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COST PROPOSAL 
CLARIFICATION


For this proposal, we used the annual budget amount of $2.8 million as 
specified in the original request for proposal. Upon review of question #28 
from Amendment 1 to Request for Proposal 3147, we noticed a discrepancy 
in the annual budget amount listed—$2.8 million versus $2 million.


Once selected for this project, we would work with the Exchange to adjust 
the draft plan as needed to fit within the approved annual budget. 
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COST PROPOSAL


RFP 3147 COST SCHEDULE


VENDOR NAME: Penna Powers


RFP SECTION DELIVERABLE  COST TOTALS


3.1 PHASE 1 - PLANNING
   A - Target Market Validation and Analysis 65,150.00


3.2  PHASE 2 - EDUCATION CAMPAIGN  
A - Exchange Recognition Campaign 178,113.00  
B - Educational Promotion  415,597.00 
C - Media Placement Plan  
D - Program Evaluation  45,500.00 
 Media Buy for Phase 3.2 586,413.00


 


3.3  PHASE 3 - ENROLLMENT CAMPAIGN  
A - Enrollment Campaign  346,124.00 
B - Media Placement Plan   
 Media Buy for Phase 3.3 1,163,103.00


Total for Deliverables   $1,050,484.00


   Total For Media Buys $1,749,516.00


   Grand Total of Proposal $2,800,000.00


COST PROPOSAL
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ATTACHMENT J – COST PROPOSAL CERTIFICATION OF COMPLIANCE 


WITH TERMS AND CONDITIONS OF RFP 
 
I have read, understand and agree to comply with all the terms and conditions specified in this Request for 
Proposal.   
 


YES  I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during negotiations.   
Note:  Only cost exceptions and/or assumptions should be identified on this attachment.  Do not restate 
the technical exceptions and/or assumptions on this attachment. 
 
  
Company Name  
    


Signature    
    
    
Print Name   Date 
 


Vendors MUST use the following format.  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
    


    


 
 This document must be submitted in Tab III of vendor’s cost proposal. 


This form MUST NOT be included in the technical proposal. 


Penna Powers


Chuck Penna 1/20/15


Not Applicable


Not Applicable
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Part I A – Technical Proposal – RFP 3147 


Exchange Marketing and Outreach 


 RGJ Media 


955 Kuenzli St. 


Reno, NV 89502 
 Proposal Opening Date: January 20, 2015 
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For information regarding this proposal, contact Robert Galloway (rgalloway@rgj.com) at 775.327.6702 



mailto:rgalloway@rgj.com
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State of Nevada  


  


 


Brian Sandoval 


Department of Administration Governor 
Purchasing Division  


515 E. Musser Street, Suite 300 Greg Smith 


Carson City, NV  89701 Administrator 


 


SUBJECT: Amendment 1 to Request for Proposal 3147 


RFP TITLE: Silver State Health Insurance Exchange Marketing and Outreach 


DATE OF AMENDMENT: December 19, 2014 


DATE OF RFP RELEASE: December 1, 2014 


OPENING DATE: January 20, 2015 


OPENING TIME: 2:00 PM 


CONTACT: Marcy Troescher, Purchasing Officer 


 


 


The following shall be a part of RFP 3147.  If a vendor has already returned a proposal and any of the information 


provided below changes that proposal, please submit the changes along with this amendment.  You need not re-


submit an entire proposal prior to the opening date and time. 


 


 


1. From 2013-2014, what was/is the media marketing mix? 


  


Current media marketing mix can be found here: 


http://exchange.nv.gov/uploadedFiles/exchangenvgov/Content/Meetings/07_Marketing_Outreach_Pl


an_KPS3.pdf 


  


Past campaign information is available in public Board meeting minutes and agenda items found here:  


http://exchange.nv.gov/Meetings/Board_Meetings/ 


  


2. Is it possible to receive the target market study (defined in 3.1.1.1 B) in advance of the due date? 


 


Any past target market studies can be found in public Board meeting minutes and agenda items found 


here: http://exchange.nv.gov/Meetings/Board_Meetings/ 


   


3. Who will be on the selection committee? 


  


This information is unavailable at this time. 


   



http://exchange.nv.gov/uploadedFiles/exchangenvgov/Content/Meetings/07_Marketing_Outreach_Plan_KPS3.pdf

http://exchange.nv.gov/uploadedFiles/exchangenvgov/Content/Meetings/07_Marketing_Outreach_Plan_KPS3.pdf

http://exchange.nv.gov/Meetings/Board_Meetings/

http://exchange.nv.gov/Meetings/Board_Meetings/
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4. Are there any new approaches that you would like to see taken during the upcoming enrollment period 


campaign that were not done during the past one or two years’ campaigns? 


  


Any suggested approaches should be included in your proposal. 


   


5. How will you judge success for the campaign? 


  


Success will be judged based on increased education, awareness, and customer experience for current 


and new enrollees. 


   


6. As a new, large agency formed by a diverse team of marketing and communications professionals with 


well over 100 years of successful experience, we do not have P&Ls for the past 2 years. We do have 


impressive examples of relevant work done by our members. Under this scenario, are we eligible for 


serious consideration for RFP 3147? 


  


The State welcomes all potential solutions in response to an RFP.  
  


7. What, if any, and how effective, has the interaction been with the Native American Tribes cohort in new 


enrollments, renewals and outreach over the past year (2012-2013)? 


  


The Silver State Health Insurance Exchange (SSHIX) has a tribal liaison that meets and communicates 


with the tribes on a monthly basis.  SSHIX also facilitates presentations and outreach at various 


American Indians/Alaskan Natives functions and conferences.  American Indians/Alaskan Natives 


have many exemptions that make outreach unique.  See information on American Indians/Alaskan 


Natives at http://HealthCare.gov.    


   


8. How satisfied are you with the current incumbent with regard to deliverability, response and overall client 


expectations? 


 


This information is unavailable. 


   


9. What are the projected/forecasted new and renewal enrollment figures for the next three years (2015, 


2016, 2017)? 


 


This information is undetermined. 


   


10. What is the current added value you receive on paid media? What is your expectation for added value? 


 


See marketing updates and reports in Board meeting minutes/agenda items found here: 


http://exchange.nv.gov/Meetings/Board_Meetings/ 


  


This information is undetermined.  Estimations will be reviewed if included in your proposal.    


   


11. What is the current market awareness of the Silver State Health Insurance Exchange? How do you 


currently do pre- and post-campaign awareness? 


  


All prior awareness studies and pre- and post- campaign surveys can be found in our public Board 


meeting minutes and agenda items found here: http://exchange.nv.gov/Meetings/Board_Meetings/ 



http://healthcare.gov/

http://exchange.nv.gov/Meetings/Board_Meetings/

http://exchange.nv.gov/Meetings/Board_Meetings/
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12. Could you please share a list and examples of the current brand and marketing materials? 


  


Examples of brand and marketing materials can be found in our public Board meeting agenda items 


found here: http://exchange.nv.gov/Meetings/Board_Meetings/.  
  


13. Are you planning to create new messaging and marketing/advertising materials or use existing 


 elements (i.e. TV spots, radio spots, mailers, etc.)? 


 


All options will be considered. 


   


14. In terms of ROI, what were the three most effective tactics/efforts from the previous campaign? 


 


All prior awareness studies and pre- and post- campaign surveys can be found in our public Board 


meeting minutes and agenda items found here: http://exchange.nv.gov/Meetings/Board_Meetings/ 


  


15. In terms of ROI, what were the three least effective tactics/efforts from the previous campaign? 


  


All prior awareness studies and pre- and post- campaign surveys can be found in our public Board 


meeting minutes and agenda items found here: http://exchange.nv.gov/Meetings/Board_Meetings/ 


  


16. In terms of the website, what is the current hosting arrangement? Are you anticipating a re-


 design/creative re-skinning of the website? Who will manage content updates? 


  


The hosting of the website is not part of RFP or resulting contract.  Current design changes or content 


management will be handled by the current vendor. 


   


17. Is it possible for a vendor to respond to all three phases, but only be selected for one or two 


 phases? 


  


The State is not considering this option at this time.   
 


18. Page 9 number 6 of the RFP says to maintain the current identity of the SSHIX through the existing brand. 


Would the board consider a brand refresh or any new creative concepts, or will the agency be required to 


utilize all existing creative and branding materials?  


 


All options will be considered pending Board approval. 


   


19. Regarding: Special provisions are included in the ACA for Nevada’s Native American populations. 


Outreach and inclusion of all 27 federally recognized tribes in Nevada are requirements of this RFP (Page 


4, Project Overview). Would you please further explain this requirement and capacity? 


  


See the answer to question #7. 


   


20. What were the strengths and weaknesses of the existing campaign? 


  


This information is unavailable. 


   



http://exchange.nv.gov/Meetings/Board_Meetings/

http://exchange.nv.gov/Meetings/Board_Meetings/

http://exchange.nv.gov/Meetings/Board_Meetings/
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21. You had an option of renewing the contract with KPS3. Why did you not choose to renew? 


  


This information is unavailable. 
 


22. What are the goals for 2015? 


  


See the answer to question #5. 


   


23. Would you consider an agency that represents a carrier on the exchange a conflict of interest? 


 


No. 


   


24. Will designated media spokespersons be available in all target areas? (Southern NV, Northern NV, rural 


NV etc.) 


  


The SSHIX utilizes its Executive Director, Communications Officer, and Navigators (as needed) to 


handle spokesperson duties across the state.  The SSHIX Communications Officer designates 


spokesperson responsibilities and timing as appropriate. 


   


25. Will Spanish-speaking spokespersons be available for media opportunities? 


  


SSHIX currently utilizes one of its Navigators as its Spanish-speaking spokesperson.  SSHIX does not 


have a Spanish-speaking spokesperson on staff. 


   


26. Is there an incumbent for this work? 


  


This information is unavailable.  
  


27. Who conducted the current target market study? Can potential bidders receive a copy of the current target 


market study? 


  


All prior awareness/target market studies and pre- and post- campaign surveys can be found in the 


Exchange’s public Board meeting minutes and agenda items found here: 


http://exchange.nv.gov/Meetings/Board_Meetings/ 


 


28. Is the funding amount $2.8 million over 2 years or $2.8 million per year for 2 years? 


 


The current funding amount designated for marketing is $2 million per year for state fiscal years 16 


and 17. 


   


29. The RFP notes that the vendor is responsible for supporting the Exchange with recommendations for 


media buying (RFP p. 11 Section J). Are there additional dollars that the Exchange will be utilizing to 


make media buys or are the media buy funds limited to the $2.8 million? 


 


See the answer to question #28. 


   


30. Can alternative strategies (RFP p. 14 section 3.4.2) be proposed in lieu of deliverables or do the alternative 


strategies need to be in addition to the deliverables? Are there additional funds available for the alternative 


strategies? 



http://exchange.nv.gov/Meetings/Board_Meetings/
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3. SCOPE OF WORK  
 


The Silver State Health Insurance Exchange expects this project not to exceed $2.8 million, and to 


encompass three (3) phases:  1) Target Market Validation and Analysis; 2) Education Campaign, and 3) 


Enrollment Campaign. 


 


3.1 PHASE 1 – TARGET MARKET VALIDATION AND ANALYSIS 
 


Phase 1 of the project is anticipated to begin on or about April 14, 2015.  Production of deliverables 


should be completed and ready for use and/or broadcast on a date to be specified by the Exchange, 


although the Exchange will look to the expertise of the selected vendor to consult on start dates 


and durations of campaigns.  


 


RGJ Media is able to bring in-depth knowledge about the needs of the target population segments and 


the realities of the marketplace. Using effective tools and resources, we are able to optimize the right 


media mix to deliver the best solutions to the most prime prospects. We are Nevadans and understand 


the landscape of Nevada.  


 


Deliverables  
 


Market Validation 
 


A.  Validate and advise on the known target market, identifying additional 


opportunities, including population segments that could access health 


insurance coverage through Nevada Health Link. 
  


B.  Analyze the existing target market study and validate market segments 


based on information compiled by the Exchange including, but not 


limited to, the following: 
 


i. Analyze the target audiences that are expected to enroll in health 


care coverage through the Exchange;   
 


ii. Analyze the varying economic profiles of Exchange customers;  
  


iii. Validate and adjust, if applicable, the locations where the 


Exchange’s customers live within the State;  
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iv. Analyze the categorization of customers’ perceptions of health 


insurance, including customers’ perceptions of government 


programs to assist in the purchase of health insurance;  
 


v. Make suggested modifications on all of the above as an outcome of 


the analysis; and 
 


vi. Maintain the current identity of the Silver State Health Insurance 


Exchange by utilizing the existing brand. 
 


3.2 PHASE 2 – EDUCATION CAMPAIGN  
 


Phase 2 of the project is expected to begin on a date specified by the Exchange.  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 a 


date specified by the Exchange.  The campaign will run through October 6, 2015.  


 


Deliverables  
  


The selected vendor will design a creative, flexible, cost-effective, and integrated 


marketing and outreach campaign aimed at reaching target audiences.  This campaign 


will communicate the benefits of accessing health insurance coverage through the 


Exchange, as well as the Qualified Health Plans made available through the Exchange. 


 


Utilizing results from PRIZM, it allows us to deliver a successful strategy designed to follow 


prime prospects and their purchasing journey. We will enhance awareness by identifying the 


correct prospects with geo-targeting in top zip codes with the right media for maximum 


efficiency.  


 


 Exchange Recognition Campaign 
 


The Silver State Health Exchange’s Education Campaign will be 


comprised of, but not limited to, television, radio, outdoor, and other media 


as suggested by the selected vendor.  Proposing vendors will be required 


to submit a media plan that details the integrated campaign’s goals, 


strategies, and expectations; 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:  
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C.  Describe the history of the Silver State Health Insurance Exchange;  
  


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


and  
  


E.  Publicize the services and information available through the Exchange 


using appropriate resources like electronic media, publications, and 


others.  
 


3.2.1.4 Educational Promotion  
  


The Educational Promotion will provide necessary information to Nevada’s 


citizens.  Proposals should include reasons why individuals should 


purchase, enroll, or re-enroll in health insurance coverage.  At a minimum 


the reasons should: 


  


A.  Describe the barriers to enrolling in health insurance coverage in 


Nevada; 
 


B.  Describe Nevada Health Link as the solution to overcoming those 


barriers, and obtain better health through preventive services, as well as 


financial piece of mind; 
 


C.  Describe the Qualified Health Plans that are available for enrollment or 


purchase through the Exchange; and 
 


D.  Describe the availability of the SHOP and benefit to business owners 


that participate in the program.  
  


E.  Describe why health insurance coverage is more affordable through the 


Exchange.  The description should include, but not be limited to 


information on the following: 
 


vii. Advance Premium Tax Credit; 


viii. Cost Sharing Reductions; and 


ix. Coverage for employees of small businesses. 
  


F.  Provide details of how, when, and where consumers may purchase a 


plan through the Individual Marketplace and SHOP; 
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G.  Show how the Exchange’s customers will be able to take advantage of 


the Qualified Health Plans participating in the Individual Marketplace 


and SHOP; 
 


H.  Explain what an Exchange Enrollment Facilitator is and show how they 


can help consumers;  
  


I.  Educate the general public regarding the benefits of the Exchange and 


Qualified Health Plans by utilizing cost-effective media, including, but 


not limited to, public service announcements, print, radio, and television 


opportunities;  
  


J.  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; and  
 


K.  Explain the use of brokers/agents and how they can help consumers. 
  


3.2.1.5 Media Placement Plan  
 


A.  Identify which media will be used for each segment of the population 


(in-person, print, television, radio, outdoor, sports marketing, internet, 


direct mail, and others). 
 


B.  Utilize paid media placement.  
  


C.  Utilize added-value media placement.  
  


D.  Determine how non-traditional populations (those without access to 


electricity, telephones, television, or internet services) will be reached.   
 


E.  Target the message to include both rural and urban areas of Nevada, 


based upon the percentage of eligible uninsured or under-insured 


populations in each area.    
 


F.  Break out advertising by language.   
  


x. Both English and Spanish language advertising are required for this 


RFP.  
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xi. Advertising in each language should be proportional to the number 


of eligible uninsured or under-insured in each category.  
 


xii. Include all population attributes that must be considered when 


reaching the largest possible audiences in Nevada (languages, 


reading comprehension level, culturally relevant materials 


presentation, etc.)  
  


G.  Develop a matrix showing the time, location, medium, and duration of 


each advertisement.   
  


3.2.1.6 Program Evaluation 
 


A.  Evaluate the program to measure effectiveness of the marketing and 


outreach campaign, then develop and present recommendations to the 


Exchange for the Plan Year 2016 - 2017 campaign.  
 


B.  Develop pre-campaign and post-campaign awareness studies for 


comparison, and present results to the Exchange.  
 


3.3 PHASE 3 – ENROLLMENT CAMPAIGN  
 


The start date for Phase 3 will be determined by the Exchange.  Due dates for production of 


broadcast-ready deliverables and campaign durations will be determined by the Exchange with 


input from the selected vendor.  


 


The awarded vendor will design a flexible, multifaceted marketing and outreach campaign aimed 


at reaching target audiences to communicate the enrollment deadline dates, the benefits of 


purchasing health care coverage, and how to purchase coverages through the Exchange.  


 


As we shift gears into a direct response campaign, it is crucial that the messaging that is used articulates 


that across all platforms. By analyzing results from the education phase, we should have information 


that will allow for a more strategic approach to each market and demographic across the state.  


  


Deliverables 
 


3.2.1.7 Enrollment Campaign 
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A.  The Enrollment Campaign will be comprised of television, radio, 


outdoor, and other media as suggested by the selected vendor and 


approved by the Exchange.  Proposing vendors will be required to 


submit plans that detail the integrated campaign’s goals, strategies, and 


expectations; types of media that will be used, the frequency of media 


placement, and the expected amount of exposure the target market will 


receive.   
 


B.  The Enrollment Campaign will highlight the benefits of enrolling in a 


health insurance plan before coverage begins January 1, 2016, to 


include, but not limited to: 
 


xiii. Subsidies will be available;  


xiv. Participants will achieve financial piece of mind; and  


xv. Preventive care will be provided. 
 


C.  The Enrollment Campaign will provide messaging on ways to enroll:  
  


xvi. Nevada Health Link; 


xvii. Exchange Enrollment Facilitators; 


xviii. Brokers; and 


xix. Walk-in centers. 
 


D.  The Enrollment Campaign will provide Nevada Health Link-specific 


messaging to include: 
 


xx. The Nevada Health Link web address;  


xxi. Overview of Nevada Health Links’ significant features; and 


xxii. Emphasis on the ease of use. 
  


E.  The Enrollment Campaign will provide Call Center specific messaging 


to include the toll-free telephone number and hours of operation. 
 


F.  The Enrollment Campaign will provide urgent response messaging to 


include: 
 


xxiii. The deadline to purchase coverage specified by the Exchange; and 
 


xxiv. The warning that consumers who fail to enroll before the deadline 


must wait until the following year’s open enrollment period.  
 


3.2.1.8 Media Placement Plan  
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A.  Prospective vendors must demonstrate to the Exchange their expertise 


in reaching out to the Exchange’s target market when developing 


collateral materials to support marketing and outreach efforts that 


reinforce the look and feel of the Exchange’s message.  
 


B.  The selected vendor will be responsible for the production of all 


broadcast elements, radio ads, internet ads, signage, collateral materials, 


media buys, etc., to be included in the advertising of each of the 


aforementioned campaigns.   
 


C.  The selected vendor’s deliverables will be designed to support the 


Exchange’s existing community partners program that is 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.  
 


D.  The selected vendor will be responsible for developing a Phase 3 


campaign that utilizes person-to-person resources through atypical 


marketing tactics to call eligible populations to action.    
 


E.  The selected vendor will be responsible for developing a new media 


placement plan for Phase 3, as outlined in Phase 2.  The media 


placement plan should include pinpointing the media form(s) used when 


delivering the Exchange’s message to its customers.  
 


F.  The selected vendor must submit applicable plans to the Exchange for 


approval by a date specified by the Exchange.  
 


3.4 PROPOSAL REQUIREMENTS  
   


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 


flexibility, creativity, and competency.  If examples of work are submitted on CD, one 


(1) CD must accompany each hardcopy proposal.  
 


Phase 1 Deliverables: Phase 1 will be crucial in understanding the data. This will be the basis 


on how and where we proceed with the campaigns.  


 


We will first need to analyze the impact of the marketing campaigns that were done in each 


area of the state. Then, cross reference that with the information on enrollees to understand 


where our successes and gaps lie as it relates to our target demographics.  
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At the same time, we would implement a PRIZM study to gain further knowledge of 


behaviors in markets across the state. Once completed, we will take this data and cross 


reference with the existing data to again see where our gaps and opportunities lie. 


 


An example of how we do this can be found on the “Creative Work” CD as part of the Total 


Kid project with Banner Hospital in Phoenix. The goal was to analyze who the Total Kid 


readers are and how we could acquire more by targeting look-alikes. We analyzed over 


59,000 Total Kid records that helped us define the Total Kid demographic. We used PRIZM 


clusters to target look-alikes and defined the most effective way to reach them.   


 


Phase 2 Deliverables: By taking the data that is collected from Phase 1, we will know which 


areas of the state need to be addressed in which manner. In order for the education process 


to be effective, we need to use the right medium to execute the right message to the right 


target demographic. The data will help us to discern that.   


 


Not every type of media will be used in this Phase as some are more effective at telling this 


story than others. The Health Exchange enrollee does not make a split decision to enroll. We 


need to provide detailed information to help them make the right educated decision.  


 


This Phase will also be used to target organizations across the state that can help us spread 


this message to their members/investors. By targeting these types, it opens the opportunity 


for mass enrollment from small-medium business employees. 


 


Examples of how we have executed an education campaign can be found on the “Creative 


Work” CD as publications we created for the State Welfare Division and the Bureau of Child, 


Family and Community Wellness.   


 


Phase 3 Deliverables: The “softening” of the market that will be done is Phase 2, will be a 


springboard for the Enrollment Campaign. Aggressive placement across specific media 


platforms will be executed based on data collected throughout the entire process. The need 


to be flexible in this area is crucial as results will dictate where should focus efforts. 


 


We will pull from elements in the Education Campaign and position them with a call to 


action in an effort to retain branding and consistency while showcasing the need to act in an 


urgent manner.  
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Proposing vendors are encouraged to provide alternative strategies that the Exchange 


may not have enumerated or considered in this RFP.   
 


We believe that the strategy that was implemented for the Health Exchange is a good 


foundation to build on. As you read through the responses in this RFP, we believe that there 


are different ways we can approach some of the items outlined. From using different and 


new products to using existing products in different ways, every strategy can improve by 


quantifying and measuring results.  


 


Ideas are at the forefront of what we can provide. As an example, if that idea is to partner 


with local organizations across the state, such as Development Authorities or Hispanic 


Chambers, to help us reach the business community for employee enrollment or the Hispanic 


population, then it’s worth the effort. It’s not just thinking outside the box that sets us apart, 


it’s thinking that there is no box.    


 


3.2.1.9 Proposing vendors should outline their 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 making them 


the best choice for that project. 
 


RGJ Media and Gannett have a commitment to working with the Health sector 


of the business.  


 


With expertise in custom field studies to better understand audience, needs 


and consumer behavior, we have been able to tap into solutions for various 


health driven organizations across the United States.  


 


Of these, one of the most successful product innovations using audience 


knowledge was the launch of Total Kid in Phoenix, AZ. By partnering with 


Banner Medical Centers, Gannett produced a monthly publication, website, 


mobile app, as well as print, digital and broadcast media advertising to drive 


awareness of products and health knowledge in the Phoenix Metropolitan 


area. Banner was able to grow their database, and effectively and efficiently 


communicate with their target audience from these product developments. 


Examples of this promotion can be found on the “Creative Work” CD under 


Total Kid.  


 


As another example, in Reno we worked with the Nevada State Health Division 


– Bureau of Child, Family and Community Wellness on several projects that 


needed a humanistic approach to delivering a lot of information to the 


masses. One of which needed to include information about prevention services 


and the other about available resources for Veterans. One was broader in 
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scope, the other more targeted and sensitive in subject manner. Each needed 


their own tone and we delivered results to match the objectives. 


 


As a consistent producer of news content, we relied on our content creation 


team as the lead of each project. We performed interviews, wrote the content, 


provided the layout and design, and coordinated the printing and distribution 


of the project. As part of this distribution we utilized our relationship with the 


Las Vegas Review-Journal as a means to distribute this information to the 


masses in Southern Nevada. Each of these examples can be found on the 


“Creative Work” CD accompanying this RFP submission. 


  


3.2.1.10 Proposing vendors should include a narrative detailing vendor capabilities 


and experience in the fields of:   
 


A.  Market research; 
 


RGJ Media/Gannett are committed to being a leader in marketing strategy 


and innovation. With dedicated marketing analysts and media planners we 


are able to deliver integrated marketing solutions that provide consistent 


results for our clients.  


 


With knowledge and resources of many research tools, RGJ Media prides itself 


on providing market insights to maximize results. Among the many tools, we 


have vast knowledge of Neilson, Scarborough, Kantar and many other top 


rated research tools. Using the combined power Neilson, Scarborough and 


custom field studies, we are able to set the strategy for a solution for our 


customers.   


 


B.  Target market segmentation;  
 


By using PRIZM Analysis for market segmentation it enables us to view in-


depth customer knowledge to determine what the right behaviors, attitudes, 


needs and demographics are ideal.  


 


By then geo-mapping, this helps us to define every household in terms of one 


of 66 demographically and behaviorally distinct types. These are then grouped 


in 11 broader Lifestage Groups capturing a variety of variables including 


affluence, household age and presence of children. 


 


This, in-turn, allows us to match our target populations and deliver messages 


through the right mix of media with the right match of influential benefits. 







 


35 
 


 


C.  Strategic planning; 
 


Strategic planning is the core of what we do for our clients. We approach 


every opportunity by understanding all the elements involved and uncovering 


specific challenges that are preventing each client from reaching their goals 


and objectives. From there, we brainstorm the ideas that will help achieve the 


desired results and solve the challenges that are presented. We match each 


idea with a marketing solution that can include items such as effective media 


placement, creative promotions and partnerships.  


 


After the launch of the campaign we track results and see if there is a need to 


tweak the original plan. Being flexible and able to make necessary 


adjustments is key to strategy. 


 


We do this for business types across all industries. From small single owner 


businesses to large corporations, we work with them to achieve their desired 


results. 


 


D.  Developing integrated marketing campaigns; 
 


As the digital age continues to advance, almost every campaign has to include 


a digital component integrated into it. While we continue to offer solutions for 


our clients across many different media platforms, the one constant that 


always seems to be integrated is digital. With so many ways to reach people, 


it is imperative that the vendor chosen completely understands the importance 


of the digital marketplace. It can be highly targeted and effectiveness can be 


measured specifically. Examples of how we have used this can be explained in 


other areas of this RFP. 


 


E.  Collateral design; and 
 


Graphic services are a big part of what we do. Everything from ad design to 


content creation, we help our clients push their message to a desired audience. 


As an example of this, we have included a piece on the “Creative Work” CD 


that we did for the Nevada State Welfare Division. They needed a collateral 


piece to present a specific message in both English and Spanish.  


 


F.  Use of web and social media. 
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As a company, RGJ Media has one of the most comprehensive digital 


platforms in Northern Nevada. Our desktop and mobile website (rgj.com) has 


over 700,000 unique visitors and over six million page views each month. In 


conjunction, our main social media page (Facebook) has over 41,000 fans. We 


make it a priority to reach people on the device that they interact with the 


most. It’s an imperative part of our business and way for us to connect the 


communities we serve.  


 


If we didn’t practice and implement strategy with our own digital platforms 


what we are able to deliver to our customers, we would not be as successful as 


we are. We make it a point to consistently challenge our way of thinking in an 


effort to stay at the forefront of digital media.  


 


3.2.1.11 Proposing vendors must include a narrative that details vendor capabilities 


and experience in placing advertisements in paid media.  Proposing vendors 


must provide a strategic overview of previous work, present the creative 


execution, identify the type of media deployed, duration of the campaign, 


and campaign results.  
 


RGJ Media has the experience necessary for placing buys in other paid media. 


As a member of the Nevada Press Association, we regularly work to place 


advertisements into markets across the state.  


 


As a member of the media, we also are able to leverage our position for buys 


and partnerships that are not realized through traditional agencies. 


 


A strategic example of this can be seen in the campaign that was ran last year 


for Reno.com. The objective was to drive out-of-market traffic and awareness 


to the website, which was just launched, and use the site partners to book a 


trip to Reno. See Reno.com on the “Creative Work” disk for examples of the 


campaign. 


 


We identified the Sacramento market as the primary market to begin efforts 


for this outreach. This market is key to Reno tourism as it has one of the 


shortest drive-times along the I-80 corridor.  


 


This initial effort included a multi-platform campaign over three months. It 


included print, broadcast, social and digital media. 
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The print campaign was launched through the Sacramento Bee. Three stand-


alone 24-page Reno.com print pieces were created, developed and printed by 


RGJ Media. Each consisted of editorial content that outlined upcoming events 


in the Reno area and teasers to drive the reader for more content on the 


website. These publications were distributed in the full circulation of the 


Sacramento Bee each month, June – August, 2014. We used a panel to gauge 


impact of both the second and third publications to measure effectiveness. We 


saw growth in engagement from issue to issue and of those that read the 


publications, we saw that 31% of them planned to visit Reno in the next six 


months. 


 


The broadcast component was ran through KXTV News 10, an ABC affiliate. 


We purchased time on their morning lifestyle show, Sac & Co. With this time, 


we created Reno.com Week on Sac & Co. This consisted of two, 3-minute 


segments each day for five days at the end of July, 2014. We filmed on location 


in Reno and the segments were presented the week on the live show. The 


segments were designed to expose areas of Reno that visitors may not know 


existed. The objective was to drive traffic to the website and utilize our 


partners on the site for trip ideas and tourism growth. 


 


Simultaneously, we ran a contest through the Reno.com Facebook page to 


grow fans and engagement in the Sacramento. We created a vacation 


giveaway for people to sign up to win and pushed this giveaway in broadcast, 


digital banner ads and social media. This was also designed to grow the 


database of the Reno.com newsletter for future traffic. The results of this 


effort in month two saw an increase of Facebook fans from 200+ to over 4,300. 


 


In addition to the digital ads that were ran for the contest, we also included 


targeted email, PPC and broader digital banner awareness ads to push traffic 


to the site. 


 


The result after the 3-month push were phenomenal. We saw monthly unique 


visitor counts jump from less than 4,000 when we started the campaign, to 


nearly 11,000. In conjunction, monthly page views of the site grew from just 


over 10,000 to over 90,000. 


 


3.2.1.12 Proposing vendors must include a detailed outline of the types of media the 


vendor intends to use. 
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Although we would intend to use the media types below to target the greatest 


percentage of eligible participants for maximum results, the data that comes 


from an in-depth review of current efforts and new studies in specific markets 


in Nevada may shift strategies. Our belief is that we need to stay flexible to be 


able to present new strategies when current ones are not fulfilling and grow 


the ones that are succeeding. 


 


Search Engine Optimization (SEO): While the current website for the Health 


Exchange has great organic presence for some search terms, there are other 


search terms that the website appears lower down page one of the search 


results. SEO would be utilized so that the Health Exchange website appears at 


the top of the organic search results for many different search terms. When 


you combine SEO placement with a PPC campaign, studies have shown to 


increase clicks by 38%.   


 


Retargeting: A website visit is equivalent to an in-store visit, which shows 


intent. Retargeting helps bring the message back to a user who has visited the 


site, but left the site without taking the action we wanted them to. After they 


have left the site, we serve them ads with our message on other websites they 


are visiting. Retargeting has a higher conversion rate than standard digital 


display ads and is a form of behavioral targeting.   


 


Pay-Per-Click (PPC): About 70% of search engine traffic clicks on the organic 


listings of the search results. PPC targets the other 30% as they are more likely 


to take action, and that action will take place within 24 hours. Performing a 


search is the most used Internet function. It’s important we are there when 


people are searching for specific services on both desktop and mobile. Our ad 


will appear when users type in specific search terms related to the service and 


we are only charged when users click on the ad. 


 


Targeted Email: This allows us to target the most relevant demographics 


across the state. By doing this, we are ensured we are reaching the correct 


demographics. It allows us to pare lists down with the most relevant criteria, 


such as households with children present, males aged 21-29, Hispanics and 


household income. An effort could also be made to target small business 


owners for their employees.  


 


Outdoor: This form of media would be used in strategic locations as an 


accompaniment to other broader reach options within a given market, 


primarily through billboards. 
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Print: A mass reach platform that allows for a more detailed approach. As a 


member of the Nevada Press Association, we would use as a vehicle to reach 


all areas across the state. An opportunity to build a stand-alone piece that can 


explain the Health Exchange in detail, gives an opportunity to reach a 


potential enrollee on their time and explain in a manner that cannot be done 


on other mass media platforms.   


 


Radio: A mass reach platform, but fragmented in the large metro areas of the 


North and South. This would be used to reach into the rural areas where 


fragmentation is less.  


 


Broadcast/Television: This would be used as a mass reach media in both metro 


and rural areas of the state.   


 


Video/Pre-roll: Video shows high engagement with users of the target 


demographics. By using either the same video as commercials for broadcast, 


or separate videos altogether, pre-roll allows us to put our message in front of 


potential enrollees in both desktop and mobile. This is also an option to use as 


testimonials of current enrollees to help promote retention and have them 


share their satisfaction with their experience. 


 


Social: The current Facebook page for the Health Exchange has only 24 likes. 


This is a great opportunity to capitalize on engagement with the right target 


demographics. Facebook advertising allows us to reach specific users across 


the state based on many different targeting opportunities. The goal would be 


to educate potential enrollees of the benefits and amenities of the Exchange, 


while maintaining relationships with current enrollees.  


 


Digital Display: This form of advertising would be used to drive education and 


enrollment across many different websites and mobile devices. By being able 


to use ad inventory on websites that fit the behavioral traits of our targeted 


demos, we can maximize traffic to the site for enrollment.    


 


Direct Mail: This would allow for us to reach households that do not have 


Internet or television access. By reviewing participation and opportunity zip 


codes across the state, it allows us to see where this type of effort is needed 


most. We could tailor the direct mail piece to be both English and Spanish in 


an effort to minimize expenses and maximize efficiency.   







 


40 
 


 


3.2.1.13 Proposing vendors proposals must identify a staffing plan to reach the 


Exchange’s objectives, identifying whether current staff will be utilized 


and/or if new staff will needed to handle the Exchange’s account.  
 


The current staff that are listed on this RFP will handle the bulk of this RFP. As 


we move through the process, it will determined if we will add new and/or 


existing staff to help manage the plan.    


  


3.2.1.14 Proposing vendors must provide samples of creative work directly resulting 


from a previous project of this type.  Vendors may submit either hardcopy 


samples or examples of work on a CD.   Either hardcopy samples OR one 


(1) CD labeled “Creative Work” should accompany each hardcopy 


proposal.  
 


All creative samples mentioned in this RFP are included on the CD labeled 


“Creative Work.” 


  


3.2.1.15 Proposing vendors must include a draft work plan.  
 


Draft plan is subject to changes based on ongoing data review. Dates listed are tentative. 


 


Phase Activity Task Time Frame Staff Responsible 


     


Phase 1 Analyze Data Analyze current 
market, demo, 
enrollee, data 


4/15/15 – 5/15/15 Valdovinos, 
Galloway, Bwire, 
Gladys 


Phase 1 Prizm Study Conduct study to 
compare data sources 


4/15/15 – 5/15/15 Valdovinos 


Phase 1 Analyze Study Analyze and cross 
reference data from 
Prizm  


5/15/15 – 6/15/15 Valdovinos, 
Galloway, Bwire, 
Gladys 


Phase 1 Evaluate Evaluate information 
from both studies to 
determine best course 
of action 


5/15/15 – 6/30/15 Valdovinos, 
Galloway, Bwire, 
Gladys 


Phase 2 Media Plan Develop media plan 
for each market 
based on data 
findings 


7/1/15 – 7/15/15 Galloway, Bwire, 
Gladys, Flanzraich 


Phase 2 Outreach Contact organizations 
for statewide 
outreach partnerships 


7/15/15 – 8/1/15 Galloway, Bwire, 
Gladys, Meade, 
Flanzraich 
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Phase 2 Creative Execution Develop advertising 
creative for media 
placement 


7/1/15 – 8/1/15 Rollman, 
Galloway, Bwire, 
Ruiz, Meade, 
Flanzraich, Gladys 


Phase 2 Place Media  Place media buys for 
individual markets for 
education campaign 


8/1/15 – 10/6/15 Galloway, Bwire, 
Gladys 


Phase 2 Evaluate Review results for all 
media placement to 
determine 
effectiveness and 
plan for Phase 3 


8/1/15 – 10/6/15 Galloway, Bwire, 
Gladys, Flanzraich 


Phase 3 Media Plan Develop plan for 
media buy placement 
for enrollment 
campaign 


TBD Galloway, Bwire, 
Gladys, Flanzraich 


Phase 3 Creative Execution Develop creative for 
enrollment campaign 


TBD Rollman, 
Galloway, Bwire, 
Ruiz, Meade, 
Flanzraich, Gladys 


Phase 3 Place Media Place media buys for 
individual markets for 
education campaign 


TBD Galloway, Bwire, 
Gladys 


 


  


3.2.1.16 Proposing vendors 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  


 


Proposing vendors must name a specific Account Supervisor who will oversee strategic 


execution and campaign management; and an Account Manager who will provide day-


to-day account management. 
 


Account Supervisor will be Robert Galloway and Account Manager will be Coletta Bwire. 


 


Proposing vendors must submit a cost proposal covering each of the three (3) phases 


outlined in this RFP.  The selected vendor will be required to demonstrate to the State 



http://exchange.nv.gov/Reports/Market_Research

http://exchange.nv.gov/Reports/Market_Research
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how the proposed allocation of resources will best meet the goals and objectives of the 


engagement (see Attachment I, Cost Schedule).   
 


The cost schedule is a rough estimate based on early evaluation of available information. As 


more time is spent with additional data to help build the foundation of the plan, some 


amounts and/or strategies may shift, but will still remain under the budgetary thresholds.  


 


3.2.1.17 The awarded vendor will be required to render a monthly invoice to the 


Silver State Health Insurance Exchange.    
 


A.  All work will be authorized under this contract through a Work Order 


process.  
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xxv. Before any billable activity begins, vendor will submit a detailed 


Scope of Work (SOW); the Exchange will then assign the SOW to 


a work order including the description of the work to be performed 


and an agreed-upon “Not to Exceed” cost.  
 


xxvi. Work order numbers must be included with each invoice for 


tracking purposes. 
 


B.  Each monthly invoice will accurately reflect the work performed during 


the respective billing period, including an itemized accounting for costs 


of materials, labor, purchase of media time or space, and any other 


billable items that are subject to mark-up restrictions.    
  


C.  Work performed during each billing period should reflect the initial 


timeline and general plan of the campaign unless there is a specific 


deviation that has been mutually agreed upon in writing in the form of 


a Change Order prior to that billing period.  
  


The selected vendor’s Account Manager Supervisor, the assigned Account Manager, and 


a representative of any involved subcontractor will be expected to facilitate and attend 


bi-monthly status meetings with the Exchange. 
  


3.2.1.18 The selected vendor is expected to attend at least one (1) of the bi-monthly 


meetings onsite and may attend the other meeting via video conferencing 


(when subject matter is conducive to video conferencing).  
 


3.2.1.19 The selected vendor is expected to attend other meetings as requested by 


the Exchange. 
 


3.2.1.20 The selected vendor’s Account Manager is also expected to attend the 


monthly Exchange Board Meetings in person as requested. 
  


3.2.1.21 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.    
  


3.2.1.22 Any and all campaign elements developed including, but not limited to tag 


lines, bylines, conceptual and final creative elements, photography, 


illustrations, press materials, graphics, font color palettes, digital code and 


sites, passwords, logins, etc., prepared for the Exchange will become the 


property of the State of Nevada and will be provided to the Exchange in 
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whole or in part either immediately upon concept approval and/or upon 


completion of the project for future usage. 
 


If the selected vendor fails to meet agreed-upon due dates for deliverables, liquidated 


damages of $4,500 per day may be charged until the deadline is met.   Additional specific 


liquidated damages for failure to perform may be determined during the contract 


negotiation process. 
  


In order to be considered, proposing vendors must provide a project schedule for each of 


the three (3) sections.  Submitted proposals that do not address all three (3) phases of the 


project may be rejected. 
  


3.2.1.23 These schedules will be agreed upon by both the Exchange and the vendor.    
  


3.2.1.24 The Exchange will make all approvals by the schedule dates so as not to 


delay the vendor.    
  


3.2.1.25 The vendor must allow the Exchange a minimum of five (5) working days 


to approve concepts and artwork.    
  


3.2.1.26 Proposed schedules must be submitted within 15 days of the start date of 


each phase of the Marketing and Outreach Campaign.  
  


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.   
 


A set of performance goals and measures will be established with input from the 


Exchange, Board of Examiners, and selected vendor prior to each enrollment cycle. 
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4. Company Background and References 
 


4.1 Vendor Information 


 


4.1.1  Vendors must provide company profile in the table format below. 


 


Question Response 


Company name: RGJ Media -  a Gannett Co., Inc. 


Company 


Ownership (sole proprietor, partnership, etc.): Corporation (publicly owned) 


State of incorporation: Delaware 


Date of incorporation: 1923 


# of years in business: 91 


List of top officers: Gracia Martore, CEO              


Victoria Marker, CFO 


Location of company headquarters: McLean, VA 


Location(s) of the company offices: McLean, VA – USA – UK 


Location(s) of the office that will provide the 


services described in this RFP: 


Reno, NV – Phoenix, AZ 


Number of employees locally with the 


expertise to support the requirements identified 


in this RFP: 


Varies 


Number of employees nationally with the 


expertise to support the requirements in this 


RFP: 


Varies 


Location(s) from which employees will be 


assigned for this project: 


Reno, NV  


 


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.  


 



http://sos.state.nv.us/
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Question Response 


Nevada Business License Number: NV 19391000119 


Legal Entity Name: Reno Newspapers, Inc. 


 


Is “Legal Entity Name” the same name as vendor is doing business as? 


 


Yes  No X 


 


If “No”, provide explanation.  


RGJ (Reno Gazette-Journal) Media is used as DBA 


 


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. 


 


RGJ Media acknowledges and agrees to the terms stated in 4.1.4. 


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: State Health Division – Bureau of Child, 


Family and Community Wellness 


State agency contact name: Martha Framstead 


Dates when services were 


performed: 


May 2013 


Type of duties performed: Content development, design, layout and 


distribution of specialized publication 


for Northern and Southern Nevada. 
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Question Response 


Total dollar value of the contract: $19,775 


 


 


Question Response 


Name of State agency: State Health Division – Public and 


Behavioral Health 


State agency contact name: Kathryn Baughman 


Dates when services were 


performed: 


September 2014 


Type of duties performed: Video creation for presentation. 


Total dollar value of the contract: $3,500 


 


Question Response 


Name of State agency: Division of Welfare and Supportive 


Services 


State agency contact name: Robin Ynacay-Nye 


Dates when services were 


performed: 


November 2014 


Type of duties performed: Content development, design, layout and 


distribution of specialized publication 


for Northern and Southern Nevada. 


Collateral material design and Spanish 


translation. 


Total dollar value of the contract: $24,616 


 


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? 
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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. 


 


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. 


 


Does any of the above apply to your company? 


 


Yes  No X 


 


If “Yes”, please provide the following information.  Table can be duplicated for each issue being identified. 


 


Question Response 


Date of alleged contract failure or 


breach: 


 


Parties involved:  


Description of the contract 


failure, contract breach, or 


litigation, including the products 


or services involved: 


 


Amount in controversy:  


Resolution or current status of the 


dispute: 


 


If the matter has resulted in a 


court case: 


Court Case Number 


  


Status of the litigation:  
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4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for 


RFP 3147.  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 3147. 


 


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. 
 


RGJ Media is an innovative, multi-channel media company that serves the Northern Nevada community by 


providing the latest news to our readers as well as connecting our advertisers with their customers. We stay 


ahead of the curve in responding to the changing media and marketing landscape through updated business 


models and continuous employee training. Our long-standing history with the residents of the communities 


we serve, important business and political leaders across Nevada, as well as our established staff of 


professionals, make us a valued partner for almost any marketing need.   


 


RGJ Media reaches more of Northern Nevada than any other media company in our market through a 


multitude of products. When including our digital suite of products, we are able to reach Nevada residents 


statewide and, should the need arise, across the nation. We have the ability to provide mass media outreach 


for broad messaging all the way down to specific targeted demo and psychographics. 


 


Our parent company, Gannett Co, Inc., establishes us as part of the largest local media company in the 


nation. Our portfolio of trusted brands helps business customers connect with these highly engaged 


audiences through our industry-leading marketing services, customized solutions and national-to-local-to-


personal reach.  


 


Locally, RGJ Media understands the complexity of available media options when it comes to marketing. 


When working with our customers, we present a promise that we will help build their business and 


awareness by delivering effective and integrated marketing solutions. We are able to deliver results based on 


three key areas of focus: 


 Finding the right audience for your message that will engage in a manner that produces the best 


results. 







 


52 
 


 Managing a very sophisticated toolbox of available products that delivers audiences across multiple 


platforms. 


 Marketing expertise from professionals who know and understand integrated campaigns across many 


business industries. 


 


We believe that successful businesses of all sizes can be challenged when it comes to influencing the right 


customer to act on any specific marketing campaign. By taking an integrated marketing approach we have 


found that most of these businesses are succeeding by delivering the right message to the right consumer at 


the right time. Thanks to our unmatched combination of media assets we can help business succeed and 


ultimately achieve their marketing goals. 


 


Backed by decades of experience and relentless dedication, our team of professionals work diligently to 


uphold the highest standards, providing Northern Nevada’s most trusted sources for information. Driving 


innovations and evolving technologies, we also constantly set new standards to ensure the Public Health 


Consulting, Management and Education Services meets its goal of communicating its messages to the 


communities of Nevada.  


 


 


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. 


 


The history of RGJ Media and some if its services (mainly print media) dates back to 1870, when it was 


founded as the Nevada State Journal. It was merged with Gannett Co., Inc. in 1977 where resources were 


expanded on. Since that merge we have integrated many new print and deliverable options and embraced 


digital technology to expand our footprint, develop cutting-edge ways to reach audiences, which, in turn, 


gives us the ability to help our clients reach their customers in many different ways. 


In 2011, we developed a national partnership with Yahoo! to expand our digital offerings. In 2012 we 


acquired Blinq Media which gave us Preferred Marketing Developer status with social media giant, 


Facebook. Most recently, we have expanded our national partnerships to include Google. 


With our digital footprint growing, we are essentially combining our previous and existing print and digital 


offerings with the biggest and boldest digital companies in the nation to give us the ability to set our company 


and its offerings for marketing solutions apart from the rest of the field. 


 


4.1.11 Financial information and documentation to be included in Part III, Confidential Financial Information 


of vendor’s response in accordance with Section 9.5, Part III – Confidential Financial Information.  


 


The confidential section of this proposal is attached in a sealed package marked, “PROPOSAL 


COMPONENT: PART iii – CONFIDENTIAL FINANCIAL INFORMATION.” 


 


4.2 SUBCONTRACTOR INFORMATION 


 


4.2.1 Does this proposal include the use of subcontractors? 
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Yes  No X 


 


 


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 year. 


 


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.   


  







 


54 
 


Reference #: 1 – Bureau of Child Family & Community Health  


Company Name: RGJ Media 


Reach, engage and educate potential patients across Northern Nevada using 


traditional and digital media platforms. 


X VENDOR  SUBCONTRACTOR 


Project Name: Public Health Insert 


Primary Contact Information 


Name: Martha Framstead 


Street Address: 4150 Technology Way Ste 210 


City, State, Zip Carson City, NV 89706 


Phone, including area code:  


Facsimile, including area code:  


Email address: MLFramsted@dhhs.nv.gov 


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the 


project/contract and description of 


services performed, including 


technical environment (i.e., software 


applications, data communications, 


etc.) if applicable: 


Content development, design, layout and 


distribution of specialized publication 


for Northern and Southern Nevada. 


Original Project/Contract Start Date: February 2013 


Original Project/Contract End Date: May 2013 


Original Project/Contract Value: $19,775 


Final Project/Contract Date: May 2013 
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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 #: 2 – Division of Welfare and Supportive Services 


Company Name: RGJ Media 


Deliver presence of weekly offers to local communities throughout Northern 


Nevada. 


X VENDOR  SUBCONTRACTOR 


Project Name: Health Insurance Services 


Primary Contact Information 


Name: Robin Ynacay Nye 


Street Address: 1470 College Parkway 


City, State, Zip Carson City, NV 89706 


Phone, including area code: 775-684-0663 


Facsimile, including area code:  


Email address: rynacaynye@dwss.nv.gov  


Alternate Contact Information 


Name:  


Street Address:  


City, State, Zip  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the 


project/contract and description of 


Content development, design, layout and 


distribution of specialized publication 



mailto:rynacaynye@dwss.nv.gov
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services performed, including 


technical environment (i.e., software 


applications, data communications, 


etc.) if applicable: 


for Northern and Southern Nevada. 


Design and printing of English and 


Spanish collateral pieces for distribution. 


Original Project/Contract Start Date: August 2014 


Original Project/Contract End Date: November 2014 


Original Project/Contract Value: $24,616 


Final Project/Contract Date: November 2014 


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 – NV Division of Public & Behavioral Health 


Company Name: RGJ Media 


Establish awareness of available services and offerings through multiple 


media products in the Northern Nevada area. 


X VENDOR  SUBCONTRACTOR 


Project Name: Recruitment Presentation 


Primary Contact Information 


Name: Kathryn Baughman 


Street Address: 1665 Old Hot Springs Rd, Ste 157 


City, State, Zip Carson City, NV 89706 


Phone, including area code: 775-687-5162 


Facsimile, including area code: 775-687-1181 


Email address: kbaughman@health.nv.gov 


Alternate Contact Information 


Name:  
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Street Address:  


City, State, Zip  


Phone, including area code:  


Facsimile, including area code:  


Email address:  


Project Information 


Brief description of the 


project/contract and description of 


services performed, including 


technical environment (i.e., software 


applications, data communications, 


etc.) if applicable: 


Project consisted of multiple in-person 


interviews to develop a series of videos 


to be used in a statewide presentation. 


Original Project/Contract Start Date: July 2014 


Original Project/Contract End Date: September 2014 


Original Project/Contract Value: $3,500 


Final Project/Contract Date: September 2014 


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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Attachment G –  


Proposed Staff Resumes 
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4.4  VENDOR STAFF RESUMES  


 


A resume must be completed for each proposed key personnel responsible for performance under any contract 


resulting from this RFP per Attachment G, Proposed Staff Resume. 


 
 


PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 


 


Contractor: X Subcontractor:  


 


Name: Niki Gladys 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Sales Director 


# of Years in Classification: 24 # of Years with Firm: 3 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


20+ years of progressively responsible sales and management experience in positions including Publisher of 


the Nevada Appeal 2008 - 2011, Sr. Director of Sales 2003 - 2007, The Dallas Morning News and Local Sales 


Manager, San Jose Mercury News 1994 - 2003.  Experience successfully overseeing the production of 


publications and projects staying within budget and ensuring profitability.   


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


Successfully managed the production, distribution and sales of the following publications: 
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Neighbors, Dallas, Texas 2005-2008 


As senior director of local sales for the Dallas Morning News, collaborated with the news room to create these 


local, community newspapers still in production today. 


The Nevada Appeal, Carson City, Nevada 2008 - 2011 


As publisher of the Nevada Appeal, oversaw every aspect of this daily newspaper ensuring quality content, 


attractive design and reliable distribution.   


In Focus Magazine, Carson City, Nevada 2009-2001 


As publisher of the Nevada Appeal, worked in partnership with the Chamber of Commerce to produce this 


quarterly glossy magazine.  Oversaw design, distribution and sales efforts. 


Reno Magazine, Reno, Nevada 2011-present 


As Sales director for RGJ Media, oversee every aspect of the production of this high-end glossy publication, 


ensuring quality content, attractive design, distribution and profitability. 


 


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


BBA, Western Michigan University, 1990 


Major: Marketing 


Minors:  Business management and Graphic Design 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


Not applicable. 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


John Maher, Publisher, Reno Gazette-Journal  775 788-6236, jmaher@reno.gannett.com 


George Rodrigue, VP and Managing Editor, Dallas Morning News, grodrigue@dallasnews.com 


Scott McElhaney, CEO Dreamlake Media 760 717-1113, smcelhaney@icloud.com 



mailto:jmaher@reno.gannett.com
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PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 


 


Contractor: X Subcontractor:  


 


Name: Rob Galloway 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Key Account Sales Manager 


# of Years in Classification: 12 # of Years with Firm: 3 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


In my nearly 12 years of experience in the media and marketing business I have worked with small 


businesses, large businesses, national businesses, non-profits, and government offices throughout Nevada. 


During this time, I have put together advertising and marketing campaigns that were relative to their needs, fit 


desired budgets and produced results. These campaigns and projects varied in scope, ranging from things like 


small budget promotional campaigns and community outreach to large statewide projects that included 


editorial coordination, print, design and statewide distribution. 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during the term of the 


contract/project and details of contract/project. 


 


November 2002 – March 2012  


Nevada Appeal (Sierra Nevada Media Group), Carson City, NV,  


Key Account Manager - Multiple projects covering the following areas: print media (newsprint, magazines, 


direct mail), commercial print, publication management and creation, project management, advertising sales, 


strategic planning, marketing, event planning, digital media (online display banners, SEM, social media, digital 


publications). 
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March 2012 – Present  


Reno Gazette-Journal (RGJ Media), Reno, NV 


Key Account Sales Manager - Multiple projects covering the following areas: Strategic planning, team building, 


print media (newsprint, magazines, direct mail), commercial print, project management, advertising sales, 


video creation and development, strategic digital media (online display banners, pay-per-click, social media, 


retargeting, email marketing, SEO, online reputation management, digital publications, mobile device 


marketing). 


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


Institution Name: Columbia Junior College 


City: Columbia 


State: CA 


Degree/Achievement: AA 


Date Completed:  N/A 


 


Institution Name: Western Nevada College 


City: Carson City 


State: NV 


Degree/Achievement: AA 


Date Completed: Pending 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


N/A 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number and email 


address.   


 


Name: Danny Campos 


Title: Regional Director of Investor Relations and Business Development 


Organization: Northern Nevada Development Authority 
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Phone: 775-247-7869 


Email Address: dcampos@nnda.org 


 


Name: Niki Gladys 


Title: Director of Sales 


Organization: RGJ Media 


Phone: 775-788-6536 


Email Address: ngladys@reno.gannett.com 


 


Name: Mike Riggs  


Title: Owner 


Organization: Monarch Direct 


Phone: 775-883-3313 


Email Address: mike@monarch-direct.com 


 


 


 
PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 


 


Contractor: X Subcontractor:  


 


Name: Annie Flanzraich 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Editor, Custom and Niche Publications 


# of Years in Classification: 8 # of Years with Firm: 3 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 
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Annie Flanzraich is the editor for custom and niche publications at RGJ Media. In that role she oversees RENO 


Magazine, the region’s premier lifestyle magazine focused on entertaining, delighting and informing Reno’s 


women (and the men in their lives). She also works with a talented team to produce more than 40 custom 


publications for RGJ Media and various clients, including area staples like Hot August Nights, Reno Rodeo and 


the Washoe County School District. She joined RGJ Media after working in Lake Tahoe as the editor of the 


Tahoe Daily Tribune and news editor of the North Lake Tahoe Bonanza. At both publications she worked as a 


Jane of all trades, managing daily online news, weekly print publications and special projects. She was also a 


member of the Swift Communications Innovation Team and spear-headed the standardization of editorial 


planning across the company’s six Nevada and California newspapers. In 2009 she was named Outstanding 


Journalist and Journalist of Merit by the Nevada Press Association and was the first journalist to win both 


awards in the same year in the organization’s history. 


Specialties: Project management, copy editing, writing, reporting, page layout, audio editing and video editing. 


Proficient in Adobe InDesign, Illustrator, Photoshop and Quark. Experience with Final Cut Pro, Dreamweaver 


and Audacity. Experience with digital SLR cameras. Trained to cover wildfires by Reno Police Department. 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


Timeframe: 2011 - Present 


Company Name: RGJ Media 


Company Location: Reno, NV 


Position Title: Editor of Custom And Niche Publications 


Details and Duration of Contract/Project:  


 Lead team of six to produce 75, high-quality niche magazines, special sections and websites per year 


 Collaborate with advertising, finance and marketing departments to redefine custom publishing’s 
product portfolio and mission, resulting in two new successful magazines and one health-focused 
website 


 Orchestrate concurrent production of multiple publications and online efforts to ensure more than $2 
million of revenue per year 


 Plan and edit 20+ publications, both in-house efforts and client projects 


 Developed and executed new content strategy and design for RENO Magazine’s print and web 
platforms, resulting in uptick in readership and revenue 


 Engage community via social media, doubling Facebook likes and implementing new tools, such as 
Instagram 


 


Timeframe: 2009 - 2011 


Company Name: Tahoe Daily Tribune 


Company Location: South Lake Tahoe, CA 


Position Title: Editor 


Details and Duration of Contract/Project:  
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 Led and developed a team of creative, collaborative journalists through several new hires and nurtured 
existing staff 


 Edited special projects, including growing twice-yearly glossy visitors magazine to almost twice its 
previous size 


 Reinforced publication’s reputation and voice in the community via editorials, networking and co-
founded a new local young professionals group 


 Updated website almost 20 times a day with local and regional content to facilitate an average of 
500,000 page views per month 


 Directed, coordinated and communicated with more than 20 freelance and community contributors 


 Pioneered new communication system to connect multiple newsrooms and leverage resources as part 
of Swift Communications Innovation Team 


 Awards during leadership: Best Investigative or In-Depth Series, Best Information Graphic, Best 
Feature Story, Best Page One Design and Best Feature Photo by the Nevada Press Association (2011) 
and First Place Feature Story by the California Newspaper Publishers Association (2010) 


 


Timeframe: 2007 - 2009 


Company Name: North Lake Tahoe Bonanza 


Company Location: Incline Village, NV 


Position Title: News Editor 


Details and Duration of Contract/Project:  


 Led and organized large projects including special sections and community forums 
 Assisted in managing newsroom, including budgets, story execution and news staff 
 Covered Lake Tahoe environment, county government and bi-state federal management agency 


 Award recipient: Nevada Press Association 2009 Outstanding Journalist, Journalist of Merit, 
Community Service, Explanatory Journalism, Feature Story 


 


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


Institution Name: University of Nevada, Reno 


City: Reno 


State: NV 


Degree/Achievement: Bachelors of Arts with a major in journalism and minor in American history 


Date Completed: May, 2007 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


N/A 
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REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


 


Name: Niki Gladys 


Title: Director of Sales 


Organization: RGJ Media 


Phone: 775-788-6536 


Email Address: ngladys@reno.gannett.com 


 


Name: Ryan Slabaugh 


Title: Editor 


Organization: Countryside Publications, 


Phone: 970-389-5218 


Email Address: rslabaugh@swiftcom.com 


 


Name: Donica Mensing 


Title: Associate Professor and Director of Graduate Studies 


Organization: Reynolds School of Journalism and Center for Advanced Media Studies 


Phone: 775-784-4198 


Email Address: dmensing@unr.edu 


 


 


 


 
PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 


 


Contractor: X Subcontractor:  
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Name: Coletta Bwire 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Senior Key Accounts Executive 


# of Years in Classification: 13 # of Years with Firm: 13 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


13 years in the advertising/marketing industry, with 10 years as advertising consultant for RGJ Media top 


advertisers. 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


Timeframe: 2005 - Present 


Company Name: RGJ Media 


Company Location: Reno, NV 


Position Title: Senior Key Accounts Executive. 


Details and Duration of Contract/Project: Advertising consultant for Top accounts (such as National 


Advertising Agencies, Casinos, Major Hospitals).  Responsible for putting together strategic advertising plans 


that include products from RGJ Media’s large suite of products, as well as account maintenance and revenue 


growth. 


  


Timeframe: 2002-2005 


Company Name: RGJ Media  


Company Location: Reno, NV 


Position Title: Business Development Account Executive 


Details and Duration of Contract/Project: Advertising consultant for small businesses.  Responsible for 


acquiring new accounts from a designated geographic area.   


 


Timeframe: 1999-2002 


Company Name: MSC Industrial Supply 


Company Location: Fernley, NV 


Position Title: Sales Associate 
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Details and Duration of Contract/Project: Responsible for Industrial supply sales and account growth of 


large companies in a designated geographic area.   


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


Institution Name: University of Nevada-Reno 


City: Reno 


State: NV 


Degree/Achievement: Bachelors of Science 


Date Completed: December, 1999 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


N/A 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


Name: Jennifer Hill 


Title: Media Director  


Organization: The Glenn Group 


Phone: 775-686-7796 


Email Address: jhill@theglenngroup.com 


 


Name: Jennifer Jones  


Title: Key Accounts Manager 


Organization: Greenville News 


Phone: 864-298-4113 


Email Address: jjones8@greenvillenews.com  


 


Name: Dr. Michael Glass 
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Title: Owner  


Organization: Esteem Medical Spa 


Phone: 775-329-3000 


Email Address:bruinglass@aol.com  


 


 


 
PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 


 


Contractor: X Subcontractor:  


 


Name: Rosemarie Ruiz 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Digital Coordinator 


# of Years in Classification: 10 # of Years with Firm: 10 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


15 years in the advertising/marketing industry, with nine years specializing in digital marketing and operations. 


 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


Timeframe: 2005 - Present 


Company Name: RGJ Media 


Company Location: Reno, NV 


Position Title: Digital Coordinator 
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Details and Duration of Contract/Project: Managed online advertising operations, online inventory, web 


analytics, trained staff on online related systems and optimized online advertising campaigns. 


 


Timeframe: 2001 - 2004 


Company Name: JP Marketing 


Company Location: Fresno, CA 


Position Title: Assistant Account Manager 


Details and Duration of Contract/Project: Managed accounts, planned and purchased media, coordinated 


special marketing events, conducted secondary marketing research, wrote marketing proposals and press 


releases, analyzed and prepared sales comparison reports and developed sales promotion ideas. 


 


Timeframe: 2000 - 2001 


Company Name: Armadillo Advertising 


Company Location: Clovis, CA 


Position Title: Assistant Media Buyer 


Details and Duration of Contract/Project: Planned and assisted with media buys, managed media traffic, 


conducted marketing research and developed sales promotion ideas. 


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


Institution Name: University of Phoenix 


City: Reno 


State: NV 


Degree/Achievement: Master of Business Administration 


Date Completed: May, 2008 


 


Institution Name: California State University, Fresno 


City: Fresno 


State: CA 


Degree/Achievement: Bachelors of Mass Communications & Journalism 


Date Completed: May, 2000 
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CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


N/A 


 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


Name: Mary Forrestel 


Title: Account Executive 


Organization: Cumulas Media 


Phone: 775-325-325-9162 


Email Address: Mary.forrestel@cumulas.com 


 


Name: Tori Bowlin 


Title: e-Business Partner 


Organization: Renown 


Phone: 775-721-4038 


Email Address: Vbowlin@renown.org  


 


Name: Jane Quebe 


Title: President 


Organization: JP Marketing  


Phone: 559-438-2180 


Email Address: jane@jpmktg.com  


 


 


PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 



mailto:Mary.forrestel@cumulas.com

mailto:Vbowlin@renown.org

mailto:jane@jpmktg.com
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Company Name Submitting Proposal: RGJ Media 


 


Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 


Contractor: X Subcontractor:  


 


The following information requested pertains to the individual being proposed for this project. 


Name: Michele Valdovinos 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Senior Market Analyst 


# of Years in Classification: 3  # of Years with Firm: 3 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


For more than 20 years, Michele has worked in the market research field with positions at media leaders Gannett, 


Univision and 20th Century Fox as well as multinational research firms WPP/Kantar and Phoenix Marketing Intl.  In 


addition she gained experience at one of the nation’s leading Hispanic advertising agency Y&R/Bravo Group where 


she led the strategic planning discipline for clients including AT&T, J&J, Best Foods, U.S. Army and many others. 


Michele has also directed the marketing role for distinguished organizations like Pepperdine University’s Graziadio 


School of Business where she managed all prospective student research and messaging initiatives. 


 


 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


In her role as a senior market researcher, Michele has led many research initiatives in the industry.  


Experience includes:  


 usability testing of healthcare websites 


 exploratory research for caregivers, patients and physicians 


 shadow observation in doctor and healthcare providers’ office 


 survey research to understand brand awareness, perception and usage for doctors, hospitals and 
insurance providers as well as pharmaceuticals 
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EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


BA, Telecommunication Pepperdine University 


MA, Media Management The Annenberg School of Communications at University of Southern California 


 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


Michele is a published author, whose work includes the Marketing & Public Relations text “Understanding and 


Targeting America’s Largest Minority” published in 2005. She has a certificate in International Business from the 


Kellogg College at Oxford University received in 2000. 


 


 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


Monica Villalobos 


Vice President, Arizona Hispanic Chamber of Commerce 


MonicaV@azhcc.com 


602-294-6086 


 


 


 


PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 
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Contractor: X Subcontractor:  


 


Name: Michael Rollman 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Graphic Designer 


# of Years in Classification: 29 # of Years with Firm: 16 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


I bring over 29 years of expert knowledge of digital media, photography, pre-press production, 4-color offset 


printing, and computer-to-plate technology, and ability to merge traditional graphic art with Mac/PC supported 


imaging software technologies that continue to generate client-winning results. 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


Timeframe: 1999 - Present 


Company Name: RGJ Media 


Company Location: Reno, NV 


Position Title: Graphic Designer 


Details and Duration of Contract/Project: Create and manage online advertising for white glove accounts. 


Email marketing, website design and coding, internal marketing and digital media, such as digital video, 


animation and interactive design. 


 


Timeframe: 2003 - 2010 


Company Name: Truckee Meadows Community College 


Company Location: Reno, NV 


Position Title: Graphic Communications Instructor 


Details and Duration of Contract/Project: Instructor for Graphic Communications Department. Class 


instructed include: Graphic Design 2D, Web Design, Color Theory & Flash Animation. 


 


Timeframe: 1997 - 1999 


Company Name: Jostens 
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Company Location: Topeka, Kansas 


Position Title: Computer Support Analyst / Marketing Graphic Designer 


Details and Duration of Contract/Project: Online and telephone support for digital products.  


In-house marketing designer. 


 


Timeframe: 1996 - 1997 


Company Name: Print Time 


Company Location: Kansas City, Missouri 


Position Title: Graphic Design / Image Output Technician 


Details and Duration of Contract/Project: Manage imaging output for offset printing.    


 


 


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


Institution Name: Truckee Meadows Community College 


City: Reno 


State: NV 


Degree/Achievement: Graphic Communications Program 


Date Completed:  N/A 


 


Institution Name: Johnson County Community College 


City: Lenexa 


State: KS 


Degree/Achievement: General Studies 


Date Completed: N/A 


 


CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


N/A 
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REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


Name: Tori Bowlin 


Title: e-Business Partner 


Organization: Renown 


Phone: 775-721-4038 


Email Address: Vbowlin@renown.org  


 


Name: Traci Hansen 


Title: Account Executive 


Organization: Microsoft 


Phone: 775-815-9526 


Email Address: tracikh1@yahoo.com 


 


Name: Beth Ptak 


Title: Asst Packing Center Manager 


Organization: Des Moines Production 


Phone: 515-471-3532  x3532 


Email Address: BPTAK@registermedia.com 


 


 


PROPOSED STAFF RESUME FOR RFP 3147 


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: RGJ Media 


 


Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 



mailto:Vbowlin@renown.org
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Contractor: X Subcontractor:  


 


The following information requested pertains to the individual being proposed for this project. 


Name: Bridget Meade 
Key Personnel: 


(Yes/No) 
Yes 


Individual’s Title: Digital Content Producer 


# of Years in Classification: 4 # of Years with Firm: 2 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 


Information should include a brief summary of the proposed individual’s professional experience. 


 


Bridget Meade is writing and strategy junky with three years of expertise in content strategy, copywriting and 


copyediting, social media marketing, web content management, information design, web content creation, 


HTML 5, SEO, market research, online marketing, community management and content management. 


RELEVANT EXPERIENCE 


Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 


 


Timeframe: 2013 - Present 


Company Name: RGJ Media 


Company Location: Reno, NV 


Position Title: Digital Content Producer 


Details and Duration of Contract/Project:  


 Develop RGJ’s online Health Source article ideas and coordinate all content with three Northern 
Nevada hospitals. 


 Increased website visitors by an average of 10% each month with SEO tactics. 


 Write and produce content for a regional audience. 


 Perform website analytics analysis to determine the number of unique visitors, what content readers 
respond to and the times they visit the site most. 


 Responsible for social media messaging for Health Source across multiple platforms. 


 Plan, write and execute current Facebook ad campaigns to maintain visibility since the social media site 
changed their algorithm for marketers. 


 


Timeframe: 2012 - 2013 


Company Name: OCG Creative 


Company Location: Reno, NV 
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Position Title: Content Strategist 


Details and Duration of Contract/Project:  


 Develop and arrange website relevant and useful content for users. 


 Ensure clients’ websites are at the top of search engine results with SEM/SEO tactics. 


 Develop strategy and voice for social media platforms. 
 


Timeframe: 2011 - Present 


Company Name: Self-employed 


Company Location: Reno, NV 


Position Title: Web Content Consultant 


Details and Duration of Contract/Project:  


 Develop content for multiple social media platforms and client websites. 


 Create and implement content calendars based on client’s goals. 


 Monitor social media and website analytics and alter approach as needed. 


 Design and install custom Facebook tabs for clients using a third party vendor. 


 Assisted in the promotion of The Holland Project’s marketing seminar which raised $2,000 for the 
nonprofit. 


 


Timeframe: 2011 – 2013 


Company Name: ThisisReno.com  


Company Location: Reno, NV 


Position Title: Chief Content Curator 


Details and Duration of Contract/Project:  


 Identify new user generated content for the site. Content ranges from new bloggers to visual media. 


 Advised on the site’s Sept. 2012 redesign and business model change. 


 Implemented new social media strategies. 


 Wrote, edited, and provided media for an 11 part blog series about my summerstudy abroad 
experience in Viterbo, Italy. 


 Articles received as many as 21 Facebook “likes” per post with a total of 85 likes, 26 tweets, and 5 
Google +1s. 


 Recognized by The Nevada Review for demonstrating how ThisisReno.com can be a powerful example 
of networked journalism in Northern Nevada. 


 


Timeframe: 2011 – 2013 


Company Name: ThisisReno.com  


Company Location: Reno, NV 


Position Title: Chief Content Curator 


Details and Duration of Contract/Project:  
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 Identify new user generated content for the site. Content ranges from new bloggers to visual media. 


 Advised on the site’s Sept. 2012 redesign and business model change. 


 Implemented new social media strategies. 


 Wrote, edited, and provided media for an 11 part blog series about my summerstudy abroad 
experience in Viterbo, Italy. 


 Articles received as many as 21 Facebook “likes” per post with a total of 85 likes, 26 tweets, and 5 
Google +1s. 


 Recognized by The Nevada Review for demonstrating how ThisisReno.com can be a powerful example 
of networked journalism in Northern Nevada. 


 


Timeframe: 2011 


Company Name: Reynolds School of Journalism 


Company Location: Reno, NV 


Position Title: Assistant Webmaster 


Details and Duration of Contract/Project:  


 Published AP style articles for the Reynold’s School of Journalism’s website. 


 Reported journalism school events such as visits from Google News founder Dr. Krishna Bharat and 
Pulitzer Prize winner David Rohde. 


 University of North Carolina’s Talking Biz News Blog mentioned my article about a professor who 
emphasizes the importance of getting to know a story’s subject. 


 


EDUCATION 


Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 


 


Institution Name: University of Nevada, Reno 


City: Reno 


State: NV 


Degree/Achievement: Bachelors of Arts with a major in journalism 


Date Completed: May, 2004 


 


Institution Name: University of Nevada, Reno 


City: Reno 


State: NV 


Degree/Achievement: Masters of Arts in Interactive Journalism 


Date Completed: December 2011 
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CERTIFICATIONS 


Information required should include: type of certification and date completed/received. 


 


N/A 


REFERENCES 


A minimum of three (3) references are required, including name, title, organization, phone number, fax number 


and email address.   


 


Name: Annie Flanzrach 


Title: Editor, Custom & Niche Publications 


Organization: RGJ Media 


Phone: 775-788-6556 


Email Address: aflanz@rgj.com 


 


Name: Donica Mensing 


Title: Associate Professor and Director of Graduate Studies 


Organization: Reynolds School of Journalism and Center for Advanced Media Studies 


Phone: 775-784-4198 


Email Address: dmensing@unr.edu 


 


Name: Stephanie Tadder 


Title: Branch Manager 


Organization: Kelly Services  


Phone: 775-225-6880 


Email Address: 3921@kellyservices.com 


 


 


 


 


 


 



mailto:dmensing@unr.edu
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Thank You 


 
 


 








 


1 
 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


Part II – Cost Proposal – RFP 3147 


Exchange Marketing and Outreach 


 RGJ Media 


955 Kuenzli St. 


Reno, NV 89502 
 Proposal Opening Date: January 20, 2015 
 Proposal Opening Time: 2:00pm PST 


 


 


 


 


 


 


 


 


 


 


For information regarding this proposal, contact Robert Galloway (rgalloway@rgj.com) at 775.327.6702 



mailto:rgalloway@rgj.com
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Cost Proposal 
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Cost Proposal 


 


Media Costs: 


The determining factor as to which media to use to target which demographic in which market across 


the state cannot be fully be determined until the analysis of data is complete. The costs outlined below 


give a little insight into how they will be determined. 


 


 


Traditional Media  


Print, TV, Radio, Outdoor, Direct Mail:  


Costs and rates for these will vary based on many determining factors such as total overall 


spend with specific media company, frequency of message, size of ad unit, and placement. 


 


 


 Digital Media  


Desktop and mobile display advertising: 


Costs vary based on size/placement of ad, amount of impressions purchased and which 


websites we are using to achieve the desired results.  


  


 Video/Pre-roll 


Video costs would be determined by type of message needed to be marketed and how that 


message would be presented. If using same message for broadcast media as pre-roll, it would 


help alleviate some costs.  


 


PPC (Pay-Per-Click): 


PPC costs are determined by search engines at time of bid based on relevant keywords.  


 


SEO (Search Engine Optimization): 


SEO costs are determined by amount of key search terms that would apply to the website 


content. This would be determined by an evaluation of current keywords being utilized. 


 


Targeted Email Marketing: 


Targeted email is based on the total amount of emails being utilized at time of spend. How we 


decide to target would yield the total count of email addresses we would be sending to. Rates 


are determined by a cost per thousand (CPM) and can range from $35cpm to $80cpm. 


 


Retargeting: 


Retargeting cost options vary based on unique visitors to specific website and how many times 


we would like the messaging to reach them over a given day. This would be determined once 


the data is analyzed. 


 


 Social Media 


Costs for social media will be determined by the target demographics we need to reach with 


advertising and how engaging we want to make the social landing pages interact with users. 
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Other Costs: 


As discussed in many other areas of this RFP, until all of the data is fully understood, it is not known 


how much service time will be needed to allocate to a given element. 


 


 


  Hourly fee for copy/content/script writing:  $125/hr. 


  Hourly fee for strategic marketing development: $100/hr.  


  Hourly fee for production/layout:   $100/hr. 


  Hourly fee for photography:    $125/hr. 


  Hourly fee for graphic design   $125/hr. 
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Attachment J – 


Cost Proposal Certification of Compliance with 


Terms and Conditions of RFP 
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Thank You 


 
 


 








Consensus Scoresheet 


Page 1 of 2


Weight Eval 1 Eval 2 Eval 3 Eval 4 Eval 5  Average
weighted 


BRAINTRUST MKTG 1.  Demonstrated Competence 25.0 3.0 3.0 3.0 3.0   75.0
  
2.  Experience in performance of comparable engagements 20.0 1.0 4.0 3.0 3.0  55.0


   
3.  Conformance with the terms of this RFP 15.0 0.0 3.0 0.0 1.0 15.0
 
4. Expertise and availability of key personnel 15.0 2.0 5.0 4.0 4.0  56.3
 
5. Reasonableness of cost 25.0 2.0 2.0 2.0 2.0  50.0
  


 
 Pass/Fail


Financial Stability (pass/fail)      
Technical Ave 201.3


   
    Average Score 251.3


Weight Eval 1 Eval 2 Eval 3 Eval 4 Eval 5  Average
weighted 


MASSMEDIA/ROBERTSON 1.  Demonstrated Competence 25.0 7.0 7.0 6.0 7.0   168.8
  
2.  Experience in performance of comparable engagements 20.0 10.0 8.0 10.0 7.0  175.0


   
3.  Conformance with the terms of this RFP 15.0 9.0 9.0 9.0 9.0 135.0
 
4. Expertise and availability of key personnel 15.0 8.0 7.0 8.0 7.0  112.5
 
5. Reasonableness of cost 25.0 7.0 7.0 7.0 7.0  175.0
  


 
 Pass/Fail


Financial Stability (pass/fail)      
Technical Ave 591.3


 
   766.3Average Score







Consensus Scoresheet 


Page 2 of 2


Weight Eval 1 Eval 2 Eval 3 Eval 4 Eval 5  Average
weighted 


PENNA POWERS 1.  Demonstrated Competence 25.0 10.0 9.0 10.0 10.0   243.8
  
2.  Experience in performance of comparable engagements 20.0 9.0 9.0 10.0 9.0  185.0


   
3.  Conformance with the terms of this RFP 15.0 9.0 9.0 8.0 9.0 131.3
 
4. Expertise and availability of key personnel 15.0 9.0 8.0 10.0 10.0  138.8
 
5. Reasonableness of cost 25.0 7.0 7.0 7.0 7.0  175.0
  


 
 Pass/Fail


Financial Stability (pass/fail)      
Technical Ave 698.8


   
    873.8


Weight Eval 1 Eval 2 Eval 3 Eval 4 Eval 5  Average
weighted 


RGJ MEDIA 1.  Demonstrated Competence 25.0 2.0 1.0 1.0 1.0   31.3
  
2.  Experience in performance of comparable engagements 20.0 2.0 1.0 2.0 1.0  30.0


   
3.  Conformance with the terms of this RFP 15.0 3.0 1.0 2.0 1.0 26.3
 
4. Expertise and availability of key personnel 15.0 0.0 1.0 2.0 0.0  11.3
 
5. Reasonableness of cost 25.0 2.0 2.0 2.0 2.0  50.0
  


 
 Pass/Fail


Financial Stability (pass/fail)      
Technical Ave 98.8


   
    148.8


Average Score


Average Score





		Consensus Scoring
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April 3, 2015

***NOTICE OF AWARD***

A Notice of Award discloses the selected vendor(s) and the intended contract terms resulting from a

State issued solicitation document.  Contract for the services of an independent contractor do not 

become effective unless and until approved by the Board of Examiners.


		RFP:

		3147





		For:

		Silver State Health Insurance Exchange Marketing and Outreach





		Vendor:

		Penna Powers 





		Term:

		May 13, 2015 – May 31, 2017;  Two (2) years and 31 days





		Awarded Amount:

		$4,000,000.00





		Using Agency:

		Silver State Health Insurance Exchange





************************************************************************************


This Notice of Award has been posted in the following locations:


		State Library and Archives

		100 N. Stewart Street

		Carson City



		State Purchasing

		515 E. Musser Street

		Carson City



		Silver State Health Insurance Exchange

		2310 S. Carson St., Ste. 2

		Carson City





Pursuant to NRS 333.370, any unsuccessful proposer may file a Notice of Appeal


 within 10 days after the date of this Notice of Award.


NOTE:  This notice shall remain posted until April 13, 2015.

Revised as of 10/05/11






State of Nevada
Request for Proposal:  3147


SILVER STATE HEALTH INSURANCE
EXCHANGE MARKETING AND OUTREACH 


PART I A - Technical Proposal


BRAINtrust Marketing + Communications
8948 Spanish Ridge Avenue, Las Vegas, NV  89148


702.862.4242 or info@braintrustlv.com
Opening Date: January 20, 2015


Opening Time: 2:00PM


This documented printed on 100% recycled paper from responsible sources.
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VENDOR INFORMATION SHEET FOR RFP 3147 
 
Vendor Must: 
 


A) Provide all requested information in the space provided next to each numbered question.  
The information provided in Sections V1 through V6 will be used for development of the 
contract; 


 
B) Type or print responses; and 


 
C) Include this Vendor Information Sheet in Tab III of the Technical Proposal. 


 
V1 Company Name BTMC LLC. dba BRAINtrust Marketing + Communications 


 
V2 Street Address 8948 Spanish Ridge Avenue 


 
V3 City, State, ZIP Las Vegas, Nevada, 89148 


 


V4 Telephone Number 
Area Code:  702 Number:  862-4242 Extension:   


 


V5 Facsimile Number 
Area Code:  702 Number:  735-4242 Extension:   


 


V6 Toll Free Number 
Area Code:   Number:   Extension:   


 


V7 


Contact Person for Questions / Contract Negotiations, 
including address if different than above 


Name:  Kurt Ouchida 
Title:  Managing Partner 
Address: 8948 Spanish Ridge Avenue, Las Vegas, NV 89148 
Email Address:  kurt@braintrustlv.com 


 


V8 Telephone Number for Contact Person 
Area Code:  702 Number:  300-5756 Extension:   


 


V9 Facsimile Number for Contact Person 
Area Code:  702 Number:  735-4242 Extension:   


 


V10 
Name of Individual Authorized to Bind the Organization 


Name:  Kurt Ouchida Title:  Managing Partner 
 


V11 
Signature (Individual must be legally authorized to bind the vendor per NRS 333.337) 


Signature: Date:  1/19/15 
 











 


  
31. Does the Exchange have target enrollment goals? 
  


This information is undetermined at this time. 
   
