract End Date: Current contract ends June 30, 2015


Original Project/Contract Value: Approximately $1.5 million annually


Final Project/Contract Date:
Navigant has been under contract with the State of 


Wyoming since 1990 – Navigant’s current contract ends 


June 30, 2015


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes – or modified as mutually agreed upon and as 


appropriate for this on-going project


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


Yes – or modified as mutually agreed upon and as 


appropriate for this on-going project
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Reference #1


Company name: Navigant Consulting, Inc. (Navigant)


Identify role company will have for this RFP project: Subcontractor


Project Name: Affordable Care Act Consulting Services


Primary Contact Information


Name: Renee Propps, Facilities Manager


Street Address: State of Wyoming - Office of Healthcare Financing


City, State, Zip Cheyenne, WY 82002


Phone, including area code: 307-777-5081


Facsimile, including area code: 307-777-6964


Email address: renee.propps@health.wyo.gov
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Reference #1 - Brief description of the project:


Navigant consultants have been providing Medicaid technical assistance services to the State 


of Wyoming Department of Health on a wide range of policy and financing issues involving 


institutional and non-institutional reimbursement for more than 20 years.  We have worked with 


the State to develop, implement, monitor and rebase its prospective inpatient hospital level 


of care reimbursement system, two prospective outpatient hospital reimbursement systems, 


a federally-mandated prospective payment methodology for federally qualified health centers 


and rural health clinics, and a physician Resource Based Relative Value Scale fee schedule.  


We have assisted with the development and evaluation of the State’s selective contracting 


waiver program and an inpatient and outpatient enhanced payment program funded through 


intergovernmental transfers.  We have performed analyses of the State’s Medicaid ambulatory 


surgical center and durable medical equipment payment methodology and assisted with a state 


payment accuracy measurement study.  We have also provided analyses of the use of waiver 


and non-waiver approaches to expanding health care coverage.


Original Project/Contract Start Date: 1990 – Present


Original Project/Contract End Date: Current contract ends June 30, 2015


Original Project/Contract Value: Approximately $1.5 million annually


Final Project/Contract Date:
Navigant has been under contract with the State of 


Wyoming since 1990 – Navigant’s current contract ends 


June 30, 2015


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes – or modified as mutually agreed upon and as 


appropriate for this on-going project


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


Yes – or modified as mutually agreed upon and as 


appropriate for this on-going project
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Reference #2


Company name: Navigant Consulting, Inc. (Navigant)


Identify role company will have for this RFP project: Subcontractor


Project Name: Affordable Care Act Consulting Services


Primary Contact Information


Name: Cynthia A. Clea, Director (Cindi)


Street Address:
Department of Public Welfare 


Cherrywood Bldg. #33, 2nd Floor


City, State, Zip Harrisburg, PA 17101


Phone, including area code: (717) 705-8119


Facsimile, including area code: (717) 772-6328


Email address: cclea@state.pa.us


4.3 Continued - Business References for Navigant
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Reference #2 - Brief description of the project:


The scope of the Technical Assistance Contract is currently divided in twelve key objectives. 


Objective 1 - Executive Support 


Objective 2 - Program Planning and Design 


Objective 3 - Managed Care Development and Support 


Objective 4 - Program Monitoring and Data Analysis 


Objective 5 - Fee-For-Service/Primary Care Case Management Program Planning and Design 


Objective 6 - Enrollment Assistance Program (EAP) Support 


Objective 7 - Medical Assistance Transportation Program Support 


Objective 8 - Quality Management Analysis and Support 


Objective 9 - Special Needs Support 


Objective 10 - Long Term Living Systems Change and Support 


Objective 11 - Program Management and Infrastructure Development 


Objective 12 - Technical Assistance and Consultant Services Contract Management


Navigant provides the full life-cycle of consulting relevant to Medicaid and public welfare 


programs.  Navigant has assisted the Commonwealth in the planning and design of 


HealthChoices, ACCESSPlus, the EHR Provider Incentive program amongst others.  We have 


assisted in the development of RFPs and Contracts, provided assistance in the evaluation and 


scoring of proposals, developed and participated in vendor readiness reviews and provided 


ongoing technical assistance in monitoring and oversight of these programs.  We have also 


assisted in various projects for the Office of Long Term Living related to operations and 


oversight of the various Home and Community Based service programs.


The current contract is approximately $16 million.


Original Project/Contract Start Date: 02/01/97 (Original Contract) – Present


Original Project/Contract End Date: Current contract ends June 30, 2013


Original Project/Contract Value: Approximately $3.5 million annualy since 1998


Final Project/Contract Date:
Navigant has been under contract with the 


Commonwealth of Pennsylvania since 1990 – Navigant’s 


current contract ends June 30, 2013


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes – or modified as mutually agreed upon and as 


appropriate for this on-going project


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?


Yes – or modified as mutually agreed upon and as 


appropriate for this on-going project
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Reference #2 - Brief description of the project:


The Nebraska Department of Insurance engaged Navigant to provide planning and design 


consulting support, as the State considers moving forward with establishing a state-based 


Health Insurance Exchange.  The Navigant team supports the State as it procures the services 


of an IT system integrator who will support Nebraska’s future Health Insurance Exchange.  


