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April 4, 2018

***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.


		Solicitation:

		3510





		Title:

		Multi-Media Outreach Services





		Vendor:

		DP Video Productions LLC





		Contract Start Date:

		July 1, 2018

		Contract End Date:

		June 30, 2022





		Awarded Amount:

		NTE $240,000.00





		Using Agency:

		Department of Employment, Training, and Rehabilitation





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


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



		Department of Employment, Training, and Rehabilitation

		500 E. Third Street

		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 16, 2018

Revised as of 10/05/11






Solicitation Number:


Solicitation Title:


Opening Date:


Available Points: 1250


Vendor # Vendor Name Technical
Standard 


Cost


Alternate 


Cost


Nevada 


Pref.
Subtotal


Vendor 01 Amplify Relations 558.75 0.00 247.81 40.33 846.89


Vendor 02 Deitz Media & Marketing, LLC 570.00 0.00 247.81 40.89 858.70


Vendor 03 DP Video Productions, LLC 650.00 0.00 250.00 45.00 945.00


Vendor 04 0 0.00 0.00 0.00 0.00 0.00


Vendor 05 0 0.00 0.00 0.00 0.00 0.00


Vendor 06 0 0.00 0.00 0.00 0.00 0.00


Vendor 07 0 0.00 0.00 0.00 0.00 0.00


Vendor 08 0 0.00 0.00 0.00 0.00 0.00


Vendor 09 0 0.00 0.00 0.00 0.00 0.00


Vendor 10 0 0.00 0.00 0.00 0.00 0.00


Vendor 11 0 0.00 0.00 0.00 0.00 0.00


Vendor 12 0 0.00 0.00 0.00 0.00 0.00


Vendor 13 0 0.00 0.00 0.00 0.00 0.00


Vendor 14 0 0.00 0.00 0.00 0.00 0.00


Vendor 15 0 0.00 0.00 0.00 0.00 0.00
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Bryan Bedera


(775) 453-0618


Bryan@AmplifyRelations.com


675 West Moana Lane, Ste. 201
Reno, Nevada 89509
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Part IA - Technical Proposal


RFP Title: Multi-Media Outreach Services


RFP: 3510


Vendor Name: Amplify Relations


Address: 675 West Moana Lane, Suite 201
Reno, NV 89509


Opening Date: February 13, 2018


Opening Time: 2:00 p.m.
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Ms. Teri Becker


State of Nevada, Purchasing Division


515 E. Musser Street, Suite 300


Carson City, NV 89701


Re: Request for proposal: 3510


Multi-Media Outreach Services


Dear Selection Committee:


Finding your dream job is no easy task. You have to go through several drafts to create the perfect resume,


apply to countless job openings, and put your best foot forward if and when you finally land an interview.


The struggle to attain gainful employment can be a problem for anyone, and for people with disabilities, it


can seem like a daunting goal.


The Department of Employment Training and Rehabilitation's (DETR) Bureau of Vocational Rehabilitation


(VR) aims to help people achieve their goals, no matter what obstacles they have to overcome. The first step


in assisting people with disabilities in finding a lucrative career path was to educate employers about the


benefits of using VR Nevada when seeking employees. This was accomplished through a 2015 campaign,


and now it's time to build out the multi-media platform to perform even better in the next four years.


The integrated marketing campaign that we propose will shift focus from employers only, to both employers


and potential employees. The messaging will remain educational to businesses and promote the various


services offered by VR Nevada, but will also be motivating, empowering, and supportive to those individuals


with disabilities with professional goals. VR Nevada will be the resource that people can use in order to


attain their goals and have a fulfilling career.


Our team structure allows us to provide you with comprehensive creative, web, public relations and


advertising strategies that work together to create the foundation for your campaign. This provides the


efficiency of one-stop-shopping for you and results in time and cost savings. Our proposed structure will


utilize one account manager, who will report directly to you. Your team can make one call for all your


creative, advertising, public relations, social media, marketing and media buying needs and receive


immediate results.


We will leverage media buying and placement with public relations initiatives to provide the best value and


maximize your budget. For example, we have the tools to go look through millions of dollars in media,


including radio and television, throughout the state of Nevada. Utilizing our resources with high media


buying volume results in the ability to buy "more for less." We also have positive media, agency and


community organization relations to leverage awareness opportunities.
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Now in our third year of working with one of the marquee advertising contracts in the State of Nevada - the


Nevada State Treasurer's Office College Savings Plans Division, Amplify Relations understands how


government entities work and can make the programming they provide easy to understand for anyone.


We would love the opportunity to work with DETR's VR program to help more people achieve their


professional goals, and help employers hire the best for the job. Alli Williams will be your main contact and


can be reached at 775.453.0618, or via email at Alli@AmpifyRelations.com.


Sincerely,


Megan Bedera
Chief Operating Officer
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Section III - Vendor Information Sheet
VENDOR INFORMATION SHEET FOR RFP 3494


Vendor Shall:


A) Provide all requested information in the space provided next to each numbered question. The
information provided in Sections V1 through V6 shall be used for development of the contract;
B) Type or print responses; and
C) Include this Vendor Information Sheet in Section III of the Technical Proposal.


V1 Company Name Amplify Relations Inc


V2 Street Address 675 W. Moana Ln. #210


V3 City, State Zip Reno, Nevada 89509


Telephone Number


V4 Area Code: 775 Number: 453-0618 Extension: None


Facsimile Number


V5 Area Code: 775 Number: 360-7777 Extension: None


Toll Free Number


V6 Area Code: None Number: None Extension: None


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


V7 Name: Megan Bedera


Title: Chief Operating Officer


Address: 675 W. Moana Ln. #201, Reno, NV 89509


Email Address: Megan@AmplifyRelations.com


Telephone Number for Contact Person


V8 Area Code: 775 Number: 453-0618 Extension: 202


Facsimile Number for Contact Person


V9 Area Code: 775 Number: 360-7777 Extension: None


Name of Individual Authorized to Bind the Organization


V10 Name: Megan Bedera Title: Chief Operating Officer


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


V11 Signature: Date: 2/12/18
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Section IV - State Documents
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Section V - Scope of Work
2. SCOPE OF WORK


2.1. SERVICE REQUIREMENTS


Vendors are required to respond in detail on how services will be provided to the State. The successful
vendor must:


2.1.1 Build and expand upon the current multi-media outreach platform and incorporate
existing VR branded messaging and imaging. The multi-media outreach platform shall be designed to
reach people with disabilities, advocate for placing people with disabilities in the workplace and
educate businesses on the benefits of hiring people with disabilities; with a statewide message that is
consistent and cohesive.


By building on the current multi-media outreach platform, Amplify Relations proposes to create and execute
an integrated marketing plan to elevate the VR Nevada brand. While the current outreach platform is
focused on businesses and employers, the new platform will incorporate messaging to people with
disabilities to use the VR Nevada program as a resource for employment.


The data provided in the Marketing and Advertising Campaign Final Report (Attachment J) shows that the
current VR Nevada branded messaging and imaging works, with a goal in mind to change employers'
perception of hiring people with disabilities. The data shows an upward trend of employers considering VR
Nevada when they think about hiring new employees, so now we will add to VR Nevada's campaign
objectives by providing these employers with goal-oriented, dedicated individuals. This messaging will
center around the concept of inspiring people with disabilities to have big dreams, and enabling them to
follow through on those dreams.


2.1.1.1 All multi-media strategies, concepts, budgets, ad copy and scripts must be submitted
for review and approval by DETR.


2.1.1.2 DETR reserves final editing and approval rights for any concept, spots and/or copy.


Amplify Relations uses project management software to streamline agency-client relationships. This
program allows for the appropriate contacts to be included for approvals, and maintains efficiency in the
project.


2.1.2 Build and expand upon the current multi-media outreach platform around the
existing VR mission (as explained in Section 1.1, Goals and Objectives), and logo (see Attachment K, VR
Marketing Logo Artwork and Media Campaign Links); encompassing an effective and efficient mix of
media and social media content; and further develop strategies to continue the positive exposure
necessary to build VR program recognition with potential VR clients and in the workforce and
economic development arena.


Amplify Relations will expand upon VR Nevada's current multi-media outreach platform to include outreach
to people with disabilities. VR Nevada will empower these people with disabilities to strive toward their
professional goals. This new messaging, coupled with the continued campaign aimed at employers, will be
the foundation upon which Amplify Relations will create, execute and implement a multi-media campaign
through social media, creative production, and strategically targeted media placements.
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Social Media
The Amplify Relations team has a proven record of producing content targeted to social media. We believe
the best way to grow pages organically is by providing quality content. Every page and audience
participates differently. However, we always strive to provide balanced content, including 33% of content as
VR Nevada specific content, 33% of content as general vocational rehabilitation information and 33% of
content as interactive posts to promote engagement based on how consumers are currently utilizing social
media.


In-House Creative Production
One of the things that sets Amplify Relations apart is our in-house creative team available to help produce
dynamic content for multiple media channels. They are experts at producing media including graphic design,
print, radio and television. With Amplify Relations, you don't have to wait for freelancers or subcontractors;
our creative department is a one-stop-shop to help you stay on time and on budget.


Media Buying
Through strategic media placement, Amplify Relations would like to take VR Nevada further into the public
eye with media buying using efficient and cost-effective advertising buys that would target key bases who
are already exploring topics in vocational rehabilitation. This programmatic buying will also allow us to
tailor a specific message and creative to the right person at the right time. This will deliver precision and
personalization of our messaging.


2.1.2.1 Expand social media presence including at a minimum Twitter, Facebook and YouTube
and encourage heightened audience engagement; and cultivate a system for evaluating and optimizing
cross-platform social media engagement activities.


Social media plays an imperative role in an integrated marketing campaign. With VR Nevada's goals in mind
and our proposed key messaging, Amplify Relations will elevate the current social media across various
platforms, including Twitter, Facebook and YouTube.


YouTube
VR Nevada already has a great presence on YouTube, and Amplify Relations proposes to increase that
engagement by adding more original videos. Videos will be created out of the production budget, and placed
across broadcast and digital media channels, and can be permanently housed on VR Nevada's YouTube
channel. These videos can stand alone on the YouTube channel, and can also be used cross-platform to share
on both Facebook and Twitter, as well as shared on the website. We will expand on the current videos by
adding more testimonials from both employees and employers, videos showcasing the resources offered by
VR Nevada, and inspirational videos with messaging to people with disabilities to achieve their career goals.


Twitter
Twitter will allow for VR Nevada to connect with users by incorporating trending hashtags and becoming a
part of the conversation on vocational rehabilitation in Nevada. Twitter will also be an area in which VR
Nevada can share cross-platform and post original videos from the YouTube channel, or engaging posts from
Facebook. Amplify Relations uses scheduling software specific to Twitter that will allow us to monitor trends
and analyze what content works before for engaging VR Nevada's audiences.
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Facebook
Facebook is the most interactive platform, and also makes up the bulk of VR Nevada's current followers.
Facebook is a great place to reach out to existing clients and businesses, as well as gain new ones. Amplify
Relations proposes to engage with current followers by sharing content that includes pictures, video,
infographics, and informational links. The messaging for Facebook and Twitter will be within the same
concept for the entire campaign, with inspirational messages to follow your dreams, and information about
how VR Nevada can help.


Cross-platform optimization
It's key to curate content that can be shared across different media in order to ensure that a campaign is
cohesive and on-brand. Amplify Relations has worked with companies in creating integrated campaigns,
and we understand how to optimize content for different venues which is why a simple, specific strategy is
important. For example, radio ads will have the same feel and messaging as a Facebook post, and will ensure
brand recognition across the entirety to the campaign. This message, that VR Nevada empowers people with
disabilities to seek out their goals, will be apparent in all messaging across all media.


2.1.2.2 Examine and analyze popular broadcast media (i.e., day-time TV, radio) and other
platforms, such as digital, adaptive text messaging, Boost ads; develop and enhance additional
interactive opportunities such as periodic digital events; and increase audience engagement and
interactions to publicize VR's programs, activities, and services.


Broadcast
Amplify Relations has an in-house media team that will provide VR Nevada with award-winning production
services and mass-volume media power. We will provide strategy, creative direction, production, and media
placement for all video and radio elements from start to finish.


Digital Marketing
We can target audiences based on their preferences and characteristics, such as seeking people with
disabilities and employers looking to hire. This tactic will then use an identifiable display banner ads tailored
to what they search. As these consumer groups surf the Internet, they would then see VR Nevada ads in both
the Google and Yahoo! display networks and high-traffic news websites in articles related to vocational
rehabilitation or employment opportunities for people with disabilities.


Geofencing
Amplify Relations even has the capacity to target specific geographic locations. Amplify Relations will
highlight VR Nevada's online advertisements using innovative technology. We have the capability to
pinpoint where your online advertisements can be seen on phones and other devices. For example, if you
wanted to target a specific company, event, etc., we can make your ads pop up on phones for every person
who is within that targeted area. For example, Amplify Relations can target people with disabilities who are
within a college campus and on their phones seeking information about finding a job. With this highly
targeted group, Amplify Relations is able to ensure that VR Nevada's message is in the hands of their exact
consumer groups.


Retargeting
Amplify Relations also has the capability to retarget your online advertising. This method keeps track of
people who visit your site and displaying your ads to them as they visit other sites. Since we work with the
largest ad exchanges, we can retarget Nevadans just about anywhere they might go online. Retargeting can
generate greater awareness of VR Nevada and all of the services it offers. Every time someone sees your
retargeted ads, your division gains traction and more recognition.


Amplify Relations


DETR


RFP 3510, Technical Proposal13


675 W Moana Ste. 201


Reno, Nevada 89509


www.AmplifyRelations.com


© 2017







Boost Ads
Utilizing Facebook, Amplify Relations can help VR Nevada by placing ads in newsfeeds for those we target
based on demographics, such as:
Age
Gender
Social standing to geographic in certain areas of the country


2.1.2.3 Help VR better understand how to partner with individuals to improve outcomes that
matter for its two (2) main customer groups; and how to measure changes in behavior and how to
expand the reach of media beyond traditional platforms that are not used evenly across different
demographic groups.


Since VR Nevada caters to such a unique segment of customers, we have the opportunity to build
relationships with different individuals and organizations we can partner with to maximize VR Nevada's
outreach among the main target groups of people with disabilities looking for a job, and employers.


Broadcast PSAs
Through video and audio broadcast channels, Amplify Relations can leverage use of public service
announcements to partner with broadcasters in distributing VR Nevada's message. Amplify Relations can
buy cost-effective advertising in all major Nevada markets, and build on our already established
partnerships including the Nevada Broadcasters Association.


Social Media Influencers
Amplify Relations can reach out to local, Nevada-based social media influencers who can share the VR
Nevada brand with their social circles. These influencers can be individuals or organizations, like nonprofit
groups, that share audiences with VR Nevada. Amplify Relations can create a list of social media influencers
who we can make creative assets available to, if they choose to partner with VR Nevada.


2.1.2.4 The current VR multi-media outreach plan was developed based on data and research
collected and presented in a VR Nevada Marketing and Advertising Campaign - Final Report 06-29-15.
It should be noted, the 2015 plan focused solely on businesses, while this RFP includes disabled clients/
customers and businesses. (Refer to Attachment J, Marketing and Advertising Campaign Final Report).


2.1.2.5 Additional resources available at United States Department of Labor, Office of
Disability Employment Policy (ODEP) https://www.dol.gov/odep/


2.1.2.6 The multi-media outreach plan must include the following:


A. Goals and Objectives


In addition to businesses, VR Nevada will implement a campaign lead by Amplify Relations to include
messaging to people with disabilities who are seeking employment. This campaign will raise awareness of
VR Nevada as an employment tool, empower people with disabilities to gain employment, and continue to
educate Nevada businesses and employers about the benefits of hiring an employee through VR Nevada.


The main goal of this campaign is to instill confidence in people with disabilities to join the workforce, and
showcase VR Nevada as a valuable resource to help them achieve their goals. Through multi-media platform
strategies laid out in this RFP, Amplify Relations will:
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• Seek out people with disabilities who are looking for employment assistance and guide them to
finding a job or assist them to excel at their current job.


• Promote the various services provided by VR Nevada.


• Raise awareness in VR Nevada as a whole and promote the benefits of using VR Nevada services from
both people with disabilities and Nevada employers.


• Partner with individuals and organizations to elevate the message of VR Nevada.


• Analyze effectiveness of media strategies and adjust tactics as needed.


B. Clear strategies, methods and tasks necessary to achieve the goals and objectives to
include reaching:


1) Potential new VR clients with disabilities; and


Amplify Relations will reach new VR clients with disabilities by implementing a strategy that empowers
people with disabilities to have big dreams, and show them how VR Nevada services can be used to make
their dreams become a reality.


2) Businesses to build awareness of the Nevada VR Program and its services and hiring
people with disabilities.


The strategy to reach businesses with the services provided by VR Nevada will remain the same, as it was
proven to have worked in the past. Amplify Relations will elevate this existing strategy by partnering with
and reaching out to more Nevada businesses as well as creating new partnerships with nonprofit
organizations that cater to people with disabilities.


With the goals and objectives in mind, the strategies for these 2 main customer groups will be carried out
through these methods:


Display Creative
Amplify Relations has a full service in-house creative team who will create display ads based on VR
Nevada's set brand guidelines. Amplify Relations' graphic design team will create graphics to be used across
four (4) different media, including digital ads, billboards, website sliders, and promotional videos. These
executions will have the same look and feel as VR Nevada's current display creative, with messaging that
aligns with the overall campaign, empowering people with disabilities.


Social Media Campaign
Amplify Relations' public relations team gathered insight from the social media strategies set forth in the
Campaign Final Report (Attachment J) as well as studied what was currently happening across VR Nevada's
social media channels. This research, coupled with the new messaging, lead our team to develop a fluid pool
of content themes, a content calendar, and sample social content.


The content themes will be an overarching message that will be boiled down into specific content. Content
themes will be used throughout a content calendar in order to add variety to social media posts.