32. Does the Exchange have a target range for cost per touch for marketing and outreach? 
 


This information is undetermined.  
  
33. Does the Exchange have a list of parties/firms interested in subcontracting or partnering on this 


project? Can the Exchange publish this list? 
  


The Exchange enjoys partnerships with many community entities and will continue to look 
for new partnerships to assist with education and enrollment.  The Exchange does not have a 
published list of parties/firms interested in partnering.     


   
34. Does the scope of this contract include provisions for updates to the website or other 


technology investments to improve conversion rates or other key metrics?  If not, how do 
updates to the website get addressed? 


  
See the answer to question #16. 


 
35. What marketing platforms does the exchange currently use to execute their marketing? 
  


See the answer to question #1. 
 
36. Will you be publishing results of what worked and did not from last year’s education and 


outreach efforts? 
 


The current vendor will provide a post-campaign report at the conclusion of current year 
open enrollment. 


 
 
 
 
ALL ELSE REMAINS THE SAME FOR RFP 3147. 


 
 


Vendor must sign and return this amendment with proposal submitted. 
 


Vendor Name: BRAINtrust Marketing + Communications 


Authorized Signature:  
Title: Managing Partner Date: Jan. 14, 2015 


 
 
 
 


This document must be submitted in the “State 
Documents” section/tab of vendors’ technical proposal. 











ATTACHMENT A – CONFIDENTIALITY AND CERTIFICATION OF INDEMNIFICATION 
 
Submitted proposals, which are marked “confidential” in their entirety, or those in which a significant portion of the submitted 
proposal is marked “confidential” will not be accepted by the State of Nevada.  Pursuant to NRS 333.333, only specific parts 
of the proposal may be labeled a “trade secret” as defined in NRS 600A.030(5).  All proposals are confidential until the 
contract is awarded; at which time, both successful and unsuccessful vendors’ technical and cost proposals become public 
information.   
 
In accordance with the Submittal Instructions of this RFP, vendors are requested to submit confidential information in separate 
binders marked “Part I B Confidential Technical” and “Part III Confidential Financial.” 
 
The State will not be responsible for any information contained within the proposal.  Should vendors not comply with the 
labeling and packing requirements, proposals will be released as submitted.  In the event a governing board acts as the final 
authority, there may be public discussion regarding the submitted proposals that will be in an open meeting format, the 
proposals will remain confidential.  
 
By signing below, I understand it is my responsibility as the vendor to act in protection of the labeled information and agree to 
defend and indemnify the State of Nevada for honoring such designation.  I duly realize failure to so act will constitute a 
complete waiver and all submitted information will become public information; additionally, failure to label any information 
that is released by the State shall constitute a complete waiver of any and all claims for damages caused by the release of the 
information. 
 
This proposal contains Confidential Information, Trade Secrets and/or Proprietary information as defined in Section 2 
“ACRONYMS/DEFINITIONS.”  
 
Please initial the appropriate response in the boxes below and provide the justification for confidential status. 
 


Part I B – Confidential Technical Information 
YES  NO X 


Justification for Confidential Status 
 


 


A Public Records CD has been included for the Technical and Cost Proposal 
YES X NO (See note below)  


Note:  By marking “NO” for Public Record CD included, you are authorizing the State to use the “Master CD” for 
Public Records requests. 


 


Part III – Confidential Financial Information 
YES  NO X 


Justification for Confidential Status 
 


 
BTMC LLC. dba BRAINtrust Marketing & Communications  
Company Name  
    


Signature    
    
Kurt Ouchida   January 14, 2015 
Print Name   Date 
 
 


This document must be submitted in Tab IV of vendor’s technical proposal 











ATTACHMENT C – VENDOR CERTIFICATIONS 
 
Vendor agrees and will comply with the following: 
 
(1) Any and all prices that may be charged under the terms of the contract do not and will not violate any existing federal, 


State or municipal laws or regulations concerning discrimination and/or price fixing.  The vendor agrees to indemnify, 
exonerate and hold the State harmless from liability for any such violation now and throughout the term of the contract. 


 
(2) All proposed capabilities can be demonstrated by the vendor. 
 
(3) The price(s) and amount of this proposal have been arrived at independently and without consultation, communication, 


agreement or disclosure with or to any other contractor, vendor or potential vendor. 
 
(4) All proposal terms, including prices, will remain in effect for a minimum of 180 days after the proposal due date.  In the 


case of the awarded vendor, all proposal terms, including prices, will remain in effect throughout the contract negotiation 
process. 


 
(5) No attempt has been made at any time to induce any firm or person to refrain from proposing or to submit a proposal 


higher than this proposal, or to submit any intentionally high or noncompetitive proposal.  All proposals must be made in 
good faith and without collusion. 


 
(6) All conditions and provisions of this RFP are deemed to be accepted by the vendor and incorporated by reference in the 


proposal, except such conditions and provisions that the vendor expressly excludes in the proposal.  Any exclusion must 
be in writing and included in the proposal at the time of submission. 


 
(7) Each vendor must disclose any existing or potential conflict of interest relative to the performance of the contractual 


services resulting from this RFP.  Any such relationship that might be perceived or represented as a conflict should be 
disclosed.  By submitting a proposal in response to this RFP, vendors affirm that they have not given, nor intend to give at 
any time hereafter, any economic opportunity, future employment, gift, loan, gratuity, special discount, trip, favor, or 
service to a public servant or any employee or representative of same, in connection with this procurement.  Any attempt 
to intentionally or unintentionally conceal or obfuscate a conflict of interest will automatically result in the 
disqualification of a vendor’s proposal.  An award will not be made where a conflict of interest exists.  The State will 
determine whether a conflict of interest exists and whether it may reflect negatively on the State’s selection of a vendor.  
The State reserves the right to disqualify any vendor on the grounds of actual or apparent conflict of interest. 


 
(8) All employees assigned to the project are authorized to work in this country. 
 
(9) The company has a written equal opportunity policy that does not discriminate in employment practices with regard to 


race, color, national origin, physical condition, creed, religion, age, sex, marital status, sexual orientation, developmental 
disability or handicap.   


 
(10) The company has a written policy regarding compliance for maintaining a drug-free workplace. 
 
(11) Vendor understands and acknowledges that the representations within their proposal are material and important, and will 


be relied on by the State in evaluation of the proposal.  Any vendor misrepresentations shall be treated as fraudulent 
concealment from the State of the true facts relating to the proposal. 


 
(12) Vendor must certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above. 
 
(13) The proposal must be signed by the individual(s) legally authorized to bind the vendor per NRS 333.337. 
 
BTMC LLC. dba BRAINtrust Marketing & Communications  
Vendor Company Name  
    


Vendor Signature    
Kurt Ouchida   January 14, 2015 
Print Name   Date 
 


This document must be submitted in Tab IV of vendor’s technical proposal 











ATTACHMENT B – TECHNICAL PROPOSAL CERTIFICATION OF COMPLIANCE 
WITH TERMS AND CONDITIONS OF RFP 


 
I have read, understand and agree to comply with all the terms and conditions specified in this Request 
for Proposal.   
 


YES X I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during 
negotiations.   
 
BTMC LLC. dba BRAINtrust Marketing & Communications  
Company Name  
    


Signature    
    
Kurt Ouchida   January 14, 2015 
Print Name   Date 
 
 


Vendors MUST use the following format.  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    


    


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
    


    


    


 
 This document must be submitted in Tab V of vendor’s technical proposal 











 Scope of Work 
                 


F
ueled by passion, dedicated to excellence and with proven track records of success in travel, tour-


ism and hospitality sectors, BRAINtrust Marketing + Communications, seeks consideration for State 


of Nevada Request For Proposal #3147 to create and execute a marketing and community outreach 


campaign on behalf of the Silver State Health Insurance Exchange.  


Our agency was founded by former hospitality industry marketing executives who have created and ex-


ecuted communications plans and brand strategies for some of the most well-known brands in the casino 


gaming and resort industries. Client-side, those guys used to hire agencies on a regional and national level, 


and when they left the corporate world they thought “Hey! We can do this better.”  And since 2006 that’s 


what BRAINtrust has tried to do.  Be a better kind of agency. 


Nimble, dynamic, strategic and service-oriented we disrupted the status quo of the Las Vegas agency scene, 


winning large accounts by delivering big ideas with high-touch account management.  We have experienced 


meteoric growth since inception in 2006 and grown to one of the largest agencies in Nevada. We’ve created 


a literal brain trust, with experts in all major marketing disciplines such as public relations, media strategy 


and buying, social media, brand creative design, interactive and experiential marketing services designed to 


connect with today’s modern consumer.


In the pages that follow, we’ve provide a series of cases studies and work samples that provide you with an 


overview of our approach to 3.4.2; 3.4.2.1; 3.4.2.2; 3.4.2.3; 3.4.2.4 and 3.4.2.5 (see section 4) with each 


example addressing:


 Market research


 Target Market Segmentation


 Strategic Planning


 Developing integrated marketing campaigns


 Collateral design


 Use of web and social media


 Media planning


We firmly believe this document will demonstrate our extensive experience, innovative methodology and 


overall competence in fulfilling the requirements for RFP #3147.  Thank you for your consideration.
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Brand Marketing


• Strategic brand evaluation


• Brand positioning


• Marketing plan development


• Event marketing


• Strategic partnerships


• Promotions


• Experiential activations


• Business analysis


• Lead generation


• Sponsorship sales


Advertising


• Media strategy


• Media planning and rate negotiation


• Media buying and reconciliation


• Campaign management


• Print, broadcast, direct, and web


• Advertising creative development


• Advertising creative design


Public Relations


• National, regional, local PR


• Strategic planning


• Promote profit centers


• Access to proprietary media lists


• Dedicated publicist


• “Day-to-day” PR


• Media event execution


• Trade and B2B media relations


• Press conference organization


Corporate Communications


• Overall message management


• Strategic communications plan


• Crisis communications


• Labor relations


• Internal HR communications


• Media training


• Liaison with investor relations


Creative Design


& Web Development


• Collateral materials design


• Web design (html5 and mobile)


• Specialty item design


• Mixed media


• Art direction


• Photo shoot oversight


• Video production


• Print production


Interactive Marketing


• Social media


• Content strategy and management


• Search optimization


• Search marketing


• Viral video


• Widgets and apps


• Life cycle marketing


• E-blasts and data mining


• On-line distribution


M
odern marketing campaigns demand a synchronized strategy executed over multiple channels. 


That’s why BRAINtrust Marketing offers a wide range of services that allows us to be a dynamic, 


integrated agency and a marketing resource.   We’ve created a literal brain trust, with experts in all 


major marketing disciplines such as public relations, media strategy and buying, social media, brand creative 


design, interactive and experiential marketing services designed to connect with today’s modern consumer.  


Our philosophy is, “Let’s get it done,” and in order to effectively connect with modern consumers, our team 


consists of experts that provide the following skills and services:


INTEGRATED MARKETING
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NV ATTORNEY GENERAL: 
HOME AGAIN PROGRAM


HENDERSON COMMUNITY 
FOUNDATION


LAS VENTANAS 
SENIOR COMMUNITY


COLLEGE OF 
SOUTHERN NEVADA


NEVADA DEPT. OF 
BUSINESS & INDUSTRY


THE SMITH CENTER FOR 
THE PERFORMING ARTS


OPPORTUNITY VILLAGE NEVADA DEPT. OF 
NUCLEAR PROJECTS


AFTER-SCHOOL ALL STARS


REGIONAL 
TRANSPORTATION 


COMMISSION


UNITED WAY OF 
SOUTHERN NEVADA 


GIRL SCOUTS OF 
SOUTHERN NEVADA


NEVADA’S BIG GIVE GOODWILL OF 
SOUTHERN NEVADA


UNIVERSITY OF NEVADA 
LAS VEGAS


THE MOB MUSEUM


NON-PROFIT & 
GOVERNMENT EXPERIENCE







RENAISSANCE 
LAS VEGAS


LAGUNA CLIFFS 
MARRIOTT


SAWGRASS MARRIOTT


WESTIN WASHINGTON DC


COSMOPOLITAN 
LAS VEGAS


INTERJET AIRLINES PAHRUMP TOURISM


BON APPETIT
 VEGAS UNCORK’D


TRUMP LAS VEGAS HOTEL ALLEGIANT AIRLINESSANDS EXPO & 
CONVENTION CENTER


COWABUNGA BAY 
WATER PARK


LAS VEGAS 
MOB EXPERIENCE


SILVERTON 
CASINO LODGE


RICHARD PETTY 
DRIVING EXPERIENCE


MINUS 5 ICE LOUNGE


LAS VEGAS-CENTRIC & 
TOURISM EXPERIENCE







ILLUSTRATED IN THE PAGES THAT FOLLOW ARE THE FOLLOWING COMPREHENSIVE MARKETING CAMPAIGNS 


FOR YOUR REVIEW ADDRESSING 3.4.2; 3.4.2.1; 3.4.2.2; AND 3.4.2.3


1. United Way of Southern Nevada


2. Town of Pahrump Tourism


3. Allegiant Travel Company


4. Laguna Cliffs Marriott Resort & Spa, Dana Point, California


5. State of Nevada Office of the Attorney General - Home Again: Nevada Homeowner Relief Program  


6. Sawgrass Marriott


7. Buca di Beppo restaurant group


8. United Way of Southern Nevada - social media/on-line


9. Regional Transportation Commission of Southern Nevada - Viva Bike Vegas


10. Regional Transportation Commission of Southern Nevada - Stakeholder Experience


WORK SAMPLES & CASE STUDIES
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Case Study: United Way of Southern Nevada


Services: Rebranding and Full Service Marketing, Advertising, Public Relations and Social Media and Digital 


Date: April 2012


W
ith more than 50 years as a leading philanthropic organization in Southern Nevada, the United Way of 


Southern Nevada in 2012 desired a new direction to refresh the image of one of the most well-known 


charities in the world and they engaged BRAINtrust Marketing to reposition the United Way as a 


modern and progressive organization and present a “new-look” campaign that would differentiate the United Way 


brand from other non-profits in the community.


Goals and Objectives:  With the slow economy impacting charitable giving nationwide, it was integral to the United 


Way to differentiate itself from “PSA-looking” advertising and branding.  The campaign had to connect with the 


community and humanize how the United Way affects the lives of Southern Nevadans in a positive and direct – 


rather than abstract – manner. In addition, the campaign had to demonstrate how the United Way connected the 


community through multiple programs and initiatives, each supporting the United Way’s core mandate of Health, 


Education and Financial Stability, the building blocks of a positive community.


NON-PROFIT EXAMPLE
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Solution overview:  After an extensive process, with the agency immersing itself in the variety of community 


programs that the creative direction was determined to achieve two goals:


1) Invoke a sense of community by creating imagery that is evocative of a mosaic


2) Use imagery and advertising copy that directly connects the United Way of Southern Nevada with the individual 


achievements those in the community can attain through the community assistance programs of the organization.


The campaign included a full year media buy in print, outdoor, online and broadcast, with BRAINtrust Marketing achieving 


more than a 50% match in PSA and in-kind media time, magnifying the reach of the campaign even further.  In addition, 


the new “look and feel” of the United Way brand was utilized in extensive collateral materials, in both English and Spanish, 


that were employed in the United Way’s workplace donation campaign that annually yields more than seven million 


dollars in donations from the Southern Nevada community.


NON-PROFIT EXAMPLE
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Actual United Way volunteers, donors and recipients participated in the “Faces of Change” campaign.  In addition,  local 


celebrities, and the general public, were invited to upload their own portraits via social media and those images were used in 


outdoor digital billboards, extending the reach of the campaign through innovative technology.  


NON-PROFIT EXAMPLE
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Case Study: Town of Pahrump Tourism


Services: Rebranding and Full Service Marketing, Advertising, Public Relations and Social Media and Digital 


Date: April 2014 — Present


A
S the Agency of Record for marketing and advertising Pahrump Tourism, BRAINtrust Marketing 


was immediately challenged to revitalize the brand positioning of this rural, active-lifestyle, Nevada 


destination. The branding of the destination did not speak to modern travelers, design standards were not 


consistent and earned media and social media efforts had room for improvement.  Within 60-days of engagement, 


BRAINtrust delivered a fully-integrated, revamped branding campaign that has been warmly received by the 


Tourism Department, Town Board and the Pahrump business community. 


Integrated Strategic Approach: The strategic approach was to identify and stay true to the brand DNA of the 


destination, specifically three core brand elements: 


   1. Geographically well-situated, Pahrump is your basecamp to adventure


   2. There are a lot of unexpected things to see and do in Pahrump


   3. The Town has an exciting and marketable calendar of events


Based on available research and extensive insight from the Town’s stakeholders, we identified a target audience of 


adults aged 45 - 65+ and comprised in three psychographic categories:


   1. Adventurous and young, or young at heart 


   2. “Blue collar Bobs” (largely Las Vegans looking for valley and easy getaways)


   3. Senior Snowbirds (northern audience who find Pahrump’s RVing appealing)


PUBLIC SECTOR EXAMPLE
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The Pahrump advertising creative was refreshed with a bright, bold color palette, reflecting the adventurous spirit of the 


destination.  With limited budget, previous media strategy appeared to be stretched thin, with buys placed in expensive 


Southern California media markets.  BRAINtrust adjusted the strategy to focus on Southern Nevada drive-in markets, 


yielding a better CPM and higher penetration in a concentrated market.  


Three of Pahrump’s RV resorts received a perfect 
10/10*/10 rating from The Good Sam Club, 
putting us in the top 1% of RV resorts in the nation.


Visit Pahrump, located halfway between Vegas and 
Death Valley. See what perfect feels like. 


Pahrump print advertisement for “Snowbird” RV target audience.


Earned media was also a key component to the integrated campaign, with 


aggressive media outreach to feeder market media.  The immediate impact 


of the P.R. campaign was felt with more than 24 earned media placements 


secured in the first month of the campaign, valued at more that $153,000.  


This was significantly greater than the media coverage secured in the 


previous quarter.  Leveraging our strong media relationships, and engaging 


journalists with new and creative ideas yielded success, including supporting 


the Pahrump wineries with media drops celebrating National Wine Month. 


Cheers!


PUBLIC SECTOR EXAMPLE
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FALL FESTIVAL 2014  |  SEPTEMBER 25 – 28
What once started as a humble harvest festival has grown into a 
four-day extravaganza. A tradition going back almost 50 years, the 
festival features vendors, food, rides, roller coasters, a parade, a 
Ferris wheel, and a rodeo. Come celebrate the season in Pahrump


Print advertisement  general destination.


check us out


There are always exciting things happening in Pahrump. 
Check out upcoming events on visitpahrump.com, and 
make sure you like us on Facebook, and follow us on 
Twitter and Instagram. That way you won’t miss a thing. 


WISH 
YOU WERE 


HERE.


AND HERE. AND HERE...


Print advertisement: Fall Festival Special Event. Redesigned destination brochure.







Digital advertising and social media were key in the integrated strategy, with BRAINtrust Marketing developing rich 


media ad units with the objective to drive visits to VisitPahrump.com.  The online campaign immediately generated 


strong results, with year-over-year traffic to the site increasing by 300%+. 


Pahrump takeover of Las Vegas Sun home page - May 13, 2014


Have you taken an online quiz?  Of course, who hasn’t!  Instead of boring 


banner ads, BRAINtrust Marketing created quiz-tastic rich media ad units 


that were served to the targeted demographic.  


Showcasing the multiple facets of Pahrump, this quiz took users through a five 


question journey and ended by serving up a customized Pahrump experience.  


Answering that you were traveling with your spouse yielded a different 


itinerary than family visitors. Looking for adventure, lead you to an ATV trail, 


relaxation seekers found a Perfect 10 RV park, etc.


Just saying, but the results were pretty awesome:


• 400k impressions yielded 175k interactions.


• That’s a 44% engagement rate!


• Users spent an average of 51 seconds taking the quiz.


• After taking the quiz, 3% clicked through to the website.


DIGITAL EXAMPLE
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Did we mention we rocked it on Pahrump social media?  A comprehensive content strategy augmented the overall 


marketing campaign and yielded a 100% increase in social audience within the first 30-days. Broadening social channels 


to include Instagram and engaging influencers via social media pushed post engagement to 10%. 


See that spike?  That’s when BRAINtrust joined the Pahrump social media party.  #Winning


Campaign Results:  While earned media impressions, social media engagement, advertising CPM and other marketing 


metrics all demonstrated strong results, the ultimate metric for success for this integrated campaign is visitation to 


Pahrump and subsequently the revenues generated from Pahrump’s Room Tax.  


BRAINtrust Marketing was engaged as the integrated marketing agency for Pahrump in April 2014.  We immediately 


executed on a comprehensive and integrated marketing campaign for the destination.  From a new brand look, new 


tagline, aggressive public relations, strong content strategy and sophisticated digital presence we yielded the positive 


results which have been described herein, it is important to note one additional measurement: 


Pahrump Room Tax revenues for June 2014 increased 26.68%+ from the same period last year.


 SOCIAL MEDIA EXAMPLE
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Case Study: Allegiant Airlines, Vote 4 Vacation


Services: Brand creative, experiential ideation, design services


Date: January 2013 - July 2013  (this was a 30-day integrated experiential campaign)


A
s the creative agency of record for Allegiant, BRAINtrust Marketing is responsible for the assisting with the 


brand development, creative design and marketing campaign ideation for the national low-fare airline. At 


the height of the 2012 presidential election research was showing that the public was growing fatigued with 


the tone of the contentious political season and advertising rates were driven sky-high due to the high demand for 


airtime for negative political advertising.  Instead of entering the fray with a traditional paid media buy, Allegiant enlisted 


BRAINtrust Marketing and decided to hit the campaign trail with its own “Vote 4 Vacation” campaign.


Goals and Objectives:  The goal of the campaign was to take the Allegiant brand message to the public in a fun and 


effective grass roots fashion, leveraging the current “election fever” sweeping the nation to drive earned media, data 


capture and social media traffic.


Solution overview: Hitting the campaign trail with three tour buses wrapped with Allegiant branding, the campaign 


entailed multiple elements encouraging the public to Vote 4 Vacation.  These elements included:


National contest: Driving data capture and consumer engagement, Allegiant hosted a national contest in which the 


winner was awarded free flights for four years.  Hey, the President has use of a plane for his term, why shouldn’t you?


Social media and online: A custom microsite and Facebook app were created to allow consumers to vote for their 


favorite vacation destination. This heightened the viral nature of the campaign as votes were shared in users Facebook 


news feeds as well as reinforcing the public’s awareness of key Allegiant destinations. In addition, daily videos were 


cut and distributed through YouTube and Facebook channels, allowing people to see the daily events from the Vote 4 


Vacation grass roots road team.  


PRIVATE SECTOR EXAMPLE
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Grass roots events: A whirlwind 79-city tour took place as street 
teams hit the campaign trail with the branded Allegiant Vote 4 
Vacation buses. Each “campaign stop” was accompanied by a 
radio remote broadcast. The Allegiant Vote 4 Vacation teams also 
distributed their own version of tax relief to the public – vouchers 
valid for $21.50 on an Allegiant travel reservation, or the amount 
of federal tax on a standard Allegiant flight. 


Evaluation of outcome: An integrated campaign lasting for 30-


days of intensive activations, Vote 4 Vacation yielded impressive 


results across all Key Performance Indicators. These included:


Social Media:


44,439 email sign ups


Facebook Likes increased from 68,924 to 108,422


41,393 new likes, up from 1,714 new likes the month before


Facebook “People Talking About This” 46,068, up from 5,722 the 


month before


Facebook app page views 52,565


Earned media:


214 articles in local and regional media


161,710,716 impressions


$1,100,600 publicity value


Online traffic: 26.7%+


Website – Local Market Traffic – Week over Week


Event Week Compared to Prior Week


% Change in Total Visits: 15.69%


% Change in Total Transactions: 8.11%


Week after Event Compared to Week Prior to Event


% Change in Total Visits: 8.51%


% Change in Total Transactions: 7.56%


% Change in Total Gross Revenue: 13.41%


Traffic from Facebook Sign-Up “Thank You Page” to Website


Total # of Visits: 4,299


In addition, Allegiant experienced a measurable spike in booking 


conversions that were yielded directly from the various consumer 


touch points of the Vote 4 Vacation campaign.


PRIVATE SECTOR EXAMPLE
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Case Study: Laguna Cliffs Marriott Resort & Spa, Dana Point, California


Services: Rebranding and Full Service Marketing, Advertising, Public Relations and Social Media


Date: August 2009 — Present


R
ecently completing a multi-million dollar renovation, the Laguna Cliffs Marriott Resort & Spa, a AAA Four-


Diamond oceanside resort in Southern California, enlisted BRAINtrust Marketing to develop and execute a 


new marketing campaign to reposition the resort.  Geographically located near several high-end luxury resorts 


along the California coast, Laguna Cliffs Marriott had an opportunity to demonstrate its new high-end deliverables that 


were available at an accessible price-point.  The campaign had to capture the accessible nature of the resort, with a 


sophisticated, yet casual, tone consistent with the “surf culture” roots of the community.


Goals and Objectives:  The goal of the campaign was to develop a creative general brand awareness campaign for 


the resort.  The brand elements had to be consistent in “look and feel” with other campaign outreach elements – such 


as direct eblasts, business-to-business group sales collateral, etc. – that would drive more direct call-to-actions.  The 


campaign also had to capture the spirit of Laguna Cliffs Marriott with a tone that was sophisticated but not “stuffy” and 


appeal to the consumer that was looking for accessible luxury on the California coast.


HOSPITALITY EXAMPLE
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Integrated Strategic Approach  The strategy for the campaign was two-fold:  


1) Showcase the respective profit centers of the property (rooms, dining, weddings, groups, etc.) 


2) Present the world-class deliverables of the resort, along with its prime oceanside location as key differentiators.  


These two objectives were achieved with a two-day on-location photo shoot at the property that included a variety of 


models and a 1940 Ford Deluxe Station Wagon, commonly referred to in surf culture as a “Woody.” 


Brand elements were reimagined, with metallic elegance combined with a hint of nautical whimsy to create the 


appropriate visual tone connecting the resort to its oceanside location, while still complying with Marriott corporate 


brand standards.  The imagery along with copy that was sophisticated – but careful not to be too “tongue in cheek” – 


resulted in a powerful multi-ad print campaign. The campaign ran regionally in consumer and trade publications and 


was accompanied by an ongoing public relations and social media campaigns.


Final logo, font family and icon palette.


In addition to the rebranding and advertising campaign earning Best In Show at the Service Industry Advertising 


Awards, the on-going public relations and special media events have succeeded in yielding more than 1,256 earned 


media placements, with public relations impressions exceeding an audience of One Billion.  


HOSPITALITY EXAMPLE
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Case Study:  State of Nevada Office of the Attorney General - Home Again: Nevada Homeowner Relief Program    
Services:  Full-service marketing, media strategy, media buying, creative design and brand development
Date:  October 2012 — Present


I
n the wake of one of the worst housing crises in our nation’s history, the office of the Nevada Attorney General introduced a 


new public service called the “Home Again: Nevada Homeowner Relief Program,” designed to make it easier for distressed 


homeowners in Nevada to determine what state or federal assistance may be available to them with a single “one-stop,” free 


resource.  


Goals and Objectives:  BRAINtrust Marketing was hired after competing in a state-wide RFP process to establish the name of 


the program and its brand platform, including all logos, marks, look and feel and collateral.  Subsequently, BRAINtrust created 


and executed a full-scale, and cost-effective, state-wide marketing and advertising campaign to promote this new service. This 


included paid media, social media, public relations and events in both media markets and the rural communities of Northern 


Nevada. 


Nevada Attorney General Catherine Cortez-Masto, with Las 
Vegas Mayor Carolyn Goodman (second from right) and      
dignitaries at Home Again press conference. (June 2013)


 RELEVANT  
CASE STUDIES







Results: 


• Generated 12,000 calls in the first year alone!  


• 255 earned media stories statewide


• Over 100 million total earned media impression 


• Over $500,000 in free publicity


• 24,000+ unique visitors to www.homeagainnevada.gov


• Over 60 million paid media impression


And, the program was renewed for a second year by the State of Nevada Interim Finance Committee







CASE STUDY:  With the goal to stimulate group bookings during a traditionally slow time period, the Sawgrass 


Marriott enlisted BRAINtrust Marketing + Communications to facilitate the launch of the “Meet, Eat and Save” 


incentive promotion. This was a business-to-business campaign to generate corporate group bookings.  The multi-


platform campaign included direct marketing through targeted e-blasts, the launch of an on-line micro website, and 


a public relations campaign.


Goals and Objectives:  


The goal of the campaign was to increase property revenues by stimulating group and meetings sales. This goal was 


to be accomplished by creating a promotion benefiting meeting planners and corporate groups. 


Solution overview:  Publicizing this new promotion took form in a multi-pronged campaign:


1.  11,000 direct emails were delivered to meeting planners and solicitation lists with an attractive html eblast


2.  A phone blitz and trade show presence by Sawgrass Marriott sales team  


3.  A public relations effort was put forth in meetings and conventions trade magazines 


4.  An on-line promotional website (www.gosawgrass.com) that yielded strong traffic


Measurement/evaluation of outcomes: 


The results of this campaign were very strong both in 


terms of public relations success and in financial terms.  


• 2,000+ room nights booked under the promotion


• Generated approximately $190,000 in revenues


• Yielded a 3,800% Return on Investment for the 


resort


• E-blast reached 11,000+ qualified planners sales 


leads  


• E-blasts achieved a 10.76% open rate 4.04% CTR


• PR articles in 21 websites and meetings and 


conventions trade magazines, plus hundreds 


of weblinks


• More than 200 interested leads exploring the Meet, 


Eat and Save promotional website


• All tolled, more than 1,207 qualified meeting 


planners and sales leads were enticed to directly 


engage and learn more about the Meet, Eat and 


Save promotion


CASE STUDY
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CASE STUDY: As the national public relations agency for the Buca di Beppo restaurant group, BRAINtrust Marketing 


has generated millions of dollars in earned media for the renowned Italian casual-dining restaurant that has more than 


ninety locations across the country.


From Shaquille O’Neal and Charlie Sheen to Miss America and the hottest pop teen stars, BRAINtrust Marketing has 


created and coordinated hundreds of promotions, media events, and celebrity appearances.


EVENT MARKETING & PROMOTIONS: It was a record-breaking event for Buca di Beppo as BRAINtrust Marketing 


conceptualized, promoted, and executed an event in Anaheim, Calif. in which the restaurant broke the Guinness World 


Record for Largest Bowl of Pasta by filling a colossal bowl with pasta, weighing in at more than 13,000 pounds. The event 


was covered by 445 media outlets with coverage reaching more than 287 million people for an advertising equivalent 


of almost half-a-million dollars. This event generated substantial world-wide media coverage with KTLA (CW), KCBS 


(CBS), KCAL (IND), KTTV (FOX), OC Register and OC Weekly covering the event on-site and media pick-up extending 


to Thailand, Russia,


and India, and even the LED screen in Times Square, visible to 1.6 million people each day.


Opportunity: Buca di Beppo wanted to promote its generous portions with a special event and promotion.  BRAINtrust 


Marketing conceptualized, researched, and subsequently executed this record-breaking feat at the chain’s Anaheim 


location.  The World’s Largest Bowl of Pasta was not only a media spectacle, but was publicized in conjunction with a 


consumer promotion in which the public was encouraged to visit any Buca di Beppo nationwide and receive a free small 


serving of spaghetti with any entree. The result was a fire storm of media coverage, extensive social media chatter, and 


a day in which Buca saw its restaurant revenues increase more than 15%.


Record Breaking Coverage: The event was covered by 445 media outlets with news of the World’s Largest Bowl of 


Pasta yielding Buca di Beppo more than 287,484,249 media impressions around the globe, including stories on 26 


television stations throughout the country with an earned media equivalent of almost half a million dollars.


CASE STUDY
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CASE STUDY:  Inspired by a $1 million dollar anonymous donation to the community, United Way of Southern 


Nevada (UWSN) was looking to spark an increase in end-of-year donations. BRAINtrust Marketing was charged 


with creating a multi-media campaign that would garner additional year-end donations to help families in need.  By 


using the Secret Santa event on December 22, 2011, in which United Way of Southern Nevada distributed $500 gift 


cards to 2,000 families in need for the holidays, BRAINtrust crafted an integrated campaign comprised of graphic 


design, email marketing, video production, and online programming to achieve the goals of UWSN.


Goals and Creative Objectives:  The goal of the event was threefold:


• A direct impact to increase donated funds through the holiday season 


• A direct increase in social media impressions, followers and user engagement


• The promotion had to be a cohesive campaign that reached the Las Vegas community  


Solution overview:  In need of creating a highly engaging social media campaign for United Way of Southern 


Nevada, BRAINtrust Marketing sent representatives to each of the 3 locations where the 2,000 families were 


going to be receiving their $500 gift cards. Videos were taken of the United Way of Southern Nevada staff and 


volunteers as well as reactions of the families themselves. BRAINtrust posted videos of the on United Way of 


Southern Nevada’s Facebook and Twitter pages, as well as a direct link to Donate Now from the Secret Santa 


micro-site www.uwsn.org/secretsanta. A full-page, full-color print ad was also designed with a QR Code that linked 


the user to a mobile friendly version of the micro-site, allowing them to donate easily to United Way of Southern 


Nevada. In additional, UWSN’s PR agency conducted media outreach,


Measurement/evaluation of outcomes (Social Media 12/21/11 – 12/31/11):


• 85 new likes on Facebook, an increase of 844%


• 825 weekly active users on Facebook, an increase of 240%


• 12,562 impressions on Facebook, an increase of 182%


• 150 comments/post likes on Facebook, an increase of 275%


• An 125% increase in Twitter followers 


Website:


• Total Visits: 3,759


• Total Unique Visits: 2,994


• Pageviews: 10,987


• Pages/Visit: 2.92


• Average Time on Site: 00:02:18


CASE STUDY
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Viva Bike Vegas is an annual 100-mile bicycle event presented by the Regional Transportation Commission of 


Southern Nevada to promote fitness and alternative means of transportation. As the agency of record for the RTC, 


BRAINtrust Marketing created and executed a integrated marketing campaign to build awareness and encourage 


participation in the event.  Participants had to pay a registration fee (approx. $100 depending on various 


packages) with proceeds benefitting various local charities. Utilizing paid advertising, direct marketing and social 


media the campaign yielded 1,700 race participants — exceeding ridership goals by 13%.


Goals and Objectives:  


• Secure participation of 1,500 cyclists to sign up for the event


Solution overview:  A five-month strategic plan targeting cyclists in Nevada, Arizona, California, Colorado, Utah 


and other regional states, the campaign utilized paid advertising, direct marketing — including an effective “Refer 


A Friend” e-blast that yielded an extraordinary 10% CTR — and a social media campaign with Facebook Ads.  The 


combined efforts of these multiple marketing channels not only yielded more than expected number of cyclist 


sign-ups,  but did so in a shorter time frame thus allowing advertising to be cut and saving budget.


Measurement/evaluation of outcomes:


• Secured 15%+ of total ad spend as media “value add” 


• Multiple Facebook Ads tested for maximum conversion


• 18M+ impressions through targeted Facebook Ads


• 6,408 unique visits to the Viva Bike Vegas website


• CTR of 0.035% 


CASE STUDY
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Case Study: The Regional Transportation Commission of Southern Nevada 


Services: Multiple Stake-Holder Event - Full Service Marketing, Advertising, Public 


Relations and Social Media


Date:  February - March 2014


Overview:


The Regional Transportation Commission of Southern Nevada (RTC) impacts 


numerous stakeholders including elected officials, citizens, business leaders,  


private companies, and agency representatives from throughout the region.  It 


serves as the transit authority and transportation planning agency for Southern 


Nevada. On Sunday, March 2, 2014, the RTC and BRAINtrust Marketing 


launched Transit Route 120 – Fort Apache / Buffalo, the first residential route in 


nearly 12 years. 


The launch of this 21-mile route was successful due to community relations with 


key stakeholders who had a vested interest in transportation access to the Las 


Vegas valley.  Over the past 22 years, the RTC has operated the public transit 


system in Las Vegas and during that time, the local population has grown by 133 


percent, adding nearly 1 million new residents in the valley. Local traffic volumes 


grew even faster with an approximate 157 percent increase since 1992. The 


new Route 120 provided first-time direct transit service to more than 23,000 


residents and made transit more convenient for nearly 100,000 additional 


residents in the south and west part of the Las Vegas valley. 


Planning:


Launching the 21-mile Transit Route 120 involved internal planning from 


all RTC departments including: Transit, Government Affairs, Marketing & 


Media, Customer Service, Information Technology and Safety & Security. A 


communications plan was developed by the RTC and BRAINtrust to identify 


the necessary strategies and tactics in providing information to 20 different 


elected officials, three main hospitals, hundreds of small and large businesses, 


and thousands of residents including 45 apartment complexes.
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Audience:


The RTC’s goal was to provide safe and convenient transportation service to 


the area of the valley that had limited or no access. The audience we wanted to 


reach included a primary audience of transit riders that currently use the RTC 


transit system. The message included Transit Route 120 improving service by 


reducing transfer and total travel time as it connects to 12 existing transit routes 


throughout the valley. The secondary audience included the general public that 


received transit service for the first time, making transit more convenient and 


a viable transportation option. The secondary audience included residential 


transit riders who would be able to use Transit Route 120 to and from desired 


locations as well as businesses along the corridor that would benefit from transit 


access for employees and customers.


Objectives:


The specific objectives included: educate current riders utilizing other routes 


and potential new riders along the corridor of Transit Route 120; educate 


business organizations along the corridor of Transit Route 120; inform ADA 


Partransit customers that will be added into the Paratransit service area due to 


the addition of Transit Route 120; and inform the general public of free transit 


rides on Transit Route 120 during the inaugural week between March 2-8, 2014.


Strategies and Tactics:


The main strategies and tactics in launching Transit Route 120 included a 


government affairs, marketing and advertising, public relations and media, 


public outreach, website and social media aspect. Enlisting elected officials to 


further promote the new transit route was accomplished by providing blurbs 


for elected official newsletters and coordinating with public information officers 


from each jurisdiction. Marketing and advertising was completed through 


a month-long campaign between February 3 and March 2 to engage the 


community and generate excitement for Transit Route 120. The specific tactics 


for marketing and advertising included interior transit advertising, developing 


route brochures and print advertising. The public relations and media efforts 


included a media event celebrating the launch of Transit Route 120, a media 


advisory and post-event media release. Public outreach included staff in-field 


outreach, informational booths at all RTC transit centers, street teams through a 


local radio station and staff attendance at employer orientations and events for 


locations along the route. Website and social media included a series of posts 


on the RTC Facebook and Twitter pages.
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Implementation:


Implementation for Transit Route 120 required coordination with a variety of community partners and stakeholders. 


During the implementation process, the RTC communicated the message of launching a new transit route that 


would bring transportation access to the residents and businesses along Fort Apache Road, Buffalo Drive and 


Warm Springs Road.  The community relations implementation primarily involved a hosted route preview tour with 


local businesses and media event commemorating the launch.


 


RTC and BRAINtrust hosted “The Transit Route 120 Business Preview & Mixer Event” on Thursday, February 


20, 2014 in cooperation with Clark County Commissioner Susan Brager and the Las Vegas Metro Chamber of 


Commerce. The intent was to generate publicity by hosting a business mixer, news media event and mini route 


tour to showcase Transit Route 120. The event was an opportunity to build relationships and foster goodwill in 


the community and among business owners. Guests arrived at the inNEVation Center and speakers included RTC 


General Manager Tina Quigley, Clark County Commissioner Susan Brager, Las Vegas Metro Chamber President 


Kristin McMillian and Sunrise Children’s Hospital Vice President of Strategic Development and Marketing Brendan 


Bussman. After the speaking portion was completed, attendees boarded a bus wrapped with the Transit Route 


120 advertisement for a 30-minute tour of the south end of the transit route. Emcees on the vehicle provided key 


location information and “Did You Know?” messages to riders.


The Transit Route 120 Launch event on Thursday, March 6 highlighted the community aspect of the new route 


and the benefits that transit brings to both businesses and residents. The event was supported by local elected 


officials and businesses including: Nevada Senator Justin Jones, Nevada Assemblyman James Healey, Clark County 


Commissioner Susan Brager, City of Las Vegas Councilman Steve Ross, SPB Partners Co-Founder and Managing 


Principal Roger Bulloch from Wet ‘n’ Wild Las Vegas and Las Vegas Global Economic Alliance President & CEO 


Tom Skancke. The launch event was held at local water park Wet ‘n’ Wild and the opening ceremony featured 


representatives from businesses along the route including: Southern Hills Hospital, Cimarron-Memorial High 


School, Jackson Hewitt, REI and Albertsons. The cheerleaders and band from Cimarron-Memorial High School 


provided entertainment throughout the event showcasing their community support and participation.


Evaluation:


The evaluation of Transit Route 120 involves a close look at the ridership numbers in relation to the productivity 


standards that are set by the RTC’s Transit Planning team. Currently, Transit Route 120 carries an average of 1,400 


passengers every weekday after only being in operation for four months. As it relates to the productivity standards, 


the transit route has surpassed the expectations of full maturity that is typically seen with transit routes that have 


been in operation a minimum of three years.  In evaluating the success of Transit Route 120, a comparison can be 


drawn to other new transit routes that are launched. Typically, at six months, the efficiency standard would include 
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Who are these clowns?  Just a couple of great guys who agreed to join us as we filmed an award-winning PSA to support Nevada’s Big Give.


Nothing like an Idol to drive donations to the United Way. 


F
rom social media to paid media, a core component of BRAINtrust Marketing’s campaigns have been to engage 


and activate key stakeholders and potential brand advocates.  From a “tweet out” to a prominent blogger to le-


veraging high profile relationship to secure notable talent to support a worthy cause, stakeholder communication 


would be integral in our support of the Silver State Health Insurance Exchange platforms.


Examples of previous success are numerous, and include Taylor Hicks joining our efforts to Live United in support of 


the United Way of Southern Nevada.  This campaign encouraged the public to donate via Facebook, upload their photo, 


and have that photo appear on digital billboards around the Las Vegas Valley.  Taylor Hicks, Frankie Moreno, and other 


celebrities promoted the message via their social media channels to yield a 17% spike in United Way donations.


STAKEHOLDER EXPERIENCE
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More than a pretty face:  Claire Sinclair helped open The Style Lounge at The Linq, and Holly Madison carbo loaded as the face of Buca di Beppo.


To support Home Again: Nevada Homeowner Relief Program, Mayors from Sparks, Las Vegas, Reno, Henderson and North Las Vegas 
joined the Nevada Attorney General in our television campaign to encourage Nevadans to seek relief from home foreclosure.   


S
o, can we engage influencers?  Whether it’s a starlet from The Strip or the Mayor from Sparks, we have a proven 


track record of successfully engaging key stakeholders to support a worthwhile message.  Tweet-ups with promi-


nent Latina bloggers, town halls with analyst Jeremy Aguero, photo-ops with Miss USA contestants, Q&A ses-


sions with columnist Norm Clarke, FAM trips with the reporters from the  NY Times — yep, we have deep roots and 


strong connections with the Nevada community.   
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Regarding 3.4.2.7 - BRAINtrust Marketing + Communications seeks to work with the board members and senior 


communications teams at the Silver State Health Insurance Exchange to create and execute a comprehensive 


advertising, marketing and community outreach that will elevate the Exchange’s brand and generate recruitment 


to higher levels.  


By creating and executing marketing activities that include online, digital, public relations, advertising, special event 


marketing, social media and creative design, the strategic marketing campaign BRAINtrust Marketing envisions a 


comprehensive and integrated communication effort that raises awareness among targeted audiences to utilize the 


Silver State Health Insurance Exchange for their health care insurance needs.


OBJECTIVES


The overall objective is to translate multi-channel marketing activities into tangible, measurable financial ROI, 


allowing Silver State Health Insurance Exchange to meet its recruitment goals while growing the brand awareness 


throughout Nevada.


Tertiary goals that will contribute to this overall objective will include:


• Shape the brand strategy and positioning to appeal to the target 


• Create an aggressive, short-term marketing plan to support the brand across multiple marketing   


channels (PR, Social Media, Events, Online, etc.)


• Create engaging design collateral and recruitment materials for a renewed brand “look and feel” 


• Increase awareness and demand for health care


• Increase online presence through SEO, SEM, and innovative social media presence


• Generate consistent PR exposure in local, and state-wide media.


As outlined, our first step will be to conduct an analysis of current target markets (first 60 days) followed by creative 


production in preparation to the Oct. 6, 2015 launch of the Education Campaign which push into the debut of a new 


Enrollment Campaign launch (date TBD) focusing on the urgency of enrolling before Jan. 1, 2016.


The following pages illustrates our comprehensive thought-process in developing a marketing strategy as well as 


some examples as to how this methodology has been successful in the past. 


 


Keep in mind, we have created a number of thought-starters that could contribute to an overall marketing plan 


built in collaboration with the respective marketing teams and board members from Silver State Health Insurance 


Exchange.    
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OKAY SO, WHAT’S THE PLAN?







DRAFT WORK PLAN


W
orking in collaboration with the respective board members and senior communications teams from 


Silver State Health Insurance Exchange, BRAINtrust Marketing proposes to create and execute 


an aggressive marketing campaign consisting of multiple channels that support the over-arching 


business strategy and brand goals of Silver State Health Insurance Exchange (3.4.2.7).


The specific Scope of Work BRAINtrust envisions would include the following:


1) Overall Brand Building


2) Advertising (Media Strategy and Media Buying)


3) Online Media


4) SEO and Web 


5) Social Media


6) Public Relations


7) Hispanic Marketing


8) Community Outreach







• Strata


• Scarborough


• Rentrak


• Nielsen


• Iconoculture


• Cision / Radian6


• Sproutsocial


• Applied Analysis


• Precision Opinion 


• Consumer Opinion Services


• Las Vegas Field and Focus


• TransPro Consulting 


• GLS Research


• SIRS 


RESEARCH TOOLS RESEARCH PARTNERS


BRAINtrust Marketing has effective tools to conduct in-house research and analysis, however we are not a research 


firm.  We have a number of local and regional partners that we work with when conducting in-depth surveys, 


research analysis, or focus grouping on behalf of our clients.  These tools and partners include:


If engaged, our team would conduct a thorough research review, strategic planning sessions, and in-depth briefing 


to develop the comprehensive communication plan to drive tourism, enhance the current campaign, and broaden 


awareness with our target demographic. Elements included in this plan may include TV, digital efforts, CRM, social 


activations, partnerships/promotions, and mobile and app strategy/creative.  Upon engagement we hit the ground 


running, with a swift and immediate discovery period, followed by a thoughtful 60 - 365 day tactical implementa-


tion, which contains regular reporting, evaluation and adjustment of strategy.


• Brand Examination


• Market Segmentation Research and Analysis


• Meetings and input from key stakeholders


• Demographic and Usage Data


• Qualitative Insights and Industry Analysis


• Determine core Brand Attributes


•  Build consensus on Brand Promise


• Regional Narrative and Pull-Throughs


PHASE 1: DISCOVERY (30-60 DAYS) PHASE 2:  IMPLEMENTATION (60-365 DAYS)


• Creative Design to Capture Brand 


• Message Refinement and Delivery


• Advertising Strategy


• Expand Special Event Deliverables  


• Media Planning and Placements 


• Aggressive Public Relations 


• Online Marketing & E-blast Deployment


• Cultivate Social Media Footprint
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RESEARCH APPROACH/TIMELINE







W
e begin with identifying and reassessing the key business drivers and consumer touch points 


for the brand.  Key business drivers are things such as prospective health care offerings, target 


market tendencies and behaviors, and social interaction strategies that, in combination, create 


the experiences that turn into fruitful brand relationships. The touch points are the channels used to deliver the 


various components of the experience and in the case of Silver State Health Insurance Exchange there are many.  


It is the job of BRAINtrust Marketing to identify and properly integrate those elements into a panoramic brand 


experience that is contiguous, subtle and compelling on all drivers and touch points.  How do we do this?  


Evaluate current brand positioning 


Explore core deliverables and 
brand drivers 


Evaluate and explore competitive 
set


Conduct intercept survey with 
guests


Execute 90-day survey as appli-
cable 


1. BRAND EXAMINATION


Analyze and compile data trends 
and market segments


Link viable demographic audiences 
with brand


Link viable psychographic audi-
ences with brand


Explore behavioral attitudes and 
perceptions of the brand


Analyze data in relation to cus-
tomer retention and growth 


2. MARKET SEGMENTATION


Collect, compile and analyze cus-
tomer data


Analyze regional demographic 
information


Explore current regional travel 
trends


Anticipate and extrapolate future 
trends


3. DEMOGRAPHIC DATA


Use qualitative observations to 
shape brand direction


Gain insights from stakeholder 
interviews


Analyze travel and pending 
trends for industry


4. QUALITATIVE INSIGHTS


Expound on brand promise with a 
full narrative


Narrative helps shape the essence 
of the brand 


Create the story that resonates 
internally and externally


Connect the brand with core 
drivers in a compelling fashion


Develop and define the rela-
tionship between the brand and its  
stakeholders 


Identify and suggest creative and 
compelling executions


6. BRAND NARRATIVE 
& EXECUTION


Synthesize research to craft core 
brand attributes


Report on the core consumer 
drivers and how they relate to the 
brand


Encapsulate the concise brand 
promise of Silver State Health 
Insurance Exchange


5. BRAND PROMISE 
& ATTRIBUTES
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BRAND BUILDING 







Brand mood boards 


Destination mood boards and 
image gallery


Brand overall “look & feel”


Style guide and usage guide 


1. CREATIVE DESIGN 
TO CAPTURE BRAND


Delivery of lexicon and brand 
vernacular


Execute a common brand voice


A/B testing of messaging tech-
niques


Destination “personality guides”


Focus groups and/or intercept 
testing


Mission statement 


2. MESSAGE REFINEMENT  
 & DELIVERY


“Brand Bible” / Brand intro guide


Core stakeholder presentations 
and buy-in


Revamp of internal communica-
tions platforms


Gamification and rewards for 
front-line buy-in


3. INTERNAL BRAND 
CULTURALIZATION


Creative design for external 
brand applications


Advertising campaign (National, 
Regional, Seasonal)


Consistent deliverable across 
mediums


Print, Online, Broadcast, etc.


4. EXTERNAL BRANDING


Quarterly analysis and evaluations 
of brand direction


Measure against quantitative KPIs


Measure again qualitative 
feedback 


Update “living” brand documents


Adjust and evolve platform based 
on performance


Lather, Rinse, Repeat....


6. ANALYSIS 
& BRAND EVOLUTION


Bring the brand to life across mar-
keting silos


Creative touch points for internal 
and external


Develop and implement experi-
ential campaigns


Support platform across PR, social, 
Investor Relations


5. BRAND EXTENSIONS
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All aspects of our external research findings are reviewed and discussed in collaboration with key marketing team 


members from both Silver State Health Insurance Exchange.  The findings will provide the foundations for branding 


and messaging implementation described below:


RESEARCH IMPLEMENTATION







Regarding 3.4.2.4 - Here’s a research snap shot BRAINtrust Marketing pulled from Scarborough data regarding the 


media consumption of a particular demographic.  From this we can discern a number of demographic variable we 


can use for media planning.  For instance, this particular research set is mostly female and 59.3% are Caucasian. 


The dominant age range is from 18-24 years of age. Their income is $45K and above. They vote democratic or inde-


pendent.  They like to shop at local malls and there is also a high use of credit cards (though, we cannot tell if credit 


cards are used to fund education). Most of these individuals drive or carpool.  In terms of media consumption habits, 


there is a medium consumption of print and traditional radio, low consumption of traditional TV and a heavy con-


sumption of Internet and video.  These students are mobile, as they report heavy smart phone and laptop useage. 


Their radio station preferences are below (in order):
• KVEG
• KMXB
• KXTE
• KPLV
• KOMP
• KCEP


Time Spent Online Per Week
• 20+ Hours – 35.8%
• 10-19 Hours – 28.8%
• 1-4 Hours – 16.1%
• 5-9 Hours – 13%
• None – 3.8%
• Less than 1 hour – 2.5%


Ways Use Internet
• Social Networking – 87.2%
• Search – 74%
• Banking – 69.7%
• IM – 68.5%
• Games – 57.9%
• Restaurant Reviews – 57.1%


• Maps – 62.7%
• Find a Business – 58.6%
• Weather – 58.5% Online Music – 55.3%
• Video Clips – 52.9%
• Shopping 44.4%
• Movie Listings – 43.6%
• Movies – 41.8%


Websites Most Visited
• Google – 86.7%
• Facebook – 83.8%
• YouTube – 67.5%
• Any Broadcast TV website – 52%
• Pandora – 44%
• Yahoo! – 43.9%
• Craigslist – 43.8%
• Amazon – 42.9%
• Wikipedia – 36.9%
• Fox5LasVegas – 31.5%
• Bing – 31.2%
• Cox.com – 30.8
• 8NewsNow – 29.9%


Here’s a sample media plan for your reference as we purchase approximately $7 million in media a year.
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MEDIA RESEARCH EXAMPLE







Regarding, 3.4.2.4 - Advertising funds must be allocated judiciously, effectively and placed in mediums 


that — through proven research and years of experience — we know will reach the broad audience that 


the campaign is designed to reach.  


Top-Line Media Strategy: 
• Use mainstream media to target the broad-based audience to represent the wide 


sector of Nevadans who need health insurance.


• Allocate Statewide advertising funds proportionally


• Hyper-target key geographic areas (Washoe, Lyon and Clark Counties)


• Utilizes a hybrid plan - traditional and on-line advertising


• Augment a responsible paid media buy with aggressive social media and PR plans, 


event sponsorships, community partnerships, grassroots outreach and educational 


seminars


• Dedicate 80% of spend in Southern Nevada and 20% in Northern Nevada and rurals


• Dedicate 70% of spend on English-language and 30% on Spanish-language media


Nevada Map: Population Density


ADVERTISING STRATEGY
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Regarding, 3.4.2.4 - Based on our demographic and pyschographic research, BRAINTrust Marketing 


proposes to target the following audiences with brand messaging that features a strong call-to-action.


TARGET AUDIENCE


Young Invincibles/Millenials   Uninsured Families


Hispanic Families    African American Families


  Asian American Families 
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Digital	  
25%	  


Outdoor	  
7%	  


TV	  
50%	  


Radio	  
10%	  


Print	  
4%	  


Grassroots	  
4%	  


ADVERTISING ALLOCATIONS BY MEDIUM
Top-Line Advertising Approach (see chart):


• Increase spend with digital/online mediums to capture new and emerging market segments (25%)


• Outdoor (7%) decrease spend due to heightened awareness in the marketplace


• TV (50%) to be used statewide as main promotional medium


• Radio (10%) shall complement TV with a flighted media plan strategy so as to extend dollars by 


“leap frogging the buy”, i.e. TV one week, radio the next, then back to TV, etc.  They would run 


simultaneously only during the Ph. 2 Education and Ph. 3 Enrollment launch weeks.


• Print (4%) strategic buys in major dailies including rural and Hispanic publications.


• Grassroots (4%) use for special event sponsorship and attendence/booth fees.


• NOTE:  BRAINtrust Marketing negotiates a minimum of 20% in value added media opportunities.
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CLARK	  COUNTY	  	   BROADCAST/CABLE	   CALL	  LETTERS	   AFFILIATE	  
	  	   BROADCAST	   KSNV	   NBC	  
	  	   BROADCAST	   KLAS	   CBS	  
	  	   BROADCAST	   KVVU	   FOX	  
	  	   BROADCAST	   KBLR-‐DT	   TELEMUNDO	  
	  	   BROADCAST	   KELV	   IND	  (TELEFUTURA)	  
	  	   BROADCAST	   KHDF	   IND	  (AZTECA	  AMERICA)	  
	  	   BROADCAST	   KINC/KNTL	   UNIVISION	  
	  	   BROADCAST	   KLVX	   PBS	  
	  	   BROADCAST	   KTNV-‐DT	   ABC	  
	  	   BROADCAST	   KTUD	   IND	  
	  	   BROADCAST	   KVCW-‐DT	   CW	  
	  	   BROADCAST	   KVMY-‐DT	   MYNETWORK	  


WASHOE	  COUNTY	   	  	   	  	   	  	  
	  	   BROADCAST	   KTNV-‐DT	   CBS	  
	  	   BROADCAST	   KRNV/KWNV/K21FO	   NBC	  


	  	   BROADCAST	   KRNV-‐DT	  
LATV/NBC/NBC 
WeatherPlus 


	  	   BROADCAST	   KRXI-‐DT	   FOX	  
	  	   BROADCAST	   KRXI/K17CA	   FOX	  
	  	   BROADCAST	   KNPB-‐DT	   PBS	  
	  	   BROADCAST	   KNVV/KNCV	   UNIVISION	  
	  	   BROADCAST	   KOLO/K29EV	   ABC	  
	  	   BROADCAST	   KREN/KREN-‐LP	   CW	  


LYON	  COUNTY	   	  	   	  	   	  	  
	  	   BROADCAST	   KO6KC	   	  	  
	  	   BROADCAST	   K18BW	   	  	  
	  	   BROADCAST	   K49FZ	   	  	  


	  


Clark County


Las Vegas Review Journal


The View


El Tiempo


El Mundo


Washoe County


Ahora


Reno Gazette-Journal


Sparks Tribune


Reno Magazine


Lyon County


Mason Valley News


POTENTIAL MEDIA LANDSCAPE - TV


MEDIA LANDSCAPE - MAJOR PRINT







CLARK	  COUNTY	   AM/FM	   CALL	  LETTERS	   STATION	  NAME	   FORMAT	  
	  	   AM	   KXNT-‐AM	   THE	  TALK	  STATION	   NEWS/TALK	  


	  	   AM	   KLSQ-‐AM	   	  	   SPANISH	  VARIETY	  
	  	   AM	   KYDZ-‐AM	   	  	   CHILDREN	  


	  	   FM	   KXNT-‐FM	   THE	  NEWS	  LEADER	   NEWS/TALK/SPORTS	  


	  	   FM	   KLUC-‐FM	   THE	  #1	  HIT	  MUSIC	  STATION	   Rhythmic	  CHR	  
	  	   FM	   KMXB-‐FM	   TODAY'S	  BEST	  MUSIC	  MIX	   HOT	  AC	  


	  	   FM	   KXTE-‐FM	   TREME	  ROCK	  RADIO	   MODERN	  ROCK	  
	  	   FM	   KPLV-‐FM	   THE	  PARTY	   TOP	  40	  


	  	   FM	   KSNE-‐FM	   SUNNY	  106.5	   ADULT	  CONTEMPORARY	  
	  	   FM	   KWID-‐FM	   LA	  PRECLOSA	   SPANISH	  ADULT	  HITS	  


	  	   FM	   KWNR-‐FM	   95.5	  KWNR	   COUNTRY	  


	  	   FM	   KISF-‐FM	   LA	  NUEVA	  103.5	  FM	   REG'L	  MEX	  
	  	   FM	   KRGT-‐FM	   RECUERDO	   SPANISH	  ADULT	  HITS	  


	  	   FM	   KQRT-‐FM	   RADIO	  TRI-‐COLOR	   REG'L	  MEX	  
	  	   FM	   KRRN-‐FM	   EL	  GATO	  92.7	   REG'L	  MEX	  


WASHOE	  COUNTY	   AM/FM	   CALL	  LETTERS	   STATION	  NAME	   FORMAT	  


	  	   AM	   KHIT-‐AM	   ESPN	  DEPORTES	  1450	  KHIT	   SPORTS	  
	  	   AM	   KPLY-‐AM	   ESPN	  RADIO	  630	   SPORTS	  


	  	   AM	   KBZZ-‐AM	   THE	  BUZZ	   TALK	  
	  	   AM	   KJFK-‐AM	   PROGRESSIVE	  TALK	  1230	   TALK	  


	  	   AM	   KKOH-‐AM	   KOH	  SUPER	  NEWSTALK	   NEWS/TALK	  


	  	   FM	   KDOT-‐FM	   PURE	  ROCK	  104	  DOT	  5	   ROCK	  
	  	   FM	   KOZZ-‐FM	   RENO'S	  CLASSIC	  ROCK	   CLASSIC	  ROCK	  


	  	   FM	   KUUB-‐FM	   ESPN	  RADIO	  94.5	   SPORTS	  
	  	   FM	   KSRN-‐FM	   RADIO	  LAZER	   REG'L	  MEX	  


	  	   FM	   KRNV-‐FM	   LA	  TRI-‐COLOR	   REG'L	  MEX	  


	  	   FM	   KMXW-‐FM	   MIX	  100.9	   HOT	  AC	  
	  	   FM	   KTHX-‐FM	   THE	  X	   ADULT	  ALTERN.	  


	  	   FM	   KURK-‐FM	   THE	  BANDIT	   CLASSIC	  ROCK	  
	  	   FM	   KBUL-‐FM	   K-‐BULL	  98	  FM	   COUNTRY	  


	  	   FM	   KNEV-‐FM	   NORTHERN	  NEVADA'S	  BEST	  VARIETY	   ADULT	  CONT	  
	  	   FM	   KWYL-‐FM	   WILD	  102.9	   RHYTHMIC	  CHR	  


LYON	  COUNTY	   AM/FM	   CALL	  LETTERS	   STATION	  NAME	   FORMAT	  


	  	   AM	   KHIT-‐AM	   ESPN	  DEPORTES	  1450	  KHIT	   SPORTS	  
	  	   AM	   KPLY-‐AM	   ESPN	  RADIO	  630	   SPORTS	  


	  	   AM	   KKOH-‐AM	   KOH	  SUPER	  NEWSTALK	   NEWS/TALK	  
	  	   	  	   	  	   	  	   	  	  


	  	   FM	   KDOT-‐FM	   PURE	  ROCK	  104	  DOT	  5	   ROCK	  
	  	   FM	   KOZZ-‐FM	   RENO'S	  CLASSIC	  ROCK	   CLASSIC	  ROCK	  


	  	   FM	   KUUB-‐FM	   ESPN	  RADIO	  94.5	   SPORTS	  


	  	   FM	   KSRN-‐FM	   RADIO	  LAZER	   REG'L	  MEX	  
	  	   FM	   KRNV-‐FM	   LA	  TRI-‐COLOR	   REG'L	  MEX	  


	  	   FM	   KBUL-‐FM	   K-‐BULL	  98	  FM	   COUNTRY	  
	  	   FM	   KNEV-‐FM	   NORTHERN	  NEVADA'S	  BEST	  VARIETY	   ADULT	  CONT	  


	  	   FM	   KWYL-‐FM	   WILD	  102.9	   RHYMIC	  CHR	  
	  


POTENTIAL MEDIA LANDSCAPE - RADIO







Our approach to digital media involves a comprehensive strategy development process that coincides with top-


level objectives of a Silver State Health Insurance Exchange campaign:  drive engagement.  


Strategy and Planning


When creating a digital media strategy, BRAINtrust Marketing actively engages with our clients 


to outline and prioritize goals. Goals are determined by the following phases: 


Phase 1 – Once engaged, BRAINtrust Marketing will conduct an audit of current online presence 


and digital campaigns. We also provide a competitive analysis report and recommendations for next 


steps.  


Phase 2 – Once recommendations are discussed, BRAINtrust Marketing will work with you to 


identify ROI measurement goals and the tools required to reach those goals. Milestones and 


summary of action plan are also provided. 


Phase 3 – Once the campaign is in execution phase, BRAINtrust Marketing moves forward designing 


with the user experience in mind, using a clean and easy to navigate framework. Lead generation, 


and revenue building platforms are also included. 


Phase 4 – Our end goal is to engage our target audience. By utilizing multimedia marketing, including 


social media and video, we effectively and organically motivate the user to take action.


Phase 5 – In addition to having a great online presence, ensuring strong visitation to your website is 


crucial.  Digital media is a constant process based on monitoring and tracking results. 


BRAINtrust Digital Media Tools:


• Campaign/Promotion Development


• Complete Website Design, Development and Deployment 


• Mobile and Traditional online activations


• New Technology Implementation


• Life cycle Marketing and “E-Blast” Campaigns


• Widgets and Mobile Application Development


• E-Commerce Platforms


BRAINtrust Online Marketing Services:


• Search Marketing and Search Optimization


• Online Display and Mobile Advertising


• Daily/Weekly Google Analytics Monitoring


• Heat Map Analysis


• Reputation Management and Brand Mention Analysis


ONLINE APPROACH
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G
iven trending media behaviors we gleaned from our Scarborough research (per our example) i.e. 35% 


spend 20+ hours per week online and while online 87.2% are using social media, a campaign we could 


mix various digital mediums to help brand Silver State Health Insurance Exchange and “push” prospective 


Nevadans online with a call-to-action to sign-up.


Sophisticated and modern in our approach, BRAINtrust could blend traditional banner ads with a larger compo-


nent of innovative ad units that have proven to heighten engagement up to 200%.  These could include:


1.  Customizable web experience:  Pre-roll video that allows the user to customize their experience, with a ques-


tion such as, “Do you have healthcare?” Then the ad unit delivers a customized video or clickable experience.


2.  Gamification, Quizzes & Polls:  “Pick your favorite exercise.” The gamification of online advertising is proven 


to heighten engagement.  Fun, interactive and shareable ad units allow the user to be exposed to the Silver State 


Health Insurance Exchange’s brand without it “feeling” like an advertisement.


3.  Native Ads:  As content increasingly drives the Internet, working through our strong relationships with Nevada 


media partners would allow the development of native ads that appear as content but drive the Silver State Health 


Insurance Exchange message.  These could include sponsored blogs such as “Top Ten Tips To Good Health” or 


photo essay slide shows, like “How my family stays healthy.”


4. Sponsored Posts and #Hashtags:  A recent Princeton University survey showed that shared social content is 


almost ten times more effective in motivating consumer action. Sponsored posts or promoted hashtags such as 


#Goingtocollege or #highereducation would be an organic and effective tactic to drive engagement with Silver 


State Health Insurance Exchange messaging.


5.  Page Take Overs:  Utilizing a tactic in which every ad element on a website home page (background, banner 


ads, expanders, and animated units) simultaneously display a single message has proven to be an effective tactic 


in breaking through the on-line clutter.


ONLINE MEDIA
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T
o further engage the Silver State Health Insurance Exchange target audiences with a powerful integrated 


marketing campaign, BRAINtrust would continue our efforts with text and image-based ads for a compre-


hensive online marketing presence that supplements Silver State Health Insurance Exchange’s social media 


presence.  Per our preliminary demographic and from market research, we know this is a critical platform with which 


to reach our target audience.  


WEB / ELECTRONIC MARKETING


• Design, create and manage promotional e-blast distributions


• Develop online promotions for email marketing or targeted social media activations


• Conduct analysis, purchase and manage SEO terms (as applicable)


• Collaborate on social media content on Facebook, Twitter, Tumblr, LinkedIn and YouTube as applicable


Through banners and rich media units used both on the Google content networks and digital ad buys, the digital 


ads BRAINtrust Markerting could create would point to the Exchange website thereby increasing more web chatter 


for Google to detect.  All aspects of the conversion funnel will have analytics tracking implemented to assist with 


optimization efforts.   Specific tactics could include:


• Initial analytics audit and tracking recommendations for landing pages. 


• Keyword discovery and analysis and competitive research.


• Review proposed ad text and initial keywords.


• Develop information architecture to correspond with internal linking strategies.


• Content development featuring ongoing reporting and analysis:


1. Create a baseline SEM submission for weekly report.


2. Regular reports highlighting important findings for SEM and banner buy.


3. Monthly meetings to discuss key metrics around SEM and the banner buy.


• Linking analysis and strategy for ongoing SEM optimization.


• Analytics and reporting - monitoring data for any Google Adwords campaigns.


SEO/WEB APPROACH


ANALYTICS	  &	  
REPORTING	  


KEYWORD	  
ANALYSIS	  


INFORMATION	  
ARCHITECTURE	  	  


CONTENT	  
DEVELOPMENT	  


BACKLINKS	  &	  
SEM	  STRATEGY	  


DIRECTORY	  &	  
LOCAL	  SEM	  	  


58







U
pdated and refreshed content will further strengthen Silver State Health Insurance Exchange’s search 


rankings. The revised content strategy, and the increase of shareable content, BRAINtrust Marketing could 


deploy will add more inbound links. This will create a favorable online presence for search. 


Some tactics Include:


• Creating unique meta tags for all pages. When site pages are shown 


in search results, the descriptive snippet that shows is taken from a 


meta description tag supplied. If there isn’t a tag, the search engine 


tries to display the most relevant content possible. We must update 


and better control these snippets and have them display optimal text 


(160 characters or less) by writing unique meta description tags for 


each page that is enticing and want to make a search engine user 


want to click on the result.


• Creating custom landing page templates for all email content. This 


will provide a better opportunity to drive all users to the site, instead 


of keeping that information contained within the emails. 


• Adding event schema markup to appropriate pages. This can help 


organic search results stand out by having additional information 


that displays the event or upcoming events as well as having more 


clickable real estate in your listing.


• Having fully filled out local directory profiles will ensure accurate 


data being displayed across any and all local service a user may be 


using as well as strengthening the position when local results are 


displayed.


• Strengthen each page’s keyword theme for ranking by including the 


keyword phrase as image alt tag text for images contained in the 


body of each page.


• Adding image alt tag text for images located in the body of each 


page that supports the page’s keyword target. This strengthen each 


page’s keyword theme for ranking by including the keyword phrase 


as image alt tag text for images contained in the body of each page.


• Tweak title tags to support web page keyword target + local targeting. 


While the current structure is sound, we recommend tweaking the 


structure to include a more descriptive keyword (e.g. the keyword 


target you wish to go after) along with a local modifier (Las Vegas) 


to show greater local search relevance.


INITIAL	  ANALYSIS	  


KEYWORD	  RESEARCH	  


COMPETITOR	  ANALYSIS	  


USER	  FLOW	  


DIRECTORY	  &	  LOCAL	  SEM	  


SOCIAL	  BOOK	  MARKING	  


BLOGS	  &	  DIGITAL	  PR	  


INFLUENCER	  


LINK	  POPULARITY	  


SERP	  REPORT	  


1


2


3


4


5


6


7


8


9


10	  


59


SEO STRATEGY







Our approach to social consists of three main pillars: Inform, Engage, Action


Inform the audience of your brand. Demonstrate that your online presence is not 
merely an extension of your business but a contributor to their community. 


Engage users and start conversations. Pushing beyond a one-way dialogue, our focus is 
to get people talking about you and becoming your brand stewards. 


Create the Call-to-Action for users to engage with the program. Use testimonials, viral 
video, e-newsletters, and other resources to capture the attention of distressed home-
owners or foreclosure victims.  


Strategy and Planning
To make social media work for the brand, there have to be benchmarks and a strategy. We devel-
op full-year plans that support the complete marketing scope. Our goal is to help create a cohesive                    
message while effectively reaching a larger audience. By showcasing a unified message, users can             
identify a brand’s mission more quickly than if social media was planned separately. We recognize    
Facebook, Twitter and YouTube as the “elephants in the room”, but we also increase brand awareness 
by actively engaging through other channels including LinkedIn, Foursquare, Instagram and Blogs. 


BRAINtrust Social Media Marketing Tools:
• Daily monitoring and response
• Campaign messaging and posting
• In-house design and coding 
• Social media advertising
• Viral video production
• New technology implementation


“We have technology, finally, that for the first time in human history allows 
people to really maintain rich connections with much larger numbers of people.”
— Pierre Omidyar, Founder, eBay
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In terms of external communication, content strategy, social media and public relations teams are fully integrated.  


BRAINtrust Marketing is actively engaged with the latest social media platforms and marketing techniques.  With a 


dedicated team of social media managers and content curators we manage more than 72 social media channels for 


multiple client partners.  From Facebook, Twitter and YouTube to Instagram, Foursquare and Tumblr, BRAINtrust 


Marketing has significant expertise in managing the social media presence of our clients.   


The graphs at right indicate 


the point at which BRAINtrust 


Marketing engaged in social media 


management and the immediate 


results yielded on the Facebook 


presence of our clients.  In addition, 


BRAINtrust Marketing has a team 


an in-house creative team that 


can design and develop custom 


Facebook tabs, apps and widgets 


to run sophisticated social media 


promotions in the Facebook 


environment while in complete 


compliance with the Facebook terms 


and conditions.


Combining aggressive public 


relations with social media and 


content strategy teams provides 


comprehensive digital public 


relations services to our clients.


BRAINtrust Marketing was the first agency in Nevada ever recognized 
for excellence in social media marketing by Facebook.


SOCIAL MEDIA PLAN
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Here are some suggestions on how the Silver State Health Insurance Exchange can extend the ad campaign into 


online assets:


1. Video assets—such as those from events or commercials—can be republished as YouTube and Facebook video 


content. 


2. Video assets can also be edited to serve as “micro-video content” for Instagram and/or Vine. 


3. Print ads can be reformatted for social media posting purposes.  Imagery will be revised to include less text and 


can be accompanied by post verbiage with clear call-to-action and a website link to more information.


4. Repurposed ad creative can be distributed to Silver State Health Insurance Exchange members for posting on 


their own social channels.


5. Services like GaggleAmp.com would allow social media posts on the Silver State Health Insurance Exchange so-


cial channels to be distributed to members for sharing, which increases social media reach.


6. Print ad creative can be repurposed for highly targeted social media advertising campaigns.


7. Print ads geared towards event promotion can be re-purposed for event postings on Facebook via customized 


tab creation.


8. Blog posts related to print ad subject matter can be written and distributed via social channels.


Hispanic Social Media


Studies show that Latinos are heavy users of social media. With the website set as an informational site, a Spanish-


language Facebook page can serve as a supplement with information that is up to the minute. Additionally, this 


component can be used for testimonials as well as delivering special messages from Silver State Health Insurance 


Exchange that are specific to the Latino community and in Spanish.  Customized tabs could include:


• Lo que hacemos (translated:  What we do)


• Qyudará a entrar (translated:  Help for you)


SOCIAL MEDIA PLAN
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PUBLIC RELATIONS


P
ublic Relations is the lowest cost / highest impact component of an integrated marketing campaign.  


Through our team of communications professionals, including a publicist based in Los Angeles, BRAINtrust 


Marketing has a proven track record of crafting a compelling earned-media narrative and executing on that 


strategy to generate constant, on-message media placements.  Local, regional and national, we have long-standing, 


established media relationships and have a deep understanding of the modern media and the need to deliver timely, 


impactful messages.


PR OVERVIEW


• Deliver timely and strategic media relations that garner targeted media exposure


• Use our relationships to pitch local and statewide media


• Increase general awareness of unique offerings of the Exchange


• Pitch and organize media visits and inclusion in media familiarization trips if applicable


• Introduce key media, and influencers to the Silver State Health Insurance Exchange


• Create, organize and execute events and promotions that will generate media coverage 


• Develop consistent story angles, profile pieces, and news hooks appropriate for overall market positioning


PR ACTIVITIES


• Message point development/refinement in accordance to new “brand DNA”


• Press event planning and coordination


• Aggressive pitching of media coverage


• Facilitating interviews and media briefings


• Conduct media training 


• Press release and pitch letter writing


• Use of proprietary media database


• News clipping tracking and updates


• Editorial photo shoot oversight


• Video News Release/B-Roll production


For every calendar month, we challenge ourselves to deliver:


• Two major PR events – Photo ops, Press conference, FAM trip


• Four trend stories – Localize national health care trends 


• Six feature stories – Focused media placements highlighting the primary message platform


63







A 
core pillar to the success of BRAINtrust Marketing’s external communication campaigns involve our focus 


on a modern earned media strategy.  With today’s fragmented and fast-moving media, P.R. does not stand 


for “press release.”  BRAINtrust Marketing embraces real-time, holistic communications tactics that con-


sist of eight primary channels of communication to the media, influences, taste makers, and bloggers.  These chan-


nels are carefully curated through paid lists, subscription services, and extensive networks of personal relationships.


By carefully selecting the mediums and methods with which messages are conveyed we maximum the effective-


ness of the external communications campaign and do so in an innovative and comprehensive fashion.  The eight 


primary channels of communication are detailed below:


PUBLIC RELATIONS
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HISPANIC MARKETING


B
RAINtrust plans to execute a multi-tiered Hispanic marketing plan as detailed below.  Nevada’s diverse 


population features a vibrant Hispanic community, and to reach them requires a multicultural campaign - a 


key to the success of Silver State Health Insurance Exchange’s marketing efforts.  With multilingual capabili-


ties and a dedicated Hispanic marketing division, BRAINtrust Marketing can work with the navigators, brokers and 


Exchange’s respective teams to achieve its goals communicating to this important segment. 


BACKGROUND 


• Hispanics comprise almost 30% of the Las Vegas population


• Mexicans comprise the largest Latino ethnicity in Las Vegas


• Many Latin American countries are known for having unsafe public transportation


• In countries like Mexico, blue-collar workers generally do not have cars and therefore do not have an under-


standing of carpooling


• A successful marketing campaign will extend bilingual and bicultural components that resonate with Hispanics


Here are some thought starters on how we can achieve pro-active outreach to the Hispanic community:


1.  Build synergies with Latino leaders, events and organizations


2.  Create dedicated video content for online use.


3.  Collaborate with the largest Hispanic-focused community events, such as:


 •  Fiesta Las Vegas Latino Parade & Festival


 •  Hispanic International Day Parade


4.  Cross promote with Hispanic-centric websites


5.  Conduct strategic outreach to key Latino Organizations to create word-of-mouth, such as:


 •  Comunidad de Praguayos de Las Vegas


 •  Orgullo Colombiano


 •  COLAVE Colombian Association


 •  Asociacion/Federacion Jalisciense de Nevada


6.  Tighten media relationships


 •  Delegate a Spanish-language spokesperson
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Grassroots efforts will vital in bringing a sense legitimacy and trust to the program by putting a face to 


the program.  Word of mouth is very important, especially in the Latino community where information 


has to be conveyed from a trustworthy person to then be spread to relatives, friends and neighbors. Mass 


media will familiarize the public with the program, priming audiences to be reception to such grassroots 


and community tactics as the following: 


 


• Coordinate town hall meetings/rallies in coordination with local city halls, 


schools, libraries, malls, colleges and universities, DMV, government offices, 


congressional district offices, health care providers/brokers/insurers, hospitals, 


charity and non-profit organizations and churches as a kick-off for the Education 


and Enrollment campaigns. Create a “healthing living” theme on preventative care 


- secure online access for immediate sign-ups


• Sponsor various community and non-profit events where representatives can be 


armed with tablets for sign-up (if applicable)


• Sponsor events such as at targeted Chamber functoins such as Las Vegas Latin 


Chamber of Commerce “Desayuno Con Amigos”


• Sponsor luncheon and secure speaking opportunities for key spokespeople


• Provide booths at events (see following pages) such as 4th of July parades, Hot 


August Nights,  La Oportunidad Expo, Feria Telemundo, Hispanic International 


Parade, Fiestas Patrias community events and other event


• Partner with radio stations for live-feeds to promote events.