The team is examining the required business functions of the Exchange, identifying existing 


capabilities, program integration opportunities and new technology requirements necessary 


to be in compliance with the ACA and for RFP development purposes.  Navigant is an active 


participant in the Nebraska/CMS Gate review process.  Navigant’s work spans the full spectrum 


of procurement activities, from defining business /technical requirements specific to vendor 


procurement and Nebraska’s operating model specific to Nebraska’s Navigator, Call Center/


Consumer Assistance, Eligibility and Enrollment, and Reporting, Compliance and Audit 


programs/operations to identifying performance standards through proposal evaluation, award 


and post-award monitoring.  Navigant is also providing assistance with federal grant writing, 


stakeholder engagement and other Exchange related project management activities.


Original Project/Contract Start Date: April 2012 – present


Reference #3


Company name: Navigant Consulting, Inc. (Navigant)


Identify role company will have for this RFP project: Subcontractor


Project Name: Affordable Care Act Consulting Services


Primary Contact Information


Name:
Martin Swanson, General Counsel, Nebraska Department of 


Insurance


Street Address: 941 O Street, Suite 400


City, State, Zip Lincoln, NE 68508


Phone, including area code: (402) 471-4648


Facsimile, including area code: (402) 471-6559


Email address: martin.swanson@nebraska.gov
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Reference #2 - Brief description of the project:


Original Project/Contract End Date:
Presently schedule to end September 30, 2012, 


however, an extension is possible


Original Project/Contract Value: $455,000


Final Project/Contract Date: April 2012 – present


Was project/contract completed in time 


originally allotted, and if not, why not?
Yes (on-going project)


Was project/contract completed within or 


under the original budget/ cost proposal, 


and if not, why not?
Yes (on-going project)
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 4.3.3.  Vendors must also submit Attachment F, Reference Questionnaire to the business references that are 


identified in Section 4.3.2. 


4.3.4.  The company identified as the business references must submit the Reference Questionnaire directly to the  


Purchasing Division.


4.3.5.  It is the vendor’s responsibility to ensure that completed forms are received by the Purchasing Division 


on or before the deadline as specified in Section 8, RFP Timeline for inclusion in the evaluation process.  Reference 


Questionnaires not received, or not complete, may adversely affect the vendor’s score in the evaluation process. 


4.3.6. The State reserves the right to contact and verify any and all references listed regarding the quality and degree of 


satisfaction for such performance.


The KPS3 team agrees with and has complied with 4.3.3 through 4.3.6.


4.4  VENDOR STAFF RESUMES


A resume must be completed for each proposed individual on the State format provided in Attachment G, for key 


personnel to be responsible for performance of any contract resulting from this RFP.


Each proposed individual involved in the KPS3 team and its partners and sub-contractors has 


provided a resume in the forms of Attachment G. They are included under Tab VIII. 


5. COST 


Responses to this RFP must include pricing for each deliverable using the format provided in Attachment I, Cost 


Schedule.  Vendors must provide a proposed detailed fixed cost for each of the deliverables in each of the three (3) 


phases of the Marketing and Outreach Campaign.  Vendors must demonstrate how proposed costs will best meet the 


Exchange’s goals and objectives. 


6. FINANCIAL


6.1  PAYMENT


6.1.1.  Upon review and acceptance by the State, payments for invoices are normally made within 45 – 60 days of 


receipt, providing all required information, documents and/or attachments have been received.


6.1.2.  Pursuant to NRS 227.185 and NRS 333.450, the State shall pay claims for supplies, materials, equipment and 


services purchased under the provisions of this RFP electronically, unless determined by the State Controller that the 


electronic payment would cause the payee to suffer undue hardship or extreme inconvenience.


6.1.3.Payment for this contract will be made by progress payment.  The selected vendor and the Exchange will 


mutually agree upon milestones that will mark percentages of completion for each deliverable.  The vendor will submit 


invoices reflecting the percentage of completion for each deliverable monthly.
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6.1.4. All media buys will be paid for on a reimbursement basis.  The vendor will submit proof of payment for the 


media buys and will be reimbursed by the State.


KPS3 agrees to these terms, but see our proposed alternative method of payment for media buys 


on Attachment J.


6.2  BILLING


6.2.1.  The State does not issue payment prior to receipt of goods or services.


6.2.2.  The vendor must bill the State as outlined in the approved contract and/or payment schedule.


6.2.3. Vendors may propose an alternative payment option.  Alternative payment options must be listed on 


Attachment J, Cost Proposal Certification of Compliance with Terms and Conditions of the RFP.  Alternative payment 


options will be considered if deemed in the best interest of the State, project or service solicited herein.


KPS3 agrees to these terms, but see our proposed alternative method of payment for media buys 


on Attachment J.
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TAB VIII - ATTACHMENT G 
PROPOSED STAFF RESUMES
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TAB VIII - ATTACHMENT G 
KPS3 STAFF RESUMES



























































































TAB VIII - ATTACHMENT G 
NAVIGANT STAFF RESUMES



























































































































TAB VIII - ATTACHMENT G 
ACCESS TO HEALTHCARE NETWORK STAFF RESUMES
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TAB IX - OTHER INFORMATION MATERIAL
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Part II - Cost ProPosal


RFP Title: ACA Exchange Marketing and Outreach


RFP: 3006


Vendor Name: KPS3 Marketing


Address: 50 W. Liberty  / Suite #640 / Reno, NV 89501


Proposal Opening Date: November 1, 2012


Proposal Opening Time: 2:00 PM


Title Page
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tab ii - cost proposal
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attachment J
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