Sample content themes:


• Job Seekers
◦ Tips for job seekers
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◦ Feature clients that have successfully used VR Nevada services


◦ Highlight goals accomplished by people with disabilities


◦ Inspirational stories/quotes from people with disabilities


• Employers
◦ Feature businesses that have successfully used VR Nevada services


◦ The value of diversity in the workplace


◦ How to engage participation in the workplace


◦ Benefits to employers using VR Nevada


• Organization
◦ Partnering with organizations that cater to people with disabilities for events


◦ Highlight organizations and how they can help


• Disabilities Facts
◦ Information about sign language/braille/other tools used by people with disabilities


◦ Other resources available to people with disabilities


◦ Statistics about people with disabilities


• Special Events
◦ Holidays


◦ Events happening in Nevada


The content calendar will be developed ahead of time using the content themes. This calendar will be used
to create or curate the content for a given month.
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Sample content calendar:


May 2018 - Social Media Content


Sunday Monday Tuesday Wednesday Thursday Friday Saturday


1


Job Seekers
Job tips


2


Employers
Benefits of VR


3 4 5


Organizations
Partner org,
how they can
help


6 7 8


Disability
Facts
Workplace
stats


9


Job Seekers
Client
success story


10 11


Special
Event
Graduation
Day


12


13


Disability
Facts
Other
resources


14 15


Job Seekers
Quote


16 17 18 19


Employers
Employer
success story


20 21


Job Seekers
Job tips


22 23


Special
Events
National
Boss
Appreciation
Day


24


Disability
Facts
Info about
sign language


25 26


27 28


Employers
Diversity in
the workplace


29 30 31


Video Creative
Amplify Relations sources an in-house video production team to write, script, shoot and edit videos. We
propose to create video to use as ads in broadcast media and online, as well as create a content source for VR
Nevada's YouTube channel, website, and other social media platforms. We would like to continue creating
the testimonial videos that VR Nevada currently uses, as well as develop different kinds of content that
more closely aligns with the message of VR Nevada inspiring and empowering people with disabilities.
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C. Provide a description of your firm's presence and experience in the State of Nevada and
your approach to marketing to Nevada businesses and/or to people with disabilities.


Amplify Relations has years of proven experience as consultant for how to maximize reach among your
target customer groups in both the State of Nevada Government and the private sectors.


We worked closely with the Nevada State Treasurer's Office to target both elementary school students and
their families about the importance of saving for college. With these two main target customer groups in
mind, we planned and implemented the creation a mascot for the College Savings Division named Sage, a
Desert Tortoise who has been responsible for steadily increasing awareness about the State of Nevada's
various college savings programs. When we do community outreach events with Sage at elementary schools,
family nights, etc., many students have been associating Sage with college savings.


Amplify Relations is now in its third year with the Nevada State Treasurer's Office College Savings Plans
Division. We understand the intricacies of the State of Nevada Government and the Silver State, as a whole.
We have also worked with several small businesses in Nevada, including Rounds Bakery who employs people
with disabilities. With this background, we will have no problem streamlining VR Nevada's marketing
processes and implementing a campaign.


2.1.3 Define how the success of the project will be measured.


2.1.3.1 Develop and implement a process that gauges and reports the effectiveness of the
multi-media outreach platform in comparison to the cost; and at a minimum addresses:


A. Did the product build VR's awareness in the two (2) main customer groups?


B. Did it leave a positive impression and help change the expected behavior of the audience?


C. Did it increase audience engagement and improve outcomes that matter for VR and the
main customer groups?


Amplify Relations will set specific goals for social media and media buying campaign, to include increases in
awareness and participation in VR Nevada services. We will analyze conversation rates with data collected
from Facebook and Twitter, engagement data from the media buying campaign using Tapclicks, and monitor
brand reputation online through Meltwater.


Amplify Relations analyzes the data provided by Facebook weekly to measure page growth and interaction
and progress toward meeting page goals. With these analytics we can track various factors including organic
growth, post-specific engagements and number of people reached by each post. These analytics also allow
us to gain insight about consumers, i.e. discovering their online behavior on social media and how much
engagement they have on VR Nevada's social channels in general.


Meltwater is a tool Amplify Relations uses to monitor public relations campaigns, and is a useful tool to
detect organic brand reputation online in the news as well as on social media. Using this tool in addition to
Facebook analytics will give Amplify Relations a better overview of how the campaign is working as a whole
online.


Tapclicks is another online monitoring tool that will let Amplify Relations analyze the success of digital ads
online. This resource gives us an opportunity to see data in real time, such as number of times an ad is clicked
versus how many times it is viewed, and will give VR Nevada complete transparency in what has and has not
worked in the campaign.
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We use these measurement results to ensure that we are efficiently engaging the ideal target audience with
the appropriate message. We will track activity and report results in VR Nevada's preferred format.


2.1.3.2 Reports should be provided electronically and on a quarterly and annual basis and
include multi-media metrics to evaluate both quantitative and qualitative measures; assess progress
toward goals and objectives; and identify opportunities for enhancement.


A. The electronic report is to be in either Microsoft Word and/or Excel; and


B. The report must be user-friendly and fully executable with the understanding that the
report may be made available for public access.


2.1.3.3 DETR and the Rehabilitation Division will reserve final approval on the measurement
process.


Amplify Relations will create comprehensive reports for VR Nevada on a quarterly and annual basis to
assess the success of the campaign and the progress made toward overall objectives. We have found success
with government agencies in an annual scope of work review that allows for it to be redefined each year.
This way, Amplify Relations gives VR Nevada the opportunity to reassess their annual goals and Amplify
Relations can alter our plan of action each year in order to meet those goals.


2.1.4 Vendors are to include with their proposal:


2.1.4.1 Describe what can be expected during the on-boarding process of a new client
engagement.


Amplify Relations' proposed structure will utilize one account manager as VR Nevada's single point of
contact who will work closely with your appointed project manager. Through the on-boarding process, our
team will work closely with VR Nevada to find solutions that best fit the goals and objectives. Amplify
Relations' account manager will schedule weekly, bi-weekly, or monthly calls, at the discretion of VR
Nevada, and will give continuous email and phone updates on the project as needed.


2.1.4.2 Provide capabilities of the vendor's media department and practices used to minimize
production costs and maximize efficiency of production. Indicate any production that is outsourced and
how the vendor manages collaboration for a multi-media platform.


Amplify Relations uses the cost-plus fixed commission model of media buying to maximize your budget.


Amplify Relations has the capability working with a demand side platform (DSP) to leverage layers of data
to target individuals from every angle of the web and can provide access to hundreds of thousands of
impressions daily. Amplify Relations will work to find ad buys that make the most sense. VR Nevada can set
a bidding range where you would only pay a certain dollar amount for different inventories of ad buys.


Our goal is to search the inventory as effectively and efficiently as possible for you based on raising
awareness, which we would focus on cost-per-thousand-impressions (CPM), or drawing people to your
website - cost-per-click (CPC). For the VR Nevada, we suggest that by spending more on CPM, you will
receive quality CPC numbers.


Amplify Relations will on-board existing well-performing VR Nevada vendors. Contracts not performing well
can compete against our team of vendors to leverage the best deals for you.
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2.1.4.3 Describe the methodology to justify creative and media investments and describe
how a return on investment is established and measured.


Amplify Relations closely monitors media placements to ensure their performance. A media buying
specialist will be assigned to VR Nevada's project and work closely with our in-house creative team.
Together they will be responsible for the creation and day-to-day management of your various ad
campaigns. Through careful monitoring, trends in performance will be identified and their campaigns with
corresponding creative will be replicated, removed, or adjusted. ROI will be measured based on delivered
impressions, CPC, or CTR. We will work with VR Nevada to establish a acceptable baseline against which to
measure these results.


2.1.4.4 Include with your proposal, rough executions for traditional advertising, commercial
or promotional video development, print advertisements, web design, and social media campaigns. For
purposes of the rough executions, use a target audience of young students with disabilities between
the ages of 16 and 21.


Digital Ads
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Digital Ads contd.
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Digital Ads contd.
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Website Sliders
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Billboards
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Video Storyboard


For purposes of this example, Amplify Relations used the demographic of young students between the ages
of 16 and 21.


Tagline reads "Have the courage to follow your dreams. We'll give you the tools to make it happen."
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Video opens on VR Nevada
logo, a narrator is talking
about their goals and dreams.


Video cuts to several different
people with disabilities doing
things they enjoy.


People with disabilities are
playing sports, painting in a
studio, cooking, working,
dancing, etc.


Narrator is discussing
overcoming obstacles and
inspiring people with
disabilities to reach their goals.


End screen shows VR Nevada,
and people using the service
to find a job and live out their
passion.


Narrator is then shown on
screen talking about how they
reached their goals.







Social Media
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Social Media contd.
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2.1.4.5 Include a sample plan that outlines recommended media buys to help businesses
learn and understand the significant positive impacts of hiring individuals with disabilities.


Sample Media Plan


For purposes of this example, Amplify Relations used the demographic of young students between the ages
of 16 and 21.


Quarterly Total Budget:        $9,000
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2.1.4.6 Provide examples of at least one multi-platform campaign (digital, advertising, print
ad, social media, billboard or public transit, TV commercial, NCSAs, news media) completed within the
past two years.


Nevada State Treasurer's Office


Amplify Relations was responsible for the creation of the "Let's Go To College: Nevada Saves" campaign for
the College Savings division of the Nevada State Treasurer's Office. This campaign includes the creation of
Sage, the Desert Tortoise to help raise awareness about opportunities to save for higher education and
promote a college-going culture in Nevada. Since beginning the campaign in 2015 through various
marketing, public relations, social media and community outreach efforts, we have seen an increase in new
account creations.


Background: The Nevada State Treasurer's Office is a national leader in college savings programs, but as a
result of the recession, new account creations had been trending downward, and many of their brands had not
been updated since their creation more than 20 years ago. In July of 2016 the Nevada State Treasurer's Office
hired Amplify Relations as their advertising agency of record to rebrand the Nevada College Savings Plans in
a 6-week timeframe and launch an aggressive media campaign for the remainder of the fiscal year.


Strategy: Amplify Relations proposed an innovative campaign to bring children into the conversation about
saving for college with a campaign that would feel familiar to their millennial parents. To accomplish this,
Amplify Relations created the character of Sage, the college savings desert tortoise. Sage appears
throughout the campaign as a cartoon, animation and live mascot that children love to interact with.


• Umbrella Campaign: Previously all of the college savings plans had been marketed individually.
Utilizing the new mascot, Amplify Relations proposed bringing all of the brands together under one
umbrella, allowing families to compare the different plans to find the ones that best fit their needs.


• Television: For the first time ever, the Nevada State Treasurer's Office ran an ongoing television
campaign to promote the programs and drive traffic to the new umbrella website. Television was
targeted to programs watched by families, including children's channels and the morning news. We
found that many millennial parents continue to watch the late-night programming on children's
television channels.


• Online Advertising: By using a combination of traditional programmatic display, IP targeting and
direct placements, Amplify Relations has run both branding and direct sales efforts that deliver some
of the most sought-after inventory online. Our approach ignores CPM rates and focus on target
audience ability and cost per click, allowing us to consistently deliver measurable brand awareness
and qualified CPC rates as low as $1.25.


Outcomes: As a result of the campaign, we have seen an increase in new account creations. We have
successfully created a benchmark and are better able to track how potential customers interact with the
advertising campaign. We have also found that the umbrella campaign helps our advertising dollars go
further by providing options, regardless of the program we are featuring. The Nevada State Treasurer's
Office has renewed our contract for a second year.
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Wise Popocorn


Amplify Relations created, executed, and promoted a series of events from scratch called #LIVEWISELY.
Fitness Without Borders is the focal point of our #LIVEWISELY campaign with Wise Foods. F Earlier in 2017,
Amplify Relations planned three large-scale #LIVEWISELY Fitness in the Park events in the major
metropolitan areas of Boston, Miami and Atlantic City. By partnering Wise Foods with the Fitness Without
Borders non-profit, we were able to leverage both groups' resources to amplify the advertising spend by five
times.


Background: Wise Foods is a snack food company that is devoted to bringing their products, specifically
Wise Popcorn, in front of fitness-minded individuals. Fitness Without Borders is devoted to the development
and fitness education of community leaders organized in a unified effort to foster healthy children, focused
primarily in underprivileged areas. This partnership between the two companies was the perfect opportunity
for Amplify Relations to build brand awareness for Wise Popcorn by leveraging a social media influencer, as
well as raise funds for Fitness Without Borders.


Strategy: Amplify Relations proposed a multi-media campaign to introduce Wise Popcorn as a health and
wellness product. Through the creation of three large-scale events, and the partnership with Fitness Without
Borders, Amplify Relations was able to buy media in using the non-profit multiplier, place news stories about
the event and non-profit, leverage the social media following of the social influencer who runs Fitness
Without Borders, and create excitement for a first-time event.


• Media Coverage: Through organic public relations efforts, Amplify Relations gained 1,200,522
unique impressions for the #LIVEWISELY campaign. Notable placements include Cheddar, Press of
Atlantic City, Boston Magazine, and Miami on the Cheap.


• Purchased Impressions: Amplify Relations purchased radio, outdoor and digital advertising for the
#LIVEWISELY campaign. Radio included PSAs, digital included online ads, and outdoor included
billboards and subway display ads. Amplify Relations gained 32,451,902 total unique impressions
through purchased media efforts.


• Social Media: The founder of Fitness Without Borders, Maria Kang, has a large social following of over
1,652,520 followers. By leveraging her social accounts, including Facebook, Instagram and Twitter,
Amplify Relations was able to reach a large audience with the #LIVEWISELY message.


Outcomes: The initial goal for the #LIVEWISELY campaign was to generate a total of 6,000,000 across all
media platforms over the course of the three events. The total number of impressions generated exceeded
35,000,000. Amplify Relations was able to gain millions of impressions using the non-profit multiplier and
exceeded expectations for Wise Foods.
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Section VI - COMPANY BACKGROUND AND REFERENCES
3.1. VENDOR INFORMATION


3.1.1. Vendors shall provide a company profile in the table format below.


Question Response


Company name: Amplify Relations Inc.


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


State of incorporation: Nevada


Date of incorporation: Founded 2009, Incorporated 2013


# of years in business: 8 years


List of top officers: Bryan Bedera, CEO
Megan Bedera, COO


Location of company headquarters, to include
City and State:


675 W. Moana Ln. #201
Reno, Nevada 89509


Location(s) of the office that shall provide the
services described in this RFP:


675 W. Moana Ln. #201
Reno, Nevada 89509


Number of employees locally with the expertise
to support the requirements identified in this RFP:


9


Number of employees nationally with the
expertise to support the requirements in this RFP:


All employees are local


Location(s) from which employees shall be
assigned for this project:


675 W. Moana Ln. #201
Reno, Nevada 89509


3.1.2. Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the
laws of another state shall 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.


3.1.3. The selected vendor, prior to doing business in the State of Nevada, shall 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://nvsos.gov.


Question Response


Nevada Business License Number: NV20131451918


Legal Entity Name: Amplify Relations Inc.


Is "Legal Entity Name" the same name as vendor is doing business as?
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Yes X No


If "No", provide explanation.


3.1.4. Has the vendor ever been engaged under contract by any State of Nevada agency?


Yes X No


If "Yes", complete the following table for each State agency for whom the work was performed. Table
can be duplicated for each contract being identified.


Question Response


Name of State agency: Nevada State Treasurer's Office


State agency contact name: Grant Hewitt


Dates when services were performed: April 2015-June 2015


Type of duties performed: • Unify Facebook Presence


• Create weekly content for Facebook


• Develop a strategy for Facebook page growth


• Execute contests and promotions as directed


Total dollar value of the contract: $15,000


Question Response


Name of State agency: Nevada State Treasurer's Office


State agency contact name: Grant Hewitt


Dates when services were performed: June 2015-Present


Type of duties performed: • Agency of record


• Branding and Creative Design


• Website Design and Maintenance


• Television and Radio Production


• Collateral and Promo Item Production


• Public Relations


• Media Buying


• Market Research and Data Analysis


Total dollar value of the contract: $1,956,000
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3.1.5. Are you now or have you been within the last two (2) years an employee of the State of
Nevada, or any of its agencies, departments, or divisions?


Yes X No


If "Yes", please explain when the employee is planning to render services, while on annual leave,
compensatory time, or on their own time?


If you employ (a) any person who is a current employee of an agency of the State of Nevada, or (b) any
person who has been an employee of an agency of the State of Nevada within the past two (2) years,
and if such person shall be performing or producing the services which you shall be contracted to
provide under this contract, you shall disclose the identity of each such person in your response to this
RFP, and specify the services that each person shall be expected to perform.


Adam Varahachaikol was employed by the Nevada State Treasurer's Office from December 2016 through
May 2017 when his position was eliminated by the Nevada Legislature. Adam serves as an Account
Executive at Amplify Relations.


3.1.6. 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 shall 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:


Status of the litigation:


3.1.7. Vendors shall review and provide if awarded a contract the insurance requirements as
specified in Attachment D, Insurance Schedule for RFP 3510.
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3.1.8. 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.


Amplify Relations is an award-winning, full-service advertising, public relations and government affairs firm
based in Reno, Nevada. Amplify Relations was founded in 2009, incorporated in 2013, and has more than
45 years of combined experience getting results for our clients. Our team consists of 11 full-time advertising
and public relations professionals, one intern and two partners.


Bold. Innovative. Passionate. We know that every project is unique, and we excel at developing a campaign
that is unique to your community and your residents. Our unmatched diversity of experience allows us to
bring game-changing approaches to the table. We strive to be on the cutting edge of our industry while
keeping the fundamentals at the heart of what we do. We provide state-of-the-art tools to our clients in
addition to conventional services. From press releases to producing commercials, we utilize every resource to
ensure quality results each step of the way.


In-house Creative. One of the things that sets Amplify Relations apart is our in-house creative team
available to help produce dynamic content for social media or digital news releases. They are also experts at
producing media including graphic design, print, radio and television.


In-house Media Buying. Amplify Relations believes in the power of planning ahead, so we have invested in
media buying in-house, so we can make sure you're getting the best possible product at a competitive price.
Our in-house media buying team also makes sure logistics are taken care of so you can focus on your
organization.


Community Outreach. Community Outreach can often be overlooked in a campaign. Amplify Relations has
decades of experience building community focused campaigns. This includes interacting with our target
audiences one-on-one or working with the media to develop human-interest news stories through earned
media campaigns. No matter the project, Amplify Relations can work with you to develop a ground game
that makes an impact.


Agency With Big Brand Experience. A few of Amplify Relations' clients have included:
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Fitness Without Borders is the focal point of our #LIVEWISELY campaign
with Wise Foods. Fitness Without Borders is devoted to the development
and fitness education of community leaders organized in a unified effort to
foster healthy children, focused primarily in underprivileged areas. Earlier
in 2017, Amplify Relations planned three large-scale #LIVEWISELY Fitness
in the Park events in the major metropolitan areas of Boston, Miami and
Atlantic City. We have donated work in designing and printing promotional
materials for the three events. By partnering Wise Foods with the Fitness
Without Borders non-profit, we were able to leverage both groups'
resources to amplify the advertising spend by five times.


Reno Little Theater. The prolific theater celebrated its 80th season in 2014,
and Amplify Relations donated the production of two commercials
promoting the various shows that season. The TV commercials helped
increase ticket sales amongst a significantly younger demographic than
their typical customer base. We also produced an annual report.