COMMUNITY OUTREACH
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MONTH CITY DATE EVENT LOCATION


June


Reno Saturday Wine	  Walk Riverwalk	  District


Virginia	  City 20-‐Jun Emerging	  Economic	  Sectors Piper's	  Opera	  House


Reno 30-‐Jun Social	  Media	  Day Downtown


July


Reno July	  1-‐8 Fireworks	  500 Motorplex


Sparks 4-‐Jul Star	  Spangled	  Sparks Sparks


August


Reno 25-‐Aug Aquafest


September


Carson	  City 7-‐Sep Hopefest Carson	  Tahoe	  Cancer	  Center


Washoe	  Valley 16-‐Sep Edible	  Pedal	  100 Bowers	  Mansion


October


Reno 6-‐Oct Truckie	  Wine	  Walk	  and	  Shop Downtown


November


December


MONTH CITY DATE EVENT LOCATION


June


Carson	  City 28-‐Jun Sertoma	  Club Q's	  BBQ


July


Carson	  City 3-‐Jul Family	  Fun	  Days Bethlehem	  Lutheran


Carson	  City 14-‐Jul Farmers	  Market 3rd	  and	  Curry	  st


August


Carson	  City 25-‐Aug Help	  Homebound	  Seniors 784	  US	  Hwy


September


Carson	  City 27-‐Sep Sertoma	  Club Q's	  BBQ


October


November


December


Washoe County


Lyon County


SNAPSHOT OF POSSIBLE EVENTS







MONTH CITY DATE EVENT LOCATION


June


Henderson Thurs-‐Fri Farmers	  Market Henderson	  Pavilion


Las	  Vegas 19-‐Jun Juneteenth	  Festival Symphony	  Park


Mesquite June	  23-‐24 Elvis	  Rocks Casablanca	  Event	  tent


Las	  Vegas 26-‐Jun Variety	  Show-‐	  Over	  55 Cora	  Coleman	  Senior	  Center	  


Las	  Vegas June	  26-‐July1 Latino	  Youth	  Leadership	  Conference University	  of	  Nevada


Henderson 26-‐Jun Town	  Hall	  Meeting Henderson	  Multigenerational	  Center


Las	  Vegas 28-‐Jun Westside	  Newcomers	  Club Desert	  Spring	  Methodist	  Church


Las	  Vegas 28-‐Jun Medicare	  "Extra	  Help" Whitney	  Library


Las	  Vegas 30-‐Jun Red,	  White	  and	  Tunes Springs	  Preserve


July	  


Las	  Vegas 3-‐Jul Business	  Connectors Winchell's	  Pub	  and	  Grill


Summerlin 4-‐Jul Parade Hillpointe	  Road


Boulder	  City 4-‐Jul Damboree Downtown


Henderson 7-‐Jul Midnight	  Madness	  Tournament Arroyo	  Sports	  Complex


Las	  Vegas July	  7-‐9 Feria	  Nacional	  de	  la	  Familia	  NCLR Mandalay	  Bay	  Convention	  Center


August


Las	  Vegas 3-‐Aug First	  Friday Main	  Street


Las	  Vegas Aug	  3-‐12 Clark	  County	  Fair Fairgrounds


Boulder	  City 4-‐Aug Legends	  Run Veteran's	  Memoral	  Park


Las	  Vegas 4-‐Aug Jazz	  for	  Peace Boulavard	  Mall


Boulder	  City 19-‐Aug End	  of	  Summer	  Cruise Splash	  Park


September


Henderson 9-‐Sep Ironman	  World	  Championship


Henderson Sept	  15-‐16 Ho'Olaule'A	  Festival Henderson	  Events	  Plaza


Boulder	  City 15-‐Sep Gamble-‐Aires	  Concert Library	  Amphitheater


Las	  Vegas 22-‐Sep Viva	  Bike	  Vegas Town	  Square


Boulder	  City 28-‐Sep Viva	  Bike	  Vegas


Boulder	  City 29-‐Sep Las	  Vegas	  Bike	  Fest	  Poker	  Run Hemenway	  Park


October


Henderson Saturday Shakespeare	  in	  the	  Park Sonata	  Park


Henderson 13-‐Oct Hispanic	  International	  Parade Water	  Street


Boulder	  City 20-‐Oct Pumpkinman	  Triathlon Wilbur	  Square	  Park


Mesquite Oct	  26-‐Nov	  3 Live	  Theater	  Performance Mesquite	  Community	  Theater


Boulder	  City 27-‐Oct Saints	  &	  Sinners	  1//2	  Marathon Bootleg	  Canyon


November


Henderson 17-‐Nov City	  Hall	  at	  the	  Mall Galleria


Boulder	  City 29-‐Nov Luminaria	  &	  Las	  Posadas Boulder	  City	  Rec	  Center


Boulder	  City 30-‐Nov Christmas	  Tree	  Lighting Frank	  Grove	  Park


December


Boulder	  City 1-‐Dec Santa's	  Electic	  Night	  Parade Downtown


Henderson 6-‐Dec Grassroots	  Economic	  Development Henderson	  Convention	  Center


Henderson 15-‐Dec Henderson	  Winterfest Henderson	  Events	  Plaza


Clark County
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If selected, BRAINtrust Marketing shall provide the following staff to service the Silver State Health Insur-
ance Exchange:


Kurt Ouchida, Managing Partner*
Michael Coldwell, Managing Partner
Glen Scott, Executive Creative Director*
Monica Vanyo, Account Director/Media Buyer*
Kurstin Christie, Public Relations Director
Michelle Monson, Public Relations Account Executive
Jennifer Jo, Account Executive
Anne Tso, Art Director
Sunny Wanser, Web Developer
Danny Figueroa, Interactive Designer
Ryan Myers, Copy Writer


* NOTE:  Kurt, Monica and Glen shall be the three account supervisors.  
 Monica shall be the day-to-day account manager


  


STAFFING PLAN
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GETTING STARTED


BRAINtrust Marketing is committed to be as buttoned-down as we are creative.  We know that having goals and plans are 


crucial to executing an effective marketing campaign on behalf of Silver State Health Insurance Exchange.  


As part of our service to the Exchange, we would work collaboratively to create the following:


Marketing Plan


• Annual goals, objectives and brand strategy


• Campaign ideation 


• Month-by-month breakdown of activations


• Event marketing activations (special events, sponsorships, promotions)


• Measurement and agreed KPIs


Advertising Plan (upon approval of budget)


• Insertion dates / flight dates


• Circulation / Gross Rating Points


• TRPs / Frequencies


• CPP / CPI


• On-line marketing plan


MONTHLY REPORTS


Measurement and tracking of marketing campaigns is crucial.  At the end of every month, BRAINtrust Marketing delivers a 


comprehensive report that includes:


• Monthly overview and evaluation of goals and objectives met


• Highlights of monthly activities


• Highlights and metrics of the month (media impressions, GRPs, SEO results, etc.)


• Market analysis (any market conditions or changes that could affect marketing strategy)


• Advertising run verifications and audits


• Media metrics with impressions, run dates and editorial tonality


• Upcoming marketing initiatives


• Strategy evaluation and future objectives


THE WAY WE WORK
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WORKFLOW


BRAINtrust Marketing has a proprietary on-line platform that allows an efficient flow of communication that allows 


our client partners:


• Online project management


• Online project briefs and job tickets


• Download videos and print creative


• Comment and approve creative design


• Comment and track changes for streamlined revisions and approval


THE WAY WE WORK, Part 2
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A BUSINESS BUILT ON RESPONSIBILITY AND RESPECT


• Ranked as one of the Top 10 largest businesses with minority ownership in Las Vegas


• BRAINtrust Marketing abides by all federal, state and municipal laws and regulations


• Valid state and municipal business licenses


• Comprehensive insurance policies in effect


• Experienced 100% organic growth, with no outstanding loans, debts, or creditors


• No legal action pending by or against current or past partners


• Has extensive Code of Conduct (available on request) that encompasses:


1. Antidiscrimination Policy


2. Confidentiality


3. Safety Security and Accident Prevention


4. Substance Abuse


5. Sexual Harassment


6. Social Media Conduct


• Environmentally conscious workplace 


A POSITIVE PLACE TO WORK


• Ranked Top 10 Best Places to Work, Vegas Inc.


• BTMC offers comprehensive insurance including health, dental, life, and vision


• Annual Team Member Feedback surveys to evaluate management and work environment


• Offers 401k package with 3% employer match


• Multilingual capabilities and Hispanic marketing practice


• Benefits for same-sex partners


A PART OF OUR COMMUNITY


BRAINtrust Marketing is active with: 


• Las Vegas Chamber of Commerce


• Las Vegas Latin Chamber of Commerce


• Las Vegas Global Economic Alliance


• International Association of Business Communicators


• Public Relations Society of America


• America Federation of Advertising


• Boys and Girls Clubs of Las Vegas


• United Way of Southern Nevada


• After School All-Stars


COMPANY CULTURE
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After-School All-Stars 


BRAINtrust Marketing designed and programmed a new, e-donor focused website for After-School All-Stars Las 


Vegas, a non-profit organization providing comprehensive out-of-school programs that keep children safe and help 


them achieve in school and in life. The BRAINtrust team also provided strategic e-marketing, social media, and 


branding consultation.


Home Again: Nevada Homeowner Relief Program    


  
BRAINtrust Marketing was enlisted in the early stages to establish the name of the program and its brand 


platform, including all logos, marks, look and feel, and collateral.  Subsequently, BRAINtrust created and executed 


a full-scale and cost-effective, state-wide marketing and advertising campaign to promote this new service. 


This included paid media, social media, public relations, community partnerships and events in statewide media 


markets including rural communities.


Goodwill of Southern Nevada


Goodwill of Southern Nevada, Inc. engaged the BRAINtrust team to create an on-line marketing campaign, and 


provide creative design, advertising, and media buying services for the non-profit organization that provides 


education, employment and training.  


United HealthCare


BRAINtrust Marketing serves as an agency of record for the largest insurance provider in the nation. The team has 


provided innovative event marketing initiatives, creative designs, public relations, and web development services.


Henderson Community Foundation


BRAINtrust effectively rebranded The Henderson Community Foundation website with a new color palette, 


imagery, and functionality. The donor and volunteer-focused site is being used to connect philanthropic interests 


with Henderson community needs for the non-profit organization.


Foundation Assisting Seniors 


BRAINtrust Marketing is currently underway creating a new website and year-long social media calendar for the 


Foundation Assisting Seniors, a non-profit tending to the physical and social needs of elderly persons. 


Dr. Joel & Carol Bower School-Based Health Center 


The BRAINtrust team is currently providing marketing, creative design, social media, and business consultation for 


the Bower School-Based Health Center.  Located at Basic High School in Henderson, the Bower Center has been 


providing health care for underserved children ages 4 to 19 since 2004.


INVOLVED LOCALLY
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 COMPANY 
BACKGROUND & 


REFERENCES4
4.1.1   Vendors must provide a company profile in the table format below:


Question Response 


Company name: BTMC LLC. 


Ownership (sole proprietor, partnership, etc.): Partnership 


State of incorporation: Nevada 


Date of incorporation: June 20, 2006 


# of years in business: 9 


List of top officers: Kurt Ouchida 
Michael Coldwell 


Location of company headquarters: Las Vegas, NV 


Location(s) of the company offices: Las Vegas, NV 


Austin, TX 


Location(s) of the office that will provide the 
services described in this RFP: 


Las Vegas, NV 


Number of employees locally with the expertise to 
support the requirements identified in this RFP: 


30 


Number of employees nationally with the expertise 
to support the requirements in this RFP: 


32 


Location(s) from which employees will be assigned 
for this project: 


Las Vegas, NV 


 







4.1.3 


Question Response
Nevada Business License Number: 2000497-528
Legal Entity Name: BTMC LLC.


Is “Legal Entity Name” the same name as vendor is doing business as?  


YES NO X


BTMC LLC does business as BRAINtrust Marketing + Communications, a fictitious name filed with   


the State of Nevada.  The State of Nevada prohibits any business that is not a registered financial   


institution, such as a bank or credit union, from having the word “trust” in its registered name.


4.1.5 Has the vendor ever been engaged under contract by any State of Nevada agency?


YES X NO


Question Response
Name of State agency: Office of the Attorney General
State agency contact name: Catherine Cortez Masto
Dates when services were performed: Oct. 2012 to current
Type of duties performed: Full service marketing, advertising, media buying, 


digital design, public relations and social media to 
support the Home Again: Nevada Homeowner Relief 
Program.


Total dollar value of the contract: $2.5 Million


Question Response
Name of State agency: Agency for Nuclear Projects - Nuclear Waste Project 


Office
State agency contact name: Robert J. Halstead
Dates when services were performed: May to July 2014 (3 months)
Type of duties performed: Media analysis and report
Total dollar value of the contract: $16,000
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4.1.5 (Continued) Has the vendor ever been enegaged under contract by any State of Nevada agency?


YES X NO


Question Response
Name of State agency: Department of Business & Industry
State agency contact name: Teri Williams
Dates when services were performed: July to September 2014 (3 months)
Type of duties performed: Creative design
Total dollar value of the contract: $9,400


Question Response
Name of State agency: Governor's Office of Energy
State agency contact name: Sue Stephens


Dates when services were performed: February to April 2014 (3 months)
Type of duties performed: Video production
Total dollar value of the contract: $3,750


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 division?


YES NO X


4.1.7   Disclosure of any significant prior or ongoing contract failures, contract breaches, civil or criminal 
litigation. (See RFP 3147, Section 4.1.7 for the complete list of bad stuff that we would never do.) 
Does any of the above apply to your company?


YES NO X
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4.1.8   Insurance requirements: Does your organization currently have or will your organization be able to 
provide the insurance requirements as specified in Attachment E.


YES X NO


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.


A dynamic agency that has experienced meteoric growth since inception in 2006, BRAINtrust Marketing 


delivers a broad and unique set of skills and experiences to create and execute comprehensive brand devel-


opment and strategic marketing campaigns. 


Founded by two former corporate marketing and PR executives with extensive experience building large-


scale hospitality brands, BRAINtrust Marketing has grown from a home-based business to a full-service 


marketing agency with 32 employees, 10,000 sq. ft. of office space, and clients across the country.  


By focusing on results-oriented campaigns, and high-touch client service, our company philosophy is ground-


ed in respect, honesty and integrity.  We combine national firepower with boutique service and the results 


have reinforced our model.  We have grown, on average 176% each year since 2007, and our client roster 


includes national brands and prominent Nevada businesses.  Based on our success with such prominent 


brands as the Regional Transportation Commission of Southern Nevada, Marriott and Renaissance Hotels, 


and many others, we’ve proven to be a dynamic, forward thinking agency whose passion lies in providing 


innovation and “new world” thinking in brand marketing.


With multiple municipal and State government agencies as our client partners, our accounting is diligent, 


meticulous and to-the-penny accurate.  We respect the trust instilled in us to be good stewards not only of a 


public brand, but to be cost-effective and trustworthy in the management of public funds. 


We possess institutional knowledge of the Nevada travel and hospitality industry and will develop a multi 


layered progressive campaign that will build on the success of the current brand positioning.
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WHEN COMPARED TO OTHER AGENCIES, BRAINTRUST’S KEY DIFFERENTIATORS INCLUDE:


• Integrated, full-service agency with all marketing disciplines under-one-roof.


• Strong relevant experience in hospitality/tourism/government sectors.


• 3rd largest marketing agency in Nevada with a staff of 32 full-time team members.


• A modern agency for the modern market that combines both traditional and on-line approaches.


• Agency principals manage account on a day-to-day basis — you are never “handed off” to junior staff.


• A system of milestones, checklists, weekly meetings, and monthly reports that conform to a critical path.


• A progressive approach to brand marketing using the latest technology and consumer insights.


Prior to forming the agency, both Michael Coldwell and Kurt Ouchida held executive corporate positions 


with two of Nevada’s largest gaming companies, Caesars Entertainment Inc. and Las Vegas Sands Corp., 


respectively. Since founding BRAINtrust Marketing, their agency has spearheaded campaigns in the private 


and public sectors ranging from the launching of new business brands, to rebranding and brand culturalization 


for hospitality and hotel entities, to creating brand platforms that raise awareness for national restaurant 


brands and government agencies.


ANOTHER KEY DIFFERENCE:  IN-HOUSE HISPANIC BRAND MARKETING:


Just like the U.S. population, more than 20% of the BRAINtrust Marketing team is bilingual.  We offer a 


Hispanic Marketing practice group consisting of a highly-skilled team of bilingual and bi-cultural marketing 


professionals to develop and extend your brand campaign in a manner that is appropriate and compelling 


in order to connect with the critically important Hispanic audience.  Our Spanish-language social media 


presence for the Regional Transportation Commission of Southern Nevada was one of the first of its kind for 


any government agency in the country, and we possess strong relationships with Spanish-language media on 


a local, regional and national level.   
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Another service that sets BRAINtrust Marketing apart is having our very own in-house video and photo departments.  


Rather than outsource this important aspect of marketing, we instead created and staffed our own in-house teams 


with award-winning videographers and photographers.  By keeping this marketing discipline under-one-roof, we 


have the unique advantage of controlling our own team of professionals equipped with the latest HD technology to 


conform to our client’s vision of the brand.  It saves time and money and provides for an efficient creative process.  


Below is a screen shot of a :30 sec. TV spot produced by our team for the Nevada Attorney General’s Home Again 


program:


Similarly, we have created award-winning spots for Las Ventanas Continuing Care Retirement Community, Xyience 


Energy Drinks, Allegiant Airline’s national advertising campaign, Paris Las Vegas’ entertainment offerings and the 


Richard Petty Driving Experience to name a few.  In doing so, we have earned IABC, TELLY and ADDY awards for 


our television work.  Our service includes scripting, producing and directing a wide range of television and radio 


productions including:


• Television commercial spots


• Short and long format video presentations


• Investor relations / shareholder presentations


• Infomercials


• Webisodes and viral video


• General media b-roll 


IN-HOUSE VIDEO/PHOTO
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4.1.10   Length of time vendor has been providing services described in this RFP to the public and/or pri-
vate sector.  Please provide a brief description.


Founded in 2006, BRAINtrust Marketing has been providing integrated marketing services for 9 years.  With 


clients from Florida to Vermont, California to Canada, and extensive experience in Nevada, we have sup-


ported counted integrated campaigns for resorts, hotels, casinos, attractions and destinations. 


The strategic approach employed by our agency embraces modern, holistic marketing designed to touch 


potential consumers through a multitude of marketing channels.  We have created a literal brain trust, com-


prised of experts on brand marketing, public relations, creative design, social media, digital marketing and 


media buying.


In addition to our agency track record of almost a decade, the principals offer a combined 58 years of mar-


keting experience.  Prior to their respective tenures at BRAINtrust Marketing they held senior marketing 


roles at Caesars Entertainment, Las Vegas Sands Corp and a senior creative role on the Las Vegas Visitor 


and Convention Authority account at R&R Partners.


4.2   SUBCONTRACTOR INFORMATION


4.2.1   Does this proposal include the use of subcontractors?


YES NO X
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: State of Nevada, Office of the Attorney General, 


Home Again – Nevada Homeowner Relief 
Program 


Primary Contact Information 
Name: Jennifer López 
Street Address: 555 E. Washington Avenue, Suite 3900 
City, State, Zip: Las Vegas, NV 89101 
Phone, including area code: (702) 486-3782 
Facsimile, including area code: (702) 486-3768 
Email address: JLopez@ag.nv.gov 


Alternate Contact Information 
Name: Beatriz Aguirre 
Street Address: 555 E. Washington Avenue, Suite 3900 
City, State, Zip: Las Vegas, NV 89101 
Phone: (702) 486-0657 
Facsimile, including area code: (702) 486-3768 
Email address: BAguirre@ag.nv.gov 
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Brand development and launch of new 
Homeowner Relief Program, media strategy, 
media buying, public relations, event 
management, creative design, web development 
of WordPress CMS website, direct marketing. 


Original Project/Contract Start Date: Oct 2012 
Original Project/Contract End Date: June 2013 
Original Project/Contract Value: $954,000 
Final Project/Contract Date: Current contract expires June 2015 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes, on time 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes, on budget 


 
  


 RFP 3147
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Trump International Hotel Las Vegas 


Primary Contact Information 
Name: Jason Demuth 
Street Address: 2000 Fashion Show Drive 
City, State, Zip: Las Vegas, NV 89109 
Phone, including area code: (702) 476-7215 
Facsimile, including area code: (702) 476-7220 
Email address: jdemuth@trumphotels.com 


Alternate Contact Information 
Name: Brian Hardee 
Street Address: 2000 Fashion Show Drive 
City, State, Zip: Las Vegas, NV 89109 
Phone: (702) 476-7201 
Facsimile, including area code: (702) 476-7220 
Email address: bhardee@trumphotels.com 
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


National public relations, social media, limited 
direct marketing. 


Original Project/Contract Start Date: July 2013 
Original Project/Contract End Date: July 2014 
Original Project/Contract Value: $48,000 
Final Project/Contract Date: Currently contracted through 2015 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes, on time 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes, on budget 
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Regional Transportation Commission of 


Southern Nevada 
Primary Contact Information 


Name: Angela Castro 
Street Address: 600 S. Grand Central Parkway 
City, State, Zip: Las Vegas NV 89106 
Phone, including area code: (702) 676-1552 
Facsimile, including area code: (702) 676-1589 
Email address: castroa@rtcsnv.com 


Alternate Contact Information 
Name: Ana Diaz 
Street Address: 600 S. Grand Central Parkway 
City, State, Zip: Las Vegas NV 89106 
Phone: (702) 676-1572 
Facsimile, including area code: (702) 676-1589 
Email address: diaza@rtcsnv.com 
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Full service marketing and advertising, 
including brand development, creative design, 
social media, video production, media strategy, 
media buying, web design. 


Original Project/Contract Start Date: 2010 
Original Project/Contract End Date: 2012 + 2 renewal  
Original Project/Contract Value: $692,000 / yr = $2.77M total contract 
Final Project/Contract Date: Current 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes, on time 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes, on budget 
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: El Cortez Hotel and Casino 


Primary Contact Information 
Name: Alex Epstein 
Street Address: 600 E. Fremont Street 
City, State, Zip: Las Vegas, NV 89101 
Phone, including area code: 702.249.2541 
Facsimile, including area code: n/a 
Email address: aepstein@elcortez.net 


Alternate Contact Information 
Name: Mike Nolan 
Street Address: 600 E. Fremont Street 
City, State, Zip: Las Vegas, NV 89101 
Phone: 702.385.5200 
Facsimile, including area code: n/a 
Email address: mnolan@elcortez.net 
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


BRAINtrust Marketing + Communications is 
the agency of record for the El Cortez Hotel & 
Casino. This relationship includes strategic 
direction, creative and production services 
(including print, outdoor, tv, collateral, on-
property signage, direct mail, digital signage), 
website design & development, and media 
buying. 


Original Project/Contract Start Date: March 2013 
Original Project/Contract End Date: March 2015 
Original Project/Contract Value: $13,000/month 
Final Project/Contract Date: Ongoing 
Was project/contract completed in time 
originally allotted, and if not, why not? 


The project is a retainer-based relationship with 
ongoing deliverables. 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


All project fees are included in the original 
budget and have not been exceeded. 
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Allegiant Airlines 


Primary Contact Information 
Name: Brian Davis 
Street Address: 8360 S. Durango Drive 
City, State, Zip: Las Vegas, NV 89113 
Phone, including area code: 702.851.7316 
Facsimile, including area code: n/a 
Email address: Brian.davis@allegiantair.com 


Alternate Contact Information 
Name: Amanda Eisenberg 
Street Address: 8360 S. Durango Drive 
City, State, Zip: Las Vegas, NV 89113 
Phone: 702.589.7250 
Facsimile, including area code: 702.589.8013 
Email address: Amanda.eisenberg@allegiantair.com 
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Brand development, creative design, 
experiential marketing, microsite development 
(WordPress CMS), creative strategy and 
advertising ideation. 


Original Project/Contract Start Date: January 2012 
Original Project/Contract End Date: January 2013 
Original Project/Contract Value: $12,000/month 
Final Project/Contract Date: July 2013 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes, on time 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes, on budget 
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Town of Pahrump – Pahrump Tourism 


Primary Contact Information 
Name: Arlette Ledbetter 
Street Address: 400 North Highway 160 
City, State, Zip: Pahrump, NV, 89048 
Phone, including area code: 775.751.6853 
Facsimile, including area code: 775.910.3279 
Email address: aledbetter@pahrump.org 


Alternate Contact Information 
Name:  
Street Address:  
City, State, Zip:  
Phone:  
Facsimile, including area code:  
Email address:  
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Full service integrated marketing for 
destination of Pahrump, media strategy, media 
buying, creative strategy, creative design, 
public relations, social media, website 
development (WordPress CMS), mobile 
website development. 


Original Project/Contract Start Date: April 2014 
Original Project/Contract End Date: April 2015 
Original Project/Contract Value: $72,000 
Final Project/Contract Date: Current 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes, on time 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes, on budget 
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4.3   BUSINESS REFERENCES


4.3.2  Vendors must provide the following information for every business reference provided by the vendor.


Reference #: RFP 2081 


Company Name: BRAINtrust Marketing 


Identify role company will have for this RFP project 
(Check appropriate role below): 


X VENDOR  SUBCONTRACTOR 
Project Name: Interstate Hotels & Resorts 


Primary Contact Information 
Name: Fred DeSota 
Street Address: 4501 N. Fairfax Dr., Suite 500 
City, State, Zip: Arlington, VA  22203 
Phone, including area code: 702.387.3361 
Facsimile, including area code: 702.649.0794 
Email address: Fred.desota@interstategotels.com 


Alternate Contact Information 
Name: Reyhaneh Katirai 
Street Address: 25135 Park Lantern 
City, State, Zip: Dana Point, CA, 92629 
Phone: 949.487.7561 
Facsimile, including area code: 949.661.3688 
Email address: Rey.katirai@lagunacliffs.com 
 


Project Information 
Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software 
applications, data communications, etc.) if 
applicable: 


Integrated marketing activities for numerous 
Interstate hotel properties in multiple markets 
including Vermont, Washington, D.C., Florida, 
California, Georgia and Texas. Services include 
brand development, creative design, direct 
(eblasts), national and regional public relations, 
event management and social media. 


Original Project/Contract Start Date: 2009 
Original Project/Contract End Date: 2010 
Original Project/Contract Value: $144,000 
Final Project/Contract Date: Current on-going 
Was project/contract completed in time 
originally allotted, and if not, why not? 


Yes, on time 


Was project/contract completed within or under 
the original budget/ cost proposal, and if not, 
why not? 


Yes, on budget 
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Revised:  09-25-13 Resume Form Page 1 of 4 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Michael Coldwell Key Personnel: 
(Yes/No) Y 


Individual’s Title: Managing Partner 
# of Years in Classification: 20 # of Years with Firm: 9 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
9 years as Managing Partner of BRAINtrust Marketing + Communications, an integrated agency that 
specializes in travel, tourism, hospitality and entertainment. 
 
5 years as Executive Director of Corporate Communications for Caesars Entertainment, overseeing 
public relations and branded content integration for Caesars Palace and 18 Caesars-owned domestic 
properties, overseeing public relations strategy and day-to-day PR for four Caesars-owned properties in 
Las Vegas. 
 
5 years as Regional Marketing Manager for Planet Hollywood International, overseeing all marketing 
initiatives for eight Planet Hollywood restaurants across the United States and Canada.  Conceptualized 
and executed larges-scale celebrity events. 
 
2 years as Publicity & Promotions Manager for Columbia Tri-Star Films, executing PR and media 
promotions in five markets across Canada, including world-premiere events at the Toronto International 
Film Festival. 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
The majority of my career has been spent marketing attractions, casinos, resorts and destinations to out-
of-market visitors.  While based in Las Vegas for the past 14-years, my perspective includes a regional 
and national outlook, having marketing responsibilities in countless States from coast-to-coast. 
 
Extensive experience both in-house and agency-side also broadens the perspective and knowledge I 
can contribute to any marketing assignment. 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
1995 – Ryerson University, Toronto – Bachelor of Arts in Radio and Television Broadcasting 
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Revised:  09-25-13 Resume Form Page 2 of 4 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Personally, and as an agency, please see below for a list of recognition and awards: 
 
AVA Digital Marketing Awards: 
2013 AVA Award – Platinum: Interactive Campaign 


2013 AVA Award – Platinum: Website Design 


2013 AVA Award – Platinum: Non Profit Video 


 


National Service Industry Advertising Awards: 


2013 SIAA Award – Best In Show 


2013 SIAA Award – Gold: Total Advertising Campaign 


2013 SIAA Award – Gold: Print Advertising Campaign 


2013 SIAA Award – Gold: Website 


 


Association of Marketing and Communication Professionals: 


2012 MarCom Award – Platinum: Print Advertising Campaign 


2012 MarCom Award – Platinum: Product Launch / Special Event 


2012 MarCom Award – Gold: Nonprofit Video 


2012 MarCom Award – Gold: E-mail / Direct Mail Campaign 


2012 MarCom Award – Gold: Specialty Item Design 


 


2011 Vegas Inc.: Top 5 Largest Advertising Agencies in Nevada 


2011 Vegas Inc.: #2 Best Places to Work in Las Vegas 


 


Hermes Creative Awards: 


2011 Hermes Award – Platinum: Design / Illustrations 


2011 Hermes Award – Platinum: Special Event Category 


2011 Hermes Award – Gold: Website Design 


 
 
2010 Vegas Inc.:  Top 40 Under 40 
 
 
National Service Industry Advertising Awards: 
2010 SIAA Award – Gold: Total Public Relations Campaign 


2010 SIAA Award – Silver: Brochure Design Category 


2010 SIAA Award – Merit: Total Advertising Campaign 


2010 SIAA Award – Merit: Creative Design / Collateral 


 


2009 In Business Las Vegas: Nevada Entrepreneur Award 


2009 In Business Las Vegas: Top 20 Largest Advertising Agencies in Nevada 


 


Association of Marketing and Communication Professionals: 
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2009 MarCom Award – Platinum: Best Company Brochure 


2009 MarCom Award – Platinum: Business to Business Brochure 


2009 MarCom Award – Platinum: Best Writing / News Release 


2009 MarCom Award – Gold: Best Special Event Plan 


2009 MarCom Award – Gold: Best Product Launch 


 


International Association of Business Communicators: 


2008 IABC: Bronze Quill: Short term marketing campaign 


2008 IABC: Award of Excellence: Press release writing 


2008 IABC: Award of Excellence: Special purpose communications 


 


American Advertising Federation: 


Regional ADDY Award 2008: Silver – Print Ad Campaign 


Regional ADDY Award 2008: Bronze – Creative Design 


Regional ADDY Award 2008: Bronze – Web Design 


Regional ADDY Award 2008: Bronze – Creative Design 


 


Brandweek Magazine: Top Guerilla Marketing Campaigns of 2007 
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Revised:  09-25-13 Resume Form Page 1 of 2 


PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Kurt Ouchida Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Managing Partner 
# of Years in Classification: 24 # of Years with Firm: 8 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
As co-owner of BRAINtrust Marketing + Communications, which he formed with Michael Coldwell in 
2006, Kurt has helped build a company from “two guys with a laptop” to the third largest 
advertising/marketing agency in Nevada. Prior to founding BRAINtrust Marketing, he spent seven years 
as a corporate marketing and public relations executive with one of the largest gaming and resort 
companies in the casino industry.  Applying the experience garnered during his corporate tenure, Kurt 
has become an advisor and consultant to countless CEOs and business owners, including senior 
executives at Fortune 500 companies.  Considered a top communications strategist, Kurt is well 
respected by the media and trusted by senior executives to provide hands-on consultation and guidance.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
1996 to 2003 – Las Vegas Sands, Inc. (owner of The Venetian and Palazzo), 3355 Las Vegas Boulevard 
South, Las Vegas, Nevada 89109, Vice President of Corporate Communications.  In this role, Kurt 
directed all public relations and marketing activities for the opening of The Venetian Resort Casino with 
an unprecedented global PR campaign, the Guggenheim and the Guggenheim Hermitage Museums. 
 
2004 to 2005 – Media Underground (audio/video production company), 3485 W Harmon Ave., Suite 100, 
Las Vegas NV 89103, Vice President of Production/Development.  Oversaw the creation and production 
of TV, on-line, radio commercials and corporate videos and presentations for top gaming and hospitality 
companies. 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
1989 - University of California, Davis – Bachelor of Arts degree with a triple major in Rhetoric & 
Communications, English and Psychology 
 
2001 – University of Nevada Las Vegas – Master of Arts degree – Communications Studies (completed 
course work with 3.81 GPA) 
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Revised:  09-25-13 Resume Form Page 2 of 2 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
 
Kurt has overseen award-winning PR and marketing campaigns and has received PRSA’s Bronze Anvil 
and IABC’s Bronze Quill honors.  Additionally, he has produced advertising campaigns that have earned 
Telly and Addy Awards.  As a tourism executive, he has been recognized by Travel Agent magazine as a 
“Rising Star” and was named one of the “Top 40 Under 40” business executives by In 
Business magazine.  Under his and Michael’s leadership, BRAINtrust Marketing has been recognized as 
the “Best Place to Work” by Vegas Inc, “Nevada Entrepreneurs of the Year” also by Vegas Inc., and “Top 
Minority-Owned Business” by the Las Vegas Business Press.   
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Glen Scott Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Executive Creative Director 
# of Years in Classification: 4 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Glen’s has 14 years experience as an advertising creative in the industry. Beginning his career in 
Chicago as an Art Director, he worked on the International Trucks and American Cancer Society. He 
then was recruited to R&R Partners in Las Vegas where he was lead creative on the Las Vegas 
Convention and Visitors Authority account for four years. In this role he won numerous national creative 
awards for his work on the “What Happens Here, Stays Here” creative, as well as garnering over 
$18MM+ earned media for the “Vegas Bound” campaign. Glen was then recruited to Barkley in Kansas 
City, where as an Associate Creative Director he helped lead the 24 Hour Fitness, Helzberg Diamonds, 
and Sonic Drive-Ins accounts. In 2010 Glen moved back to Las Vegas to open his own agency, 1010 
Collective, where clients included The Smith Center for the Performing Arts, El Cortez Hotel and Casino, 
Wynn Resorts, and Monterey County Tourism. In 2014, Glen merged his agency with BRAINtrust 
Marketing + Communications to form one of the largest integrated agencies in Nevada.  
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
2005-2008, R&R Partners, Las Vegas – Senior Art Director on the Las Vegas Convention & Visitors 
Authority account. As creative lead, Glen developed numerous executions within the “What Happens 
Here, Stays Here” campaign. Other efforts included the “Your Vegas is Showing” campaign targeting 
specific product verticals (shopping, dining, shows), and the “Vegas Bound” campaign that was an 
integrated effort that brought an entire town from Texas to Las Vegas. The filming and development of 
content for that program garnered over $18MM earned media and the first ever YouTube takeover. 
 
2010-2014, 1010 Collective/BRAINtrust, Las Vegas – Partner/Executive Creative Director on numerous 
accounts driving tourism in Las Vegas including properties (El Cortez, Wynn Resorts), travel (Allegiant 
Air), and entertainment (The Smith Center for the Performing Arts, The Mob Museum). 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Illinois, Champaign/Urbana – B.S. Advertising, 2001 
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AWARDS (Won by the individual) 


Information required should include: Award, organization giving the award and date received. 
 
Addy, Best of Gaming - 2014 


Las Vegas Interactive Marketing Association, Best Web Video 2012 


Kansas City AIGA A8 Awards, Motion 2012 


Midwest Independent Film Festival, Advertising Shorts 2012 


Communication Arts - Photo Annual, Multimedia 2011 


Addy, Best of Show Broadcast - 2011 


One Show, Public Service Outdoor - 2010 


One Show Design, Public Service Outdoor - 2010 


National Addy, Online Campaign - Silver 2008 


One Show, TV Campaign - Merit 2007 


One Show, TV Single - Merit 2007 


Print Design Annual - Poster 2007 


Communication Arts - Photo Annual 2007 


National Addy, TV Campaign - Silver 2007 


National Addy, Outdoor - Silver 2007 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Monica Vanyo Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Director 
# of Years in Classification: 8 # of Years with Firm: 4 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Monica has played a critical role with BRAINtrust Marketing in account management, campaign ideation 
and execution, events and new product launches. She is an early adopter and loves introducing and 
educating others on new media advancements. She has helped manage large-scale media budgets and 
is a fierce and fair negotiator. She provides a valuable blend of leadership, strong relationships, and 
technological skill that combines efficiency with imagination to produce highly effective bottom-line 
results for our client partners. Her previous experience in the publishing and agency worlds led her to 
work with brands such as Dior, Hyundai, Simon Property Group, Gucci, Diane von Furstenberg, 
Wolfgang Puck, Saks Fifth Avenue and a variety of clients in the hospitality, spa, attractions and 
entertainment industries.  
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
As an Account Director at BRAINtrust Marketing + Communications, Monica has spearheaded marketing 
initiatives for Platinum Hotel Las Vegas, a property of Marcus Hotel Group. During her tenure of 3.5 
years with the local boutique hotel, Monica has played a critical role in account service, campaign 
creation and execution, events and new product launches. Monica has executed a number of event 
based, traditional and non-traditional, experiential and social media campaigns on behalf of the client. 
Advertising initiatives have helped increase both leisure and group sales revenue year-over-year and 
client is also seeing increase results in traffic in their food and beverage and spa initiatives.  
 
As a Senior Account Manager at Letizia Mass Media, Monica worked with El Cortez Hotel & Casino and 
Cabana Suites for the duration of two years. As a lead on the account, Monica acted as liaison between 
all agency departments (graphics, media, interactive, production, etc.). She acted as the day-to-day point 
of contact for 14 client touch points and was responsible for ensuring deadlines were met with a sense of 
urgency and proactive planning. She coordinated monthly media plans and determined monthly budget 
and creative for campaign execution. Monica managed and executed advertising campaigns through 
various media mediums, such as TV and radio broadcast (including copy writing, scheduling talent and 
scouting/directing video shoots), coordinated and oversaw all graphic design, interactive projects and 
media buying. Ensured that market research was at the basis of every creative campaign strategy and 
constantly evaluated different media platforms to ensure success. Delivered customer service with 
unbridled enthusiasm, creativity, focus and pride, while displaying unwavering integrity, innovation and 
passion in every aspect of the tourism industry. 
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As Marketing Coordinator at Greenspun Media Group, Monica worked with brands such as 
Fontainebleau Miami, Trump Las Vegas, Caesars Palace, MGM Resorts International, Palms and Palms 
Place for the duration of 2 years. Responsible for the management of corporate event 
execution, Monica spearheaded the development of creative sponsorship opportunities, coordination of 
vendors and management of on-site staff while securing contractual obligations for a variety sponsors 
and successfully insuring immediate ROI. Monica was responsible for the preparation of tactical 
marketing presentations and ensured all sales and marketing collateral was current, accurate and 
portrayed a professional image. Monica created, implemented and maintained publication e-media—
including monthly newsletters, e-blasts and social networking sites—in a manner that effectively 
increased the number of engaged end-users. Monica constantly evaluated and designed new marketing 
strategies to meet the challenges of the tourist industry in 2009/2010.  
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
Pepperdine University, Malibu, CA                                                                                                2006 
M.A. in Clinical Psychology with an emphasis in Marriage and Family Therapy 
 
Seattle University, Seattle, WA                  2004 
B.A. Degree in Psychology 
Double major: Psychology & Criminal Justice; Specialization: Forensic Psychology 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor: X 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Kurstin Christie Key Personnel: 
(Yes/No)  


Individual’s Title: Public Relations Director 
# of Years in Classification: 13 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Kurstin Christie has more than 13 years of hospitality public relations experience where she has 
developed and executed strategic public relations and media relations campaigns for 
hotels/resorts, restaurants, airlines and tourism destinations. Her vast experience ranges from 
launch and renovation campaigns to brand awareness.  
  
Christie began her career working with the prominent Four Seasons brand, providing PR 
support for Four Seasons Resort Maldives and Four Seasons Resorts Bali, both Jimbaran Bay 
and Sayan, through media outreach, planning and attending FAM trips and strategic tourism 
partnerships with Saks Fifth Avenue, Singapore Airlines and Malaysia Airlines.   
  
Other travel and tourism experience includes seven years at one of Los Angeles’ leading 
hospitality agencies where she served as an account director in the travel division. She was 
responsible for spearheading campaigns for Auberge Resorts, Peninsula Hotels, Edward 
Thomas Collection, Air Tahiti Nui and Morton’s The Steakhouse. She also served as a 
consultant for Tourism Australia, The Grand Del Mar Resort in San Diego and the Southern 
California launch of Bonefish Grill.  
 
Her most recent experience includes media relations outreach on behalf of Trump Las Vegas, 
Laguna Cliffs Marriott Resort & Spa, The Highlands Dallas and Richard Petty Driving 
Experience.  
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Tourism Australia (North America) 
Subcontractor to Ketchum West 
Media Relations Expert – proactive pitching and media coverage, FAMs, media tours, etc. 
2012-2013 
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Discover Claremont 
Subcontractor to Ron Antonette Public Relations 
Media Relations Expert – proactive pitching and media coverage, FAMs, media tours, etc. 
2012 – present 
 
Murphy O’Brien Public Relations 
Account Director 
2004 – 2011 
 
Burditch Marketing Communications 
Account Executive 
2002 – 2004 
 
BWR Public Relations 
Intern 
2001 - 2002 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
California State University, Long Beach 
Long Beach, California 
B.A. Communication Studies, May 2001 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
N/A 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Michelle Monson Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Public Relations Account Executive 
# of Years in Classification: 4 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Account Executive Michelle Monson is a dynamic marketing and communications professional with comprehensive 
experience in food & beverage, hospitality and gaming industries. With extensive relationships with national, 
regional and local media, she delivers high-impact communications campaigns for a wide array of BRAINtrust 
Marketing + Communications’ client partners. She was most recently Public Relations Specialist at MGM Resorts 
International where she oversaw the food and beverage PR efforts and outreach for 10 properties on the Las 
Vegas Strip. Previously, she held a Public Relations Coordinator role at Caesars Entertainment where she 
specialized in dining, gaming and citywide pool PR initiatives for nine properties within the Las Vegas region. 
Michelle was instrumental in the opening of Bacchanal Buffet, Gordon Ramsay Pub & Grill and Nobu Hotel 
Restaurant & Lounge at Caesars Palace and Gordon Ramsay BurGR at Planet Hollywood Resort & Casino. She 
earned a Bachelors degree in Business from the University of Nevada, Las Vegas and contributes to a variety of 
local charitable organizations. 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
BRAINtrust Marketing + Communications (Feb.-Aug. 2014): Oversee publicity and creative marketing campaigns 
for a diverse client profile including lifestyle and entertainment, travel and tourism and community and government 
accounts. 
 
MGM Resorts International (Oct.-Jan. 2014): Specialize in food and beverage public relations initiatives for 
properties within the Las Vegas region. 
 
Caesars Entertainment Corporation (July 2012-Oct. 2013): Specialize in food and beverage, gaming and resort 
pool public relations initiatives for 10 properties within the Las Vegas region.  
 
Corporate Sales Office of The Charlie Palmer Group (Sept. 2010-July 2012): Handle sales and marketing activities 
for three restaurants within the Las Vegas region.  
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EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
University of Las Vegas Nevada: B.S.B.A. Business Marketing & Communications 
University of Las Vegas Nevada: Certificate in Public Relations Practices 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Jennifer Jo Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Account Executive 


# of Years in Classification: 7.5  # of Years with Firm: >1 
year 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Jennifer Jo started her professional career at Feld Entertainment, overseeing the public relations and 
event planning of Ringling Bros. and Barnum & Bailey Circus.  After a little more than five years with the 
company, she moved to Las Vegas in 2012 to work for Caesars Entertainment.  During her time at 
Caesars, Jennifer was responsible for public and media relations for more than 20 shows across nine of 
the Caesars Entertainment Las Vegas resorts.  She has been key in assisting the opening of headliners 
including Shania Twain, CeeLo Green, Britney Spears and Olivia Newton-John.  In April 2014, Jennifer 
joined BRAINtrust Marketing to help manage accounts including Xyience Energy Drink, Tivoli Village, 
Richard Petty Driving Experience and Pahrump tourism.   
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
BRAINtrust Marketing + Communications, Las Vegas, Nevada – Account Executive (April 2014 – 
Present) 


• Pahrump Tourism (April 2014 – Present) 
o Point of contact for client on all account related matters including PR, social media, media 


buys and advertising.  
o Responsible for overseeing the PR for Pahrump Tourism.  Responsibilities include writing 


and distributing press releases, event listings, media alerts and newsletters, and pitching 
new stories and opportunities pertaining to events and local businesses in Pahrump. 


o Assists in managing the Pahrump brand by planning, developing and directing marketing 
initiatives, and assuring brand consistency is integrated in all marketing assets.  
 


• Richard Petty Driving Experience (April 2014 – Present) 
o Point of contact for client for advertising and PR 
o Responsible for local PR initiatives.  Responsibilities include writing and distributing press 


releases, calendar listings and media alerts, and pitching new stories and opportunities for 
Richard Petty Driving Experience and American Muscle Car Challenge. 
 


Caesars Entertainment, Las Vegas, Nevada – Public Relations Specialist (October 2012 – April 2014) 
• Managed and oversaw the PR efforts of over 25+ shows across nine properties citywide. Responsibilities 


include writing and sending out press releases, media alerts and celebrity sightings to national and local 
media, pitching new stories and opportunities and securing media for events.  
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• Planned and coordinated events including media nights, anniversary parties, celebrity red carpets and 
large-scale events. 


• Collaborated with the social media team to provide them with compelling content to share on social media 
channels to hundreds of thousands of followers. 


 
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
George Mason University (Fairfax, VA) – August 2000 – May 2005 


• B.A. in Communications with a concentration in Public Relations and minor in Business 
 


 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Best PR Event “Ringling Bros. and Barnum & Bailey Presents Dragons” – Feld Entertainment 2012 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
 


Check the appropriate box as to whether the proposed individual is 
 prime contractor staff or subcontractor staff. 


Contractor: X Subcontractor:  
 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Anne Tso Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Art Director 


# of Years in Classification: 12 # of Years with Firm: 2 
 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
 
I have worked with a variety of companies ranging in size from small boutique agencies to a company 
that employ over 10,000 people. In my 12 years of design, I have gained exceptional experience in all 
things related to print and web design. I have worked on everything from logo design, to direct mail, to 
restaurant development and launching national branding campaigns. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
 
Nevada Silver Trails: Emergency Room Creative in Las Vegas, NV. Senior Graphic Designer from 2007 
– 2009 
 
Pahrump Tourism: Braintrust Marketing & Communications in Las Vegas, NV. Art Director from May 
2014 – Present 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
The School of the Art Institute of Chicago 
Chicago, IL 
 
BFA in Visual Communications, emphasis in Graphic Design 
Graduated in 2005 
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AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
 
2014 AAF Gold Award: The Flame (logo for El Cortez Hotel & Casino) 
2014 AAF Gold Award: Bier Garten (logo) 
2014 AAF Silver Award: El Cortez “The Original” Campaign 
2012 ADDY, Bronze Award: Luis Miguel Direct Mail Piece 
2011 Benny Award for Booklet/Brochure: Horseshoe Casino Brand Book 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Sunny Wanser Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Web Developer 
# of Years in Classification: 6 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Sunny Wanser is a tech professional with more than six years of experience in developing and project managing 
online and mobile applications.  Her previous work includes over three years at Boyd Gaming, where she led 
various web and mobile development initiatives, including the award-winning player portal B Connected Online. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
April 2014 -   QA Automation Engineer 
May 2014  Allegiant Travel 


• Automated tests of web-based applications and reservations engines 
 
February 2011 -  Development Manager 
April 2014  Boyd Gaming Corporation 


• Projects include B Connected Online, B Connected Mobile, B Connected Sports, 
online hotel reservations for 15 hotel-casinos, and more. 


    
EDUCATION 


Information required should include: institution name, city, state,  
degree and/or Achievement and date completed/received. 


 
Colorado State University    Fort Collins, CO 
Bachelor of Science, Computer Science   May 2010 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
2012  Best Travel Website, B Connected Online (Boyd Gaming Team) 
  Web Marketing Association 
 
2012  Gold Award for Mobile Travel Application, B Connected Mobile (Boyd Gaming Team) 
  W3 Awards 
 
2009    Inducted into Upsilon Pi Epsilon,  


International Honor Society for the Computing and Information Disciplines 
 


2003 &   First Place 
2004   Midwest Internet Institute's Web Authoring Contest 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
Check the appropriate box as to whether the proposed individual is 


 prime contractor staff or subcontractor staff. 
Contractor: X Subcontractor:  


 
The following information requested pertains to the individual being proposed for this project. 


Name: Danny Figueroa Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Interactive Designer 
# of Years in Classification: 4 # of Years with Firm: 1 
 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
Figueroa has worked with Billionaire Mafia, a clothing company, creating differing collateral materials, 
including designing a Facebook app for the MAGIC Convention, held here in Las Vegas and also worked 
for BRAND Marketing as a Web Designer. 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
Website – Las Vegas Sands Expo, BRAINtrust Marketing & Communication, Las Vegas, NV 
Interactive Designer 
 
Design and build the Las Vegas Sands Expo website using a CMS system. 
 
Website – Visit Pahrump, BRAINtrust Marketing & Communication, Las Vegas, NV 
Interactive Designer 
 
Take the existing web site and make it responsive for mobile and tablets and convert the website into a 
CMS system.  
 
Email Campaign – Laguna Cliffs Marriott, BRAINtrust Marketing & Communication, Las Vegas, NV 
Interactive Designer  
 
Design and code email newsletters and campaigns to be sent using an email marketing service.  
 
Email Campaign – Platinum Hotel Las Vegas, BRAINtrust Marketing & Communication, Las 
Vegas, NV 
Interactive Designer 
 
Design and code email newsletters and campaigns to be sent using an email marketing service. 
 
Website, Email Campaign – El Cortez Hotel & Casino, BRAINtrust Marketing & Communication, 
Las Vegas, NV 
Interactive Designer 
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Design and code email newsletters and campaigns to be sent using an email marketing service. Create 
new pages and improve functionality of the website. 
 
Email Campaign – Trump Hotel, BRAINtrust Marketing & Communication, Las Vegas, NV 
Interactive Designer 
 
Design and code email newsletters and campaigns to be sent using an email marketing service. 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
College of Southern Nevada, Las Vegas, NV 
Associates of Applied Science – Web Design 2014 
 
College of Southern Nevada, Las Vegas, NV 
Associates of Applied Science – Graphic Design 2011 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
Website Design & Development, Silver Award, AIGA 2012 
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PROPOSED STAFF RESUME FOR RFP 2081 
A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff. 


 


Company Name Submitting Proposal: BRAINtrust Marketing + Communications 


 
 


Check the appropriate box as to whether the proposed individual is 
 prime contractor staff or subcontractor staff. 


Contractor: x Subcontractor:  
 


 
The following information requested pertains to the individual being proposed for this project. 


Name: Ryan Myers Key Personnel: 
(Yes/No) Yes 


Individual’s Title: Copywriter 


# of Years in Classification: 1.5 # of Years with Firm: 1 
 


 


BRIEF SUMMARY OF PROFESSIONAL EXPERIENCE 
Information should include a brief summary of the proposed individual’s professional experience. 


 
 
1.5 years as a professional copywriter. 5+ years as a screenwriter and author. 
 
 


RELEVANT TOURISM INDUSTRY EXPERIENCE 
Information required should include:  timeframe, company name, company location, position title held during 


the term of the contract/project and details of contract/project. 
 
 
Digital and traditional copy for Pahrump Tourism while a copywriter for BRAINtrust, 2014. Digital and 
traditional copy for Monterey Tourism, El Cortez Hotel and Casino, and Wynn while a copywriter for 1010 
Collective, 2013. 
 
 


EDUCATION 
Information required should include: institution name, city, state,  


degree and/or Achievement and date completed/received. 
 
 
Chicago Portfolio School - Copywriting Program. Completed, with recommendations. 
 
 


AWARDS (Won by the individual) 
Information required should include: Award, organization giving the award and date received. 


 
 
Silver and Gold ADDYs - American Advertising Federation - 2014 
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THANK YOU
We appreciate your time reviewing our proposal. We 
are very excited about the possibility to work with 
your respective teams to help raise the profile for the 
Silver State Health Insurance Exchange. 


Kurt Ouchida


Managing Partner


702.862.4242


kurt@braintrustlv.com
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EXCHANGE MARKETING AND OUTREACH


PART II - Cost Proposal


BRAINtrust Marketing + Communications
8948 Spanish Ridge Avenue, Las Vegas, NV  89148
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Opening Date: August 20, 2015


Opening Time: 2:00PM
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COST PROPOSAL







Digital	  
25%	  


Outdoor	  
7%	  


TV	  
50%	  


Radio	  
10%	  


Print	  
4%	  


Grassroots	  
4%	  


Proposed segmentation of media budget:


Proposed breakdown of media budget:


MEDIA BUDGET BREAKDOWN
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ATTACHMENT J – COST PROPOSAL CERTIFICATION OF COMPLIANCE 


WITH TERMS AND CONDITIONS OF RFP 
 
I have read, understand and agree to comply with all the terms and conditions specified in this Request for 
Proposal.   
 


YES X I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during negotiations.   
Note:  Only cost exceptions and/or assumptions should be identified on this attachment.  Do not restate 
the technical exceptions and/or assumptions on this attachment. 
 
BTMC LLC. dba BRAINtrust Marketing & Communications  
Company Name  
    


Signature    
    
Kurt Ouchida   1-15-2015 
Print Name   Date 
 


Vendors MUST use the following format.  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
    


    


 
 
 


This document must be submitted in Tab III of vendor’s cost proposal. 
This form MUST NOT be included in the technical proposal. 
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Part I a – technIcal ProPosal
rFP title: Exchange Marketing and Outreach


rFP: 3147


Vendor name: MassMedia LLC 
Robertson + Partners


address: 3333 E Serene Avenue 
Henderson, NV 89074


Proposal opening Date: January 20, 2015


Proposal opening time: 2:00 PM
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tab III – Vendor Information sheet


the vendor information sheet completed with an original signature by an individual authorized to bind the 
organization must be included in this tab.


Attached page 6-7
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tab IV – state Documents


the state documents tab must include the following:


a.   the signature page from all amendments with an original signature by an individual authorized to 
bind the organization.


 Attached page 10-11


B.   attachment a – confidentiality and certification of Indemnification with an original signature by an 
individual authorized to bind the organization.


 Attached page 12-13


c.   attachment c – Vendor certifications with an original signature by an individual authorized to bind 
the organization.


 Attached page 14-15


D.  copies of any vendor licensing agreements and/or hardware and software maintenance agreements.


 N/A


e.  copies of applicable certifications and/or licenses.


 Attached page 16-17
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tab V – attachment B


attachment B, technical Proposal certification of compliance with terms and conditions of rFP


a.   attachment B with an original signature by an individual authorized to bind the organization must be 
included in this tab.


B.   If the exception and/or assumption require a change in the terms or wording of any section of the 
rFP, the contract, or any incorporated documents, vendors must provide the specific language that is 
being proposed on attachment B.


c.  only technical exceptions and/or assumptions should be identified on attachment B.  


D.   the state will not accept additional exceptions and/or assumptions if submitted after the proposal 
submission deadline.  If vendors do not specify any exceptions and/or assumptions in detail at time of 
proposal submission, the state will not consider any additional exceptions and/or assumptions during 
negotiations.


 Attached page 22-23
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tab VI – scoPe oF WorK


the silver state health Insurance exchange expects this project not to exceed $2.8 million, and to encompass 
three (3) phases:  1) target Market Validation and analysis; 2) education campaign, and 3) enrollment 
campaign.


3.1 Phase 1 – tarGet MarKet ValIDatIon anD analYsIs


Phase 1 of the project is anticipated to begin on or about april 14, 2015.  Production of deliverables 
should be completed and ready for use and/or broadcast on a date to be specified by the exchange, 
although the exchange will look to the expertise of the selected vendor to consult on start dates and 
durations of campaigns.


 3.1.1 Deliverables  


  3.1.1.1 Market Validation


   a.   Validate and advise on the known target market, identifying additional opportunities, 
including population segments that could access health insurance coverage through nevada 
health link.


  B.   analyze the existing target market study and validate market segments based on information 
compiled by the exchange including, but not limited to, the following:


   1.  analyze the target audiences that are expected to enroll in health care coverage through 
the exchange;  


   2. analyze the varying economic profiles of exchange customers; 


   3.  Validate and adjust, if applicable, the locations where the exchange’s customers live 
within the state; 


   4.  analyze the categorization of customers’ perceptions of health insurance, including 
customers’ perceptions of government programs to assist in the purchase of health 
insurance; 


   5. Make suggested modifications on all of the above as an outcome of the analysis; and


   6.  Maintain the current identity of the silver state health Insurance exchange by utilizing the 
existing brand.


  Market Validation
   The Exchange would like to gain a greater understanding around key constituents’ awareness, perceptions, and 


attitudes regarding the Exchange and the Nevada Health Link brand.  A key objective is to have the Exchange 
viewed as a service that delivers quality products at affordable prices in order to acquire new applicants.  It is also 
important to ensure that the Exchange’s marketing efforts, communications and customer service drive customer 
retention.


   In addition, the team would like to develop knowledge regarding the economic profiles and how each segment 
approaches the decision-making processes, namely what has driven key constituents to choose a competitive 
offering, or to elect to not enroll with any insurance provider.  These insights, along with a variety of other subjects 
to be addressed in this research initiative, will provide important value in both informing and shaping the team’s 
future marketing and branding efforts.


   We recommend evaluating existing data from Nevada Health Link prospects and existing enrollees to get a more in-
depth understanding of what target segments are currently being served and those that are underserved.  Specific 
actions and deliverables include the following:
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	 	 	 •	 An	analysis	of	the	various	segments	visiting	the	Nevada	Health	Link	website:


    – Small Business Owners


    – Consumers


     · Potential customers


     · Existing customers


     · Assessment of the current database to identify enrollee profiles:


    – Individuals/Families


     · Age


     · Income


     · Employment status


     · Federal Poverty Level


     · Family structure (single vs. married, children vs. no children, etc.)


     · Cost Sharing Reduction Subsidies


     · Area of residence within the state


     · Ethnicity


     · Gender 


    – Small Businesses


     · Number of employees


     · Industry


     · Type of health insurance plan offered


     · Area of residence within the state


   Additional information and insights may also be gleaned by speaking with customer service representatives or those 
who work at the enrollment stores.


   In order to further identify economic profiles that include demographics and key attributes of the target population 
we will also leverage the following resources commissioned by and made available by the Nevada Health Link:


	 	 	 •	 Consumer	Heuristics	Report,	March	18,	2013,	Public	Consulting	Group


	 	 	 •	 Consumer	Assistance	Inventory,	June	2013,	Public	Consulting	Group


	 	 	 •	 Nevada	Health	Insurance	Market	Study,	March	2012,	Gorman	Actuarial,	LLC


	 	 	 •	 Tribal	Interaction	and	Impact	Assessment	Report,	January	27,	2012,	Public	Consulting	Group


	 	 	 •	 	An	Overview	of	the	Commercial	Health	Insurance	Markets	in	Nevada,	August	8,	2011,	Bob	Carey,	Public	
Consulting Group


	 	 	 •	 	An	Overview	of	Nevada’s	Publicly-Subsidized	Health	Coverage	Programs,	August	4,	2011,	Bob	Carey,	Public	
Consulting Group


	 	 	 •	 An	Overview	of	the	Uninsured	in	the	State	of	Nevada,	August	3,	2011,	Bob	Carey,	Public	Consulting	Group


	 	 	 •	 	Marketing/Outreach	Report	&	Awareness	Survey	Results,	July	10,	2014,	Prepared	by	KPS3	and	Applied	
Analysis   


   Based on reviewing the Nevada Health Link website and enrollee information, along with existing market research, 
we would pursue the following steps:


	 	 	 •	 Summarize	the	research	and	Exchange	enrollee	data


	 	 	 •	 Develop	economic	profiles	of	existing	and	potential	customers


	 	 	 •	 Identify	any	gaps	in	profile	information


	 	 	 •	 Develop	a	primary	research	plan	


	 	 	 •	 Implement	a	research	protocol	designed	to	further	refine	the	economic	profiles


	 	 	 •	 Evaluate	and	modify	the	economic	profiles	based	on	the	results	from	the	research


	 	 	 •	 Validate	and	assess	the	economic	profiles	in	later	rounds	of	primary	research
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   The research design we will propose has been successfully leveraged with clients in the health care industry 
to establish a benchmark of perception and attitudes in the initial phase.  This will allow for the evaluation and 
refinement of the economic profiles that are key to the success of the Exchange.


	 	 	In	subsequent	phases,	research	will	be	designed	to	gain	insights	that	can	be	leveraged	to	optimize	the	campaign	to	
ensure its success.  It will also be important to hear the voice of consumers who have previously used the Exchange, 
with the goal of retaining them.


   We recommend conducting intercept interviews to establish a benchmark of attitudes and perceptions around 
health insurance and the exchange. Intercept interviews will allow us to effectively determine and refine the 
appropriate exchange profiles efficiently and effectively.  We do not recommend conducting telephone surveys due 
to the high penetration of cellphones that may not be accessed using random digital dialing techniques.  Similarly, 
it would be difficult to conduct an online survey without a pre-defined list of emails that address the potential target 
audience.


   We would propose conducting approximately 750 intercepts with Nevada residents living in key locations within 
Nevada who meet the following criteria:


	 	 	 •	 Personally	responsible	for	selecting	a	health	insurance	provider


	 	 	 •	 A	permanent,	year-round	resident	of	Nevada


	 	 	 •	 	Currently	have	no	active	health	insurance	coverage,	but	are	open	to	acquiring	coverage	in	the	coming	2	
years


	 	 	 •	 Do	not	receive	government	assistance,	Medicare,	Medicaid,	etc.


	 	 	 •	 	Income	level	-	138-400%	Between	138	percent	and	400	percent	of	the	Federal	Poverty	Level	as	determined	
by	household	size	


	 	 	 •	 Appropriate	mix	of	age	(18-64),	gender,	ethnicity	and	income


	 	 	 •	 Hispanic	participants:		Spanish	language	dominant	Hispanics


    – Read Spanish publications


    – Prefer to watch television and/or listen to radio programming in Spanish


    –  Watch at least 10 hours of Spanish speaking TV programming and/or listen to 5 hours of Spanish 
speaking radio stations per week


   Intercept interviewers will receive detailed training regarding the specifics of this survey. This would include a 
project overview, study-specific interviewing procedure, and a detailed discussion of the questionnaire contents. 
These intercepts will be conducted by seasoned interviewers who have previous experience with similar projects.


  Focus Groups
   In-person focus groups would offer deep insights around perceptions of the health insurance environment and key 


players in this industry, along with rational and psychological factors that guide behavior and purchase decisions.  
This methodology is particularly effective for gaining foundational knowledge to be used in the development of 
future brand and marketing strategies.  Additionally, this format works well when exploring reactions to advertising 
or messaging.  


   The in-person groups will have approximately six to eight participants and will last 90-120 minutes. Based on 
the review of past research and Nevada demographics, it will be key to segment the uninsured audiences in the 
following composition:


Intercept & Telephone 
Interview designed to 
establish a benchmark


Intercept interviews to 
assess post-campaign 


awareness and 
perceptions


Focus Groups used  
to gain insights to  


optimize the campaign
Campaign Launch
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   Telephone interviews 
   Telephone interviews provide a convenient and cost effective means of reaching busy, working professionals (in 


this case, insurance brokers and small business owners) who may otherwise be reluctant to participate in formal 
in-person research.  The telephone format also allows us to reach a geographically diverse sampling of brokers and 
small business owners in order to get a well-rounded picture of this segment’s attitudes and behaviors.


   Small Business Owners (1-50 employees) can provide valuable insight in terms of where they go to learn about 
health insurance options for their company and their awareness of SHOP (Small Business Health Options Program).  
It will be important to speak with small business owners who are not offering health insurance to their employees 
and to those who are currently doing so.   


   We also recommend conducting telephone interviews with health insurance brokers to assess their perceptions 
of the Nevada Health Link.  As these individuals wield influence in guiding purchase decisions, it will be important 
to understand their perceptions of available options and their approach to identifying and recommending health 
insurance providers for their end clients.  Given that these are professionals with busy schedules, who may not wish 
to discuss their dealings in front of competitors, we recommend that these interviews be conducted one-on-one, 
by phone with the potential to conduct some in-person at the brokers’ offices.  We further recommend conducting 
interviews with brokers based in the Las Vegas area and others located elsewhere in Nevada. 


   Following the close of the 2014-2015 Enrollment season, we will review the results of the of the data collected and 
make adjustments to our campaign strategies and target audiences accordingly. 


3.2 Phase 2 – eDUcatIon caMPaIGn 


  Phase 2 of the project is expected to begin on a date specified by the exchange.  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 a 
date specified by the exchange.  the campaign will run through october 6, 2015. 


 3.2.1 Deliverables 


  the selected vendor will design a creative, flexible, cost-effective, and integrated marketing and 
outreach campaign aimed at reaching target audiences.  this campaign will communicate the 
benefits of accessing health insurance coverage through the exchange, as well as the Qualified 
health Plans made available through the exchange.


  3.2.1.1  exchange recognition campaign


Audiences Las Vegas
Small Business Owners–Insured 10


Small	Business	Owners–Uninsured 10


Insurance Brokers/Agents 10


Focus Group Audiences Las Vegas Reno TOTAL
Insured Consumers Demographically mixed  (FPL 
appropriate)


1 Group 1 Group 2 Groups


Uninsured	Families 1 Group 1 Group 2 Groups


Uninsured	Young	Invincibles 1 Group 1 Group 2 Groups


Uninsured	Hispanic	Families	-	conducted	in	Spanish 1 Group 1 Group 2 Groups


Uninsured	Hispanic	Young	Invincibles	-	conducted	in	
Spanish


1 Group – 1 Group


Uninsured	All	Ages	(18-64)	and	Demographics 1 Group 1 Group 2 Groups


Total 6 Groups 5 Groups 11 Groups
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   the silver state health exchange’s education campaign will be comprised of, but not limited 
to, television, radio, outdoor, and other media as suggested by the selected vendor.  Proposing 
vendors will be required to submit a media plan that details the integrated campaign’s goals, 
strategies, and expectations; 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: 


  a.  Describe the history of the silver state health Insurance exchange; 


  B.  explain the services and information available through the exchange; and 


  c.   Publicize the services and information available through the exchange using appropriate 
resources like electronic media, publications, and others. 


  3.2.1.2 educational Promotion 


   the educational Promotion will provide necessary information to nevada’s citizens.  Proposals 
should include reasons why individuals should purchase, enroll, or re-enroll in health insurance 
coverage.  at a minimum the reasons should:


  a.  Describe the barriers to enrolling in health insurance coverage in nevada;


  B.   Describe nevada health link as the solution to overcoming those barriers, and obtain better 
health through preventive services, as well as financial piece of mind;


  c.   Describe the Qualified health Plans that are available for enrollment or purchase through the 
exchange; and


  D.   Describe the availability of the shoP and benefit to business owners that participate in the 
program. 


  e.   Describe why health insurance coverage is more affordable through the exchange.  the 
description should include, but not be limited to information on the following:


   1. advance Premium tax credit;


   2. cost sharing reductions; and


   3. coverage for employees of small businesses.


  F.   Provide details of how, when, and where consumers may purchase a plan through the 
Individual Marketplace and shoP;


  G.   show how the exchange’s customers will be able to take advantage of the Qualified health 
Plans participating in the Individual Marketplace and shoP;


  h.  explain what an exchange enrollment Facilitator is and show how they can help consumers; 


  I.   educate the general public regarding the benefits of the exchange and Qualified health Plans 
by utilizing cost-effective media, including, but not limited to, public service announcements, 
print, radio, and television opportunities; 


  J.   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; and 


  K.  explain the use of brokers/agents and how they can help consumers.


  3.2.1.3 Media Placement Plan 


  a.   Identify which media will be used for each segment of the population (in-person, print,  
television, radio, outdoor, sports marketing, internet, direct mail, and others).


  B.  Utilize paid media placement. 
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  c.  Utilize added-value media placement. 


  D.   Determine how non-traditional populations (those without access to electricity, telephones, 
television, or internet services) will be reached.  


  e.   target the message to include both rural and urban areas of nevada, based upon the 
percentage of eligible uninsured or under-insured populations in each area.   


  F.  Break out advertising by language.  


   1. Both english and spanish language advertising are required for this rFP. 


   2.  advertising in each language should be proportional to the number of eligible uninsured or 
under-insured in each category. 


   3.  Include all population attributes that must be considered when reaching the largest 
possible audiences in nevada (languages, reading comprehension level, culturally relevant 
materials presentation, etc.) 


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


  3.2.1.4 Program evaluation


  a.   evaluate the program to measure effectiveness of the marketing and outreach campaign, 
then develop and present recommendations to the exchange for the Plan Year 2016 - 2017 
campaign. 


  B.   Develop pre-campaign and post-campaign awareness studies for comparison, and present 
results to the exchange. 


  Phase 2: Consumer Education Campaign
  October 1, 2015 – November 14, 2015
  Message: Learn More


  Planning and Strategy


   Convincing our target audiences about the reasons why health insurance is not a “want” but a “need” is a 
Herculean task requiring a significant investment. Add the need to serve small business, and it is clear that 
what Nevada needs is an aggressive educational outreach campaign. We will provide the Nevada Health Link 
with a comprehensive plan by the end of July 2015. We will work together with Nevada Health Link staff and 
stakeholders in the development of this plan. The plan will include an in-depth report of the findings in Phase 
1 as well as our recommendations for outreach and education. The non-phased outline for the Nevada Health 
Link plan would be as follows: 


	 	 	 •	 Executive	Summary		


	 	 	 •	 Situation	Analysis	and	Business	Background		


	 	 	 •	 Business,	Marketing	and	Communication	Objectives		


	 	 	 •	 Audiences,	Analysis	+	Segmentation		


	 	 	 •	 Brand	Positioning	for	the	Exchange		


	 	 	 •	 Strategic	Approach		


	 	 	 •	 Messaging	Architecture		


	 	 	 •	 Creative		


	 	 	 •	 Partnerships		
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	 	 	 •	 Social	and	Digital	Media		


	 	 	 •	 Paid	Advertising		


	 	 	 •	 Community	Outreach		


	 	 	 •	 Information	Materials		


	 	 	 •	 Metrics	for	Success		


	 	 	 •	 Timeline		


	 	 	 •	 Budget		


  Guiding Principles
   In addition to reflecting the goals and communications objectives, the plan will reflect the following principles. 


These principles will serve as the guide for the consultants and staff in the development of the plan’s components 
and will guide its implementation as we move forward into Phases 2 and 3:


	 	 	 •	 	Promote	maximum	enrollment	of	individuals	in	coverage	–	including	subsidized	coverage	in	the	Individual	
Exchange and Small Business Health Option Program (SHOP), as well as for individuals who can purchase 
coverage without subsidies.  


	 	 	 •	 	Build	on	and	leverage	existing	resources,	networks	and	channels	to	maximize	enrollment	into	health	
care	coverage,	including	close	collaboration	with	state	and	local	agencies,	community	organizations,	
businesses and other stakeholders with common missions and visions.  


	 	 	 •	 	Consider	where	eligible	populations	live,	work	and	play.	Select	tactics	and	channels	that	are	based	on	
research and evidence of how different populations can best be reached and encouraged to enroll, and 
once enrolled, to retain coverage.  


	 	 	 •	 	Marketing	and	outreach	strategies	will	reflect	and	target	the	mix	and	diversity	of	those	eligible	for	
coverage.  


	 	 	 •	 	Promote	retention	of	existing	insurance	coverage	in	public	programs	and	the	individual	market,	as	well	as	
in employer- based coverage.  


	 	 	 •	 	Continue	to	learn	and	adjust	strategies	and	tactics	based	on	input	from	our	national	partners,	Nevada	
stakeholders, on- going research, evaluation and measurement of the program impact on awareness and 
enrollment.  


   The following chart provides a quick reference for the major outreach methods recommended in this plan as well as 
examples of the targets they are designed to reach.
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   This planning phase will be completed at the end of Phase 1 prior to the launch of the Education campaign in 
October 2015. 


Table 1: 


  Consumer Outreach and Educational Promotion 
  Based on the research and creative platform, we will develop education materials to: 


	 	 	 •	 Help	raise	awareness	and	understanding	of	the	Nevada	Health	Link		


	 	 	 •	 Provide	reasons	for	why	individuals	should	purchase/enroll	in	health	care	coverage		


	 	 	 •	 Describe	the	health	plans	that	are	available	for	purchase	on	the	Nevada	Health	Link		


	 	 	 •	 Describe	the	“why”	health	coverage	is	affordable		


	 	 	 •	 Describe	how	fines	for	not	having	insurance	will	continue	to	rise	and	compare	to	the	costs	of	coverage


	 	 	 •	 	Highlight	key	details	of	how,	when	and	where	consumers	will	be	able	to	purchase	a	plan	through	the	
Nevada Health Link 


	 	 	 •	 Define	what	a	Navigator	is	in	easy-to-understand-terms


   Our materials will increase understanding and motivate action. All materials will work in concert to reinforce key 
messages and be culturally and linguistically relevant and easy to understand. The materials will be produced in 
English and Spanish and will be offered to program partners. Initial recommended materials include, at a minimum:  


	 	 	 •	 	Rack	cards	(for	target	consumers	–	explaining	the	“why,”	“how,”	“what”	and	“where”	to	go	for	more	
information, to enroll, etc.)  


	 	 	 •	 Posters	(for	program	partners	and	employers	to	display	at	their	places	of	business)	


	 	 	 •	 Partner	education	tools	(PowerPoint	presentations,	briefing	kits)		


	 	 	 •	 Targeted	toolkits	(to	be	used	by	churches,	community	resource	centers,	partner	organizations,	etc)
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	 	 	 •	 Event	displays	(to	be	used	at	the	events	taking	place	throughout	the	year)		


	 	 	 •	 Promotional	item(s)	(e.g.,	pens/pencils	or	other	items	that	may	be	used	during	the	enrollment	process)	


	 	 	 •	 Direct	mail	and	e-blast	templates	(re-enrollment	outreach)	


  Creative Strategy and Messaging
   Robertson+Partners conducted extensive validation and analysis research in May 2014 with subcontractor Brand 


Outlook on behalf of our client Nevada Health Co-Op. The research included intercept interviews, in-person focus 
groups, online focus groups, telephone interviews and online surveys. The research sought to better understand 
awareness levels, satisfaction levels, purchasing triggers and barriers to entry to validate existing marketing 
strategies and further inform future strategy for both customer retention and acquisition. Audiences tested included 
Nevada	Health	Co-Op	customers,	competitor	customers	(eg.	UnitedHealthcare),	uninsured,	small	business	owners	
and brokers with further sub-segments of minority populations and young invincibles.


   The research illuminated several key findings that are relevant not only to an insurance provider but also to the 
Silver State Health Exchange who acts as a guide in helping Nevadans find insurance providers and insurance plans 
that fit their needs and budgets. 


   Following are a few key findings we believe are relevant to this RFP and the future marketing strategy of Nevada 
Health Link:


  1. Health insurance is a low trust category.
   Overwhelmingly, insured respondents do not trust or understand their health insurance provider or plan. They feel 


vaguely good about having it but seriously doubt it will be there for them when they need it. The idea that it “feels 
good”	to	be	insured	and	that	it	is	reassuring	to	say,	“Yes,	we	have	insurance”	is	only	partly	true.	It	is	a	decision	
justifier, but not a decision motivator. People only feel vaguely good about having health insurance and don’t trust or 
understand it. Sad, but true.


   Why is this important? It is universally agreed upon that your health is the most important thing you have. Without it, 
you have nothing. Nevertheless, educated and responsible people cannot be bothered to read their plan literature or 
are incapable of comprehending it. Remember, this is the insured we’re talking about. While they value their health 
greatly, they simply refuse to invest their time and energy into understanding health insurance and health care. It 
is simply too complicated. This is of vital importance to any and all health care related messaging for one major 
reason:


	 	 Your	Audience	is	Not	Listening	to	You.


	 	 	Your	audience	should	care	about	what	you	have	to	say,	but	most	are	too	detached	from,	afraid	of,	or	confused	by	
the subject to listen to or believe you. Don’t take it personally, the overwhelmingly majority of people are what is 
categorized	as	“advertising	avoiders,”	particularly	when	it	comes	to	health	care.


   To overcome this, your creative strategy should be less about saying what it is you do or what you offer them and 
geared more toward saying something so compelling that it forces people to pay attention to what you are saying. 
You	cannot	communicate	to	someone	whose	attention	you	are	not	able	to	hold.	You	need	only	communicate	an	idea	
that will motivate them to take action. It doesn’t matter as much that they understand what they are doing as it does 
they believe they need to do it. While one would assume the decision to get health care is primarily emotionally 
motivated, we are certain it is not.


	 	 	Insight:	THIS	IS	A	HIGHLY	RATIONAL	DECISION.	People	only	get	health	insurance	if	they	need	it,	not	because	they	
want	it.	They	also	need	to	believe	they	can	afford	it,	and	they	don’t.	You	need	a	rationale	appeal	to	persuade	
someone to obtain health insurance. 


  How do we motivate people rationally? We turn to the next audience perception finding:


  2. Health Insurance is too expensive.
	 	 	But	you	already	know	this,	right?	Your	own	research	study	concluded	that	59.3%	of	the	general	population	cited	


cost as their primary barrier to entry. Nearly two out of every three people believe they cannot afford what is being 
advertised	as	affordable.	How	can	this	be?	See	finding	#1	–	THE	AUDIENCE	IS	NOT	LISTENING.	Further,	they	are	
predisposed not to believe you and they will not go through the due diligence necessary to determine whether it is or 
isn’t affordable. We need to do the math for them. Why?
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	 	 	Insight:	HEALTH	INSURANCE	IS	MOTIVATED	BY	PERSONAL	ECONOMICS.	You	must	strongly	communicate	the	
underlying financial incentive.


  Which brings us to our next finding:


  3. People would rather pay the fine than pay for coverage.
	 	 	Uninsured	groups	unanimously	believe	or	have	self-convinced	themselves	that	it	is	more	cost-effective	to	pay	the	


fine for not being insured than to pay for insurance. Further, they don’t think they’ll need it so they see no use for 
coverage in the first place. “Why pay for something you don’t need?” is how the sentiment was most commonly 
expressed. “I’d rather pay the fine.”


	 	 	Insight:	HEALTH	INSURANCE	IS	NOT	SEEN	AS	A	NECESSITY.	People	want	health	insurance,	but	are	not	convinced	they	
need it or can afford it.


  After reviewing the research, what are we left with?


  A target audience that doesn’t trust us. 
  A target audience that doesn’t believe they need us. 
  A target audience that doesn’t believe they can afford us.


  Ouch. That’s a pretty tough starting point for a conversation.


  But wait, there’s hope…


  4. People want a “guide.”
   When asked to describe what they want from a health insurance provider, respondents nearly unanimously used the 


word “guide.” They want someone to do this for them. They want someone to make it easy and painless.


   Isn’t this what Nevada Health Link does in terms of providing guided access to providers and plans? Isn’t this what 
Nevada Health Link has done for thousands of Nevadans over the past two enrollment periods? Indeed, it is.  We 
don’t provide the actual health insurance, per se, but we do “guide” individuals through the process by providing a 
resource that helps educate, inform and find them quality health insurance plans.


   The good news? People want you in the process. People want and need the Nevada Health Link. So what’s the 
problem?	Refer	back	to	#2	and	#3	–	PEOPLE	DO	NOT	BELIEVE	THEY	NEED	OR	CAN	AFFORD	HEALTH	INSURANCE	AND	
THEY	ARE	WILLING	TO	PAY	A	FINE.	They’re	un-qualifying	themselves	before	they	even	get	to	you.	We	need	to	remove	
those barriers to entry to drive them to you.


   How do we overcome these obstacles? Let’s assume we’ve already harvested the “low hanging fruit.” The thousands 
of individuals who’ve already used and continue to use Nevada Health Link as a resource have been acquired and 
need to be retained. However, our sustained growth and ability to cover all eligible Nevadans relies on our ability to 
convert a target audience segment that has crossover with each existing segment (uninsured families, uninsured 
young invincibles, uninsured Hispanic families, uninsured Hispanic young invincibles, all uninsured), and that 
segment is what we are calling:


  Our New Target Audience:


	 	 The	Unconvincables


  Those who cannot be convinced that they need or can afford health insurance coverage.


  Key	Proposition:


  Not having health insurance is more costly than having it. 
  (It doesn’t make sense not to get covered). Remove the barrier to entry.


  Why	Should	They	Believe	Us?


  In 2016, the fine for not having health insurance coverage doubles. 
  (The barrier to entry of the fine being too low has been removed).


  Supporting Evidence:


  This is a highly rational decision. 
  The decision is motivated by personal economics. 
  Fear is the greatest motivator.
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  Our New Creative Messaging:


   Leveraging our research based insights against the rational evidence that health insurance coverage is required 
by law and carries a heaving penalty that is going to double this enrollment period, we will communicate that it 
is economically irresponsible and/or foolhardy and costly not to get health insurance coverage. Further, we will 
support	this	persuasive	case	by	driving	home	this	simple	point:	You	are	going	to	pay	for	health	insurance	whether	
you get it or not.


  Key	Consumer	Takeaway:


  “I am going to pay for health insurance even if I don’t get it, I might as well get it and be covered.” 
  (Thus helping them obtain better health, as well as financial piece of mind.)


  Consumer Reality:


	 	 	To	the	Unconvincible,	the	act	of	acquiring	health	insurance	is	more	of	a	surrender	to	a	need	than	the	desired	
acquisition of a want. In other words, it is a necessary evil. Again, don’t take this personally. It is their perception, 
and we must change their reality. As much as we know we offer a vitally important service, we must acknowledge 
the reality of the consumer and leverage it to persuade consumers to take action. To us, we are saving lives. To 
them, we are sending a bill. This approach is grounded in truth and only the truth can persuade people. 


     “The truth isn’t the truth until people believe you, and they can’t believe you if they don’t know 
what you’re saying, and they can’t know what you’re saying if they don’t listen to you, and they 
won’t listen to you if you’re not interesting, and you won’t be interesting unless you say things 
imaginatively, originally, freshly.”


    — Bill Bernbach


  CREATIVE CAMPAIGNS


  CAMPAIGN A: “YOU’RE NOT FINE”


  Creative Premise:  
	 	 	Everyone	thinks	they’re	fine.	They	rationalize	their	own	inaction	by	claiming	they	are	“fine”.	In	most	cases	they’re	


not. Especially in the case of the uninsured. Being “fine” is not being in denial. This campaign will remind the 
uninsured	that	despite	their	rationalizations	or	excuses,	they	are	indeed	NOT	fine.	And	since	the	fines	for	being	
uninsured are doubling, they are in danger of paying for insurance one way or the other. So they might as well be 
covered. Then, of course, they would actually be fine.


  Creative Tone:  
   The creative will be sympathetic in tone, while also arresting. It’s a reality check delivered in a relatable way. The 


audience	will	have	to	nod	in	agreement	to	the	excuses	and	rationalizations	presented,	and	in	the	end	be	convinced	
of our premise that indeed, it’s better to be covered. 


  Creative concepts included on the following pages.
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I’M FINE
I’m healthy, I work out, I eat pretty good. 


Nothing’s going to happen to me…


And it costs about the same as getting coverage. 
If you’re going to pay, you might as well be covered. 
Learn more about high-quality, affordable plans 
at nevadahealthlink.com.


If you don’t have health insurance, 
you’re not fine… but you WILL pay one.


“YOU’RE	NOT	FINE”	PRINT	(PHASE	2—EDUCATION)
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ESTOY SUPER
Estoy sano, hago ejercicio, como bastante bien. 


Nada me va a pasar…


Y cuesta casi lo mismo que tener cobertura. Si vas a pagar, 
será mejor que tambien tengas cobertura. Obtén mas 
información acerca de los planes económicos, de alta 
calidad en enlacedeseguromediconevada.com.


Si no tienes seguro de salud, no estás super… 
pero si vas a estar “super” multado. 


“YOU’RE	NOT	FINE”	HISPANIC	PRINT	(PHASE	2—EDUCATION)
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I’M FINE
My employees haven’t said anything about it. 


I’ve got to save that money for expansion 


or new office space. We’re good.


And it costs about the same as getting coverage. 
If you’re going to pay, you might as well be covered. 
Learn more about high quality, subsidized health plans 
for your business today at nevadahealthlink.com.


If you don’t have health insurance, 
for your small business, you’re not fine…
but you WILL pay one.


“YOU’RE	NOT	FINE”	PRINT	(PHASE	2—EDUCATION—SMALL	BUSINESS)
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    TV SCRIPT (PHASE 2—EDUCATION):


  “I’m Fine-Young Invincible-”  :30


	 	 	PORTRAITS	OF	PEOPLE	IN	THEIR	DAILY	LIVES,	BUSY,	DISTRACTED,	DISMISSIVE.	NOT	TAKING	THIS	SERIOUSLY.	
TALKING	TO	CAMERA	ABOUT	HOW	THEY	DON’T	NEED	INSURANCE.	THEY’RE	“FINE”…


	 	 SHOT	OF	YOUNG	INVINCIBLE


	 	 YI:	I’m	healthy,	I	work	out,	I	eat	pretty	good.	Nothing’s	going	to	happen	to	me…I’m	fine.


	 	 TITLE	UP:	“I’m	fine.”


   VO: If you don’t have health insurance, you’re not fine…but you WILL pay one. And it costs about the same as 
getting coverage. If you’re going to pay, you might as well be covered. Learn more about high-quality, affordable 
plans at nevadahealthlink.com. 


	 	 CUT	TO	NHL	LOGO	AND	URL


  “YOU’RE NOT FINE” RADIO (PHASE 2—EDUCATION)


   WOMAN: We really don’t need health insurance. The kids get the flu like once a year, and when we do, we just go 
to the emergency room. No big deal…we’re fine.


   VO: If you don’t have health insurance, you’re not fine…but you WILL pay one. And it costs about the same as 
getting coverage. If you’re going to pay, you might as well be covered. Learn more about high-quality, affordable 
plans at nevadahealthlink.com.
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I’M FINE
I’m healthy, I work out, I eat pretty good. 


Nothing’s going to happen to me…


Learn more at nevadahealthlink.com.


If you don’t have health insurance, 
you’re not fine… but you WILL pay one.


“YOU’RE	NOT	FINE”	POSTER	(PHASE	2—EDUCATION):
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WE’RE FINE
We get the flu like once a year, and when 
we do, we just go to the emergency room. 


No big deal.


Enroll before the February 15th deadline 
at nevadahealthlink.com.


If you don’t have health insurance, 
you’re not fine… but you WILL pay one.


“YOU’RE	NOT	FINE”	POSTER	(PHASE	2—EDUCATION):
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You’ll be fine(d)
The choice is yours. 
NevadaHealthLink.com


I don’t have the money...


I’M FINE
It seems complicated...


I’M FINE


My kids are healthy right now...


WE’RE FINE


If you don’t have health insurance, 
you’re not fine...


But you WILL pay one.


Learn More


“YOU’RE	NOT	FINE”	OUTDOOR	BOARD	(PHASE	2—EDUCATION)


“YOU’RE	NOT	FINE”	ONLINE	UNIT	(PHASE	2—EDUCATION)
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	 	 CAMPAIGN	B:	DON’T	BE	AN	“UNNY”	
  Creative Premise: 
	 	 	Our	creative	messaging	will	give	consumers	a	glimpse	into	a	world	of	two	types	of	people.	INNY’S	AND	UNNY’S	–	The	


“in”-formed and “in”-sured versus the “un”-informed and “un”-informed, thus posing the question – which would 
you	rather	be?	The	answer	is	clear.	Nobody	wants	to	be	an	UNNY.	UNNY’S	are	foolish	and	paying	a	price	for	their	
foolishness.


  Creative Tone: 
   The creative is never insulting or condescending. The audience is not the butt of the joke. The audience is in on it. 


The	creative	doesn’t	accuse	anyone	of	being	an	UNNY.	You	are	not	an	UNNY.	I	am	not	an	UNNY.	But	UNNY’S	are	out	
there	--	and	nobody	wants	to	be	an	UNNY.	


  Creative concepts included on the following pages.
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“DON’T	BE	AN	UNNY”	PRINT	(PHASE	2—EDUCATION)


They’re out there. The uninformed. The uninsured. They think they can’t afford health 
insurance. They think they’re invincible. They’re wrong. The Nevada Health Link offers 
affordable, income-based plans everyone can afford so every Nevadan can be covered.  
There’s just no excuse to be an UNNY. Learn more today at nevadahealthlink.com.


GET INFORMED. GET INSURED.
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“DON’T	BE	AN	UNNY”	HISPANIC	PRINT	(PHASE	2—EDUCATION)


Están ahí afuera. Los que no tienen información. Los que no tienen seguro de salud. Ellos 
piensan que no pueden pagar por seguro de salud. Ellos creen que son invencibles. Están 
equivocados. Nevada Health Link ofrece planes económicos, planes basados en los 
ingresos que todos pueden pagar y asi cada Nevadence tendría cobertura. No hay excusa 
para ser un NO TIENE. Obtén mas información en EnlacedeSeguroMedicoNevada.com
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“DON’T	BE	AN	UNNY”	PRINT	(PHASE	2—EDUCATION—SMALL	BUSINESS)


They’re out there. The uninformed. The uninsured. They think they can’t afford health 
insurance for their employees. They’re wrong. The Nevada Health Link offers affordable, 
income-based plans every business in Nevada can afford and people you can talk to.  
There’s just no excuse to be an UNNY. Visit nevadahealthlink.com today to learn more.


GET INFORMED. GET INSURED.
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  “DON’T BE AN UNNY” TV SCRIPT (PHASE 2—EDUCATION):


  “Unny—Young Invincible” :30
	 	 OPEN	ON	CLOSE	UP	OF	YOUNG	INVINCIBLE/UNINSURED	MILLENIAL	TALKING	TO	CAMERA.	


	 	 	YI:	I	don’t	need	health	insurance.	I	never	get	sick.	I’m	not	made	of	money,	y’know.	I’m	not	gonna	pay	for	
something I’m not gonna use. Besides, the fine isn’t that bad…I’ll just pay it, whatever.


	 	 FREEZE	FRAME	AND	RECORD	SCRATCH	AS	“UNNY”	TITLE	SLAMS	UP	OVER	THE	PERSON’S	FACE.


	 	 	VO:	Uninsured.	Uninformed.	Unbelievable…Don’t	be	an	“Unny”.	The	fines	for	being	uninsured	are	doubling,	and	
they’re about the same cost as health coverage. If you’re going to pay, you might as well be covered. Learn more 
about high-quality, income-based plans you can afford at nevadahealthlink.com.


	 	 CUT	TO	TITLE	CARD	WITH	NEVADA	HEALTHLINK	LOGO	AND	URL


  “DON’T BE AN UNNY” TV SCRIPT (PHASE 2—EDUCATION):


  “Unny—iPhone Guy”  :30
	 	 	OPEN	ON	TWO	YOUNG	MILLENIALS	IN	THEIR	CUBICLE	AT	WORK.	(LIKE	THE	“WORKAHOLICS”	GUYS	ON	COMEDY	


CENTRAL)	ONE	GUY	IN	TOTALLY	IMMERSED	IN	HIS	IPHONE,	BARELY	PAYING	ATTENTION	AS	THE	OTHER	GUY	TALKS	
TO HIM.


	 	 GUY1(INNY):	Did	you	know	the	law	requires	everyone	to	have	health	insurance?


	 	 GUY2(UNNY):	Un-uh


	 	 SFX:	SITCOM	LAUGH	TRACK


	 	 INNY:	Did	you	know	the	fine	for	not	having	health	insurance	is	about	the	same	as	the	cost	of	insurance?


	 	 UNNY:	Un-uh


	 	 SFX:	SITCOM	LAUGH	TRACK


	 	 INNY:	So	you	understand	that	if	you	don’t	get	health	insurance	you’re	still	going	to	pay	for	it?


	 	 UNNY:	Un-uh


	 	 SFX:	SITCOM	LAUGH	TRACK


	 	 TITLE	COMES	UP	OVER	THE	UNNY.	FILM	FREEZES


	 	 TITLE:	DON’T	BE	AN	UNNY


	 	 	VOICEOVER:	They’re	out	there.	Uninsured,	uninformed,	unbelievable.	There’s	no	reason	to	be	an	UNNY.	Nevada	
Health Link has high-quality, income-based plans you can afford and people to help you understand it all. Learn 
more at nevadahealthlink.com.


	 	 CUT	TO	TITLE	CARD	WITH	NEVADA	HEALTHLINK	LOGO	AND	URL	


  “DON’T BE AN UNNY” RADIO SCRIPT (PHASE 2—EDUCATION):


  “Don’t Be an UNNY” :30
	 	 SFX:	DRAMATIC	MUSIC	UP


  VO: They’re out there…


	 	 UNNY1(emotionless,	lifeless):	I	don’t	need	health	insurance.


	 	 VO:	They’re	UNinsured…


	 	 UNNY2(emotionless,	lifeless):	I	can’t	afford	it.


	 	 V/O:	They’re	UNinformed…


	 	 UNNY3(emotionless,	lifeless):	I’ll	just	pay	the	fine.	It’s	not	that	much,	right?


	 	 	V/O:	They’re	UNbelievable.	Don’t	be	an	UNNY.	Nevada	Health	Link	has	high-quality,	income-based	plans	you	can	
afford and people to help you understand it all. Learn more at nevadahealthlink.com.
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Learn more at nevadahealthlink.com


“DON’T	BE	AN	UNNY”	OUTDOOR	BOARD	(PHASE	2—EDUCATION)
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YOU CAN AFFORD IT.


YOU CAN GET IT.


YOU CAN USE IT.
Click here to learn more


“DON’T	BE	AN	UNNY”	ONLINE	UNIT	(PHASE	2—EDUCATION)
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 Campaign Execution
	 	 	In	order	to	efficiently	maximize	campaign	dollars,	we	recommend	producing	one	creative	campaign	that	serves	both	


the Education Phase and Enrollment Phase, but is differentiated and delineated through unique supporting copy, 
calls-to-action and tactical executions. For instance an Education Phase ad would call the audience to “Learn more 
at Nevadahealth.com” while and Enrollment ad would call the audience to “Enroll today at Nevadahealthlink.com,” 
as well as communicate deadline information and create urgency. Further, the Education phase would tactically rely 
heavier on grassroots efforts and the dissemination of collateral materials while the Enrollment Phase would receive 
a higher and longer sustained investment in mass reach media such as television and radio. These are but a few 
simple distinctions we recommend. 


   In all of our campaigns you will note that the primary call to action is to visit nevadahealthlink.com. This simplicity 
is intentional. The Education and Enrollment and collateral are designed to drive traffic to the Nevada Health Link 
website, where the complete education process will continue. Having been engaged by our advertising messages, 
Nevadans will learn further about the impending fines and how they can be avoided by enrolling in one of the many 
qualified plans available on the Exchange. They will learn that subsidies are available based on income which should 
give them financial peace of mind knowing health insurance is within their reach. Although we have only included a 
single Hispanic creative unit (print ad) for each campaign, it is understood that all creative executions will be trans-
created in Spanish per the requirements of our media plan.  


   The many benefits of the Affordable Care Act will be made apparent to them including preventative care benefits, 
Exchange Enrollment Facilitators, broker resources and locations of walk-in centers. It should be noted that for the 
purposes	of	this	RFP	we	did	not	create	updated	collateral	pieces.	Upon	contract	inception	we	will	have	a	better	idea	
of the updates necessary to current collateral materials including updated overviews of the significant features of 
the Nevada Health Link with an emphasis on convenience and ease of use.  


  Paid Media
   The media schedule will begin with an educational phase designed to drive recognition and heighten awareness of 


the	Nevada	Health	Link,	the	services	and	information	it	offers,	as	well	as	publicize	and	distribute	information.	The	
education phase will run October 1 through November 14, 2015. MassMedia and Robertson+Partners will rely heavily 
on insights from the Phase 1 Research provided by Brand Outlook to validate and inform target audiences, creative 
strategy and messaging. Thus, the following overview of our process and thinking is not a formal recommendation, 
but rather an exploration of our process based on assumptions informed by existing secondary external research 
performed by the submitting agencies on behalf of their health insurance provider clients. This knowledge base 
gathered from providers represented on the Exchange represents a significant dollar investment and is considered a 
competitive advantage for MassMedia and Robertson+Partners.


   The media placement plan and process for Phase 2 are provided as a part of our overall media strategy which 
we have located in the Confidential Section of our Technical Proposal (Attachment A – Part I B). We have placed 
our plans in this section because they demonstrate our team’s unique knowledge, experience and market 
understanding, as well as the extensive research conducted specifically for this campaign, and our strategies 
specific to this campaign and its target audiences. Therefore we are considering this work as proprietary and 
believe it qualifies as confidential.  


  Grassroots and Community Integration
   In Phase 2 we begin our broad community outreach efforts, including participation at key community events 


throughout the state. This includes ethnic and multicultural events, holiday celebrations, health fairs, events 
surrounding health awareness programs, recreational sporting events, etc. We will identify the most effective 
opportunities that will allow us to have the greatest reach into our target audiences. 


   MassMedia and Robertson+Partners employs a full-time grassroots outreach team that knows what works and 
what doesn’t. Our community outreach specialists, mostly made up of former field operatives for state and federal 
political campaigns, are second-to-none in the state of Nevada. 


   We recommend allocating only a small portion of our budget for grassroots efforts in Phase 2 in order to conserve 
most funds for outreach in Phase 3 during the open enrollment period. As such, our grassroots efforts in Phase 2 will 
include participation only in the largest key community events that occur during this time period. Also to conserve 
budget, we do not recommend hosting any of our own events, but rather focus on only intregrating with existing 
community	events	to	maximize	opportunity	for	exposure	to	as	many	attendees	as	possible.	In	addition	to	events	
already	happening	in	the	community,	we	will	establish	strategic	partnerships	with	agencies	and	organizations	that	
have an established influence with our target audiences.  
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  Event strategies include:


	 	 	 •	 	Develop	a	comprehensive	events/festivals	calendar	that	reflects	the	diversity	of	communities	and	which	
will be updated weekly for new opportunities and support all markets (i.e., Washoe, Clark and rural).


	 	 	 •	 	Develop	a	comprehensive	calendar	reflecting	all	recommended	events,	regions,	expected	audiences,	etc.


	 	 	 •	 	Integrate	partners,	Navigators,	etc.,	as	appropriate	into	event	opportunities	to	leverage	their	reach	into	the	
communities they serve and to provide staffing support.


	 	 	 •	 	Distribute	branded	program	and	informational	materials	to	consumers	at	key	community	events.


   We have a number of evaluative methods we use to assess the effectiveness of events including on-site surveys, 
information materials distributed, etc. In the past, we’ve also tracked answers to questions from events to help 
us assess changes in awareness, knowledge and intent. We are confident that with a well-planned marketing and 
advertising plan, complemented by a broad-based community outreach effort, Nevada’s uninsured and other targets 
who will need to enroll or re-enroll, will understand what the Exchange is and what they need to do to get covered.


  Development of Community Partners Program


   In a state like Nevada, securing the help of a large number of public and private sponsors is critical. Partnering 
with	these	organizations	will	allow	us	to	expand	our	reach	beyond	traditional	paid	advertising.	We	will	work	with	
these partners to help inform our audiences about the Nevada Health Link in unique ways. For example, we may 
ask the Nevada Department of Transportation to post messages on highway electronic signage and perhaps retail 
partners to put literature in shopping bags and messages on receipts. At the very least, we would ask our partners 
to distribute our materials in their various offices. Our partnerships will be used to extend the marketplace programs 
to other important diverse and underserved populations that further make up our targets – and need insurance. 
As we look to developing partnerships for the Exchange, we will certainly consider the obvious –chambers of 
commerce,	labor	unions,	universities,	trade	associations,	schools	and	teacher	organizations.	We	will	also	consider	
other partners to reach our ethnic audiences. Of high priority will be partnerships with a broad range of health care 
delivery systems and providers. These entities are natural partners in any outreach effort because many of their 
patients/clients are potential recipients of the products/services available in the marketplace. We will establish 
evaluation criteria for these partnerships over the life of the campaign. There is no single formula that produces a 
perfect partnership, and through our collective experiences we have found that the most successful partnership 
relationships are largely the function of strategic synergies and mutual respect for each partner’s mission and 
objectives. We believe that collaborations rooted in the following guidelines help to generate solid partnerships that 
can transform ideas into movements, carry messages to the masses, raise awareness and motivate action. 


	 	 	In	order	to	effectively	develop	and	capitalize	on	the	many	opportunities	for	collaboration	between	the	Exchange	
and numerous relevant corporations, businesses, non-profits, providers and government agencies, we recommend 
focusing partnership outreach efforts on groups that: Exhibit a sincere and substantial commitment to improving 
health care access for Nevadans; Have the ability to extend the campaign’s reach to audiences aligned with our 
key targets or stakeholders; and can benefit from being part of this partnership (i.e., the issue is relevant to their 
organization/brand).	


	 	 Key	categories	for	partnerships:	


	 	 	 •	 Current	health	care	providers	including	primary	care,	specialty	and	hospitals	


	 	 	 •	 Labor	unions	(especially	those	representing	low	wage	workers)	


	 	 	 •	 Trade	and	small	business	associations	(both	for	SHOP	and	for	uninsured	workers)	


	 	 	 •	 	Community-based	organizations,	non-governmental	organizations	and	faith-based	organizations	serving	
multi-ethnic	and	specialized	language	populations	


	 	 	 •	 Local,	county,	state	and	federal	government	agencies	


	 	 	 •	 Retail	or	other	businesses	


	 	 	 •	 Other	-	Media	partners	


  Outreach to Independent Insurance Brokers  


   Equally important to the outreach and education effort will be the work of agents who share the responsibility of 
informing the public – in particular the uninsured – on the features and benefits of the options and who have direct 
contact on a daily basis with the public. Independent brokers throughout the state of Nevada will be an important 
source because of the potential customers they can provide. Independent brokers provide a resource the consumers 
trusts to help them navigate the complicated process of selecting a health insurance plan. In our experience in 
working with these brokers throughout the state of Nevada, we have found that brokers will be won over if we can 
provide accessible, simple information and guarantee excellent customer service to them and to their clients.
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  Strategies for coordination with agents include:


	 	 	 •	 	Provide	the	necessary	communications	tools/training	to	effectively	communicate	the	marketplace	using	
clear and simple messages to reach target audiences.


	 	 	 •	 Host	town	hall	events	to	provide	information	and	updates	to	brokers.	


	 	 	 •	 	Partner	with	independent	brokers	to	provide	data	collection	cards	for	those	who	identify	that	they	are	
interested in speaking with a broker about the options offered on the Exchange. 


	 	 	 •	 Provide	ongoing	training	opportunities	so	that	agents	remain	current	on	program	rules	and	requirements.


  Latino Outreach


	 	 	Latinos	make	up	more	than	45%	of	the	state’s	uninsured.	There	are	several	reasons	for	this	over-representation,	
including thousands of undocumented immigrants. Latinos have higher poverty rates than other groups, and Latinos 
make up a significant proportion of the poor in Nevada as well as the working poor who do not qualify for Medicaid 
or other government programs. Given these statistics, Latinos are a key target as you roll out the significant 
opportunities offered by the Exchange. In addition, expansions to the qualifications for subsidies made in 2012 now 
include working class or middle class families earning up to $88,200 for a family of four. This is an important and 
growing segment within the Latino community.


   There are a number of proven ways to reach into and motivate the Latino community. We have been working in and 
with the community for many years and we understand what works.


   Once someone – a company, a brand, a news anchor – has established trust with the Latino community, the 
community will listen and act based on the information that the person or entity provides. We suggest employing 
messengers of trust for the Exchange. Once you gain the trust of the Latino community they will listen and educate 
themselves	further	about	an	issue.	Building	coalitions	and	reaching	out	to	Latino	non-government	organizations	
(NGOs) will be another important aspect of this outreach program. We will help build a supportive Latino coalition of 
organizations	to	get	the	word	out	about	the	Exchange.	Working	with	the	coalition,	we	will	help	craft	communications	
and	provide	them	with	up	to	date	information	about	the	Exchange.	We	would	target	organizations	including	the	Latin	
Chamber of Commerce, the Catholic Church and the Catholic Bishops (who have recently shown great political and 
outreach capabilities).


   Following with the theme of trust, we would also target major influencers in the Latino community. Specifically, 
we recommend working closely with Governor Brian Sandoval and state legislative leaders such as State Senator 
Ruben	Kihuen,	State	Senator	Mo	Denis,	Assemblywoman	Irene	Bustamante	Adams,	and	other	members	of	the	
Hispanic Caucus to deliver messages to their constituents. MassMedia has long-standing relationships with all 
of	these	individuals.	We	also	propose	engaging	other	key	Latino	influencers	and	their	organizations,	for	example:	
Dolores Huerta and the Dolores Huerta Foundation. Help from Ms. Huerta could provide incredible access and instill 
immediate trust in the Exchange and the programs offered.


  Outreach to Nevada Native American Populations


	 	 	The	ACA	requires	significant	consultation	with	federally	recognized	tribes	and	the	network	of	primary	care	clinics	
funded	by	the	federal	Indian	Health	Services.	In	order	to	conduct	thorough	outreach	to	all	27	federally	recognized	
tribes in Nevada, MassMedia and Robertson+Partners will engage in community-based partnerships with 
organizations	that	possess	a	shared	interest	with	Nevada	Health	Link	program	objectives	–	the	health	and	wellness	
of the Native American populations in Nevada. These tribes include:


	 	 	 •	 	Duck	Valley	Sho-Pa1	Tribe,	Owyhee


	 	 	 •	 	Duckwater	Sho-Pa1	Tribes,	Duckwater


	 	 	 •	 	Ely	Shoshone	Tribe,	Ely


	 	 	 •	 	Fallon	Paiute-Shoshone	Tribe,	Fallon


	 	 	 •	 	Fort	McDermitt	Paiute	Shoshone	Tribes,	McDermitt


	 	 	 •	 	Fort	Mojave	Indian	Tribe,	Needles,	California


	 	 	 •	 	Goshute	Business	Council,	Utah


	 	 	 •	 	Las	Vegas	Paiute	Tribe,	Las	Vegas


	 	 	 •	 	Lovelock	Paiute	Tribe,	Lovelock


	 	 	 •	 	Moapa	Band	of	Paiutes,	Moapa
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	 	 	 •	 	Pyramid	Lake	Paiute	Tribe,	Nixon


	 	 	 •	 	Reno-Sparks	Indian	Colony,	Reno


	 	 	 •	 	Summit	Lake	Paiute	Tribe,	Sparks


	 	 	 •	 	Te-Moak	Tribe	of	Western	Shoshone,	Elko


	 	 	 •	 	Battle	Mountain	Band	Council,	Battle	Mountain


	 	 	 •	 	Elko	Band	Council,	Elko


	 	 	 •	 	South	Fork	Band	Council,	Spring	Creek


	 	 	 •	 	Wells	Band	Council,	Wells


	 	 	 •	 	Timbisha	Shoshone	Tribe,	Death	Valley,	California


	 	 	 •	 	Walker	River	Paiute	Tribe,	Schurz


	 	 	 •	 	Washoe	Tribe	of	Nevada	&	California,	Gardnerville


	 	 	 •	 	Carson	Colony	Community	Council,	Carson	City


	 	 	 •	 	Dresslerville	Community	Council,	Gardnerville


	 	 	 •	 	Stewart	Community	Council,	Gardnerville


	 	 	 •	 	Woodfords	Community	Council,	Markleeville,	California


	 	 	 •	 	Winnemucca	Colony	Council,	Winnemucca


	 	 	 •	 	Yerington	Paiute	Tribe,	Yerington


	 	 	 •	 	Yomba	Shoshone	Tribe,	Austin


  Indian Health Service Health Centers


	 	 	The	Indian	Health	Service	(IHS)	is	an	operating	division	within	the	U.S.	Department	of	Health	and	Human	Services.	
IHS	is	responsible	for	providing	medical	and	public	health	services	to	members	of	federally	recognized	Tribes	and	
Alaska Natives, and is the principal federal health care provider and health advocate for Indian people. Its goal is to 
raise their health status to the highest possible level.


   It will be critically important to the success of the program in this community to work and partner with IHS Health 
Centers across the state:


	 	 	 •	 Nevada	Skies	Youth	Wellness	Center,	Wadsworth


	 	 	 •	 Elko	Service	Unit/PHS	Indian	Health	Center,	Elko


	 	 	 •	 Owyhee	Service	Unit/PHS	Indian	Hospital,	Owyhee


	 	 	 •	 Schurz	Service	Unit/PHS	Indian	Health	Center,	Schurz


	 	 	In	addition	to	the	work	of	the	IHS,	there	are	a	number	of	trusted	organizations	in	the	Native	American	community	
that may be helpful in promoting the marketplace, including:


	 	 	 •	 	Nevada	Indian	Commission	(NIC)	–	NIC	is	a	State	agency	whose	activities	are	aimed	at	developing	and	
improving cooperation and communications between the Tribes, State, local governments and related 
public agencies with the purpose of improving, education, employment, health, well-being and socio-
economic	status	of	Nevada’s	American	Indian	citizens	and	enhancing	tribal	sovereignty,	economic	
opportunities and community development.


	 	 	 •	 	Inter-Tribal	Council	of	Nevada	(ITCN)	–	ITCN	is	a	Tribal	organization	serving	the	member	reservations	
and colonies in Nevada. It plays a major role in promoting health, educational, social, economic and job 
opportunity programs, and manages Federal and State funded programs aimed at improving the well-being 
of community members throughout the State of Nevada.


	 	 	 •	 	Indian	Health	Board	of	Nevada	–	The	board	is	administered	by	the	ITCN.	The	mission	of	the	Indian	Health	
Board of Nevada is to advocate for the health and wellness of Nevada’s Tribal communities through 
training, education, preparedness, response and support. It provides support and advocacy for Nevada’s 
Tribal Health Clinics.
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	 	 	 •	 	Las	Vegas	Indian	Center	(LVIC)	–	For	more	than	30	years	LVIC	has	successfully	provided	a	variety	of	services	
that address communities needs such as: employment counseling and job referral, adult outpatient 
substance abuse treatment, HOME Program, immediate needs, drug prevention, Shining Star Scholarships, 
and referrals to a variety of community partners.


	 	 	 •	 	Las	Vegas	Paiute	Health	and	Human	Services	and	Moapa	Health	and	Human	Services	–	Its	direct	services	
include: general medical treatment, allergy clinic, optometry, diabetes clinic, audiology, pharmacy, 
substance abuse prevention, mental health counseling, community health nursing, community health 
representatives, family counseling, child and family services and social services general assistance.


	 	 	 •	 	Nevada	Urban	Indians,	Inc.	–	With	offices	in	Reno	and	Carson	City,	its	mission	is	to	promote	American	
Indian/Alaskan Native’s culture, health, and well-being.


	 	 	 •	 	Great	Basin	Primary	Care	Association	(GBPCA)	–	As	Nevada’s	federally	designated	primary	care	association,	
GBPCA promotes access to affordable, comprehensive and quality health care for Nevada’s underserved 
populations. It supports and advocates on behalf of the centers, tribal clinics and other health care safety 
net providers throughout Nevada. It operates tribal health centers in the following regions: Northern 
Nevada - Reno Sparks Indian Colony, Reno; Washoe Tribal Health Center, Gardnerville; Fallon Tribal Health 
Clinic,	Fallon;	Nevada	Urban	Indians,	Inc.,	Reno.	Southern	Nevada	–	Las	Vegas	Paiute	Tribe	Health	&	Human	
Services, Las Vegas. Rural Nevada - Duckwater Health Department, Duckwater; DuckValley Health Center, 
Owyhee; Battle Mountain Health Center, Battle Mountain; Ely Shoshone Tribe, Newe Medical Clinic, Ely; 
Moapa Tribal Clinic, Moapa; Pyramid Lake Tribal Health Clinic, Nixon; Southern Bands Health Center, Elko; 
Walker	River,	Tribal	Health	Center,	Schurz;	Ft.	McDermitt	Health	Station,	McDermitt;	Yerington	Paiute	Tribal	
Health	Clinic,	Yerington.	Bi-	State	(Border	Nevada)	-	Lassen	Indian	Health	Center,	Susanville,	CA.


	 	 	 •	 	National	Indian	Health	Board	–	Advocates	on	behalf	of	all	Tribal	Governments	and	American	Indians/Alaska	
Natives in their efforts to provide quality health care.


	 	 	 •	 	National	Council	of	Urban	Indian	Health	(NCUIH)	–	NCUIH	is	a	membership-based	organization	devoted	to	
support and development of quality, accessible, and culturally sensitive health care programs for American 
Indians and Alaska Natives living in urban communities.


  Media Relations 
   Earned media will play a valuable role in educating the public about the Nevada Health Link and establishing third-


party credibility. Pitching the right stories at the right time can have a profound impact on a campaign, and several 
potential ideas developed for this plan make the pitching portion simple and effective. 


   Real-time and reactive pitching will play a key role in the ongoing media relations strategy. By responding to 
stories as they unfold and maintaining strong connections with reporters, editors and producers, MassMedia and 
Robertson+Partners will generate additional media coverage opportunities for the Nevada Health Link through a 
simple method of identifying relevant news topics and responding with aggressive media outreach. Media relations 
specialists and other team members will closely monitor key topics in the news media and respond to reporters 
with opportunities for follow-up coverage. This will include monitoring national coverage related to the ACA and the 
health	insurance	industry	to	pitch	localized	versions	of	the	stories	to	Nevada	reporters,	producers	and	editors.	


  Below are a variety of tools and tactics we will use to accomplish this goal. 


	 	 	 •	 Comprehensive	Media	List	


	 	 	 •	 Boiler	Plate		


	 	 	 •	 Digital	Media	Kit		


	 	 	 •	 Executive	Biographies	


	 	 	 •	 News	Releases	


	 	 	 •	 Translation	


	 	 	 •	 Media	Tours	


	 	 	 •	 Established	Protocol	for	Media	Inquiries


	 	 	 •	 Editorial	Calendars


	 	 	 •	 National	Health	Observances	


	 	 	 •	 Press	Releases	and	Media	Alerts	
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  Phase 2- Sample Education Story Ideas 
   Below is a list of story ideas MassMedia and Robertson+Partners will proactively pitch throughout phases 2 and 


3, developing a narrative across a wide variety of outlets and platforms to reach the Nevada Health Link’s target 
audiences. MassMedia and Robertson+Partners will encourage education by establishing the Nevada Health Link 
as a resource for those who have questions about insurance or how to enroll.  During phase 2, MassMedia and 
Robertson+Partners will provide constant updates on the Nevada Health Link’s progress and include a strong call-
to-action to drive people to enroll. 


  Health Insurance 101 
   MassMedia and Robertson+Partners will position the Nevada Health Link as an asset for anyone interested in 


reporting	on	the	health	care	industry.	Key	Nevada	Health	Link	representatives	will	be	offered	to	media	outlets	to	
provide training presentations about the basics of health insurance and how the exchange works. Nevada Health 
Link leaders can provide valuable information to journalists reporting on the progress of initiatives set forth by 
the Affordable Care Act. These presentations often lead to follow-up news coverage and help establish a strong 
relationship between the Nevada Health Link and media outlets for future coverage opportunities. 


  Outlets: Print, radio, television and online outlets across the state 


  Nevada Health Link Success Stories: The Faces Behind the Figures  


   Transparency will be a critical component of the Nevada Health Link’s education campaign, it is important to 
provide Nevada residents with detailed stories about the Nevada Health Link and its impact on the community. Print 
publications often provide the best opportunities for in-depth coverage, but television outlets will also play a key 
role in this outreach strategy. In addition to sharing enrollment statistics exemplifying the role the Nevada Health 
Link has played in increasing the number of insured in Nevada, MassMedia and Robertson+Partners will work 
with the Nevada Health Link to identify impactful stories of those whose lives drastically improved after obtaining 
coverage	through	the	exchange.	Utilizing	the	insured	as	third-party	advocates	will	help	establish	trust	within	the	
community and demonstrate the benefits of signing up for coverage through the Nevada Health Link. 


  Outlets: Print, radio, television and online outlets across the state 


  Deadlines	&	Dates:	What	They	Mean	for	You	


   Media outlets are often looking for a simple and clear way to communicate important deadlines that impact the 
community. This story will break down enrollment deadlines, the benefits of meeting each deadline and the potential 
penalties if a specific deadline isn’t met. This story pitch should be accompanied with an easy-to-understand 
infographic	reporters	can	utilize	to	share	with	its	audiences	through	print,	web	and	broadcast	outlets.	


  Outlets: Print, radio, television and online outlets across the state 


  Audience-specific	Messaging:	What	Happens	When	You	Turn	26? 


   MassMedia and Robertson+Partners will work alongside reporters and editors to develop stories to educate targeted 
audience groups about the Nevada Health Link. These stories will help educate the public regarding insurance 
requirements and options for specific populations segments. One example would be an article highlighting 
millennials who are about to be taken off of their parents’ insurance. MassMedia and Robertson+Partners will offer 
Nevada Health Link representatives to demonstrate how easy it is to use the exchange to compare and enroll in an 
insurance plan that suits each individual’s needs. These stories will appeal to young adults looking for insurance 
options, in addition to their concerned parents. 


  Outlets: Weekly entertainment/lifestyle publications; print, television and online news sources throughout the state
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  Sample Media List
   MassMedia and Robertson+Partners has developed a list of key media outlets for the Nevada Health Link campaign. 


A partial list has been included below. 


	 	 	 •	 Nevada	Outlets	


	 	 	 •	 Las	Vegas	Sun	


	 	 	 •	 Las	Vegas	Review-Journal	


	 	 	 •	 	Las	Vegas	Review-Journal:	
Neighborhood Views 


	 	 	 •	 Reno	Gazette-Journal	


	 	 	 •	 Las	Vegas	Business	Press	


	 	 	 •	 Vegas	Inc.	


	 	 	 •	 The	Sunday	


	 	 	 •	 El	Tiempo	Las	Vegas	


	 	 	 •	 La	Prensa	Latina	Las	Vegas	


	 	 	 •	 Nevada	Business	Magazine	


	 	 	 •	 Northern	Nevada	Business	Weekly	


	 	 	 •	 Daily	Sparks	Tribune	


	 	 	 •	 Pahrump	Valley	Times	


	 	 	 •	 Mesquite	Local	News


	 	 	 •	 Elko	Daily	Free	Press	


	 	 	 •	 KSNV	Channel	3	


•	 Vegas	Inc.	TV	


•	 KVVU	Channel	5	


•	 KLAS	Channel	8	


•	 KTNV	Channel	13	


•	 KTNV	Vegas	Morning	Blend


•	 KTNV	Valley	View	Live		


•	 KINC	Univision	


•	 KBLR	Telemundo		


•	 KMCC	MundoFOX


•	 KPVM-Pahrump	41	


•	 KTVN	CBS	(Reno)


•	 KRNV	NBC	(Reno)	


•	 KOLO	ABC	(Reno)	


•	 KRXI	FOX	(Reno)	


•	 KENV	NBC	(Elko)	


•	 KNPR-	Nevada	Public	Radio	88.9	


•	 State	of	Nevada	


  Program Evaluation
   MassMedia and Robertson+Partners will conduct an evaluation of the effectiveness of the Exchange marketing 


outreach campaign for 2014-2015 during Phase 1, and second evaluation of the 2015-2016 campaign after Phase 
3	is	complete.	We	will	then	analyze	the	results	of	this	evaluation	and	make	recommendations	for	any	necessary	
adjustment to strategy for the 2016-2017 campaign.


   Due to time and budget constraints, we do not recommend a program evaluation of the Phase 2 campaign 
individually. However, we will monitor and track performance of the various tactics throughout the life of Phase 2 
and Phase 3, and make adjustments to strategy and messaging as needed. We will measure and track the effective 
of the campaign in a number of ways as described below. 


  Number Enrolled
	 	 	Ultimately,	the	success	of	the	marketing,	outreach	and	education	program	will	be	determined	by	the	number	of	


uninsured Nevadans who enroll in an insurance plan and the number of small businesses that offer insurance to 
their employees through the Nevada Health Link.


   To evaluate enrollment numbers, we expect to receive as a part of the IT system enrollment reporting (e.g., monthly, 
quarterly enrollment number) demographic and geographic breakdowns.


   In addition to the number of enrollees received, we will also evaluate the various tactics throughout the life of the 
campaign and adjust the strategy accordingly as needed. 


   Website Hits and Calls to Toll Free Number
   We will also evaluate success based on hits to the marketplace website and calls to the toll free number. All paid 


media, media relations, information materials, etc. will have the direct call-to-action to visit the site or call the 
number, so assessing the traffic to both will be a strong indicator of the effectiveness of the program. Collecting 
data from the call center will also help us evaluate the effectiveness or difficulty with the messages we are 
promoting through paid and earned media. Again, this information will allow us to course correct as necessary.
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   An audience tracking survey program will assess changes over time in awareness of the marketplace, perceptions, 
knowledge levels and behavioral intentions. In addition, we will collect data on advertising message recall, exposure 
to other elements of the marketing/outreach campaign and the relationship between recall/exposure and outcomes 
we are trying to achieve. These data will be used as important measures of campaign effectiveness.


  Media Relations
   Before the start of media outreach on behalf of the Nevada Health Link, MassMedia and Robertson+Partners will 


work with Nevada Health Link representatives to determine agreed upon goals for the campaign. MassMedia and 
Robertson+Partners will track the success of its media relations efforts and report to the Nevada Health Link on 
a monthly basis. MassMedia and Robertson+Partners suggests the program’s effectiveness be measured based 
on measurable key performance indicators including the number of press clips secured, estimated reach of press 
coverage and the estimated ad equivalency value if the Nevada Health Link were to purchase the same amount of 
exposure via media placement. 


	 	 	In	addition	to	monthly	reports	summarizing	all	press	coverage	highlighting	the	Nevada	Health	Link,	MassMedia	
and Robertson+Partners will also distribute a weekly recap of all coverage secured by MassMedia and 
Robertson+Partners’s media relations efforts. 


  Event Activity
   At each event, we will track how many information request cards were secured, monitor how many informational 


materials were distributed (and in which languages) and how many impressions were secured by event attendees. 
We will also note frequently asked consumer questions received at events to help further hone messaging. 


3.3 Phase 3 – enrollMent caMPaIGn 


  the start date for Phase 3 will be determined by the exchange.  Due dates for production of 
broadcast-ready deliverables and campaign durations will be determined by the exchange with input 
from the selected vendor. 


  the awarded vendor will design a flexible, multifaceted marketing and outreach campaign aimed at 
reaching target audiences to communicate the enrollment deadline dates, the benefits of purchasing 
health care coverage, and how to purchase coverages through the exchange. 


 3.3.1 Deliverables


  3.3.1.1 enrollment campaign


  a.   the enrollment campaign will be comprised of television, radio, outdoor, and other media 
as suggested by the selected vendor and approved by the exchange.  Proposing vendors 
will be required to submit plans that detail the integrated campaign’s goals, strategies, and 
expectations; types of media that will be used, the frequency of media placement, and the 
expected amount of exposure the target market will receive.  


  B.   the enrollment campaign will highlight the benefits of enrolling in a health insurance plan 
before coverage begins January 1, 2016, to include, but not limited to:


   1. subsidies will be available; 


   2. Participants will achieve financial piece of mind; and 


   3. Preventive care will be provided.


  c.  the enrollment campaign will provide messaging on ways to enroll: 


   1. nevada health link;


   2. exchange enrollment Facilitators;


   3. Brokers; and


   4. Walk-in centers.
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  D.  the enrollment campaign will provide nevada health link-specific messaging to include:


   1. the nevada health link web address; 


   2. overview of nevada health links’ significant features; and


   3. emphasis on the ease of use.


  e.   the enrollment campaign will provide call center specific messaging to include the toll-free 
telephone number and hours of operation.


  F.  the enrollment campaign will provide urgent response messaging to include:


   1. the deadline to purchase coverage specified by the exchange; and


   2.  the warning that consumers who fail to enroll before the deadline must wait until the 
following year’s open enrollment period. 


  3.3.1.2 Media Placement Plan 


  a.   Prospective vendors must demonstrate to the exchange their expertise in reaching out to 
the exchange’s target market when developing collateral materials to support marketing and 
outreach efforts that reinforce the look and feel of the exchange’s message. 


  B.   the selected vendor will be responsible for the production of all broadcast elements, radio 
ads, internet ads, signage, collateral materials, media buys, etc., to be included in the 
advertising of each of the aforementioned campaigns.  


  c.   the selected vendor’s deliverables will be designed to support the exchange’s existing 
community partners program that is 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. 


  D.   the selected vendor will be responsible for developing a Phase 3 campaign that utilizes 
person-to-person resources through atypical marketing tactics to call eligible populations to 
action.   


  e.   the selected vendor will be responsible for developing a new media placement plan for Phase 
3, as outlined in Phase 2.  the media placement plan should include pinpointing the media 
form(s) used when delivering the exchange’s message to its customers. 


  F.   the selected vendor must submit applicable plans to the exchange for approval by a date 
specified by the exchange. 


  Phase 3: Call To Action 
  November 15, 2015 – February 15, 2016 
  Message: Enroll Now


  Planning and Strategy


   In Phase 3, we will launch a multifaceted marketing and outreach campaign aimed at enrolling uninsured Nevadans 
through the Nevada Health Link, as well as re-enrolling those who enrolled through the Exchange in 2014. The 
aggressive call to action campaign components will include a new Phase 3 media plan that will highlight an urgency 
message explaining the importance of enrolling in a health care plan before the end of open enrollment. We will also 
employ in this phase unconventional advertising and the use of person-to-person resources in an effort to call our 
target consumers to action.
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   In this phase, our messaging switches on October 1 from, “Learn More,” to a direct urgent call to action, “Enroll 
Now.” We will move from educating to activating Nevadans to enroll or re-enroll in a health plan through Nevada 
Health Link. All campaign materials - informational materials, and paid media-will drive consumers to the website 
or call center and communicate clearly to them how they can easily enroll in a plan. The open enrollment period will 
also mark an enhanced paid media plan and other message delivery systems designed to motivate Nevadans to take 
action to enroll using the website, dedicated call center and/or through one-on-one encounters with Navigators at 
other appropriate locations, including walk-in centers. This is a big job, a heavy lift and it requires a seasoned and 
experienced team. Messaging will focus on:


	 	 	 •	 Importance	and	urgency	of	enrolling	in	a	Qualified	Health	Plan


	 	 	 •	 Increased	fines	schedule	to	be	imposed	on	those	that	do	not	have	health	insurance


	 	 	 •	 Benefits	of	purchasing	health	care	coverage


	 	 	 •	 Affordability	of	purchasing	health	care	coverage	through	the	Exchange


	 	 	 •	 How?	The	marketplace	(and	there’s	help	for	individuals)


	 	 	 •	 What?	Product	offering


   In addition to conventional, targeted advertising strategies, including a specific Phase 3 media plan, we outline 
some unconventional tactics that are more suited to enrolling, rather than educating, our target populations. These 
are	described	in	detail	below	but	they	generally	include	significant	grassroots	outreach	utilizing	our	experienced,	
in-house outreach team and the state of Nevada’s Navigators to Clark and Washoe counties, rural Nevada. Our 
unconventional outreach also includes an “Enrollment Experience,” and we are counting on our partnerships 
established in Phase 2 to bolster our marketing and outreach activities by encouraging people without insurance to 
enroll and employing, with our help, an array of unconventional marketing and advertising techniques. 


   Phase 3 will be especially important. We will have to reach a large numbers of consumers, many of whom may have 
been exposed to the Nevada Health Link message over the past two year and yet have still not been convinced to 
buy health insurance, as well as those who may have enrolled previously and may not be aware that re-enrollment 
is required every year. Instead of one-way communication to our audience, through TV, outdoor, radio and print 
advertising, we can engage in a give-and-take, a meaningful conversation that will have a lasting impact and build 
trust. Our media plan is designed to create mass awareness of the Nevada Health Link, and our community outreach 
plan	is	designed	not	just	to	bolster	awareness—which	it	will,	significantly—but	to	capitalize	on	our	mass	media	
campaign by providing ample opportunities for consumers to get any questions they may have answered.


  Creative Strategy and Messaging
	 	 	In	order	to	efficiently	maximize	campaign	dollars,	rather	than	develop	a	second,	different	campaign	for	the	


Enrollment Phase, we will expand on the creative used during the Education Phase with unique supporting 
copy, a strong cals-to-action and tactical executions. In this phase, we will move from the call to “Learn more at 
Nevadahealth.com” to now “Enroll today at Nevadahealthlink.com,” as well as communicate deadline information 
and create urgency. 


  Please refer to the detailed creative strategy outlined in Section 3.2


  Creative concepts included on the following pages.
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“YOU’RE	NOT	FINE”	PRINT	(PHASE	3—ENROLLMENT)


WE’RE FINE
We get the flu like once a year, and when 
we do, we just go to the emergency room. 


No big deal.


And it costs about the same as getting coverage. 
If you’re going to pay, you might as well be covered. 
Shop for high quality, income-based plans today 
at nevadahealthlink.com. 


But hurry, the deadline to enroll is February 15th.


If you don’t have health insurance, 
you’re not fine… but you WILL pay one.
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“YOU’RE	NOT	FINE”	PRINT	(PHASE	3—ENROLLMENT)


I’M FINE
Yeah, sure I smoke. But I never get sick. 


Why pay for something I’m not going to use?


And it costs about the same as getting coverage. 
If you’re going to pay, you might as well be covered. 
Shop for high quality, income-based plans today 
at nevadahealthlink.com. 


But hurry, the deadline to enroll is February 15th.


If you don’t have health insurance, 
you’re not fine… but you WILL pay one.
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  “YOU’RE NOT FINE” TV SCRIPT (PHASE 3—ENROLLMENT):


  “I’m Fine—Part Time Worker”  :30


	 	 	PORTRAITS	OF	PEOPLE	IN	THEIR	DAILY	LIVES,	BUSY,	DISTRACTED,	DISMISSIVE.	NOT	TAKING	THIS	SERIOUSLY.	
TALKING	TO	CAMERA	ABOUT	HOW	THEY	DON’T	NEED	INSURANCE.	THEY’RE	“FINE”…


	 	 OPEN	ON	PART	TIME	WORKER,	MAYBE	A	COOK	OR	DISWASHER


	 	 PTW:	Yeah,	sure	I	smoke.	But	I	never	get	sick.	Why	pay	for	something	I’m	not	going	to	use?	I’m	fine…


	 	 TITLE	UP:	“I’m	fine.”


   VO: If you don’t have health insurance, you’re not fine…but you WILL pay one. And it costs about the same as 
getting coverage. If you’re going to pay, you might as well be covered. Shop for high-quality, affordable plans 
today at nevadahealthlink.com. Sign up by December 15th and be covered January 1st. 


	 	 CUT	TO	TITLE	CARD	WITH	NEVADA	HEALTHLINK	LOGO,	URL	AND	TITLE


	 	 ENROLLMENT	DEADLINE:	FEBRUARY	15TH


  “YOU’RE NOT FINE” TV SCRIPT (PHASE 3—ENROLLMENT):


  “We’re Fine—Young Mom”  :30


	 	 CUT	TO	YOUNG	MOM	WITH	HER	TWO	KIDS


	 	 	YM:	We	get	the	flu	like	once	a	year,	and	when	we	do,	we	just	go	to	the	emergency	room.	No	big	deal.	We’re	
fine…


	 	 TITLE	UP:	“We’re	fine.”


   VO: If you don’t have health insurance, you’re not fine…but you WILL pay one. And it costs about the same as 
getting coverage. If you’re going to pay, you might as well be covered. Shop for high-quality, affordable plans 
today at nevadahealthlink.com. The deadline to enroll is February 15th. 


	 	 CUT	TO	TITLE	CARD	WITH	NEVADA	HEALTHLINK	LOGO,	URL	AND	TITLE


	 	 ENROLLMENT	DEADLINE:	FEBRUARY	15TH


  “YOU’RE NOT FINE” RADIO (PHASE 3—ENROLLMENT)


	 	 	YOUNG	GUY:	I	don’t	need	health	insurance.	I’m	healthy,	I	work	out,	I	eat	pretty	good.	Besides,	I	can’t	afford	it.	
Nothing’s going to happen to me…I’m fine.


   VO: If you don’t have health insurance, you’re not fine…but you WILL pay one. And it costs about the same as 
getting coverage. If you’re going to pay, you might as well be covered. Shop for high-quality, affordable plans 
today at nevadahealthlink.com. The deadline to enroll is February 15th.
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You’ll be fine(d)
NevadaHealthLink.com  |  Enrollment ends Feb 15th


The choice is yours.


“YOU’RE	NOT	FINE”	OUTDOOR	BOARD	(PHASE	3—ENROLLMENT)


I don’t have the money...


I’M FINE
It seems complicated...


I’M FINE


My kids are healthy right now...


WE’RE FINE


Enrollment ends February 15


If you don’t have health insurance, 
you’re not fine...


But you WILL pay one.


Sign up today


“DON’T	BE	AN	UNNY”	ONLINE	UNITS	(PHASE	3—ENROLLMENT)
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“DON’T	BE	AN	UNNY”	PRINT	(PHASE	3—ENROLLMENT)


They’re out there. The uninformed. The uninsured. They think they can’t afford health 
insurance. They think they’re invincible. They’re wrong. The Nevada Health Link offers 
affordable, income-based plans everyone can afford so every Nevadan can be covered.  
There’s just no excuse to be an UNNY. But hurry, the deadline to enroll is February 15th. 


GET INFORMED. GET INSURED.
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  “DON’T BE AN UNNY” TV SCRIPT (PHASE 3—ENROLLMENT):


  “Unny— Mom” :30
	 	 OPEN	ON	CLOSE	UP	OF	UNINSURED	MOM	TALKING	TO	CAMERA.	


   SM: I guess if health insurance were to land in my lap I’d take it. But going through all the research and trying 
to find the right one, that just seems like a hassle. Our family can’t be spending money on stuff we aren’t sure 
we’re going to use.


	 	 FREEZE	FRAME	AND	RECORD	SCRATCH	AS	“UNNY”	TITLE	SLAMS	UP	OVER	THE	PERSON’S	FACE.


	 	 	V0:	(PHASE	3)	Uninsured.	Uninformed.	Unbelievable…Don’t	be	an	“Unny”.		The	fines	for	being	uninsured	are	
doubling, and they’re about the same cost as health coverage. If you’re going to pay, you might as well be 
covered. Shop for high-quality, income based health insurance plans on nevadahealthlink.com before the 
February 15th deadline.


	 	 CUT	TO	TITLE	CARD	WITH	NEVADA	HEALTHLINK	LOGO,	URL	AND	TITLE


	 	 ENROLLMENT	DEADLINE:	FEBRUARY	15TH


  “DON’T BE AN UNNY” TV SCRIPT (PHASE 3—ENROLLMENT):


  “Unny—Family”  :30
	 	 	OPEN	ON	FAMILY	SEATED	AT	THE	DINNER	TABLE.	IT’S	A	MODEST	HOME,	MODEST	DINNER	TABLE,	ETC.	WITH	ONE	


EXCEPTION,	IN	FRONT	OF	EACH	PERSON,	CHILDREN	INCLUDED,	IS	A	GIANT	LOBSTER.	THE	HUSBAND	IS	TOTALLY	
IMMERSED	IN	HIS	LOBSTER,	BARELY	PAYING	ATTENTION	AS	THE	MOM	TALKS	TO	HIM.


  MOM: Did you know the law requires everyone to have health insurance?


	 	 DAD:	Un-uh


	 	 SFX:	SITCOM	LAUGH	TRACK


  MOM: Did you know the fine for not having health insurance is about the same as the cost of insurance?


	 	 DAD:	Un-uh


	 	 SFX:	SITCOM	LAUGH	TRACK


  MOM: So you understand that if we don’t get health insurance we’re still going to pay for it?


	 	 DAD:	Un-uh


	 	 SFX:	SITCOM	LAUGH	TRACK


	 	 TITLE	COMES	UP	OVER	THE	UNNY-DAD.	FILM	FREEZES


	 	 TITLE:	DON’T	BE	AN	UNNY


	 	 	VOICEOVER:	They’re	out	there.	Uninsured,	uninformed,	unbelievable.	There’s	no	reason	to	be	an	UNNY.	Nevada	
Health Link has high-quality, income-based plans you can afford. Enroll at nevadahealthlink.com before the 
February 15th deadline.


	 	 CUT	TO	TITLE	CARD	WITH	NEVADA	HEALTHLINK	LOGO,	URL	AND	TITLE


	 	 ENROLLMENT	DEADLINE:	FEBRUARY	15TH


  “DON’T BE AN UNNY” RADIO SCRIPT (PHASE 3—ENROLLMENT):
	 	 SFX:	DRAMATIC	MUSIC	UP


  VO: They’re out there…


	 	 UNNY1(emotionless,	lifeless):	I	can’t	afford	health	insurance.


	 	 VO:	They’re	UNinsured…


	 	 UNNY2(emotionless,	lifeless):	It	might	not	even	cover	me.


	 	 V/O:	They’re	UNinformed…


	 	 UNNY3(emotionless,	lifeless):	I’ll	never	get	sick…hopefully.


	 	 	V/O:	They’re	UNbelievable.	Don’t	be	an	UNNY.	Nevada	Health	Link	has	high-quality,	income-based	plans	you	can	
afford. Enroll now at nevadahealthlink.com before the February 15th deadline.
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Enroll before the February 15th deadline at nevadahealthlink.com


“DON’T	BE	AN	UNNY”	POSTER	(PHASE	3—ENROLLMENT):
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Enrollment deadline is Feb. 15
nevadahealthlink.com


“DON’T	BE	AN	UNNY”	OUTDOOR	BOARD	(PHASE	3—ENROLLMENT)
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YOU CAN AFFORD IT.


YOU CAN GET IT.


YOU CAN USE IT.
Click here to learn more


“DON’T	BE	AN	UNNY”	ONLINE	UNITS	(PHASE	3—ENROLLMENT)
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  Paid Media
   This phase of our media campaign will serve to drive new customer acquisition (Nevadahealthlink.com website 


visits) during the open enrollment period of October 15 – February 15. Whereas, the Education phase would tactically 
rely heavier on grassroots efforts and the dissemination of collateral materials, the Enrollment Phase would receive 
a higher and longer sustained investment in mass reach media such as television and radio.


   The media placement plan and process for Phase 3 are provided as a part of our overall media strategy which 
we have located in the Confidential Section of our Technical Proposal (Attachment A – Part I B). We have placed 
our plans in this section because they demonstrate our team’s unique knowledge, experience and market 
understanding, as well as the extensive research conducted specifically for this campaign, and our strategies 
specific to this campaign and its target audiences. Therefore we are considering this work as proprietary and 
believe it qualifies as confidential.  


  Grassroots
   In Phase 3, we will begin an aggressive expansion of the grassroots strategy described in section 3.2., to meet 


the target audience face-to-face and encourage them to visit the Nevada Health Link and enroll or re-enroll now. 
In addition to the deployment of informative tool kits, town halls and event information booths, we will launch an 
enrollment experience at community events throughout the state, with an expanded presence and opportunities for 
those interested to enroll on site.  


  Enrollment Experience
   We will seek community events for Nevada Health Link to take part in and deliver information and when possible, 


offer enrollment stations where attendees can log on to the Nevada Health Link website and enroll on site with the 
help of a Navigator or independent broker. We will set up these Enrollment Experiences at key events, such as Bite 
LV, using attention-getting staging, such as a bus or tent, with Nevada Health Link’s branding and messaging. We 
will also employ street teams to approach attendees and direct them to our booth to learn more about enrolling or 
re-enrolling through the Nevada Health Link. For attendees who do not have the time to complete the enrollment 
process on site, we will also have information request cards in which the attendee can provide their information and 
permission to be contacted by an independent broker who assist them with the enrollment process at a later date. 


   As we expand our efforts to aggressively reach our target audiences during the Enrollment Phase, we will increase our 
exposure in the community and frequency of events in which we participate. Our participation in each event will vary 
depending	on	the	expected	ROI	as	well	as	the	type	and	size	of	the	event.	For	example,	we	may	serve	as	a	sponsor	for	a	
large, high-profile event in the Latino community. However, we may only have a booth at a smaller health fair.


  Please refer to section 3.2 for the detailed narrative regarding our overall strategy for grassroots. 


  Media Relations 
   In Phase 3 we will continue upon the strategies and tactics described in Section 3.2, while adjusting our message to 


get the word out that “the time is now” to enroll in the Nevada Health Link. 


  Phase 3-Sample Enrollment Story Ideas
  Simple Steps to Great Coverage 


   This story will focus on the simplicity of gathering information about benefits signing up for insurance coverage 
using the Nevada Health Link. MassMedia and Robertson+Partners will invite a reporter to sit in on a live 
demonstration of how easy it is to use the Nevada Health Link and choose a plan that best suits their individual 
needs. This will serve as an opportunity to showcase the role of an Enrollment Facilitator and answer any remaining 
questions people have regarding the Nevada Health Link.


  Outlets: Print, radio, television and online outlets across the state 


  Enrollment	Update	Stories:	Nevada	by	the	Numbers  


   MassMedia and Robertson+Partners will develop press releases updating reporters and editors on the Nevada 
Health Link’s enrollment progress. While this will likely lead to direct coverage throughout the year, it will also serve 
to keep the Nevada Health Link on the minds of media outlets. News reporters love to provide their readers with the 
most up-to-date information regarding newsworthy initiatives, and these releases will fulfill their goals. The releases 
will also serve as compelling content for blog posts and ongoing social media outreach. Each of the releases and 
updates will incorporate strong messaging encouraging people to visit the Nevada Health Link and enroll before the 
deadline approaches. 


  Outlets: Print, radio, television and online outlets across the state 


  Please refer to section 3.2 for the detailed narrative regarding our overall strategy for media relations. 
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3.4 ProPosal reQUIreMents 


 3.4.1  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 flexibility, 
creativity, and competency.  If examples of work are submitted on cD, one (1) cD must 
accompany each hardcopy proposal. 


 Please see case studies in section 3.4.2.1.


 3.4.2  Proposing vendors are encouraged to provide alternative strategies that the exchange may not 
have enumerated or considered in this rFP.  


 Alternative Strategies 
 Social Media
  Social media is quickly becoming a front line for conversations as consumers make health care decisions for 


themselves, their families and their communities. We recommend that the Nevada Health Link build on its existing 
social media platforms with a targeted strategy to more effectively communicate with its target audiences using this 
medium. Modern strategic marketers understand the use of social media to drive business results. Campaigns launched 
on a social platform are highly targeted. Additionally, the cost to reach the targeted audience is significantly lower than 
traditional platforms. A successful social media campaign requires multiple facets including an in-depth understanding 
of the appropriate channel, previous strategic planning and experience.


	 	Presently,	the	Nevada	Health	Link’s	social	media	outlets	are	hard	to	find	and	under-utilized.	There	is	no	direct	link	to	
the Facebook or Twitter pages from the Nevada Health Link site, and the channels have not been updated at all during 
the 2014-2015 Open Enrollment season. The fast-paced online social world is rapidly evolving. To exist in this medium, 
organizations	cannot	consider	the	social	environment	an	afterthought	to	an	active	print	or	traditional	media	campaign.	
Messaging between social media and traditional platforms needs to be cohesive yet different. Delivering a message on 
social media requires experience, timeliness and an alertness to the current social trends.  


  MassMedia and Robertson+Partners’ social capabilities begin with understanding the use of the appropriate social 
channel. Social outreach includes networking sites (Facebook, Instagram), blogging and micro-blogging (Twitter, 
Wikipedia),	and	content	communities	(YouTube,	Flickr,	Reddit).	Knowing	each	social	outlet’s	capabilities	allows	the	
delivery	of	a	specific	message	to	the	appropriate	person	at	the	right	time.		The	message	should	be	personalized	to	each	
audience, connecting with followers and the community.


  MassMedia recommends Nevada Health Link maintains and participates in online dialogue through social media 
platforms daily. To engage the target audience, the content will be photo and video driven, as photo and video posts are 
statistically more engaging opposed to a linked story. They also have a higher success rate to get through Facebook’s 
algorithms to appear on fans’ feeds whom are less engaged with our page than others. Photos and videos will also allow 
the page to connect on a personal level with the public by showing photos from events, and stories of doctors, navigators 
and consumers sharing their Nevada Health Link stories. 


  Stories and articles relating to Nevada Health Link, health care, and health articles, and anything that will catch the eye 
of those in need of health insurance while still having a draw to Nevada Health Link are key items of content as well. All 
media coverage that Nevada Health Link receives, questions engaging followers to answer, and messages linking fans 
the Nevada Health Link website to sign up will also be actionable priorities. 


  Social media content has a very short shelf-life. To maintain an active presence and continuous engagement requires 
a social content manager to persistently research social media trends and strategic methodologies. Additionally, an 
effective social content manager understands which social outlet is the appropriate platform for communication, and 
executes strategic campaigns by reviewing accomplished, past, social media tactics.
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  3.4.2.1  Proposing vendors should outline their 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 making them the best choice for that project.


    MassMedia	and	Robertson+Partners	works	with	and	helps	build	many	recognizable	brands	throughout	Nevada,	
including	Southwest	Gas,	HealthCare	Partners	Nevada,	United	Blood	Services,	Nevada	Health	Co-op,	HealthSouth,	
McDonald	Carano	Wilson,	NAIOP,	Northern	Nevada	Immunization	Coalition,	Clark	County	Regional	Flood	Distrct	and	
various divisions within the State of Nevada. We bring these brands to life with communications that articulate 
the brand’s key messages to consumers, partners, media and other key stakeholders. We believe the best 
communications campaigns consist of individually brilliant components that together are greater than the sum of 
their parts. Our campaigns call people to action and drive real and measurable results for our clients. 


    Below and on the following pages of this proposal are three case studies showcasing MassMedia and 
Robertson+Partners’ ability to create and launch successful branding campaigns in Nevada. In each case, 
MassMedia and Robertson+Partners’ was selected as a partner based on our knowledge of the market and target 
audiences, and our ability to provide an integrated communications strategy to achieve the client’s goals. 


  HealthCare Partners Nevada


   As the second-largest medical group in Southern Nevada, HealthCare Partners Nevada (HCPNV) is on a mission to 
dramatically improve the health care delivery system in the state of Nevada. Throughout its network of 56 clinics, 
200+ employed physicians and more than 1,800 doctor affiliates, its mission is to deliver quality care through a 
total care approach to residents of Clark County, Pahrump and Boulder City. Though initially retained to handle an 
insurance	contract	dispute	with	UnitedHealthcare,	MassMedia’s	contract	was	extended	to	include	Medicare	Open	
Enrollment. Our campaign led HCPNV to its most successful enrollment in more than 14 years. 


   Challenge:
	 	 	HCPNV	learned	that	its	contract	with	health	insurance	giant	UnitedHealthcare	was	not	going	to	be	renewed	for	the	


2012 calendar year due to a business dispute. This decision impacted approximately 30,000 commercial and senior 
patients	in	Clark	and	Nye	counties	who	were	members	of	UnitedHealthcare.	Starting	in	January	2012,	the	affected	
patients would no longer be able to see their HCPNV doctor. For many patients, especially those living with chronic 
diseases such as diabetes or chronic obstructive pulmonary disease, being forced to change their doctor would 
be devastating. HCPNV partnered with MassMedia to launch an awareness campaign to inform its patients what 
their options were to keep their doctor. This seven-week open enrollment period occurred between October 15 
and December 7, 2011. The MassMedia team knew it would have to move quickly and have a strong message that 
compelled people to action.


   Solution:
   To reach seniors and accomplish client objectives, MassMedia employed several strategies. This included 


positioning the doctors as trusted advisors; illustrating the importance of the doctor/patient relationship and 
its impact on care; serving as a resource for information about open enrollment and insurance options; and 
empowering patients to take control of their health care. 


	 	 	An	integrated	marketing	approach	was	utilized	throughout	the	duration	of	the	campaign.	Traditional	advertisements	
were placed in outlets whose readership and viewership were primarily seniors. These included print publications, 
outdoor, TV and radio commercials. The sections below detail and outline our electronic media, business-to-
consumer and direct marketing strategies as well as the results from the strategies. 


   Electronic media process and understanding


	 	 	During	the	HealthCare	Partners	Keep	My	Doctor	campaign	the	agency	launched	a	website	(www.KeepMyDoctorNV.
com) to serve as a hub for information regarding the change and to provide patient education on how to keep 
their	doctors.	All	advertisements	and	marketing	collateral	directed	people	to	the	Keep	My	Doctor	site.	The	website	
included	videos,	interviews	with	doctors,	a	FAQ	section,	list	of	insurance	providers	accepted	by	HCPNV,	helpline	
phone numbers, and a letter from the CEO to the patients regarding the change in policy and the steps to take in 
order to continue visiting their HCPNV doctor. Finally, the agency launched Facebook and Twitter pages to further the 
reach of the message. Both platforms pushed out information about open enrollment and invited fans and followers 
to	events,	directing	people	back	to	the	KeepMyDoctorNV.com	website	for	more	information.
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	 	 	MassMedia	also	utilized	online	advertisements	to	reach	seniors	and	their	caregivers.	The	digital	advertising	allowed	
us to target seniors and their caregivers, launch the campaign quickly and easily update creative, as necessary. 


	 	 	Results	for	Keep	My	Doctor	Campaign	Digital	Outreach	


	 	 	 •	 	The	website	received	5,104	unique	visitors	within	two	months	of	launching,	exceeding	the	expected	number	
of unique visitors by 10 percent


	 	 	 •	 Impressions	for	digital	billboards	–	88,500,000


	 	 	 •	 Impressions	for	online	ads	–	60,000


	 	 	 •	 	Facebook	stats	–	During	the	open	enrollment	period,	Facebook	“likes”	steadily	increased	by	more	than	10	
percent


   Business-to-consumer experience and results delivered


   To communicate the importance of the patient-doctor bond, the agency created messaging and collateral that 


KeepMyDoctorNV.com


OPEN
ENROLLMENT


Quality care starts here.


You
Tube


© 2011 Keep My Doctor - Nevada
Privacy & Security  |  Disclaimer  |  Site Map


Information Sign-up u   


hcpnv.com


Your Health is  
 My Top Priority.


Contact our helpline at: 702.932.8585 or 800.268.0864


Home  |  About Us  |  Ask Us Questions  |  Insurance Plan Examples  |  List of Providers  |  Locations


Welcome to the HealthCare Partners Medical Group 
“You have Choices” information resource. 
We want you to know you have options allowing you to maintain your relationship with your 
HealthCare Partners doctor. Please take a few minutes to follow the RESOURCES tabs below, watch 
HCPNV In the News and check out our EVENTS that will help you make the best decisions for your 
health.


Quality care starts here.


Dr. Bubb for Men’s Health Week 
Channel 3 
June 21, 2011


Men’s Health Week with Dr. Fisher
Morning Blend Monday 
June 13, 2011


HCP Total Care Model with  
Dr. Bubb and Dr. Roben 
Morning Blend Monday 
May 27, 2011


View all news


Pahrump Fall Fair and Festival >>
Pahrump 
September 29 – October 2, 2011


Justin Timberlake Shriners  
Hospitals for Children Open >>
TPC Summerlin
September 29, 2011


View all events


HCPNV In the News HCPNV Events


Take Our Quick Survey u


 • Insurance Plans


 • List of Providers


 • Locations


 • Ask Us Questions


Resources


KeepMyDoctorNV.com


KeepMyDoctorNV.comOPEN ENROLLMENT


Open Enrollment


October 15 – December 7


For more information, visit keepmydoctornv.com or call 702-932-8585.


My life. My Choice. My Doctor.
My doctor is my health care advocate. 
Having a HealthCare Partners doctor who knows me personally means I get the best care 
possible. My doctor knows my patient history and what treatments work best for me.


I have the right to keep my doctor. 
During Medicare Open Enrollment, I will choose a Medicare Plan that lets me keep my 
HealthCare Partners of Nevada doctor. 


It’s my choice. 
Medicare open enrollment period is October 15 – December 7, 2011. 


Open Enrollment


October 15 - December 7


For more information, visit KeepMyDoctorNV.com or call 702.932.8585 or 1.800.268.0864.


Your Health is My Top Priority
I am your medical advocate. 
As your HealthCare Partners doctor, I know your patient history and what treatments work best for you. 


You have a choice. 
I personally diagnose and treat your health conditions. I make medical decisions, not business decisions.


Don’t let insurance companies dictate who you can see.  
Choose a Medicare Advantage Plan today so you can keep
your doctor. Medicare open enrollment period is
October 15 – December 7, 2011.


Open Enrollment


October 15 – December 7


For more information, visit keepmydoctornv.com or call 702-932-8585.


My life. My Choice. My Doctor.
My doctor is my health care advocate. 
Having a HealthCare Partners doctor who knows me personally means I get the best care 
possible. My doctor knows my patient history and what treatments work best for me.


I have the right to keep my doctor. 
During Medicare Open Enrollment, I will choose a Medicare Plan that lets me keep my 
HealthCare Partners of Nevada doctor. 


It’s my choice. 
Medicare open enrollment period is October 15 – December 7, 2011. 
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highlighted the doctor’s role in patient health care. All materials, from print advertisements to brochures, focused on 
the doctor as the health care advocate who knows the patient’s name, their medical history and is able to provide them 
with personal care. The agency used real HCPNV doctors in its ads and collateral. In addition to the doctors, the agency 
used seniors to deliver the empowerment message “It’s My Life, It’s My Choice, It’s My Doctor,” to other seniors.


   To spread both messages, the agency implemented several key tactics, including advertising, social media, 
grassroots	marketing	and	direct	mail.	The	agency	utilized	public	relations	and	the	media	to	reach	seniors	as	well.	
The media relations team pitched and secured coverage in various print and broadcast news outlets with a variety 
of topics ranging from the contract dispute, open enrollment, HCPNV profiles and the benefits of a strong doctor-
patient relationship. The agency trained and used HCPNV doctors for all media interviews.


  Results:  


		 	 	MassMedia’s	initial	Keep	My	Doctor	campaign	ran	from	April	through	September	followed	by	an	Open	Enrollment	
campaign from October through December 2011. The 2012 open enrollment period was the most successful in 
HCPNV	history.	The	advertising	successfully	saturated	the	market	with	a	broadcast	campaign	that	achieved	a	99%	
reach among Clark County senior residents with a frequency of 20, and more than 180 print placements, reaching a 
total circulation of 6 million throughout the course of the six-month campaign. MassMedia stayed within budget and 
surpassed the goal of 7,000 Medicare Advantage lives by securing 8,000. Our firm is currently marketing the 2014 
Open	Enrollment	period	and	is	utilizing	many	of	the	same	successful	strategies	and	tactics.


   Direct marketing experience and results delivered


	 	 	Direct	mail	was	also	a	key	component	in	the	HealthCare	Partners	Keep	My	Doctor	campaign.	The	agency	utilized	
direct mail to help educate, remind and invite. The direct mail series provided resources and information about 
open enrollment and what patients needed to do to keep their doctor. In addition, patients were invited to town hall 
meetings which were set up as question and answer sessions with HCPNV doctors and administrators to talk about 
the contract cancellation and their philosophy of patient care.


   A grassroots team was deployed to integrate HCPNV into established senior events as well as host its own events 
targeting seniors. The team targeted senior centers, large senior communities and events focused on seniors. 
HCPNV participated in more than 40 events throughout open enrollment period including Thanksgiving food drives, 
doctor meet-and-greets, community health fairs, and town hall meetings.


November 9th 2012 8am-10am 
at Mountain Falls Golf Club


Do You Have Questions About Your Medicare Choices?
We Have Answers.


Your Quality Of Care Matters.


330 S. Lola Ln, #200  
Pahrump, NV 89048


JOIN US AT MOUNTAIN FALLS GOLF CLUB  where our doctors will provide 


you with answers to questions you may have about your Medicare 


choices. Also enjoy a delicious CONTINENTAL BREAKFAST ON US


KeepMyDoctorNV.com RSVP 775.751.0695


Choose Personal Care. Quality Care. Total Care.


November 9th 2012 8am-10am
Mountain Falls Golf Club


5001 Clubhouse Dr. Pahrump, NV


Join us!
Your Quality Of Care Matters.
Join our Health Care Q&A, where our doctors will 
provide you with answers to questions you may have 
about HealthCare Partners Nevada and your health 
care choices.


Choose personal care, quality care, total care.


Do You Have Questions About Your Health Care Choices?
We Have Answers.


RSVP: 702.547.0088
For More Information Visit: KeepMyDoctorNV.com


Wednesday, October 17, 2012  • 4pm - 6pm 
Whitney Senior Center


5712 Missouri Ave., Las Vegas, NV 89122


Health Care Q&A


Friday, November 9, 2012 • 2pm - 4pm
Cora Coleman Senior Center


2100 N. Bonnie Lane, Las Vegas, NV 89156


Do You Have Questions About Your 
Choices During Open Enrollment?


We Have Answers.


Choose personal care. Quality care. Total care.


RSVP: 702.243.2689
For More Information Visit: KeepMyDoctorNV.com


Join us!
Your Quality Of Care Matters.
Stop by our Health Care Q&A, where our doctors will provide you with 
answers to questions you may have about HealthCare Partners Nevada  
and your health care choices.


Health Care Q&A


   Results for 2012 Open Enrollment Period Direct Marketing 


	 	 	 	•	 	From	the	grassroots	events,	HealthCare	Partners	reached	more	than	6,000	people	and	generated	more	than	
200 leads


	 	 		 •	 Their	direct	mail	pieces	were	sent	to	69,650	residents
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  State of Nevada Department of Employment Training and Rehabilitation


  Challenge:  
   In October 2012, MassMedia was retained by the State of Nevada’s Department of Employment Training and 


Rehabilitation’s (DETR) Bureau of Vocational Rehabilitation to develop and carry out a comprehensive, six-month public 
relations and advertising campaign. The campaign was aimed at raising awareness of DETR’s programs among Nevadans 
with disabilities and educating businesses about the benefits of hiring individuals with disabilities. 


   MassMedia immediately went to work researching perceptions surrounding people with disabilities (PWDs) in the 
workplace. Research showed that employers frequently did not hire PWDs because they believed they lacked the skills 
and experience necessary to complete the job and that accommodations for PWDs would be costly to their company.  
MassMedia also found that these barriers were not accurate. Contrary to popular belief, companies who employ PWDs 
are usually eligible for tax credits and deductions, very few businesses experience disability-related claims and PWDs 
routinely demonstrate higher work productivity and lower turnover rates than the average employee. 


   To define and pinpoint our target audience, MassMedia identified that there were approximately 15,000 PWDs in Nevada 
who were unemployed but would like to be working. With more than half of large businesses already employing PWDs, the 
research showed that the larger the company, the more likely it is to have operations in place to actively recruit and employ 
PWDs. This was attributed to larger companies having more employment opportunities overall and being more likely to 
commit	to	a	diverse	workplace.	Based	on	this	information,	MassMedia	identified	small	to	medium-sized	businesses	as	the	
primary	business	target	for	the	campaign.	With	approximately	10,000	more	small	and	medium-sized	businesses	in	Nevada	
than actual PWDs who are seeking work, the numbers were very favorable for our marketing efforts.   


  Solution:
	 	 	An	integrated	advertising	approach	was	utilized	to	reach	both	target	audience	groups	throughout	the	duration	of	the	


campaign. The advertisements included real testimonials from employers and their employees who are PWDs. The use 
of real people instead of actors allowed for effective and efficient communication that resonated with all audiences. 
MassMedia’s business to business and business to consumer strategy is detailed below. 


   Electronic media process and understanding


   State websites are excellent resources for Nevadans to learn more about programs and to download important 
documents, directions and forms. However, they often have long domain names and can be difficult for users to navigate. 
Historically, State websites also have difficulty tracking and measuring visitor traffic. Based on our experience, easy-to-
use	websites	with	memorable	domains	names	provide	users	with	a	better	experience	and	increased	utilization	of	the	
available resources. During the campaign, MassMedia launched and managed a micro site (willingandabletowork.com) 
that housed resource links and information for PWDs and employers. Digital advertising was also a key component in the 
media mix. A paid search campaign targeted PWDs and employers through specific search terms. 
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   All advertisements promoted the micro site so the agency could effectively monitor the traffic and overall effectiveness 
of the campaign.


  Results:
	 	 	 •	 The	website	received	2,585	unique	visitors	throughout	the	duration	of	the	campaign


	 	 	 •	 Digital	billboard	impressions	–	164,000


	 	 	 •	 	The	online	pay-per-click	campaign	generated	more	than	82,000	impressions,	1250	site	visits	and	nearly	100	
phone calls


   Business-to-business and business-to-consumer experience and results delivered


   Considering all of the information we discovered in our research, MassMedia developed a campaign focused on the positive 
attributes	of	hiring	a	PWD	as	well	as	seeking	employment.	The	campaign	utilized	the	word	“opportunity,”	a	universal	value	
that speaks to PWDs and business owners alike. PWDs benefit from the opportunity to work and by employing PWDs, 
employers	have	an	opportunity	to	utilize	the	unique	skills	and	perspectives	that	PWDs	bring	to	their	companies.	The	public	
relations and advertising campaign focused on one simple and direct message, “Opportunity at Work.”


©2012 Ready willing and able  |  deTR nevada


Home  i  valUe oF emPloyeeS wiTH diSabiliTieS  i  TaX beneFiTS  i  SilveR STaTe woRKS  i  ReHabiliTaTion diviSion           


 READY To WoRk.  
WILLING To WoRk.


ABLE To WoRk.


vocational Rehabilitation assists employers in 
finding qualified employees, a service that is  
FREE of Charge. 


For more information 702.486.5230  
or 775.684.4040.


The Bureau of Vocational Rehabilitation can connect you  
with the talent you need to drive your business success.


Research shows that people with disabilities make excellent employees - but not all employers may 
know how to effectively recruit, hire and retain such individuals. The four step process for recruiting 
and retaining employees with disabilities is really quite simple: 


 • STEP #1 - Recruit People with Disabilities  
 • STEP #2 - Interview & Hire People with Disabilities
 • STEP #3 - Help Employees to Achieve Success
 • STEP #4 - Retain Valuable Employees


We’ll meet with you to determine your requirements and desired qualifications, and provide you 
referral to pre-screened and qualified candidates matched to your specific needs. Our assistance 
to your business includes soft-skill development, customized employee training strategies, reliable 
technical assistance, and if needed, an assessment of assistive technology. We provide quality 
assurance throughout the recruiting process, including comprehensive follow-up.


We can help you find great candidates for full and part-time  
positions in these industries, and many more:


 • Health Care & Medical Services
 • Tourism, Gaming & Entertainment
 • IT- Information Technology
 • Retail & Customer Service
 • Manufacturing
 • Mining & Materials


The advantages of relying on assistance from  
the Bureau of Vocational Rehabilitation:


 • No Cost Recruitment and Job Matching Assistance
 •   Access to On-the-Job Training funds and Work Opportunity Tax Credits 
 • Application of Disabled Access Tax Credit and Barrier Removal Tax Deductions 
 • Partnerships with Internship and Apprenticeships programs
 • Temporary Job Assignment (On-the-Job Training and Work Shadowing)
 • Follow Along/Employer and Employee Support for the first 90 days
 • Diversity in the Workplace


PUT THEIR ABILITIES To WoRk. 


FIND QUALIFIED EmPLoYEES  
FoR YoUR BUSINESS - A SERvIcE 
THAT IS FREE oF cHARGE.  
coNTAcT US ToDAY!
By phone-


Bill Boster - District Manager, Northern Nevada:  
775-823-8102


Sylvia Milburn - District Manager, Southern Nevada:  
702-486-5240


By email-


Mechelle Merrill, Rehabilitation Chief:  
mwmerrill@nvdetr.org


Janice John, Deputy Administrator Program Services:  
jajohn@nvdetr.org


mEET PAUL & ANGEL


To learn how the Bureau of Vocational Rehabilitation can put able employees like Angel to work for you, 


call 702-486-5230 or 775-684-4040, or visit WillingAndAbleToWork.com. 


Solve your Staffing 
challengeS with uS. 
Meet angel arias. He knows just about everything about painting cars. Angel 


has a great eye for detail and supervises the paint department at Color Point 


Auto in Henderson.  And, it just so happens he has a learning disability.


Angel is just one of the hardworking, qualified employees placed with local 


businesses by the Bureau of Vocational Rehabilitation – a service that is com-


pletely free of charge. For businesses, it’s a great way to staff up and qualify for 


tax incentives. And for talented, dedicated workers, it’s the perfect way to find 


the career they want.


ready to work. 
willing to work.  


able to work. 


To learn how the Bureau of Vocational Rehabilitation can put able employees like Havander to work for you,  


call 702-486-5230 or 775-684-4040, or visit WillingAndAbleToWork.com. 


Ready to WoRk. 
Willing to WoRk.  


able to WoRk. 


Solve youR Staffing 
challengeS With uS. 
Meet havander davis. He’s an avid sports fan, he’s great with computers, 


and he’s an ace dominoes player, too. There are a lot of interesting things 


about Havander, yet the most important thing to know about him is that he 


is a Communications Assistant for NVPEP, a local nonprofit that connects 


families with children with disabilities. And he happens to be blind. 


Havander is just one of the hardworking, well-trained employees the 


Bureau of Vocational Rehabilitation has placed with employers – a service 


that is free of charge. In the end, reliable, hard workers find rewarding 


careers, and businesses get great employees along with the possibility of 


tax incentives, too.


To learn how the Bureau of Vocational Rehabilitation can put able employees like Chona to work for you,  


call 702-486-5230 or 775-684-4040, or visit WillingAndAbleToWork.com. 


Ready to WoRk. 
Willing to WoRk.  


able to WoRk. 


Solve youR Staffing 
challengeS With uS. 
Meet chona Penniman. She loves the outdoors, and she can make a friend out 


of a stranger in no time. Most importantly? She is a Career Support Specialist with 


LV-PITA, a Las Vegas-based vocational training facility. And she happens to need a 


scooter for mobility. 


Chona is a shining example of the caliber of dedicated, talented people the  


Bureau of Vocational Rehabilitation places with local businesses – a  


service that is completely free of charge. For employers, that translates  


to great team members and possible eligibility for tax incentives.  