Junior League of Reno. Amplify Relations produced, in-kind, a recruitment
video, and helped out with various marketing efforts for the community
service group. Junior League of Reno reported a 75 percent increase in
social media engagement by using the recruitment video.


Other Notable Work


Nevada State Treasurer's Office. Amplify
Relations was responsible for the creation of
the "Let's Go To College: Nevada Saves"
campaign for the College Savings division of
the Nevada State Treasurer's Office. This
campaign includes the creation of Sage, the
Desert Tortoise to help raise awareness about
opportunities to save for higher education and
promote a college-going culture in Nevada.
Since beginning the campaign in 2015 through
various marketing, public relations, social
media and community outreach efforts, we
have seen an increase in new account creations.
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3.1.9. Provide a brief description of the length of time vendor has been providing services
described in this RFP to the public and/or private sector.


Amplify Relations has been providing advertising and public relations services to public and private sector
organizations for nearly 9 years. Collectively, the Amplify Relations team has more than 50 years of
advertising and public relations experience working for local organizations, state governments and national
brands.


3.1.10. Financial information and documentation to be included in accordance with Section 8.5,
Part III - Confidential Financial Information.


3.1.10.1. Dun and Bradstreet Number


3.1.10.2. Federal Tax Identification Number


3.1.10.3. The last two (2) years and current year interim:


A.  Profit and Loss Statement


B.  Balance Statement


3.2. SUBCONTRACTOR INFORMATION


Subcontractors are defined as a third party, not directly employed by the contractor, who shall provide
services identified in this RFP. This does not include third parties who provide support or incidental
services to the contractor.


3.2.1. Does this proposal include the use of subcontractors?


Yes No X


If "Yes", vendor shall:


3.2.1.1. Identify specific subcontractors and the specific requirements of this RFP for
which each proposed subcontractor shall perform services.


3.2.1.2. If any tasks are to be completed by subcontractor(s), vendors shall:


A.  Describe how the work of any subcontractor(s) shall be supervised, channels of
communication shall be maintained and compliance with contract terms assured; and


B.  Describe your previous experience with subcontractor(s).


3.2.1.3. Provide the same information for any proposed subcontractors as requested in
Section 3.1, Vendor Information.


3.2.1.4. Vendor shall not allow any subcontractor to commence work until all insurance
required of the subcontractor is provided to the vendor.
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3.2.1.5. Vendor shall 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 3.2, Subcontractor Information. The vendor shall receive agency approval prior to
subcontractor commencing work.


3.3. BUSINESS REFERENCES


3.3.1. Vendors shall provide a minimum of three (3) business references from similar
projects performed for private and/or public sector clients within the last five (5) years.


3.3.2. Vendors shall submit Attachment E, Reference Questionnaire to their business
references.


3.3.3. 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 7, 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.
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Section VII - Proposed Staff Resumes
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Bryan Bedera


(775) 453-0618


Bryan@AmplifyRelations.com


675 West Moana Lane, Ste. 201
Reno, Nevada 89509


Proposal For:
State of Nevada,
Purchasing Division
February 13, 2018







Part II - Cost Proposal


RFP Title: Multi-Media Outreach Services


RFP: 3510


Vendor Name: Amplify Relations


Address: 675 West Moana Lane, Suite 201
Reno, NV 89509


Opening Date: February 13, 2018


Opening Time: 2:00 p.m.
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Section II - Cost Proposal


RFP 3510 COST


Vendor Name:
Amplify Relations


Service Billing Rate Estimated Hours Estimated Total/Position


Account Management $150/hr 20 $3,000


Video and Audio Production $150/hr 30 $4,500


Creative $150/hr 10 $1,500


Social Media Management $150/hr 70 $10,500


Media Buying 15%
commission


N/A $6,075


Total Agency Fees $25,575


Grand Total With Media* ( One Year) $60,000


Price for media buying to be calculated at a formula of cost, plus $15%.


Amplify Relations' approach to media buying is solely commissions based, and is rooted in having flexibility
to plan media buys based on the current rate and market conditions at the time of purchase, allowing us to
find the best media for a specific campaign at the time of that campaign. On your agency's behalf, Amplify
Relations will find the best media placements, PSA opportunities or discounted opportunities.


This approach has saved our government clients as much as 50% per target market impression.


Due to this, we cannot bind ourselves to rates for media costs in the Media Outreach Worksheets without
dramatically increasing the costs for specific medias.
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State of Nevada  


  
 


Brian Sandoval 
Department Administration Governor 


Purchasing Division  


515 E. Musser Street, Suite 300 Jeffrey Haag 
Carson City, NV  89701 Administrator 


 


SUBJECT: Amendment 1 to Request for Proposal 3510 


RFP TITLE: Multi-Media Outreach Services 


DATE OF AMENDMENT: January 30, 2018 


DATE OF RFP RELEASE: January 9, 2018 


OPENING DATE: February 13, 2018 


OPENING TIME: 2:00 PM 


CONTACT: Teri Becker, Procurement Staff Member 


 


 


The following shall be a part of RFP 3510.  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. Whether companies from Outside USA can apply for this? 


 


 No. 


 


2. Whether we need to come over there for meetings? 


 


 There will be meetings held via internet, phone and in person in Nevada. 


 


3. Can we perform the tasks (related to RFP) outside USA? 


 


 Some tasks may be able to be performed elsewhere however, there will be some functions, such 


as filming, must be done in Nevada. 


 


4. Can we submit the proposals via email? 


 


 No.  See submittal instructions in Section 8 of RFP 3510. 
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ALL ELSE REMAINS THE SAME FOR RFP 3510. 
 


 


Vendor must sign and return this amendment with proposal submitted. 


 


Vendor Name: Melissa Deitz 


Authorized Signature:  


Title: Owner Date: 2-12-18 


 


 


 


 


This document must be submitted in the “State 


Documents” section 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” shall 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 


files marked “Part IB Confidential Technical” and “Part III Confidential Financial”. 


 


The State shall not be responsible for any information contained within the proposal.  If vendors do not comply with the labeling 


and packing requirements, proposals shall 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 shall be in an open meeting format, the proposals shall 


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 shall constitute a complete 


waiver and all submitted information shall 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. 


 


Please initial the appropriate response in the boxes below and provide the justification for confidential status. 
 


Part IB – Confidential Technical Information 


YES  NO  


Justification for Confidential Status 


 


 


 


Part III – Confidential Financial Information 


YES  NO  


Justification for Confidential Status 


 


 


 


Deitz Media & Marketing, LLC  


Company Name  


 
   


Signature    


    


Melissa Deitz   2-12-18 


Print Name   Date 


 


 
This document shall be submitted in Section IV of vendor’s technical proposal 
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ATTACHMENT B – VENDOR CERTIFICATIONS 
 


Vendor agrees and shall comply with the following: 
 


(1) Any and all prices that may be charged under the terms of the contract do not and shall 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, shall 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, shall 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 shall 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 shall be in 


writing and included in the proposal at the time of submission. 
 


(7) Each vendor shall 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 shall 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 shall automatically result in the disqualification of a vendor’s 


proposal.  An award shall not be made where a conflict of interest exists.  The State shall 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 shall 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 shall certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above. 
 


(13) The proposal shall be signed by the individual(s) legally authorized to bind the vendor per NRS 333.337. 
 


Deitz Media & Marketing, LLC  


Vendor Company Name  


 


   


Vendor Signature    


Melissa Deitz   2-12-18 


Print Name   Date 


This document shall be submitted in Section IV of vendor’s technical proposal 
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ATTACHMENT H – CERTIFICATION REGARDING LOBBYING 
 


Certification for Contracts, Grants, Loans, and Cooperative Agreements 
 


The undersigned certifies, to the best of his or her knowledge and belief, that: 


 


(1) No Federal appropriated funds have been paid or shall be paid, by or on behalf of the undersigned, to any 


person for influencing or attempting to influence an officer or employee of any agency, a Member of 


Congress, an officer or employee of Congress, or an employee of a Member of Congress in connection with 


the awarding of any Federal contract, the making of any Federal grant, the making of any Federal loan, the 


entering into of any cooperative agreement, and the extension, continuation, renewal, amendment, or 


modification of any Federal contract, grant, loan, or cooperative agreement. 


 


(2) If any funds other than Federally appropriated funds have been paid or shall be paid to any person for 


influencing or attempting to influence an officer or employee of any agency, a Member of Congress, an 


officer or employee of Congress, or an employee of a Member of Congress in connection with this Federal 


contract, grant, loan, or cooperative agreement, the undersigned shall complete and submit Standard Form-


LLL, “Disclosure of Lobbying Activities,” in accordance with its instructions. 


 


(3) The undersigned shall require that the language of this certification be included in the award documents for 


all sub awards at all tiers (including subcontracts, sub grants, and contracts under grants, loans, and 


cooperative agreements) and that all sub recipients shall certify and disclose accordingly. 


 


This certification is a material representation of fact upon which reliance was placed when this transaction was made 


or entered into.  Submission of this certification is a prerequisite for making or entering into this transaction imposed 


by section 1352, U.S. Code.  Any person who fails to file the required certification shall be subject to a civil penalty 


of not less than $10,000 and not more than $100,000 for each such failure. 


 


 


By: 


 


 2-12-18 


 Signature of Official Authorized to Sign Application  Date 


 


 


For: Deitz Media & Marketing, LLC 


      Vendor Name 


 


 


            Multi-Media Outreach Services (RFP #3510) 


Project Title 


 


 


 


 
This document shall be submitted in Section IV of vendor’s technical proposal 
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SECTION V


Scope of Work







Scope of Work


2. SCOPE OF WORK


2.1 SERVICE REQUIREMENTS


Vendors are required to respond in detail on how services will be provided to the State.  


The successful vendor must:


2.1.1


Build and expand upon the current multi-media outreach platform and incorporate 


existing VR branded messaging and imaging.  The multi-media outreach platform shall 


be designed to reach people with disabilities, advocate for placing people with 


disabilities in the workplace and educate businesses on the benefits of hiring people with 


disabilities; with a statewide message that is consistent and cohesive.


Deitz Media & Marketing agrees VR should continue to use successful VR branded 


images and messaging and build on that familiarity by incorporating messages 


designed to reach both client/customers and businesses moving forward. Additionally, 


we will work with you to ensure the messages are being delivered across the most 


appropriate media channels to reach both customer groups.


2.1.1.1


All multi-media strategies, concepts, budgets, ad copy and scripts must be submitted for


review and approval by DETR.


Understood and agreed.


2.1.1.2


DETR reserves final editing and approval rights for any concept, spots and/or copy.


Understood and agreed.


2.1.2


Build and expand upon the current multi-media outreach platform around the existing 


VR mission (as explained in Section 1.1, Goals and Objectives), and logo (see 


Attachment K, VR Marketing Logo Artwork and Media Campaign Links); encompassing 


an effective and efficient mix of media and social media content; and further develop 


strategies to continue the positive exposure necessary to build VR program recognition 


with potential VR clients and in the workforce and economic development arena.


As Nevada’s economy continues to boom and unemployment rates are lower than 


they’ve been in 10 years in our state, we should take every opportunity to expand on 


your current campaign to remind business owners of the resources VR has to offer and 


how to navigate those waters. The jobs are out there, VR is here to ensure quality 


employees are prepared not only to interview, but to perform and impress.
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Businesses are clamoring for quality employees. In a day when all industries are being 


reminded to establish a diverse workplace and openness to employees with unique 


abilities, VR provides the right resources and now is the right time to push the message 


harder than ever into our markets.


Our efforts won’t be to change who VR is or how you’re perceived, it will be to build a 


marketing plan with greater reach, frequency, impact and engagement to motivate and 


inspire business decision makers, clients with disabilities, and others in our 


communities.


2.1.2.1


Expand social media presence including at a minimum Twitter, Facebook and YouTube 


and encourage heightened audience engagement; and cultivate a system for evaluating 


and optimizing cross-platform social media engagement activities.


Social media will be the cornerstone of your campaign. With 7 in 10 Americans using 


social media, and the ability to hyper-target niche audiences it will be one of our most 


effective and most efficient media channels. But, not all social media is alike, if you 


don’t understand who is using what platform and how, you’re wasting your budget. So, 


what will we consider?


Facebook – Of course we’ll consider this. It’s still the most popular social media 


network. The audience is approximately 83% women and 75% men. Despite reports of 


it’s traffic dwindling, as of 2017, it was still the best place to reach Millennials and 


Generation X.


Twitter – A great place to reach Millennials with 36% of online adults between 18 and 


29 on the network. Tends to skew male with 22% of online men and 15% of online 


women. This is where you can go to create deeper partnerships and add value to your 


campaign by answering questions, sharing information and being a community 


resource.


YouTube – This is almost the new cable “tv” station for Millennials. YouTube currently 


reaches more 18-49 year-olds than any US cable television network. YouTube also 


skews male with 55% of users and women being 45%.


Instagram – With 700 million unique monthly users, Instagram is the fastest growing 


social media network. 90% of users are under 35 years old. 


LinkedIn – This is the top B2B social media network. These users are less likely to use 


other social media networks, so if we can’t reach them through one of the former 


channels, this is a good alternative.


Scope of Work
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Snapchat – This platform was trending very quickly among teens and young users, but 


with the help from parent company Facebook, Instagram has been chipping away at 


this audience. While there is still heavy usage, it’s trending down. We should keep an 


eye on it, but with a conservative budget, we wouldn’t opt to include it right now.


So, these stats are interesting, but these are national, what’s happening in Nevada? 


Based on data from Scarborough’s Nov17-Dept16 Las Vegas, NV Syndicated data, 


we’re not much different here. We took a look at Adults 18-24 (this was the closest 


demo we could pull to A16-21 as you’d specified), Business Owners and/or White 


Collar Workers, and respondents who indicated they’re disabled, to determine 


platforms they were more likely to use. 


You’ll see Facebook is ranked high across all three demos, but YouTube just edges it 


out for A18-24. YouTube is second among the other two demos. And as is no surprise, 


LinkedIn is stronger for Business Owners/White Collar workers than the other two 


demos. 


So, it’s imperative to not only consider which platforms, but how to weight usage of 


each and to consider the target audience and the most compelling message for each. 


2.1.2.2


Examine and analyze popular broadcast media (i.e., day-time TV, radio) and other 


platforms, such as digital, adaptive text messaging, Boost ads; develop and enhance 


additional interactive opportunities such as periodic digital events; and increase audience 


engagement and interactions to publicize VR’s programs, activities, and services.


Deitz Media & Marketing has been buying traditional TV and radio throughout 


Nevada for nearly 20 years. We build all of our campaigns from scratch. It’s easier and 


faster to give stations a budget and ask them to put something together for you or even 


to work with Nevada Broadcasters Association to buy high frequency remnant space. 


But, we know from experience, this isn’t the most effective or efficient method. We


continually test our own skills and savvy to ensure we’re running a tight ship. We 


often ask stations to provide prepared schedules and then we compare to what we can 


do by doing ourselves. We use Nielsen data and Strata software to build apples-to-


apples comparisons. We also use that data to ensure we’re providing adequate reach, 


Platform A18-24


Business Owner or 


White Collar Disabled


Facebook 67.7% 72.6% 48.6%


Twitter 16.3% 18.3% 7.7%


YouTube 73.1% 58.2% 32.5%


Instagram 53.0% 38.6% 9.3%


LinkedIn 16.9% 25.4% 8.0%


Scope of Work
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frequency, impressions and to evaluate audience compositions of each station, 


amongst a host of other tasks. 


That said, at the end of the day, we not only evaluate each media channel separately 


but also collectively to see how one channel might add strength to another. 


2.1.2.3


Help VR better understand how to partner with individuals to improve outcomes that 


matter for its two (2) main customer groups; and how to measure changes in behavior 


and how to expand the reach of media beyond traditional platforms that are not used 


evenly across different demographic groups.


Deitz Media & Marketing has operated as a subcontractor for the past 4+ years for the 


agency that oversaw the Nevada Zero Fatalities campaigns until 2017 and currently 


handles Nevada Health Link. We fully understand the need to partner with clients, 


customers, other state agencies and private entities to reach beyond traditional media. 


There must be a grassroots component of sorts to elicit help from businesses as well as 


disability resource providers and counselors to help get a more authentic or organic 


groundswell of support.  


2.1.2.4


The current VR multi-media outreach plan was developed based on data and research 


collected and presented in a VR Nevada Marketing and Advertising Campaign - Final 


Report 06-29-15.  It should be noted, the 2015 plan focused solely on businesses, while 


this RFP includes disabled clients/customers and businesses. (Refer to Attachment J, 


Marketing and Advertising Campaign Final Report).


There are certainly nuggets of valuable information to be gleaned from the final 


report. It would be beneficial to review your perceived “wins and losses” from the 


report and previous campaign. This will help us hit the ground running. 


We also need to take into consideration the changing landscape of Nevada’s 


employment opportunities. In June 2014, Nevada’s Unemployment rate was 7.9%, as 


compared to 5.0% in December 2017. No question there is a need for skilled workers, 


which VR can provide. But, with this low unemployment comes population growth, 


which we’ll have to compete with.


2.1.2.5


Additional resources available at United States Department of Labor, Office of Disability 


Employment Policy (ODEP) https://www.dol.gov/odep/


Scope of Work


14  |  Deitz Media & Marketing  | Multi-Media Outreach Services | RFP 3510



https://www.dol.gov/odep/





Noted and reviewed. This appears to be a great resource to assist with effective 


messaging, but may also provide insights as to how to best reach, educate and inspire 


our target audiences.


2.1.2.6


The multi-media outreach plan must include the following:


A. Goals and Objectives.


B. Clear strategies, methods and tasks necessary to achieve the goals and objectives to


include reaching:


1. Potential new VR clients with disabilities; and


2. Businesses to build awareness of the Nevada VR Program and its services and


hiring people with disabilities.


A multi-media outreach plan is just a bunch of words or diagrams on paper without 


established goals and objectives. Deitz Media & Marketing would never consider 


laying out a plan, nonetheless, launching a campaign without determining the overall 


goals then laying out measurable and/or timely objectives (tasks) we need to 


accomplish to achieve, or better yet, exceed the goal.


C. Provide a description of your firm’s presence and experience in the State of Nevada


and your approach to marketing to Nevada businesses and/or to people with 


disabilities.  


Melissa Deitz of Deitz Media & Marketing and the creative subcontractor, Amy 


Lockhart  of LOCKHART art direction & design have each worked in advertising in 


Nevada for over 20 years. We previously worked together at a larger agency for over a 


decade and independently decided to open our own businesses. We’re rewarded daily 


having taken that big agency experience we built on the backs of things like gaming 


and retail and now look for opportunities to change lives through campaigns like Zero 


Fatalities, Nevada Health Link, Go Red, and local cultural events. 


Deitz Media has been operating as a subcontractor for the agency handling Nevada 


Health Link for the past three years. Through this we have planned statewide media 


campaigns including everything from television, cinema, radio (including Pandora), 


outdoor digital bulletins, outdoor posters, bus shelters, bus exteriors, bus interiors, 


mobile trucks, human directional (sign spinners), print advertising targeting 


Hispanics, African Americans, Asians and Seniors, display ads, pre-roll video, native 


content, and social media. Using these multiple channels we reminded Nevadans 


Nevada Health Link, as a state agency, is a trusted resource to help you find affordable 


health insurance. We had multiple audiences we needed to reach including 


Millennials, parents, seniors not quite old enough for Medicare, business owners who


Scope of Work
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couldn’t provide healthcare and community stakeholders and influencers who could 


help us spread the message about our services more organically.


Deitz Media also worked as a subcontractor for the Zero Fatalities agency from 2013 


through 2017. This project again required statewide coverage for multiple campaigns 


with a variety of audiences each year. Depending on the audience and their media 


usage habits campaigns might include television, radio, outdoor, digital media, social 


media, gas pump toppers, sidewalk decals, transit, mall displays or special events 


outreach.


The key to both of these campaigns was working with media partners and vendors to 


secure added value. We worked closely with radio and TV partners to add bonus spots 


to our schedules or schedule on-air interviews. We worked closely with RTC in the 


North and South to secure bonused or discounted interior cards or bus shelters. Local 


shopping malls stepped up to help. We paid for one month of space and they agreed to 


leave the displays up for four more months in Reno and six months in Las Vegas at no 


extra cost. Why did they do this? Because, as we’ve found, there are great people in 


Nevada who want to help, and all you have to do is ask or give them an idea. 


Deitz Media has been working with media partners for so long, representing Nevada 


Health Link, Zero Fatalities and Nevada DMV, they know we will always as for more 


on behalf of our clients, particularly when it’s a campaign with heart that benefits our 


communities and our neighbors. 


2.1.3


Define how the success of the project will be measured.


2.1.3.1 


Develop and implement a process that gauges and reports the effectiveness of the multi-


media outreach platform in comparison to the cost; and at a minimum addresses:


A. Did the product build VR’s awareness in the two (2) main customer groups?


B. Did it leave a positive impression and help change the expected behavior of the 


audience?


C. Did it increase audience engagement and improve outcomes that matter for VR and 


the main customer groups?


2.1.3.2


Reports should be provided electronically and on a quarterly and annual basis and 


include multi-media metrics to evaluate both quantitative and qualitative measures; 


assess progress toward goals and objectives; and identify opportunities for enhancement.


A. The electronic report is to be in either Microsoft Word and/or Excel; and


B. The report must be user-friendly and fully executable with the understanding that the 


report may be made available for public access.


2.1.3.3


DETR and the Rehabilitation Division will reserve final approval on the measurement 


process.


Scope of Work
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Scope of Work


It’s easy to measure and analyze success because we’ll already be monitoring delivery 


and effectiveness of campaigns as part of the day-to-day optimization of the campaign 


to ensure we’re implementing the correct objectives to achieve the overall goals. 


Below is an example of how various platforms were analyzed, how key actions we 


tracked and the insights provided to Nevada Health Link for one of their recent 


campaigns. 


Failure to track, analyze and optimize frequently to take advantage when one platform 


is performing better than another is a failure to deliver the most efficient campaign 


possible. 


As for reporting, having worked directly on reports for Nevada Departments of 


Transportation and Public Safety, Nevada DMV, Nevada Health Link and City of 


Reno, we fully appreciate measurability and accountability. We’ve provided reports in 


Word, Excel, PowerPoint and as PDFs. Whatever you need, we can accommodate.


2.1.4


Vendors are to include with their proposal:


2.1.4.1


Describe what can be expected during the on-boarding process of a new client 


engagement.


Between the goals and objectives defined in the RFP, the VR Nevada Marketing and 


Advertising Campaign - Final Report 06-29-15, the ODEP website and preliminary 


research we’ve done through course responding to the RFP, we have mounds of data 


to help us hit the ground running. But, at the end of the day, we consider this a 


partnership. While we’re experts at marketing, no one knows VR the way you do and 


we will want to know your insights, experiences, preferences and opinions as we work 


to build a campaign strategy, during execution and through final reporting. 
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Scope of Work


There are a number of steps we’ll take together. Some you’ve already addressed, but, 


we’ll go over them again to ensure we stay true to a strategic planning process that has 


proved successful time and again. 


The Steps:


• Determine your pain points – what is your difficulty or opportunity


• Research – Be it about your industry, demographic or psychographic pertaining to 


your client(s)


• Redefine/set goal of campaign


• Establish goals and measurable deliverables


• Develop key messaging and media tactics/plans


• Launch execution, continually optimize/update creative and/or media


• Provide progress reports and review success metrics with client.


2.1.4.2


Provide capabilities of the vendor’s media department and practices used to minimize 


production costs and maximize efficiency of production.  Indicate any production that is 


outsourced and how the vendor manages collaboration for a multi-media platform.


Most big agencies prefer to do production in-house where they might have more bells 


and whistles. It’s lovely when this can happen, but in some cases it’s simply cost 


prohibitive. What good is it to spend several thousand dollars on production when you 


have no money left to run the ad? It’s useless. - just as useless as running a poorly 


crafted message on the perfect media channel. 


So, what do we do? We’ve leverage media buys to include free or heavily discounted 


production through radio and/or TV stations and we keep our team’s creative director 


on the project to ensure we adhere to brand guidelines throughout the process no 


matter who we have helping us. 


We’ve given stations creative direction/assets and asked them to produce spots for us 


(with our final approval of course). For the DMV and Nevada Health Link, we’ve 


leveraged radio schedules to include videos produced and hosted by on-air talent 


which they posted on their websites for a small digital fee. Our goal was to use on-air 


talent to raise awareness among their loyal listeners to go to the DMV and NHL sites 


for more information. 


At times, it may even make sense to have the stations help write the copy. They know 


who their listeners are and the messages that are most likely to resonate with them, so 


we’ve also used stations to write copy as well when we couldn’t afford a copywriter. 


We’ve also leaned on community partners like RTC who have offered to pay for 


production, pay for space or pay for both for multiple Zero Fatalities campaigns.
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Scope of Work


2.1.4.3


Describe the methodology to justify creative and media investments and describe how a 


return on investment is established and measured.


As indicated in the previous section, there is a skill to balancing the costs between 


creative and media and then there is the balance within each of those disciplines we 


have to keep in mind. 


We believe in investing in good creative. If the message doesn’t resonate or isn’t 


compelling, it’s a waste of money. That being said, if we can find good stock 


photography, if we can use staff or client photos or images that still present VR in a 


good light and save on production costs, that’s all the better because it allows us to 


reallocate those funds to get the message out more often. 


As for media, we take into consideration cost per thousand, cost per point, cost per 


impression, etc. just like all good agencies should. But we also look at things that may 


not pop up in media software – what can our vendors do for us in the way of quality 


PSA rotations, on-air interviews, production assistance, etc. We can easily measure by 


reach, frequency and impressions, but there are other immeasurable assets to consider. 


2.1.4.4


Include with your proposal, rough executions for traditional advertising, commercial or 


promotional video development, print advertisements, web design, and social media 


campaigns.  For purposes of the rough executions, use a target audience of young 


students with disabilities between the ages of 16 and 21.


CREATIVE SOLUTION: Reach young students through THEIR media in a way that 


is appealing to them. We made the creative look young, modern and bright. Each 


execution uses similar headlines and type treatments, but they are all uniquely 


different. This helps keep the campaign fresh.


We’ve easily adapted to the current logo and color palette, capitalizing on VR’s current 


brand recognition. But, we would like to introduce a new “WORK IT” theme. As you’ll 


see in the following pages, we can “work” this message into a variety of creative assets 


that appeal to both employers and clients. Our aspiration is to start altering the 


mindset of all Nevadans so when they hear “Work It” they think of Nevada Vocational 


Rehabilitation.
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Scope of Work


Website – This is an example of refreshing your current WordPress website with new 


graphics, fonts and colors. These little changes go a long way to help make your site 


look vibrant and youthful. While we are updating the look of your site we will also 


make it mobile-friendly and optimize it for SEO.


Website
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Scope of Work


Facebook – We decided to feature a business owner on the Facebook execution. 


Facebook skews to a slightly older demographic, so it make sense. This campaign is 


flexible. We can feature teens and adults with disabilities or the business owners 


themselves. It is also important to remember that a younger demographic receives 


most of their media on their phones. The VR Nevada logo is cut off when you view 


your current Facebook account on a mobile device.


Facebook
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Scope of Work


Twitter – It is so important to engage people on social media rather than just doing a 


daily post. When you do a daily post it becomes noise to your audience. It is best when 


content is authentic and timely. We believe, the best way to do this is through a VR 


NEVADA BRAND AMBASSADOR. Working with one of your capable clients, who 


loves social media makes perfect sense. Your Brand Ambassador would be active on 


Facebook, Twitter, YouTube and Instagram. We love the idea of working with a client 


with a disability to work through this campaign. Your Brand Ambassador would use 


#WorkItNV to group all of his/hers posts together. Who knows, it could go viral.


Twitter
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Scope of Work


YouTube – Our goal is to make your YouTube channel more interesting. Instead of 


putting your money into a single 30-second video that you can run on television, we 


would like to do four short videos each year that can run on YouTube and Instagram. 


We will collaborate with college students on the videos too keep productions costs 


down. The videos will be real, raw and compelling. The VR Nevada logo is cut off 


when you view your current YouTube channel on a mobile device.


YouTube
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Instagram – This platform is perfect for your goal to reach a younger demographic. 


Your Brand Ambassador would post photos, videos and comments.


Instagram
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Below is a simple storyboard to give you and idea of how the WORK IT campaign 


could work in a video format. Again, we could work with students to help keep 


production costs down, but we would supervise the production to ensure we stick to 


brand guidelines. We recommend using video on digital/socials channels. While we 


love the idea of running this on traditional television, we would have to run it with 


such little frequency to stay within budget, it would be ineffective. We will, however, 


share the spot with our television reps and ask them to help secure a spot in their PSA 


rotation. With our 20+ years advertising experience and connections, we love to call in 


favors for clients with such a positive message. 


Video Storyboard
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LinkedIn – It makes perfect sense to feature a business person on your LinkedIn home 


banner. Your current page does not utilize a home banner.


LinkedIn
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Social media art sample – We believe it’s important to brand all of the accolades in the 


VR Nevada look. This helps create brand recognition and consistency


Social Media
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Student Flier – We created this flier in place of a print ad. It does not make sense to 


run traditional print with your current budget and the demographic you are trying to 


reach. We suggest distributing these fliers to Middle and High School counselors. The 


first year we will make a PDF that can be emailed to schools and printed by the 


counselors at school. In the following year, we will produce the fliers the state can 


print and distribute if possible.


Student Flier
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Scope of Work


We’ve presented a number of possible creative applications for WORK IT. While the 


current budget won’t likely allow for a deep media mix, we always like to be think of 


the possibilities. 


Radio – WORK IT will easily work into a radio campaign. If we decide this is the right 


channel to add to our media mix, we would recommend messages specifically crafted 


to reach our specific audiences as well as selecting station formats that will most 


effectively and efficiently reach those audience. For example, News/Talk, Country, 


Adult Contemporary or Oldies to reach business owners and Hot AC, Urban, 


Alternative and Top 40 stations to reach Millennials and Gen Z.


Digital Outdoor – With the color palette and bold font, WORK IT will explode off of a 


digital outdoor board. Digital outdoor is also so flexible it will allow us to rotate 


various messages appealing to business owners or potential clients.


Mall Displays – In the 20 years we’ve been doing advertising, there have been only a 


handful of cases where a mall display makes complete sense for our clients. VR is one 


of those cases. A vibrant message on display where young shoppers and families spend 


vast amounts of time, as well as in a space where business owners will be reminded 


daily to reach out to VR as a logical staffing resource.


Email Campaign for Businesses – This may be more viable than we think if we can tap 


into DETR’s email database. We know, having worked with state entities, this is 


prohibited at times, but we thought it important to plant the seed to see what the 


possibilities are.  


Food For Thought
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2.1.4.5


Include a sample plan that outlines recommended media buys to help businesses learn 


and understand the significant positive impacts of hiring individuals with disabilities.


So as not to violate the cost/pricing information guidelines set for in the Technical 


Proposal, this will be addressed in Part II  - Cost Proposal.


2.1.4.6


Provide examples of at least one multi-platform campaign (digital, advertising, print ad, 


social media, billboard or public transit, TV commercial, NCSAs, news media) 


completed within the past two years.


Following are some examples of media placed for a Zero Fatalities Pedestrian Safety 


campaign in 2017. The creative was designed by Penna Powers, the agency of record 


for the Nevada Departments of  Transportation and Public Safety. Deitz Media 


functioned as the Nevada Media Planner/Buyer for Penna Powers.


Video was produced for use on broadcast and cable television as well as for Facebook 


and Instagram. https://www.youtube.com/watch?v=OZigsJVidYc
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Scope of Work


Digital Ads were used for both paid placement and shared with our media vendors to 


post as added-value on their websites.


Transit – We partnered with RTC South to secure free bus shelter space, interior and 


exterior space. We simply had to pay for or provide production materials. We also 


worked with RTC Washoe to secure bonus interior and exterior space. 
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Scope of Work


Mall Display – We worked with Meadowood Mall in Reno and Boulevard Mall in Las 


Vegas to set up a display sharing the Pedestrian Safety Message and also displaying 


stories of Nevada pedestrian crash victims. In addition to posting the signage, we also 


collaborated with Penna Powers, as their local boots-on-the-ground team to set up a 


press conference including a representative from NDPS and local law enforcement.
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Scope of Work


These campaign examples are from the Sub Contractor, Amy Lockhart’s portfolio. She 


worked on the Convenient Care campaign for Renown Health in the spring of 2016. Amy did 


this work while she was the Associate Creative Director at The Glenn Group in Reno, Nevada.


RGJ Full Page Print
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Scope of Work


These campaign examples are from the Sub Contractor, Amy Lockhart’s portfolio. She 


worked on the Convenient Care campaign for Renown Health in the spring of 2016. Amy did 


this work while she was the Associate Creative Director at The Glenn Group in Reno, Nevada.


RGJ Block Ads


RGJ Healthsource
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Scope of Work


These campaign examples are from the Sub Contractor, Amy Lockhart’s portfolio. She 


worked on the Convenient Care campaign for Renown Health in the spring of 2016. Amy did 


this work while she was the Associate Creative Director at The Glenn Group in Reno, Nevada.


Web Banners


Outdoor


35  |  Deitz Media & Marketing  | Multi-Media Outreach Services | RFP 3510







Scope of Work


These campaign examples are from the Sub Contractor, Amy Lockhart’s portfolio. She 


worked on the Convenient Care campaign for Renown Health in the spring of 2016. Amy did 


this work while she was the Associate Creative Director at The Glenn Group in Reno, Nevada.


Video Thumbnails & Links


https://youtu.be/iclvbfXOGR4


https://youtu.be/Fy1slPOjpZs


https://youtu.be/XgMfWOyo21c
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Scope of Work


2.2 BUDGETARY INFORMATION


It is anticipated $60,000.00 will be allocated each State fiscal year for a maximum total 


contract budget of $240,000.00 over a four (4) year contract period. Submissions should 


include alternative strategies to build and expand VRs current multi-media platform over 


a four (4) year period, and State fiscal year spending plans to meet the proposed needs 


identified in Section 2.1, Service Requirements.  


2.2.2 Submissions should include, but not be limited to:


2.2.2.1  A progressive multi-media outreach platform that spans a four (4) year 


period; and


2.2.2.2 Deliver the VR brand message statewide across different demographic 


groups, targeting the business community and potential VR clients with 


disabilities.


2.2.3    All cost submittals shall be submitted as directed in Section 4, Cost and shall


include multi-media placement, agency fees, production costs, and materials.


As instructed, cost and/or pricing information will be included in Part II – Cost 


Proposal.
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Company Background and References


3. COMPANY BACKGROUND AND REFERENCES


3.1  VENDOR INFORMATION


3.1.1  Vendors shall provide a company profile in the table format below.


3.1.2


Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws 


of another state shall 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.


Question Response


Company name: Deitz Media & Marketing, LLC


Ownership (sole proprietor, partnership, etc.): LLC (as of 4/28/15)


State of incorporation: Nevada


Date of incorporation: August 5, 2013 (as sole prop.)


# of years in business: 4+ years


List of top officers: Melissa Deitz


Location of company headquarters, to include 


City and State:


770 Trademark Drive, Reno, NV 


89521


Location(s) of the office that shall provide the 


services described in this RFP:


770 Trademark Drive, Reno NV 


89521


Number of employees locally with the 


expertise to support the requirements 


identified in this RFP:


1


Number of employees nationally with the 


expertise to support the requirements in this 


RFP:


1


Location(s) from which employees shall be 


assigned for this project:


770 Trademark Drive, Reno NV 


89521
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3.1.3


The selected vendor, prior to doing business in the State of Nevada, shall 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://nvsos.gov.


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


If “No”, provide explanation.


3.1.4


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.


3.1.5


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?


If “Yes”, please explain when the employee is planning to render services, while on 


annual leave, compensatory time, or on their own time?


Question Response


Nevada Business License Number: NV20151265367


Legal Entity Name: Deitz Media & Marketing, LLC


Yes X No


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:


Yes No X
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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 shall be performing or 


producing the services which you shall be contracted to provide under this contract, you 


shall disclose the identity of each such person in your response to this RFP, and specify 


the services that each person shall be expected to perform.


3.1.6


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 shall also be disclosed.


Does any of the above apply to your company?


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


issue being identified.


3.1.7


Vendors shall review and provide if awarded a contract the insurance requirements as 


specified in Attachment D, Insurance Schedule for RFP 3510.


Understood and agreed.


Yes No X


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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3.1.8


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.


Melissa Deitz, owner of Deitz Media & Marketing began working in adverting in 1994 


where she worked her way up from Media Biller to Media Director at The Glenn 


Group (formerly DRGM Advertising). During that time she had the privilege of 


working on clients including, but not limited to Renown Health, Grand Sierra Resort, 


IGT, Nissan of Reno, Reno Air Races and a variety of casinos from Memphis to the 


Bay Area. 