For capable employees, it means a well-deserved opportunity.


To learn how the Bureau of Vocational Rehabilitation can put able employees like Paul to work for you, 


call 702-486-5230 or 775-684-4040, or visit WillingAndAbleToWork.com. 


Ready to WoRk. 
Willing to WoRk.  


able to WoRk. 


Solve youR Staffing 
challengeS With uS. 
Meet Paul gamble. Paul is a hard working professional with a master’s 


degree. He is a former sailing instructor, who met his wife on a blind date 


and took her sailing. Yes, he’s an interesting guy, but what you really should 


know about Paul is that he is a vocational rehabilitation counselor at the 


Bureau of Vocational Rehabilitation, who also has cerebral palsy.


When businesses need qualified talent, Paul and his colleagues can help. 


They get to know the employer’s needs and connect them with hardworking, 


well-trained employees -- free of charge. The result? Passionate, reliable 


workers find homes for their skills and talents, and employers may even 


qualify for tax incentives.
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	 	 	The	agency	utilized	public	relations	and	the	media	to	reach	each	audience	group.	The	media	relations	team	pitched	and	
secured coverage in various print and broadcast news outlets with a variety of topics ranging from profile pieces on the 
program and its benefits, success stories from PWDs and employers and stories for related national observance days 
such as National Disability Employment Awareness Month and International Day of Persons with Disabilities. 


   The integrated advertising mix included television, radio, print, outdoor and online mediums. Television provided the 
highest	reach	and	allowed	MassMedia	to	quickly	build	awareness	for	DETR.	To	maximize	impressions,	outdoor	locations	
were selected in high-traffic residential and commercial locations. Print was strategic and essential for reaching business 
owners. MassMedia’s print media plan included placements in niche business publications that are distributed directly to 
business	owners,	top	executives	and	HR	representatives	at	small	to	medium	sized	companies	throughout	the	state.	


   The campaign ran from January through May and tremendously increased awareness for DETR and its services. 
Although final employment numbers pertaining to PWDs and participating companies have not been calculated, after 
the campaign launch, DETR reported an immediate and steady increase in inquiries from both PWDs and employers. The 
advertising	successfully	saturated	the	specific	target	markets	with	a	television	campaign	that	achieved	a	63%	reach	
among	Nevada	residents	with	a	frequency	of	6.8.	In	addition,	the	radio	campaign	had	a	reach	of	42%	with	a	frequency	of	
5. The targeted business advertisements included more than 20 print ads and reached a total circulation of 236,000.


 NDOI Health Care Education Campaign


  Challenge: 
  In summer 2014, the Nevada Division of Insurance (NDOI) sought help to address a problem. A recent survey conducted 


by the agency found that less than 14 percent of Nevadans could be considered “insurance literate.” The client was 
seeking an idea to promote the upcoming health insurance open enrollment period and educate Nevadans on the basics 
of health insurance. They needed a program that could be executed quickly, and would engage the target audience of 
Nevada residents ages 18-64.


  Solution:
  Interactive Website


  MassMedia presented the idea to develop an interactive website in which the user could explore an environment and 
learn about the basics of health insurance. As a part of this we proposed to the client a site that would live independently 
of the division’s current website and with a custom domain that is easy to remember. 


  MassMedia’s team quickly got to work to research the topics that needed to be communicated and the best way to share 
this information with a broad audience, in a way that the average consumer would enjoy and engage with. The team 
begin with an in-depth review of the information that the client wanted to communicate. MassMedia’s creative team then 
developed and presented the concept of a consumer’s experience in various health scenarios, and a description of the 
copy that would be used throughout the scenarios and where they would appear in the environments. 


HOW do I speak insurance?


There’s a whole language you’ll 
encounter when you use your 


plan. Words like “Deductible” – 
the amount you must first pay out 
of pocket before your insurance 


company will start to pay. 


A “copay” is the fixed amount 
you pay when services are 


rendered, like $50 to see the 
doctor, or $25 for your month’s 


worth of medicine. 


“Co-insurance” is the share of service 
fees that you pay. It’s based on a 


percentage. So if a service costs $100 
and your co-insurance is 20%, then 


you’d  need to pay $20. 


The “drug formulary” is the  
list of prescription drugs  
covered by your plan.  


An “in-network provider” is a health service 
provider who has a contract with your insurance 


plan, which means they provide services to you at 
a discount. Likewise, the “provider network” is the 
group of providers who have all agreed to do this.  


Your “out-of-pocket maximum” is 
the most you’ll pay for your covered 


medical expenses during a given 
year. After you reach that limit, your 
insurance company will pay 100%.  


Have more questions?  
You can compare plans and rates 
at doi.nv.gov, or you can talk 
to a licensed  health insurance 
agent or a certified exchange 


enrollment facilitator. 


HOW  
do I speak 
insurance?


FOLLOW ME  
at doi.nv.gov
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  MassMedia’s team developed the visual elements of the site based on the concept of a consumer in various health care 
scenarios: at home, at the doctor’s office, at an insurance office and at the pharmacy. MassMedia’s programming team 
then got to work on the development of an interactive parallax site that allowed the user to move vertically through the 
site,	moving	between	the	scenario	“floors”	on	an	elevator,	and	then	horizontally	throughout	each	room,	to	explore	the	
environment while banners with the informative material appear as the user moves through the room. A jump to the 
NDOI’s official site was added to the end of each room, as well as jumps to the various floors, labeled by the question 
they answer, was added to be static at the bottom of the screen at all times. 


WHEN do I get insurance?


The best way to ensure no gaps  
in coverage is to purchase insurance during 
the annual open enrollment period, which is 


November 15, 2014 – February 15, 2015. 


During this time, you can enroll at 
NevadaHealthLink.com or through a broker. 


If you want to use Nevada’s exchange 
marketplace at NevadaHealthLink.com,  
however, you must enroll during the annual 
open enrollment period. That’s the only time 


you can use the exchange marketplace.


Just to be clear: it is possible to purchase 
coverage in the off-exchange market during  


other times of the year. Be sure to remember  
that it could mean a wait of up to  


90 days for your coverage to kick in.


Have more questions?  
You can compare plans and rates at doi.nv.gov, 
or you can talk to a licensed  health insurance 


agent or a certified exchange enrollment facilitator. 


WHEN  
do I get  


insurance?


FOLLOW ME  
at doi.nv.gov


WHAT do I look for in a policy?


First off, don’t base your decision entirely  
on price. Beyond monthly premium, you’ll want 
to factor in copays, deductibles, your current  


doctor, prescriptions and coinsurance.


An HMO, or Health Maintenance Organization, 
provides care through a network of hospitals and 


doctors. The plan only pays for care that is offered 
by providers within the network. Any service you 
require, such as seeing a specialist, typically must 
be recommended by your primary care physician.


A High Deductible Health Plan  
requires more out-of-pocket  


spending, but offers lower premiums.


A PPO, or Preferred Provider Organization,  
offers care through a network of providers  
who render services at lower rates. You can  
go outside the network, but you’ll pay more. 
There’s no need to get a recommendation  


from your primary care physician if you need 
additional services (like seeing a specialist). 


Have more questions?  
You can compare plans and rates at doi.nv.gov, 
or you can talk to a licensed  health insurance 


agent or a certified exchange enrollment facilitator. 


WHAT  
do I look for  
in a policy?


FOLLOW ME  
at doi.nv.gov


WHERE do I get insurance?


If your employer offers you the option  
to purchase group health insurance,  


purchasing insurance is simply a matter  
of making your selection during your  
employer’s open enrollment period.


For those who do not get their insurance from their  
employer, there are many ways to purchase individual  
health insurance in Nevada. You can use the help of a  


licensed broker or purchase directly from an insurer. Whether 
sold on or off the exchange, all individual health insurance 
plans in Nevada must be reviewed and approved by the 


Division of Insurance and meet the same standards.


Income based financial assistance is available 
to individuals only through Nevada’s exchange 
marketplace, NevadaHealthLink.com. You 


can utilize a licensed broker, certified exchange 
enrollment facilitator, purchase directly from an 
insurer or online via NevadaHealthLink.com.


Have more questions?  
You can compare plans and rates at doi.nv.gov, 
or you can talk to a licensed  health insurance 


agent or a certified exchange enrollment facilitator. 


WHERE 
do I get 


insurance?


FOLLOW ME  
at doi.nv.gov
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  The final interactive site was branding Nevada Health Insurance 101 and launched 30 days prior to the opening of 
the 2014-2015 Exchange Open Enrollment period. Along with the site’s development, MassMedia was also tasked to 
develop and execute a small media buy that would promote and drive traffic to the site. MassMedia’s media buying team 
recommended a Facebook campaign that included both News Feed ads and Promoted Posts. The campaign launched 
congruent with the site’s launch and encouraged users to visit the site to answer their questions about health insurance 
and help them make an informed decision prior to the open of the Nevada Health Insurance Exchange on November 
15, 2015. The campaign was monitored weekly by MassMedia’s digital team and the team made recommendations for 
changes to the campaign copy as needed in concert with the campaign’s traffic patterns. 


  Health Rate Review Campaign


  The health care education campaign ran congruent with a 30 day media campaign branding the Health Rate Review page 
of the NDOI website which was also managed by MassMedia. The call to action for both campaigns drove the audience to 
visit the doi.nv.gov website to compare health insurance rates online before the start of the open enrollment period. 


Many choices for health insurance. 
A place to go where it all makes sense.


The Nevada Division of Insurance website is your source for  
health insurance rates, plans and provider networks. 


Our health insurance rate look up tool enables you to see all  
available plans easily and conveniently. 


It’s the best way to know the options available to you and  
your family.


Health Insurance Open Enrollment Begins November 15. 


Visit doi.nv.gov for health plan information before it’s time to buy. 


Talk to us. We’re here to help. 


Nevada Division of Insurance


Get the facts. Know your options. Visit doi.nv.gov. 


  MassMedia updated the creative campaign which the agency originally developed for the NDOI in Fall 2013. The creative 
was updated to highlight the ease of finding the answers to all of your insurance questions all in one place, on the 
NDOI website. MassMedia’s advertising strategists recommended a highly-targeted campaign that sought to reach 
Nevadans who were likely to be in need of an individual or family health insurance plan and who were likely not eligible 
for coverage through an employer or government assistance. The media plan called for placements in print and radio, as 
well as an aggressive online strategy. 


  Results:
  Within the first 30 days of the launch of NVInsurance101.com, the site received more than 1,000 visitors. The client 


reported that this amount of traffic was unprecedented for a new government website. Among the reportings:


	 	 •	 The	NVInsurance101	website	had	more	than	1,000	unique	visitors	in	its	first		30	days	


	 	 •	 Traffic	to	the	NDOI	website	was	up	15%	y/o/y	


	 	 •	 Visitors	to	the	health	rates	portion	of	the	site	was	up	116%	y/o/y	and	170%	over	2012
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 Clark County Regional Flood Control District
  Robertson+Partners has successfully represented the CCRFCD for 23 years. Our most successful campaign, “License 


Plates,” was created by agency President, Scott Robertson, in 1996 when he was a young copywriter. The campaign 
is considered the most effective in local government history as measured by awareness and ran effectively for fifteen 
years. This accrued great cost savings and saved numerous lives. The campaign won multiple National awards and our 
recently added FloodSpot mobile app won a National Safety technology award.


  SITUATION:
  Since 1960, Las Vegas has experienced at least eleven major floods and during monsoon season experiences frequent 


geographically isolated flash flooding events. This resulted in the loss of thirty-one lives prior to our public outreach.


  GOAL:
  Protect life and property in Clark County through public outreach and education about the dangers of flash flooding.


  AUDIENCES:
  Motorists, homeowners, new residents and children. 


  CHALLENGES:
  Rain and flooding occurs almost exclusively from June through September and it is difficult to know when it will rain or a 


flood event will occur. Further, limited budget allowed for limited media investment and every dollar had work like two.


	 	(note:	like	open	enrollment,	the	ccrfcd	campaign	needs	to	go	from	zero	awareness	to	high	levels	of	awareness	in	an	
instant. It is not supported in mass reach media with high frequency year round. Thus, the creative needs to be highly 
engaging and highly persuasive in its ability to create and change behavior. It is not just about creating awareness, it is 
about driving action).


  INSIGHTS:
  Nearly all past deaths occurred as a result of a driver encountering a flash flood and attempting to drive through it – the 


moment of truth. Drivers did not fear for their lives or understand how foolish it is to drive through flooded streets.


  (note: this risk averse behavior is similar to the “unconvincable” mindset of your target audience in that they fail to 
understand the risk and have not been motivated in a way that compels them to avert it.)


  STRATEGY:
  The principle of social proof concludes that people will act in accordance with what they perceive as the correct way to 


behave in a given situation based on social proof – or, the behavior of others. This is also known as “herd mentality.” 


  What does this mean? It means people are afraid to stand out for the wrong reasons, to do the wrong thing. There 
is a stronger motivation not to do the wrong thing than there is to do the right thing. People are less likely to obey 
instructions as they are to avoid penalties.


  (note: this is similar to the thought process of the uninsured. They know that having health insurance is the right thing to 
do, but they have not been convinced that not having health insurance is the wrong thing to do. They do not feel like they are 
being foolish. This can be overcome by highlighting the inherent foolishness of not enrolling; the economics and the fine.)


  SOLUTION:
  We developed creative that showed people what happens to people who try to drive through flooded streets rather than 


tell them not to drive through flooded streets. We brought to top-of-mind the foolish consequences of acting contrary to 
the social proof that the vast majority of people do not drive through flooded streets. In other words, we communicated 
what the correct behavior was by demonstrating the incorrect behavior and its consequences. How did we do this? Our 
campaign featured stranded motorists in dangerous situations against headlines that poked fun at their situation, thus 
making them seem the fool. Result: Nobody wants to be the fool. People stopped driving through flooded streets. People 
took personal responsibility for themselves.


  We also made sure our creative cut through the visual clutter so that people would notice and be engaged by our 
creative. The simple, bold, yet cryptic vanity plate headlines forced consumers to notice and mentally attempt to solve 
the riddle of the headlines. This mental engagement is what led to incredibly high recall of the campaign and retention of 
the message.  The lesson? It’s not what you say…


  It’s how you say it.
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  The campaign was a hit. And to further engage the public, we created an annual contest wherein the public would come 
up with new vanity license plate headlines and winners were added into the public campaign. This drove deeper public 
engagement and also saved on new creative costs year after year.
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 TACTICS/MEDIA:
  From a media perspective we overcame our budgetary and calendar specific challenges in multiple ways. Firstly, we 


narrowed down our target segmentation to focus on the audience most in need of persuasion: Motorists. Motorists had 
high crossover with additional segments such as homeowners and new residents. Further, motorists were the most 
affected by flash flooding and the most likely to encounter a flash flood. We determined the best way to reach motorists 
and make them think about their driving behavior is while they were driving. Thus, we disproportionately invested in 
outdoor	billboards	around	high	traffic	freeways,	arterials	and	flood	zones	leading	to	100%	market	coverage.	Had	we	
spread our media too widely across to many media outlets our message would have had less impact with the people 
who needed to see the message at a time when it was relevant. However, we did support with limited, yet highly targeted 
tv and radio through a recency strategy. We arranged with local media to only run our spots when it was raining. This 
meant	there	would	be	zero	waste	of	marketing	spend	during	times	the	message	wasn’t	relevant	or	urgent.	The	result,	
during periods of danger, our message surrounded the target audience.


  Our new “Words to the Wise” campaign focusing on directional street typography recently launched and a market 
validation and analysis research study will be conducted this year. 


  Additional new tactics include the website www.befloodsafe.com, “Words to the Wise” TV, social media outlets 
instagram and twitter which now enable residents to report floods and share flood safety information in real-time, and 
the recently launched FloodSpot app available on iTunes and Android marketplace. Our digital tools are actively teaching 
children to avoid flash flooding before they are of the age to drive, thus proactively creating a new generation of safe 
drivers.
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  RESULTS:
	 	The	campaign	achieved	awareness	levels	as	high	as	95%	measured	by	the	Canon	Survey	Center	at	UNLV.	To	put	this	in	


perspective,	Nike	has	a	consumer	awareness	of	93%.	More	importantly,	flood	related	deaths	dropped	by	more	than	50%	
of the previous 20 years and no fatalities were motorists.


  Robertson+Partners has retained this account for 23 years and won required re-submittal open RFP competitions seven 
times throughout the life of the contract. This is a testament to the effectiveness of the campaign and the support we 
provide to our clients. We effectively become a trusted and valuable part of your own staff.


 ADDITIONAL:
  We are including for your review creative samples of our Anti-Stormwater Pollution campaign slated to launch later 


this year. This was created in partnership with client CCRFCD. It is intended to reduce stormwater pollution that flows 
untreated into Lake Mead, harming our source of drinking water and the wildlife habitat that surrounds it. Our research 
concluded that people were more likely to act in support the welfare of animals than one another, thus our creative 
strategy focuses on protecting the wildlife habitat. It also includes a business-to-business strategy wherein local 
businesses such as car washes and garages can become certified as “Lake-Friendly” to help drive their business 
through environmental support. Research shows consumers are more likely to do business with company’s they believe 
are making a difference in the world. A post analysis of this campaign will take place at the end of this year.  


VIEW COMMERCIAL 
http://vimeo.com/user26590329/belakefriendly


password: RPadvertising
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 Nevada Health CO-OP


  Robertson+Partners was retained for naming, brand identity, market segmentation, strategic planning, media 
planning, buying, negotiation and placement, creative development and production, website development, launch and 
maintenance, digital marketing, SEO, SEM, social media and public relations in support of the launch of a start-up health 
insurance provider, Nevada Health Co-Op. No big whoop. Easy, right? Ha! Anything but… and you already know that….


  Wow. What a long, strange trips it’s been. The Affordable Care Act has created a new opportunity for all Nevadans to 
acquire affordable health insurance, and for the past few years we have been taken for the ride of a lifetime. Websites 
not working. Cards not being issued. Angry consumers. Angry political opponents. At times, it seemed like none of this 
was going to work out. And yet, as the dust continues to settle, here we both are. Still standing. Still working hard. 
Delivering access to and providing quality and affordable health insurance plans to Nevadans who need us. So firstly, 
congratulations. We intimately understand what you’ve been through because we went through and are still going 
through it – with you.


  Where to start?


  In the beginning, there was nothing. And so, a brand was born.


  The name Nevada Health Co-Op was recommended for several strategic reasons. Firstly, we knew the Nevada Health 
Link would spend a significant amount of money acquiring traffic and therefore we wanted to build instant familiarity 
and perceived relation to the Nevada Health Link by starting with the same two first words: Nevada Health. Plus, that’s 
the core of our mission: The health of Nevadans. And finally, we are a Co-Op of Nevadans for Nevadans. There it is. Pretty 
simple. A brand is born. Nevada Health Co-Op. And we’ll never know if it was our subsequent advertising campaign or 
simply	a	great	naming	strategy	that	led	us	to	getting	nearly	40%	of	market	share	in	the	first	year	through	Nevada	Health	
Link. Either way, here is what unfolded…


  SITUATION:
  Health care is complicated. The Affordable Care Act and the changes it brought into the marketplace further complicated 


it. New providers like the Nevada Health Co-Op added to the confusion. The Nevada Health Link aimed to help with the 
confusion, yet it was one more thing consumers had to learn about. While people like the idea of affordable health care, 
they certainly weren’t looking for any homework, and homework they got. Consumers had to take upon themselves a 
burden that is most commonly shouldered by employers – researching, understanding and purchasing health insurance. 
Homework. The simple reality is that health care and health insurance is simply too complex for most consumers to 
understand and therefore it is difficult to inform and drive their purchasing decisions. The Nevada Health Link and the 
Nevada Health Co-Op provided the resources to help inform and educate Nevadans, but getting them enrolled is much 
more complex than simply saying “We’re Open.”


  GOAL:
  Acquire 20,000 new customers in first five months of business during the 2013-2014 Open Enrollment period of (I think 


Nov. 1 to March 15 – confirm).


 AUDIENCES:
  We segmented our target audiences with the following segmentation strategy:


	 	Top	segments:	Uninsured.	Under-insured.	Insured.


	 	Sub-segments:	Young	families.	Earbuds/Hipsters	–	(young	invincibles).	Union	members.	Union	Family	&	Friends.	Latinos.	
African American. Filipinos. Native Americans. SHOP (Small business). Brokers.


  CHALLENGES:


	 	Fear.	Uncertainty.	Apathy.	Indifference.	Confusion.	These	were	all	present	in	the	mind	of	the	consumer	at	the	time	of	the	
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launch of the exchange and the Co-Op. We needed a way to access the mind of the consumer in a way that solved their 
problems and removed their primary barrier to entry: Fear and avoidance of complexity. Another barrier to entry was 
cost, but we knew that was a deciding factor in whether to hit “buy,” to make the final purchase. That barrier was further 
down the road, at the bottom of the sales funnel. We simply needed to get them into the sales funnel in the first place, 
the consideration phase – researching plans. That was it’s own challenge. And if we could get them into our funnel, 
researching with our brand, we figured we’d likely have the advantage in their ultimate acquisition since further research 
and	price	comparison	would	be	seen	as	more	time,	complexity	and	“homework.”	Our	38%	market	share	win	validates	
this hypothesis. 


 INSIGHT:
 Health care is complicated.


 SOLUTION:
 We are the un-complicators.


 STRATEGY:
  Position ourselves as the easiest brand to do business with, the brand that will do the work for you. (Remove the barrier-


to-entry).


 BRANDING:
  In order to resonate with target audiences dissuaded by the complexity of the health care category, we created an 


entirely new category:


	 UN-COMPLICARE


 CALL-TO-ACTION:
	 Uncomplicate	your	health	care.


 CHALLENGES:
  Compared to the publicly trade health care behemoths that rounded out our competitive set, we had peanuts to spend 


in	paid	media.	All	in	--	around	$900,000	–	TO	LAUNCH	A	NEW	BRAND	WITH	ZERO	BRAND	AWARENESS.	We	have	no	money	
and nobody has ever heard of us. Go.


 TACTICS/MEDIA STRATEGY: 
  We concentrated our media efforts at the launch of and during the final third of open enrollment. The goal was to gain 


as	much	awareness	as	possible	with	an	early	media	blitz,	maintain	it	with	supporting	outdoor	and	reduced	mass	
media, and then close strong to acquire laggards waiting for the urgency of an impending deadline at the end of the 
open enrollment period. We flighted media accordingly.  Media channels included outdoor, tv, radio, digital, direct 
mail, collateral, website and grassroots public outreach. Television production was done for an extremely low $20,000 
so that production costs would not undercut media outreach. The simplicity of our message cut through the clutter: 
UNCOMPLICARE.
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say hello to 
uncompli•care


Call today: Enrollment deadline is March 31st 


702-823-COOP  |  Toll Free 855-606-COOP 


nevadahealthcoop.org


uncomplicated healthcare


Free co-pays for some doctor visits and medications 


Coverage includes acupuncture


In some cases your premiums could be FREE*


*Premium subsidies based on age/income. Call for details.


*To be eligible to win, you must RSVP to info@nevadahealthcoop.org


Downtown Las Vegas


Last Call Enrollment Event: March 22nd  |  10am - 5pm


NHC Service Center: 3900 Meadows Ln. 


Free Food • Raffles • Win a Tablet*


INDICIA


3900 Meadows Lane  |  Suite 214  |  Las Vegas, NV 89107


uncomplicate your healthcare


702-823-COOP  |  Toll Free 855-606-COOP  |  nevadahealthcoop.org


• FREE co-pays for some doctor visits and medications 


• FREE check-ups and preventative screenings 


• In some cases your premiums could be FREE*


*Premium subsidies based on age/income. Call for details.Sparks, NV


call today: enrollment deadline is March 31stuncompli•care (noun):
Uncomplicated healthcare


Enrollment deadline is March 31st  |  nevadahealthcoop.org


VIEW COMMERCIAL 
http://vimeo.com/117008411
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 RESULTS:
	 	 •	 38%	market	share	through	Nevada	Health	Link.


	 	 •	 15,000	new	customers	in	the	first	open	enrollment	period.


	 	 •	 Started	with	zero	brand	awareness,	launched	as	start-up.


 NEVADA HEALTH CO-OP PHASE 
 OPEN ENROLLMENT PERIOD 2 | 2014 – 2015 (ON-GOING)


 SITUATION:
	 	Entering	our	second	year	of	business,	we	needed	to	refine	and	sharpen	the	UNCOMPLICARE	brand	positioning.	Health	


care	was	still	complicated,	and	we	aimed	to	uncomplicate	it.	However,	we	realized	we	could	not	uncomplicate	the	
category,	but	rather	only	the	process	for	the	consumer.	Yet,	even	navigating	consumers	through	the	process	had	
complications. 


  We conducted an extensive validation and analysis research study in May 2014 with subcontractor Brand Outlook on 
behalf of our client. 


	 	Our	assumptions	were	validated.	Consumers	responded	to	the	“Uncomplicare”	message	very	positively.	Many	cited	
driving past billboards, seeing the word and immediately deciding that was what they wanted. It resonated deeply. 
However, they shared stories of just how complicated we actually still were in delivering health insurance. That hurt. But 
what it underscored was that our steadfast and high-touch personal approach to customer service had won the business 
and loyalty of our customers. Many who went through negative experiences, but ultimately had their problems resolved 
by Nevada Health Co-Op care coordinators, felt a connection with their care coordinator and committed to staying with 
the Co-Op because they perceived that we really cared about them.


  As detailed earlier in the RFP, one key insight obtained is that health insurance is a low trust category. And yet, our care 
coordinators were able to earn trust. One focus group interviewee stated verbatim, “It seemed like you guys actually 
cared.”	This	was	groundbreaking.	An	insurance	company	that	actually	cares	about	its	customers?	Another	said,	“You	
guys called me back. No one has ever done that before.” Is this all we have to do? Deliver on a human promise of caring? 
That was at the core of the Nevada Health Co-Op and the type of people they hired. Customer service was in the their 
blood. We could do this.


  It became immediately clear that customer service would be the foundation of our positioning moving forward. That 
is where we would win the battle and grow market share not only through paid media, but eventually through positive 
word-of-mouth. We would become the Zappos of health insurance.


  Another insight gleaned from the research was that consumers want a guide in the process. This, of course, is also great 
news for the Nevada Health Link, as that is what you do. So that is where we evolved our branding. The un-complicare 
messaging still lives within the brand language and dna, but it used to support what we do: uncomplicate your personal 
health enrollment process – not uncomplicated health care as a whole.
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#letsenroll


  NEW POSITIONING|BRANDING:
  Let us guide you.
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VIEW COMMERCIAL 
http://vimeo.com/117007124
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 CHALLENGES:
  As with the first open enrollment period, we had a small marketing budget compared to our competitive set. However, 


we had 15,000 customers singing our praises and a motivated work force who knew they were making a difference in 
people’s live. Meaningful work is a great motivator. 


  TACTICS/MEDIA STRATEGY: 
  Our media deployment strategy remains similar to the initial open enrollment period. We concentrated our media efforts 


at the launch of and during the final third of open enrollment. Media channels included tv, radio, outdoor, digital, direct 
mail, collateral, website and grassroots public outreach. Our television spot features real, actual Nevada Health Co-Op 
Care Coordinators paired with real, actual Nevada Health Co-Op customers they helped enroll during the first enrollment 
period. They are deeply personal and the message is that with the Nevada Health Co-Op, you get a personal guide. We 
also produced a series of social media long forms videos called the “Open Enrollment Project,” where customers and 
their care coordinators talk openly about open enrollment. These honest, authentic testimonial stories underscore our 
promise to deliver personal customer service and provide transparency and trust. This final social campaign will launch 
during the final week of Open Enrollment in order to help convince the “unconvincables.”


  We designed all of our creative elements around providing “access to guides” through the Nevada Health Co-Op. We layered 
in	a	new	added	value	component	by	securing	an	exclusive	media	sponsorship	with	local	KVVU	Fox	Affiliate	channel	5.	We	
are in the middle of holding 5 live telethon events called “Ask the Co-Op,” featuring Co-Op CEO, Pam Egan, care coordinator 
staff members and key management individuals from our provider networks. The live TV events are geared toward 
answering consumer question about health care and un-complicating it for them through direct access to guides.


  RESULTS:
  Through a combination of re-enrollment and new customer acquisition, our enrollment numbers stand today at 22,000.


  3.4.2.2  Proposing vendors should include a narrative detailing vendor capabilities and experience 
in the fields of:  


   a.  Market research;
   B.  target market segmentation; 
   c.  strategic planning;
   D.  Developing integrated marketing campaigns;
   e.  collateral design; and
   F.  Use of web and social media.


  A Powerful Team of Partners
  MassMedia
   MassMedia is a Nevada-based marketing communications firm with a dedicated health care division. Through this 


specialty unit, the company provides a comprehensive range of marketing services including advertising, public 
relations, branding and identity, digital/social media and grass roots/community integration initiatives. It employs 30 
people in its Henderson, Nevada office. Serving as a boutique agency, we are attentive, nimble and flexible.


   As thought leaders in health care communications, we are often called upon by professional groups to counsel 
their members on effective health care branding and communications initiatives. We have counseled members of 
the Clark County Medical Society and Medical Group Management Association. Our agency publishes a quarterly 
magazine	distributed	to	3,000	Nevada	doctors	that	provides	information	on	how	to	successfully	market	their	
practices. The MassMedia team has written numerous articles appearing on industry blogs and in publications 
regarding marketing and branding. 


   The team that will be working with you have tackled marketing and communication challenges from an array of 
government	agencies,	non-profit	organizations,	trade	association	and	Fortune	500	companies.	The	long-term	
relationships it has maintained with clients (many 10 years or longer), is a testament to MassMedia’ s focus on client 
service. During the last 17 years, MassMedia has developed consumer education and engagement campaigns for 
numerous state agencies including the Nevada Division of Insurance (NDOI), Nevada Department of Employment 
(DETR), Department of Welfare and Support Services (DWSS), Nevada Job Connect, Head Start, Northern Nevada 
Immunization	Coalition	and	many	more.	
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	 	 	Founded	in	1997	by	Paula	Yakubik,	MassMedia	is	a	leading	advertising,	marketing,	communications	and	public	
relations	firm	specializing	in	health	care	marketing.	MassMedia	is	comprised	of	strategic	communications	
professionals who are passionate about health care and understand the many complex issues facing the Silver State 
Health Insurance Exchange.


   Through its health care division, the company provides a comprehensive range of marketing services including 
advertising, public relations, branding and identity, digital/social media and grass roots/community integration 
initiatives for companies spanning across the health care continuum including primary care providers, specialist, 
diagnostics services, non-profits, government entities, and insurance payers.


   MassMedia has successfully established and enhanced positive reputations for our clients on a local and regional 
level. We counsel clients on how to embrace new forms of media as well as how to overcome challenges to 
effectively deliver their messages to their audiences, stakeholders and community.


  We are Strategic Communicators


   Successful communication is about more than just getting the word out. It’s about taking the time to understand 
your needs, and delivering content that supports a strategy to help you achieve your goals. At MassMedia we do 
this every day for a wide range of clients, creating and unearthing opportunities through inspired creative thinking, 
thoughtful planning and good, old fashioned sweat equity.


   At MassMedia, we believe strategic planning, synergistic messaging and “out-of-the-box” thinking are key building 
blocks to successful campaigns. Our approach to developing marketing and communications campaigns is 
thorough and has proven to be extremely successful for many of our clients.


  We Partner with Our Clients


   At MassMedia, we pride ourselves on our working relationships with our clients. It’s these partnerships that allow 
us to dig deeper to find more innovative strategies and tactics. We begin every client relationship and branding 
effort with a clear understanding of what the client wants to achieve and what success looks like in their minds. 
We	take	time	to	get	to	know	our	clients	and	their	brands.	We	also	understand	that	in	large	organizations	there	are	
many decision makers whose input and approval is vital to success. We know how to build consensus and work 
with	various	stakeholders	to	ensure	everyone	is	on	the	same	page	to	effectively	move	forward.	Unlike	other	firms,	
MassMedia has the ability to respond quickly to our clients and meet short lead times.


   In fact, this is what most of our clients love about our agency. This flexibility allows us to meet the needs of a client 
as well as the campaign’s goals and objectives.


  We Have a Fully-Integrated Team


   Our diverse team is comprised of seasoned public relations professionals, media buyers, communications 
strategists, former news reporters, interactive experts, graphic designers and social media gurus. Our multifaceted 
team provides our clients with integrated solutions to meet their communications needs. Our knowledge, strategic 
insight and innovative spirit produce results driven strategies that build strong brand recognition. Our entire team 
is committed to and believes in delivering superior client service through every aspect of the communications 
process.	It’s	this	team	approach	that	allows	us	to	maximize	our	effectiveness	through	cross-pollination	between	our	
marketing, advertising, public relations and interactive platforms.


   Over the last 16 years, MassMedia has developed patient and consumer education and engagement campaigns for 
numerous health care companies and state agencies. Below is a list of the client’s we’ve had the opportunity to 
brand and work with over the last few years:   


	 	 	 •	 Nevada	Division	of	Insurance


	 	 	 •	 DWSS	Campaign	Logo	


	 	 	 •	 NN	Immunization	Logo	


	 	 	 •	 State	of	Nevada


	 	 	 •	 Health	Care	Partners	LLC	


	 	 	 •	 Humana	


	 	 	 •	 JSA	Health	Care


	 	 	 •	 Opportunity	at	Work	


	 	 	 •	 Head	Start	


•	 Nevada	Job	Connect


•	 Good	Night	Peds	


•	 ABQ	Health	Partners


•	 Desert	Radiology	


•	 Womens	Cancer	Center/Owareness	


•	 United	Blood	Services


•	 HCA	–	Sunrise	Hospitals	


•	 KE	Medical	Centers	


•	 Volunteers	in	Medicine
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	 	 	Year	after	year,	MassMedia	is	consistently	recognized	for	its	work	and	contributions	to	the	community	and	the	
industry. Most recently, MassMedia received honors from the Public Relations Society of America – Las Vegas 
Valley Chapter. In 2014, the agency was awarded Pinnacle Awards for Marketing Business-to-Business (Smart 
City Networks), Events and Observances (HealthCare Partners Nevada: Fun After 55 Concert with the Beach Boys), 
Reputation/Brand Management (Nevada Health CO-OP), Community Relations (HealthCare Partners Nevada: 
Grassroots	Senior	Outreach),	Nonprofit	Organizations	(Nevada	Health	CO-OP),	Creative	Tactics	(Smart	City	Networks,	
Prezi),	Internal/Intranet	Video	Programs	(Valley	Electric	Association:	“A	Cooperative	for	Nevada”).	MassMedia	earned	
PR	Agency	Elite	Awards	for	Advocacy	(Nevada	Partnership	for	Homeless	Youth:	Communications	Campaign)	and	
Crisis Management for its work in the health care industry. 


   In addition to overall branding, advertising and marketing, MassMedia has vast experience development and 
managing enrollment campaigns. In 2011 and 2012, the firm handled the HealthCare Partners Nevada marketing 
campaign for the Medicare Open Enrollment season. The firm launched the campaign into the community through 
various channels including paid advertising, social media, direct mail, public relations and grassroots initiatives. 
After	thoughtful	and	strategic	research	was	conducted,	MassMedia	strategized	and	launched	a	community	
grassroots team that sought to reach every appropriate senior In Clark and Nye counties that may need information 
on Medicare Open Enrollment. We segmented our target audiences into those targets we believed would be most 
likely to benefit from a Medicare Advantage plan.


   All of the outreach efforts were anchored with our digital and web strategy and was supplemented by our social 
media outreach efforts. We used direct mail to invite seniors to town hall-type events and collected information 
from those seniors who wanted more information and follow-up. Those efforts yielded the most successful open 
enrollment to date for both Healthcare Partners and Humana in the Southern Nevada market. More information about 
this campaign can be found in section 3.4.2.1 above.


  Robertson+Partners 
	 	 	Robertson+Partners	is	currently	ranked	in	size	as	the	fifth	largest	advertising	agency	in	the	State	of	Nevada	with	


gross	capitalized	billings	of	approximately	$17	million	and	over	20	employees.	Robertson+Partners	serves	markets	
locally and regionally across the nation. Our headquarters is located in Las Vegas, Nevada and we have satellite 
offices in Philadelphia, Pennsylvania and Chicago, Illinois. We serve clients in Las Vegas, Nevada, as well as outlying 
regions in Clark County. Our national presence is limited to a multi-regional footprint. 


   Robertson+Partners spends approximately $6.6 million per annum in local media, making us the second largest 
buyer of media in the Las Vegas DMA behind Station Casinos. Our bulk buying power on behalf of large clients such 
as McDonald’s, Summerlin, Ford and Clark County affords us the lowest media rates in the market. These are rates 
we can extend to our clients with much less spending power. No agency in Nevada can deliver a lower CPP than 
Robertson+Partners.


   Robertson+Partners has served a multitude of clients in the industries and sectors of quick serve restaurant, health 
care, financial services, telecommunications, gaming and hospitality, retail and on-line retail, entertainment, 
automotive, higher education, non-profit, government, and real estate. Our team is comprised of highly respected 
professionals with impressive backgrounds across various disciplines including but not limited to strategic 
planning, media, creative, production, digital, social media, public relations and account services. 


	 	 	Robertson+Partners	is	recognized	as	a	creative	leader	in	the	advertising	and	marketing	industry.	Our	creative	
product has been awarded at the highest levels locally, regionally and nationally. Not only that, but our work works. 
We have driven bottom line results for highly measurement driven, analytical Fortune 500 companies such as 
McDonald’s and Comcast. If you don’t move the needle with these clients, they move on to someone else. We are 
also	known	for	giving	back.	At	any	given	time,	up	to	15%	of	the	work	passing	through	our	office	is	pro	bono	work	
for	non-profit	organizations.	Robertson+Partners	is	also	a	recognized	and	awarded	leader	in	driving	marketing	
innovation through new technologies, mobile applications and social media platforms. Our comprehensive portfolio 
and case studies are available upon request and/or can be elaborated on in a live presentation.


  Brand Outlook
	 	 	BrandOutlook	is	a	privately-held	brand	strategy	and	market	research	firm	headquartered	in	Scottsdale,	Arizona.	


Founded in 2001, the company provides comprehensive brand strategy and market research services for clients at 
all points of a brand’s development process, using highly innovative and proven methodologies. 


   We do it by leveraging innovative market research tools, forward-thinking techniques, sophisticated strategic 
analysis, and decades of cumulative experience. BrandOutlook has vast experience in the health care, technology, 
education, consumer products, hospitality, entertainment and financial services sectors, among others.  
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   BrandOutlook has extensive experience in conducting both qualitative and quantitative research for some of the 
world’s	leading	brands.		Using	the	appropriate	approach	to	address	our	client’s	business	objective,	we	successfully	
deliver meaningful and actionable insights and recommendations.


  Quantitative	Research


	 	 	 •	 Online	Surveys


	 	 	 •	 Intercept/Tablet	Surveys


	 	 	 •	 Mobile	Surveys


	 	 	 •	 Phone	Surveys


	 	 	 •	 Online	Communities


  Qualitative	Research


	 	 	 •	 One-on-One	Interviews


	 	 	 •	 Focus	Groups


	 	 	 •	 Executive	Interviews


	 	 	 •	 Online


	 	 	 •	 Bulletin	Boards


	 	 	 •	 Focus	Groups


	 	 	 •	 Ethnography	


	 	 	 •	 Communities


	 	 	 •	 Web	conferencing	interviews


   The goal is to deepen your relationship with your customers, but the issues that need to be sorted out can be varied 
and complex. BrandOutlook has the expertise to cut through that complexity to define and clarify the business 
challenges that need to be examined, and craft a research project precisely designed to get those answers. 


  Market Research Expertise


	 	 	 •	 Products/Services	Evaluation


	 	 	 •	 New	Product	Development


	 	 	 •	 Brand	Positioning	Research


	 	 	 •	 Communications	Testing


	 	 	 •	 Concept/Product	Profile	Testing


	 	 	 •	 Message	Strategy	Evaluation


	 	 	 •	 Attitudes,	Awareness	&	Usage	Studies


	 	 	 •	 Emotional	Insight	Mining


	 	 	 •	 Market	Landscape	Assessment
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	 	 	 •	 Express	Scripts


	 	 	 •	 Amgen


	 	 	 •	 Novartis


	 	 	 •	 Otsuka


	 	 	 •	 Pfizer


	 	 	 •	 Bayer


	 	 	 •	 Regeneron


	 	 	 •	 Astellas


	 	 	 •	 GW	Pharmaceuticals


	 	 	 •	 Shire


	 	 	 •	 Sanofi	Aventis


	 	 	 •	 MedImmune


	 	 	 •	 Bristol-Myers	Squibb


	 	 	 •	 Theravance


	 	 	 •	 ImClone	Systems


	 	 	 •	 ConvaTec


	 	 	 •	 PruGen	Pharmaceuticals


•	 Ascent


•	 Nevada	Mining	Association


•	 Nevada	Health	Co-op


•	 Nevada	State	College


•	 MGM	Resorts	International


•	 GoDaddy.com


•	 6PM.COM


•	 Verifone


•	 Blue	Man	Group


•	 Cirque	du	Soleil


•	 Cold	Stone	Creamery


•	 Wyndham	Hotel	group


•	 Aramark


•	 McGraw	Hill


•	 Capital	One


•	 State	Farm


•	 Samsung


   The BrandOutlook Team that would be working on the Silver State Health Insurance Exchange initiative is comprised 
of seasoned market research professionals, with deep expertise in market research and innovative techniques 
designed to get at the desired insights.


  Current and past clients include:


  3.4.2.3  Proposing vendors must include a narrative that details vendor capabilities and experience 
in placing advertisements in paid media.  Proposing vendors must provide a strategic 
overview of previous work, present the creative execution, identify the type of media 
deployed, duration of the campaign, and campaign results. 


    See case studies in section 3.4.2.1


  3.4.2.4  Proposing vendors must include a detailed outline of the types of media the vendor 
intends to use.


    Please see PART I B – CONFIDENTIAL TECHNICAL PROPOSAL.


  3.4.2.5  Proposing vendors proposals must identify a staffing plan to reach the exchange’s 
objectives, identifying whether current staff will be utilized and/or if new staff will needed 
to handle the exchange’s account. 


     Please see Org Chart on the following page which details the staffing plan for the Exchange’s account. 
Robertson+Partners will hire an account executive for the Exchange’s account and current staff will be 
utilized	for	all	other	roles.
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Georgeann	Pizzi
Account Supervisor


Main Point of Contact
Dee Anna Paredes
Account Manager


Strategy
Paula	Yakubik


Strategist


Kassi	Belz
Strategist


Scott Roberston
Strategist


Jessica Tabares
Mutli-Cultural Strategist


Grassroots
Liam MacCaul


Grassroots Manager


Tyler Hanevold
Grassroots Specialist


Carmesha Thompson
Grassroots Specialist


Media Buying
Pam Payne


Media Buying Director


Media Relations
Scott	Kerbs


Media Relations Director


Amanda Arentsen
Media Relations Specialist


Alecia Warren
Media Relations Specialist


Research
Robert Danoff


Senior Consultant


Jason Pocock
Senior Consultant


Penny Pierce
Senior Research Consultant


Social Media
Sean Corbett


VP, Digital Strategy and Planning


Carl Sanders
Social Media Manager


Paul Delos Santos
Social Media Specialist


Creative
Chris Brown 


Creative Director


David T. Sullivan
Digital Services Director


Michael Dunn 
Art Director


 Eric Mullen 
Interactive Art Director


Michael	Fraizer
Production Artist


Org Chart


NEW HIRE
Account Manager
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  3.4.2.6  Proposing vendors must provide samples of creative work directly resulting from a 
previous project of this type.  Vendors may submit either hardcopy samples or examples 
of work on a cD.   either hardcopy samples or one (1) cD labeled “creative Work” should 
accompany each hardcopy proposal. 


    Samples of the creative work are included on the CD’s labeled “Creative Work”


  3.4.2.7 Proposing vendors must include a draft work plan.   


PHASE DURATION DELIVERABLES


PHASE 1 – Planning
27 Weeks  
(Starting April 1, 2015)


Project	Kick-Off	&	Immersion	Meeting
Target Market Validation and Analysis
Complete Analysis of Target Market Study and 
Enrollment Data
Comprehensive Plan
Develop	Framework,	Goals	&	Objectives	for	
Comprehensive Campaign; Identify Partnership 
Strategies (public, private, national, state, local); 
Marketing Outreach and Education Strategies for 
Payers, Navigators, Health Plans, Agents, Other 
Statewide Strategies; Outreach Strategies for All Target 
Audiences; Media Plan; Recommendations Report
Launch Statewide Social Media Campaign
Launch Statewide Public Relations Outreach Campaign 


PHASE 2 - Education 
Campaign


6 Weeks  
(Starting October 1, 2015)


Creative Campaign Development
Design	&	Development	of	Campaign	Materials	for	All	
Target Audiences: Collateral, TV, Radio, Digital, Print 
Creative Production
TV; Radio; Digital; Print; Printing of Collateral Materials
Launch Statewide Education Media Buy
Launch Statewide Education Grass Roots Campaign
Media Management 
Strategic Planning; Syndicated Research; Negotiations; 
Buying; Placing; Added Value; Trafficking; Proof of 
Performance; Post Buy Analysis
Statewide Social Media Outreach
Statewide Public Relations Outreach


PHASE 3 - Enrollment 
Campaign


19 Weeks  
(Starting November 15, 
2015)


Creative Campaign Development
Design	&	Development	of	Campaign	Materials	for	All	Target	
Audiences: Collateral, TV, Radio, Outdoor, Digital, Print 
Creative Production
TV; Radio; Outdoor; Digital; Print; Printing of Collateral 
Materials
Launch Statewide Enrollment Media Buy
Launch Statewide Enrollment Grass Roots Campaign
Media Management 
Strategic Planning; Syndicated Research; Negotiations; 
Buying; Placing; Added Value; Trafficking; Proof of 
Performance; Post Buy Analysis
Launch Re-enrollment Campaign
Direct	Mail	&	E-blast	Campaign	
Statewide Social Media Outreach
Statewide Public Relations Outreach
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  3.4.2.8  Proposing vendors 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 


 	 	 	 Understood.


 3.4.3  Proposing vendors must name a specific account supervisor who will oversee strategic 
execution and campaign management; and an account Manager who will provide day-to-day 
account management.


	 	 	 	 The	Account	Supervisor	who	will	work	on	the	Nevada	Health	Link	account	will	be	Georgeann	Pizzi.


    The Account Manager who will work on the Nevada Health Link account will be Dee Anna Paredes. 


    Please see staff resumes in Attachment G. 


 3.4.4  Proposing vendors must submit a cost proposal covering each of the three (3) 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).      


  Please see Attachment I, PART 2 – COST PROPOSAL


  3.4.4.1  the awarded vendor will be required to render a monthly invoice to the silver state health 
Insurance exchange.   


  a.  all work will be authorized under this contract through a Work order process. 


   1.  Before any billable activity begins, vendor will submit a detailed scope of Work (soW); the 
exchange will then assign the soW to a work order including the description of the work 
to be performed and an agreed-upon “not to exceed” cost. 


   2. Work order numbers must be included with each invoice for tracking purposes.


  B.   each monthly invoice will accurately reflect the work performed during the respective billing 
period, including an itemized accounting for costs of materials, labor, purchase of media time 
or space, and any other billable items that are subject to mark-up restrictions.   


  c.   Work performed during each billing period should reflect the initial timeline and general plan 
of the campaign unless there is a specific deviation that has been mutually agreed upon in 
writing in the form of a change order prior to that billing period. 


	 	 	 Understood.


 3.4.5  the selected vendor’s account Manager supervisor, the assigned account Manager, and a 
representative of any involved subcontractor will be expected to facilitate and attend bi-
monthly status meetings with the exchange.


   Understood.


  3.4.5.1  the selected vendor is expected to attend at least one (1) of the bi-monthly meetings 
onsite and may attend the other meeting via video conferencing (when subject matter is 
conducive to video conferencing). 


	 	 	 	 Understood.


  3.4.5.2  the selected vendor is expected to attend other meetings as requested by the exchange.


 	 	 	 Understood.
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  3.4.5.3  the selected vendor’s account Manager is also expected to attend the monthly exchange 
Board Meetings in person as requested.


 	 	 	 Understood.


  3.4.5.4  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.   


 	 	 	 Understood.


  3.4.5.5  any and all campaign elements developed including, but not limited to tag lines, bylines, 
conceptual and final creative elements, photography, illustrations, press materials, 
graphics, font color palettes, digital code and sites, passwords, logins, etc., prepared 
for the exchange will become the property of the state of nevada and will be provided to 
the exchange in whole or in part either immediately upon concept approval and/or upon 
completion of the project for future usage.


   	 Understood.


 3.4.6  If the selected vendor fails to meet agreed-upon due dates for deliverables, liquidated 
damages of $4,500 per day may be charged until the deadline is met.   additional specific 
liquidated damages for failure to perform may be determined during the contract negotiation 
process.


 	 	 Understood.


 3.4.7  In order to be considered, proposing vendors must provide a project schedule for each of the 
three (3) sections.  submitted proposals that do not address all three (3) phases of the project 
may be rejected.


   A detailed project timeline is on the following page.


  3.4.7.1 these schedules will be agreed upon by both the exchange and the vendor.   


 	 	 Understood.


  3.4.7.2  the exchange will make all approvals by the schedule dates so as not to delay the vendor.   


 	 	 Understood.


  3.4.7.3  the vendor must allow the exchange a minimum of five (5) working days to approve 
concepts and artwork.   


 	 	 Understood.


  3.4.7.4  Proposed schedules must be submitted within 15 days of the start date of each phase of 
the Marketing and outreach campaign. 


 	 	 Understood.


 3.4.8  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.  


 	 	 Understood.


 3.4.9  a set of performance goals and measures will be established with input from the exchange, 
Board of examiners, and selected vendor prior to each enrollment cycle.


 	 	 Understood.
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3 10 17 24 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 5 12 19 26 4 11 18 25 23
PHASE	  I	  -‐	  Market	  Validation	  and	  Analysis
Project	  Kick	  Off	  +	  Immersion	  Meeting X
Completion	  of	  Market	  Validation	  and	  Analysis X
Research Evaluation and Analysis X
Focus Groups, Telephone Interviews X
Branding	  +	  Design	  Recommendations X
Concepts X
Identity X
Tag Lines X
Qualitative Testing X
Comprehensive	  Plan X
Framework, goals & objectives X
Audiences, Analysis + Segmentation X
Brand Positioning X
Strategic Approach X
Messaging Architecture X
Creative X
Partnership strategies (public, private, national, state, local) X
Marketing outreach and education strategies for providers, navigators, health plans, agent, 
other statewide strategies X
Phase II Media Plan X
Phase III Media Plan X 	  
Information Materials X
Metrics for success X
Timeline X
Approved Budget X
PHASE	  II	  -‐	  Education	  Campaign
Production
TV X
Radio X
Print X
Online X
Outdoor X
Phase II Media Plan Launches X
Social Media/Public Relations Launches X
Design & printing of all collateral materials X
Launch Community Outreach X
PHASE	  III	  -‐	  Enrollment	  Campaign
Production
TV X
Radio X
Print X
Online X
Outdoor X
Phase III Media Plan Launches X
Launch Community Outreach X
Launch Partnership Outreach X
Management
Bi-Monthly Meeting X X X X X X X X X X X X X X X X X X X X X X X X
Reporting X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X
Maintain/Update Workplan X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X X


Dec-‐15 Feb-‐16 Mar-‐16Sep-‐15 Oct-‐15 Nov-‐15 Jan-‐16


Silver	  State	  Health	  Insurance	  Exchange	  Marketing	  &	  Outreach
-‐	  Project	  Schedule	  –


(schedule	  below	  reflects	  the	  week	  the	  deliverable	  is	  expected	  to	  be	  complete)


Apr-‐15 Jun-‐15May-‐15 Jul-‐15 Aug-‐15
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tab VII – sectIon 4 – company background and references


 4.1 VenDor InForMatIon


  4.1.1 Vendors must provide a company profile in the table format below.


Question response
company name: MassMedia LLC


ownership (sole proprietor, partnership, etc.): Limited Liability Co – “S” Corp


state of incorporation: Nevada


Date of incorporation: 6/16/2000


# of years in business: 18 years


list of top officers: Paula	Yakubik,	Kassi	Belz


location of company headquarters: 3333 E. Serene Ave., Suite 100 
Henderson, NV 89074


location(s) of the company offices: 3333 E. Serene Ave., Suite 100 
Henderson, NV 89074


location(s) of the office that will provide  
the services described in this rFP:


3333 E. Serene Ave., Suite 100 
Henderson, NV 89074


number of employees locally with the expertise to 
support the requirements identified in this rFP:


30


number of employees nationally with the expertise 
to support the requirements in this rFP:


30


location(s) from which employees will be assigned 
for this project:


3333 E. Serene Ave., Suite 100 
Henderson, NV 89074


Question response
company name: Merica,	Burch	&	Dickerson,	Inc.	 


DBA Robertson + Partners


ownership (sole proprietor, partnership, etc.): Corporation


state of incorporation: Nevada


Date of incorporation: January 19, 1977


# of years in business: 37


list of top officers: J. Scott Robertson, President


location of company headquarters: 6061 S. Fort Apache Road, Suite #100
Las Vegas, Nevada 89148


location(s) of the company offices: 6061 S. Fort Apache Road, Suite #100
Las Vegas, Nevada 89148


location(s) of the office that will provide  
the services described in this rFP:


6061 S. Fort Apache Road, Suite #100
Las Vegas, Nevada 89148


number of employees locally with the expertise to 
support the requirements identified in this rFP:


20


number of employees nationally with the expertise 
to support the requirements in this rFP:


22


location(s) from which employees will be assigned 
for this project:


6061 S. Fort Apache Road, Suite #100
Las Vegas, Nevada 89148
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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.


  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: NV20001059210


legal entity name: MassMedia, LLC


Question response
nevada Business license number: NV19771000382


legal entity name: Merica,	Burch	&	Dickerson,	Inc.	
DBA
Robertson + Partners


   Is “legal entity name” the same name as vendor is doing business as?


      If “no,” provide explanation.
      Recent agency rebrand to Robertson+Partners.


   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.


   4.1.5 has the vendor ever been engaged under contract by any state of nevada agency? 


    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.


Yes X (MassMedia) no


Yes X (MassMedia) no


Yes no X  (R+P)


Yes no X  (R+P)


Question response
name of state agency: Department	of	Welfare	&	Supportive	Services


Child Support Enforcement Program


state agency contact name: John Alexander, Program Specialist III


Dates when services were performed: April 2008-June 2009


type of duties performed: Public relations and design


total dollar value of the contract: $80,000.00
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Question response
name of state agency: Nevada State Contractors Board


state agency contact name: Margi Grein


Dates when services were performed: 2004 -2007; 2011-2014


type of duties performed: Advertising	–	TV	&	radio	ads


total dollar value of the contract: Various totaling $306,217.28


Question response
name of state agency: DHHS-HSC	&	ECS	Headstart


state agency contact name: Margot Chappel


Dates when services were performed: April 2011 through February 2012


type of duties performed: Design and Advertising


total dollar value of the contract: $82,148.14


Question response
name of state agency: Department of Employment Training and  


Rehabilitation – Rehabilitation Division


state agency contact name: Mark Bedrosian


Dates when services were performed: October 2012 through March 2013


type of duties performed: Public Relations, Advertising and Design


total dollar value of the contract: $290,000.00


Question response
name of state agency: Nevada Job Connect


state agency contact name:
Dates when services were performed: 2003 - 2004


type of duties performed: Public Relations and Advertising


total dollar value of the contract: $265,489


Question response
name of state agency: Healthinsight – State of Nevada – Diabetes  


Prevention and Control Program


state agency contact name: Daniel	E.	Memmott,	VP,	Finance	&	Administration


Dates when services were performed: March 2011 – July 2011


type of duties performed: Design	and	Project	Management	&	Collateral


total dollar value of the contract: $11,460


Question response
name of state agency: Division of Insurance


state agency contact name: Derick Dennis


Dates when services were performed: July 9, 2013 – June 30, 2015


type of duties performed: Creative development and production and  
media planning/buying


total dollar value of the contract: $766,000
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Question response
name of state agency: Division of Public and Behavioral Health


state agency contact name: Clayton Bussiere


Dates when services were performed: July 1, 2014 - June 30, 2018


type of duties performed: Marketing Services


total dollar value of the contract: $3,500,000


   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


Yes no X


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.


   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.


     Does any of the above apply to your company?


   4.1.8  Vendors must review the insurance requirements specified in attachment e, Insurance 
schedule for rFP 3147.  Does your organization currently have or will your organization be 
able to provide the insurance requirements as specified in attachment e.


    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 3147.
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   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.


		 	 	 	 	 	Founded	in	1997	by	Paula	Yakubik,	MassMedia	is	a	leading	advertising,	marketing	and	public	relations	firm	
based in Nevada. MassMedia is comprised of strategic communications professionals who are passionate 
about Nevada and understand the many complex issues our state faces. Our team has successfully 
established and enhanced positive reputations for our clients throughout Nevada on a local and regional 
level. We counsel clients on how to embrace new forms of media as well as how to overcome challenges to 
effectively deliver their messages to their audiences, stakeholders and community.


      We are Strategic Communicators
       Successful communication is about more than just getting the word out. It’s about taking the time to 


understand your needs, and delivering content that supports a strategy to help you achieve your goals. At 
MassMedia we do this every day for a wide range of clients, creating and unearthing opportunities through 
inspired creative thinking, thoughtful planning and good, old fashioned sweat equity.


      At MassMedia, we believe strategic planning, synergistic messaging and “out-of-the-box” thinking are 
key building blocks to successful campaigns. Our approach to developing marketing and communications 
campaigns is thorough and has proven to be extremely successful for many of our clients.


      We Partner with Our Clients


      At MassMedia, we pride ourselves on our working relationships with our clients. It’s these partnerships 
that allow us to dig deeper to find more innovative strategies and tactics. We begin every client relationship 
and branding effort with a clear understanding of what the client wants to achieve and what success looks 
like in their minds. We take time to get to know our clients and their brands. We also understand that in 
large	organizations	there	are	many	decision	makers	whose	input	and	approval	is	vital	to	success.	We	know	
how to build consensus and work with various stakeholders to ensure everyone is on the same page to 
effectively	move	forward.	Unlike	other	firms,	MassMedia	has	the	ability	to	respond	quickly	to	our	clients	
and meet short lead times. In fact, this is what most of our clients love about our agency. This flexibility 
allows us to meet the needs of a client as well as the campaign’s goals and objectives.


      We Have a Fully-Integrated Team


       Our diverse team is comprised of seasoned public relations professionals, media buyers, communication 
strategists, former news reporters, interactive experts, graphic designers and social media gurus. Our 
multifaceted team provides our clients with integrated solutions to meet their communication needs. Our 
knowledge, strategic insight and innovative spirit produce results-driven strategies that build strong brand 
recognition. Our entire team is committed to and believes in delivering superior client service through 
every	aspect	of	the	communications	process.	It’s	this	team	approach	that	allows	us	to	maximize	our	
effectiveness through cross-pollination between our marketing, advertising, public relations and interactive 
platforms.


  	 	 	 	MassMedia	has	worked	with	and	helped	build	many	recognizable	brands	and	organizations	throughout	
Nevada,	including	Southwest	Gas,	HealthCare	Partners	Nevada,	United	Blood	Services,	HealthSouth,	
McDonald	Carano	Wilson,	NAIOP,	Northern	Nevada	Immunization	Coalition	and	various	divisions	within	the	
State of Nevada. We bring brands to life with communications that articulate the brand’s key messages 
to consumers, partners, media and other key stakeholders. We believe that the best communications 
campaigns consist of individually brilliant components that come together to be greater than the sum of 
their parts. Our campaigns call people to action and drive real and measurable results for our clients.  
Robertson	+	Partners	is	currently	ranked	in	size	as	the	fifth	largest	advertising	agency	in	the	State	of	
Nevada	with	gross	capitalized	billings	of	approximately	$17	million	and	over	20	employees.	Robertson	+	
Partners serves markets locally and regionally across the nation. Our headquarters is located in Las Vegas, 
Nevada and we have satellite offices in Philadelphia, Pennsylvania and Chicago, Illinois. We serve clients in 
Las Vegas, Nevada, as well as outlying regions in Clark County. Our national presence is limited to a multi-
regional footprint. 
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      Robertson + Partners spends approximately $6.6 million per annum in local media, making us the second 
largest buyer of media in the Las Vegas DMA behind Station Casinos. Our bulk buying power on behalf of 
large clients such as McDonald’s, Summerlin, Ford and Clark County affords us the lowest media rates in 
the market. These are rates we can extend to our clients with much less spending power. No agency in 
Nevada can deliver a lower CPP than Robertson + Partners.


      Robertson + Partners has served a multitude of clients in the industries and sectors of quick serve 
restaurant, healthcare, financial services, telecommunications, gaming and hospitality, retail and on-line 
retail, entertainment, automotive, higher education, non-profit, government, and real estate. Our team 
is comprised of highly respected professionals with impressive backgrounds across various disciplines 
including but not limited to strategic planning, media, creative, production, digital, social media, public 
relations and account services. 


	 	 	 	 	 	Robertson	+	Partners	is	recognized	as	a	creative	leader	in	the	advertising	and	marketing	industry.	Our	
creative product has been awarded at the highest levels locally, regionally and nationally. Not only that, but 
our work works. We have driven bottom line results for highly measurement driven, analytical Fortune 500 
companies such as McDonald’s and Comcast. If you don’t move the needle with these clients, they move 
on	to	someone	else.	We	are	also	known	for	giving	back.	At	any	given	time,	up	to	15%	of	the	work	passing	
through	our	office	is	pro	bono	work	for	non-profit	organizations.	Robertson	+	Partners	is	also	a	recognized	
and awarded leader in driving marketing innovation through new technologies, mobile applications and 
social media platforms. Our comprehensive portfolio and case studies are available upon request and/or 
can be elaborated on in a live presentation.


   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.


      MassMedia Corporate Communications has been providing services described in this RFP for 16 years. 
MassMedia	was	established	in	1997	by	Paula	Yakubik.		


      Since its beginning, MassMedia has been well respected as a leading PR and advertising firm in Nevada. 
Over the last 16 years, the agency has assisted a variety of clients to determine their marketing goals, 
provided strategic counsel on planning and implementation of programs, executed and staffed tactical 
initiatives and evaluated the successfulness of the programs. 


      In addition to its private corporate clients, the agency has serviced several municipal agencies/departments 
including: the State of Nevada Division of Welfare and Supportive Services, Nevada Job Connect, the City of 
Henderson	-	Department	of	Utility	Services,	the	City	of	Henderson	Department	of	Parks	and	Recreation	and	
the City of Henderson Department of Community Development, Nevada Department of Insurance, Nevada 
State Contractors Board and Nevada Health Co-Op. 


      Originally founded in 1977, Robertson + Partners is a full-service advertising, marketing, interactive, public 
relations, media and government affairs agency that has been in business for over 35 years and is one of 
the longest standing, most successful and awarded agencies in the State of Nevada.


   4.1.11  Financial information and documentation to be included in Part III, confidential Financial 
Information of vendor’s response in accordance with section 9.5, Part III – confidential 
Financial Information. 


    4.1.11.1 Dun and Bradstreet number  
    Please see PART III – CONFIDENTIAL FINANCIAL


    4.1.11.2 Federal tax Identification number 
    Please see PART III – CONFIDENTIAL FINANCIAL


    the last two (2) years and current year interim:


     4.1.11.2.1 Profit and loss statement


     4.1.11.2.2 Balance sheet  
     Please see PART III – CONFIDENTIAL FINANCIAL







109


 4.2 sUBcontractor InForMatIon


  4.2.1 Does this proposal include the use of subcontractors?


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.


      BrandOutlook is a privately-held brand strategy and market research firm headquartered in Scottsdale, 
Arizona.	Founded	in	2001,	the	company	provides	comprehensive	brand	strategy	and	market	research	
services for clients at all points of a brand’s development process, using highly innovative and proven 
methodologies. 


      They do it by leveraging innovative market research tools, forward-thinking techniques, sophisticated 
strategic analysis, and decades of cumulative experience. BrandOutlook has vast experience in the 
healthcare, technology, education, consumer products, hospitality, entertainment and financial services 
sectors, among others.  


      The goal is to deepen your relationship with your customers, but the issues that need to be sorted out can 
be varied and complex. BrandOutlook has the expertise to cut through that complexity to define and clarify 
the business challenges that need to be examined, and craft a research project precisely designed to get 
those answers.


      Research expertise include:


	 	 	 	 	 	 •	 Products/Services	Evaluation


	 	 	 	 	 	 •	 New	Product	Development


	 	 	 	 	 	 •	 Brand	Positioning	Research


	 	 	 	 	 	 •	 Communications	Testing


	 	 	 	 	 	 •	 Concept/Product	Profile	Testing


	 	 	 	 	 	 •	 Message	Strategy	Evaluation


	 	 	 	 	 	 •	 Attitudes,	Awareness	&	Usage	Studies


	 	 	 	 	 	 •	 Emotional	Insight	Mining


	 	 	 	 	 	 •	 Market	Landscape	Assessment


	 	 	 	 	 	 •	 Communities


   4.2.1.2 If any tasks are to be completed by subcontractor(s), vendors must:


    a.  Describe the relevant contractual arrangements;


     We will establish and oversee legal contracts with subcontractors outlined on a per project basis and assume 
responsibility for all work completed by our subcontractors. We will ensure that all contracts apply with state 
law and that all subcontractors have the appropriate licensing and insurance required to conduct business in 
the state of Nevada. We will include contract provisions and language that detail elements of all work.


    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


     We are uniquely qualified to manage the Exchange’s program and the use of subcontractors. We have an 
impressive history of managing comprehensive communications programs for numerous state agencies. With 
all of our clients, particularly with government agencies, we understand the importance of a flexible and highly 
responsive contractor relationship. We seek to provide day-to-day support to move programs and projects 
forward, as well as provide big picture strategic thinking. We will apply our sound management principles each 
and every day, ensuring open and on-going communication, solid and realistic budgeting and regular reporting. 
Our financial and time management systems deliver accurate and timely reports, invoicing and record keeping. 
We will closely monitor and supervise the account to ensure timelines, budgets and deliverables are met.
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    c.  Describe your previous experience with subcontractor(s).


     Most recently, Robertson+Partners, along with Brand Outlook, collectively worked together to gain a greater 
understanding around Nevada Health CO-OP’s key constituents’ awareness, perceptions, and attitudes about 
the insurance company’s brand and its recent marketing communications.  In addition, the team developed 
knowledge regarding individuals’ health insurance decision-making processes, namely what has driven key 
constituents to select Nevada Health CO-OP, to choose a competitive offering or to elect not to currently enroll 
with any provider.  This comprehensive project that was conducted by both parties ended up providing valuable 
insights in both informing and shaping the team’s future marketing and branding efforts.  Brand Outlook 
provided professional and top-notch services towards strategically capturing market research data for Nevada 
Health CO-OP that was invaluable.  The partnership served its purpose by ensuring that the client and agency 
had tangible data to make informed marketing recommendations and decisions.


   4.2.1.3 Vendors must describe the methodology, processes and tools utilized for:


    a.  selecting and qualifying appropriate subcontractors for the project/contract;
     We have selected a subcontractor who has proven ability and experience to deliver project scopes. We have 


worked with them on numerous projects and they have proven to be strategic partners that deliver services on 
time and on budget.


    B.   ensuring subcontractor compliance with the overall performance objectives for the 
project; 


     We will ensure subcontractor compliance through contractual language as well as vigorous oversight and 
project management tools.


    c.   ensuring that subcontractor deliverables meet the quality objectives of the project/
contract; and


     Our experience with Brand Outlook ensures us that their deliverables will meet the quality objectives of this 
contract.


    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.


     We will invoice the state for all work performed by the subcontractors. If requested, the agency will provide the 
state with invoicing from the subcontractor and a copy of the check used to settle the invoice.


   4.2.1.4  Provide the same information for any proposed subcontractors as requested in section 
4.1, Vendor Information.


    Please see Tab IX – Other Information Material


   4.2.1.5  Business references as specified in section 4.3, Business references must be provided for 
any proposed subcontractors.


   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.


   Understood.


   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.


   Understood.


 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.
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  4.3.2  Vendors must provide the following information for every business reference provided by the 
vendor and/or subcontractor:


reference #: 1


company name: MassMedia


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: ABQ	Health	Partners	Open	Enrollment	2014


Primary contact Information
name: Carly Newlands


street address: 5400 Gibson Blvd, SE


city, state, Zip Albuquerque, NM 87108


Phone, including area code: (505) 262-7936


Facsimile, including area code: (505) 232-1326


email address: Carly.newlands@abqhp.com


alternate contact Information
name: Jill	Klar


street address: 5400 Gibson Blvd SE


city, state, Zip Albuquerque, NM 87108


Phone, including area code: (505) 262-7562


Facsimile, including area code: (505) 232-1340


email address: Jill.klar@abqhp.com


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


MassMedia	was	retained	by	ABQ	Health	Partners	
to develop a complete marketing strategy and 
brand campaign to help communicate the benefits 
of	choosing	an	ABQ	HP	doctor	to	a	very	diverse	
audience in Albuquerque, N.M. during the 2014-
2015 Open Enrollment period. The strategy included 
public relations, social media, branding, grassroots, 
media buying and website development. The 
contract also included the production of a highly 
targeted advertising campaigns directed to 
seniors, which included print ads, radio spots and 
broadcast commercials. 


original Project/contract start Date: September 1, 2014 (estimated)


original Project/contract end Date: December 7, 2014


original Project/contract Value: $656,000


Final Project/contract Date: Dec 31, 2014 (Please note we are under an ongoing 
contract	with	ABQ	HP	in	addition	to	previous	work.)


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 #: 2


company name: MassMedia


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: Southwest Gas Safety Media Plan: 2014


Primary contact Information
name: Yvonne	Low


street address: 5241 Spring Mountain Road


city, state, Zip Las Vegas, NV 89150


Phone, including area code: (702) 540-0516


Facsimile, including area code: (702) 364-3045


email address: yvonne.low@swgas.com 


alternate contact Information
name: Angela Chan


street address: 5241 Spring Mountain Road


city, state, Zip Las Vegas, NV 89150


Phone, including area code: (702) 364-3324


Facsimile, including area code: (702) 364-3045


email address: angela.chan@swgas.com


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


MassMedia was selected as the advertising agency 
of record for Southwest Gas. The contract includes 
media buying services for the utility’s rebate 
programs	in	Nevada,	California	and	Arizona.


original Project/contract start Date: 2/15/2014


original Project/contract end Date: 2/28/2015


original Project/contract Value: $300,000


Final Project/contract Date: 2/28/2015 (please note we are under an ongoing 
contract with Southwest Gas in addition to previous 
work)


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 #: 3


company name: MassMedia


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: HealthCare Partners Nevada: Open Enrollment 2014


Primary contact Information
name: Hartley White


street address: 770 W. Warm Springs Road, Suite 240


city, state, Zip Las Vegas, NV 89119


Phone, including area code: 702-932-8505


Facsimile, including area code: 702-932-8558


email address: hwhite@hcpnv.com


alternate contact Information
name: Dr. Sherif Abdou


street address: 770 W. Warm Springs Road, Suite 240


city, state, Zip Las Vegas, NV 89119


Phone, including area code: 702-932-8530


Facsimile, including area code: 702-932-8558


email address: sabdou@hcpnv.com


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Each year, HCPNV has a small window to attract 
new patients to its practice. This takes place during 
Medicare Open Enrollment. In 2014, this seven 
week window occurred between Oct. 15 and Dec. 
7. During this time seniors can change their health 
insurance plans and select a doctor covered under 
their	specific	plan.	HCPNV	utilized	the	services	of	
MassMedia Healthcare Marketing to differentiate 
the company from its direct competitor, Southwest 
Medical Associates and secure new Medicare 
patients. Given the short timeframe for seniors 
to select HCPNV, MassMedia knew it would have 
to move quickly and have a strong message that 
moved people to action.


original Project/contract start Date: March, 2014


original Project/contract end Date: December, 2014


original Project/contract Value: $500,000


Final Project/contract Date: December, 2014 (Please note we are under an 
ongoing contract with HCPNV in addition to 
previous work.)


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: Robertson+Partners


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: Clark County Regional Flood Control District Marketing Campaign


Primary contact Information
name: Gale Fraser


street address: 600 S. Grand Central Pkwy, Suite 300


city, state, Zip Las Vegas, NV 89106-4511


Phone, including area code: (702) 685-0000


Facsimile, including area code: (702) 685-0001


email address: Gfraser@regionalflood.org


alternate contact Information
name:
street address:
city, state, Zip
Phone, including area code:
Facsimile, including area code:
email address:


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Produce public outreach and education advertising 
campaign to protect life and property in Southern 
Nevada by raising awareness of flash flooding.  The 
integrated campaigns include print, television, 
radio, and outdoor strategic media placements as 
well as website and mobile APP development.


original Project/contract start Date: January 1992


original Project/contract end Date: Current


original Project/contract Value: $915,000


Final Project/contract Date: In-progress


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 #: 5


company name: Robertson+Partners


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: McDonald’s Greater Las Vegas Owner Operator’s Association Marketing Campaign


Primary contact Information
name: James Vance


street address: 2217 N. Green Valley Pkwy


city, state, Zip Henderson, NV 89014


Phone, including area code: (702) 303-7000


Facsimile, including area code: (702) 454-4332


email address: jamesv.mail@gmail.com


alternate contact Information
name:
street address:
city, state, Zip
Phone, including area code:
Facsimile, including area code:
email address:


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Comprehensive management of 112 store Co-op 
including marketing, advertising, media, multi-
cultural programs and analytics. 


original Project/contract start Date: August 1, 2008 


original Project/contract end Date: Current


original Project/contract Value: $4,660,649


Final Project/contract Date: In-progress


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 #: 6


company name: Robertson+Partners


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: Nevada Health Co-Op Marketing Campaign


Primary contact Information
name: Pam Egan


street address: 3900 Meadows Lane, Suite 214


city, state, Zip Las Vegas, NV 89107


Phone, including area code: (702) 904-3030


Facsimile, including area code: (702) 802-4601


email address: pegan@nevadahealthcoop.org


alternate contact Information
name:
street address:
city, state, Zip
Phone, including area code:
Facsimile, including area code:
email address:


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Create multi-faceted, targeted media campaigns 
that include: consumer and trade media planning/
buying (print, television, radio, outdoor, digital/
display, direct mail, etc), website development/
maintenance, Public Relations/Social Media 
services, etc.  Nevada Health CO-OP is the NV 
state health insurance provider created under the 
Affordable Care Act.


original Project/contract start Date: 2012


original Project/contract end Date: Current


original Project/contract Value: $1.5 Million


Final Project/contract Date: In-progress


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 #: 7


company name: BrandOutlook


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: DVK	Brand	Analysis	and	Strategy


Primary contact Information
name: David	Van	Kalsbeek	(DVK	Advisors	LLC)


street address: 900 Rancho Lane


city, state, Zip Las Vegas, NV 89106


Phone, including area code: (702) 604-6920


Facsimile, including area code:
email address: david@dvkenterprises.com


alternate contact Information
name:
street address:
city, state, Zip
Phone, including area code:
Facsimile, including area code:
email address:


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Brand Strategy, Focus Groups, Online Surveys 


original Project/contract start Date: June 1996


original Project/contract end Date: September 2013


original Project/contract Value: $150,000


Final Project/contract Date: Continue to do work for MGM Resorts Intl and MGM 
Grand


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 #: 8


company name: BrandOutlook


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: GoDaddy	Quarterly	Brand	Measurement	Survey


Primary contact Information
name: Scott Daggert (Go Daddy)


street address: 14455 North Hayden Road


city, state, Zip Scottsdale, AZ 85260


Phone, including area code: (480) 861-8329


Facsimile, including area code:
email address: david@dvkenterprises.com


alternate contact Information
name:
street address:
city, state, Zip
Phone, including area code:
Facsimile, including area code:
email address:


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Quarterly	Brand	Measurement	Survey	in	the	US,	
Canada,	India,	Australia,	UK,	Mexico,	Brazil,	China	
and Turkey


original Project/contract start Date: September 2009


original Project/contract end Date: Project is ongoing


original Project/contract Value: $200,000


Final Project/contract Date: Ongoing 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
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reference #: 9


company name: BrandOutlook


Identify role company will have for this rFP project
(check appropriate role below):


X VenDor sUBcontractor
Project name: Nevada Health Co-op Post-Analysis


Primary contact Information
name: Scott Robertson (Robertson and Partners)


street address: 6061 South Fort Apache Road, Suite 100


city, state, Zip Las Vegas, NV 89148


Phone, including area code: (702) 947-7777


Facsimile, including area code:
email address: scott@robertson.partners


alternate contact Information
name:
street address:
city, state, Zip
Phone, including area code:
Facsimile, including area code:
email address:


Project Information
Brief description of the project/contract 
and description of services performed, 
including technical environment 
(i.e., software applications, data 
communications, etc.) if applicable:


Focus Groups, Telephone Interviews and an online 
survey for a health co-op located in Nevada


original Project/contract start Date: July 2014


original Project/contract end Date: September 2014


original Project/contract Value: $41,150


Final Project/contract Date: July 2014


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







120


   the “company name” must be the name of the proposing vendor or the vendor’s proposed 
subcontractor.  


  4.3.3 | Vendors must also submit attachment F, reference Questionnaire to the business references 
that are identified in section 4.3.2.  


 	 	 Understood.


  4.3.4  the company identified as the business references must submit the reference Questionnaire 
directly to the Purchasing Division. 


 	 	 Understood.


  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.  


 	 	 Understood.


  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.


 	 	 Understood.
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tab VIII – attachment G – Proposed staff resume(s)


 4.4 VenDor staFF resUMes 
   a resume must be completed for each proposed key personnel responsible for performance under 


any contract resulting from this rFP per attachment G, Proposed staff resume


PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Paula	Yakubik Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: CEO/Managing Partner


#	of	Years	in	Classification: 18 #	of	Years	with	Firm: 18


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Paula’s drive and determination turned her start-up business into a multi-million dollar corporation that has continued to grow despite 
economic downturns. She applies the same work ethic that launched MassMedia Corporate Communications into one of the top 
communications firms in the southwest to help MassMedia’s clients prosper in an ever-changing media world.


Paula’s clients describe her as an exceptional professional with high standards for quality, accuracy and ethics in business. She is also well 
known as a hard-working agency owner who has the ability to connect with high level executives and find solutions to their business needs. 
Her expertise is in brand strategy and development; advertising; public relations, media relations and crisis media relations; social marketing; 
health care positioning and marketing; and program planning and management.


Paula has 17 years of health care and direct business-to-business marketing experience. She is MassMedia’s lead marketing strategist, 
specializing	in	large	medical	group	marketing	and	provider-patient	communications.	The	award-winning	agency	she	founded	is	now	a	full-
service advertising and public relations firm, employing 35 people and handling a diversified client base that spans across the nation.


Paula also serves as a strategic advisor to a number of statewide and national clients, including HealthCare Partners Nevada, HealthSouth, 
Nevada Job Connect, Nevada State Contractor’s Board and Head Start. She successfully guided HealthCare Partners through a high-stakes 
de-selection crisis and currently oversees the company’s Medicare marketing and open enrollment initiatives.


She has a rich history in the areas of physician marketing and marketing to segmented audiences. As a respected strategic development 
expert, Paula guides MassMedia’s team of seasoned professionals in the creation of expertly crafted marketing, advertising and public 
relations campaigns.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


December 1997 – present
MassMedia
Henderson, NV
CEO/Managing Partner


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Chapman	University
Orange, CA
Bachelor of Arts, Political Science, English, Journalism
1994


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A
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REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Sherif Abdou
President of Desert Region
HealthCare Partners Nevada
Phone: (702) 932-8552
sabdou@hcpnv.com


Jason	Kuckler
Development Manager
Panattoni Development
Phone: (702) 400-6564
jkuckler@panattoni.com


Pat Lundvall
Partner
McDonald Carano Wilson
Phone: (702) 873-4100
plundvall@mcdonaldcarano.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Kassi	Belz,	APR Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: President


#	of	Years	in	Classification: 6 #	of	Years	with	Firm: 8


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Kassi	has	spent	her	career	positioning	and	building	brands,	providing	strategic	vision,	and	managing	campaigns	that	garner	compelling	
business	results.	As	president	of	MassMedia,	Kassi	brings	more	than	12	years	of	experience	leading	diverse	teams	in	the	development	and	
implementation of award winning communication and marketing campaigns for clients in the health care, corporate, utilities, government, 
and food service industries.


Kassi	provides	strategic	counsel	to	clients	and	offers	a	deep	understanding	of	the	return	on	investment	businesses	should	expect	from	their	
marketing	and	communication	initiatives.	Goal-oriented	and	business-minded,	Kassi	leads	her	team	in	the	development	of	messaging	and	
outreach efforts that have an impact on her client’s bottom line.  


Her communications career includes many years of experience managing audience research and developing and implementing integrated 
communications solutions that reach targets, change perceptions, inspire behaviors and, most importantly, achieve client’s goals. 
Throughout	her	career,	Kassi	has	developed	and	implemented	campaign	strategies	for	the	City	of	Henderson,	Mesquite	Resort	Association,	
Visit Jacksonville, Museum of Contemporary Art Jacksonville and the State of Nevada. 


As	one	of	the	leading	communications	strategists	in	Nevada,	Kassi	was	recently	recognized	as	the	Public	Relations	Professional	of	the	Year	
by	the	local	chapter	of	the	Public	Relations	Society	of	America.	She	is	a	frequent	guest	speaker	for	organizations	such	as	the	Medical	Group	
Management Association, the Public Relations Society of America, the Healthcare Strategies Institute and the International Association of 
Business	Communicators.	In	addition,	she	serves	as	a	guest	writer	and	source	for	many	magazines	and	newspapers	throughout	the	region.		