After 15 years at the agency she left to work on a pilot sales/research program for 


Charter Media, to be launched in Reno. The key to this career change was to gain 


experience from the sales side of the media desk to have a better understanding of how 


to represent clients and create more win-win situations.


Armed with the knowledge from the big agency and the sales experience at Charter, 


Melissa Deitz opened Deitz Media & Marketing in August, 2013. One of the first 


accounts landed was as a subcontractor for Penna Powers to be the Nevada based 


media buyer for Zero Fatalities. Both Penna Powers and Deitz were so happy with the 


seamless relationship, the work expanded to include Nevada DMV and Nevada Health 


Link. We no longer represent Zero Fatalities, so Deitz is using this opportunity to apply 


that state agency experience toward smaller, but equally rewarding campaigns.


In addition to subcontracting, Deitz has worked as a marketing consultant for Saint 


Mary’s Regional Medical Center and Peri & Sons Farms. Not all clients need a full 


blown marketing campaign. Some just need guidance and advice from a seasoned 


professional, so we provide that. 


Not every client can afford to run on multiple media channels, so we help there too. 


We’ve helped clients like Fountainhouse, A&H Insurance, Assist2Sell and Buyer’s 


Agent Remaklus Realty with simple but effective campaigns that included just radio, 


digital and social media, just TV, or a simple identity package and website design. 


We’ve also had times where we’ve had to be candid with potential clients and tell them 


to save their money for a few more months because leading with too small a budget 


will be ineffective leaving them thinking advertising didn’t work, where in reality, they 


didn’t have a good plan to start with. 
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Anyone can buy media, but there is a skill to planning, negotiating and executing and 


effective plan. An unskilled buyer/planner can cost you a fortune reaching the wrong 


audience, through poorly negotiated rates, accepting worthless “added value” and not 


knowing how or when to negotiate earned media opportunities through paid media 


schedules. 


A good media planner knows how to create advertising opportunities. Our world is 


cluttered with advertising so how do you stand out? Sometimes you have to create your 


own ad space or opportunity – place a sign where there has never been, develop a 


video for radio listeners, leverage your budget to increase your frequency, or persuade 


a media partner to run an ad unit they’ve never run before. 


A good media planner also knows when to pull back. 2018 will once again be a 


political advertising firestorm and there will be times when it makes sense to adjust the 


plan, maybe go dark in some paid media areas and have social media or earned media 


be the workhorse. 


Deitz Media & Marketing can place all of it: tv, radio, outdoor, Pandora, YouTube, 


online display, movie theater video, floor decals, transit, coffee cup sleeves, gas pump 


toppers, and on and on. That said, you probably don’t need it all and in that case, you 


need an experienced planner who knows what and where to edit to deliver the most 


effective media campaign, on target, on time and on budget. 


So, where does LOCKHART art direction & design come in? Well, a good media 


planner also knows when to call in a professional and that’s where Amy comes in. 


Melissa Deitz admired Amy’s design skills throughout their career together. Amy’s 


ideas and ability to collaborate (which isn’t always easy for some creative folks) makes 


her a stand-out in the Nevada ad community. 


Amy has been working in design/marketing/advertising for 24+ years. During those 


years she has had the opportunity to work on amazing projects, with talented people 


for diverse clients.


Amy can make any medium work and look good while clearly communicating 


messages. She is the most organized artist you'll ever meet. Amy doesn't like to be 


called a perfectionist, but she can tell if something is off from a mile away. Her focus 


has always been on clean design with an attention to logo design, brand identity, 


typography and art direction.


In 2017, Amy opened her own design shop, LOCKHART art direction & design. 


Knowing the exemplary skills each other would bring to the table, Melissa and Amy 


jumped at the opportunity to partner on such a worthwhile project. 
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3.1.9


Provide a brief description of the length of time vendor has been providing services 


described in this RFP to the public and/or private sector.


Melissa Deitz, owner of Deitz Media & Marketing, has worked in advertising for 24 


years and has been buying media in Nevada for 17 years. Either as Deitz Media or 


under former employers she’s worked on projects for Nevada Departments of 


Transportation and Public Safety, Nevada DMV, Nevada Health Link, and City of 


Reno, TMCC, Washoe County Health Department, Renown Health, Saint Mary’s 


Regional Medical Center, IGT, Nissan of Reno, Reno Air Races, Peri & Sons Farms 


and a handful of casinos from Memphis to San Francisco.


3.1.10


Financial information and documentation to be included in accordance with Section 8.5, 


Part III – Confidential Financial Information. 


3.1.10.1  Dun and Bradstreet Number


3.1.10.2  Federal Tax Identification Number


3.1.10.3  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.


3.2   SUBCONTRACTOR INFORMATION


Subcontractors are defined as a third party, not directly employed by the contractor, who 


shall provide services identified in this RFP.  This does not include third parties who 


provide support or incidental services to the contractor.


3.2.1


Does this proposal include the use of subcontractors?


If “Yes”, vendor shall:
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3.2.1.1


Identify specific subcontractors and the specific requirements of this RFP for which each 


proposed subcontractor shall perform services.


Deitz Media & Marketing, LLC will be partnering with the following subcontractor:


LOCKHART art direction & design, Amy Lockhart, – Scope of Services include 


creative direction, design and production for all media, collateral, web requirements.


3.2.1.2


If any tasks are to be completed by subcontractor(s), vendors shall:


A.  Describe how the work of any subcontractor(s) shall be supervised, channels of


communication shall be maintained and compliance with contract terms assured;


and


B.   Describe your previous experience with subcontractor(s).


While Amy Lockhart will be heavily involved in the creative design and execution of 


all VR campaigns, all tasks will be supervised and directed by Deitz Media & 


Marketing. Amy and Melissa communicate frequently and in the most appropriate 


manner depending on the task at hand, whether it be phone, email, or in person.  


Melissa and Amy worked together previously at The Glenn Group for over a decade. 


They both understand the communication needed to ensure creative assets and media 


planning align to give the best opportunity to drive engagement in the targeted 


audiences. 
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3.2.1.3


Provide the same information for any proposed subcontractors as requested in Section 


3.1, Vendor Information.


3.1.2


Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws 


of another state shall 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.


Question Response


Company name: LOCKHART enterprises, LLC


DBA –


LOCKHART art direction & design


Ownership (sole proprietor, partnership, etc.): Limited Liability Corp.


State of incorporation: Nevada


Date of incorporation: November 5, 2017


# of years in business: 1 (Sole Prop Jan 2017-Nov 2017)


List of top officers: Amy Lockhart


Location of company headquarters, to include 


City and State:


10460 Arbor Way, Reno NV 89521


Location(s) of the office that shall provide the 


services described in this RFP:


10460 Arbor Way, Reno NV 89521


Number of employees locally with the 


expertise to support the requirements 


identified in this RFP:


1


Number of employees nationally with the 


expertise to support the requirements in this 


RFP:


1


Location(s) from which employees shall be 


assigned for this project:


10460 Arbor Way, Reno NV 89521
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3.1.3


The selected vendor, prior to doing business in the State of Nevada, shall 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://nvsos.gov.


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


If “No”, provide explanation.


Doing business as: LOCKHART art direction & design


3.1.4


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.


3.1.5


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?


If “Yes”, please explain when the employee is planning to render services, while on 


annual leave, compensatory time, or on their own time?


Question Response


Nevada Business License Number: NV20171714178


Legal Entity Name: LOCKHART enterprises, LLC


Yes No X


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:


Yes No X
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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 shall be performing or 


producing the services which you shall be contracted to provide under this contract, you 


shall disclose the identity of each such person in your response to this RFP, and specify 


the services that each person shall be expected to perform.


3.1.6


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 shall also be disclosed.


Does any of the above apply to your company?


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


issue being identified.


3.1.7


Vendors shall review and provide if awarded a contract the insurance requirements as 


specified in Attachment D, Insurance Schedule for RFP 3510.


Understood and agreed.


Yes No X


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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3.1.8


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.


Amy Lara Lockhart started working as a Sole Proprietorship in January of 2017 and 


recategorized as a Limited Liability Corporation in November 2017 under the name 


LOCKHART Enterprises, LLC., doing business as LOCKHART art direction & 


design. Amy is the owner and creative director. She has over 24 years of 


design/advertising/marketing experience.


Amy has worked with a diverse array of clients, her talents have been focused on 


creating, designing and directing campaigns while working as the art director and 


creative director. She can make any medium work and look good while clearly 


communicating messages. Lockhart’s work can be recognized in campaigns that span 


a variety of industries such as travel and tourism, education, health care, agriculture, 


real estate and non-profit.  


Lockhart has received many awards and honors, such as; Women of Achievement 


Honoree, Sacramento Judge for American Advertising Awards, featured in 


Communication Arts/Illustration Annual, Advertising Platinum Award/HSMAI Adrian 


Awards, Best of Show/American Advertising Awards, Best of Show Print/American 


Advertising Awards, Western Regional Winner-Silver Medal/Neenah Paper, National 


Award/American Advertising Awards.


3.1.9


Provide a brief description of the length of time vendor has been providing services 


described in this RFP to the public and/or private sector.


Amy Lockhart has over 24 years of design/advertising/marketing experience. She has 


provided services to the public, private and philanthropic sectors including, but not 


limited to (she couldn’t possibly list every client over two decades) Nevada Commission 


on Tourism, TMCC, Wolfpack Athletics, Renown Health, Nevada Museum of Art, 


Reno Philharmonic, The Mob Museum, Nevada Ballet Theater, Go Red for Women, 


Nevada Women’s Fund and Food Bank of Northern Nevada. 
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3.1.10


Financial information and documentation to be included in accordance with Section 8.5, 


Part III – Confidential Financial Information. 


3.1.10.1  Dun and Bradstreet Number


3.1.10.2  Federal Tax Identification Number


3.1.10.3  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.


3.2.1.4


Vendor shall not allow any subcontractor to commence work until all insurance required 


of the subcontractor is provided to the vendor.


Understood and agreed.


3.2.1.5


Vendor shall 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 3.2, Subcontractor Information.  The vendor shall receive agency 


approval prior to subcontractor commencing work.


Understood and agreed. 
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3.3   BUSINESS REFERENCES


3.3.1


Vendors shall provide a minimum of three (3) business references from similar projects 


performed for private and/or public sector clients within the last five (5) years.


Penna Powers


Mark Stryker


VP Channel & Content Management


801-487-4800 ext 110


mstryker@pennapowers.com


State of Nevada Department of Public Safety/Office of Traffic Safety


Andrew Bennett


Public Information Officer


702-432-5123


Andrew.Bennett@dps.state.nv.us


Peri & Sons Farms


Teri Gibson


Director of Marketing & Customer Relations


775-745-6094


Teri@periandsons.com


3.3.2


Vendors shall submit Attachment E, Reference Questionnaire to their business 


references.


Understood and agreed.


3.3.3


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 7, 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.


3.3.4


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.
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SECTION VII


Attachment F/Proposed


Staff Resumes







Vendor Staff Resumes


3.4 VENDOR STAFF RESUMES 


A resume shall be completed for each proposed key personnel responsible for performance 


under any contract resulting from this RFP per Attachment F, Proposed Staff Resume.


One of the many benefits of working with agencies like Deitz Media and LOCKHART design 


is that you work with the owners. We don’t bring in high level executives, win the account and 


walk out to leave you with the JV team. We do the work. Our names are on the door, we’ve 


built our businesses and reputations on name recognition. We’re proud of that, we do all we 


can to protect it and want nothing more than to give our clients a reason to share what a great 


job we’ve done for them. 
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Vendor Staff Resumes
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Vendor Staff Resumes
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Vendor Staff Resumes
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Vendor Staff Resumes
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SECTION VIII


Other Informational Materials







Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Video Links


https://youtu.be/86f9PZ8EzEQ
https://youtu.be/JkWqvr9uUIU
https://youtu.be/SX-AzC501WY
https://youtu.be/u6gYxGlbPH4
https://youtu.be/CJWbL6PIkAk
https://youtu.be/YRSfgfaPPOU


Nevada Commission on Tourism – Print Campaign
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Nevada Commission on Tourism – Print Campaign
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Nevada Commission on Tourism –
Print Campaign


58  |  Deitz Media & Marketing  | Multi-Media Outreach Services | RFP 3510







Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


American Heart Association –


Go Red & Heart Gala, Collateral
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Renown, Print Concepts
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Renown, Print Concepts
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Off Beat, Collateral
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Off Beat, Website
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


American Heart Association –


Go Red, Collateral
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Renown, Print Ads
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Renown,


Print Ads


Renown, Outdoor
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Food Bank –


Collateral


Renown/Magic,


Collateral


68 |  Deitz Media & Marketing  | Multi-Media Outreach Services | RFP 3510







Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Nevada Museum of Art, 


Print Ad


Nevada Museum of Art, 


Banner
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Nevada Museum of Art, 


Collateral


Nevada Museum of Art, 


Outdoor
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Other Informational Materials


These are more examples are from the Sub Contractor, Amy Lockhart’s portfolio. 


All of this work was done while she was the Associate Creative Director at The Glenn Group 


in Reno, Nevada.


Nevada Museum of Art, 


Collateral


Nevada Museum of Art, 


Print Ad


Please visit Amy’s website 


to see more work:


http://www.alockhartart.com
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Scope of Work -


2.1.4


Vendors are to include with their proposal:


2.1.4.5


Include a sample plan that outlines recommended media buys to help businesses 


learn and understand the significant positive impacts of hiring individuals with 


disabilities.


Below is a sample plan to address only businesses as asked. However, based on the 


goals and objectives listed in section 1.1, the actual media plan we would 


recommend for you would look very different as we would need to reallocate a 


portion of the budget to reach your second audience of clients with disabilities. We 


would also be taking into consideration the following factors. 


Before building any plan we take into consideration 


• Client goals


• Target audience


• What are their media usage habits?


• When are they most likely to listen or engage?


• Seasonality


• Are there better times of year to recruit new employees?


• Are their times of year potentials clients are more likely to engage?


• Time of Year


• Q4 is generally more expensive on traditional channels due to “Fall 


Sweeps” and the push for Holiday retail messaging.


• Q1 is generally less expensive as vendors are trying to get as much 


revenue on the books as possible to start setting goals for the year.


• Summer is generally more expensive on radio and less expensive on TV 


as more people are out and about.


• Is it a political year? With Nevada being a swing state, we have outside 


interests that spend nauseating amounts of money to influence our 


voters, regardless of what side of the aisle you might be on. If we see 


engagement lagging during this time, we may suggest turning off the 


spend and simply posting organic messages for the time being.  
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Scope of Work -


We never go into “set it an forget it” mode. As your campaign runs, we’ll 


continually evaluate to ensure


• Media vendors are delivering as ordered.


• Are media vendors helping with opportunities that are of value to us (they can 


offer “value added” items that are of value to them, but if they aren’t adding 


value to our campaign, then we’ll ask for something else.)


• Optimizing social/digital media to always reach audiences most efficiently and 


effectively. 


For this challenge, we pulled date from the Scarborough Las Vegas Syndicated 


Nov16-Sept17 survey specifically looking at a Small Business Owner and/or White 


Collar Worker profile. We selected these two audiences as to only include Small 


Business Owners gave us such a small sample the data is considered unstable and 


would exclude data from hundreds of White Collar workers who are influential in 


the recruiting, but not necessarily owners, such as HR personnel. 


We recognized these habits in this target audience:


• 85.9% spend are on social media every day.


• 73.7% spend more than 5 hours on the internet each week. 49.3% spend more 


than 10 hours per week and 26.6% are on the internet 20 hours or more per 


week.


• 49.3% consider themselves heavy to heaviest users of Digital Video.


• 62.9% consider themselves heavy to heaviest users of Radio.


• 76.2% indicate they haven’t read a single newspaper in the past 7 days.


• They report accessing these Sites/Apps in the past 30 days


• 72.6% Facebook


• 38.6% Instagram


• 18.3% Twitter


• 58.2% YouTube


Given this data and our experience, we would recommend a heavy digital/social 


media campaign including online video. 


We would like to include radio and television, however, for it to be effective, it 


would require spending beyond our budget. We believe in running one medium and 


doing it well before introducing the next. If we spread it too thin, then nothing 


works. We will still submit radio scripts and videos to our radio and TV partners to 


be placed in PSA rotation. 
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Cost Proposal -
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Cost Proposal -


4. COST 


Vendors must provide detailed fixed prices for all costs associated with the 


responsibilities and related services.  Costs must be submitted in a manner which 


breaks down items such as advertising into units (i.e. cost per radio ad played, cost 


per billboard per month, etc.).  Clearly specify the nature of all expenses anticipated 


including a breakdown of all costs submitted (refer to Attachment G, Cost 


Schedule). 


The State reserves the right to modify the media plan from year to year, based on 


submitted pricing and as the State’s needs change.  


Deitz Media & Marketing works to provide quality products and services at 


competitive pricing, while maintaining the financial integrity of our agency.


Each client is unique in their planning and billing and we work with clients 


accordingly. We will put together official estimates for each component of the 


marketing plan and have those approved by you prior to embarking on any project 


to ensure we’re on target, on budget and you know exactly how it’s being allocated. 


We recognize as is noted in Section 2.2 Budgetary Information, we will be required 


to provide a progressive multi-media outreach platform that spans a four year 


period, all the while delivering the VR brand message statewide targeting the 


business community as well as potential VR clients with disabilities. We fully 


recognize and anticipate modifying the plan not only based on the State’s needs, 


but also based on how quickly digital and social media trends change, based on the 


changing media usage habits of your target audiences and based on the economic 


and political climates of our communities.


We have completed the cost proposal and budget justification sheets as instructed 


and realize a good portion of this RFP will be evaluated on how we price various 


media assets. That being said, we’re compelled to caution against evaluating the 


value of media based solely on cost. 


We can buy cheap radio spots, cheap billboards and cheap digital impressions just 


as well as the next guy. In fact, we did, in our younger years, before we knew any 


better and we got what we paid for.


We bought a Radio Fire Sale once where they promised and delivered hundreds of 


spots, only to find out through billing reconciliation the majority of the spots ran 


after prime or overnight when audiences are a fraction of the size they are during 


prime. We also considered a program with Nevada Broadcasters Association until 


we discovered we couldn’t target a specific audience and couldn’t guarantee 


stations or dayparts.  
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Cost Proposal -


A cheap outdoor board is cheap for a reason. Is it behind a building? Does it look 


like a good board in winter then summer vegetation obscures half the board?


We can buy cheaper digital impressions and post on cheaper social media 


channels. But who are we reaching? The beauty of digital and social media is that 


we can create highly customizable audiences. The cost will likely be higher, but so 


will the effectiveness. 


That’s not say we don’t negotiate hard. If we didn’t, how would we have secured 


$44,000 in added value outdoor for Zero Fatalities on a $10,000 buy? We negotiate, 


we just don’t buy cheap media. 


The idea of proposing a media channel or position simply because it’s cheap isn’t 


how we work. We believe in strategy, thoughtful work, and setting our clients up for 


success.


We also need more control over the message. Rather than writing copy to adhere to 


strict public radio guidelines, craft a message that will compel business owners, 


potential clients and their caregivers to go to VRNevada.org.


Advertising veteran David Ogilvy said “It’s not about counting the people you 


reach, it’s about reaching the people who count.” This is our guiding principle with 


every marketing plan we develop.
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Cost Proposal -


Request for Proposal 3510 - Multi-Media Outreach 


Services


DESCRIPTION DESCRIPTION OF COST ANTICIPATED ANNUAL COST


Agency Fees Per Hour $75.00 $15,000.00


PR Campaign Per Hour $


Ad Hoc Graphic Design Fee Per Hour $75.00 $10,125.00


Maintenance/Management Per Hour $


ADVERTISING BREAKOUT NUMBER PER YEAR COST PER EXPENSE TYPE


Write copy/content N/A


Television N/A


Radio N/A


Video - Promotional 4 $3,400.00 $3,400.00


Print N/A


NCSAs N/A


Outdoor N/A


Public Transit N/A


On-line/Social Media $28,800.00 $30,275.00


Media Campaign Report N/A


Media Campaign Production N/A


Other - Define


Website Update $1,200.00 $1,200.00


TOTAL ANNUAL COST $60,000.00
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Cost Proposal -


Request for Proposal 3510 - Multi-Media Outreach Services


DESCRIPTION / 


EXPENSE TYPE EXPENSE CALCULATION / JUSTIFICATION


Agency Fee $75. per hour. We estimate 200 per year for account management. 


PR Campaign N/A


Ad Hoc Graphic Design 


Fee $75. per hour. We estimate 135 per year for creative services.


Maintenance/Management This cost is included in the Agency Fee


ADVERTISING 


BREAKOUT


Write copy/content


This cost is included in the Ad Hoc Design and/or Social Media Fee.


Television


We do not recommend allocating your budget toward traditional television at this time. The budget is very conservative when 


looking at it from a statewide spend. We would run so little or spend a nominal amount with Nevada Broadcasters that would 


run at sub obscure times or on irrelevant stations it would be a wasteful, even though small, spend of your advertising dollars.


Additionally, we consider it a wasteful spend when this medium reaches the masses and we're looking for two niche 


audiences. We can, however submit any produced videos to stations statewide to add to their PSA rotation.


Radio


We do not recommend allocating your budget toward radio at this time. The budget is very conservative when looking at it from


a statewide spend. We would run so little or spend a nominal amount with Nevada Broadcasters that would run at sub obscure 


times or on irrelevant stations it would be a wasteful, even though small, spend of your advertising dollars. Additionally, we 


consider it a wasteful spend when this medium reaches the masses and we're looking for two niche audiences. We can, 


however submit A simple script we can write in-house, pro bono, to the radio stations to run as part of their PSA rotation.


Video - Promotional We would like to produce a campaign of videos using VR clients and business owners. To keep production costs down we 


recommend partnering with students looking to earn educational credits.


Print


We do not recommend print as part of this campaign due to it's exceptional costs and limited reach and frequency.


NCSAs N/A


Outdoor We love the idea of doing outdoor, but find it cost prohibitive at this time.


Public Transit N/A


On-line/Social Media We've allocated a robust amount of your budget toward social media campaigns including Facebook, Twitter, Instagram and 


YouTube. In our effort to reach new audiences, simply posting to your current platforms won't deliver the impact we're looking 


for. We recommend boosting and sponsoring posts/content to reach our target audiences. We can A/B test which channel(s) is 


performing better and optimize accordingly. We recommend using LinkedIn organically, rather than a paid program. LinkedIn 


can be very expensice, somethimes as high as a $46 PM. We like the idea of LinkedIn InMail, but for now the other media 


channels are more efficient. 


Media Campaign Report The cost of the media campaign report will is included in the hours dedicated to Agency Fees


Media Campaign 


Production The cost of media campaign production is included in the hours for Ad Hoc Creative and the online/social media costs.


Other - Define We recommend updating the current website to display more of the WORK IT campaign and it's assets.
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Scope of Work -


2.1.4


Vendors are to include with their proposal:


2.1.4.5 I


Include a sample plan that outlines recommended media buys to help businesses {


learn and understand the significant positive impacts of hiring individuals with
disabilities. |


I
Below is a sample plan to address only businesses as asked. However, based on the |


goats and objectives listed in section 1.1, the actual media plan we would {


recommend for you would look very different as we would need to reallocate a E


portion of the budget to reach your second audience of clients with disabilities. We


would also be taking into consideration the following factors, j


I
Before building any plan we take into consideration J
• Client goals


• Target audience


• What are their media usage habits?


* When are they most likely to listen or engage?


• Seasonality


* Are there better times of year to recruit new employees?


• Are their times of year potentials clients are more likely to engage?


• Time of Year


* 0.4 is generally more expensive on traditional channels due to "Fall


Sweeps" and the push for Holiday retail messaging.


• Ql is generally less expensive as vendors are trying to get as much


revenue on the books as possible to start setting goals for the year.


• Summer is generally more expensive on radio and less expensive on TV


as more people are out and about.


• Is it a political year? With Nevada being a swing state, we have outside


interests that spend nauseating amounts of money to influence our


voters, regardless of what side of the aisle you might be on. If we see


engagement lagging during this time, we may suggest turning off the


spend and simply posting organic messages for the time being.
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Scope of Work -


We never go into "set it an forget it" mode. As your campaign runs, we'll


continually evaluate to ensure


• Media vendors are delivering as ordered.


• Are media vendors helping with opportunities that are of value to us (they can


offer "value added" items that are of value to them, but if they aren 't adding


value to our campaign, then we'll ask for something else.)


• Optimizing social/digital media to always reach audiences most efficiently and
effectively.


For this challenge, we pulled date from the Scarborough Las Vegas Syndicated


Novl6-Septl 7 survey specifically looking at a Small Business Owner and/or White


Collar Worker profile. We selected these two audiences as to only include Small


Business Owners gave us such a small sample the data is considered unstable and


would exclude data from hundreds of White Collar workers who are influential in


the recruiting, but not necessarily owners, such as HR personnel.


We recognized these habits in this target audience:


• 85.9% spend are on social media every day.


• 73.7% spend more than 5 hours on the internet each week. 49.3% spend more


than 10 hours per week and 26.6% are on the internet 20 hours or more per


week.


• 49.3% consider themselves heavy to heaviest users of Digital Video.


• 62.9% consider themselves heavy to heaviest users of Radio.


• 76.2% indicate they haven 't read a single newspaper in the past 7 days.


• They report accessing these Sites/Apps in the past 30 days


• 72.6% Facebook


• 38.6% Instagram


• 18.3%Twitter


• 55.2% YouTube


Given this data and our experience, we would recommend a heavy digital/social


media campaign including online video.


We would like to include radio and television, however, for it to be effective, it


would require spending beyond our budget We believe in running one medium and


doing it well before introducing the next. If we spread it too thin, then nothing


works. We will still submit radio scripts and videos to our radio and TV partners to


be placed in PSA rotation.
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1Request for Proposal:  3510


VENDOR INFORMATION SHEET  
Tab III


VENDOR INFORMATION SHEET FOR RFP 3510 


Vendor Shall: 


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


B) Type or print responses; and


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


V1 Company Name 


V2 Street Address 


V3 City, State, ZIP 


V4 Telephone Number 
Area Code:  Number:  Extension:  


V5 Facsimile Number 
Area Code:  Number:  Extension:  


V6 Toll Free Number 
Area Code:  Number:  Extension:  


V7 


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


Name: 
Title: 
Address: 
Email Address: 


V8 Telephone Number for Contact Person 
Area Code:  Number:  Extension:  


V9 Facsimile Number for Contact Person 
Area Code:  Number:  Extension:  


V10 
Name of Individual Authorized to Bind the Organization 


Name: Title: 


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


Signature: Date: 


DP Video Productions, LLC


1240 Olivia Pkwy


Henderson, NV 89011


702 303-8554 1


702 435-5199


N/A


Emire Stitt
CEO
1240 Olivia Pkwy Henderson, NV 89011


emirestitt@dpvideo.com


702 468-9901


702 435-5199


Emire Stitt CEO of DP Video Productions, LLC


02/12/2018
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Tab IV


STATE DOCUMENTS


A.  The signature page from all amendments signed by an individual authorized to bind the 
organization.


Amendment 1 RFP 3510 Page 1 of 2 


State of Nevada  


   


Brian Sandoval 
Department Administration Governor 
Purchasing Division  
515 E. Musser Street, Suite 300 Jeffrey Haag 
Carson City, NV  89701 Administrator 


 
SUBJECT: Amendment 1 to Request for Proposal 3510 


RFP TITLE: Multi-Media Outreach Services 


DATE OF AMENDMENT: January 30, 2018 


DATE OF RFP RELEASE: January 9, 2018 


OPENING DATE: February 13, 2018 


OPENING TIME: 2:00 PM 


CONTACT: Teri Becker, Procurement Staff Member 
 
 
The following shall be a part of RFP 3510.  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. Whether companies from Outside USA can apply for this? 
 
 No. 
 
2. Whether we need to come over there for meetings? 
 
 There will be meetings held via internet, phone and in person in Nevada. 
 
3. Can we perform the tasks (related to RFP) outside USA? 
 
 Some tasks may be able to be performed elsewhere however, there will be some functions, such 


as filming, must be done in Nevada. 
 
4. Can we submit the proposals via email? 
 
 No.  See submittal instructions in Section 8 of RFP 3510. 
 
 
 
 
 
 
 
 
 
ALL ELSE REMAINS THE SAME FOR RFP 3510. 


 
 


Vendor must sign and return this amendment with proposal submitted. 
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STATE DOCUMENTS
Tab IV


Amendment 1 RFP 3510 Page 2 of 2 


Vendor Name: 


Authorized Signature: 


Title: Date: 


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


DP Video Productions, LLC


CEO of DP Video Productions, LLC 02/12/2018
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Tab IV


STATE DOCUMENTS


Multi-Media Outreach Services RFP 3510 Page 26 of 36 


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” shall 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 
files marked “Part IB Confidential Technical” and “Part III Confidential Financial”. 


The State shall not be responsible for any information contained within the proposal.  If vendors do not comply with the 
labeling and packing requirements, proposals shall 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 shall be in an open meeting format, the 
proposals shall 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 shall constitute a 
complete waiver and all submitted information shall 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. 


Please initial the appropriate response in the boxes below and provide the justification for confidential status. 


Part IB – Confidential Technical Information 
YES NO 


Justification for Confidential Status 


Part III – Confidential Financial Information 
YES NO 


Justification for Confidential Status 


Company Name 


Signature 


Print Name Date 


  This document shall be submitted in Section IV of vendor’s technical proposal 


X


X


DP Video Productions, LLC


Emire Stitt 02/12/2018


B.  Attachment A – Confidentiality and Certification of Indemnification signed by an individual 
authorized to bind the organization.
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ATTACHMENT B – VENDOR CERTIFICATIONS 
Vendor agrees and shall comply with the following: 


(1) Any and all prices that may be charged under the terms of the contract do not and shall 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, shall 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, shall 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 shall 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 shall be
in writing and included in the proposal at the time of submission.


(7) Each vendor shall 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 shall 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 shall automatically result in the disqualification of a vendor’s
proposal.  An award shall not be made where a conflict of interest exists.  The State shall 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 shall 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 shall certify that any and all subcontractors comply with Sections 7, 8, 9, and 10, above.


(13) The proposal shall 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 shall be submitted in Section IV of vendor’s technical proposal 


DP Video Productions, LLC


Emire Stitt 02/12/2018


C.  Attachment B – Vendor Certifications signed by an individual authorized to bind the 
organization.


STATE DOCUMENTS
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Multi-Media Outreach Services RFP 3510 Page 33 of 36 


ATTACHMENT H – CERTIFICATION REGARDING LOBBYING 


Certification for Contracts, Grants, Loans, and Cooperative Agreements 


The undersigned certifies, to the best of his or her knowledge and belief, that: 


(1) No Federal appropriated funds have been paid or shall be paid, by or on behalf of the undersigned, to any
person for influencing or attempting to influence an officer or employee of any agency, a Member of
Congress, an officer or employee of Congress, or an employee of a Member of Congress in connection with
the awarding of any Federal contract, the making of any Federal grant, the making of any Federal loan, the
entering into of any cooperative agreement, and the extension, continuation, renewal, amendment, or
modification of any Federal contract, grant, loan, or cooperative agreement.


(2) If any funds other than Federally appropriated funds have been paid or shall be paid to any person for
influencing or attempting to influence an officer or employee of any agency, a Member of Congress, an
officer or employee of Congress, or an employee of a Member of Congress in connection with this Federal
contract, grant, loan, or cooperative agreement, the undersigned shall complete and submit Standard Form-
LLL, “Disclosure of Lobbying Activities,” in accordance with its instructions.


(3) The undersigned shall require that the language of this certification be included in the award documents for
all sub awards at all tiers (including subcontracts, sub grants, and contracts under grants, loans, and
cooperative agreements) and that all sub recipients shall certify and disclose accordingly.


This certification is a material representation of fact upon which reliance was placed when this transaction was 
made or entered into.  Submission of this certification is a prerequisite for making or entering into this transaction 
imposed by section 1352, U.S. Code.  Any person who fails to file the required certification shall be subject to a 
civil penalty of not less than $10,000 and not more than $100,000 for each such failure. 


By
Signature of Official Authorized to Sign Application Date 


For: 
Vendor Name 


Project Title 


This document shall be submitted in Section IV of vendor’s technical proposal 


02/12/2018


DP Video Productions, LLC


RFP 3510 Multi-Media Outreach Services


D.  Attachment H – Certification Regarding Lobbying signed by an individual authorized to bind the 
organization.


STATE DOCUMENTS
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E.  Copies of any vendor licensing agreements and/or hardware and software maintenance 
agreements.


Not applicable


STATE DOCUMENTS
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Tab IV


F.  Copies of applicable certifications and/or licenses.


STATE DOCUMENTS
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Tab IV


F.  Copies of applicable certifications and/or licenses.


STATE DOCUMENTS
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Tab IV


F.  Copies of applicable certifications and/or licenses.
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Tab IV


F.  Copies of applicable certifications and/or licenses.


STATE DOCUMENTS
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1. OVERVIEW OF PROJECT
The State of Nevada Purchasing Division, together with the Department of Employment Training 
and Rehabilitation’s (DETR) Bureau of Vocational Rehabilitation (VR), invite all qualified multi-media 
agencies, to submit proposals to build and expand the current multi-media outreach platform to 
promote the Nevada VR Program to Nevadans with disabilities while promoting the workforce resources 
available to existing, new and potential businesses and to educate businesses, of all sizes, about the 
benefits of hiring Nevadans with disabilities.


The successful vendor will implement a multi-media outreach platform that builds and expands the 
current outreach efforts to further help raise awareness with the Vocational Rehabilitation Program’s 
two (2) main customer groups: businesses and Nevadans with disabilities.  The intent is to enhance the 
Nevada VR Program’s media outreach strategies, content, and provide analyses to increase audience 
engagement and deliver reputable and usable resource information that reaches the two main customer 
groups.


DETR will administer the contract resulting from this RFP.  The resulting contract will be for a contract 
term of four (4) years anticipated to begin July 1, 2018, subject to Board of Examiners approval, and will 
end June 30, 2022.


The Department of Employment Training and Rehabilitation (DETR) Bureau of Vocational Rehabilitation 
(VR) is in need of expert practitioners to develop and carry out a comprehensive multimedia campaign 
to promote VR’s services to Nevadans with disabilities, and to educate businesses of all sizes about the 
benefits of hiring individuals with disabilities.


DP Video Productions and partner Strategic Progress, LLC, will combine award winning approaches in 
helping VR Nevada accomplish its marketing and advertising goals. Our collaborative team has a proven 
track record over the past eight years with the Nevada Department of Health and Human Services and 
over the past four years with the Department of Employment, Training and Rehabilitation. DP Video 
Productions has conducted over forty media campaigns during this time involving traditional and on-line 
marketing with measurable results.


Our involvement with VR over the past few years has given us an even closer look at and better 
understanding of the employment needs of people with disabilities, the benefits for businesses hiring 
people with disabilities, and the economic and social impact of employing people with disabilities.


Considering the dynamic nature of social media, our team periodically evaluates and adjusts its approach 
to ensure continuous success of all of its campaigns, using precise and verifiable metrics to inform our 
outreach.  Our team is actively involved in addressing the concerns of businesses employing people with 
disabilities, and in creating educational and meaningful job opportunities for people with disabilities. 


Our experienced team will use effective communications plans grounded in targeted Nevada-based and 
national research with outcome measurements built into the planning process.


Tab V


SCOPE OF WORK
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Overview 


DP Video Productions, in collaboration with Strategic Progress, LLC, will provide the State of Nevada 
with the background, knowledge, skills, and experience to help the Bureau of Vocational Rehabilitation 
expand its multimedia presence to promote the Nevada VR Program to Nevadans with disabilities and 
community stakeholders while emphasizing the workforce resources available to existing, new and 
potential businesses and educating businesses of all sizes about the benefits of hiring Nevadans with 
disabilities.


Through our work with Nevada State government entities and more specifically the Bureau of Vocational 
Rehabilitation (VR Nevada) and Nevada Department of Health and Human Services (NDHHS), our team 
has demonstrated our ability to conduct advertising and public awareness campaigns leading to positive 
changes in the behavior of Nevada residents and businesses. We understand that the Bureau is interested 
in expanding its reach to Nevada businesses and people with disabilities, as well as achieving documented 
results that emphasize the Bureau’s accountability and return on investment to taxpayers and the public.


For the past eight years our team has been working with the Nevada Department of Health and Human 
Services to design, implement and evaluate public education and advertising campaigns on a wide range 
of topics, utilizing a variety of marketing approaches. We have also worked over the past four years with 
the Nevada Department of Employment Training and Rehabilitation to design, implement and produce a 
variety of media elements including:


•  an orientation video for VR Nevada’s potential clients 


• the Student Transitional Services video 


• TV Commercials 


• over 30 success stories reflecting VR Nevada’s effectiveness in helping businesses find qualified 
employees and reaffirming that people with disabilities are excellent employees 


• updated VR Nevada branding based on our research with Nevada businesses and stakeholders


• a VR Nevada logo and tagline, and a new mobile-responsive website that presents VR’s services in a 
modern design and an easy-to-navigate layout 


• a notable social media presence for VR Nevada and a loyal follower base on Facebook, Twitter, 
Instagram and LinkedIn comprising both Nevada businesses and people with disabilities. These 
campaigns have been conducted successfully, with measurable results, on time, and within budget


In addition to marketing and community projects, we have conducted detailed research on how to 
encourage businesses to hire more people with disabilities. We conducted surveys and face-to-face 
interviews with business leaders in the Nevada community to better understand potential barriers and 
opportunities for hiring people with disabilities and tailored our marketing approach to these findings.