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2006 – present 
MassMedia
Henderson, NV
President 


January 2004 – December 2005
Dalton Agency
Jacksonville, FL
Account Executive


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Florida
Bachelor of Science in Public Relations, Minor is Sociology
Gainsville, FL
2002


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Yvonne	Low
Manager/Strategic Outreach
Southwest Gas Corporation
Phone: (702) 876-7212
Yvonne.Low@swgas.com


Jason	Kuckler
Area Manager
Panattoni Development Company 
Phone: (702) 400-6564
jkuckler@panattoni.com 


Sherri Allen
Chief Operating Officer
HealthCare Partners Nevada 
Phone: (702) 932-8539
Fax: (702) 932-8558
sallen@hcpnv.com 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Georgeann	Pizzi Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Vice President


#	of	Years	in	Classification: 1.5 #	of	Years	with	Firm: 5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Georgeann	specializes	in	strategic	marketing	and	advertising	to	ensure	MassMedia’s	unique	client	messages	reach	and	resonate	with	their	
target audiences and drive them to action. Her expertise in integrated marketing solutions has helped clients influence their target audience 
through effective advertising buys, public relations strategies and marketing plans. Her ability to unify advertising, public relations and 
marketing efforts helps clients meet and exceed their goals.


Georgeann has a wealth of experience in branding, advertising, community outreach, media relations, and event planning and management. 
She has developed and implemented a number of innovative statewide campaigns for a variety of high-profile clients in the health care, 
corporate and consumer sectors. 


Georgeann’s experience ranges from planning and executing targeted marketing and advertising campaigns for clients such as Healthcare 
Corporation	of	America,	McDonald’s	and	Southwest	Gas	Corporation	to	conducting	public	outreach	for	nonprofit	organizations	such	as	United	
Blood Services. 


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


October 2009 – present
MassMedia
Henderson, NV
Vice President


October 2008 – October 2009
M Resort
Henderson, NV
Advertising and Public Relations Coordinator


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Reno
Reno, Nevada
Bachelor of Science in Business Marketing
2005


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Low,	Yvonne	
Manager/Strategic Outreach
Southwest Gas Corporation
Phone: (702) 876-7212
Yvonne.Low@swgas.com


Kuckler,	Jason	 	
Area Manager
Panattoni Development Company 
Phone: (702) 400-6564
jkuckler@panattoni.com 


James Vance 
Co-op President
Greater Las Vegas Operator’s 
Association
Phone: (702) 454-1956
Jamesv.mail@gmail.com 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Sean Corbett Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Vice President of Digital Services


#	of	Years	in	Classification: 11 #	of	Years	with	Firm: <1


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As vice president of digital strategy and planning, Sean puts his 20 years of experience to work for MassMedia’s clients by telling brand 
stories, engaging audiences and developing brand advocates via established and emerging digital channels. Sean has delivered thought-
provoking digital strategies for global, national, regional and local clients in the tourism, hospitality, health care, special events, aviation, 
technology, financial, government, public advocacy and nonprofit sectors. 


Sean has a passion for understanding audiences and delivering online user experiences that engage, strike an emotional chord and motivate 
action. An avid learner with an analytical mind, Sean turns piles of data into actionable insights for MassMedia’s clients. Sean has experience 
building	large-scale	online	communities,	reaching	millions	of	potential	brand	advocates.	His	work	has	been	recognized	by	the	Madison	
Avenue	Advertising	Walk	of	Fame,	Brandweek,	Effie	Awards,	American	Advertising	Federation	ADDY	Awards,	Internet	Marketing	Association	
and American Association of Political Consultants Pollie Awards.


At MassMedia, Sean leads an experienced team of marketing professionals to provide a full suite of cutting-edge digital services, including 
website strategy and development, social media strategy, content strategy, video production, digital media buying, online brand management 
and more.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2015 – present
MassMedia
Henderson, NV
Vice President of Digital Services


January 2013 – January 2015
IGT
Las Vegas, NV
Manager,	Global	Brand	&	Digital	
Strategy


January 2010 – January 2013
R&R	Partners
Las Vegas, NV
Corporate Director of Digital 
Strategy	&	Planning


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada-Reno
Reno, NV
Bachelor of Arts, Journalism with emphasis in Public Relations
1994


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Kevin	Bagger 
Senior Director of Strategic 
Research and Analytics 
Las Vegas Convention and 
Visitors Authority 
Phone: (702) 892-0711


Dale Erquiaga
Superintendent of Public 
Instruction at The State of Nevada
Phone: (775) 486-6458


Amber Martin-Jahn
Executive Director at Nevada 
Volunteers
Phone: (775) 825-1900
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Dee Anna Paredes Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Account Supervisor


#	of	Years	in	Classification: 13 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Dee Anna’s experience in marketing, branding and event production ensures the messages of MassMedia’s clients reach their intended 
audiences, which drives customers to the clients and increases their revenues.


Dee Anna has more than a decade of experience in brand development and marketing. Her capabilities range from planning and executing 
marketing campaigns to new product launches and acquisitions. Dee Anna’s responsibilities also include planning and executing strategic 
marketing campaigns and coordinating media outreach for clients. 


Dee	Anna	is	also	a	professional	writer	and	editor	whose	work	has	appeared	in	print	and	online	for	a	variety	of	publishers	including	USA	
Today, Latina, SF Gate and AZ Central. In addition, she currently serves on the board of directors for Hopelink of Southern Nevada .


Prior to joining MassMedia, Dee Anna served as a lead marketing and operations strategist for several notable companies. She was tapped 
to	lead	the	strategy	for	the	launch	of	Eleven	Eleven	Co.,	the	New	York	City-based	parent	company	of	Surface	Magazine,	which	was	named	an	
Inc. 500 Top 10 Media Company in 2013. Prior to that, she served as vice president, Market Operations for 944 Media, a national multimedia 
lifestyle company based in Los Angeles, which was named Inc.’s No. 2 Fastest Growing Media Company in 2009.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2013 – present
MassMedia
Henderson, NV
Account Supervisor


July 2011 – January 2013
Freelance Marketing 
Las Vegas, NV
Consultant


January 2003 – July 2011
944 Media, LLC
Los Angeles, CA
VP, Market Operations


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Arizona	State	University
Tempe,	Arizona
Bachelor	of	Interdisciplinary	Studies,	Communication	&	Political	Science
2003


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Marc Lotenberg
CEO
Surface	Magazine
Phone: (323) 684-6944
M@Lab11.co 


Carly Newlands 
Marketing Manager
ABQ	Health	Partners
Phone: (505) 274-1691
Carly.Newlands@ABQHP.com


Michael Skenandore
President
Wendoh Media
Phone: (702) 798-7000
Sken@WendohMedia.com 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Scott	Kerbs Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Media Relations Director


#	of	Years	in	Classification: 2 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Drawing	upon	years	of	experience	as	a	professional	journalist,	Scott	Kerbs	serves	as	the	media	relations	director	for	MassMedia.	He	is	tasked	
with	developing	and	implementing	carefully	crafted	communications	strategies	for	a	wide	variety	of	companies	and	organizations.	He	works	
closely alongside reporters and editors across the nation to secure positive media coverage for MassMedia’s clients. His work has been 
recognized	with	multiple	awards	from	the	Public	Relations	Society	of	America	–	Las	Vegas	Valley	Chapter.


Prior	to	joining	MassMedia,	Scott	served	as	a	business	and	health	reporter	for	The	Spectrum,	a	daily	newspaper	in	St.	George,	Utah.	After	
gaining valuable experience as a reporter and winning a number of awards for his business reporting, he received a promotion and served as 
the The Spectrum’s assistant local news editor.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


July 2012 – present
MassMedia
Henderson, NV
Media Relations Director/Account 
Executive


June 2008 – July 2012
The Spectrum
St.	George,	UT
Assistant Local News Editor/
Business and Health Reporter


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Las	Vegas
Las Vegas, NV
Bachelor of Arts in Journalism and Media Studies
2008


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Jason	Kuckler
Area Manager
Panattoni Development Company 
Phone: (702) 400-6564
jkuckler@panattoni.com 


Carrie Waite
Marketing Programs Associate
Pets Best Insurance Services, LLC 
Phone: (208) 947-3896 (ext. 254)
cwaite@petsbest.com 


Paul Milakeve
Donor Recruitment Manager
United	Blood	Services	Las	Vegas
Phone: (702) 612-8557
pmilakeve@bloodsystems.org
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Amanda Arentsen Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Account Executive


#	of	Years	in	Classification: 1.5 #	of	Years	with	Firm: 2.5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As a former television news producer, Amanda fully understands the importance of making a lasting impression on target audiences. She 
now uses her vast understanding of the media world in her role as account executive at MassMedia.


Prior to MassMedia, Amanda’s career encompassed live coverage of major news stories including the sentencing of Dr. Conrad Murray and 
the final mission of the Space Shuttle Endeavor. Through these experiences and more, she honed her unique ability to deliver emotional and 
relevant news content to a mass audience. 


Since joining MassMedia, Amanda has led the media relations department and has served as a lead strategist on media outreach efforts 
for all of the agency’s public relations accounts. Her personal understanding of the newsroom structure gives her a unique advantage for 
successfully pitching story ideas and achieving clients’ goals. 


In	2013,	Amanda	was	named	PR	Newcomer	of	the	Year	by	the	PRSA	Las	Vegas	Chapter.	Since	then,	Amanda	has	developed	numerous	award-
winning PR campaigns and strategies for clients including McDonald’s, Nevada Health CO-OP, Volunteers in Medicine of Southern Nevada and 
Nevada	Partnership	for	Homeless	Youth.	


Amanda	earned	a	Broadcast	Journalism	degree	from	the	Walter	Cronkite	School	of	Journalism	and	Mass	Communication	at	Arizona	State	
University.	Outside	of	her	professional	activities,	she	is	involved	with	Best	Buddies	Nevada,	an	organization	that	creates	opportunities	and	
one-on-one friendships for people with intellectual and developmental disabilities.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


July 2012 – present
MassMedia
Henderson, NV
Account Executive


January 2010 – July 2012
KVVU-FOX5	News
Henderson, NV
Morning News Producer 


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Arizona	State	University	
Tempe, AZ 
B.A., Broadcast Journalism and Mass Communications, Minor in Human Communication
2009


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Zermeno, Gilbert
Chief Investigative 
Photojournalist
KPHO	CBS5
Phone: (602)763-8747 
Gilbert.Zermeno@kpho.com


Bradshaw, Adam
News Director
KVVU	FOX5	
Phone: (702)436-8256 
Adam.bradshaw@kvvu.com 


Cogburn,	Kristin
Cofounder  
Cogburn Law Offices
Phone: (702)384-3613
KHC@Cogburnlaw.com	
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Alecia Warren Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Media Relations Specialist


#	of	Years	in	Classification: 2 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Applying a diverse skillset acquired during several years of working as a professional reporter, Alecia Warren serves as a media relations 
specialist with MassMedia. Her responsibilities include crafting detailed press releases, regularly pitching story ideas to local, regional and 
nationwide media, writing nominations for prominent local and nationwide awards, and building relationships with members of the media 
through strategic networking efforts. She has successfully secured positive media coverage for MassMedia’s clients across the country. Her 
work	has	been	recognized	with	multiple	awards	from	the	Public	Relations	Society	of	America	–	Las	Vegas	Valley	Chapter.


Prior to joining MassMedia, Warren served as a county and general assignment reporter for the Coeur d’Alene Press in Coeur d’Alene, Idaho. 
Her past experience also includes working as a city and general assignment reporter for the Pinedale Roundup in Pinedale, Wyoming. She 
has obtained multiple awards from the Wyoming Newspaper Association and the Idaho Press Club for her feature writing and breaking news 
coverage.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


April 2013 – present
MassMedia
Henderson, NV
Media Relations Specialist


July 2008 – April 2013
Coeur d’Alene Press
Coeur d’Alene, ID
Reporter


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Missouri
Columbia, MO
Bachelors of Arts, Journalism
2007


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Mike Patrick
Managing Editor
Coeur d’Alene Press
Phone: (702) 664-8176
mpatrick@cdapress.com


Jennifer Robison
Reporter
Las Vegas Review-Journal
Phone: (702) 380-4512
jrobison@reviewjournal.com


Dr.	Claudine	Mendoza
Pediatrician
Good Night Pediatrics
Phone: (702) 939-6800
claudineaguilar@gmail.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Kristina	Guerrero Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Assistant Account Executive


#	of	Years	in	Classification: 1 month #	of	Years	with	Firm: 1


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As	an	Assistant	Account	Executive	at	MassMedia,	Kristina	works	with	a	fully	integrated	marketing	team	to	implement	careful	and	effective	
strategies to produce proven positive business results for her clients. She has experience in planning strategic marketing campaigns for 
various	clients	such	as	McDonald’s,	HealthCare	Partners	Nevada,	Red	Rock	Fertility	and	ABQ	Health	Partners	in	Albuquerque,	New	Mexico.	


Prior	to	joining	MassMedia,	Kristina	served	as	a	social	media	intern	at	The	Abbi	Agency,	a	Reno-based	public	relations	firm	and	as	a	public	
relations	intern	at	Wicked	Creative,	where	she	assisted	the	teams	in	drafting	social	media	content,	report	analyzing	and	administrative	duties.


Kristina	earned	her	Bachelor	of	Arts	degree	in	Journalism	and	Media	Studies,	with	an	emphasis	in	Integrated	Marketing	Communications	
from	the	University	of	Nevada,	Las	Vegas.	There,	she	was	part	of	the	university’s	2013	National	Student	Advertising	Competition	team,	the	
first team in the university’s history to win the regional competition to advance nationally. As part of the creative team, she helped implement 
creative strategies for the team’s client, Glidden at Walmart. She was also part of the five-person presentation team where she designed the 
visual presentation for the pitch. 


Kristina	is	a	member	of	the	American	Advertising	Federation	Las	Vegas	–	Ad2	chapter	where	she	has	served	as	secretary	and	currently	serves	
as	the	Addy	Chair	to	plan	the	organization’s	annual	awards	ceremony.	She	is	also	the	co-founder	of	a	local	non-profit	organization	called	
Enchanted Encounters, which dedicates its time to bringing fairytales to children with illnesses and disabilities. 


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2014 – present
MassMedia 
Henderson, NV
Assistant Account Executive  


August 2013 – December 2013 
The Abbi Agency
Las Vegas, NV 
Social Media Intern


June 2013 – Augusst 2013
Wicked Creative
Las Vegas, NV 
Public Relations Intern


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Las	Vegas
Las Vegas, NV
B.A., Journalism and Media Studies – Integrated Marketing Communications, Minor in Film Studies
2013


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Kayla	Agnello
Public Relations Specialist 
Neiman Marcus
Phone: (702) 541-3602
kayla_agnello@neimanmarcus.com


Kathy	Callahan
Communications Director
Eurie Creative
Phone: (702) 415-9806
kathy@euriecreative.com


Andres Estrada
Account Executive
Lamar Outdoor
Phone: (702) 767-2773
aestrada@lamar.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Paul Delos Santos Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Social Media Specialist


#	of	Years	in	Classification: 2 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Calling upon his years as a professional journalist, Paul Delos Santos serves as the social media specialist for MassMedia. He oversees and 
develops content strategies for MassMedia’s clients, assisting them in getting their messages out to the public through a variety of social 
media sites. 


Prior to joining MassMedia, Paul served as a business researcher for Vegas Inc, a business publication in Henderson, Nev., assisting in 
the	development	of	the	publication’s	yearly	“Book	of	Lists.”	He	also	spent	time	as	a	sports	reporter	for	The	Spectrum	&	Daily	News,	a	daily	
newspaper	in	St.	George,	Utah.	He	assisted	in	bringing	the	newspaper	to	the	forefront	of	social	media	through	the	development	of	content	
strategies and won a number of awards for his sports reporting.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2014 – present
MassMedia
Henderson, NV
Social Media Specialist


October 2012 – December 2013
Vegas Inc
Las Vegas, NV
Business Researcher


March 2008 – October 2012
The	Spectrum	&	Daily	News
St.	George,	UT
Sports Reporter


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Las	Vegas
Bachelor of Arts, Journalism and Media Studies
Las Vegas, NV
2007


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Rob Langrell
Publisher
The Sidney (Neb.) Sun-Telegraph
Phone: (702) 481-1257
publisher@suntelegraph.com


David Cordero
Culture and Trends Editor
The	Spectrum	&	Daily	News
Phone: (435) 512-5133
dcordero@thespectrum.com


Sage Sammons
Assistant Director of Media 
Relations
University	of	Nevada,	Las	Vegas
Phone: (702) 478-0166
Sage.sammons@unlv.edu
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Carlton Sanders Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Digital Media Manager


#	of	Years	in	Classification: 2 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As the digital marketing manager at MassMedia, Carl oversees the marketing and communications plans for accounts, with a focus on 
strategic digital marketing. He also leads the agency’s social media department. 


Carl has overseen the development and execution of multiple marketing and communications plans and strategies on a local, regional, 
national and international level. Since beginning his marketing career, he has overseen the marketing, branding and communications for 
Terry Fator, HealthCare Partners Nevada, Justin Timberlake Shriners Hospitals for Children Open, Nevada Health CO-OP, McDonald’s Las Vegas 
Co-op	and	many	other	high-profile	organizations.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


December 2012 – present
MassMedia
Henderson, NV
Digital Marketing Manager


June 2011 – September 2012
Terry Fator Inc.
Las Vegas, NV
Marketing and Communications 
Coordinator


March 2011 – June 2011
Justin Timberlake Shriners 
Hospitals for Children Open
Summerlin, NV
Intern 


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Las	Vegas
Bachelor of Science, Business Marketing
Las Vegas, NV
2011


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Bethany	Khan
Director of Digital Strategy
Culinary	Workers	Union	Local	226
Phone: (702) 387-7088
bkhan@culinary226 


Larry Cochran
VP of Marketing
DealerRater
Phone: (317) 847-8078
larry@dealerrater.com 


Adam Sperling
Tournament Director
Shriners Hospitals for Children 
Open
Phone: (702) 589-4950
asperling@jtshrinersopen.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Tyler Hanevold Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Special Projects Manager


#	of	Years	in	Classification: 1 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Tyler	specializes	in	strategy	and	efficiency	to	ensure	successful	client	results.	Throughout	his	professional	career,	his	development	and	
delivery	of	efficient	processes	and	workflows	has	saved	significant	organizational	time	and	resources.	He	is	eager	for	opportunities	to	
simplify	sophisticated	challenges	through	design,	reports,	data	analysis,	programming,	structure	and	organization.


Tyler	has	extensive	experience	in	presentation	development,	design	and	delivery.	This	experience	has	helped	organizations	reach	their	
target audience and produce significant monetary results. He has developed multiple new-business and public presentations for a variety of 
prominent clients in the corporate, health care, technology and consumer industries. 


Throughout the Las Vegas area, Tyler has worked closely with multiple event vendors and event coordinators to host a broad range of 
events. Tyler uses his event marketing expertise to produce and coordinate events with attendances ranging from 50-5,000+ attendees. The 
continuous success of event promotions is a product of his close engagement in relationships and his many years of involvement in the Las 
Vegas area community.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


February 2013 – present
MassMedia  
Henderson, NV  
Special Projects Manager


December 2005 – April 2013
University	of	Phoenix
Las Vegas, NV
Student Services Coordinator


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Phoenix
Las Vegas, NV
Bachelor of Science, Business Management
2012


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Monica Moya
Director of Operations
University	of	Phoenix
Phone: (702) 638-7279
Monica.moya@phoenix.edu


Cassandra Lewis
Event Coordinator
Doolittle Senior Center
Phone: (702) 229-4088
clewis@lasvegasnevada.gov


Trish Williamson
Assistant	Activities	&	Fitness	
Director
FirstService Residential
Phone: (702) 429-1623
twilliamson@suncityaliante.us


Dr. Mohammed Miah
Campus College Chair: Arts and 
Sciences
Apollo Group
Phone: (702) 241-9043
Mahammed.miah@phoenix.edu 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Liam MacCaul Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Grassroots Manager


#	of	Years	in	Classification: 1 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As the grassroots manager, Liam manages a diverse group of MassMedia’s client events. His responsibilities include planning and executing 
strategic marketing events based on the client’s needs. Liam oversees the agency’s grassroots team, planning and executing event 
integration for a variety of clients including HealthCare Partners Nevada, Valley Electric Association and McDonald’s.


Prior to joining MassMedia, he was a research assistant for the Nevada State Democratic Party. While working for the NSDP, he was 
responsible for creating a video and audio recording database, leading a team of interns who attended public events and transcribing all 
speeches and was responsible for compiling opponent research during the 2012 election cycle. 


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


June 2012 – Present
MassMedia
Henderson, NV
Grassroots Manager


May 2011 – June 2012
Nevada State Democratic Party
Las Vegas, NV
Research Assistant


June 2009 – November 2010
Rory Reid for Governor
Las Vegas, NV
Communications Intern


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Las	Vegas
Las Vegas, NV
Bachelor of Arts, Political Science
2007


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Mike Trask
Senior Manager Corporate 
Communications
Bally Technologies
Phone: (702) 994-6757
mtrask@ballytach.com


Paul Smith
Research Director
Nevada State Democratic Party
Phone: (702) 683-7717
psmith@nvdems.com


Lauren Steier
Director of Development
Creighton	University
Phone: (402) 301-4773
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: MassMedia, LLC


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Carmesha Thompson Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Grassroots Specialist


#	of	Years	in	Classification: 1 #	of	Years	with	Firm: 5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Carmesha	brings	a	wealth	of	experience	in	organizing	various	engaging,	promotional	and	informative	events	targeted	to	specific	audiences.	
She has a unique understanding of the strategic planning and attention to detail necessary for coordinating successful events. 


Carmesha serves as a key member of the grassroots/events team for Healthcare Partners Nevada, one of MassMedia Healthcare Marketing’s 
most prominent clients. Her team is tasked with coordinating a variety of events aimed at promoting HealthCare Partners’ services for senior 
citizens.


In recent years, she has planned and assisted in a wide range of events, including live radio remotes, doctor meet and greets, health 
screenings, workshops and broker luncheons.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


Novemberr 2009 – present
MassMedia
Henderson, NV
Grassroots Specialist


January 2008 – October 2009
M Resort
Henderson, NV
Communications Coordinator


July 2006 – July 2007
eVital Communications
Las Vegas NV
Public Relations Coordinator 


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada,	Las	Vegas
Las Vegas, Nevada
Bachelor	of	Arts	in	Journalism	&	Media	Studies
2005


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Gracie McDonough
Programs Manager
Children’s Heart Foundation 
Phone: (702) 967-3522
gracie@childrensheartcenter.com 


Lisa Preston 
Executive Director 
Street Teens 
Phone: (702) 215- 4171
streetteens@earthlink.net 


Arcola Stafford
Member
Sigma Gamma Rho Sorority, Inc. 
– Eta Chi Sigma Alumnae Chapter
Phone: (702) 399-8382
arcolastafford@aol.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Scott Robertson Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: President	&	CEO


#	of	Years	in	Classification: 10 #	of	Years	with	Firm: 21


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Scott Robertson is a 20-year advertising industry veteran, award-winning writer, director, photographer and producer with deep roots in 
Nevada.	His	advertising	career	includes	positions	with	DRGM	Advertising	(now	The	Glenn	Group),	and	Merica	Burch	&	Dickerson.	He	started	
his own firm in 2004. Robertson is responsible for campaign development for several leading Las Vegas brands as well as a national brands 
including Comcast, the world’s largest cable, Internet, telephone and wireless provider; Summerlin/The Howard Hughes Corporation, 
America’s	best-selling	master-planned	community;	McDonald’s,	one	of	the	world’s	most	recognized	brands,	Nevada	Health	Co-Op,	the	non-
profit Nevada health insurance provider created through the Affordable Care Act; and the Regional Flood Control District, the entity tasked 
with educating Clark County residents about the dangers of flash flooding. Additional clients include Ford Motors, Nevada Public Radio and 
Ronald McDonald House Charities.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2004 - Present
Robertson + Partners
Las Vegas, NV
Owner, CEO, Creative Director


January 1993 - January 2003
The Merica Agency
Las Vegas, NV
Creative Director


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Maryland,	Munich	Campus
Munich,	DEU
Associate of Arts Degree
1989


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


Las	Vegas	Metropolitan	Police	Department	Search	and	Rescue	–	Advanced	Ropes	&	Rescue	Course	Certification
2009


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


James Vance
President
McDonald’s Greater Las Vegas 
Owner Operator’s Association
Phone: (702) 303-7000
jamesv.mail@gmail.com


Gale Fraser
General	Manager	&	Chief	
Engineer
Clark County Regional Flood 
Control District
Phone: (702) 685-0000
GFraser@regionalflood.org


Pam Egan
CEO
Nevada Health Co-Op
Phone: (702) 904-3030
pegan@nevadahealthcoop.org


Danielle Bisterfeldt
Director of Marketing
Summerlin/Howard Hughes 
Corporation
Phone: (702) 791-4437
Danielle.Bisterfeldt@
howardhughes.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Jessica Tabares Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Multicultural Marketing Specialist


#	of	Years	in	Classification: 13 #	of	Years	with	Firm: 2


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As the Multicultural Marketing Specialist for Robertson + Partners, Jessica develops strategic marketing plans to penetrate ethnic audiences 
in order to grow brand awareness, influence brand adoption and drive conversions.


Jessica’s expertise in reaching the Hispanic community has helped clients improve community partnerships and execute successful 
advertising and public relations campaigns that target the growing market segment. Jessica is results-driven and detail-oriented, and 
ensures that campaigns achieve client objectives.


Jessica’s experience includes conducting client brand assessments and determining appropriate vehicles for achieving client goals, 
managing marketing projects, and developing marketing plans to reach Hispanic audiences.


Jessica works on the multicultural strategy and marketing plans of many clients including McDonald’s, Nevada Health Co-Op, Ford Country 
and Mundo Fox Las Vegas.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


September 2012 - present
Robertson + Partners
Las Vegas, NV
Multicultural Marketing 
Specialist


January 2010 - September 2012
Entravision Communications
Las Vegas, NV
Sr. Account Executive 


January 2000 - January 2002
Sierra Healh and Life Insurance
Las Vegas, NV
Workers Compensation 
Supervisor


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Phoenix
Las Vegas, NV
Bachelors of Science, Business Marketing
April 2015


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Javier Trujillo
Director, Intergovernmental 
Relations Division
City of Henderson
Phone: (702) 524-5393
javiertrujillolv@gmail.com


Jeff Apodaca
Executive Vice-President – 
Mountain Region
Entravision Stations
Phone: (310) 488-9115
japodaca@entravision.com


Jessica Peña-Castillo
Global Account Director, Large 
Enterprise 
CEB HR Practice
Phone: (617) 797-2384
jessica.pena.castillo@gmail.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Chris Brown Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Multicultural Marketing Specialist


#	of	Years	in	Classification: 1.5 #	of	Years	with	Firm: 1.5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Chris	Brown	began	his	advertising	journey	as	a	copywriter	at	the	offices	of	Bozell	Worldwide	in	Los	Angeles.	During	a	22-year	career	
as a writer/creative director, Chris led teams and created award-winning work at agencies large and small on both coasts, including 
FCB	Worldwide	and	Griffin/Bacal	in	New	York.	In	2000,	Chris	founded	his	own	agency,	Brainsaw	Creative,	in	Orange	County,	CA.	For	
nearly a decade, Brainsaw served national clients in the foodservice, sports and luxury goods industries. In the years before joining the 
Robertson+Partners team, he served as a freelance creative director, branding consultant and writer for agencies and clients nationwide. 


As	a	creative	director	for	Robertson+Partners,	Chris	brings	a	wealth	of	experience	across	every	communication	medium	and	dozens	of	
business	verticals,	having	shepherded	the	voice	of	brands	like:	Hilton	Hotels,	Taco	Bell,	A&P	Supermarkets,	Fine	Living	Network,	Adidas,	
24Hour	Fitness,	Sharp	Electronics,	Catholic	Healthcare,	Kawasaki	Motors,	TaylorMade	Golf	and	Nevada	Health	CO-OP.	


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


August 2013 - present
Robertson + Partners
Las Vegas, NV
Creative Director


October 2008 – August 2013
Various Agencies and Clients 
Las Vegas, NV
Freelance Creative Director/
Writer/Brand Strategist


August 2000 – October 2009
Brainsaw Creative
Tustin, CA
Creative Director-Principal 
Partner


November 1994 – August 2000
FCB Worldwide
Irvine, CA
Group Creative Director


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	California	at	Santa	Barbara
Santa Barbara, CA
Bachelor of Fine Arts
1990


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Todd Harman
President
Cleveland/Srixon Golf
Phone: (714) 889-1300
toddharman@clevelandgolf.com


Sharon Hendrickson
Communications Director
Nevada Health CO-OP
Phone: (702) 866-9254
shendrickson@
nevadahealthcoop.org


Chris DeFranco
Executive Producer
Sun Media Productions
Phone: (702) 948-2087
chris@SMPvegas.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: David Thomas Sullivan Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Director of Digital Services


#	of	Years	in	Classification: 7 #	of	Years	with	Firm: 1


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


David Sullivan advanced his modest graphic design, advanced web design and expert web development to the next level by simultaneously 
taking on the added responsibilities of remote web team management of up to 9 members across 7 states.


Benefit	from	a	senior	web	developer	proficient	with;	PHP,	JavaScript,	MySQL,	CSS,	HTML5,	and	numerous	web	technologies.	His	recent	work	
for Nevada Health COOP has greatly improved their operations and received numerous praises from their CEO, and chief decision makers. 


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


August 2014 – present
Robertson + Partners
Las Vegas, NV
Director of Digital Services


July 2008 – Present
Manidzhment	LLC
Las Vegas, NV
Website Developer / Internet 
Marketer


September 2011 – December 2013
Shift4 Corporation
Las Vegas, NV
Lead Web Developer / SEO 
Director


February 2010 – June 2011
Bigelow Aerospace LLC
Las Vegas, NV
Graphic	&	Web	Designer	&	
Developer	&	Database	Admin	
(Creative Director)


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Fullerton College
Fullerton, CA
Ongoing Education, Equities, Real Estate and Business Management
2009


California	State	Polytechnic	University-Pomona
Pomona, CA
Bachelor of Science, Electrical and Computer Engineering
2005


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


Google Partner certifications for:
			•			Google	AdWords
			•			Google	Analytics
			•			Google	Website	Analyzer


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Pete Stump
Seller Financier
Bristlecone LLC
Phone: (573) 598-1704 
petestump@centurylink.net 


Yin	Yee	Liu
Realtor
Realty ONE Group
(702) 236-2595
aibanirealestate@gmail.com


Brian Nestor
Sr. Network Engineer
Lockheed Martin
Phone: (702) 622-7810
wwgsllc@gmail.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Eric Mullen Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Interactive Art Director


#	of	Years	in	Classification: 14 #	of	Years	with	Firm: 2.5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Eric	Mullen	hails	from	Philadelphia,	where	he	earned	a	B.A.	in	Film	and	Media	Arts	from	Temple	University.	His	knowledge	and	skillset	in	user	
interface	design	takes	the	R+W	digital	toolbox	to	another	level,	maximizing	the	clients’	ROI.	Eric’s	career	began	as	a	graphic	designer	for	The	
Prince	Music	Theater,	where	he	helped	mount	three	world	premieres,	two	American	premieres	and	over	a	dozen	film	festivals	and	cabarets.	In	
2005, he relocated to the Las Vegas Valley where his career focus turned to advertising, corporate identity and user interface design.


As an Art Director at V2 Creative, Eric was responsible for award-winning design and implementation in direct mail, viral marketing, corporate 
branding,	television	direction	and	corporate	media	projects.	In	2007,	his	work	was	recognized	at	the	AIGA	Work	Show	as	“Best	In	Show”.	
More recently, Eric has served as Creative Director at Fresh Brewed Concepts where he developed, designed and directed communications 
for	the	digital	space	and	beyond.	Prior	to	joining	the	R+W	Team,	Eric	was	a	highly	sought	after	freelance	UX	design	consultant	and	mobile	
applications developer. His addition to the team brings a new degree of expertise in the interface design and mobile app development arena.


Outside the office, Eric passionately pursues perfect symmetry in his facial hair and donates his time as a regrettable tattoo test subject.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


September 2012 – present
Robertson + Partners
Las Vegas, NV
Interactive Art Director


September 2010 – December 
2013
Eric P Mullen Design | Film
Las Vegas, NV
Freelance	Graphic	&	User	
Interface Designer


May 2008 – September 2010
Fresh Brewed Concepts
Las Vegas, NV
Creative Director


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Temple	University
Philadelphia, PA
Bachelor	of	Arts,	Film	&	Media	Arts
2003


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


Google DoubleClick Studio HTML5 Certification
December 1, 2014


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Alexander Haupt
Project Manager/Producer
Freelance
Phone: (610) 506.8690
alex@alienpictures.org


Joseph Minissa
Owner
JMA Exhibits
Phone: (702) 813.365
joseph@jmaexhibits.com


Stephen Chase
Co-Founder
Evospend LLC
Phone: (516) 312.1772
schase@evospend.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Michael Dunn Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Interactive Art Director


#	of	Years	in	Classification: 20 #	of	Years	with	Firm: 9 months


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Michael Dunn has over 20 years of experience in graphic design—both advertising and editorial—as well as copywriting, broadcast 
production, interactive, motion graphics, film and more. Michael is widely versed in the needs and demands of a variety of categories and 
communication vehicles. Michael is an award-winning designer with expert knowledge of various software programs and has excellent 
presentation skills.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


April 2014 – present
Robertson + Partners
Las Vegas, NV
Art Director


October 2009 – April 2014
MGM Resorts International
Las Vegas, NV 
Creative Director


February 2001 – March 2009
B&P	Advertising
Las Vegas, NV
Art Director


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


N/A


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Anne Bonds
Executive Creative Director
MGM Resorts International
Phone: (702) 692.9622
abonds@mgmresorts.com


Mike Lawrence
Creative Director
B&P	Advertising
Phone: (702) 967.2222
mlawrence@bpadlv.com


Brad Goldberg
Vice President Marketing
MGM Grand Las Vegas
Phone: (702) 891.7081
bgoldberg@mgmresorts.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Michael Fraser Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Production Artist


#	of	Years	in	Classification: 1.5 #	of	Years	with	Firm: 1.5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


In summer of 2013, his last semester in College, Michael completed a successful internship with Robertson + Partners. He proved to be a 
valuable asset to the team and upon graduation was hired full time with more responsibilities as Production Artist.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


August 2013 – present
Robertson + Partners
Las Vegas, NV
Production Artist


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	Nevada	Las	Vegas
Las Vegas, NV
Bachelor of Fine Arts, Graphic Design
2013


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Gregory Alex Scott
Security Specialist
Mirage Security 
Phone: (702) 525-1779
gascott88@gmail.com


Mathew	Benza
Sales Representative
Best Buy
Phone: (702) 513-1773
mattbenza@gmail.com


Jordan Batton
Manager
T-Mobile
Phone: (702) 417-5964
jordanbatton@hotmail.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: X Subcontractor:


The following information requested pertains to the individual being proposed for this project.


Name: Pam Payne Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: VP	Media	&	Measurement


#	of	Years	in	Classification: 15 #	of	Years	with	Firm: <1


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Pam Payne has over 15 years of media experience across a variety of categories.  Pam started in the industry on the broadcast buying team 
and	quickly	learned	planning	skills	as	well.		As	a	math	and	science	major	at	Dowling	College	in	Oakdale,	New	York,	analysis	comes	naturally	
and is used across all job functions to ensure tactics align with strategies. Through strong development of her media skill set as well as 
client services, Pam was promoted several times throughout her career. Pam now leads the media team at Robertson Partners as Vice 
President of Integrated Media and Measurement


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


April 2014 – present
Robertson + Partners
Las Vegas, NV
Vice President, Integrated Media 
and Measurement


June 2007 – April 2014
R&R	Partners
Las Vegas, NV
Media Director


June 2005 – June 2007
Consolidated Media
Nairobi,	Kenya
Senior Media Planner


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Dowling College
Oakdale,	New	York
Bachelor of Arts, Natural Science and Mathematics
May 1997


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Patty Speegle
Key	Account	Consultant
Cox Media
Phone: (702) 933-2629
Patty.Speegle@coxmedia.com


Bryan Cochran
Local Sales Manager
FOX5	KVVU	Television	Las	Vegas
Phone: (702) 436-8275
bcochran@fox5vegas.com


Sagi Ventura
VP National Sales Manager
KABC
Phone: (818) 863-7865
sagi.ventura@abc.com 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: Subcontractor: X


The following information requested pertains to the individual being proposed for this project.


Name: Robert Danoff Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Senior Consultant


#	of	Years	in	Classification: 13 #	of	Years	with	Firm: 13


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Robert	leads	BrandOutlook’s	consulting	practice	and	is	responsible	for	the	company’s	overall	strategic	direction.	Recognized	by	colleagues	
and clients alike as a true visionary, he possesses a rare combination of extraordinary insight into business strategy, an outstanding track 
record of innovation, and a deeply held passion for delivering client value.


As the ‘change agent’ in residence, Robert has had a hand in the strategic direction of many of the company’s Fortune 500 clients, including 
Nevada	Health	CO-OP,	Go	Daddy,	Pfizer,	Bristol	Myers,	MGM	Resorts	International,	Novartis,	Cirque	du	Soleil	and	State	Farm.		Additionally,	
Robert has led many of the company’s new product initiatives, including innovative methods for quantitative data collection and novel 
approaches to mining consumer insight.


Before his work with BrandOutlook, Robert was the Chief Marketing Officer at NeoPlanet and Vice President of Marketing for Wells Fargo 
Bank, Southwest Region, where he spearheaded brand and customer migration strategies toward new banking media. Prior to that, he served 
as Director of Consumer Marketing and Product Development for American Express’ Interactive Travel Group.


Robert has conducted numerous projects in health care, using both qualitative and quantitative market research to gain insights from a wide 
range of consumer and business-to-business audiences.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


January 2002 – Present
BrandOutlook
Scottsdale, AZ
Senior Consultant


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


University	of	New	Mexico
Albuquerque, NM
Master of Business Administration
1983


University	of	New	Mexico
Albuquerque, NM
Bachelor of Arts, Psychology and Political Science
1980


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Scott Daggert
Vice President Customer Contact 
Strategy
Go Daddy
Phone: (480) 505-8800
Email:  sdaggert@godaddy.com 


Kristin	Bloomquist
EVP, General Manager
Cramer-Krasselt
Phone: (602) 417-0662
Email:		kbloomquist@C-K.com	


Kevin	Lewis	
Senior Client Services Manager
Research Now
Phone:  (323) 993-4410
Email:  klewis@researchnow.com 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: Subcontractor: X


The following information requested pertains to the individual being proposed for this project.


Name: Jason Pocock Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Senior Consultant


#	of	Years	in	Classification: 10 #	of	Years	with	Firm: 10


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Jason manages many of BrandOutlook’s projects across a variety of industries, with a particular focus on the firm’s quantitative and online 
research practices. Jason has extensive training in quantitative research design, as well as advanced statistical analysis and modeling. At 
BrandOutlook, Jason has applied his strategic and analytical skills to designing a wide array of brand strategy and market research initiatives 
for Go Daddy, MGM Resorts International, Cirque du Soleil, Blue Man Group, and numerous others.


In	his	early	career,	Jason	worked	for	or	consulted	with	a	variety	of	companies,	including	Cox	Communications,	Arizona	State	University,	
and	ValleyCrest.	He	was	also	Director	of	Marketing	for	the	City	of	Orem,	Utah,	where	he	worked	as	a	small	business	consultant	to	high-
growth	companies	such	as	BrainStorm	Inc.,	Builder	Fusion,	Frontline	Phonics	and	QuicKutz.	His	marketing	efforts	resulted	in	record	revenue	
generation for the city.


He has both led and collaborated on a number of health care and insurance projects, including research design, questionnaire development, 
analysis, reporting, etc.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


July 2004 – Present
BrandOutlook
Scottsdale, AZ
Senior Consultant


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Brigham	Young	University
Provo,	UT
Bachelor of Arts in Marketing Communications
2000


Arizona	State	University
Phoenix, AZ
Master of Business Administration
2004


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Robert Brown
Director Database Marketing
GoDaddy, Inc.
Phone: 602-920-4590
Rxbrown@godaddy.com


Stephen Sosnowski
Director of Account Services
SPOTCO
Phone: 212-262-3355 x717
ssosnowski@spotnyc.com 


Tom Evans
Vice President of Marketing 
Hard Rock Hotel
Phone: 702-693-4050
tevans@hrhvegas.com 
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: Subcontractor: X


The following information requested pertains to the individual being proposed for this project.


Name: Penny Pierce Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Senior Research Consultant


#	of	Years	in	Classification: 15 #	of	Years	with	Firm: 4


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


Penny directs initiatives in qualitative consumer insights for BrandOutlook. In this capacity, she wears a number of hats, including project 
manager,	methodology	designer,	discussion	and	screening	guide	developer,	and	data	collector,	analyzer,	and	reporter.	In	addition,	Penny	is	
highly	skilled	at	analyzing	unstructured	text	responses,	gleaning	valuable	insights	from	thousands	of	online	and	intercept	surveys.


As an experienced brand strategist, moderator and market research expert, Penny has conducted brand-focused inquiry for a roster of 
BrandOutlook	clients	that	includes	Bayer,	China	Mist,	6pm.com,	Pfizer,	Nevada	Mining	Association,	and	Arizona	State	University.


Prior to joining BrandOutlook in 2011, Penny was Director of Research for SHR Perceptual Management, where she spent 10 years designing 
and managing qualitative and quantitative research initiatives in domestic and international markets. Clients such as BMW, Pulte Homes, 
Health Net, PetSmart, Coca Cola, Fairmont Hotels and Resorts, and Agassi Graf Development have used the insights Penny gained from her 
strategic research to successfully position their products and services. Before joining SHR, Penny held senior management positions at The 
Experience Studio and Behavior Research Center. 


Over the past 15 years, Penny has conducted numerous projects in health care, using both qualitative and quantitative market research to 
gain	insights	from	a	wide	range	of	audiences	including	Hispanics,	seniors	and	‘Young	Invincibles’	(ages	25-34).


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


March 2011 – Present
BrandOutlook
Scottsdale, AZ
Senior Research Consultant


January 2006 – March 2011
SHR Perceptual Management
Phoenix, AZ
Director of Research


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


Truman	University
Kirksville,	MO
Bachelor of Science, Criminal Justice with a minor in Psychology
1982


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


Paralegal Certificate, 1987.


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Bonnie Brown
Director, Customer Marketing
Infusionsoft
Phone: (480) 499-6854
Bonnie.Brown@infusionsoft.com


Michelle Sroda
Owner, Creative Director
Michelle Sroda Creative Services
Phone: (602) 321-1176
Michelle.Sroda@gmail.com


Kim	Matar
Consultant
Matar Associates
Phone: (720) 261-9232
kdmatar@gmail.com
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PROPOSED	STAFF	RESUME	FOR	RFP	3147


A resume must be completed for all proposed prime contractor staff and proposed subcontractor staff.


Company Name Submitting Proposal: Robertson + Partners


Check the appropriate box as to whether the proposed individual is
 prime contractor staff or subcontractor staff.


Contractor: Subcontractor: X


The following information requested pertains to the individual being proposed for this project.


Name: Kristina	M.	Zosuls Key	Personnel: 
(Yes/No)


Yes


Individual’s Title: Senior Research Consultant


#	of	Years	in	Classification: 1.5 #	of	Years	with	Firm: 1.5


BRIEF	SUMMARY	OF	PROFESSIONAL	EXPERIENCE
Information should include a brief summary of the proposed individual’s professional experience.


As	a	social	psychologist,	Kristina	brings	with	her	a	deep	knowledge	of	human	attitudes,	judgments,	and	decision	making.	She	has	vast	
experience conducting both quantitative and qualitative research studies, is a skilled moderator, and is an expert in using an array of 
advanced statistical techniques. At BrandOutlook, she has played key roles on a variety of engagements with clients across a range of 
industries	including	hospitality	(MGM	Resorts	International),	pharmaceuticals	(Bayer,	Pfizer,	Regeneron),	education	(McGraw-Hill	Education,	
Arizona	State	University,	Catholic	schools	in	the	Diocese	of	Phoenix),	and	not	for	profit	(East	Valley	Partnership).


Prior	to	joining	BrandOutlook,	Kristina	was	a	research	professor	at	Arizona	State	University.	She	has	been	an	author	of	15	publications	in	
leading journals and edited books in the areas of child development and education, and she remains active as an academic researcher 
through	a	faculty	affiliation	with	Arizona	State	University	and	as	an	Ad	Hoc	reviewer	for	academic	journals.


RELEVANT EXPERIENCE
Information required should include:  timeframe, company name, company location, position  


title held during the term of the contract/project and details of contract/project.


July 2013 – Present
BrandOutlook, LLC
Scottsdale, AZ
Consultant


EDUCATION
Information required should include: institution name, city, state, degree and/or  


Achievement and date completed/received.


New	York	University
New	York,	NY
Ph.D. Social Psychology
2009


Columbia	University
New	York,	NY
Post-baccalaureate Program in 
Psychology
2001


Wellesley College
Wellesley, MA 
Bachelor of Arts, Art History
1996


CERTIFICATIONS
Information required should include: type of certification and date completed/received.


N/A


REFERENCES
A minimum of three (3) references are required, including name, title,  


organization,	phone	number,	fax	number	and	email	address.		


Nancy Welcher
Senior Brand Manager, Psychology
McGraw-Hill Education
Phone: (480) 661-7680
nancy.welcher@mheducation.com 


Diane Ruble
Professor Emeritus, Psychology
New	York	University
Phone: (609) 933-3030
diane.ruble@nyu.edu 


Diana Rheault
Business	Analytics	&	Insights	
Lead, Meningitis B
Pfizer
Phone: (917) 553-9878
diana.rhealt@pfizer.com	
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tab IX – other Information Material


 4.1 VenDor InForMatIon


  4.1.1 Vendors must provide a company profile in the table format below.


Question response
company name: BrandOutlook, LLC


ownership (sole proprietor, partnership, etc.): LLC


state of incorporation: Arizona


Date of incorporation: 12/1/01


# of years in business: 13 years


list of top officers: Harold Weiss, Partner


location of company headquarters: Scottsdale,	Arizona


location(s) of the company offices: Scottsdale,	Arizona


location(s) of the office that will provide  
the services described in this rFP:


Scottsdale,	Arizona


number of employees locally with the expertise to 
support the requirements identified in this rFP:


6


number of employees nationally with the expertise 
to support the requirements in this rFP:


6


location(s) from which employees will be assigned 
for this project:


Scottsdale,	Arizona


  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. 


Question response
nevada Business license number: If awarded, BrandOutlook will obtain the 


necessary licenses.


legal entity name: BrandOutlook, LLC


  Is “legal entity name” the same name as vendor is doing business as?


    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.


Yes X no
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   4.1.5 has the vendor ever been engaged under contract by any state of nevada agency? 


    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.


Yes no X


Question response
name of state agency:
state agency contact name:
Dates when services were performed:
type of duties performed:
total dollar value of the contract:


   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


Yes no X


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.


   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.


     Does any of the above apply to your company?


   4.1.8  Vendors must review the insurance requirements specified in attachment e, Insurance 
schedule for rFP 3147.  Does your organization currently have or will your organization be 
able to provide the insurance requirements as specified in attachment e.
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    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 3147.


   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.


      BrandOutlook is a privately-held brand strategy and market research firm headquartered in Scottsdale, 
Arizona.	Founded	in	2001,	the	company	provides	comprehensive	brand	strategy	and	market	research	
services for clients at all points of a brand’s development process, using highly innovative and proven 
methodologies. 


   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.


      BrandOutlook has been providing the services described in this RFP to the public and/or private sector for 
13 years.


   4.1.11  Financial information and documentation to be included in Part III, confidential Financial 
Information of vendor’s response in accordance with section 9.5, Part III – confidential 
Financial Information. 


    4.1.11.1 Dun and Bradstreet number  
    Please see PART III – CONFIDENTIAL FINANCIAL


    4.1.11.2 Federal tax Identification number 
    Please see PART III – CONFIDENTIAL FINANCIAL


    the last two (2) years and current year interim:


     4.1.11.2.1 Profit and loss statement


     4.1.11.2.2 Balance sheet  
     Please see PART III – CONFIDENTIAL FINANCIAL
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PART II – COST PROPOSAL
RFP Title: Exchange Marketing and Outreach


RFP: 3147


Vendor Name: MassMedia LLC 
Robertson + Partners


Address: 3333 E Serene Avenue 
Henderson, NV 89074


Proposal Opening Date: January 20, 2015


Proposal Opening Time: 2:00 PM
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Tab II – Cost Proposal
Vendor’s response for the cost proposal must be included in this tab.


RFP SECTION DELIVERABLE  COST  TOTALS 
3.1 PHASE 1 - PLANNING


A - Target Market Validation and Analysis


       Research (Strategy, development, evaluation, assessment, 
quantitative, qualitative research, insights, analytics)


50,000.00


Planning 50,000.00


Account Management (April - September, 2015) 60,000.00


Social Media (August - September, 2015) 10,000.00


Public Relations (August - September, 2015) 10,000.00


Travel/Meeting Expenses 12,000.00


Phase 1 Total  $192,000.00 


3.2 PHASE 2 - EDUCATION CAMPAIGN
A - Exchange Recognition Campaign


       Creative Development/Campaign Concepts (Creative direction, 
strategy, concepts, art direction, layout, design, copywriting)


25,000.00


      Creative Production (TV, Radio, Digital, Print) 50,000.00


B - Educational Promotion


       Production of Collateral Materials (posters, rack cards, 
brochures)


5,000.00


      Grassroots Outreach 50,000.00


      Social Media (October - November 14, 2015) 7,500.00


      Public Relations (October - November 14, 2015) 10,000.00


C - Media Placement Plan


      Media Management 5,600.00


Account Management (October - November 14, 2015) 15,000.00


Travel/Meeting Expenses 3,000.00


Media Buy for Phase 3.2 160,000.00


Phase 2 Total  $331,100.00 
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3.3 PHASE 3 - ENROLLMENT CAMPAIGN
A - Enrollment Campaign


       Creative Development/Campaign Concepts (Creative 
direction, strategy, concepts, art direction, layout, design, 
copywriting)


25,000.00


      Creative Production (TV, Outdoor, Radio, Digital, Print) 50,000.00


B - Educational Promotion


       Production of Collateral Materials (posters, rack cards, 
brochures)


35,000.00


      Grassroots Outreach (Enrollment Experience/IT) 350,000.00


      Social Media (November 15, 2015 - March, 2016) 22,500.00


      Public Relations (November 15, 2015 - March, 2016) 27,000.00


      Direct Mail/E-blasts (Re-enrollment) 40,000.00


C - Media Placement Plan


      Media Management 29,400.00


Account Management (October - November 14, 2015) 45,000.00


Travel/Meeting Expenses 9,000.00


Media Buy for Phase 3.3 840,000.00


Phase 3 Total  $1,472,900.00 
Total for Deliverables  $996,000.00 


Total For 
Media Buys


 $1,000,000.00 


Grand Total  
of Proposal


 $1,996,000.00 
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Tab III –  Attachment J, Cost Proposal Certification of Compliance  
with Terms and Conditions of RFP


  A.   Attachment J with an original signature by an individual authorized to bind the organization must 
be included in this tab.


  B.   In order for any cost exceptions and/or assumptions to be considered, vendors must provide the 
specific language that is being proposed in Attachment J.  


  C.  Only cost exceptions and/or assumptions should be identified on Attachment J.  


  D.  Do not restate the technical exceptions and/or assumptions on this form.  


  E.   The State will not accept additional exceptions and/or assumptions if submitted after the 
proposal submission deadline.  If vendors do not specify any exceptions and/or assumptions in 
detail at time of proposal submission, the State will not consider any additional exceptions and/or 
assumptions during negotiations.


   Exception #1
    As the volume of media being proposed by MassMedia and Robertson+ Partners is of a substantial dollar amount, 


we propose billing the State upon receipt of media invoices and will pay media vendors upon receipt of payment 
from State. This lessens financial hardship due to the size of the media buys being proposed. We maintain strong 
relationships with media and have an established track record with them in regard to our payment schedules. 
Given this, we feel they will be amenable to this arrangement. If MassMedia and Robertson+ Partners is awarded 
the contract and these proposed terms are agreed upon, we will provide proof of payment to media vendors when 
payment is received from the State.
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Exception #1
  As the volume of media being proposed by MassMedia and Robertson+ Partners is of a substantial dollar amount, we propose 


billing the State upon receipt of media invoices and will pay media vendors upon receipt of payment from State. This lessens 
financial hardship due to the size of the media buys being proposed. We maintain strong relationships with media and have 
an established track record with them in regard to our payment schedules. Given this, we feel they will be amenable to this 
arrangement. If MassMedia and Robertson+ Partners is awarded the contract and these proposed terms are agreed upon, we 
will provide proof of payment to media vendors when payment is received from the State.
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VENDOR INFORMATION SHEET FOR RFP 3147 


 
Vendor Must: 
 


A) Provide all requested information in the space provided next to each numbered question.  The 
information provided in Sections V1 through V6 will be used for development of the contract; 


B) Type or print responses; and 
C) Include this Vendor Information Sheet in Tab III of the Technical Proposal. 


 
V1 Company Name Penna Powers 


 
V2 Street Address 2470 St. Rose Parkway, Suite 208 


 
V3 City, State, ZIP Henderson, NV 89074 


 


V4 Telephone Number 
Area Code:  702 Number:  901.7233 Extension:  n/a 


 


V5 Facsimile Number 
Area Code:  702 Number:  998.4275 Extension:  n/a 


 


V6 Toll Free Number 
Area Code:  800 Number:  409.9346 Extension:  n/a 


 


V7 


Contact Person for Questions / Contract Negotiations, 
including address if different than above 


Name: Chuck Penna 
Title: Partner/CEO 
Address:1706 South Major Street, Salt Lake City, UT 84115 
Email Address: cpenna@pennapowers.com 


 


V8 Telephone Number for Contact Person 
Area Code:  801 Number:  487.4800 Extension:  n/a 


 


V9 Facsimile Number for Contact Person 
Area Code:  801 Number:  487.4800 Extension:  n/a 


 


V10 
Name of Individual Authorized to Bind the Organization 


Name: Chuck Penna Title: Partner/CEO 
 


V11 


Signature (Individual must be legally authorized to bind the vendor per NRS 333.337) 


Signature:  


Date:1/20/15 
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State of Nevada  


  
 


Brian Sandoval 
Department of Administration Governor 
Purchasing Division  
515 E. Musser Street, Suite 300 Greg Smith 
Carson City, NV  89701 Administrator 


 
SUBJECT: Amendment 1 to Request for Proposal 3147 


RFP TITLE: Silver State Health Insurance Exchange Marketing and Outreach 


DATE OF AMENDMENT: December 19, 2014 


DATE OF RFP RELEASE: December 1, 2014 


OPENING DATE: January 20, 2015 


OPENING TIME: 2:00 PM 


CONTACT: Marcy Troescher, Purchasing Officer 
 
 
The following shall be a part of RFP 3147.  If a vendor has already returned a proposal and any of the 
information provided below changes that proposal, please submit the changes along with this 
amendment.  You need not re-submit an entire proposal prior to the opening date and time. 
 
 
1. From 2013-2014, what was/is the media marketing mix? 
  


Current media marketing mix can be found here: 
http://exchange.nv.gov/uploadedFiles/exchangenvgov/Content/Meetings/07_Marketing_Outr
each_Plan_KPS3.pdf 


  
Past campaign information is available in public Board meeting minutes and agenda items 
found here:  http://exchange.nv.gov/Meetings/Board_Meetings/ 


  
2. Is it possible to receive the target market study (defined in 3.1.1.1 B) in advance of the due 
 date? 
 


Any past target market studies can be found in public Board meeting minutes and agenda 
items found here: http://exchange.nv.gov/Meetings/Board_Meetings/ 


   
3. Who will be on the selection committee? 
  


This information is unavailable at this time. 
   
4. Are there any new approaches that you would like to see taken during the upcoming enrollment 
 period campaign that were not done during the past one or two years’ campaigns? 
  


Any suggested approaches should be included in your proposal. 
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5. How will you judge success for the campaign? 
  


Success will be judged based on increased education, awareness, and customer experience 
for current and new enrollees. 


   
6. As a new, large agency formed by a diverse team of marketing and communications 


professionals with well over 100 years of successful experience, we do not have P&Ls for the 
past 2 years. We do have impressive examples of relevant work done by our members. Under 
this scenario, are we eligible for serious consideration for RFP 3147? 


  
The State welcomes all potential solutions in response to an RFP.  


  
7. What, if any, and how effective, has the interaction been with the Native American Tribes 


cohort in new enrollments, renewals and outreach over the past year (2012-2013)? 
  


The Silver State Health Insurance Exchange (SSHIX) has a tribal liaison that meets and 
communicates with the tribes on a monthly basis.  SSHIX also facilitates presentations and 
outreach at various American Indians/Alaskan Natives functions and conferences.  
American Indians/Alaskan Natives have many exemptions that make outreach unique.  See 
information on American Indians/Alaskan Natives at http://HealthCare.gov.    


   
8. How satisfied are you with the current incumbent with regard to deliverability, response and 
 overall client expectations? 
 


This information is unavailable. 
   
9. What are the projected/forecasted new and renewal enrollment figures for the next three years 
 (2015, 2016, 2017)? 
 


This information is undetermined. 
   
10. What is the current added value you receive on paid media? What is your expectation for added 
 value? 
 


See marketing updates and reports in Board meeting minutes/agenda items found here: 
http://exchange.nv.gov/Meetings/Board_Meetings/ 
  
This information is undetermined.  Estimations will be reviewed if included in your proposal.    


   
11. What is the current market awareness of the Silver State Health Insurance Exchange? How do 
 you currently do pre- and post-campaign awareness? 
  


All prior awareness studies and pre- and post- campaign surveys can be found in our public 
Board meeting minutes and agenda items found here: 
http://exchange.nv.gov/Meetings/Board_Meetings/ 


  
12. Could you please share a list and examples of the current brand and marketing materials? 
  


Examples of brand and marketing materials can be found in our public Board meeting 
agenda items found here: http://exchange.nv.gov/Meetings/Board_Meetings/.  
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13. Are you planning to create new messaging and marketing/advertising materials or use existing 
 elements (i.e. TV spots, radio spots, mailers, etc.)? 
 


All options will be considered. 
   
14. In terms of ROI, what were the three most effective tactics/efforts from the previous campaign? 
 


All prior awareness studies and pre- and post- campaign surveys can be found in our public 
Board meeting minutes and agenda items found here: 
http://exchange.nv.gov/Meetings/Board_Meetings/ 


  
15. In terms of ROI, what were the three least effective tactics/efforts from the previous campaign? 
  


All prior awareness studies and pre- and post- campaign surveys can be found in our public 
Board meeting minutes and agenda items found here: 
http://exchange.nv.gov/Meetings/Board_Meetings/ 


  
16. In terms of the website, what is the current hosting arrangement? Are you anticipating a re-
 design/creative re-skinning of the website? Who will manage content updates? 
  


The hosting of the website is not part of RFP or resulting contract.  Current design changes 
or content management will be handled by the current vendor. 


   
17. Is it possible for a vendor to respond to all three phases, but only be selected for one or two 
 phases? 
  


The State is not considering this option at this time.   
 
18. Page 9 number 6 of the RFP says to maintain the current identity of the SSHIX through the 
 existing brand. Would the board consider a brand refresh or any new creative concepts, or will 
 the agency be required to utilize all existing creative and branding materials?  
 


All options will be considered pending Board approval. 
   
19. Regarding: Special provisions are included in the ACA for Nevada’s Native American 


populations. Outreach and inclusion of all 27 federally recognized tribes in Nevada are 
requirements of this RFP (Page 4, Project Overview). Would you please further explain this 
requirement and capacity? 


  
See the answer to question #7. 


   
20. What were the strengths and weaknesses of the existing campaign? 
  


This information is unavailable. 
   
21. You had an option of renewing the contract with KPS3. Why did you not choose to renew? 
  


This information is unavailable.  
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22. What are the goals for 2015? 
  


See the answer to question #5. 
   
23. Would you consider an agency that represents a carrier on the exchange a conflict of interest? 
 


No. 
   
24. Will designated media spokespersons be available in all target areas? (Southern NV, Northern 


NV, rural NV etc.) 
  


The SSHIX utilizes its Executive Director, Communications Officer, and Navigators (as 
needed) to handle spokesperson duties across the state.  The SSHIX Communications Officer 
designates spokesperson responsibilities and timing as appropriate. 


   
25. Will Spanish-speaking spokespersons be available for media opportunities? 
  


SSHIX currently utilizes one of its Navigators as its Spanish-speaking spokesperson.  SSHIX 
does not have a Spanish-speaking spokesperson on staff. 


   
26. Is there an incumbent for this work? 
  


This information is unavailable.  
  
27. Who conducted the current target market study? Can potential bidders receive a copy of the 


current target market study? 
  


All prior awareness/target market studies and pre- and post- campaign surveys can be found 
in the Exchange’s public Board meeting minutes and agenda items found here: 
http://exchange.nv.gov/Meetings/Board_Meetings/ 


 
28. Is the funding amount $2.8 million over 2 years or $2.8 million per year for 2 years? 
 


The current funding amount designated for marketing is $2 million per year for state fiscal 
years 16 and 17. 


   
29. The RFP notes that the vendor is responsible for supporting the Exchange with 


recommendations for media buying (RFP p. 11 Section J). Are there additional dollars that the 
Exchange will be utilizing to make media buys or are the media buy funds limited to the $2.8 
million? 


 
See the answer to question #28. 


   
30. Can alternative strategies (RFP p. 14 section 3.4.2) be proposed in lieu of deliverables or do the 


alternative strategies need to be in addition to the deliverables? Are there additional funds 
available for the alternative strategies? 


 
The Exchange will evaluate any proposed strategies, whether in lieu of, or in addition to the 
deliverables.  There are no additional funds for alternative strategies. 
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31. Does the Exchange have target enrollment goals? 
  


This information is undetermined at this time. 
   
32. Does the Exchange have a target range for cost per touch for marketing and outreach? 
 


This information is undetermined.  
  
33. Does the Exchange have a list of parties/firms interested in subcontracting or partnering on this 


project? Can the Exchange publish this list? 
  


The Exchange enjoys partnerships with many community entities and will continue to look 
for new partnerships to assist with education and enrollment.  The Exchange does not have a 
published list of parties/firms interested in partnering.     


   
34. Does the scope of this contract include provisions for updates to the website or other 


technology investments to improve conversion rates or other key metrics?  If not, how do 
updates to the website get addressed? 


  
See the answer to question #16. 


 
35. What marketing platforms does the exchange currently use to execute their marketing? 
  


See the answer to question #1. 
 
36. Will you be publishing results of what worked and did not from last year’s education and 


outreach efforts? 
 


The current vendor will provide a post-campaign report at the conclusion of current year 
open enrollment. 


 
 
 
 
ALL ELSE REMAINS THE SAME FOR RFP 3147. 


 
 


Vendor must sign and return this amendment with proposal submitted. 
 


Vendor Name: Penna Powers 


Authorized Signature:  
Title: Partner/CEO Date:  


 
 
 
 
 


This document must be submitted in the “State 
Documents” section/tab of vendors’ technical proposal. 
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ATTACHMENT A – CONFIDENTIALITY AND CERTIFICATION OF INDEMNIFICATION 
 
Submitted proposals, which are marked “confidential” in their entirety, or those in which a significant portion of the submitted 
proposal is marked “confidential” will not be accepted by the State of Nevada.  Pursuant to NRS 333.333, only specific parts 
of the proposal may be labeled a “trade secret” as defined in NRS 600A.030(5).  All proposals are confidential until the 
contract is awarded; at which time, both successful and unsuccessful vendors’ technical and cost proposals become public 
information.   
 
In accordance with the Submittal Instructions of this RFP, vendors are requested to submit confidential information in separate 
binders marked “Part I B Confidential Technical” and “Part III Confidential Financial.” 
 
The State will not be responsible for any information contained within the proposal.  Should vendors not comply with the 
labeling and packing requirements, proposals will be released as submitted.  In the event a governing board acts as the final 
authority, there may be public discussion regarding the submitted proposals that will be in an open meeting format, the 
proposals will remain confidential.  
 
By signing below, I understand it is my responsibility as the vendor to act in protection of the labeled information and agree to 
defend and indemnify the State of Nevada for honoring such designation.  I duly realize failure to so act will constitute a 
complete waiver and all submitted information will become public information; additionally, failure to label any information 
that is released by the State shall constitute a complete waiver of any and all claims for damages caused by the release of the 
information. 
 
This proposal contains Confidential Information, Trade Secrets and/or Proprietary information as defined in Section 2 
“ACRONYMS/DEFINITIONS.”  
 
Please initial the appropriate response in the boxes below and provide the justification for confidential status. 
 


Part I B – Confidential Technical Information 
YES  NO  


Justification for Confidential Status 
 


 


A Public Records CD has been included for the Technical and Cost Proposal 
YES  NO (See note below)  


Note:  By marking “NO” for Public Record CD included, you are authorizing the State to use the “Master CD” for 
Public Records requests. 


 


Part III – Confidential Financial Information 
YES  NO  


Justification for Confidential Status 
 


 
  
Company Name  
    


Signature    
    
    
Print Name   Date 
 


  
This document must be submitted in Tab IV of vendor’s technical proposal 


Penna Powers


Chuck Penna 1/20/15
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ATTACHMENT C – VENDOR CERTIFICATIONS 
 
Vendor agrees and will comply with the following: 
 
(1) Any and all prices that may be charged under the terms of the contract do not and will not violate any existing federal, State 


or municipal laws or regulations concerning discrimination and/or price fixing.  The vendor agrees to indemnify, exonerate 
and hold the State harmless from liability for any such violation now and throughout the term of the contract. 


 
(2) All proposed capabilities can be demonstrated by the vendor. 
 
(3) The price(s) and amount of this proposal have been arrived at independently and without consultation, communication, 


agreement or disclosure with or to any other contractor, vendor or potential vendor. 
 
(4) All proposal terms, including prices, will remain in effect for a minimum of 180 days after the proposal due date.  In the case 


of the awarded vendor, all proposal terms, including prices, will remain in effect throughout the contract negotiation process. 
 
(5) No attempt has been made at any time to induce any firm or person to refrain from proposing or to submit a proposal higher 


than this proposal, or to submit any intentionally high or noncompetitive proposal.  All proposals must be made in good faith 
and without collusion. 


 
(6) All conditions and provisions of this RFP are deemed to be accepted by the vendor and incorporated by reference in the 


proposal, except such conditions and provisions that the vendor expressly excludes in the proposal.  Any exclusion must be 
in writing and included in the proposal at the time of submission. 


 
(7) Each vendor must disclose any existing or potential conflict of interest relative to the performance of the contractual services 


resulting from this RFP.  Any such relationship that might be perceived or represented as a conflict should be disclosed.  By 
submitting a proposal in response to this RFP, vendors affirm that they have not given, nor intend to give at any time 
hereafter, any economic opportunity, future employment, gift, loan, gratuity, special discount, trip, favor, or service to a 
public servant or any employee or representative of same, in connection with this procurement.  Any attempt to intentionally 
or unintentionally conceal or obfuscate a conflict of interest will automatically result in the disqualification of a vendor’s 
proposal.  An award will not be made where a conflict of interest exists.  The State will determine whether a conflict of 
interest exists and whether it may reflect negatively on the State’s selection of a vendor.  The State reserves the right to 
disqualify any vendor on the grounds of actual or apparent conflict of interest. 


 
(8) All employees assigned to the project are authorized to work in this country. 
 
(9) The company has a written equal opportunity policy that does not discriminate in employment practices with regard to race, 


color, national origin, physical condition, creed, religion, age, sex, marital status, sexual orientation, developmental disability 
or handicap.   


 
(10) The company has a written policy regarding compliance for maintaining a drug-free workplace. 
 
(11) Vendor understands and acknowledges that the representations within their proposal are material and important, and will be 


relied on by the State in evaluation of the proposal.  Any vendor misrepresentations shall be treated as fraudulent 
concealment from the State of the true facts relating to the proposal. 


 
(12) Vendor must certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above. 
 
(13) The proposal must be signed by the individual(s) legally authorized to bind the vendor per NRS 333.337. 
 
  
Vendor Company Name  
    


Vendor Signature    
    
Print Name   Date 
  


This document must be submitted in Tab IV of vendor’s technical proposal 


Penna Powers


Penna Powers 1/20/15
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December 15, 2014


Attn: MARCY TROESCHER
STATE OF NEVADA
515 E MUSSER ST., SUITE 300
CARSON CITY NV 89701


CERTIFICATE OF INSURANCE


This will certify that:


PENNA POWERS BRIAN HAYNES
1706 S MAJOR ST
SALT LAKE CITY UT 84115


Policy Number 1448117


has an active Workers Compensation and Employers Liability policy in
accordance with the provisions of the Utah Workers Compensation Act
for the period 10/1/2014 to 10/1/2015 at 12:01 A.M.


If the policy is cancelled prior to the policy expiration date of
10/1/2015 you will be notified.


Employer's Liability:


Each Accident:            1,000,000
Disease - Policy Limit:   1,000,000
Each Employee:            1,000,000


Job Reference:


(A job-site location is the only valid entry in this section. Any other
language or representation is invalid and in no way extends or alters
the coverage issued.)


STATE OF NEVADA


This certificate is issued as a matter of information only and
confers no rights upon the certificate holder. This certificate
does not affirmatively or negatively amend, extend or alter the
coverage by the policy. This certificate of insurance does not
constitute a contract between the issuing insurer, authorized
representative or producer, and the certificate holder.
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DATE (MM/DD/YYYY)CERTIFICATE OF LIABILITY INSURANCE
THIS CERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER(S), AUTHORIZED
REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.
IMPORTANT: If the certificate holder is an ADDITIONAL INSURED, the policy(ies) must be endorsed. If SUBROGATION IS WAIVED, subject to
the terms and conditions of the policy, certain policies may require an endorsement. A statement on this certificate does not confer rights to the
certificate holder in lieu of such endorsement(s).


CONTACTPRODUCER NAME:
FAXPHONE
(A/C, No):(A/C, No, Ext):


E-MAIL
ADDRESS:


INSURER(S) AFFORDING COVERAGE NAIC #


INSURER A :
INSURED INSURER B :


INSURER C :


INSURER D :


INSURER E :


INSURER F :


COVERAGES CERTIFICATE NUMBER: REVISION NUMBER:
THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED ABOVE FOR THE POLICY PERIOD
INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLICIES DESCRIBED HEREIN IS SUBJECT TO ALL THE TERMS,
EXCLUSIONS AND CONDITIONS OF SUCH POLICIES. LIMITS SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.


ADDL SUBRINSR POLICY EFF POLICY EXPTYPE OF INSURANCE LIMITSPOLICY NUMBERLTR (MM/DD/YYYY) (MM/DD/YYYY)INSR WVD
GENERAL LIABILITY EACH OCCURRENCE $


DAMAGE TO RENTED
COMMERCIAL GENERAL LIABILITY $PREMISES (Ea occurrence)


CLAIMS-MADE OCCUR MED EXP (Any one person) $


PERSONAL & ADV INJURY $


GENERAL AGGREGATE $


GEN'L AGGREGATE LIMIT APPLIES PER: PRODUCTS - COMP/OP AGG $
PRO- $POLICY LOCJECT


COMBINED SINGLE LIMITAUTOMOBILE LIABILITY (Ea accident) $
BODILY INJURY (Per person) $ANY AUTO


ALL OWNED SCHEDULED BODILY INJURY (Per accident) $AUTOS AUTOS
NON-OWNED PROPERTY DAMAGE $HIRED AUTOS (Per accident)AUTOS


$


UMBRELLA LIAB EACH OCCURRENCE $OCCUR
EXCESS LIAB CLAIMS-MADE AGGREGATE $


$DED RETENTION $
WC STATU- OTH-WORKERS COMPENSATION


TORY LIMITS ERAND EMPLOYERS' LIABILITY Y / N
ANY PROPRIETOR/PARTNER/EXECUTIVE E.L. EACH ACCIDENT $N / AOFFICER/MEMBER EXCLUDED?
(Mandatory in NH) E.L. DISEASE - EA EMPLOYEE $
If yes, describe under


E.L. DISEASE - POLICY LIMIT $DESCRIPTION OF OPERATIONS below


DESCRIPTION OF OPERATIONS / LOCATIONS / VEHICLES  (Attach ACORD 101, Additional Remarks Schedule, if more space is required)


CERTIFICATE HOLDER CANCELLATION


SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCELLED BEFORE
THE EXPIRATION DATE THEREOF, NOTICE WILL BE DELIVERED IN
ACCORDANCE WITH THE POLICY PROVISIONS.


AUTHORIZED REPRESENTATIVE


© 1988-2010 ACORD CORPORATION.  All rights reserved.
The ACORD name and logo are registered marks of ACORDACORD 25 (2010/05)


PENNA-1 OP ID: SJW


12/15/2014


Phone: 801-272-8468
Sentry West Insurance Services
3860 South 2300 East
P.O. Box 9289
Salt Lake City, UT 84109-0289
Craig R. Crockett


Fax: 801-277-3511 801-277-3511
eoi@sentrywest.com


Travelers Indemnity Co of CT
Travelers Cas. Ins Co of Amer 19046Penna Powers


1706 S Major St
Salt Lake City, UT 84115 Travelers Cas & Sur Co of Am 19038


2,000,000
A X 680-8E997523-14-42 11/12/2014 11/12/2015 300,000


X 5,000
C X Errors&Omissions 0105524113 11/12/2014 11/12/2015 2,000,000


E&O Agg. $2M 4,000,000
4,000,000


X E&O PER O 1,000,000
1,000,000


B X BA-8E999854-14 11/12/2014 11/12/2015


X X


A Employee Benefits 680-8E997523-14-42 11/12/2014 11/12/2015 2,000,000
A EmployeeDishonesty 680-8E997523-14-42 11/12/2014 11/12/2015 Crime 25,000


Blanket additional insureds and blanket waiver of subrogation for general
liability Form #'s CGD1050494 & CGD1861103, and commercial auto Form #'s
CAT3400808 & CAT4200710 Primary & Non-Contributory Form#CGD0370405
*E&O retro date 11/12/2010


STATE03


State of Nevada







COMMERCIAL GENERAL LIABILITY


THIS ENDORSEMENT CHANGES THE POLICY. PLEASE READ IT CAREFULLY.


BLANKET ADDITIONAL INSURED OWNERS, LESSEES
OR CONTRACTORS


This endorsement modifies insurance provided under the following:
COMMERCIAL GENERAL LIABILITY COVERAGE PART


PROVISIONS:
1. WHO IS AN INSURED (SECTION II) is amended in a written contract for this insurance to


to include as an insured any person or organiza- apply on a primary or contributory basis.
tion (called hereafter "additional insured") whom 3. This insurance does not apply:
you have agreed in a written contract, executed


a. on any basis to any person or organizationprior to loss, to name as additional insured, but
for whom you have purchased an Ownersonly with respect to liability arising out of "your
and Contractors Protective policy.work" or your ongoing operations for that addi-


tional insured performed by you or for you. b. to "bodily injury," "property damage," "per-
sonal injury," or "advertising injury" arising2. With respect to the insurance afforded to Addi-
out of the rendering of or the failure to rendertional Insureds the following conditions apply:
any professional services by or for you, in-


a. Limits of Insurance The following limits of cluding:
liability apply:


1. The preparing, approving or failing to
1. The limits which you agreed to provide; prepare or approve maps, drawings,


or opinions, reports, surveys, change or-
2. The limits shown on the declarations, ders, designs or specifications; and
whichever is less. 2. Supervisory, inspection or engineering


services.b. This insurance is excess over any valid and
collectible insurance unless you have agreed


CG D1 05 04 94 Copyright, The Travelers Indemnity Company, 1994. Page 1 of 1
Includes Copyrighted Material from Insurance Services Office, Inc.
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COMMERCIAL AUTO 


THIS ENDORSEMENT CHANGES THE POLICY. PLEASE READ IT CAREFULLY. 


AUTO COVERAGE PLUS ENDORSEMENT 


This endorsement modifies insurance provided under the following: 
BUSINESS AUTO COVERAGE FORM 


With respect to coverage provided by this endorsement, the provisions of the Coverage Form apply unless modi-
fied by the endorsement. 
GENERAL DESCRIPTION OF COVERAGE – This endorsement broadens coverage. However, coverage for any 
injury, damage or medical expenses described in any of the provisions of this endorsement may be excluded or 
limited by another endorsement to the Coverage Part, and these coverage broadening provisions do not apply to 
the extent that coverage is excluded or limited by such an endorsement. The following listing is a general cover-
age description only. Limitations and exclusions may apply to these coverages. Read all the provisions of this en-
dorsement and the rest of your policy carefully to determine rights, duties, and what is and is not covered. 
A. BLANKET ADDITIONAL INSURED 
B. EMPLOYEE HIRED AUTO 
C. EMPLOYEES AS INSURED 
D. SUPPLEMENTARY PAYMENTS – INCREASED 


LIMITS
E. TRAILERS – INCREASED LOAD CAPACITY 
F. HIRED AUTO PHYSICAL DAMAGE 
G. PHYSICAL DAMAGE – TRANSPORTATION 


EXPENSES – INCREASED LIMIT  


H. AUDIO, VISUAL AND DATA ELECTRONIC 
EQUIPMENT – INCREASED LIMIT 


I. WAIVER OF DEDUCTIBLE – GLASS 
J. PERSONAL EFFECTS 
K. AIRBAGS 
L. AUTO LOAN LEASE GAP 
M. BLANKET WAIVER OF SUBROGATION 


A. BLANKET ADDITIONAL INSURED 
The following is added to Paragraph A.1., Who Is 
An Insured, of SECTION II – LIABILITY COV-
ERAGE:
Any person or organization who is required under 
a written contract or agreement between you and 
that person or organization, that is signed and 
executed by you before the "bodily injury" or 
"property damage" occurs and that is in effect 
during the policy period, to be named as an addi-
tional insured is an "insured" for Liability Cover-
age, but only for damages to which this insurance 
applies and only to the extent that person or or-
ganization qualifies as an "insured" under the 
Who Is An Insured provision contained in Section 
II.


B. EMPLOYEE HIRED AUTO 
1. The following is added to Paragraph A.1.,


Who Is An Insured, of SECTION II – LI-
ABILITY COVERAGE:


 An "employee" of yours is an "insured" while 
operating a covered "auto" hired or rented 
under a contract or agreement in that "em-
ployee's" name, with your permission, while 


performing duties related to the conduct of 
your business. 


2. The following replaces Paragraph b. in B.5.,
Other Insurance, of SECTION IV – BUSI-
NESS AUTO CONDITIONS:
b. For Hired Auto Physical Damage Cover-


age, the following are deemed to be cov-
ered "autos" you own: 
(1) Any covered "auto" you lease, hire, 


rent or borrow; and 
(2) Any covered "auto" hired or rented by 


your "employee" under a contract in 
that individual "employee's" name, 
with your permission, while perform-
ing duties related to the conduct of 
your business. 


 However, any "auto" that is leased, hired, 
rented or borrowed with a driver is not a 
covered "auto". 


C. EMPLOYEES AS INSURED 
 The following is added to Paragraph A.1., Who Is 


An Insured, of SECTION II – LIABILITY COV-
ERAGE:


CA T4 20 07 10 © 2010 The Travelers Indemnity Company. All rights reserved. Page 1 of 3 
Includes copyrighted material of Insurance Services Office, Inc. with its permission. 







COMMERCIAL AUTO 


Any "employee" of yours is an "insured" while us-
ing a covered "auto" you don't own, hire or borrow 
in your business or your personal affairs. 


D. SUPPLEMENTARY PAYMENTS – INCREASED 
LIMITS
1. The following replaces Paragraph A.2.a.(2) of 


SECTION II – LIABILITY COVERAGE:
(2) Up to $3,000 for cost of bail bonds (in-


cluding bonds for related traffic law viola-
tions) required because of an "accident" 
we cover. We do not have to furnish 
these bonds. 


2. The following replaces Paragraph A.2.a.(4) of 
SECTION II – LIABILITY COVERAGE:
(4) All reasonable expenses incurred by the 


"insured" at our request, including actual 
loss of earnings up to $500 a day be-
cause of time off from work. 


E. TRAILERS – INCREASED LOAD CAPACITY 
 The following replaces Paragraph C.1. of SEC-


TION I – COVERED AUTOS:
1. "Trailers" with a load capacity of 3,000 


pounds or less designed primarily for travel 
on public roads. 


F. HIRED AUTO PHYSICAL DAMAGE 
The following is added to Paragraph A.4., Cover-
age Extensions, of SECTION III – PHYSICAL 
DAMAGE COVERAGE:
Hired Auto Physical Damage Coverage  


 If hired "autos" are covered "autos" for Liability 
Coverage but not covered "autos" for Physical 
Damage Coverage, and this policy also provides 
Physical Damage Coverage for an owned "auto", 
then the Physical Damage Coverage is extended 
to "autos" that you hire, rent or borrow subject to 
the following: 
(1) The most we will pay for "loss" in any one 


"accident" to a hired, rented or borrowed 
"auto" is the lesser of: 
(a) $50,000; 
(b) The actual cash value of the damaged or 


stolen property as of the time of the 
"loss"; or 


(c) The cost of repairing or replacing the 
damaged or stolen property with other 
property of like kind and quality. 


(2) An adjustment for depreciation and physical 
condition will be made in determining actual 
cash value in the event of a total "loss". 


(3) If a repair or replacement results in better 
than like kind or quality, we will not pay for the 
amount of betterment. 


(4) A deductible equal to the highest Physical 
Damage deductible applicable to any owned 
covered "auto". 


(5) This Coverage Extension does not apply to: 
(a) Any "auto" that is hired, rented or bor-


rowed with a driver; or 
(b) Any "auto" that is hired, rented or bor-


rowed from your "employee". 
G. PHYSICAL DAMAGE – TRANSPORTATION 


EXPENSES – INCREASED LIMIT 
The following replaces the first sentence in Para-
graph A.4.a., Transportation Expenses, of 
SECTION III – PHYSICAL DAMAGE COVER-
AGE:
We will pay up to $50 per day to a maximum of 
$1,500 for temporary transportation expense in-
curred by you because of the total theft of a cov-
ered "auto" of the private passenger type. 


H. AUDIO, VISUAL AND DATA ELECTRONIC 
EQUIPMENT – INCREASED LIMIT 
Paragraph C.2.. Limit Of Insurance, of SEC-
TION III – PHYSICAL DAMAGE COVERAGE is 
deleted.


I. WAIVER OF DEDUCTIBLE – GLASS 
 The following is added to Paragraph D., Deducti-


ble, of SECTION III – PHYSICAL DAMAGE 
COVERAGE:


 No deductible for a covered "auto" will apply to 
glass damage if the glass is repaired rather than 
replaced. 


J. PERSONAL EFFECTS 
 The following is added to Paragraph A.4., Cover-


age Extensions, of SECTION III – PHYSICAL 
DAMAGE COVERAGE:
Personal Effects Coverage 
We will pay up to $400 for "loss" to wearing ap-
parel and other personal effects which are: 
(1) Owned by an "insured"; and 
(2) In or on your covered "auto". 
This coverage only applies in the event of a total 
theft of your covered "auto". 
No deductibles apply to Personal Effects cover-
age.


Page 2 of 3 © 2010 The Travelers Indemnity Company. All rights reserved. CA T4 20 07 10
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COMMERCIAL AUTO 
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K. AIRBAGS 
The following is added to Paragraph B.3., Exclu-
sions, of SECTION III – PHYSICAL DAMAGE 
COVERAGE:
Exclusion 3.a. does not apply to "loss" to one or 
more airbags in a covered "auto" you own that in-
flate due to a cause other than a cause of "loss" 
set forth in Paragraphs A.1.b. and A.1.c., but 
only:
a. If that "auto" is a covered "auto" for Compre-


hensive Coverage under this policy; 
b. The airbags are not covered under any war-


ranty; and 
c. The airbags were not intentionally inflated. 
We will pay up to a maximum of $1,000 for any 
one "loss".


L. AUTO LOAN LEASE GAP  
The following is added to Paragraph A.4., Cover-
age Extensions, of SECTION III – PHYSICAL 
DAMAGE COVERAGE:
Auto Loan Lease Gap Coverage for Private 
Passenger Type Vehicles 
In the event of a total "loss" to a covered "auto" of 
the private passenger type shown in the Schedule 
or Declarations for which Physical Damage Cov-
erage is provided, we will pay any unpaid amount 
due on the lease or loan for such covered "auto" 
less the following: 
(1) The amount paid under the Physical Damage 


Coverage Section of the policy for that "auto"; 
and


(2) Any: 
(a) Overdue lease or loan payments at the 


time of the "loss"; 
(b) Financial penalties imposed under a 


lease for excessive use, abnormal wear 
and tear or high mileage; 


(c) Security deposits not returned by the les-
sor; 


(d) Costs for extended warranties, Credit Life 
Insurance, Health, Accident or Disability 
Insurance purchased with the loan or 
lease; and 


(e) Carry-over balances from previous loans 
or leases. 


M. BLANKET WAIVER OF SUBROGATION 
The following replaces Paragraph A.5., Transfer 
Of Rights Of Recovery Against Others To Us, 
of SECTION IV – BUSINESS AUTO CONDI-
TIONS:
5. Transfer Of Rights Of Recovery Against 


Others To Us 
 We waive any right of recovery we may have 


against any person or organization to the ex-
tent required of you by a written contract exe-
cuted prior to any "accident" or "loss", pro-
vided that the "accident" or "loss" arises out of 
the operations contemplated by such con-
tract. The waiver applies only to the person or 
organization designated in such contract. 
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ATTACHMENT B – TECHNICAL PROPOSAL CERTIFICATION OF COMPLIANCE 
WITH TERMS AND CONDITIONS OF RFP 


 
I have read, understand and agree to comply with all the terms and conditions specified in this Request for 
Proposal.   
 


YES  I agree to comply with the terms and conditions specified in this RFP. 


 


NO  I do not agree to comply with the terms and conditions specified in this RFP. 


 
If the exception and/or assumption require a change in the terms in any section of the RFP, the contract, 
or any incorporated documents, vendors must provide the specific language that is being proposed in the 
tables below.  If vendors do not specify in detail any exceptions and/or assumptions at time of proposal 
submission, the State will not consider any additional exceptions and/or assumptions during negotiations.   
 
  
Company Name  
    


Signature    
    
    
Print Name   Date 
 
 


Vendors MUST use the following format.  Attach additional sheets if necessary. 
 


EXCEPTION SUMMARY FORM 


EXCEPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


EXCEPTION 
(Complete detail regarding exceptions must be 


identified) 
    


    


    


 
 


ASSUMPTION SUMMARY FORM 


ASSUMPTION # RFP SECTION 
NUMBER 


RFP  
PAGE NUMBER 


ASSUMPTION 
(Complete detail regarding assumptions must 


be identified) 
    


    


    


 
  This document must be submitted in Tab V of vendor’s technical proposal 


Penna Powers


Chuck Penna 1/20/15


Not Applicable


Not Applicable
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SCOPE OF WORK


SCOPE OF WORK
The Silver State Health Insurance Exchange expects this project not to exceed $2.8 million, and to encompass three 
(3) phases: 1) Target Market Validation and Analysis; 2) Education Campaign; 3) Enrollment Campaign.


3.1 PHASE 1 – TARGET MARKET VALIDATION AND ANALYSIS
Phase 1 of the project is anticipated to begin on or about April 14, 2015.  Production of deliverables should be 
completed and ready for use and/or broadcast on a date to be specified by the Exchange, although the Exchange 
will look to the expertise of the selected vendor to consult on start dates and durations of campaigns.


3.1.1 DELIVERABLES
3.1.1.1 MARKET VALIDATION


A. Validate and advise on the known target market, identifying additional opportunities, including population 
segments that could access health insurance coverage through Nevada Health Link. 


Nevada’s population as of July 1, 2013 was estimated at 2,790,136. In 2010, 
according to the US Census Bureau, there were 591,420 uninsured Nevadans. 
In context, this means that roughly 27% of Nevada residents between the ages 
of 18 and 64 are uninsured. For comparison, the national average is only 
20.5%.  Moreover, within this group of uninsured nonelderly Nevada residents, 
279,000 were eligible for subsidized insurance through the Exchange.


The Kaiser Family Foundation State Health Facts reported similar statistics 
for Nevada. Their report estimated that the nonelderly population in the 
State of Nevada was 2.3 million in 2010. Regarding this group of people, The 
Foundation claimed that 23% are uninsured, compared to 18% nationally.


Furthermore, Nevada has a disproportionate share of uninsured young adults aged 18 to 34. Approximately 
224,640, or 40%, of Nevada’s uninsured population are in this age range. Nevada’s trend toward lack of insurance 
also extends to children. 17.8%, or 112,386 children aged 17 and under in Nevada, are uninsured. This is more 
than twice the national average of 8.5%.


Targeting a Multigenerational and Multicultural Marketplace
According to the US Census Bureau, in 2010, there were 591,420 uninsured Nevadans. Based upon the overall 
state population, one in five Nevadans are uninsured. Additional statistics:
 • 27% of residents between the ages of 18 and 64, or 445,000 people, are uninsured compared to 20.5% 


nonelderly nationally
 • 45% or 260,000 of the uninsured are disproportionately Hispanic
 • 17.8% of Nevada children or 112,386 are uninsured which is more than twice the national average of 8.5%


Campaign efforts will be targeted based upon geographic splits, demographic and psychographic profile clusters 
and other attributes verified through market validation. Currently, estimates of Nevada’s uninsured population 
are primarily based in the following counties:
 • 72.3% live in Clark County
 • 16% live in Washoe county


279,000 Nevadans 
were eligible 
for subsidized 
insurance through 
the Exchange.
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 • 11% live in all other counties in Nevada
According to the 2013 population data reported by 
the Las Vegas Convention and Visitors Authority and 
the 2007 Reno Tahoe Visitors Profi le, the Nevada city 
and county population segments are geographically 
distributed as refl ected in the adjacent chart.


Clark County’s uninsured, like Clark County’s overall 
population, includes a higher percentage of Spanish-
only speakers, fewer native-born U.S. citizens, more 
foreign-born residents and more non-U.S. citizens. 
This population would benefi t from an integrated 
marketing approach including social engagement, 
on-the-go mobile and social media marketing, and 
hyper-localized outreach efforts.


B. Analyze the existing target market study and validate market segments based on information compiled by the 
Exchange including, but not limited to, the following:


1. Analyze the target audiences that are expected to enroll in health care coverage through the Exchange;  


The primary target audiences include the Young Invincible Millennial and Generation X, with the secondary 
target audience being the Hispanic market. Both target audiences include families with young children. Tertiary 
markets include Young Boomers, Boomers, Subsidized Participants, Native American Tribes and Small Business 
Owners.


While the majority (60%) of uninsured Nevadans are under the age of 35, some 45%, or 260,000 of this 
demographic is disproportionately Hispanic. This statistic includes children, which comprise over 112,386 
uninsured residents.


Young Invincibles/Millennials (1980 to 2000)
Detached from Institutions, Networked with Friends


Nevada has an unequal share of young adults aged 18 to 34 without health insurance. Approximately 224,640. 
representing 40% of Nevada’s uninsured population, are in this age category.


Despite struggling to fi nd jobs, about nine-in-ten Young 
Invincibles/Millennials say that they currently have 
enough money or that they will eventually meet their 
long-term fi nancial goals. At the moment, 37% of 18- to 
29-year-olds are unemployed or out of the workforce. 


 • 60% of uninsured Nevadans are under the age 35
 • They are more ethnically and racially diverse than 


   older adults
 • Millenials embrace multiple modes of self-expression
   o Three-quarters have created a profi le on a   


      social networking site
   o One-in-fi ve have posted a video of themselves online
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Hispanic Market (Multigenerational)
A Specific and Highly Localized Target Market


Hispanics are largely uninsured in Nevada and represent 45% of the State’s uninsured population. Targeting 
some 260,000 uninsured Hispanic residents requires tactical marketing and outreach specific to the Hispanic 
culture and acculturation traits.
 • The Hispanic market is projected to grow 167% from 2010 to 2050 compared to 42% for the 


overall population
 • Hyper-local marketing is critical because Hispanic interactions with brands and channels are vastly 


different by age, market and level of acculturation (adapting, borrowing traits and the merging of cultures)
 • They prefer on-the-go consumption with high levels of internet access and usage, including social media


Generation X (1965 to 1978) - The Sandwich Generation
Rising Financial Burdens for Middle-Aged Americans


Up to 35% of Nevada’s uninsured population are Gen X’ers. The Sandwich Generation – defined as those who 
have a living parent age 65 or older and are either raising a child under age 18 or supporting a grown child. 
These work/life balancers are burdened with the responsibilities of middle-aged Americans, coupled with the 
increasing financial dependence of their growing children, grown children or elderly parents. 
 • Nearly half (47%) of adults in their 40s and 50s have a parent age 65 or older and are either raising 


a young child or financially supporting a grown child (age 18 or older)
 • About one-in-seven middle-aged adults (15%) provide financial support to both an aging parent and 


a child
 • Three-in-ten Hispanic adults (31%) have a parent age 65 or older and a dependent child. This 


compares with 24% of whites and 21% of blacks


Boomers (1946 to 1964) - Bobo Culture (Bourgeois Bohemian)
Make it easier for me to get to the doctor, to buy my food, to understand financial reform and healthcare. If 
marketers are looking for a keyword…it’s going to be simplicity.


Facing later life with less money and less free time than they may have envisioned, Boomers comprise roughly 
one-quarter of the population, and represent up to 25% of Nevada’s uninsured population. The Bobo culture is 
becoming empty nesters, caring for elderly parents and having grandchildren. Boomers are often characterized 
by working longer hours, being involved in multiple marriages and going back to school in order to stay current 
with changing times.
 • Have children and stepchildren living under the same roof
 • Raise grandchildren and carrying the financial burden
 • Have some $3 trillion in buying power, yet less than 5% of ad dollars are targeted to adults 35-64


2. Analyze the varying economic profiles of Exchange customers;


Economic Factors
While uninsured residents working in the hospitality and arts trades represent the largest segment of Nevada’s 
working uninsured population (26.5%), other professional management, administrative, retail, educational, 
health and social service classifications are equally represented among the uninsured. However, Nevada’s 
uninsured have a lower average income than the overall population with a median household income (MHHI) in 
2009 of $32,004 compared to $53,230 MHHI among the insured. Additional factors include transiency, housing 
and fluctuations in tourism and travel, all of which have a direct effect on our residents.
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Audience
 • Uninsured/underinsured individuals
  o Low income individuals/families
 • Less than $18,000 median income
 • Average $32,000 median HHI
 • High school education or lower, small percentage of college graduates
 • High unemployment rate
 • Transiency


Segments
 • Young Invincible Millennials
  o Aged 18 – 34, skewing male, fewer health issues, high unemployment rate, digitally/social media savvy
 • Generation X
  o Aged 35 – 49, supporting a family, possibly a parent; financially burdened
 • Baby Boomers
  o Aged 50 – 68, increased health issues, not digitally savvy
 • Hispanic
  o Digital/social media savvy, younger population tends to be bilingual
 • Native Americans
  o Supporting a family
 • Small businesses
  o Less than 50 employees, many Hispanic owned


Penna Powers will undertake a market analysis and validation summary to determine the best possible 
awareness, education and enrollment strategy for the Exchange.


3. Validate and adjust, if applicable, the locations where the Exchange’s customers live within the State;


Primary geographic targets include Clark County, which represents more than 72% of uninsured residents in 
the state of Nevada, and Washoe County, which represents 16% of the total uninsured population. Based upon 
market validation and customer profile analyses, segmented marketing tactics, campaigns and outreach 
efforts will target uninsured residents in Clark County, Washoe County, as well as other outlying areas  
and geographic segments.


4. Analyze the categorization of customers’ perceptions of health insurance, including customers’ perceptions of 
government programs to assist in the purchase of health insurance;


According to the Henry J. Kaiser Family Foundation, millions of people in the United States go without 
health insurance each year. Because Medicare insures nearly all of the elderly, most uninsured Americans are 
nonelderly (below age 65). A majority of the nonelderly receive their health insurance as a job benefit, but 
not everyone has access to or can afford this type of coverage. Together, Medicaid and the Children’s Health 
Insurance Program (CHIP) fill in gaps in the availability of coverage for millions of low-income people, in 
particular, children. However, Medicaid eligibility for adults remains limited in some states, and few people can 
afford to purchase coverage on their own without financial assistance.


The gaps in our health insurance system affect people of all ages, races, ethnicities and income levels; however, 
those with the lowest incomes face the greatest risk of being uninsured. Being uninsured affects people’s access 
to needed medical care and their financial security. The access barriers facing uninsured people mean they 
are less likely to receive preventive care, are more likely to be hospitalized for conditions that could have been 
prevented, and are more likely to die in the hospital than those with insurance. The financial impact also can be 
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severe. Uninsured families often struggle fi nancially to meet basic needs and medical bills can quickly lead to 
medical debt. (Dec 05, 2014 | Melissa Majerol, Vann Newkirk, and Rachel Garfi eld)
 
5. Make suggested modifi cations on all of the above as an outcome of the analysis


Market validation ensures the target markets are accurately segmented to account for population growth, 
transiency and attrition as well as any fl uctuation in the number of uninsured resulting from the State’s 
transition to the Federal Government Exchange.


A refreshed market analysis provides us with the opportunity to project population, lifecycle and consumer data 
while identifying, targeting and converting uninsured residents.
  
Consumer segmentation provides us with an opportunity to cluster household-level segments based upon specifi c 
consumer behaviors and demographic characteristics.


Targeting specifi c audiences with the propensity to purchase aligns tactical campaigns with the target audience 
and helps to increase media mix valuation, improve retention, increase share of wallet, and provides a scalable 
quality approach to growing the campaign.
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6. Maintain the current identity of the Silver State Health Insurance Exchange by utilizing the existing brand.


Penna Powers has both the experience and the commitment needed to improve the existing brand and website. 
By developing compelling and concise brand stories, the customer will be able to embrace the features, 
advantages and benefits of being insured and move past the barriers of purchase.


Targeting specific demographic and psychographic population clusters with high-impact, targeted messaging, 
we can speak directly to the customer in their voice, amid their community. This will build awareness and 
engagement, and helps educate the customer on the essential health benefits of insurance.


Consumers are often overwhelmed with the amount of information associated with purchasing insurance. 
Coupled with the cost barrier to purchase faced by most uninsured, marketing tactics must simplify the 
approach and provide consumers with an easy and step-by-step process which takes the risk and fear out of 
purchasing insurance.


3.2 PHASE 2 – EDUCATION CAMPAIGN
Phase 2 of the project is expected to begin on a date specified by the Exchange.  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 a date specified by the Exchange.  
The campaign will run through October 6, 2015.


Education campaigns are about more than just seeing a message — the information must be easy to understand 
and retain. Penna Powers has a vast understanding of educating the public on topics varying from Medicare 
Part D to getting H1N1 vaccinations for Flu Fighters. 


The complexity of the message, and whether or not the target audience is familiar with the message, all play a 
part in determining the duration of a campaign. Penna Powers will provide guidance on the best start dates for 
all suggested strategies and tactics to ensure goals and objectives are surpassed.


3.2.1 Deliverables
The selected vendor will design a creative, flexible, cost-effective, and integrated marketing and outreach 
campaign aimed at reaching target audiences.  This campaign will communicate the benefits of accessing health 
insurance coverage through the Exchange, as well as the Qualified Health Plans made available through the 
Exchange.


For more than a quarter of a century, Penna Powers has seen its integrated marketing capabilities evolve with 
changes in media options. Though we still produce high-end TV, radio spots, print ads, direct mail, outdoor 
bulletins, billboards and transit, we understand and regularly implement newer media such as digital content 
and online rich-media. We also keep up with non-traditional creative trends, like floor graphics, gas pump 
squawkers and pump tops.


By combining what we know about the brand, insights about the audience and the client’s goals, we’ll bring 
our team together — representing all communication disciplines from advertising, PR, social media, public 
involvement, creative and digital — to develop strategies and tactics for each identified target audience. We 
will create a big idea that serves as the campaign’s strategic road map. All executions stem from this big idea to 
bring consistency and power to the client’s message. We develop this plan for every client and project we work 
on at Penna Powers, using it as a measuring stick for the effectiveness of our marketing and communication 
programs. The steps in developing a strategic plan are illustrated in the following graphic.
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3.2.1.1 EXCHANGE RECOGNITION CAMPAIGN
The Silver State Health Exchange’s Education Campaign will be comprised of, but not limited to, television, radio, 
outdoor, and other media as suggested by the selected vendor.  Proposing vendors will be required to submit a 
media plan that details the integrated campaign’s goals, strategies, and expectations; 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: 


Penna Powers is no stranger to education campaigns. From educating on the dangers of texting while driving 
to informing on the health hazards and toxins that come from burning wood, we know we’re not trying to sell a 
product — we’re trying to change thoughts and beliefs, that will ultimately change behavior. Account managers 
work with our media and creative departments to carefully craft strategic plans with proposed media tactics, 
campaign timing, estimated impressions, and goals — which help shape our campaign. We then review the 
plan with our clients to ensure our proposals are clear and understood, and route for the appropriate approvals 
before moving forward.


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


The education campaign will help individual consumers, families and small business owners understand that 
the Silver State Health Insurance Exchange was created in accordance with the Affordable Care Act, and exists 
to fulfi ll the mission of making health insurance more accessible for all Nevadans. While the transition from a 
freestanding state-based marketplace to the federal platform may have impacted the way Nevadans view the 
Exchange, Penna Powers will work to restore consumer faith and trust in the Exchange through the education 
marketing campaign and outreach efforts.


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


The campaign will continue to reinforce that the Exchange is an easy-to-use online marketplace and one-stop 
insurance shopping destination which helps Nevadans to navigate health insurance plans, to determine if they 
are eligible for federal subsidies and to select an insurance policy that best fi ts the needs of themselves and their 
families. The campaign will also promote awareness of the free in-person and by-phone assistance from licensed 
agents that’s available to anyone having diffi culty enrolling.


C. Publicize the services and information available through the Exchange using appropriate resources like 
electronic media, publications, and others.


Sound communication strategy is the product of Penna Powers’ media department. We understand the strengths 
and weaknesses of each medium and exploit both in your favor. There is no longer merely “old” and “new” 
media—only “watch” and “engage.” Through carefully selected media channels, we’ll communicate to potential 
customers with a message that resonates, and then invite them to act.


3.2.1.2 Educational Promotion
The Educational Promotion will provide necessary information to Nevada’s citizens.  Proposals should include 
reasons why individuals should purchase, enroll, or re-enroll in health insurance coverage.  At a minimum the 
reasons should:
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Simplifying a message without sacrificing any of the details is an art, and one that Penna Power has mastered. 
We carefully plan the proper amount of information for specific delivery channels and times during the 
campaign. This is key to education, recognition and retention. In addition to the creative referenced in our draft 
work plan in section 3.4.2.7, we’ll use a combination of infographics and video in conjunction with written 
content to help educate audiences quickly and effectively. 


A. Describe the barriers to enrolling in health insurance coverage in Nevada;


Enrollment barriers have posed problems for years in the insurance world. While some barriers were done away 
with the implementation of the Affordable Care Act, new ones have undoubtedly risen in their place. Research 
conducted in Colorado, New Mexico and nationwide included the following barriers in their reports, which can 
be applied to Nevada as well:
 • Cost
 • Language or literacy barriers
 • Confusion or misinformation regarding the program
 • Mistrust in the government or exchange system
 • Limited access to resources (internet, transportation, etc.)
 • Lack of documentation needed to enroll (identification cards, birth certificates, social security cards, etc.)
 • Feeling overwhelmed or anxious about the vast information and seemingly complicated process


B. Describe Nevada Health Link as the solution to overcoming those barriers, and obtain better health through 
preventive services, as well as financial peace of mind;


Nevada Health Link makes a seemingly overwhelming and complicated process easy. Our campaign will 
highlight the simple enrollment process, the subsidies and cost reductions available, as well as the importance of 
being proactive with health, instead of reactive. We will emphasize key facts that resonate with the target and 
change the way they think about insurance, such as the following from the Kaiser Family Foundation:
 • The uninsured receive less preventive care and recommended screenings than the insured, and are at 


higher risk for preventable hospitalizations and for missed diagnoses of serious health conditions
 • Almost 40% of uninsured adults have outstanding medical bills


C. Describe the Qualified Health Plans that are available for enrollment or purchase through the Exchange; 


Because health insurance terms and policies can be technical, unfamiliar and somewhat confusing to 
the average consumer, Penna Powers will ensure that our messaging about these plans is as simple and 
straightforward as possible. We will make sure that Nevadans can easily understand all available options in a 
clear and concise way.


Our messaging will inform consumers that the Qualified Health Plans available for enrollment or purchase 
through the Exchange are categorized into five groups: platinum, gold, silver, bronze and catastrophic. 
Platinum plans typically have the highest monthly premiums, but also have a 90% actuarial value – meaning 
the insurance company will cover the majority of your actual medical bills. Catastrophic plans have the lowest 
monthly costs, but also have the lowest actuarial value – the insurance companies will cover less than 60% of 
medical bills.
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Plans are available through the following insurance carriers:
Medical
Anthem
Health Plan of Nevada
Nevada Health Co-Op
Prominence Health Plan
Assurant Health


Stand-Alone Dental
Alpha
Anthem
Delta
Dentegra
Nevada Dental Benefits
Guardian
Premier
Access
Best Life
Liberty


Finally, Nevada Health Link also provides information for those who are eligible to enroll in subsidized health 
plans through HealthCare.gov, Medicaid, and Nevada Check Up.


D. Describe the availability of the SHOP and benefit to business owners that participate in the program; 


Small business owners in Nevada (with 50 employees or less) have the option to participate in the Small 
Business Health Options Program (SHOP) marketplace on HealthCare.gov, to find and purchase the appropriate 
health insurance for their employees. While securing health insurance plans for their employees is not federally 
required–meaning there’s no tax penalty for small business owners that do not enroll – our education campaign 
will promote the advantages of doing so: offering a benefits package will attract qualified future hires and keeps 
existing employees happy and healthy.


E. Describe why health insurance coverage is more affordable through the Exchange.  The description should 
include, but not be limited to information on the following;


Because cost is the primary barrier for enrollment, affordability needs to be a key component of our 
communication. Penna Powers will reiterate that health insurance is indeed more affordable when secured 
through the Exchange. And for those consumers who feel that they cannot afford health insurance, we’ll remind 
them that health insurance is actually something they can’t afford to live without.


1. Advance Premium Tax Credit;


Through the education campaign, consumers will learn that individuals and families with moderate incomes 
who purchase health insurance through the Exchange may qualify for Advance Premium Tax Credits, which 
lower monthly premium costs.
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2. Cost Sharing Reductions;


Consumers will also learn about cost sharing reductions, which are available to those who enroll in a silver 
health insurance plan through the Exchange and have an income below a certain level. We’ll also ensure 
members of federally recognized tribes understand that they may qualify for additional cost sharing discounts.


3. Coverage for employees of small businesses.


Messaging geared toward small business owners will advertise the health care tax credit that is available to 
small businesses which have 25 employees or fewer, an average employee salary of $50,000 or less, who pay at 
least 50% of their full-time employees’ premium costs and who offer coverage through the SHOP marketplace. 


F. Provide details of how, when, and where consumers may purchase a plan through the Individual Marketplace 
and SHOP;


All messaging in the education campaign will underline how consumers can enroll in health insurance through 
the Exchange online, over the phone or in person. Messaging will also include the critical information of where 
to enroll, meaning the web address, phone number and physical address where they can receive assistance. 
Finally, messaging will always highlight the enrollment period for individuals and families, and will point out 
that there is no designated open enrollment period for small business — they may enroll whenever they’d like.


G. Show how the Exchange’s customers will be able to take advantage of the Qualified Health Plans participating 
in the Individual Marketplace and SHOP;


The campaign will reiterate that if consumers don’t have insurance offered to them at work, and if they don’t 
qualify for Medicaid or Nevada Check Up, they can enroll in the Qualified Health Plans of the Exchange, and 
select an income-based insurance plan that best fits their needs and budget. We’ll remind them that Nevada 
Health Link is the only resource that can provide them with federal tax credits and subsidies and that the 
offered plans are high quality, regardless of the amount paid. Plus, no one can be denied — even those with  
pre-existing health conditions.


H. Explain what an Exchange Enrollment Facilitator is and show how they can help consumers;


For those who are having difficulty enrolling online or anyone that would like further guidance or assistance, 
the education campaign will assure consumers that they are not alone. Exchange Enrollment Facilitators, which 
consist of Navigator organizations, certified enrollment assisters and Certified Application Counselors, can 
assist Nevadans in the enrollment process over the phone and in person.


I. Educate the general public regarding the benefits of the Exchange and Qualified Health Plans by utilizing 
cost-effective media, including, but not limited to, public service announcements, print, radio, and television 
opportunities;


At Penna Powers, we understand the importance of using our client’s dollars effectively. Especially when those 
dollars are state dollars. We look at all available media and outreach opportunities and select the ones to be 
the most efficient and effective for each campaign. Please reference our draft work plan to see how we’ve cost-
effectively developed media strategies and tactics for the education campaign in section 3.4.2.7.
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J. 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; and      
     
If we can better engage customers through a contextual online medium, we’ll do it. If the target and message 
work better with television, we’ll do that. If the most optimal strategy involves mixing the two, then we’ll do that 
instead. The key is recognizing the target audience(s), how to most effectively and efficiently reach them and 
executing a relevant strategic plan. We will use the latest media research tools to eliminate the guessing from 
your campaign. While media planning and buying isn’t a completely scientific undertaking, we make sure that 
your plan has been thoroughly tried and tested for maximum effectiveness.
      
K. Explain the use of brokers/agents and how they can help consumers.


Brokers and agents provide the community with a pathway to becoming insured and can help individuals and 
employers with the application and enrollment process.


Licensed agents and brokers play a critical role in helping to educate consumers about the Health Insurance 
Marketplace during open enrollment. They may assist consumers in applying for Qualified Health Plans (QHPs) 
and insurance affordability programs at pop-up stores and outreach events.


3.2.1.3 MEDIA PLACEMENT PLAN
A.   Identify which media will be used for each segment of the population (in-person, print, television, radio, 
outdoor, sports marketing, internet, direct mail, and others).


The day of traditional mass media, where you could just set-up a campaign with TV, radio and outdoor and just 
let it roll, is gone. Now this doesn’t mean traditional mass media doesn’t have its place — it does. But in today’s 
digital landscape with countless communication channels and a continuous flow of information, it’s an absolute 
necessity to also micro-target your audience with messages they can relate to. For a full plan approach, please 
refer to section 3.4.2.7.


B. Utilize paid media placement.
       
Having the benefit of media planners located in Southern and Northern Nevada, we see and hear what is 
happening in our communities. We work closely with media partners to ensure we negotiate the best rates, 
receive premium locations/placement and set ourselves up to be at the top of the call list when unique 
opportunities arise. Being so close, it’s easy to set up a round-table with media partners to see how we can turn 
a good media plan into a remarkable marketing opportunity.  


We will purchase all media based on an approved strategic plan to ensure all tactics are on target for achieving 
agreed-upon objectives. The strategic plan also guarantees that all advertising, communication and media for 
an integrated campaign are created, purchased and deployed correctly.
   
C.   Utilize added-value media placement.
           
Penna Powers does not overstate the added value we secure for you. Quadrupling the budget may look great 
on paper, but often that’s the only place it exists in the real world — on paper. A 30-second spot that runs at 
2:00 a.m. is not the same value as one that runs at 6:30 p.m., it’s that simple. Value-add is often a gimmick that 
media salespeople throw at unsuspecting buyers and clients to get them to accept high rates or off-strategy 
proposals. At Penna Powers, value-add will always do exactly that — add real value to the original media plan.  
We repeatedly and consistently negotiate for added-value for our State of Nevada clients. Our vendors have 
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come to expect it and go out of their way to offer new ideas to try to outperform their competitors. Below are 
some of the added-value items Penna Powers has negotiated for its clients: 
      
 • Matching spots and insertions       
 • Strategic partnerships       
 • Web exposure       
 • Radio remotes       
 • Cinema tabling       
 • Event booths/interactive displays       
 • Market surveys
 • Television news coverage    
 • Collateral distribution
 • Collateral production
 • Sponsorships and billboard mentions 
 • Live on-air interviews on radio and TV 
 • Use of production facilities for radio and TV production
 • Endorsements
   
D. Determine how non-traditional populations (those without access to electricity, telephones, television, or 
internet services) will be reached.  


Reaching non-traditional populations through outreach efforts and activities, including pop up stores and 
events with on-site enrollment opportunities, is best suited for uninsured residents living below the poverty 
level without access to electricity, telephones, television or internet services. These same people are likely to be 
eligible for government-assisted programs.


Working closely with State agencies such as Nevada Department of Health and Human Services, will ensure 
messaging, marketing and outreach efforts reach non-traditional populations. 


E. Target the message to include both rural and urban areas of Nevada, based upon the percentage of eligible 
uninsured or under-insured populations in each area. 
 
That campaign will target both rural and urban Nevada, and our media team will buy media proportionately 
to the percentage of uninsured or under-insured populations in each area. Because Clark County and Washoe 
County house the highest percentage of the uninsured (a combined 88.3%), we will focus a large portion of 
our targeted messaging efforts to these areas. However, much of our mass media (radio and TV), as well as 
our digital media will reach much of the rural population and remaining counties in Nevada.  We anticipate 
including rural print publications and outdoor to reach into the rural communities as well. 


F.    Break out advertising by language. 


Creating compelling stories and targeted messages that speak to customers in their voice, in their everyday 
world and in their community is critical to the success of the Penna Powers playbook. Whether through 
language-based advertising or native-speaking outreach ambassadors, tactical marketing campaigns crafted to 
reach customers in their comfort zone is a critical component to program success. 


Breakdown of Nevada’s estimated 2,790,136 population:
 • 27% Latino/Hispanic
 • 56% White (non-Hispanic)
 • 8% Black or African American
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Over 37% of Nevada’s Hispanic population is uninsured. Although Native Americans make up less than 2% of 
the State’s uninsured, 30% are without insurance.
 • Hispanics represent almost half of the State’s uninsured population (45%) or 260,000
 • 87% of the uninsured population report ‘English only’ or ‘English and another language’ spoken in home


1. Both English and Spanish language advertising are required for this RFP.


2. Advertising in each language should be proportional to the number of eligible uninsured or under-insured in 
each category. 


Given Hispanics represent almost half of Nevada’s uninsured population, we certainly need to develop messages 
and utilize media vehicles specifically reaching out to Hispanics. We anticipate creating Hispanic messages 
for each medium to complement our English language creative. Our media team will partner with Hispanic 
television networks and radio stations to not only place paid schedules, but to arrange on-air interviews 
with well-known Hispanic media personalities to give additional credibility to our message. Outdoor Spanish 
language signage will be placed in neighborhoods and on routes often traveled by Hispanics. Given the 
propensity of Hispanics to use digital media, we would target Hispanics through digital media vehicles as well. 
Last, but not least, we would also utilize Hispanic print publications that reach both metro and rural markets.  


That said, we need to keep in mind that 87% of the uninsured population report “English only” or “English and 
another language” are spoken in the home. To maximize efficiencies of the budget, we need to consider English 
language media will often reach Hispanics and weigh our media buys accordingly.


3. Include all population attributes that must be considered when reaching the largest possible audiences in 
Nevada (languages, reading comprehension level, culturally relevant materials presentation, etc.)


Education and marketing literacy play a crucial role in helping the uninsured understand the Affordable Care 
Act. Over 30% of Nevada’s uninsured population did not graduate from high school, approximately 32% have 
a high school diploma and a little over 10% of the uninsured population has a college degree. While 87% of the 
uninsured population report ‘English only’ or ‘English and another language’ spoken in the home, Penna Powers 
can provide targeted messaging and outreach efforts in a hype-localized fashion that will help customers feel 
more at ease with understanding the features, advantages and benefits of enrolling in health insurance.


G. Develop a matrix showing the time, location, medium, and duration of each advertisement.  
            
Penna Powers always creates a matrix for each campaign that shows when and where all media tactics will run 
during the campaign. For a full plan approach, please refer to section 3.4.2.7.


3.2.1.4 PROGRAM EVALUATION
A. Evaluate the program to measure effectiveness of the marketing and outreach campaign, then develop and 
present recommendations to the Exchange for the Plan Year 2016 - 2017 campaign.
       
Before Penna Powers puts any campaign into motion, we integrate research, strategic development and 
evaluation metrics to identify a strategy and execution with measures of accountability. If something doesn’t 
work for you, it doesn’t work for us.  
 
Examining vertical markets, identifying target groups and developing tactical marketing and outreach 
campaigns which appeal to the behaviors, lifestyle characteristics and purchase propensities of target audiences 
is what Penna Powers does best. 


SCOPE OF WORK
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 • We maximize traditional channel advertising and efficiently expand digital media outlets
 • We target segments by their lifestyle habits and behavior characteristics
 • We engage users with mobile and social network tools


Penna Powers is committed to creating dialogue within the community to extend the Nevada Health Link 
presence, increase awareness, educate consumers and ultimately generate enrollments.


B. Develop pre-campaign and post-campaign awareness studies for comparison, and present results to the Exchange. 


Penna Powers firmly believes that research is essential to a strategically sound campaign; after all, guessing is 
expensive. Conducting anything from primary, secondary or formative research ensures our planning rationale 
is concrete. Depending on our research objectives, we tailor the type of research to what’s needed. One situation 
may call for focus groups or one-on-one interviews, while another situation may call for online or text message 
surveys. By taking this step that is so often skipped, we find the golden nuggets of human truth that provide the 
backbone to our clients’ communication efforts. In this situation, we would use awareness research — likely 
telephone surveys — to assess if people have heard of Nevada Health Link, and if they accurately understand 
what Nevada Health Link entails. Testing both before and after our campaign will help us determine how 
successful we were in our educational campaign approach.


3.3 PHASE 3 – ENROLLMENT CAMPAIGN
The start date for Phase 3 will be determined by the Exchange.  Due dates for production of broadcast-ready 
deliverables and campaign durations will be determined by the Exchange with input from the selected vendor.
The awarded vendor will design a flexible, multifaceted marketing and outreach campaign aimed at reaching 
target audiences to communicate the enrollment deadline dates, the benefits of purchasing health care coverage, 
and how to purchase coverages through the Exchange.


3.3.1 DELIVERABLES


3.3.1.1 ENROLLMENT CAMPAIGN


A. The Enrollment Campaign will be comprised of television, radio, outdoor, and other media as suggested by the 
selected vendor and approved by the Exchange.  Proposing vendors will be required to submit plans that detail 
the integrated campaign’s goals, strategies, and expectations; types of media that will be used, the frequency of 
media placement, and the expected amount of exposure the target market will receive.  


Penna Powers is well versed in producing successful enrollment campaigns. Our campaign for Rx America, 
which urged seniors to enroll in Medicare Part D by a certain date, resulted in over 156 million impressions 
and impressive traffic to the Rx America website. We have the experience and capabilities to build an equally 
successful enrollment campaign for the Exchange, and will build a detailed strategic plan that outlines the 
media tactics, frequency, impressions and overall campaign goals and expectations. 


See section 3.4.2.3 for a complete case study for the RX America Medicare Part D campaign.


B. The Enrollment Campaign will highlight the benefits of enrolling in a health insurance plan before coverage 
begins January 1, 2016, to include, but not limited to:
1. Subsidies will be available; 
2. Participants will achieve financial piece of mind; and
3. Preventive care will be provided.
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Similar to the education campaign, the enrollment campaign will highlight the subsidies and cost  
reductions available. Consumers will be able to rest easy knowing that they’ll get the preventative care that  
they need without breaking the bank. These are the compelling reasons that will urge consumers to enroll.


C. The Enrollment Campaign will provide messaging on ways to enroll:
1. Nevada Health Link;
2. Exchange Enrollment Facilitators;
3. Brokers; and 
4. Walk-in centers. 


Making the ways to enroll clear and easy to remember is one of the most crucial pieces of our message. 
Consumers can’t take action unless we show them how. All of our messaging will reference the easy-to-use 
Nevada Health Link website, and in an effort to reach those who have limited access to computers and feel 
more comfortable getting help in person than over the phone, our messaging will also promote the walk-in 
centers located throughout the state. At these locations, individuals and families can get one-on-one help with 
the enrollment process, either from a licensed broker or from Exchange Enrollment Facilitators. The Ramirez 
Group will play a crucial role in getting consumers to the enrollment stores through their strategic outreach 
efforts.


D. The Enrollment Campaign will provide Nevada Health Link-specific messaging to include:
1. The Nevada Health Link web address; 
2. Overview of Nevada Health Links’ significant features; and 
3. Emphasis on the ease of use. 


Messaging across all media channels will always include the NevadaHealthLink.com web address in a clear 
and impactful way. We will show consumers that the site is completely user-friendly, and that with so many 
resources available, shopping for affordable insurance has never been easier.


E. The Enrollment Campaign will provide Call Center specific messaging to include the toll-free telephone 
number and hours of operation.


Enrollment campaign messaging and subsequent calls to action will include specific toll-free telephone numbers 
that can be tracked per campaign, hours of operation, language availability and other pertinent information for 
target market segments.


F. The Enrollment Campaign will provide urgent response messaging to include:
1. The deadline to purchase coverage specified by the Exchange; and
2. The warning that consumers who fail to enroll before the deadline must wait until the following year’s open 


enrollment period. 


Enrollment campaign messaging across all media channels will always include a bold reference to the 
enrollment deadline. To help create a sense of urgency, we’ll also warn consumers that if they miss the deadline, 
they’ll have to wait until the next year’s enrollment period before signing up for coverage.


3.3.1.2 MEDIA PLACEMENT PLAN
A. Prospective vendors must demonstrate to the Exchange their expertise in reaching out to the Exchange’s target 
market when developing collateral materials to support marketing and outreach efforts that reinforce the look and 
feel of the Exchange’s message.
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Marketing and outreach drive the visibility of a carefully crafted message. They also give us the ability to put 
that message to work in exactly the right place at exactly the right time, in front of exactly the right audience. 
At Penna Powers, the media and creative departments work together to bring strategies and tactics to fruition 
ensuring the results surpass the objectives. Account Managers work as Brand Managers to ensure the look and 
feel stays in line with the overall brand guidelines, but is tailored appropriately for the specific audience  
and tactic.


B. The selected vendor will be responsible for the production of all broadcast elements, radio ads, internet ads, 
signage, collateral materials, media buys, etc., to be included in the advertising of each of the aforementioned 
campaigns. 


As stated in 3.2.1 for the education campaign, Penna Powers has more than 30 years of experience planning 
strategies, producing quality creative and purchasing effective media for spots on TV, cinema, online, and radio 
as well as print ads, direct mail, collateral, outdoor billboards, transit ads, online banners, social media ads  
and more. The creation and implementation becomes streamlined with all creative and media buying 
capabilities in-house.


C. The selected vendor’s deliverables will be designed to support the Exchange’s existing community partners 
program that is 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.


Penna Powers has vast experience partnering with various entities to further promote our messages. We have 
an unrivaled ability to create opportunities to form relationships that are beneficial to all parties involved.
For Nevada’s Zero Fatalities program, we partnered with the Departments of Transportation and Safety, local 
health departments, school districts, car dealerships, news stations and more to strengthen the reach and 
support of our traffic safety program.


For Flu Fighters and Whooping cough, we partnered with local health departments, hospitals, and pharmacies 
to help increase consumer trust in our messages.


We are confident that the Exchange’s relationships with the existing community partners will continue to 
strengthen and grow as Penna Powers develops deliverables and plans with a cause that is supported by all.


D. The selected vendor will be responsible for developing a Phase 3 campaign that utilizes person-to-person 
resources through atypical marketing tactics to call eligible populations to action.   


Once a community and a relationship with customers has been established during the education phase, Penna 
Powers will gauge customer feedback through social forums, surveys, polls and outreach efforts. After which we 
will use a combination of paid and earned media, ongoing person-to-person outreach and events and new media 
channel tactics to continue the customer relationship, drive enrollments and increase retention.


E. The selected vendor will be responsible for developing a new media placement plan for Phase 3, as outlined 
in Phase 2.  The media placement plan should include pinpointing the media form(s) used when delivering the 
Exchange’s message to its customers.


Penna Powers will develop a comprehensive media placement plan for Phase 3 that indicates the media tactics 
and when they’ll launch. For a full plan approach, please refer to section 3.4.2.7.
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F. The selected vendor must submit applicable plans to the Exchange for approval by a date specified by the 
Exchange. 


Penna Powers and its sub-contractors always meet deadlines. We are well versed in working with governmental 
committees and boards of directors. We understand that longer approval processes are often necessary. We 
always build approval processes into our timelines to ensure no crucial dates are missed.


SCOPE OF WORK


3.4 PROPOSAL REQUIREMENTS


3.4.1 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 flexibility, creativity, and competency.  If 
examples of work are submitted on CD, one (1) CD must accompany each hardcopy proposal. 


Penna Powers has many examples of work demonstrating our ability to meet the deliverables outlined by the 
Exchange. Case studies showing our approach to and results from past projects are outlined in response 3.4.2.1 
of this proposal. 


3.4.2 Proposing vendors are encouraged to provide alternative strategies that the Exchange may not have 
enumerated or considered in this RFP. 


Our recommended approach in meeting the Exchanges goals, objectives and deliverables can be seen in 
response 3.4.2.7 (draft work plan) of this proposal. The approach includes alternative strategies that go beyond 
those pursued by the incumbent vendor. 


3.4.2.1 Proposing vendors should outline their 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 making 
them the best choice for that project.
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Educators Mutual is a 75-year-old company that originally offered insurance exclusively to teachers. 
While the business has since expanded to offer insurance to anyone, Educators Mutual was still 
perceived by many as an educators’ only company. Their name and apple-shaped logo only reinforced 
this misrepresentation. 


In 2010 Penna Powers conducted a brand audit with 
employees, insurance brokers and business HR directors. 
From this, Educators Mutual was able to create a new brand 
identity, including a revised name — EMI Health — and logo. 
This fresh look revived the company’s image. What was seen 
as an old, stodgy and education-exclusive brand became a 
company synonymous with forward thinking, friendliness 


and innovation. This interpretation of their brand afforded current and potential clients the confi dence 
to trust EMI Health with their insurance needs. Penna Powers continued to execute the new brand 
identity through 2013. 


SCOPE OF WORK


HEALTHCARE — IT’S NOT 
JUST FOR TEACHERS 
ANYMORE
EMI HEALTH


emihealth.com


We Understand the Importance of Being Covered


emihealth.com


CaChe County
Logan InstaCare
412 North 200 East
435-713-2710
M-Sun 8am - 8pm


Davis County
Bountiful InstaCare 
390 North Main St.
801-292-6100
M-Sun 9am - 9pm


Layton InstaCare
2075 North 1200 West
801-779-6200
M-F 8:30am - 9pm 
Sat-Sun 8:30am - 5pm


Syracuse InstaCare
745 South 2000 West
801-525-2410
M-F 9am - 9 pm
Sat-Sun 9am - 1pm


iron County
Cedar City InstaCare
962 Sage Drive
435-865-3440
M-Sat 9am - 9pm 


salt lake County
Holladay InstaCare 
3934 South 2300 East
801-273-6777  
M-Sun 9am - 9pm


Memorial InstaCare
2000 South 900 East
801-464-7777
M-Sun 9am - 9pm


Murray InstaCare
196 East Winchester St.
801-639-5500
M-Sun 9am - 9pm


Riverton InstaCare
3723 West 12600 South, #150
801-285-4560
M-Sun 8am - 10pm


Sandy InstaCare
9493 South 700 East
801-576-0176
M-Sun 9am - 9pm


Taylorsville InstaCare
3845 West 4700 South
801-840-2020
M-Sun 8am - 10pm


West Jordan InstaCare
2655 West 9000 South
801-256-6399
M-Sun 8am - 10pm


utah County
Highland InstaCare
10968 North Alpine Hwy
801-763-2900
M-F 8am - 8pm
Sat 9am - 5pm


North Orem InstaCare
1975 North State St.
801-714-5000
M-Sun 8am - 10pm


Provo InstaCare
1134 North 500 West, #102
801-357-1770
M-Sun 9am - 9pm


Saratoga InstaCare
354 West State Road 73
801-341-5200
M-Sat 8am - 8pm


Springville InstaCare
762 West 400 South
801-429-1200
M-Sun 8am - 8pm


Washington County
Hurricane Valley InstaCare
75 North 2260 West
435-635-6550
M-Sat 9am - 9pm


St. George InstaCare
577 South River Road
435-688-6300
M-Sun 9am - 9pm


Sunset InstaCare
1739 West Sunset Blvd.
435-634-6050
M-Sat 9am - 9pm


Weber County
North Ogden InstaCare
2400 North Washington Blvd.
801-786-7500
M-Sat 9am - 9pm 
Sun 9am - 5pm


Roy InstaCare
1915 West 5950 South 
801-387-8100  
M-F 8am - 9pm
Sat 9am - 9pm  Sun 1pm - 5pm 
 
South Ogden InstaCare
975 East Chambers St.
801-387-6200
M-F 9am - 9pm
Sat 9am - 5pm  Sun 9am - 1pm


IntermountaIn InStaCare FaCILItIeS


CaChe County
Logan KidsCare (Budge Clinic)
1350 North 500 East
435-792-1940
M-F 9am - Varied 
Sat-Sun 10am - Varied


Davis County
Bountiful KidsCare
390 North Main St.
801-294-9933
M-F 5pm - 10pm  Sat-Sun Noon - 10pm


Layton KidsCare
2075 North 1200 West
801-779-6200
M-F 5pm - 9pm  Sat-Sun Noon - 6pm


salt lake County
Memorial KidsCare
2000 South 900 East
801-464-7788
M-F 5pm - 10pm  Sat-Sun Noon - 10pm


Riverton KidsCare
3723 West 12600 South, #150 
801-285-4561
M-F 5pm - 10pm 
Sat-Sun Noon - 10pm


Sandy KidsCare (Mountainview)
9720 South 1300 East, Ste E100
801-501-9933
M-F 5pm - 10pm 
Sat-Sun Noon - 10pm


Taylorsville KidsCare
3845 West 4700 South
801-840-2101
M-F 5pm -10pm 
Sat-Sun 8am - 10pm


West Jordan KidsCare
2655 West 9000 South
801-568-9933
M-F 5pm - 10pm 
Sat-Sun Noon - 10pm


Weber County
McKay Dee KidsCare
4403 Harrison Blvd., #4875
801-387-4500
M-F 5pm - 9pm 
Sat-Sun 10am - 4pm


KIDS Care FaCILItIeS


EMI.MKTG.BROCH.1110.0002


A company synonymous 
with forward thinking, 
friendliness and 
innovation.
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852 EAST ARROWHEAD LANE, MURRAY, UTAH 84107
TOLL FREE   800  662  5850    CORPORATE   801  262  7476    
FAX   801  270  3016


emihealth.com


At EMI HEALTH, we are committed to helping you make 
the most out of your health benefits. Since 1935, EMI 
Health has been providing superior benefits and related 
services to groups, individuals, and families. We invite 
you to discover the Intermountain West’s best benefits 
with real service by real people.


Plans are underwritten or provided by Educators Mutual Insurance Association of Utah, Educators Health 
Care, Inc., Educators Health Plans Health, Inc., and Educators Health Plans Life, Accident, and Health, Inc.


EMI Health plans can 
be customized to suit 
any company’s needs, 
because no two are  
the same.


eMPloyee beneFit PrograMs oFFereD by eMi health


For 75 years, EMI Health has been providing comprehensive 
insurance products and exemplary service to public and private 
employer groups in the Intermountain Region. During that 
time, we have operated safely through depression, recession, 
and inflation thriving on sound business practices and strong 
leadership. EMI Health enjoys a ratio of assets over liabilities 
that is one of the strongest in the industry and maintains a high 
ratio of surplus funds to policy reserve liabilities.


EMI Health’s insureds benefit from our robust network of 
participating providers and our favorable provider discounts 
and fee schedules. EMI Health’s medical provider network 
includes the extensive Utah Beech Street physician panel and 
Intermountain Healthcare facilities, supplemented by direct 
contracts with individual providers and facilities as necessary to 
ensure coverage throughout the state. In addition, EMI Health 
partners with Beech Street for a nationwide medical network. 
EMI Health’s dental network comprises over 1,600 general 
dentists and specialists throughout Utah, and we partner with 
DenteMax nationally.


selF FunDing 
• Medical, Dental, and Vision 


coverage may be self funded
• Programs are customized to meet 


specific group needs
• Employers only pay for  


claims and administration
• Optional pharmacy benefits
• Deep discounts utilizing  


IHC hospitals
• Earn interest income to benefit 


the plan
• No state premium tax
• Cost saving measures through 


superior audits and controls


PresCriPtion Drugs
• Full Prescription Benefits 


Management (PBM) programs 
available


• Rx Discount cards available,  
with savings of 20-70% or  
more (ideal for part-time 
employees, students, retirees,  
and self-employed individuals)


• Additional savings through 
approved mail order pharmacies


• Customized Rx Discount cards 
with your company logo


• Over 40,000 participating 
pharmacies nationwide


other ProDuCts & serviCes
• COBRA administration
• 401(k) services  


(for educational groups)
• EDGE discount services
• Wellness program and resources
• Employee Assistance Programs
• Life, LTD, and STD insurance 


(underwritten by CIGNA)
• Medicare Part D and  


Medigap Plans


MeDiCal Plans
• Comprehensive benefit plans
• Access to all IHC hospitals
• Custom plan design to fit your 


needs and budget
• Excellent discounts through 


EMI Health ancilliary provider 
networks


• World-class claims processing
• Industry’s highest overall 


satisfaction rating
• Freedom to use any provider
• Fast, friendly customer service by 


dedicated representatives


Dental Plans
• Both voluntary and contributory 


plans available
• Discount plans with savings up  


to 70% and no waiting periods
• 1,600+ Premier Providers in Utah
• 114,000+ Premier Providers 


nationwide
• Voluntary plans with as few as  


two enrolled
• Contributory plans with as few  


as six enrolled
• 100% coverage of preventive care 
• Individual and group plans available


vision Plans
• Affordable coverage
• Plans available with as few as  


two enrolled
• Freedom to select any provider
• Covers all types of frames and 


lenses, including permanent and 
disposable lenses


• Plan benefits can be customized 
to fit your needs


emihealth.com


801-256-6399801-256-6399
M-Sun 8am - 10pmM-Sun 8am - 10pm


CaCaCChe Countyhe County
Logan KidsCare (Budge Clinic)Logan KidsCare (Budge Clinic)
1350 North 500 East1350 North 500 East
435-792-1940435-792-1940
M-F 9am - Varied M-F 9am - Varied 
Sat-Sun 10am - VariedSat-Sun 10am - Varied


Davis CountyDavis County
Bountiful KidsCareBountiful KidsCare
390 North Main St.390 North Main St.
801-294-9933801-294-9933
M-F 5pm - 10pm  Sat-Sun Noon - 10pmM-F 5pm - 10pm  Sat-Sun Noon - 10pm


Layton KidsCareLayton KidsCare
2075 North 1200 West2075 North 1200 West
801-779-6200801-779-6200
M-F 5pm - 9pm  Sat-Sun Noon - 6pmM-F 5pm - 9pm  Sat-Sun Noon - 6pm


ss
Memorial KidsCareMemorial KidsCare
2000 South 900 East2000 South 900 East
801-464-7788801-464-7788
M-F 5pm - 10pm  Sat-Sun Noon - 10pmM-F 5pm - 10pm  Sat-Sun Noon - 10pm


Riverton KidsCareRiverton KidsCare
3723 West 12600 South, #150 3723 West 12600 South, #150 
801-285-4561801-285-4561
M-F 5pm - 10pmM-F 5pm - 10pm
Sat-Sun Noon - 10pmSat-Sun Noon - 10pm


Sandy KidsCare (Mountainview)Sandy KidsCare (Mountainview)
9720 South 1300 East, Ste E1009720 South 1300 East, Ste E100
801-501-9933801-501-9933
M-F 5pm - 10pmM-F 5pm - 10pm
Sat-Sun Noon - 10pmSat-Sun Noon - 10pm


SCOPE OF WORK
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The “Hold On To Dear Life” campaign began in 1991 and aimed to teach the community more about 
child safety, focusing on issues like proper restraint and seat belt use. Since the campaign’s creation, 
Penna Powers has developed strong themes, messages and even a song that uses real people and their 
experiences to illustrate the campaign’s importance. The strategy aimed to elicit an emotional response 
and change the behaviors of those with unsafe seat belt and car seat habits. 
      
Seat belt use in Utah has increased from 67.4% in 1999 to its current 89.2% as a result of these efforts. 
In addition, Penna Powers has extended the reach and effectiveness of this campaign by coordinating 
a partnership with the Utah Department of Public Safety’s “Click It or Ticket” seat belt campaign. 
Together, these two organizations have worked hand-in-hand to promote seat belt use and enforce 
Utah’s seat belt laws. Penna Powers continued to support Hold On To Dear Life efforts  
through 2014. 


AN INCREASE OF OVER 
47% IN SEAT BELT USAGE
PRIMARY CHILDREN’S HOSPITAL — HOLD ON TO DEAR LIFE


SCOPE OF WORK
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Between 1998 and 2011, nearly 525 children died from being left alone in vehicles. In June of 2009, 
PCH teamed with Penna Powers to create the “Never Leave Your Child Alone” campaign. The campaign 
included TV commercials, information cards and a retractable banner for use at events and healthcare/
children fairs. These were created to remind parents and caregivers not to forget their children or leave 
them in the car, even if they are only planning to leave for a few minutes. Penna Powers continued to 
support “Never Leave Your Child Alone” efforts through 2014.


ZERO “LEFT ALONE” 
FATALITIES IN SUMMER 2000
PRIMARY CHILDREN’S HOSPITAL — NEVER LEAVE YOUR CHILD ALONE


never leave 
 your child alone
 DON’T RISK YOUR CHILD’S LIFE BY LEAVING THEM IN THE CAR


PREVENTION STEPS:  
•  Never leave your child unattended in a vehicle
•  Make a habit of checking your vehicle before leaving it
•  Keep a stuffed animal or other reminder next to you in 


the car as a cue that your child is with you
•  If you see a child left alone in a car, contact the  


police or call 911


SAFETY FACTS:
•  33% of children who die from being left in a hot car are 


less than one year old
•  Cracking your vehicle’s windows has very little effect on 


its temperature
•  When left in a hot vehicle, a child’s body temperature 


can increase three to five times as fast as an adult’s
•  Children left unattended in a vehicle are at risk  


of being kidnapped
•  Children left alone in a car can push buttons, disengage 


the brakes, put the car in gear or even leave the vehicle 
and walk away


Between 1998 and 2007, nearly 360 children died as a result of being left alone in a car. By leaving your children 
unattended in a vehicle for even a few minutes, you are needlessly risking their lives.


For more information call: 801-662-6580 or visit: www.primarychildrens.org
Primary Children’s Medical Center Foundation


Your car’s internal temperature can 
increase by 19˚ F  in only 10 minutes.TemperaTure:  81˚  |  100˚


Outside


Hea
t f


ro
m


 th
e 


su
n


Inside
Primary Childrens


Medical Center
Primary Children’s


Medical Center


SCOPE OF WORK
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In 2004, trauma surgeons at PCH became concerned about the number of young children they 
were treating for injuries sustained in driveway back over incidents. In response, these surgeons and 
the PCH Child Advocacy Program teamed with Penna Powers to form the “Spot the Tot” program. 
A radio spot was produced featuring a true, first-person account of an emergency responder who 
had dealt with a back over accident, and a press conference kicked off the program. In addition, 
TV commercials were created and Spot the Tot window clings, fliers and matching posters were 
distributed at venues such as hospitals, doctor’s offices, clinics, daycare centers, car dealerships and 
healthcare/children fairs. Back overs in Utah reduced from 10 in 2004 to two in 2008. Penna Powers 
continued to support Spot the Tot efforts through 2014. 


BACK OVERS REDUCED 
BY 70%
PRIMARY CHILDREN’S HOSPITAL  — SPOT THE TOT


SPOT
THETOT


SCOPE OF WORK
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Drowning is the second leading cause of death for children in Utah. The “Water, Danger at Any 
Depth,” campaign was designed to remind parents or caregivers to always be aware of potential 
drowning accidents. For this campaign, Penna Powers created commercials, radio spots, online banner 
ads and information cards to show how easy it can be to become distracted while children are in the 
water. The TV spots have reached over 750,000 people, ages 18-34, who were exposed to the ads an 
estimated 10 times. Penna Powers continued to support Danger at Any Depth efforts through 2014.


OVER 750,000 UTAHNS 
LEARN THE DANGER OF 
DROWNING
PRIMARY CHILDREN’S HOSPITAL — DANGER AT ANY DEPTH


146-074 Saf
ety Card FI


N.ai   4/14
/08   12:33


:09 PM


SCOPE OF WORK
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In 2012, Utah cases of pertussis (whooping cough) were at an almost epidemic level — the widest 
outbreak since 1959. The Utah Department of Health wanted to increase the number of parents getting 
vaccinated, especially those with newborns. Teaming up with the Salt Lake Valley Health Department, 
Penna Powers created an integrated campaign with TV spots, radio scripts, grassroots promotional items, 
online elements and a new website — StopWhoopingCough.org — to raise awareness of the Tdap 
vaccine and drive adults into health clinics to get booster shots.
     
The campaign ran from March 2013, through December 2013 and clinics quickly saw an increase in 
the number of Tdap vaccinations. Harmons clinics, for example, gave over five times the amount of 
Tdap booster shots during the first week of the campaign than they had in the three previous weeks 
combined, and those numbers continue to stay well above their previous averages.


The campaign kickoff included a press event with all four broadcast stations in attendance, generating 
earned media coverage that included a free broadcast of the TV spot. Online, the website garnered  
1,257 visits in the first week of the campaign with 1,075 unique visitors. A second media flight for  
the campaign is planned for this coming August to coincide with the back-to-school push  
for immunizations.


STOPPING THE COUGH 
BEFORE IT STARTS
SALT LAKE VALLEY HEALTH DEPARTMENT  — PERTUSSIS EDUCATION


SCOPE OF WORK
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Goo Goo
Ga Ga Ga


StopWhoopingCough.org


You love me, right? Then help stop whooping cough in 
Utah and keep me protected. Also known as pertussis, 
whooping cough can cause permanent disability in 
infants like me, and even lead to death. And it’s on the 
rise in Utah. So, please, make sure those around me are 
properly educated and immunized.


Translation: stop whooping cough.


Adults and even kids over 10 need a booster shot before they’re 
around an infant. Find your nearest immunization location at


Goo GooGoo GooGoo GooGoo GooGoo GooGoo Goo
Ga Ga GaGa Ga GaGa Ga GaGa Ga Ga


hoopingCough.orghoopingCough.orghoopingCough.orghoopingCough.org


You love me, right? Then help stop whooping cough in You love me, right? Then help stop whooping cough in You love me, right? Then help stop whooping cough in You love me, right? Then help stop whooping cough in 
Utah and keep me protected. Also known as pertussis, Utah and keep me protected. Also known as pertussis, Utah and keep me protected. Also known as pertussis, Utah and keep me protected. Also known as pertussis, 
whooping cough can cause permanent disability in whooping cough can cause permanent disability in 
infants like me, and even lead to death. And it’s on the infants like me, and even lead to death. And it’s on the 
rise in Utah. So, please, make sure those around me are rise in Utah. So, please, make sure those around me are 
properly educated and immunized.properly educated and immunized.


Translation: stop whooping cough.Translation: stop whooping cough.


Adults and even kids over 10 need a booster shot before they’re Adults and even kids over 10 need a booster shot before they’re Adults and even kids over 10 need a booster shot before they’re Adults and even kids over 10 need a booster shot before they’re 
Find your nearest immunization location atFind your nearest immunization location atFind your nearest immunization location atFind your nearest immunization location at


SCOPE OF WORK
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The goal of the Zero Fatalities campaign, developed for the Nevada Department of Transportation, is 
to save lives by raising awareness of the top behaviors that are killing people on Nevada’s roads. Penna 
Powers implements strategic partnerships, grassroots outreach tactics and emotional TV and radio spots 
to captivate viewers, instill the importance of driving safely and ultimately reduce traffi c fatalities to the 
only number we can all live with — zero. 


Launching a new public education campaign takes a lot of work. When Penna Powers took on this 
challenge in 2011, Zero Fatalities was a great idea in the minds of transportation professionals, but had 
virtually no awareness among the public. After one year of spreading the Zero Fatalities philosophy in 
Nevada, approximately 1 in 3 Nevadans were aware of this brand — a high number for the fi rst year of 
any campaign. As we wrap up the third year of the campaign, statewide survey data shows that Penna 
Powers has taken awareness of the Zero Fatalities brand to 60%. That means that over half of Nevadans 
are aware of the Zero Fatalities message. We’ll let the numbers speak for themselves.


SAVING LIVES ON 
NEVADA’S ROADS
NEVADA DEPARTMENT OF TRANSPORTATION — ZERO FATALITIES


ZEROFATALITIESNV.COM


ALWAYS BUCKLE UP DON’T DRIVE IMPAIRED FOCUS ON THE ROAD STOP ON RED BE PEDESTRIAN SAFE


SCOPE OF WORK
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The number of deaths pertaining to pedestrian crashes in Nevada was rising each year. Penna Powers 
found a way to reach pedestrians and drivers effectively through their “Every Pedestrian is Important to 
Someone” campaign. Creating informative radio spots and emotional television advertisements were just 
some of the ways we were able to help the Zero Fatalities program raise awareness for this issue. The 
pedestrian safety outreach campaign successfully educated the public on the laws established to protect 
pedestrians crossing the street. 


EVERY PEDESTRIAN IS 
IMPORTANT TO SOMEONE
NEVADA DEPARTMENTS OF TRANSPORTATION AND PUBLIC 
SAFETY — ZERO FATALITIES


TOO MANY PEDESTRIANS DIE
ON OUR ROADS look BEFORE CROSSING
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3.4.2.2 Proposing vendors should include a narrative detailing vendor capabilities and experience in the fields of:
 
A. Market research;


For over 30 years, Penna Powers has provided clients with comprehensive end-to-end market research, data 
tracking and information reporting to maximize the value of their marketing investment. We rely heavily on a 
variety of primary and secondary data sources to gather and analyze research before a campaign begins, during 
a campaign to monitor relevancy and alter the campaign as needed, and after the close to trend and benchmark 
results and insights. A few of the tools that we use include: 
 • Scarborough
 • Nielsen Media Research
 • comScore
 • Forrester Research
 • Arbitron
 • Kinect/VCA for Xbox360
 • Traffic Auto Bureau
 • AdTracker ATOL
 • Applied Analysis
 • Real Magnet 
 • BlueKai
 • Oracle
 • Adobe
 • Acxiom Audience Insights
 • ForeSee Customer Experience Analytics
 • Consumer Opinion Services


B. Target market segmentation;


Market validation provides us with deliberate economic data that aggregates and trends the current population, 
segments the uninsured population over time and indicates growth projections. By utilizing known consumer 
behaviors, habits and their propensity to purchase we can develop strategic target market segments. Once target 
markets are identified, Penna Powers employs robust and measurable tactics aligned with each target. 


In other words: We know how to reach the right people, in the right place, at the right time, with the right 
message in order to create action. 


Our target market segmentation process ensures that we accomplish the following: 
 • Build marketing strategies aimed at uninsured residents, providing them with the appropriate 


features, advantages and benefits of being insured. This will motivate them to take action
 • Determine growth models and year-over-year marketing goals for each segment
 • Develop tactical campaigns that drive customers to the website, other measurable microsites, call 


centers, pop-up storefronts and outreach events
 • Maximize your media mix valuation
 • Track tactics on the front end so we can measure results
 • Conduct surveys and polls after enrollment to continue the customer relationship, improve retention 


and increase customer value


C. Strategic planning;


We develop a strategic plan for every client and project we work on at Penna Powers, using it as a measuring 
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stick for the effectiveness of our marketing and outreach programs. The steps in developing a strategic plan are 
illustrated in this graphic.


To some, going through this process for every client and every project may seem like a lot of effort, but to us, it’s 
all in a day’s work. That’s what makes us different. We aren’t interested in being creative for creativity’s sake. 


While awards are nice, that’s not why we do what we do. At the end of the day, the things that matter to us are 
the results we get for our clients.


By establishing objectives and a detailed campaign strategy, laying out a calendar of tactics and milestones and 
creating a budget, we keep everyone on the same page and get the most value for our client’s dollar.


D. Developing integrated marketing campaigns;


Taking into consideration the goals and objectives of the Exchange, we’ll bring our teams together —
representing all communication disciplines from advertising, PR, social media, public involvement, creative, 
digital and subcontractors — to develop strategies and tactics for each identifi ed target audience to create 
integrated marketing campaigns. At Penna Powers we don’t work in silos. We work together in an open 
environment that allows us to create integrated campaigns with tactics that work seamlessly together. 


E. Collateral design;


We have a fully integrated team of creative designers and art directors with comprehensive knowledge in 
graphic design, branding and direct marketing. From strategy to implementation we can develop brochures, 
posters, direct mail, annual reports, trade show collateral, print ads and more — all tailored to the needs of 
each audience.


F. Use of web and social media.


Blogs, Facebook, Pinterest, Google+, Wikis, Twitter and Instagram. Sound like toys for your kids, or maybe 
things only teenagers have time for? Our social media team has used these tools extensively to increase 
awareness and interaction between our clients and their audiences. Others may claim to know social media, 
but we have proof. As one of the fi rst advertisers in Utah to use Promoted Tweets, we used it to grow the Zero 
Fatalities fan base — we’re talking a 30% increase in the number of followers.


We frequently utilize Facebook, employ QR codes and develop mobile apps when it makes sense to do so. The 
traditional advertising push strategy is having less and less of an impact as the conversation strategy taking 
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center stage. We engage in these conversations with a variety of social tools to create branded customer 
experiences for maximum impact.


Penna Powers has even created a brain trust we call “Innovation Lab,” where we explore and test the latest 
online and social media tools and technologies so we can make the best, strategic recommendations to our clients. 


3.4.2.3 Proposing vendors must include a narrative that details vendor capabilities and experience in placing 
advertisements in paid media. Proposing vendors must provide a strategic overview of previous work, present the 
creative execution, identify the type of media deployed, duration of the campaign, and campaign results. 


We look at media through a savvier lens than most.  Our media team uses a potent mix of thinking big, New 
York media house strategy, and local Nevada knowledge. In other words, we know how to infiltrate, leverage 
and negotiate our markets.  


Most agencies subscribe to Nielsen and Arbitron, which we do, but we go many steps further in subscribing to 
Rentrak and Scarborough data as well.


Most media agencies will talk up their negotiating power with vendors and guarantee you the lowest rates. 
They may save you an additional 5 to 10% if they actually live up to their promises, but at Penna Powers we 
think you deserve more. How about a 25% savings before you even start negotiating? That’s what you get with 
smart media planning. It’s the difference between haggling over a 1992 Geo Metro and paying the same price 
for a 2015 Tesla Roadster. Go ahead, give us a test spin. 


PROCESS
Following the process below, we will get your campaign up 
and running with the right media plan. It’s the same process 
followed by the big New York media agencies. We should 
know. We used to work there.


1. Development of Media Objectives and Strategies – We 
always ask the question, what are you trying to accomplish 
through media? The answers are formed as a natural 
outgrowth of marketing and advertising objectives. The 
objectives and strategies take the following into consideration:


a. Target audience
b. Geography (down to the zip code/neighborhood)


c. Seasonality and timing
d. Web landing page destination
e. Competition – We determine your proper share of voice against the competition
f. Communication goals – Should reach be considered over frequency? What is the effective frequency? What 
does the frequency distribution look like?


2. Formation of Media Plan Options – A delicate balance takes place between desired communication goals and 
budget availability. Budget allocation decisions are not taken lightly at Penna Powers – we treat your budget as 
if it were our own. These are the steps:


a. Media Selection and Rationale – Quantitative and Qualitative Data
b. Media Scheduling – Flowcharts


Agency Resources:
• Nielsen
• Arbitron
• Scarborough
• Rentrak
• Google AdWords & Bing Ads
• Twitter Ads, Facebook Advertising, etc.  
• DoubleClick Ad Server
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c. Positioning and Added-Value
d. Delivery Analysis


3. Recommendation and Evaluation – This is where we communicate the how, what, where and why of the 
media plan. We cover what media, publishers, day parts, programs, sponsorships, and positions we used, how 
we conducted the process and why we selected them.


4. Execution of the Plan – Once the media plan direction is agreed upon, the negotiation process is finalized.


5. Post-Analysis and Optimization – It is our business to never take our media partner’s guarantees at their 
word. These partners aren’t inherently deceptive, but often they won’t do certain things unless you ask. As such, 
we use media buying software that measures actual audience delivery against the original schedule. Any under-
delivery that occurs will require the media vendor to provide additional advertising weight in the form of make-
goods or other proposal commensurate with the initial investment. For digital media, our use of a third-party 
ad server will ensure that online delivery is not dependent on site-only data.


Once your campaign is running, we optimize it daily to maximize performance. Here’s a snapshot of what we do:
DIGITAL CAMPAIGN TRACKING


• Analytics – We dive deep into your website analytics to see which media are delivering quality visitors. 
Some metrics that we use are average time on site, pages/visit, bounce rate, video completion rate and most 
importantly whether the user signed up for insurance. If a keyword or ad is underperforming, we adjust as 
appropriate to get you the best results.


• A/B Testing – Penna Powers tests ads to see which deliver the highest enrollment rates. We oftentimes start 
campaigns with a variety of ads and then optimize for best performance. If there are multiple flights, such 
as we are recommending for this initiative, we recommend regularly switching out creative elements to keep 
performance returns high. Remember, a stale ad can hurt your brand.


• Ad Fraud – We work hard to put your ads in front of your target audience, and not in front of website trolls 
or fake sites. We also closely monitor the sites and the ad’s placement within a site. Penna Powers uses an ad 
server to minimize ad fraud and ultimately deliver the best results. 


• Geo-Fencing – If you don’t want your ads seen outside of a certain area, we even have the ability to geo-fence 
any online ad within your parameters to ensure there is no waste. Penna Powers can provide geographic 
reports of where your ads are being shown and adapt our approach accordingly.


Penna Powers strives for transparency in our media placement. When we get results, we show you what worked 
best so each subsequent campaign can continue to build off of the previous’ success. We want every dollar to 
count towards your goals. 


MEDIA TECHNOLOGY
• Buying – Penna Powers uses Strata for all media buying, invoicing and posting. Nielsen and Rentrak are used 


for TV ratings estimates, while Arbitron is used for radio ratings estimates. 


• Research – For online media, a combination of ComScore, Quantcast and Nielsen Net Ratings make up our online 
research. We also integrate Scarborough data into our buying software to add depth to our media buying decisions.


• Ad Serving – Penna Powers uses a third-party ad server, DoubleClick, to traffic, report and optimize online 
media assets.
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• Web Analytics – Penna Powers can use whatever analytics software you have, but Google Analytics typically 
gives us what we need for most of our clients. We track all campaigns through our ad server as well as 
through Google Analytics. We are Google Analytics certified and often help our clients garner insights beyond 
just information from paid media sources. 


• Native Tools - Many sites only allow you to build and traffic through their system. As such, we have 
experience with Facebook’s Power Editor, LinkedIn ads, TubeMogul’s video platform, Twitter promoted tweets 
platform, YouTube video promotion, Marchex’s phone tracking system, Yahoo Gemini, Foursquare location ads 
and various others to maximize your sites traffic.


• Search Engine Marketing – Penna Powers is certified in all major search engines like Google, Bing and 
Yahoo!. We do not outsource this capability since we find it efficient to make the search campaign work in 
conjunction with the rest of the advertising campaign. 
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SMOKING VEHICLE REPORTS 
INCREASED BY 42%
NEVADA DEPARTMENT OF MOTOR VEHICLES – SMOG SPOTTERS


Overview
Penna Powers started working with the Nevada Department of Motor Vehicles (NDMV) in 2013. One 
of our fi rst projects with the NDMV was to improve the “Smoking Vehicles” program. In an effort to 
decrease pollutants from vehicle emissions, this program enables Nevada residents to report smoking 
vehicles to the NDMV via phone or web. This program has been in place since the early 1990s, however, 
the number of reports received in recent years had become stagnant. Messaging over the years was sub-
par in design and distribution however, giving NDMV a unique opportunity to improve messaging for 
greater awareness and response from Nevada residents.


The NDMV’s goal was to improve air quality by identifying and removing smoking vehicles from 
Nevada’s roads. Objectives included: 


• Increase awareness of the 
   smoking vehicle reporting program
• Increase number of annual reports    
   by 10 % for Clark and Washoe   
   counties combined


Creative Messaging and Strategy
The key message — “Spotting it is 
the fi rst step to stopping vehicle 
emissions” — was transformed into 
the action-oriented program name of 
“Smog Spotter.” Penna Powers created 
a new brand identity and logo as well 
as a new website for the campaign. 
Whether at home, walking through a 
parking lot or riding shotgun in the 
car, Nevadans were asked to be Smog 


Repor t  smok ing  veh ic les
KEEP NEVADA’S AIR HEALTHY


A Program 


844-END-SMOG SmogSpotter.comor
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A smoking vehicle isn’t just bad for the environment—it’s bad for everyone’s health as well. The Nevada DMV will 


investigate reports on any vehicle with a Nevada registration, including heavy-duty diesel trucks and vehicles based 


in rural areas. Be a Smog Spotter and report the time, location and license plate of smoking vehicles.
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SCOPE OF WORK


Spotters and report smoking vehicles. Messaging elements led Nevadans to either phone in a report or 
use a mobile-friendly online reporting tool. 


There were multiple strategies used, as NDMV needed to raise awareness of the program and 
simultaneously increase the amount of submissions. Through a combination of earned media, paid 
media, leveraging other state departments and air quality/environmentally conscious programs and 
tapping into NDMV’s current channels, Penna Powers was able to plan for success. 


Media Execution
With clearly defined goals, objectives, strategies and tactics, the program re-development and 
communication efforts came together smoothly. 


Scarborough’s media consumption analysis for adults 25-54 provided valuable insight:
 • Radio — 24% more likely to be a heavy radio listener and 95% listen to terrestrial radio
 • Internet — 13% more likely to be a heavy Internet user with 68% using Facebook and 27% 


listening to Pandora’s online radio
 • Television — 22% less likely to be a heavy television viewer
 • Newspaper — 28% reads any newspaper and only 2.4% reads it three or more times per week


Media recommendations were based on the greatest predicted yield per advertising dollar (least waste) 
and the fastest way to generate actionable response. The approach included:
 • Leverage news media coverage by aligning paid media flights with air quality awareness spikes
 • Partner with a single radio group — Cumulus for the Reno DMA and CBS Radio for the Las 


Vegas DMA — to obtain a longer flight period, increase message frequency and negotiate more 
added value


 • Run online banner ads to target audiences, particularly the environmentally and air quality 
conscious audience


 • Run mobile ads to smartphones not connected to Wi-Fi. If a user is connected to Wi-Fi it can 
be assumed they are in a set location, whereas if you are in a moving vehicle you will be using 
carrier data


 • Retarget ads to NDMV website visitors to keep the department’s name associated with 
progressive, goodwill oriented programs.


 
Results
A review of results after the June 2014 campaign flight left NDMV ecstatic and eager to see what future 
campaign flights will illicit. Results included: 
• Increased awareness of the program.
  o Radio — 48.1% reach with a 6.5 frequency for the Las Vegas DMA and 39.6% reach 


with a 13.1 frequency for the Reno DMA.
  o Online — 5.7 million impressions with a 0.47% click thru rate via mobile banner ads, 


7.1 million impressions with a 0.10% click thru rate via desktop banner ads, and over 
700k impressions with a 1.38% click thru rate via Pandora.


 • Increased number of annual reports in June 2014 by 42% year-over-year and 69% compared to 
May 2014 — these increases were well above expectation.


These results helped lower vehicle emissions in Nevada and led to various awards for the NDMV. 
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Click to call an RxAmerica
Medicare Specialist right now


1. What is Medicare Part D?


2. Am I eligible for Medicare Part D?


3. When can I sign up?


4. How do I sign up?


5. How much does it costs?


6. Does RxAmerica cover
     my medications?


7. Does my pharmacy participate with
     RxAmerica? Can I continue to get 
     my drugs at my pharmacy?


To search for your pharmacy by Name
or by City, State and ZIP, click here for


I’VE GOT YOUR


RxAmerica Medicare
Specialists are standing by: 1-800-511-8393
TTY/TDD CALL: 1-877-279-0371


RxAmerica Makes It Easy For You To Enroll:RxAmerica FAQs


ANSWERS AND CAN
 HELP YOU ENROLL.


RxAmerica is a Medicare PDP plan sponsor that contracts with the Federal Government. 
S5644_MWS305b  Last modified: September 26, 2007 14:26:00.


Hours of Operation: 8 a.m. - 8 p.m.
 7 days a week


RxAmerica Medicare Part D Prescription Plans


MEDICARE PART D
PRESCRIPTION PLAN2


0
0


8


Home Our Plans How Does Part D Work? Contact Us Adjust Text Size:  A  A  A


Advantage
Star Plan


click for more information


Advantage
Freedom Plan
click for more information


Advantage
Allegiance Plan


click for more information


156 MILLION IMPRESSIONS 
HELP SENIORS MAKE CLEAR 
HEALTH CARE DECISIONS 
RXAMERICA – MEDICARE PART D


Overview
Medicare Part D came about as a prescription drug plan to supplement Medicare Parts A and B. 
RxAmerica came to Penna Powers looking for a campaign that would not only inform Medicare 
prescribers about Part D, but also present RxAmerica as the best provider in terms of quality and cost.  
   
From four focus groups held across the country, Penna Powers found that:  
 • Medicare is confusing
 • Those age 65 and older often use the Internet to seek out Medicare information
 • The most important factors in choosing a provider are premium price and prescription drug 


coverage


Creative Messaging and Strategy
This research helped Penna Powers 
develop a clear, concise website 
targeted at helping visitors navigate 
through the Medicare decision 
process. The website featured a 
“Click to Call” option, a list of 
Medicare Part D FAQs and a section 
that outlined the three RxAmerica 
Medicare Part D plans.


Media Execution  
Penna Powers drove traffic to the 
site through a comprehensive 
advertising campaign in states 
where RxAmerica was seeing 
success and in states where 
RxAmerica’s premiums were lower 
than those of their competitors. 
Direct mail pieces encouraged 
those turning 65 to enroll and 
current prescribers to switch 
providers. The direct mail campaign 
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ran concurrent with a geo-targeted online campaign targeting those already searching for Medicare 
information. Online advertising efforts resulted in an impressive 11% enroll-thru rate from those visiting 
the site.   
     
Results
The campaign resulted in over 156 million impressions and impressive traffic to the RxAmerica website. 
Through strategic efforts, Penna Powers was able to position RxAmerica as a Medicare Part D provider 
offering a competitive plan and clear information to simplify the decision-making process.


Medicare Part D coverage is available to everyone with Medicare, yet it’s provided by private 
companies. Be sure to choose a helpful partner in your search for the right plan; someone who will 
answer all your questions and work hard to help 
lower your prescription drug costs today and  
into the future.