Tab VI


SCOPE OF WORK
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Our team has extensive experience working directly with people with disabilities and with the disability 
and employment community. Strategic Progress has worked as a strategy and fundraising consultant to 
Easter Seals Southern Nevada for over five years, working to advance their ability to position persons 
with disabilities in the marketplace and improve their health, education, and employment outcomes. 
Strategic Progress has also worked with Workforce Connections since 2010 developing large federal 
projects and writing federal grant proposals that were built around people with special needs, at risk 
populations, and the under-served.


Strategic Progress has worked extensively with the Governor’s Green Zone Initiative to build 
relationships across the state with employers to improve the integration of veterans returning from Iraq 
to the civilian workplace. 


We successfully promoted our clients as talented people who had different abilities, rather than “dis” 
abilities. We emphasize a worker’s capability, their choice to work and be productive, and what support 
it will take to make them successful in the workplace. Strategic Progress has worked with DP Video 
Productions for the past four years as part of our commitment to VR Nevada to reach out to Nevada 
Businesses using social media and video. Cyndy Ortiz Gustasfon, CEO of Strategic Progress, is a 
Commissioner on the Nevada Commission on Services for Persons with Disabilities, a member of the 
Washoe County School District Special Education Advisory Panel, the mother of a child with disabilities, 
and a disability advocate across the state. 


The disability workforce is an incredible resource to businesses as people who have a disability make 
valuable contributions to the workforce. We have also witnessed that, with the help of VR Nevada, 
many people who otherwise might not have had a chance to find meaningful employment, have found 
a new life and opportunities through quality employment or by acquiring the skills and tools they need 
to continue to advance in their careers. Through the lens of our cameras we have witnessed a blind 
VR Nevada client attend law school and a person who is an amputee become a world champion in the 
Paralympic games.  By interviewing and communicating with VR Nevada’s clients we have seen the 
indispensable value of the services that VR Nevada offers to people with disabilities. We understand how 
important it is for people with disabilities to know that there are services available to them to succeed in 
life and be an integral part of the Nevada’s work force.


We are passionate about making our community a better place to live. The following sections describe 
how our team will meet the scope of work outlined in the request for proposal. We have provided 
details on our technical approach to each individual activity called for in the RFP subsections, and have 
listed highlights of our relevant experience in each area.


In addition to our government agency experience, we have also produced award-winning advertising and 
marketing programs for private-sector businesses around the United States and in the Bahamas.


Our team received a commendation letter from Senator Harry Reid and a Pinnacle Award of Excellence 
for our prenatal care campaign “babyURmine,” and numerous positive community responses for our 
Breastfeeding and Water Fluoridation campaigns.


Tab V


SCOPE OF WORK
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1.1 GOALS AND OBJECTIVES


A key challenge facing VR is effectively engaging key audiences in ways that positively impact the lives 
of individuals and families with disabilities across the State. Our goal for this proposal is to demonstrate 
that we understand the DETR needs in this area, and are prepared to successfully implement an effective 
campaign by doing the following:


• Helping the Department build awareness of the role of VR in helping people with disabilities 
become employed and assisting those already employed in performing more successfully through 
training, education, counseling, assistive technology, and other support methods.


• Tailoring campaign messages to be in compliance with ADA through video captioning, creating 
additional descriptive text and narration as needed. 


• Assisting VR in communicating to Nevada clients with disabilities about the extensive 
opportunities provided by VR, such as assistance in obtaining and/or maintaining employment, having the 
opportunity to work one-on-one with highly trained and educated VR counselors, and obtaining training, 
job assistance, local education, and additional resources provided by the state.


• Demonstrating the importance and value of VR’s services to Nevada businesses which assist in 
recruiting, training, and retaining a skilled workforce in the current climate of ever-increasing budget 
scrutiny. The good news is that there is an increasing trend across the country of employers being willing 
to hire people with disabilities and to recognize their significance in the workplace. These workers 
strengthen employers’ corporate social responsibility image, their commitment to diversity and their 
role as invested community members. We will incorporate all of these themes into our overall messaging 
and our conversations with employers as part of the campaign.


• Communicating effectively to businesses in Nevada the significant positive impacts that 
hiring individuals with disabilities can have for their organizations, explaining in detail the benefits 
of hiring people with disabilities: quality employees, social responsibility, workplace diversity, 
innovation incentives, and financial incentives. We plan to show businesses how to make reasonable 
accommodations for employees and customers with disabilities and how VR can assist with those 
accommodations.


• Promoting the availability of VR services through focused marketing and community awareness 
campaigns tailored to specific demographics. Creating key messages for specific audiences and using 
channels and materials that will reach and be understood by each.


• Using our experience in community building and development to assist VR in addressing the 
concerns of businesses considering employing people with disabilities and the questions posed by 
communities in urban and rural areas.


• Leveraging the resources of entities throughout the state that have similar missions to positively 
impact the widest possible number of people.


Tab V


SCOPE OF WORK
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• Creating a multidimensional approach to VR services promotion that combines “traditional” 
marketing and communications methods (print, television, radio, etc.) with interactive, mobile and 
online media. Incorporating the latest social media marketing techniques into a new on-line marketing 
plan.


• Assisting VR in developing and implementing systems for measuring the impact of awareness 
campaigns and presenting data reflecting reach of and interaction with target audiences.


2. SCOPE OF WORK
2.1 SERVICE REQUIREMENTS


Vendors are required to respond in detail on how services will be provided to the State.  


The successful vendor must:


2.1.1 Build and expand upon the current multi-media outreach platform and incorporate existing 
VR branded messaging and imaging.  The multi-media outreach platform shall be designed to 
reach people with disabilities, advocate for placing people with disabilities in the workplace and 
educate businesses on the benefits of hiring people with disabilities; with a statewide message 
that is consistent and cohesive.


APPROACH: Our team will develop and implement a comprehensive multimedia and advertising 
campaign plan designed to educate, inspire, and motivate stakeholders to take action.


Our marketing and outreach plan will focus on changing attitudes of employers, coworkers, service 
providers, and workforce development professionals toward job seekers with disabilities. 


We will be reaching out to persons with disabilities and educating them about how the services provided 
by VR Nevada can benefit them in finding employment, obtaining education, and receiving assistive 
technology to build a solid foundation for VR’s modified multimedia and advertising strategies by:


• Underlining DETR’s and VR’s current marketing goals and objectives


• Assessing and improving existing media presence to include the new goals


• Utilizing the appreciative inquiry approach in listening to job seekers, family, employer concerns


• Analyzing VR’s desired outcomes and/or changes of behavior to create a new multimedia plan 
which involves 


 ˚ creating detailed objectives for each vocational rehabilitation issue/opportunity 


 ˚ creating lists of audiences and stakeholders the Department desires to educate and inform


 ˚ developing key messages for each audience 


SCOPE OF WORK
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Tab V


 ˚ identifying specific tactics for communicating with each audience 


 ˚ developing a timeline for implementation 


 ˚ creating performance indicators 


 ˚ developing a methodology for evaluating the plan’s effectiveness


 ˚ making recommendations for continuous improvement


• Ensuring that DETR and VR staff agrees with the marketing plan and related multimedia campaign 
and includes messaging in all aspects of training, job coaching, employer recruiting, and assessments.


TEAM EXPERIENCE: We have extensive experience writing, executing, and evaluating marketing 
campaigns for government, corporate, and nonprofit organizations. Our experience in working with 
State of Nevada agencies, and more specifically with VR Nevada, gives us a deep understanding of 
the issues at stake. We also have experience strategically positioning large scale policy initiatives, and 
building coalitions around specific policy goals and issues. Our broad range of experience and expertise 
allows us to integrate VR messaging with the overall goals of the Department of Employment, Training 
and Rehabilitation, and to leverage our breadth and depth of existing relationships across the state. 


Name Areas of Expertise Years of Experience
Cyndy Ortiz Gustafson Research and stakeholder 


communications 
19


Julie Irish Project management, editor 14
Nicholas Merk Production and Post Production 15
Dianne Star Web programing and design 23
Emire Stitt Social media strategy and 


content
20


Dottie Korkosz Media buying 35


Our multimedia campaign experience includes:


• Developing strategic multimedia plans and campaigns that include all aspects of traditional media 
and social media for DETR VR.


• Developing strategic multimedia plans and campaigns that include all aspects of traditional media and 
social media for Nevada Department of Health and Human Services (DHHS).


• Creating a series of videos for the Department of Tourism and Nevada Arts Council.


• Building a website and conducting social media campaigns for Boulder City Hospital. 


• Conducting social media campaigns for Easter Seals Nevada.


SCOPE OF WORK
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• Teaching Social Media for Social Change at the graduate program of Urban Development at UNLV.


• Developing on-line content for people with disabilities and understanding web content accessibility 
guidelines.


• Developing marketing content for the private sector including Boyd Gaming, Caesars Entertainment, 
Planet Hollywood International, The Venetian, General Mills, Allegiant Air, Ark Restaurants, BASE 
Entertainment, Foxwoods Resort and Casino, and Konami Gaming.


• Creating detailed reports on market research, client needs and sentiment, and campaign results and 
reach. We have developed and written reports analyzing campaign impact, message reach, public 
policy and programmatic impact and return on investment for a wide range of state clients, including 
DETR VR, Easter Seals, Division of Child and Family Services, Clark County Social Services, Clark 
County Juvenile Justice, Clark County Department of Family Services, the Nevada Office of the 
Attorney General and the Nevada Department of Veterans Services.


Our team will use its substantial experience developing collateral materials for clients to support and 
reinforce its marketing and educational activities. Working with the VR staff, we will identify needs for 
new and refreshed collateral, whether it is individual pieces or a complete set of materials.


It is important that VR maintain its brand identity and present consistent messaging in its outreach and 
communications programs, and we will carry that philosophy through to all marketing materials.


We will write copy for social media, relevant website copy, TV scripts, brochures that align with all 
marketing and advertising campaigns developed by our team, and create on-line live video releases 
when deemed appropriate for topics that lend themselves to visual explanation (such as the diversity 
of disabilities). To further the VR efforts in educating people with disabilities about VR services and  
educating the public and Nevada businesses of all the benefits of employing people with disabilities, 
we will develop social media messaging that informs audiences about activities, accomplishments, and 
new developments. To ensure content is aligned with approved marketing strategies, we will write and 
publish social media posts as approved by VR.


With regard to advertising, our team will provide media buying services to support marketing and 
outreach campaigns. We have extensive experience working with broadcast outlets, print media, 
billboards, bus wraps, and social media services in purchasing and placing advertisements. We will apply 
the same strategic approach researching relevant media and broadcast outlets, and create a media 
placement plan with associated budgets and timelines.


With award-winning, experienced professionals on our team, we are able to produce a wide variety of 
communications in a very short time, allowing us to help VR produce timely and accurate information 
quickly and efficiently. We have years of experience creating content for all formats, from print copy to 
web content and social media content, to radio and television news and advertising, and video/film.


SCOPE OF WORK
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2.1.1.1 All multi-media strategies, concepts, budgets, ad copy and scripts must be submitted for review 
and approval by DETR.  


The DP Video Productions collaborative team will coordinate a series of regularly scheduled meetings 
with VR to ensure our efforts are aligned and on target. We will submit all campaign strategies, 
advertising concepts, budgets, on-air talent, ad copy, and scripts for review and approval by DETR.


2.1.1.2 DETR reserves final editing and approval rights for any concept, spots and/or copy.


We understand DETR reserves final editing and approval rights for any concept, spots and/or copy.


2.1.2 Build and expand upon the current multi-media outreach platform around the existing VR 
mission (as explained in Section 1.1, Goals and Objectives), and logo (see Attachment K, VR 
Marketing Logo Artwork and Media Campaign Links); encompassing an effective and efficient 
mix of media and social media content; and further develop strategies to continue the positive 
exposure necessary to build VR program recognition with potential VR clients and in the 
workforce and economic development arena.


The DP Video Productions team of marketing, advertising, creative design, branding, research, video 
production, and social media professionals will collectively develop and implement a marketing plan 
and strategies that are critical to building program recognition and effectively positioning the Vocational 
Rehabilitation as a critical component for workforce and economic development. 


We understand the VR mission is to help people with disabilities become employed, and to help those 
already employed perform more successfully through training, counseling and other support methods. 
We also understand that it is crucial to communicate to employers and co-workers that the employment 
and retention of people with disabilities is profitable and safe for their businesses. The series of success 
stories our team has developed for VR Nevada has had a measurable impact and has reached wide 
audiences including people with disabilities and their potential employers. We will continue developing 
success stories that reflect the perspectives of both employers and employees with disabilities.


2.1.2.1 Expand social media presence including at a minimum Twitter, Facebook and YouTube and 
encourage heightened audience engagement; and cultivate a system for evaluating and 
optimizing cross-platform social media engagement activities. 


DP Video intends to continue expanding the current follower base on all current social media channels. 
The 2017 reports still rank Facebook, Instagram, Twitter and YouTube as the most popular social media 
platforms. In lieu of the January 11th Facebook announcement and the constantly changing nature of 
social media, our team will continuously monitor and adjust the type of posting and presence on the 
different social media channels. 


We will incorporate a wide variety of useful articles for people with disabilities and emphasize all the 
services that VR Nevada offers. Using live video posts of events will increase the impact and reach on 
social media. Currently we use Hootsuite for managing content on all social media channels. We will 
implement a new detailed analytics report that was just incorporated in the Hootsuite platform, based 


SCOPE OF WORK
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on which we will review and adjust our posting strategies weekly. We will cross-promote all VR Nevada 
social media channels and the VR Nevada website.


2.1.2.2 Examine and analyze popular broadcast media (i.e., day-time TV, radio) and other platforms, 
such as digital, adaptive text messaging, Boost ads; develop and enhance additional interactive 
opportunities such as periodic digital events; and increase audience engagement and 
interactions to publicize VR’s programs, activities, and services.


DP Video Productions will develop a media plan encompassing wide variety of media outlets. We will 
develop a buy plan and schedule for purchasing boost ads on Facebook, Twitter and Google, and online 
ads to communicate VR’s key messages in a creative and attention-grabbing manner. As an additional  
cost effective measure, we will utilize the already successful existing VR Nevada TV ads directed at 
employers to purchase airtime on local TV channels and in movie theaters. We will also produce TV 
ads that promote VR Nevada’s services to people with disabilities. DP Video will include the design 
billboard ads to promote VR’s services to people with disabilities. All plans will be presented to VR’s staff 
for approval. Our goal is to achieve the broadest reach to target audiences with the highest frequency 
possible at the most efficient cost. 


We will create short “movie trailer” style videos with captions of current existing success stories and 
sponsor on YouTube to drive additional traffic to the VR YouTube channel that already has over 40 
stories and almost 8,000 video views.


Since several demographics of the VR audience are very active online, the added value we may seek 
would include online exposure through Google ads. We will create and promote event posts and pages 
associated with VR Nevada’s services to reach people with disabilities. 


Our team will develop a comprehensive strategic advertising plan for online media that takes advantage 
of, and leverages, the dramatic change in information distribution channels and related technologies, 
including adaptive services and technology for persons with disabilities. Our online media presence 
will be cohesive and well-coordinated to work as a single powerful message. Our web team will utilize 
responsive design technology to ensure all online content is scaled properly on mobile phones, tablets, 
and computer screens. We will use a variety of online media including the most popular and effective 
form, video, and the most innovative, mobile phone advertising. LinkedIn, as part of the business social 
media world, would be a very effective way to communicate with Nevada businesses the importance of 
VR as a source for a qualified work force. We are able to design and develop digital events to engage 
clients and key stakeholders and to deepen their relationship with VR, and increase their awareness of 
VR services, supports and benefits. 


Television remains the leading and most effective form of advertisement. More than 40 percent of the 
total advertising budget in the US market is spent on TV, which makes it the leading advertising medium. 
Television combines video and audio into a powerful marketing and educational tool that has proven to 
influence the way people think. This makes it an attractive medium for getting vocational rehabilitation 
and employer messages to Nevadans and employers. Americans watch an average of four hours of 
television per day, which also ensures a high level of return on investment since TV ads reach such wide 
audiences. Selected added value does vary by the available budget and the audience we are trying to 
reach. Our media buyer has more than 35 years of experience in the marketing and advertising industry.
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Radio advertisements can be highly effective as a part of public relations and advertising programs for 
three reasons. First, radio reaches large numbers of people (approximately 90 percent of Americans over 
the age of 12 listen to the radio each week). Second, different stations appeal to different demographic 
groups, making it easy to target an informational campaign to specific audiences. Finally, radio ads are 
relatively inexpensive and easy to produce.


2.1.2.3 Help VR better understand how to partner with individuals to improve outcomes that matter 
for its two (2) main customer groups; and how to measure changes in behavior and how 
to expand the reach of media beyond traditional platforms that are not used evenly across 
different demographic groups.


As long time Nevadans who have been involved in the business community for two decades, we 
understand the different channels to reach the key stakeholders. We will use online questionnaires and 
e-mail based surveys to measure change in perception and behavior on the part of business owners. 
Though it is true that traditional and social media can carry different demographics, there are established 
metrics for who uses what platform, and in the case of social media we have the tools to select exactly 
which demographic we’re looking for. Social media also carries the advantages of precise reporting on 
audience reach and engagement, though traditional media is still an effective and ubiquitous tool.


2.1.2.4 The current VR multi-media outreach plan was developed based on data and research 
collected and presented in a VR Nevada Marketing and Advertising Campaign - Final Report 
06-29-15.  It should be noted, the 2015 plan focused solely on businesses, while this RFP 
includes disabled clients/customers and businesses. (Refer to Attachment J, Marketing and 
Advertising Campaign Final Report). 


We have worked with VR Nevada for the past 4 years and understand the VR audience. We also manage 
and create the social media content for Easter Seals in Nevada, which gives us an additional point of view 
on working with people with disabilities.


2.1.2.5 Additional resources available at United States Department of Labor, Office of Disability 
Employment Policy (ODEP) https://www.dol.gov/odep/


We have familiarized ourselves with the statistics, news and resources available from ODEP.