We’ll help you enroll and gladly answer theseand any other Medicare Part D questions:
• What is Medicare Part D?
• Am I eligible for Medicare Part D?
• When can I sign up for Medicare Part D? 
• How do I sign up? 
• How much does it cost?
• Does RxAmerica cover my medications?
• Can I continue to get my medications at my pharmacy?


www.rxaMedicare.com


S5644_MDM311b


1-800-511-8389


RxAmerica is a Medicare-approved plan sponsor:


RxAMERICA MAKES IT EASY FOR YOU TO ENROLL:


Hours of Operation: 8 a.m. - 8 p.m., 7 days a week


TTY/TDD call:
1-877-279-0371


  I’VE GOT YOUR
ANSWERS AND CAN
  HELP YOU ENROLL.
Turning 65 can be hard enough without having to understand all 
the healthcare options available through Medicare. And to further 
complicate things, Medicare is divided into various parts which 
you not only need to understand, but choose and enroll in: There’s 
Part A for hospitalizations, Part B for doctor visits and Part D for 
prescriptions. We understand your confusion, but we also understand 
Medicare Part D like no one else. So when you have Medicare Part D 
questions (and chances are you will) give us a call. We’ll clear up the 
confusion so you can get back to celebrating your milestone birthday!
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PUTTING KEYS AND 
MARKERS IN THE HANDS OF 
DESIGNATED DRIVERS
NEVADA DEPARTMENT OF TRANSPORTATION - ZERO FATALITES


Overview
Zero Fatalities is Nevada’s umbrella program that focuses on fi ve key driving behaviors – buckling up, 
impaired driving, distracted driving, stopping on red and pedestrian safety. Penna Powers works closely 
with Nevada’s Departments of Public Safety and Transportation to reduce driving fatalities in the state. 
Strategically planned around the 4th of July in 2013 when impaired driving is highest, a campaign was 
initiated to educate residents about, and prevent impaired driving fatalities.     
 
Creative Messaging and Strategy
The “Marker Face” campaign took an unusual approach by using humor to reach target audiences and 
to empower designated drivers. Whether their friends had passed out in the yard or on the couch, 
designated drivers got a chance to have some fun and let their creative sides shine. All they needed was a 
marker and a sleeping friend’s face.


We tested this messaging in focus groups prior to the campaign launch and it resonated best with our 
target audience – men ages 21-49. This target audience was determined based on impaired driving crash 
data in Nevada and nationally. 


Media Execution     
The “Marker Face” campaign took an unusual approach by using 
humor to reach target audiences and to empower designated 
drivers. Whether their friends had passed out in the yard or on 
the couch, designated drivers got a chance to have some fun and 
let their creative sides shine. All they needed was a marker and a 
sleeping friend’s face.


We tested this messaging in focus groups prior to the campaign 
launch and it resonated best with our target audience – men ages 
21-49. This target audience was determined based on impaired 
driving crash data in Nevada and nationally.  
     
Results
The campaign reached over 90% of our target audience. Most 
importantly, awareness of the Zero Fatalities program went 
up 10% from the previous year, and the number of Nevada 
residents who said they drive impaired dropped 9%. 


4623_BusShelter_MARKER_1_FIN.pdf   1   12/6/13   2:25 PM
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D E S I G N AT E D  D R I V E R S


B O O K  O F  M A R K E R  FA C E S


4711_Impaired_Booklet_FIN.indd   1 6/18/13   5:37 PM


4622_Impaired_kitty_48x14_FIN.pdf   1   6/10/13   11:35 PM


4623_Cups_BusShelter_FIN copy.pdf   1   6/11/13   3:20 AM


SCOPE OF WORK







56   |   SILVER STATE HEALTH INSURANCE EXCHANGE  |  2015 ©


TAKING LOCAL HEALTH CARE 
TO NEW HEIGHTS
OGDEN CLINIC — WE SPECIALIZE IN YOU


Overview
Penna Powers began working with Ogden Clinic in 2013. Ogden Clinic has five urgent care locations in 
Northern Utah and came to us in an effort to increase the foot traffic and overall number of patients that 
come through the urgent care doors. Since late 2013, we have been maximizing media exposure to bring 
in new patients and keep the old ones coming back.


Ogden Clinic’s goal was simple — increase the number of urgent care patients who have health 
insurance. Our objective was to identify adults in the Ogden area who have health insurance and what 
kind of messaging would be most likely to catch their attention.


Creative Messaging and Strategy
Ogden Clinic doesn’t just specialize in orthopedics and urgent care. They specialize in giving each and 
every person the focus and care they deserve. And that’s exactly what this campaign communicates. 
The key message — We Don’t Just Specialize in Healthcare, We Specialize in You — was used to 
highlight both the broad expertise and the individualized care that Ogden Clinic delivers. The campaign 
encouraged Ogden residents to come to Ogden Clinic for quality, affordable care in any event, whether it 
is emergency or preventative care. 


Penna Powers implemented multiple strategies to raise awareness of the urgent care centers and to create 
an overall branding message. 


Media Execution
With clearly defined goals, objectives, strategies and tactics, the efforts to build a larger patient base for 
urgent care were under way. 


5693_OC_ENT_Bulletin_FIN_10x30.pdf   2   6/13/14   3:14 PM
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The media team used Scarborough research data to create a media consumption analysis for adults 25-49 
in Weber/Davis counties with a household-income over $45,000. Our insights included:
 • 85% attend the movies at least once every three months 
 • 39% more likely to live in a home 
 • 99% access the internet regularly
 • Internet Use Quintile – 73% are medium to heavy internet users 
 • 90% used Google in the last 30 days (111 index)
 • 73% used Facebook in the last 30 days (105 index)
 • 83% visited KSL.com in the last 30 days (143 index)


Penna Powers media recommendations were based on the most effective used of advertising dollars to 
generate the desired lift in patient numbers. The approach included: 
 • Online search ads to appear in front of users who were most likely to be in need of and 


searching for urgent care
 • Hyper-targeted Facebook ads to users living within five miles of each Ogden Clinic urgent 


care center
 • Online banner ads to target individuals and families in the Ogden area who are health 


conscious and are likely to have health insurance 
 • Retargeted ads to Ogden Clinic urgent care website visitors for name recognition 
 • Well-displayed posters in local cinema theaters and door-hangers in Ogden neighborhoods to 


build brand awareness
 • Outdoor bulletins placed in high-traffic areas to display branding message
 • Phone tracking for each media source for continual optimizations


Results
The campaign continues to run, but the initial campaign launch months (October 2013 – June 2014) 
provided Ogden Clinic with a significant lift in number of patients. Results included:
 • More than 56,000 clicks on paid ads with an average CPC of only $0.69 
 • Over 69,000 page views to Ogden Clinic’s urgent care page
 • Phone calls were tracked from all paid sources – 689 tracked calls during the months listed 


above, and over 1,000 calls to urgent care centers have been tracked to date


Since June 2014, paid ads have run on a more minimal basis, but the Ogden Clinic doctors continue to 
be inundated with patients in the urgent care centers.
 • Urgent care patient numbers have increased by at least 60% since October 2013
 • Ogden Clinic has hired several new providers and staff members, including doctors, PAs, etc., 


to keep up with the increased level of work
 • Ogden Clinic recently developed a Check-In app to allow patients to use their mobile devices 


to check-in to an urgent care center before arriving
 • The urgent care webpage is the second-most viewed page on Ogden Clinic’s site with more 


than 92,000 pages views from 43,000 unique visitors since the campaign’s launch
 • Monthly CTR percentages from Google search ads have steadily increased from 3.85% at the start 


of the campaign to a recent campaign-high of 10.61% (more than 10 times the industry standard)


SCOPE OF WORK
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4745_SE_RodeoAd_FIN_1.pdf   1   6/18/13   4:26 PM


We specialize in Saving You a Bundle


on Bumps and Bruises


U R G E N T  C A R E
HOME SITE   EMAIL US  


OTHER SPECIALTIES


COMPARE & SAVE HOURS & LOCATIONS


See how else we specialize in you


D E R M A T O L O G Y


O R T H O P E D I C S


Compare and see how we specialize  
in getting you on the mend, for less.


Ogden Clinic


COPAY


INSURANCE PLANS
ACCEPTED


MOST


*


*


Average Patient 
Copay Cost


Hospital ER


WEBER COUNTY
LOCATIONS2


INSURANCE PLANS
ACCEPTED


SOME


While other locations have high 


copays and even higher hidden 


costs, we simply charge the cost 


of an office visit copay.


LOCATIONS


When your loved one has an 


urgent medical need, you need 


to have convenient locations 


close by. Ogden Clinic has the 


most urgent care locations in 


Weber County.


TRANSFERS


If you need to be admitted to 


the hospital after your urgent 


care visit, our providers have 


the flexibility to admit patients 


to both local hospitals.  


Actual costs and copayments are based on individual insurance plans. While Ogden Clinic accepts most major insurance plans, contact your insurance carrier for a full description 


of your medical coverage, benefits, authorization requirements and any other terms and conditions that may apply to your plan. Ogden Clinic is not a representative of your insurance 


carrier and is unable to provide benefit coverage quotes.  We are also unable to guarantee your coverage or eligibility from the insurance company or any other third-party payer.


INSURANCE COVERAGE


Every single one of our providers 


accepts nearly all insurance plans. 


Some physicians and urgent care 


locations accept only certain 


insurance plans, which leads to 


higher costs and copayments.


40$


*Average Patient 
Copay Cost


$250


WEBER COUNTY
LOCATIONS5


Patients can be admitted to both 
Ogden Regional Medical Center 
and McKay-Dee Hospital.


2
Patients will most likely be
admitted to the hospital 
associated with their urgent 
care provider. 


1


F A M I L Y  P R A C T I C EE A R ,  N O S E  &  T H R O A T


U R O L O G Y


Ogden Clinic has been extremely pleased with these results and the current amount of healthcare 
services they provide in urgent care centers. They’ve seen unprecedented growth since the campaign 
began, and Penna Powers continues to monitor Ogden Clinic’s brand image today.
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3.4.2.4 Proposing vendors must include a detailed outline of the types of media the vendor intends to use.


Recommended media types are outlined in response 3.4.2.7 (draft work plan) of this proposal. 


3.4.2.5 Proposing vendors proposals must identify a staffi ng plan to reach the Exchange’s objectives, identifying 
whether current staff will be utilized and/or if new staff will needed to handle the Exchange’s account.


As a team, Penna Powers and Ramirez Group are committed to making the Exhange’s campaign a success in 
Nevada. We have identifi ed key team members, as seen in Tab VIII - Proposed Staff Resumes, who have the 
expertise to meet the deliverables outlined in the RFP and will dedicate their time to strategizing, implementing, 
optimizing and tracking results of all initiatives. Other team members may also be selected from Penna Powers 
and Ramirez Group’s qualifi ed staff to lend assistance if necessary. By doing so, the Exchange can rest assured 
that the campaign is receiving adequate attention and exceeds the objectives set forth by the Exchange.


3.4.2.6 Proposing vendors must provide samples of creative work directly resulting from a previous project of this 
type. Vendors may submit either hardcopy samples or examples of work on a CD. Either hardcopy samples OR 
one (1) CD labeled “Creative Work” should accompany each hardcopy proposal.


Samples of creative work are included in response 3.4.2.1 of this proposal and on the enclosed CD. 


3.4.2.7 Proposing vendors must include a draft work plan.


A draft work plan can be found in Part IB as it contains trade secrets as defi ned in Section 2 Acronlyms/
Defi nitions. 


3.4.2.8 Proposing vendors 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


Our strategic plans are always backed by research, whether primary or secondary. We live by the philosophy 
that research is the fi rst step in any project because guessing can be very expensive. 


To compile the response to this RFP and to develop the included draft work plan we used data from sources 
stated above. In addition, we used secondary sources such as The Kaiser Family Foundation, AdAge Insights, 
Forbes.com, Pew Research, comScore, Scarborough and other verifi able data sources including healthcare.gov, 
DC Health Link and Covered California. 
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3.4.3 Proposing vendors must name a specific Account Supervisor who will oversee strategic execution and 
campaign management; and an Account Manager who will provide day-to-day account management.


Upon selection of Penna Powers, Victoria George will take the role of Account Supervisor. Her countless 
years of experience in managing comprehensive marketing and advertising projects make her a perfect fit for 
handling the scope of work outlined in the RFP. Abby Swensen, Account Manager, will support Victoria in the 
planning and facilitation of all tasks. 


3.4.4 Proposing vendors must submit a cost proposal covering each of the three (3) 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). 


A cost proposal covering all three phases has been submitted in Part II Cost Proposal Submission of this 
proposal.


A budget discrepancy exists within the Request for Proposal (RFP). The original RFP shows a budget of $2.8 
million per year while question 28 of Amendment 1 to RFP 3147 shows a budget of $2 million per year. For 
the purposes of this proposal, Penna Powers used the original budget of $2.8 million. However, upon selection, 
corresponding budgets can be scaled to fit the actual budget.  


3.4.4.1 The awarded vendor will be required to render a monthly invoice to the Silver State Health Insurance 
Exchange. 


A. All work will be authorized under this contract through a Work Order process.
 1. Before any billable activity begins, vendor will submit a detailed Scope of Work (SOW); the Exchange 


will then assign the SOW to a work order including the description of the work to be performed and an
agreed-upon “Not to Exceed” cost.


 
 2. Work order numbers must be included with each invoice for tracking purposes.


B. Each monthly invoice will accurately reflect the work performed during the respective billing period, including 
an itemized accounting for costs of materials, labor, purchase of media time or space and any other billable items 
that are subject to mark-up restrictions. 


C. Work performed during each billing period should reflect the initial timeline and general plan of the campaign 
unless there is a specific deviation that has been mutually agreed upon in writing in the form of a Change Order 
prior to that billing period. 


Understood and agreed. Penna Powers has many years of experience working with the State of Nevada. We 
fully understand the work order process and change order process, and do not commence work until we receive 
authorization. 


After we receive work order authorization, we put together precise estimates outlining professional services 
fees and hard cost expenses needed to accomplish each task. The client must approve these estimates before any 
work begins. Additionally, clients are provided with media schedules to approve before any media is ordered or 
purchased.


SCOPE OF WORK
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Penna Powers bills on a monthly basis at the end of the month for work done in the preceding 30 days, as well 
as media that was run during the same period. All billing contains a listing of projects or jobs with the charges 
for each job broken by professional services and hard costs. No backup is normally included in the billing 
packet, but is available upon request. Bills are due and payable within 30 days of the invoice date.


3.4.5 The selected vendor’s Account Manager Supervisor, the assigned Account Manager, and a representative of 
any involved subcontractor will be expected to facilitate and attend bi-monthly status meetings with the Exchange.


3.4.5.1 The selected vendor is expected to attend at least one (1) of the bi-monthly meetings onsite and may 
attend the other meeting via video conferencing (when subject matter is conducive to video conferencing).


3.4.5.2 The selected vendor is expected to attend other meetings as requested by the Exchange.


3.4.5.3 The selected vendor’s Account Manager is also expected to attend the monthly Exchange Board Meetings in 
person as requested.


3.4.5.4 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.  


3.4.5.5 Any and all campaign elements developed including, but not limited to tag lines, bylines, conceptual 
and final creative elements, photography, illustrations, press materials, graphics, font color palettes, digital code 
and sites, passwords, logins, etc., prepared for the Exchange will become the property of the State of Nevada and 
will be provided to the Exchange in whole or in part either immediately upon concept approval and/or upon 
completion of the project for future usage.


Understood and agreed. Penna Powers fully understands the scope of this project and the complexity of the 
issues surrounding it. This makes it all the more important for the key personnel, including Account Manager 
Supervisor, Account Manager and any subcontractors’ representatives, to attend all of the Exchange’s and the 
Exchange Board’s meetings in person and attend only by video conferencing on the rare occasion. 


Penna Powers understands the importance of approvals and will never place creative with out explicit  
approval from all required parties. Once approval is received, final work will be delivered in whole to the 
appropriate person(s). 
            


3.4.6 If the selected vendor fails to meet agreed-upon due dates for deliverables, liquidated damages of $4,500 per 
day may be charged until the deadline is met.  Additional specific liquidated damages for failure to perform may 
be determined during the contract negotiation process.


Understood and agreed.


3.4.7 In order to be considered, proposing vendors must provide a project schedule for each of the three (3) 
sections. Submitted proposals that do not address all three (3) phases of the project may be rejected.


3.4.7.1 These schedules will be agreed upon by both the Exchange and the vendor. 


3.4.7.2 The Exchange will make all approvals by the schedule dates so as not to delay the vendor. 


SCOPE OF WORK
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3.4.7.3 The vendor must allow the Exchange a minimum of five (5) working days to approve concepts and 
artwork. 


3.4.7.4 Proposed schedules must be submitted within 15 days of the start date of each phase of the Marketing and 
Outreach Campaign.


Understood and agreed. The approval process is critical to making a project successful as it helps to ensure 
100% buy-in and support from all parties involved. Penna Powers will get approvals on strategic plans, budgets, 
creative and schedules from all parties applicable to the approvals process. In developing schedules, we will 
always account for the requested approvals timeframe. 


An overarching project schedule including all three sections of the project has been included in the response to 
question 3.4.2.7 (draft plan). Upon selection, we will detail out the schedule to include the timeframe for all 
approvals needed. 


3.4.8 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. 


Understood and agreed.


3.4.9 A set of performance goals and measures will be established with input from the Exchange, Board of 
Examiners, and selected vendor prior to each enrollment cycle.


Our philosophy and expertise has always been in creating campaigns that are results driven. We will work with 
the Exchange and Board of Examiners to fully understand and possibly provide guidance on the performance 
goals and measures for each enrollment cycle.
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COMPANY BACKGROUND AND REFERENCES


YOU’VE GOT QUESTIONS, 
WE’VE GOT ANSWERS
4.0 Company Background and References


4.1 Vendor Information


4.1.1 Vendors must provide a company profile in the table format below.


QUESTION RESPONSE


Company name: Penna Powers


Ownership (sole proprietor, partnership, etc.): S-Corp


State of incorporation: Utah


Date of incorporation: 6/1/1984


# of years in business: 30


List of top officers:
Chuck Penna
Dave Smith
Mike Brian 


Location of company headquarters: Salt Lake City, UT


Location(s) of the company offices:
Henderson, NV
Salt Lake City, UT


Location(s) of the office that will provide the 
services described in this RFP:


Henderson, NV
Salt Lake City, UT


Number of employees locally with the expertise to 
support the requirements identified in this RFP:


6


Number of employees nationally with the expertise  
to support the requirements in this RFP:


56


Location(s) from which employees will be assigned  
for this project:


Henderson, NV
Salt Lake City, UT


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.


Understood and agreed.
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COMPANY BACKGROUND AND REFERENCES


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: NV20111035305


Legal Entity Name: Penna Powers


Is “Legal Entity Name” the same name as vendor is doing business as? If “No”, provide explanation.


Yes.


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.


Understood and agreed.


4.1.5. Has the vendor ever been engaged under contract by any State of Nevada agency?  


Yes.


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 Office of Traffic Safety (NOTS) 


State agency contact name: Traci Pearl


Dates when services were performed: May 1, 2011 – Present


Type of duties performed:
Advertising, marketing, media buying, digital/
interactive, graphic design, public relations, 
grassroots outreach


Total dollar value of the contract: $2 million
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COMPANY BACKGROUND AND REFERENCES


QUESTION RESPONSE


Name of State agency: Nevada Department of Public Safety 


State agency contact name: Richard Wiggins


Dates when services were performed: May 1, 2011 – Present


Type of duties performed:
Advertising, marketing, media buying, digital/
interactive, graphic design, public relations, 
grassroots outreach


Total dollar value of the contract: $2 thoundsad (Part of NOTS $2 million budget)


QUESTION RESPONSE


Name of State agency: Nevada Department of Transportation


State agency contact name: Ken Mammen


Dates when services were performed: April 1, 2011 – Present


Type of duties performed:
Advertising, marketing, media buying, digital/
interactive, graphic design, public relations, 
grassroots outreach


Total dollar value of the contract: $2.2 million


QUESTION RESPONSE


Name of State agency: Nevada Department of Motor Vehicles


State agency contact name: David Fierro


Dates when services were performed: October 2013 – Present


Type of duties performed:
Advertising, marketing, media buying, digital/
interactive, graphic design, public relations, 
grassroots outreach


Total dollar value of the contract: $213 thousand
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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? 


No.


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. Does any of the above apply to your company?


No.


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for 
RFP 3147.  Does your organization currently have or will your organization be able to provide the insurance 
requirements as specified in Attachment E.


Yes.


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.


Penna Powers was established in 1984. A desire to combine hard-hitting strategic campaigns with distinctive 
creative work for a broadly based set of clients brought the partners together from New York, Chicago and 
Seattle to fill a void in the Utah advertising market, and now in the Nevada market. Over the years, Penna 
Powers has redefined the term “full-service agency” by adding account planning, public relations, media, digital 
and public involvement to its services offered.
     
The individuals at Penna Powers have worked on some of America’s most respected brands including American 
Express, JPMorgan and 3M. In Nevada, we currently work on large scale, statewide, public education and 
outreach projects with the Departments of Transportation, Public Safety and Motor Vehicles. 
     


COMPANY BACKGROUND AND REFERENCES


30 YEARS OF HARD-HITTING WORK
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Public education programs and behavior-changing campaigns that improve the safety and well being of our 
country are our passion. We know how to create and execute campaigns that “strike a chord,” affect real change 
and motivate audiences to take action. We are the architects of the current Nevada “Zero Fatalities” campaign. 
Along with the “Zero” brand, we have built campaigns for many of the encompassed behavior-focused safety 
programs like “Buzzed Driving Is Drunk Driving.” We have also created some of Utah’s most well known 
public education campaigns including: Utah Department of Health’s “Flu Fighters,” Utah Department of 
Transportation’s “Zero Fatalities,” Intermountain Primary Children’s Hospital’s “Hold On To Dear Life” and 
Utah Highway Safety Office’s “Click It or Ticket.”


A TOTAL COMMUNICATION COMPANY
BRANDING
Strategic planning
Brand messaging
Brand guidelines


ADVERTISING
Logo development
TV commercials
Radio commercials
Digital advertising
Print ads
Outdoor advertising
Direct mail
Collateral materials
Annual reports
Channel marketing
Identity programs
Product sheets
Tradeshow support


MULTIMEDIA
Audio/visual production
Event media production
Presentation design


MEDIA
Strategy development
Research and planning
Negotiation and buying
Delivery post-analysis
Auditing and verification services
Sponsorship negotiation and 
management


PUBLIC RELATIONS
Strategic planning
Media relations
Articles/releases/newsletters
Conferences/speaking
Crisis management
Presentation training and 
coaching
Social media
Media training
Analyst relations


PUBLIC 
INVOLVEMENT
Strategic communication planning
Public outreach
Event planning
Non-paid publicity
Media, presentation and 
spokesperson training
Public information point of contact


DIGITAL
Website development
Content management and site 
optimization
Database development
Macromedia flash development


RESEARCH
Communications/brand audit
Email and online surveys
Focus groups
Telephone surveys
One-on-one interviews


COMPANY BACKGROUND AND REFERENCES
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OUR PAST HELPS YOUR FUTURE
If you’re looking for someone with experience in communication, look no further than Penna Powers. We have 
been running successful campaigns for a wide array of clients, including clients in the healthcare and health 
insurance industries, for the past 30 years. In addition to our relevant industry experience, we have many 
years of experience working with the state of Nevada on various projects. Penna Powers is the current Nevada 
Department of Public Safety and Nevada Department of Motor Vehicles marketing and advertising services 
contract-holder as well as the Nevada Department of Transportation contract-holder for the Zero Fatalities 
marketing program.                 


Comprehensive marketing campaigns integrating all facets of communication including advertising and 
outreach is our specialty. You’re not trying to get people to buy a car, couch or clothes. Rather, you’re trying 
to alter people’s opinions and attitudes surrounding healthcare insurance, increase the awareness of benefi ts 
healthcare insurance offers and to drive increased enrollment. Fortunately, Penna Powers has vast experience 
meeting the same type of deliverables outlined in this RFP. More importantly, we have a plan that will garner 
the results you’ve wanted since the launch of the Silver State Health Insurance Exchange.


We’re no stranger to Nevada:


And, we’re no stranger to healthcare:


COMPANY BACKGROUND AND REFERENCES


Over the past 30 years Penna Powers has worked with many global, national and local healthcare brands.
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LET OUR WORK SPEAK FOR ITSELF


COMPANY BACKGROUND AND REFERENCES


For more creative samples go to response 3.4.2.1 of this proposal.


United States Department of the Interior
O F F I C E  O F  T H E  S P E C I A L  T R U S T E E
F O R  A M E R I C A N  I N D I A N S
Trust Beneficiary Call Center
4400 Masthead Street, NE
Albuquerque, NM 87109


FIRST-CLASS MAIL
U.S. POSTAGE PAID
PERMIT NO. 1657


ALBUQUERQUE NM


Address Here
1111 Lorem Ipsum Dolor
Lorem Ipsum, LI  88888
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COMPANY BACKGROUND AND REFERENCES


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.


Penna Powers has been planning and executing successful marketing and outreach campaigns for various public 
and private clients, including those in the healthcare and health insurance industry, for the past 30 years. And 
we are still going strong.


4.1.11 Financial information and documentation to be included in Part III, Confidential Financial Information of 
vendor’s response in accordance with Section 9.5, Part III – Confidential Financial Information.


4.1.11.1 Dun and Bradstreet Number


4.1.11.2 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


All required financial information is included in Part III, Confidential Financial Information.


4.2 Subcontractor Information


4.2.1 Does this proposal include the use of subcontractors?


Yes.


4.2.1.1 Identify specific subcontractors and the specific requirements of this RFP for which each proposed 
subcontractor will perform services. 


4.2.1.2 If any tasks are to be completed by subcontractor(s), vendors must:


A. Describe the relevant contractual arrangements;


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


C. Describe your previous experience with subcontractor(s).


Penna Powers is a full service agency integrating all facets of marketing and communication to meet our 
clients’ needs. Our team consists of top experts in areas of strategic planning, advertising, public involvement, 
public relations, social media, creative and digital. With such a wide array of expertise, Penna Powers will be 
partnering with only two subcontractors. 
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RAMIREZ GROUP
As a sub-consultant to Penna Powers, the Ramirez Group will provide outreach and Hispanic market expertise. 
In addition to direct experience on the Silver State Health Insurance Exchange marketing and outreach 
campaigns, they bring expertise in research and analysis, direct marketing and database management. Being 
the only Hispanic-owned, full-service public relations and consulting agency in Nevada, Ramirez Group is the 
only true expert in Hispanic outreach. 


Penna Powers and Ramirez Group have a track record of success in working together. For four years our 
companies have worked together in educating Nevadans on Zero Fatalities. Our already strong relationship  
has flourished over the years, and we’ve become more integrated and efficient than ever before, while still 
maintaining flexibility within the ever-changing demands of advertising and public involvement.   


Since 2011, Penna Powers has partnered with the Ramirez Group on statewide public education efforts for Zero 
Fatalities, a nationally recognized traffic safety program earning some of the countries most coveted results-
driven awards. From person-to-person interaction to major community events, the Penna Powers-Ramirez team 
has planned, organized, and conducted grassroots outreach activities on behalf of the Nevada Department of 
Transportation and Nevada Department of Public Safety.
 
Together we have organized and facilitated initiatives at school events, sporting events, community events and 
other educational outlets as part of the Zero Fatalities integrated marketing campaign. Utilizing our local 
presence and a common understanding of Nevada, we have been able to zero in on events that are attended by 
target audiences, such as the Hispanic population.


The project’s senior account manager will handle supervision of all subcontractors. As the subcontractors for 
this project are such an integral part of the plan and execution, they will join Penna Powers in attending all 
meetings outlined by the Exchange and the Exchange Board. 


Subcontractors will join Penna Powers in the planning process to fully utilize their area of expertise and to 
ensure a cohesive, integrated plan. By including subcontractors from the start, they have a better understanding 
of requirements, deliverables and metrics that must be met for the project. Once a plan is in place, regular 
meetings will commence to address questions, mitigate issues and to review deliverables, timelines and 
campaign goals.


Given the nature and complexity of the project outlined in this RFP, the main channel of communication will be 
in-person meetings with the support of conference calls and email.


COMPANY BACKGROUND AND REFERENCES
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COMPANY BACKGROUND AND REFERENCES


Subcontractors 
screened to  
be added to 


Penna Powers 
vendor pool


Bid requests 
sent to 


subcontractors 
(at least two), 
bids evaluated 
with preference 


given to 
Nevada-based 


companies


Subcontractor 
is selected 


and included 
in all relevant 
meetings to 
ensure full 


understanding 
of requirements, 
deliverables and 


metrics that 
must be met 


Plan and 
estimates for 
subcontractor 
services are 
approved by 


the client before 
any work begins


Pay 
subcontractor 


in a timely 
manner and 


provide proof 
of payment if 
requested by 


the State


Account 
Manager and 
Production 


Manager work 
closely with 


subcontractor 
to ensure all 


deliverables are 
met on time 


and produce the 
required results 


STEP 6


Penna Powers gives preference to Nevada-based companies for all subcontracted work. 


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.


Penna Powers occasionally uses subcontractors to perform services that require additional expertise or 
cannot be done in-house. All subcontractors are pre-screened to meet the professional quality of work 
and performance measures, methodologies, processes and insurance requirements that Penna Powers 
sets forth per project contract requirements.
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COMPANY BACKGROUND AND REFERENCES


4.2.1.4 Provide the same information for any proposed subcontractors as requested in Section 4.1,  
Vendor Information.


QUESTION RESPONSE


Company name: Ramirez Group, Inc.


Ownership (sole proprietor, partnership, etc.): S-Corp


State of incorporation: Nevada


Date of incorporation: 1/26/2011


# of years in business: 4


List of top officers:
Jacqueline Ramirez, CEO
Andres Ramirez, President 


Location of company headquarters: Las Vegas, NV


Location(s) of the company offices:
Las Vegas, NV
Reno, NV


Location(s) of the office that will provide the 
services described in this RFP:


Las Vegas, NV
Reno, NV


Number of employees locally with the expertise to 
support the requirements identified in this RFP:


13


Number of employees nationally with the expertise  
to support the requirements in this RFP:


13


Location(s) from which employees will be assigned  
for this project:


Las Vegas, NV
Reno, NV


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.


Understood and agreed.


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 name as vendor is doing business as?  


Yes.


If “No”, provide explanation.


RAMIREZ GROUP
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COMPANY BACKGROUND AND REFERENCES


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.


Understood and agreed.


4.1.5. Has the vendor ever been engaged under contract by any State of Nevada agency?  


Yes.


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? 


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.


QUESTION RESPONSE


CNevada Business License Number: NV20111062388


Legal Entity Name: Ramirez Group, Inc.


QUESTION RESPONSE


Name of State agency: Silver State Health Insurance Exchange


State agency contact name: Bruce Gilbert


Dates when services were performed: September 2013 - Present


Type of duties performed:
Navigator and Enrollment Assister services, community 
outreach and education.


Total dollar value of the contract: $2.5 million
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COMPANY BACKGROUND AND REFERENCES


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. Does any of the above apply to your company? 


No.


4.1.8 Vendors must review the insurance requirements specified in Attachment E, Insurance Schedule for 
RFP 3059.  Does your organization currently have or will your organization be able to provide the insurance 
requirements as specified in Attachment E.


Yes. We currently have the insurance requirements as specified in Attachment E.


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.


Ramirez Group is a full-service community relations, political consulting and communications firm located in 
Las Vegas, NV. Our diverse team of experts allows us to provide a broad range of consulting services including 
marketing, branding, research, and social media. At Ramirez Group we believe in good communication and we 
value our clients’ time, so we always ask questions and never assume. We want to do things right, and we want 
to get it right the first time. With that said, we take a comprehensive approach to addressing our clients’ needs 
to ensure that nothing is overlooked in the planning and execution phases of our work. Ramirez Group builds 
a cohesive relationship with our clients to integrate and leverage our resources and expertise. We are always 
accessible to our clients and the community. 


Ramirez Group was established in January 2011, and boasts a talented team with over 50 years of experience 
in public relations and communications. Ramirez Group is a small business owned by Jacqueline and Andres 
Ramirez, and is certified as both an MBE and a DBE.  


Ramirez Group has been serving as a statewide Navigator Entity for the Silver State Health Insurance 
Exchange since the commencement of the Nevada Health Link. In this capacity, Ramirez Group conducted 
dozens of community outreach events across the states, reached hundreds of thousands of people to inform them 
about the Nevada Health Link and enrolled thousands of Nevadans into qualified health plans. 


Ramirez Group has a trained team that has connected with people in multiple languages including English, 
Spanish and Tagalog. This experience provides Ramirez Group with extensive insight into the target audiences 
with whom the Exchange is looking to engage. Ramirez Group has had success in reaching them educating 
them, and enrolling them in the past, and is confident that we can continue to increase enrollment  
numbers today.


As an existing consultant for the Exchange, Ramirez Group has four years of success in reaching the uninsured 
and under-insured, educating them and enrolling them in the Nevada Health Link.
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Prior to working as a navigator entity, Ramirez Group conducted a community outreach and educational 
awareness campaign regarding the Affordable Care Act (ACA) in Nevada for two years on behalf of our Know 
Your Care (KYC) client. We worked with a variety of community organizations and stakeholders to engage 
them in this process and teach Nevadans about the benefits available under the ACA. Our work engaged 
Nevadans throughout the state in both English and Spanish. We engaged a wide array of target constituencies 
including Latinos, young people, women, small businesses and senior citizens.  


Our work with SSHIX and KYC provided us the opportunity to develop relationships and credibility with 
community organizations and local media to effectively deliver the message about the Silver State Health 
Insurance Exchange. In addition, we have learned and understand who the target audience is in Nevada. We 
know who are most in need of these benefits, who consumes this information and what it takes to get them to 
enroll. Our experience provides us with unprecedented qualifYeahications to accomplish the deliverables as 
outlined in the RFP.


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.


Ramirez Group has been providing the services outlined in the RFP for four years. 


4.1.11 Financial information and documentation to be included in Part III, Confidential Financial Information of 
vendor’s response in accordance with Section 9.5, Part III – Confidential Financial Information.
 
4.1.11.1 Dun and Bradstreet Number


4.1.11.2 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


All required financial information is included in Part III, Confidential Financial Information.


4.2.1.5 Business references as specified in Section 4.3, Business References must be provided for any proposed 
subcontractors.


Business references for subcontractors have been included with vendor references 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.


Understood and agreed.


 
4.2.1.7 Vendor must notify the using agency of the intended use of any subcontractors not identified within 


COMPANY BACKGROUND AND REFERENCES
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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.


Understood and agreed.


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:


Understood and agreed.


4.3.3 Vendors must also submit Attachment F, Reference Questionnaire to the business references that are 
identified in Section 4.3.2.  


Understood and agreed.


4.3.4 The company identified as the business references must submit the Reference Questionnaire directly to the 
Purchasing Division. 


Understood and agreed.


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.  


Understood and agreed.


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.


Understood and agreed.


COMPANY BACKGROUND AND REFERENCES











VENDOR REFERENCES
PENNA POWERS







78   |   SILVER STATE HEALTH INSURANCE EXCHANGE  |  2015 ©


COMPANY BACKGROUND AND REFERENCES


4.2.1.5 Business references as specified in Section 4.3, Business References must be provided for any proposed 
subcontractors.


Reference Number 1


Company Name: Penna Powers


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: 
Nevada Department of Transportation’s SHSP Zero 
Fatalities Program


Primary Contact Information


Name: Ken Mammen


Street Address: 1263 S. Stewart Street


City, State, Zip: Carson City, NV 89711


Phone, including area code: 775-888-7335


Facsimile, including area code: 775-888-7403


Email address: kmammen@dot.state.nv.us


Alternate Contact Information


Name: Meg Ragonese


Street Address: 1263 S. Stewart Street


City, State, Zip: Carson City, NV 89711


Phone, including area code: 775-888-7172


Facsimile, including area code: 775-888-7403


Email address: mragonese@dot.state.nv.us
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COMPANY BACKGROUND AND REFERENCES


Project Information


Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software applications, 
data communications, etc.) if applicable:


Changing the behavior of Nevada’s drivers 
takes more than just education — it takes an 
integrated advertising and outreach approach. 
Penna Powers has worked with the (NDOT) 
to conduct extensive research, plan, facilitate 
and evaluate a comprehensive and integrated 
campaign that truly evokes behavior change 
among drivers and brings Nevada closer each 
year to Zero Fatalities. 


Our comprehensive campaigns include research, 
advertising, marketing, media buying, digital/
interactive, graphic design, public relations, 
grassroots, guerilla and sports marketing, 
social media, public involvement and extensive 
partnering with other safety programs, agencies 
and health departments.


Original Project/Contract Start Date: April 1, 2011


Original Project/Contract End Date: December 2017


Original Project/Contract Value: $2,200,000 annually


Was project/contract completed in time originally 
allotted, and if not, why not?


Yes. This project is still in progress and on 
schedule.


Was project/contract completed within or under the 
original budget/ cost proposal, and if not, why not?


Yes. This project is still in progress and on 
budget.
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COMPANY BACKGROUND AND REFERENCES


Reference Number 2


Company Name: Penna Powers


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: 
Nevada Department of Motor Vehicles’
DMV Perception Campaign (NDMV)
Smog Spotters Campaign (Smog)


Primary Contact Information


Name: David Fierro


Street Address: 555 Wright Way


City, State, Zip: Carson City, NV 89711


Phone, including area code: 775-684-4779


Facsimile, including area code: 775-684-4692


Email address: dfierro@dmv.nv.gov


Alternate Contact Information


Name: Kevin Malone


Street Address: 555 Wright Way


City, State, Zip: Carson City, NV 89711


Phone, including area code: 702-486-1311


Facsimile, including area code: n/a


Email address: kmalone@dmv.nv.gov
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COMPANY BACKGROUND AND REFERENCES


Project Information


Brief description of the project/contract and 
description of services performed, including 
technical environment (i.e., software applications, 
data communications, etc.) if applicable:


Penna Powers currently handles two projects for 
the NDMV:


DMV
To overcome the NDMV’s negative stereotypes, 
Penna Powers developed and executed an 
integrated campaign to educate the driving 
public about the technologically advanced tools 
the NDMV offers — MyDMV, kiosks and Dash 
Pass. The campaign included radio, online, 
videos, website refresh and point-of-service 
materials. After the first campaign flight, 
MyDMV and kiosk usage increased by 37% and 
6% respectively.  


Smog Spotters
In an effort to decrease pollutants from vehicle 
emissions, Nevada residents are encouraged 
to report smoking vehicles to the NDMV 
through the re-developed ‘Smog Spotter’ 
program. Reporting is available via phone 
and online through a mobile-friendly form. 
With the guidance and implementation of a 
communication campaign by Penna Powers, 
reports through this revamped initiative boasted 
a year-over-year increase of 42%.


Original Project/Contract Start Date: October, 2013


Original Project/Contract End Date: June 2017


Original Project/Contract Value:
DMV – $88,000 annually
Smog Spotters - $125,000 annually


Final Project/Contract Date: June 2017


Was project/contract completed in time originally 
allotted, and if not, why not?


Yes. These projects are still in progress and on 
schedule.


Was project/contract completed within or under the 
original budget/ cost proposal, and if not, why not?


Yes. These projects are still in progress and on 
budget.
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COMPANY BACKGROUND AND REFERENCES


Reference Number 3


Company Name: Penna Powers


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: 
Nevada Department of Public Safety’s
Commercial Enforcement Safety Programs


Primary Contact Information


Name: Richard Wiggins


Street Address: 555 Wright Way


City, State, Zip: Carson City, NV 89711


Phone, including area code: 775-687-8327


Facsimile, including area code: 775-684-4879


Email address: rwiggins@dps.state.nv.us


Alternate Contact Information


Name:  Lt. Bill Bainter


Street Address: 555 Wright Way


City, State, Zip: Carson City, NV 89711


Phone, including area code: 775-684-4907


Facsimile, including area code: 775-684-4879


Email address: bbainter@dps.state.nv.us







PennaPowers   |    83


COMPANY BACKGROUND AND REFERENCES


Project Information


Brief description of the project/contract and descrip-
tion of services performed, including technical envi-
ronment (i.e., software applications, data communica-
tions, etc.) if applicable:


As a subset of the Nevada Office of Traffic 
Safety’s public education campaign, Penna 
Powers develops and executes plans for the 
Commercial Enforcement Section. Campaigns 
including: 


• Badge on Board
• Motor coach awareness 
• Work zone safety
• Commercial driver seat belt safety


Although each campaign varies depending on the 
goals, objectives and audience, elements  include 
advertising, marketing, media buying, digital/
interactive, graphic design, public relations, 
grassroots, guerilla marketing, social media and 
public involvement.


Original Project/Contract Start Date: May 2014


Original Project/Contract End Date: April 2014


Original Project/Contract Value: $200,000 annually (Portion of NOTS contract)


Final Project/Contract Date: October 2015


Was project/contract completed in time originally al-
lotted, and if not, why not?


Yes. These projects are still in progress and on 
schedule.


Was project/contract completed within or under the 
original budget/ cost proposal, and if not, why not?


Yes. These projects are still in progress and on 
budget.
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Reference Number 4


Company Name: Penna Powers


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: 
Intermountain Healthcare Primary Children’s 
Hospital’s Child Safety Programs


Primary Contact Information


Name: Janet Brooks


Street Address: 100 North Mario Capecchi Dr.


City, State, Zip: Salt Lake City, UT 84113


Phone, including area code: 801-662-6585


Facsimile, including area code: N/A


Email address: janet.brooks@imail.org


Alternate Contact Information


Name: Doug Nielsen


Street Address: 100 North Mario Capecchi Dr.


City, State, Zip: Salt Lake City, UT 84113


Phone, including area code: 801-662-5959


Facsimile, including area code: N/A


Email address: doug.nielsen@imail.org


COMPANY BACKGROUND AND REFERENCES
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COMPANY BACKGROUND AND REFERENCES


Project Information


Brief description of the project/contract and descrip-
tion of services performed, including technical envi-
ronment (i.e., software applications, data communica-
tions, etc.) if applicable:


Penna Powers has been providing marketing 
support to Intermountain Healthcare’s Primary 
Children’s Hospital for 22 years. During that 
time we worked on safety campaigns including: 


• Safe Trails Serious Fun
• Hold on to Dear Life
• Spot the Tot
• Water Safety
• Never Leave Your Child Alone
• Boost Til 4’9”


Each campaign had different strategies and 
tactics, which were selected to meet the 
objectives. Our work ranged from program 
development, all facets of mass media and 
grassroots creative production, public relations, 
social media events, guerilla marketing, media 
buying and campaign reporting. 


Original Project/Contract Start Date: 1993


Original Project/Contract End Date: November 2014


Original Project/Contract Value: $200,000 annually


Final Project/Contract Date: November 2014


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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COMPANY BACKGROUND AND REFERENCES


Reference Number 5


Company Name: Penna Powers


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: Ogden Clinic’s - We Specialize in You CAmpaign


Primary Contact Information


Name: Valerie Kierejewski


Street Address: 1491 East Ridgeline Drive


City, State, Zip: South Ogden, UT 84405


Phone, including area code: 801-475-3412


Facsimile, including area code: 801-475-3419


Email address: valerie.kierejewski@ogdenclinic.com


Alternate Contact Information


Name: Cyd Heatherly


Street Address: 1491 East Ridgeline Drive


City, State, Zip: South Ogden, UT 84405


Phone, including area code: 801-475-3462


Facsimile, including area code: 801-475-3419


Email address: cyd.heatherly@ogdenclinic.com


Project Information


Brief description of the project/contract and descrip-
tion of services performed, including technical envi-
ronment (i.e., software applications, data communica-
tions, etc.) if applicable:


Penna Powers developed the “We Specialize in 
You” brand for Ogden Clinic. We are contracted 
for public relations services including media 
appearances, writing, award submissions, social 
media content development and advertising/
digital including creative production of outdoor, 
ads, landing pages and media placement to 
help increase the number of patients obtaining 
services from Ogden Clinic.
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COMPANY BACKGROUND AND REFERENCES


Original Project/Contract Start Date: March 2012


Original Project/Contract End Date: N/A


Original Project/Contract Value: $48,000, but has grown to $435,000


Final Project/Contract Date: N/A


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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COMPANY BACKGROUND AND REFERENCES


Reference Number 6


Company Name: Penna Powers


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: 


Salt Lake County Health Department’s (SLCHD)
Pertussis (Whooping Cough) Campaign


Utah Department of Health’s (UDOH)
Flu Fighters (H1N1 flu) Campaign


Primary Contact Information


Name: Tom Hudachko


Street Address: 288 North 1460 West


City, State, Zip: Salt Lake City, UT 84114


Phone, including area code: 801-538-6232


Facsimile, including area code: 801-538-9338


Email address: thudachko@utah.gov


Alternate Contact Information


Name: Cindy Bemis


Street Address: 288 North 1460 West


City, State, Zip: Salt Lake City, UT 84114


Phone, including area code: 801-538-6348


Facsimile, including area code: 801-538-9338


Email address: cbemis@utah.gov


Project Information


Brief description of the project/contract and descrip-
tion of services performed, including technical envi-
ronment (i.e., software applications, data communica-
tions, etc.) if applicable:


For many years, Penna Powers has worked close-
ly with the UDOH on Zero Fatalities, a program 
educating the public on safe driving. However, 
more recently UDOH contracted projects have 
included the Whooping Cough and Flu Fighter 
campaigns. 
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COMPANY BACKGROUND AND REFERENCES


Project Information Continued


Whooping Cough
Utah cases of whooping cough were at an all time 
high. Health departments wanted to increase 
the number of parents getting vaccinated. The 
campaign included integrated communications 
including  TV spots, radio scripts, grassroots, 
promotional items, online elements and a new 
website (StopWhoopingCough.org) to raise 
awareness and drive adults into health clinics for 
vaccinations. Over the course of the campaign, 
Tdap vaccinations at local merchants increased 
1,000% within the first week and regional 
Walgreens pharmacies reported the highest 
administration of Tdap vaccines in the nation for 
Walgreens stores.


Flu Fighters
When the H1N1 flu hit, the UDOH called on 
Penna Powers to create a public education 
campaign to educate, engage and inform the 
public on vaccination, prevention and what to 
do if you get sick. The “I’m a Flu Fighter” theme 
was born, designed to empower the public and 
create a bandwagon effect. This integrated 
multimedia campaign had a statewide reach and 
met or exceeded all objectives


Original Project/Contract Start Date:
Pertussis – February 2013
Flu Fighters – September 2009


Original Project/Contract End Date:
Pertussis – December 2013
Flu Fighters – September 2010


Original Project/Contract Value:
Pertussis – $250,000
Flu Fighters – $300,000


Final Project/Contract Date:
Pertussis – December 2013
Flu Fighters – September 2010


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.











SUBCONTRACTOR
REFERENCES


RAMIREZ GROUP
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COMPANY BACKGROUND AND REFERENCES


Reference Number 1


Company Name: Ramirez Group


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: 
Silver State Health Insurance Exchange Navigator 
Entity


Primary Contact Information


Name: Tyler Klimas


Street Address: 2310 South Carson Street, Suite 2


City, State, Zip: Carson City, NV 89701


Phone, including area code: 775-687-9939


Facsimile, including area code: 775-687-9932


Email address: tklimas@exchange.nv.gov


Alternate Contact Information


Name: Cari Eaton


Street Address: 2310 South Carson Street, Suite 2


City, State, Zip: Carson City, NV 89701


Phone, including area code: 775-687-9939


Facsimile, including area code: 775-687-9932


Email address: ceaton@exchange.nv.gov


Project Information


Brief description of the project/contract and 
description of services performed, including technical 
environment (i.e., software applications, data 
communications, etc.) if applicable:


To serve as a Navigator entity to the SSHIX. 
Duties included providing in-person assistance 
to people seeking to enroll in the Nevada Health 
Link and implementing community outreach 
activities to educate the public about enrolling in 
the Nevada Health Link.
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COMPANY BACKGROUND AND REFERENCES


Original Project/Contract Start Date: August 2013


Original Project/Contract End Date: March 2014


Original Project/Contract Value: $1,027,665


Final Project/Contract Date: February 2015


Was project/contract completed in time originally 
allotted, and if not, why not?


Yes. The project was extended by the SSHIX to 
allow Navigators to continue assisting consumers 
who encountered problems during the enrollment 
period.


Was project/contract completed within or under the 
original budget/ cost proposal, and if not, why not?


Yes. The project was completed within the origi-
nal budget.
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COMPANY BACKGROUND AND REFERENCES


Reference Number 2


Company Name: Ramirez Group


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: Southern Nevada Strong Community Outreach


Primary Contact Information


Name: Lisa Corrado


Street Address: 240 Water Street


City, State, Zip: Henderson, NV 89015


Phone, including area code: 702-267-1507


Facsimile, including area code: 702-267-1501


Email address: lisa.corrado@cityofhenderson.com


Alternate Contact Information


Name: Stephanie Carcia-Vause


Street Address: 240 Water Street


City, State, Zip: Henderson, NV 89015


Phone, including area code: 702-267-1535


Facsimile, including area code: 702-2671501


Email address: stephanie.garcia-vause@cityofhenderson.com


Project Information


Brief description of the project/contract and 
description of services performed, including technical 
environment (i.e., software applications, data 
communications, etc.) if applicable:


To provide innovative community outreach 
services to assist client in reaching traditionally 
hard to reach communities. Provide survey 
research, focus groups and analysis of target 
communities.


Original Project/Contract Start Date: March 2014
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COMPANY BACKGROUND AND REFERENCES


Original Project/Contract End Date: June 2014


Original Project/Contract Value: $12,000


Final Project/Contract Date: June 2014


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. Project was completed within budget.
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COMPANY BACKGROUND AND REFERENCES


Reference Number 3


Company Name: Ramirez Group


Identify role company will have for this RFP project  (Check appropriate role below):


Vendor Subcontractor


Project Name: LULAC National Convention


Primary Contact Information


Name: Brent Wilkes


Street Address: 1133 19th Street, NW, Suite 1000


City, State, Zip: Washington, DC 20036


Phone, including area code: 202-833-6130


Facsimile, including area code: 202-833-6135


Email address: bwilkes@lulac.org


Alternate Contact Information


Name: Mario Marsans


Street Address: 1133 19th Street, NW, Suite 1000


City, State, Zip: Washington, DC 20036


Phone, including area code: 202-833-6130


Facsimile, including area code: 202-833-6135


Email address: Mario@lulac.org


Project Information


Brief description of the project/contract and 
description of services performed, including technical 
environment (i.e., software applications, data 
communications, etc.) if applicable:


Provided marketing, outreach, event planning 
and public relations services to LULAC in 
preparation for hosting their national convention 
in Las Vegas.


Original Project/Contract Start Date: January 2013


Original Project/Contract End Date: June 2013
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COMPANY BACKGROUND AND REFERENCES


Original Project/Contract Value: $72,000


Final Project/Contract Date: June 2013


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. The project was completed within budget.











TAB VIII
ATTACHMENT G
PROPOSED STAFF RESUME(S)











VENDOR RESUMES
PENNA POWERS
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ATTACHMENT G


Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Chuck Penna Key Personnel 


Individual’s Title: CEO/Founding Partner


# of Years in Classification: 38


# of Years with Firm: 30


Brief Summary of Professional Experience


Chuck founded Penna Powers in 1984 on the premise that smart marketing is something that isn’t 
reserved for big-city clients and produced exclusively by big-city agencies. His work on national 
brands such as American Express, 3M, Yahoo! and the groundbreaking Zero Fatalities campaign, 
featured in the New York Times, has proved that creative work in the Intermountain West can be the 
equivalent of that produced anywhere in the nation. 


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Partner/Executive Creative Director


Client(s):
Salt Lake Valley Health Department, RxAmerica, 
EMI Health Insurance, Utah Department of 
Transportation


Project(s):
Pertussis education campaign, Medicare Part D 
rollout, EMI brand audit


Timeframe: July 1984 - Present


Education


Institution: University of Utah


Program: Graphic Design


References


Name: Tom Hudachko


Penna Powers: Chuck Penna


PROPOSED STAFF RESUMES
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Title: Public Information Officer


Organization: Utah Department of Health


Name: John Haynes


Title: Director of Recruiting & Enrollment


Organization: LDS Business College


Phone: 801-209-8800


Email: jhhayness@ldsbc.edu


Name: Jeff Edwards


Title: President & CEO


Organization: EDCU


Phone: 801-328-8824


Email: jedwards@edcutah.org


Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Victoria George Key Personnel 


Individual’s Title: Senior Advertising Account Manager


# of Years in Classification: 24


# of Years with Firm: 1


Brief Summary of Professional Experience


Victoria is a results-driven, multichannel marketing communications strategist specializing 
in online, mobile and traditional media. Her diverse background in the industry has given her 
experience with brand positioning, voice-of-the-customer development and targeted marketing 
campaign execution.


Penna Powers: Victoria George


PROPOSED STAFF RESUMES
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Relevant Professional Experience


Company: Penna Powers


Locations Las Vegas, Nevada


Position Title: Senior Account Manager


Client(s):


Nevada Department of Transportation, Nevada 
Department of Public Safety, Nevada Department 
of Motor Vehicles, Nevada Department of 
Commercial Enforcement


Project(s):


Zero Fatalities, Click It or Ticket, Badge on 
Board, Commerical Motor Vehicle Seat Belt 
Safety, Don’t Drive Impaired, Focus on the Road, 
Pedestrian Safety, Motorcycle Safety, Share the 
Road/Bicycle Safety


Timeframe: October 2014 - Present


Company: The Creative Group/Robert Half Technologies


Locations Minneapolis, Minnesota


Position Title: Digital Products Marketing Manager


Client(s): US Bancorp


Project(s):


Developed targeted traditional, email, digital, 
social and mobile campaigns. Also monitored 
trends and analytics utilizing Web Trends, Adobe 
Site Catalyst and Google Analytics.


Timeframe: May 2011 - December 2012


Company: Diamond Resorts International


Locations Las Vegas, Nevada


Position Title:
Executive Director/Creative Services & Brand 
Management


PROPOSED STAFF RESUMES
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Project(s):


Responsible for conceptualizing and managing 
multichannel communications and advertising 
campaigns for a global hospitality company and 
financial services provider. Developed the global 
brand identity to optimize market credibility and 
awareness and build customer satisfaction.


Timeframe: July 2003 - December 2010


Company: Assisted Living Communities


Locations Las Vegas, Nevada


Position Title: Marketing Director


Project(s):


Budget formulation, competitor and demographic 
modeling for five assisted living communities 
in Las Vegas and Phoenix markets including 
site FF&E and signage for new property 
development.


Timeframe: December 2002 - July 2003


Company: Nelson Publishing


Locations Nokomis, Florida


Position Title: Circulation Manager


Project(s):
Implemented $1.7 million annual audited 
marketing campaigns for monthly B2B 
publications with 750,000 subscribers.


Timeframe: June 2000 - May 2002


Company: The Creative Group Advertising Agency


Locations Las Vegas, Nevada


Position Title: Senior Account Executive


Client(s):
Elko Regional Hospital, John Laing Homes, 
Purchase Pro


Project(s):
Relationship management for marketing and 
advertising campaigns for full-service advertising 
agency.


PROPOSED STAFF RESUMES
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Timeframe: November 1999 - June 2000


Company: Paris Las Vegas Hotel & Casino


Locations Las Vegas, Nevada


Position Title: Production Assistant


Project(s):


Brand launch for planning, advertising, 
positioning and marketing of Employment Center 
opening, staff events, collateral materials, retail 
merchandising and tradeshows for Hilton Hotels 
Corporation resort. 


Timeframe: August 1997 - September 1999


Company: Human Behavior Institute


Locations Las Vegas, Nevada


Position Title: Community Relations Director


Project(s):


Developed brand identity and marketing plan 
to position and engage unions and hotels with 
employee assistance programs throughout the 
community.


Timeframe: May 1996 - August 1997


Company: Transitional Hospitals Corporation


Locations Las Vegas, Nevada


Position Title: Marketing Coordinator


Project(s):


Brand launch team member positioned long-term 
care facilities throughout the U.S. along with 
marketing residential treatment centers under 
the CPC brand.


Timeframe: April 1995 - May 1996


Company: University Medical Center


Locations Las Vegas, Nevada


PROPOSED STAFF RESUMES
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Position Title: Marketing and Labor Relations Assistant


Project(s):
Central marketing point of contact for 500+ 
bed acute care facilities with NICU and satellite 
Quick Care establishments.


Timeframe: December 1990 - April 1995


Education


Institution: St. Mary’s University, Winona, Minnesota


Program: Bachelor of Science in Marketing - Spring 2013


References


Name: Patrick Duffy


Title: Chief Experience Officer


Organization: Utah Department of Health


Phone: 702-858-7048


Email: p71259@aol.com


Name: Pamela Johnston


Title: Owner


Organization: Cloud 12 Group Communications


Phone: 973-207-9990


Email: pamela@cloud12group.com


Name: Keith Maib


Title: Senior Managing Director


Organization: Mackinac Partners LLC


Phone: 646-591-4749


Email: kmaib@mackinacpartners.com


PROPOSED STAFF RESUMES
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Christine Menges Key Personnel 


Individual’s Title: Advertising Director


# of Years in Classification: 25


# of Years with Firm: 18


Brief Summary of Professional Experience


There are account managers, and there is the hard-hitting powerhouse that is Christine Menges. 
With experience as the team leader on all of Penna Powers’ high-profile accounts, she has covered 
the agency business from just about every angle. A graduate of Portland State University with 
a double major in Marketing and Advertising Management, Christine rose from production 
coordinator to media buyer, newspaper sales to account management. During her career at Penna 
Powers, she has specialized in strategic planning and paid media coordination.


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Advertising Director


Client(s):


RxAmerica, Primary Children’s Hospital, Utah 
Department of Transportation, Intermountain 
Health Care, Salt Lake Convention & Visitors 
Bureau, Utah Department of Health, Salt Lake 
County Health Department, Utah Department of 
Public Safety


Project(s):
E-911, Flu Fighter, Pertussis Education 
Campaign, Click It or Ticket, Pedestrian Safety, 
Zero Fatalities 


Timeframe: October 1996 - Present


Company: Nelson Publishing


Locations Nokomis, Florida


Penna Powers: Christine Menges
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Education


Institution: Portland State University, Portland, Oregon


Program:
Bachelor of Science in Business, Marketing and 
Advertising Management - Spring 1989


References


Name: Dennis Powers


Title: Ad Agency Owner & Creative Director


Organization: Formerly of Penna Powers


Phone: 801-209-8801


Email: denpowers@gmail.com


Name: Jean Crane


Title: Former Production Manager


Organization: N/A


Phone: 801-455-1041


Email: jcrane@sisna.com


Name: Kristy Badger


Title: VP of Marketing


Organization: Minnesota Timberwolves


Phone: 651-343-2429


Email: kristy_young_us@yahoo.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Kyle Kubovchik Key Personnel 


Individual’s Title: Public Involvement Manager


# of Years in Classification: 26


# of Years with Firm: 2


Brief Summary of Professional Experience


Kyle has 26 years of public education and outreach experience, including 19 years in Nevada. He 
brings team management skills, proactive communication expertise and multifaceted collaboration 
success — as exemplified in his Zero Fatalities and SHSP project experience. 


Relevant Professional Experience


Company: Penna Powers


Locations Las Vegas, Nevada


Position Title: Public Education Manager


Client(s):
Nevada Department of Transportation, CH2M 
Hill, Kimley-Horn & Associates 


Project(s): Zero Fatalities


Timeframe: December 2012 - Present


Education


Institution: Eastern Michgan University, Ypsilanti, Michigan


Program:
Bachelor of Science in Language and Literature - 
Spring 1988


Certifications


International Association of Public Participation, Federal Highway Administration, and National 
Highway Institute public involvement and traffic planning certifications


Penna Powers: Kyle Kubovchik
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References


Name: Erin Breen


Title: Director


Organization: Vulnerable Road Users Project


Phone: 702-523-2750


Email: scp.unlv@gmail.com


Name: Ken Mammen


Title: Chief Safety Officer


Organization: Nevada Department of Transportation


Phone: 775-888-7459


Email: kmammen@dot.state.nv.us


Name: Abby Hudema


Title: Program Manager


Organization: UMC Trauma


Phone: 702-383-2092


Email: abby.hudema@umcsn.com


PROPOSED STAFF RESUMES
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Stephanie Miller Key Personnel 


Individual’s Title: Public Relations Director


# of Years in Classification: 21


# of Years with Firm: 20


Brief Summary of Professional Experience


Stephanie brings tremendous knowledge and expertise to her public relations approach. Her ability 
to match strategies and tactics to the local landscape delivers solid value to her clients. She is 
also adept in the following: research, strategic planning, message development, media relations, 
community relations, government relations, public and business outreach.


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Public Relations Director


Client(s):
EMI Health Insurance, American Academy of 
Professional Coders, Novarad Corporation, 
Ogden Clinic


Project(s):


Providing media relations and social media 
strategy including: customer reference case 
studies; research/pitching/coordinating article 
placement in industry publications; organizing 
editorial meetings with key media at industry 
trade shows; news release development/
distribution.


Timeframe: 1994 - Present


Education


Institution: University of Utah, Salt Lake City, Utah


Program:
Bachelor of Science in Communication/Public 
Relations - Spring 1994


Penna Powers: Stephanie Miller
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Certifications


Google Analytics Platform Principles - 2014


References


Name: Valerie Kierejewski


Title: Marketing Director


Organization: Ogden Clinic


Phone: 801-540-7835


Email: Valerie.kierejewski@ogdenclinic.com


Name: Steve Fowler


Title: Product Manager


Organization: Novarad Corporation


Phone: 877-668-2723


Email: steve.fowler@novarad.net


Name: Christie Hawkes


Title: Public Relations Director


Organization: EMI Health


Phone: 801-270-3016


Email: chawkes@emihealth.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Abby Swensen Key Personnel 


Individual’s Title: Account Manager


# of Years in Classification: 4


# of Years with Firm: 1


Brief Summary of Professional Experience


Abby brings strategic thinking to the next level in her work for clients. After finishing her degree 
at Brigham Young University, she was able to spend a few years in the New York advertising world 
working for brands such as Garnier and L’Oreal. Her marketing know-how and productive energy 
make her a key player in our work at Penna Powers. In addition to account management, Abby’s 
experience includes research, message development and client relations.


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Account Manager


Client(s):
Nevada Department of Transportation, Nevada 
Department of Public Safety


Project(s):


Zero Fatalities, Click It or Ticket, Badge on 
Board, Commercial Motor Vehicle Seat Belt 
Safety, Don’t Drive Impaired, Focus on the Road, 
Pedestrian Safety, Motorcycle Safety, Share the 
Road / Bicycle Safety


Timeframe: June 2014 - Present


Company: Publicis Kaplan Thaler


Locations New York, New York


Position Title: Account Executive


Client(s): L’Oreal USA/Garnier


Penna Powers: Abby Swensen
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Project(s):
Fructis Shampoo, Conditioner & Treatments, 
Fructis Styling, Nutrisse Haircolor, Olia 
Haircolor, Color Styler Haircolor, Skincare


Timeframe: November 2011 - April 2014


Education


Institution: Brigham Young University, Provo, Utah


Program:
Bachelor of Arts in Communications, Advertising 
Emphasis - Summer 2011


References


Name: Clayton Carter


Title: Marketing Director


Organization: CLEARLINK


Phone: 916-276-4346


Email: carter.cf@gmail.com


Name: Lauren Pulwer


Title: Account Director


Organization: Publicis Kaplan Thaler


Phone: 877-668-2723


Email: steve.fowler@novarad.net


Name: Allison Robl


Title: Assistant Vice President


Organization: L’Oreal USA


Phone: 212-984-4760


Email: arobl@maybelline.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Marc Stryker Key Personnel 


Individual’s Title: Media Director


# of Years in Classification: 16


# of Years with Firm: 8


Brief Summary of Professional Experience


Having been trained and tested in the New York ad agency world, Marc uses his considerable 
experience in media planning and marketing to drive solid advertising campaigns. He understands 
the metrics and channels that have driven increased awareness of the Zero Fatalities message in 
Nevada. Marc has expertise in media research, planning, negotiating and buying. He also oversees 
media strategies and manages media partner relations. 


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Media Director


Client(s):


RxAmerica, Utah Highway Safety Office, 
Primary Children’s Hospital, Utah Department 
of Transportation, Nevada Department of 
Transportation, Ogden Clinic, Utah Department 
of Health, EMI Health Insurance


Project(s):
Medicare Part D rollout, Click It or Ticket, 
Zero Fatalities, Flu Fighters, Impaired Driving, 
Distracted Driving, Pedestrian Safety


Timeframe: March 2006 - Present


Company: Mindshare


Locations New York, New York


Position Title: Media Planner


Client(s): Pfizer, Novartis


Timeframe: 2000-2002


Penna Powers: Marc Stryker
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Education


Institution: Brigham Young University, Provo, Utah


Program:
Bachelor of Arts in Communications, Broadcast 
Journalism and Business - Spring 2004


References


Name: Meg Ragonese


Title: Public Information Officer 


Organization: Nevada Department of Transportation


Phone: 775-888-7172


Email: mragonese@dot.state.nv.us


Name: Nile Easton


Title: Director of Communications


Organization: Utah Department of Transportation


Phone: 801-965-4030


Email: neaston@utah.gov


Name: Chris Furner


Title: Director of WIC Program


Organization: Utah Department of Health


Phone: 801-538-6003
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Melissa Deitz Key Personnel 


Individual’s Title: Media Planner


# of Years in Classification: 15


# of Years with Firm: 1


Brief Summary of Professional Experience


With more than 15 years experience buying media in Nevada, Melissa has long standing media 
relationships statewide and her exemplary reputation continually garners additional goodwill 
for our clients.  She is well known for her smart media strategies and her solid negotiating skills 
whether tackling small projects or multi-million dollar campaigns. Her media planning experience 
includes healthcare, Nevada Government (both State and County), casino/gaming, automotive, 
special events and retail sectors.


Relevant Professional Experience


Company: Penna Powers


Locations Las Vegas, Nevada


Position Title: Media Planner


Client(s):
Nevada Department of Public Safety, Nevada 
Department of Transportation, Nevada 
Department of Motor Vehicles


Timeframe: September 2013 – Present


Company: Independent Contractor


Locations Reno, Nevada


Position Title: Media Consultant/Planner


Client(s):
Saint Mary’s Regional Medical Center Reno, Peri 
& Sons Farms


Timeframe: September 2013 - Present


Company: The Glenn Group


Penna Powers: Melissa Deitz
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Locations Reno, Nevada


Position Title: Media Director


Client(s):


Renown Health, Washoe County Health 
Department, Nevada Department of Tourism, 
Food Bank of Northern Nevada, Grand Sierra 
Resort, IGT.


Timeframe: 2001-2011


Education


Institution: University of Nevada, Reno, Nevada


Program:
Bachelor of Arts in Public Relations with a Minor 
in Business - Spring 2000


References


Name: Jamii Uboldi


Title: Director of Marketing


Organization: Saint Mary’s Regional Medical Center


Phone: 775-770-6114


Email: juboldi@primehealthcare.com


Name: Charles Pullen


Title: Owner


Organization: 3T Beep Corporation


Phone: 775-848-1665


Email: charles@3TBeep.com


Name: Teri Givson


Title: Director of Marketing


Organization: Peri & Sons Farm


Phone: 775-745-6094


Email: teri@periandsons.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Jason Alleger Key Personnel 


Individual’s Title: Digital Media Planner


# of Years in Classification: 4


# of Years with Firm: 3


Brief Summary of Professional Experience


Jason plans, negotiates, optimizes and reports on digital media. His degree from BYU’s award-
winning advertising program and previous agency experience at R&R Partners in Las Vegas brings 
experience and expertise with each of his media plans. Jason is constantly helping his clients 
innovate, from being one of the first local advertisers on Twitter, Xbox and Spotify, to testing out 
new frontiers like native advertising or in-banner video.


Relevant Professional Experience


Company: Penna Powers


Locations Las Vegas, Nevada


Position Title: Digital Media Planner


Client(s):
Primary Children’s Hospital, Nevada Department 
of Motor Vehicles


Project(s):
Hold On To Dear Life, Safe Trails Serious 
Fun (ATV Safety), Smog Spotter, Commercial 
Enforcement


Timeframe: April 2011 – Present


Company: R&R Partners


Locations Las Vegas, Nevada


Position Title: Digital Media Planner


Client(s): Intermountain Healthcare


Timeframe: July 2013 - October 2013


Penna Powers: Jason Alleger
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Education


Institution: Brigham Young University, Provo, Utah


Program:
Bachelor of Arts in Communications and 
Business - Spring 2011


Certifications


Google AdWords Certified Partner – 2014
Bing Ads Accredited Professional – 2013 
Google Analytics Platform Certification – 2014 


References


Name: Janet Brooks


Title: Child Advocacy Manager


Organization: Primary Children’s Hospital


Email: janet.brooks@imail.org


Name: Fletcher Whitwell


Title: VP Media


Organization: R&R Partners


Phone: 702-228-0222


Email: fletcher.whitwell@rrpartners.com


Name: David Fierro


Title: Public Information Officer


Organization: Nevada Department of Motor Vehicles


Phone: 775-684-4779


Email: dfierro@dmv.nv.gov
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Nicholas Giustino Key Personnel 


Individual’s Title: Social Media Strategist


# of Years in Classification: 4


# of Years with Firm: 1


Brief Summary of Professional Experience


Nicholas comes to Penna Powers with a comprehensive background in social media management and 
strategic planning. His natural ability to take a client’s goals and objectives and transform them into 
measurable results in the social media domain is just one of the attributes that makes him an asset 
to our team. With experience developing substantial campaigns for healthcare clients such as Aetna 
and Emblem Health, any client can trust their content will be reaching the intended audience in the 
most compelling and effective manner. 


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Social Media Strategist


Client(s):


Utah Department of Transportation, Nevada 
Department of Transportation, Utah Highway 
Safety Office, Utah Department of Traffic Safety, 
Nevada Department of Public Safety


Project(s):
Zero Fatalities, Distracted Driving Campaign, 
Badge on Board, Click It or Ticket, Pedestrian 
Safety Campaign


Timeframe: January 2015 - Present


Company: ThomastARTS


Locations Farmington, Utah


Position Title: Social Media Manager


Client(s): EmblemHealth, Aetna, CareMore, Flexon


Penna Powers: Nicholas Giustino
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Project(s):
Small Business Health Options Program (SHOP) 
Campaign, AetnaEducation.com content 
marketing strategy, various campaigns


Timeframe: July 2013 - December 2014


Education


Institution:
Colorado State University, Fort Collins, 
Colorado


Program:
Bachelor of Fine Arts - Concentration in Graphic 
Design - Spring 2009


References


Name: Candy Blackner


Title: Director of Marketing


Organization: Allen Communications


Phone: 801-865-0818


Name: Mark Farr


Title: Marketing Director


Organization: ThomasARTS


Phone: 801-628-1457


Name: Brian Brewer


Title: Director of Marketing Communications


Organization: Cancer Research Institute


Phone: 212-688-7515
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Erico Bisquera Key Personnel 


Individual’s Title: Creative Director


# of Years in Classification: 20


# of Years with Firm: 18


Brief Summary of Professional Experience


Erico offers Penna Powers’ clients a unique creative mix. His background in marketing, coupled with 
his unparalleled creative genius, provides a potent mix when designing and delivering concepts. 
His diverse skill set allows him the ability to bring a new solution to every challenge. Whatever the 
medium, from logos, TV spots, radio ads, website interfaces, presentations, brochures, billboards, 
maps, fact sheets to public displays, he does it all. Erico’s ability to turn creative concepts into 
captivating campaigns has successfully guided our clients for more than 18 years.


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Creative Director


Client(s):


Nevada Department of Transportation, Nevada 
Department of Public Safety, RxAmerica, Utah 
Department of Transportation, Utah Highway 
Safety Office, Primary Children’s Hospital, Utah 
Department of Health, Rio Tinto, Ogden Clinic


Project(s):
Click It or Ticket, Hold On To Dear Life, Zero 
Fatalities, Sleep Smart. Drive Smart., Spot the 
Tot, Road Respect, Flu Fighters


Timeframe: March 1996 - Present


Education


Institution: Utah State University, Logan, Utah


Program: Bachelor of Science - 1994


Penna Powers: Erico Bisquera
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Institution: College of EAstern Utah, Price, Utah


Program: Associate of Science - Spring 1992


References


Name: Janet Brooks


Title: Child Advocacy Manager


Organization: Primary Children’s Hospital


Email: janet.brooks@imail.org


Name: Robert Hull


Title: Engineer for Traffic & Safety


Organization: Utah Department of Transportation


Phone: 801-965-4030


Email: rhull@utah.gov


Name: Dennis Powers


Title: Ad Agency Owner & Creative Director


Organization: Formerly of Penna Powers


Phone: 801-209-8801


Email: denpowers@gmail.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Eric Larson Key Personnel 


Individual’s Title: Senior Art Director


# of Years in Classification: 17


# of Years with Firm: 7


Brief Summary of Professional Experience


Eric Larson, or Lars as the creative team calls him, has been instrumental in creating hard-hitting, 
emotional visuals for Zero Fatalities. His artistic vision gives him the ability to persuasively 
communicate to any audience. He creates compelling designs, crafting and perfecting each piece 
he works on. He is responsible for much of the artistic vision and execution behind Penna Powers’ 
award-winning holiday cards. Lars graduated from the University of Utah with a BFA in Graphic 
Design. In his role as Senior Art Director, Lars has always found a creative solution to our  
clients’ challenges. 


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Senior Art Director


Client(s):


Utah Highway Safety Office, Primary Children’s 
Hospital, Utah Department of Transportation, 
Nevada Department of Transportation, Utah 
Department of Health, Rio Tinto, Ogden Clinic, 
EMI Health Insurance, UCAIR


Project(s):
Click It or Ticket, Hold on to Dear Life, Zero 
Fatalities, Sleep Smart. Drive Smart., Spot the 
Tot, Road Respect, Flu Fighters


Timeframe: August 2007 - Present


Education


Institution: University of Utah, Salt Lake City, Utah


Program:
Bachelor of Arts in Graphic Design - Spring 
1998


Penna Powers: Eric Larson
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References


Name: Talin Wadsworth


Title: UX/UI Director


Organization: Adobe


Email: talkin.wadsworth@gmail.com


Name: Cavlin McDermott


Title: Art Director & Graphic Designer


Organization: Freelancer


Email: pkmcdermott@gmail.com


Name: Ryan Harmon


Title: Developer/Programmer


Organization: Struck


Email: overboost@gmail.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Bobby Brinton Key Personnel 


Individual’s Title: Senior Copywriter


# of Years in Classification: 11


# of Years with Firm: 2


Brief Summary of Professional Experience


Bobby has cultivated his copywriting prowess in major agencies, working on a wide variety of 
projects and accounts. With his broad experience, he has mastered the art of concept and message 
development, creative management, copywriting, talent scouting and directing.


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Senior Copywriter


Client(s):


Nevada Department of Transportation, Nevada 
Department of Safety, Utah Department of 
Transportation, Utah Highway Safety Office, 
Primary Children’s Hospital, Ogden Clinic


Project(s):
Click It or Ticket, Hold On To Dear Life, Zero 
Fatalities, Spot the Tot, Road Respect


Timeframe: April 2012 - Present


Company: ThomasARTS


Locations Farmington, Utah


Position Title: Senior Copywriter


Client(s):
Geisinger Health Plan, United Healthcare, 
Abbott Laboratories (Diabetes Care)


Project(s): Television and national marketing collateral


Timeframe: 2005 - 2008


Penna Powers: Bobby Brinton
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Education


Institution: University of Utah, Salt Lake City, Utah


Program:


Bachelor of Arts in Mass Communications - 
Spring 2000


Member, Kappa Tau Alpha (National Honor 
society for Jouranlism and Communiation)


References


Name: Adam Morgan


Title: Creative Director


Organization: Adobe


Email: amorgan@adobe.com


Name: Spencer Jacob


Title: Associate Creative Director


Organization: MRM McCann


Email: spencer.jacobs@mrm-mccann.com


Name: Justin Rosengreen


Title: Associate Director of Motion Graphics


Organization: MRM McCann


Email: justin.rosengreen@mrm-mccann.com
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Company Name Submitting Proposal: Penna Powers


Contractor: Subcontractor:


Name: Vince Stinson Key Personnel 


Individual’s Title: Digital Strategist


# of Years in Classification: 19


# of Years with Firm: 1


Brief Summary of Professional Experience


Approaching 20 years of experience in digital marketing and design, Vince plays a key role in 
making sure the work for our clients is consistently successful and efficient. His expert knowledge 
with each component of web development, content delivery and multimedia processes makes him 
indispensible as a digital strategist. Vince is an essential factor in working with both the clients 
and account managers to guarantee the planning and execution run smoothly and the interactive 
projects are effective and of the highest quality.


Relevant Professional Experience


Company: Penna Powers


Locations Salt Lake City, Utah


Position Title: Digital Strategist


Client(s):
Utah Department of Transportation, Nevada 
Department of Transportation, UCAIR (Utah 
Clean Air Partnership), Qvera


Project(s): Zero Fatalities


Timeframe: July 2014 - Present


Company: Red Olive


Locations Sandy, Utah


Position Title: Project Manager/Designer


Client(s): Susan G. Komen Utah 


Timeframe: April 2010 - July 2014


Penna Powers: Vince Stinson
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Education


Institution: Art Institute of Colorado, Denver, Colorado


Program: A.A., Visual Communications - Spring 1995


References


Name: Brad Hoen


Title: Former Art and Creative Director


Organization: Red Olive


Phone: 801-380-0352


Email: bradhoen@gmail.com


Name: Debbie Mintowt


Title: Executive Director


Organization: Susan G. Komen Utah


Phone: 801-403-5522


Email: dmintowt@komenutah.com


Name: Penni Rae Zito-Thompson


Title: Zoo Rendezvous Consultant


Organization: Utah’s Hogle Zoo Development


Phone: 801-293-1942


Email: pzito@hoglezoo.org
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Company Name Submitting Proposal: Ramirez Group


Contractor: Subcontractor:


Name: Andres Ramirez Key Personnel 


Individual’s Title: President


# of Years in Classification: 4


# of Years with Firm: 4


Relevant Professional Experience


Company: Ramirez Group


Locations Las Vegas, Nevada


Position Title: Navigator


Client(s): Silver State Health Insurance Exchange


Project(s):


To serve as a Navigator entity to the SSHIX. 
Duties included providing in-person assistance 
to people seeking to enroll in the Nevada Health 
Link and implementing community outreach 
activities to educate the public about enrolling in 
the Nevada Health Link.


Timeframe: August 2013 - Present


Company: Ramirez Group


Locations Las Vegas, Nevada


Position Title: Strategic Planning and Development Consultant


Client(s): Mi Familia Vota


Project(s):


MFV contracted Ramirez Group to develop 
a strategic plan to reach and engage target 
markets, and to raise the revenue needed to 
implement campaign. Project duration lasts for 4 
years.


Timeframe: April 2011 - Present


Ramirez Group: Andres Ramirez
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Company: Ramirez Group


Locations Las Vegas, Nevada


Position Title: Nevada State Director


Client(s): Know Your Care


Project(s):


KYC contracted Ramirez Group to serve as the 
Nevada State Director with the primary objective 
of developing and implementing a Nevada 
specific plan to explain and promote the Patient 
Protection and Affordable Care Act (also known 
as the ACA). Project duration was 2 years.


Timeframe: June 2011 - June 2013


References


Name: Tanya Bjork


Title: 608-217-3151


Email: tmjbork@aol.com


Name: Lisa Corrado


Title: City of Henderson


Email: lisa.corrado@cityofhenderson.com


Name: Ben Monterosso


Title: Mi Familia Vota


Email: benm@mifamiliavota.org
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Company Name Submitting Proposal: Ramirez Group


Contractor: Subcontractor:


Name: Jacki Ramirez Key Personnel 


Individual’s Title: CEO


# of Years in Classification: 4


# of Years with Firm: 4


Brief Summary of Professional Experience


Operations manager and CEO with 22 years experience in community outreach, engagement, 
coalition building and special events planning.  


Relevant Professional Experience


Company: Ramirez Group


Locations Las Vegas, Nevada


Position Title: CEO


Client(s): Silver State Health Insurance Exchange


Project(s):


To serve as a Navigator entity to the SSHIX. 
Duties included providing in-person assistance 
to people seeking to enroll in the Nevada Health 
Link and implementing community outreach 
activities to educate the public about enrolling in 
the Nevada Health Link.


Timeframe: August 2013 – Present 


Company: Ramirez Group


Locations Las Vegas, Nevada


Position Title: Project Manager


Client(s): Southern Nevada Strong


Project(s):


To provide innovative community outreach 
services to assist client in reaching traditionally 
hard to reach communities. Also to provide 
survey research, focus groups and analysis of 
target communities.


Timeframe: March 2014 - June 2014


Ramirez Group: Jacki Ramirez
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Company: Ramirez Group


Locations Las Vegas, Nevada


Position Title: Project Manager


Client(s): LULAC


Project(s):


Provided marketing, outreach, event planning, 
and public relations services to LULAC in 
preparation for hosting their national convention 
in Las Vegas.


Timeframe: January 2013 - June 2013


Education


Institution: College of Southern Nevada, Las Vegas, Nevada


Program: Associates Degree - Spring 2002


References


Name: Tom Akers


Title: Akers & Associates, Inc.


Phone: 702-724-1500


Email: tom@akersinc.com


Name: Otto Merida


Title: Latin Chamber of Commerce


Phone: 702-385-7367


Email: otto@lvlcc.com


Name: Brent Wilkes


Phone: 202-833-6130


Email: bwilkes@lulac.org
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