2.1.2.6 The multi-media outreach plan must include the following:


A.  Goals and Objectives


We have detailed our goals and objectives for the overall campaign in the chart below under Letter C.


B.  Clear strategies, methods and tasks necessary to achieve the goals and objectives to include 
reaching:


1) Potential new VR clients with disabilities; and
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2) Businesses to build awareness of the Nevada VR Program and its services and hiring people 
with disabilities.


We have included clear strategies, methods, and tasks necessary to achieve the goals and objectives in 
the chart below under letter C.


We have extensive experience designing messaging campaigns that will reach people with disabilities 
and underserved populations in our communities. We will utilize a variety of methods to reach unserved 
and underserved populations, including outdoor advertisement in the targeted demographic areas, social 
media advertisement, TV advertisement and radio ads.


C.  Provide a description of your firm’s presence and experience in the State of Nevada and your 
approach to marketing to Nevada businesses and/or to people with disabilities.  


DP Video and Strategic Progress have been successfully communicating with employers in Nevada for 
decades. Both companies have worked for the past four years with VR Nevada to reach out and provide 
information to businesses regarding the benefits of hiring people with disabilities. DP Video has worked 
on a series of videos that feature successful employment of people with disabilities. All the videos are 
available for online viewing on VR Nevada’s channel and have been promoted on social media targeting 
businesses, CEOs, and HR Managers. DP Video produced an orientation video featuring the range of 
services VR Nevada provides for people with disabilities. We have also recently completed a video 
covering the services provided to students with disabilities to help them on their path to independent 
life. DP Video has researched articles and posted content on the VR Nevada’s social media channels for 
the past four years. 


Strategic Progress has done an in-depth report on reaching out to employers to hire people with 
disabilities, possible barriers, and how to overcome them. Strategic Progress, lead researcher on 
the report, has worked for over nine years with Nevada employers to hire people with disabilities, 
and to ensure that “hard to employ” persons are successful in their positions. Strategic Progress has 
also worked with DETR, Workforce Connections, the Nevada Office of Veterans Services, and the 
Pentagon’s Office of Family and Warrior Support, in addition to JP Morgan Chase, Wells Fargo, Schwab, 
and the Federal Reserve Bank of San Francisco to develop innovative employer based programming 
and convenings for veterans and people with challenges in finding employment. Strategic Progress 
is currently conducting research funded by Schwab on disability and poverty, and will be hosting a 
convening with funders, key stakeholders, and the school district on this topic in March. We approach 
this work from an asset-based perspective – always marketing people with disabilities as individuals in 
their own rights, and always viewing employers as unique organizations with business imperatives that 
must be met, but that can be met by hiring people with different abilities.


We also approach marketing to Nevada employers from a long term Nevada perspective.


Emire Stitt, the owner of DP Video Productions, LLC, has lived in Nevada for 26 years, and Strategic 
Progress owner Cyndy Ortiz Gustafson is a second-generation Nevadan.


Our marketing approach will include a variety of media appropriate for both audiences; people with 
disabilities and Nevada employers. During the past year we have determined that a complimentary mix 
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Tab V


of TV, radio, billboards, and social media will be most beneficial to reach our targeted audiences. Using 
social media, we will create interactive quizzes and questionnaires to make the communication more 
dynamic. 


We are all Nevada owned companies who are invested in our communities and in the economic growth 
of the region, as well as the wellbeing of our residents. Because we have worked with DETR, Workforce 
Connections, Clark County Social Services, the State of Nevada, the Department of Corrections, 
Juvenile Justice, Department of Family Services and the Southern Nevada Regional Planning Coalition, 
the Las Vegas Redevelopment Office, Las Vegas City Councilmen, and Nevada representatives in 
Washington, DC in addition to a long list of private employers, we are able to marry the public and 
private interests of this project and connect the dual message of business growth with individual and 
community wellness in an authentic and rooted way, earned through many years of working in the 
employment, economic development and disability communities, and seeing what works and what 
doesn’t.


GOALS AND OBJECTIVES STRATEGIES, METHODS, TASKS TIMELINE


Promote VR Nevada’s services 
to people with disabilities and 
expand current outreach efforts.  
Address the needs and wants 
of people with disabilities to 
have independence and fulfilling 
employment.


Develop, buy and/or schedule:


• Social media campaigns 
including: LinkedIn, Twitter, 
Facebook


• Television commercials 
(Sponsored or reduced costs)


• Outdoor billboards in 
targeted zip codes


• Movie theater advertising


• Cross promotion on relevant 
State websites


• Additional online marketing: 
Google and YouTube


Social Media –  Onset of contract 
through conclusion


TV Commercials – 2018


Billboards – 2019


Movie Theater ads – 2020


Online marketing -  Onset of 
contract through conclusion
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GOALS AND OBJECTIVES STRATEGIES, METHODS, TASKS TIMELINE


Develop messaging that 
demonstrates the importance 
of hiring people with disabilities 
and the value of VR’s services to 
Nevada businesses.


Develop, buy and/or schedule:


• Social media campaigns 
including: LinkedIn, Twitter, 
Facebook


• Create more connections 
and follow major 
stakeholders on social media 


• Add additional content on 
the home page of VRNevada.
org to address the services 
provided to people with 
disabilities


• Television commercials 
(Sponsored or reduced costs)


• Outdoor billboards in 
targeted zip codes


• Movie theater advertising


• Cross promotion on relevant 
State websites


• Additional on-line marketing: 
Google and YouTube


Social Media –  Onset of contract 
through conclusion


TV Commercial – 2018


Billboards – 2019


Movie Theater ads – 2020


On-line marketing -  Onset of 
contract through conclusion
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GOALS AND OBJECTIVES STRATEGIES, METHODS, TASKS TIMELINE


Measure impact of how the 
VR marketing and advertising 
campaign will:


1. Increase the knowledge of 
employers about the skills that 
people with disabilities have


Change the overall perception 
of employers of people with 
disabilities fitting into the 
workplace culture


Make an employer more likely 
to hire someone with a disability 
after campaign exposure.


Make an employer more likely 
to hire an additional person 
with a disability after they have 
successfully hired one such 
person


2.  Educate Nevadans with 
disabilities that VR provides 
referrals to jobs, placement 
assistance and career counseling, 
information and access to local 
education and training providers, 
access to assistive technology 
to maintain and further current 
employment, or to achieve 
training and new employment 
opportunities.


Quarterly media reports


Annual media reports


Measure increase of audience 
engagement


Measure effectiveness in reaching 
the targeted audience


Measure retaining and increasing 
follower base on social media


Onset of contract through 
conclusion


Align internal and external 
messaging to reinforce the VR 
brand.


In-service for staff and job 
recruiters to ensure they 
understand and embrace the 
marketing campaign messaging, 
design, talking points, and 
anticipated outcomes.


Upon approval of messaging 
prior to and during the 
marketing campaign
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2.1.3 Define how the success of the project will be measured.


2.1.3.1 Develop and implement a process that gauges and reports the effectiveness of the multi-media 
outreach platform in comparison to the cost; and at a minimum addresses:


We have developed a thorough process of evaluating the effectiveness of the marketing plan that 
addresses the three significant tests below. We will report all data to the State on quarterly basis and 
at the end of the contract period, and will include all pre- and post-campaign data, and overall outcome 
data in written report format. Our team is made up of experienced evaluators who will ensure that VR 
has the data it needs to demonstrate a return on investment for VR services. Strategic Progress holds an 
MSA with the Department of Administration for evaluation, and is a certified evaluator with the State of 
Nevada. 


A.  Did the product build VR’s awareness in the two (2) main customer groups?


In order to determine whether our marketing plan and activities built awareness in the target groups, we 
will follow up on the media coverage by considering the following indicators:


• Have we increased the followers of VR Nevada’s social media channels?


• Have we built our audience for the boost posts to reach our demographics?


• Have we increased interaction and engagement with our target audience?


• Have we increased traffic to VRNevada.org?


B.  Did it leave a positive impression and help change the expected behavior of the audience?


Using the new reporting feature in Hootsuite we can measure inbound messages by sentiment.  We will 
also create online surveys to measure the effectiveness of our campaign. Depending on the needs and 
requests of VR, we are able to use multimodal evaluation techniques, ranging from surveys to pre- and 
post-tests to interviews and focus groups. .


C.  Did it increase audience engagement and improve outcomes that matter for VR and the main 
customer groups?


We will use analytics on a weekly basis to measure audience engagement (shares, likes, views, traffic) 
with our on-line campaigns as well as engagement through digital events. 


2.1.3.2 Reports should be provided electronically and on a quarterly and annual basis and include 
multi-media metrics to evaluate both quantitative and qualitative measures; assess progress 
toward goals and objectives; and identify opportunities for enhancement.


DP Video will provide detailed reports on a quarterly and annual basis reflecting all metrics, including 
effectiveness of campaigns (reach, interaction, engagement where applicable) and most effective 
messaging for the quarter. We will adjust our messaging to reflect the most successful results and 
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incorporate new ideas and approaches to reflect the current trends in digital and traditional marketing.


A.  The electronic report is to be in either Microsoft Word and/or Excel; and


DP Video will provide the reports in Microsoft Word and/or Excel depending on the type of medium 
being measured.


B.  The report must be user-friendly and fully executable with the understanding that the report 
may be made available for public access.


Each quarterly and annual report will contain narrative explaining the approach and the overall results. 
All reports will contain supporting documentation related to the campaign results.


2.1.3.3 DETR and the Rehabilitation Division will reserve final approval on the measurement process.


We will work with DETR and the Rehabilitation Division to provide the desired format of reports and 
adjust the measurement process based on the feedback and input of VR staff.


2.1.4 Vendors are to include with their proposal:


2.1.4.1 Describe what can be expected during the on-boarding process of a new client engagement.


Though we have worked with the VR Team for the past four years, DP Video and Strategic Progress 
will meet to discuss a plan for the upcoming campaigns in order to best reflect all new goals and 
objectives. Our goal is to increase client engagement, and to build off what has been working over the 
past few years and to innovate in response to changing and emerging client needs, business trends, and 
community norms. 


2.1.4.2 Provide capabilities of the vendor’s media department and practices used to minimize 
production costs and maximize efficiency of production.  Indicate any production that is 
outsourced and how the vendor manages collaboration for a multi-media platform.


DP Video Productions has been in the social media, messaging, and video production business for almost 
two decades. Our staff is experienced and has produced a wide variety of materials, including over 40 
videos for VR Nevada that include TV commercials, client orientation videos, and a student transitional 
services video, as well as numerous social media pieces. Our team utilizes Canon Cinema to create film-
like quality shots and has recently acquired the latest line in 4K Sony XDCAM. We are detail oriented in 
all aspects of production and post-production. DP has three editing studios, and access to a large library 
of copyright free images, stock footage, and music. DP Video Productions has created a streamlined 
process from conception to final product that will minimize cost and maximize efficiency.  


In addition to video, our media department works to minimize production costs when producing 
billboards, commercials and collateral through our long-standing relationships with vendors as well as 
our own efficiencies as a team that we have built by working together over many years. We manage the 
overall project, and any collaborating vendors, in order to ensure a smooth process and low production 
costs. 
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Our team will create a production plan and organize field production to utilize local resources that will 
minimize travel expenses. DP Video has representatives and resources in southern and northern Nevada. 


2.1.4.3 Describe the methodology to justify creative and media investments and describe how a 
return on investment is established and measured. 


The different aspects of the media campaign will enhance the public presence of VR Nevada and help 
strengthen trust and relationship with its constituencies. The DP Video team will continue the social 
media awareness campaign to educate people with disabilities on what services are available to them 
and to educate businesses on the value of hiring people with disabilities. The return on investment in this 
case is measured by how many people have been reached and how many people have engaged with the 
messaging.  


2.1.4.4 Include with your proposal, rough executions for traditional advertising, commercial or 
promotional video development, print advertisements, web design, and social media campaigns.  
For purposes of the rough executions, use a target audience of young students with disabilities 
between the ages of 16 and 21.


Considering the young audience in mind, we propose to focus on the following:


• Add a section on the VRNevada.org website specifically addressing the services available to students 
with disabilities who are seeking to continue their education, and who need assistance with training, 
finding employment, and setting on the path toward independent living.


• Utilize the segments from the Student Transitional video and modify for social media use.


• Create a social media campaign with boost posts to target Nevada youth between the ages of 16 and 
21 using appropriate social media channels and messaging that is in consideration of colorblind, blind, 
and deaf youth. Develop messaging that is tested with smart phone accessibility options.


• Create and design a brochure that outlines the services provided to youth with disabilities. 


• Create a TV commercial that promotes the VR services available to students with disabilities. 


• Create a billboard to drive traffic to the web section dedicated to VR Nevada’s student services.


• Create a poster to be placed in public areas and Starbucks locations.


2.1.4.5 Include a sample plan that outlines recommended media buys to help businesses learn and 
understand the significant positive impacts of hiring individuals with disabilities.


For reaching out to businesses in Nevada we propose the following:


Tab V


SCOPE OF WORK







P  702.303.8554 DP VIDEO PRODUCTIONS, LLC W  www.dpvideo.com


28Request for Proposal:  3510


• Broadcast the already produced VR TV commercials, purchase airtime on local TV channels that our 
media buyer recommends for reaching our business demographic


• Utilize success stories to create boost posts on social media targeting business decision makers.


• Purchase movie theater advertisement time to broadcast the already produced VR Nevada TV 
commercials.


• Create a brochure that outlines the benefits of hiring people with disabilities to be distributed at 
events and meetings, and in the mail.


2.1.4.6 Provide examples of at least one multi-platform campaign (digital, advertising, print ad, social 
media, billboard or public transit, TV commercial, NCSAs, news media) completed within the 
past two years.


Example 1:


DP Video conducted a multimedia campaign from March 1st until May 31st, 2017 for the Nevada 
Department of Health and Human Services to promote and increase participation in the National School 
Lunch Program (NSLP). This campaign included:


• Branding and logo design


• Produced TV commercials and media buy


• Designed and created billboards. Media buy for southern and northern Nevada


• Social media campaign that included videos, animation, and still image designs


• All materials were produced in English and Spanish


• Detailed report at the end of the campaign


Example 2:


DP Video conducted a multimedia campaign to raise awareness of the Women’s Health Connection 
program and the services it provides. The goal was to increase breast and cervical cancer screening in 
Nevada’s medically underserved women and offer free screening to those who are at or below 250% of 
the Federal Poverty level, are uninsured and do not have Medicare. This campaign was conducted in two 
stages in 2016 and 2017 and included the following:


• Produced 8 videos of life-saving stories in the WHC population.


• Social media campaigns targeting women during breast cancer and cervical cancer awareness 
months.
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• Text messaging campaign to remind women to schedule exams.


• Detailed report of activities.


Our team would look forward to the opportunity to continue working with VR Nevada, adding new 
sections to its website, creating brochures and other materials to present a modern, forward-looking 
image that reflects VR Nevada’s brand. We are eager to demonstrate our understanding of how our 
cumulative experience will increase the reach of VR Nevada to local businesses, as well as our capabilities 
for marketing VR’s services to people with disabilities.
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3.1 VENDOR INFORMATION


3.1.1 Vendors shall provide a company profile in the table format below.


QUESTION RESPONSE


Company name: DP Video Productions, LLC


Ownership (sole proprietor, partnership, 
etc.):


Limited Liability Company,  
S Corporation


State of incorporation: Nevada


Date of incorporation: June 2004


# of years in business: 20


List of top officers: Emire Stitt, CEO


Location of company headquarters: Henderson, Nevada


Location(s) of the company offices: Henderson, Nevada


Location(s) of the office that will provide the 
services described in this RFP:


Henderson, Nevada


Number of employees locally with the 
expertise to support the requirements 
identified in this RFP:


5


Number of employees nationally with the 
expertise to support the requirements in 
this RFP:


5


Location(s) from which employees will be 
assigned for this project:


Henderson, Nevada (main office) 


Las Vegas, Reno and Elko, Nevada


3.1.2 Please be advised, pursuant to NRS 80.010, a corporation organized pursuant to the laws of 
another state shall 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.


We have read and we acknowledge the conditions of this statute.
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3.1.3 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.  Vendors must 
provide the following:


QUESTION RESPONSE


Nevada Business License Number: NV20041136819


Legal Entity Name: DP Video Productions, LLC


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


Yes X No


3.1.4 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.


DP Video Productions has a master contract with Nevada Department of Employment, Training and 
Rehabilitation and has worked on numerous projects since July, 2014.  Below are two campaigns 
completed during the course of our contracts.  We continue to provide web, video and social media 
services.


QUESTION RESPONSE


Name of State agency: Nevada Department of Employment, Training  
and Rehabilitation


State agency contact name: Shelley Hendren


Dates when services were 
performed:


July 2014 – present
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Type of duties performed: Create a new brand for VR Nevada based on Nevada 
demographics research.  Design and build a website for VR 
Nevada, create social media presence. Produce Student 
Transitional video. Producing series of videos for VR Nevada 
YouTube channel. Managing Social Media for VR Nevada. 


Total dollar value of the contract: $419,886


DP Video Productions has a master contract with the Nevada Department of Health and Human 
Services and has worked on numerous projects since January of 2010.  Below are four projects 
completed during the course of our contract.  We have completed over 30 media projects so far:


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Nevada Wellness


State agency contact name: Melanie Flores/ Laura Urban


Dates when services were 
performed:


October 2012 - present


Type of duties performed: Created the Nevada Wellness brand, built a website, created and 
maintained full social media presence. Created series of videos 
on health and wellness topics. Designed Toolkits for Heart and 
stroke prevention and diabetes prevention. Created collateral for 
health events. Designed and created an ad for the Reno airport.


Total dollar value of the 
contract:


$265,881


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Diabetes Prevention and Control Program


State agency contact name: Marjorie Franzen-Weiss/ Masako Burger


Dates when services were 
performed:


March 2011 - Present
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Type of duties performed: Strategic planning and community building in support of Diabetes 
Self Management Education and Diabetes Prevention programs. 


Create billboard ads in English and Spanish for Northern and 
Southern Nevada.


Produce radio commercials on nutrition and physical activity topics. 
Research and write, design and print Diabetes Self Management 
Education toolkits.


Produce movie theater advertisements promoting nutrition and 
exercise.


Design and create an online resource section for diabetes education 
as part of the NevadaWellness.org website.


Design and launch a social media campaign targeting audiences at 
risk for diabetes as well as the general population.


Total dollar value of the 
contract:


$180,583


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Breastfeeding Campaign


State agency contact name: Kelly Langdon/ Laura Urban


Dates when services were 
performed:


August 2011 – February 2012


Type of duties performed: Produced television, radio, and movie theater advertisements, 
posters, bus signage, billboards, and a website.  Created Spanish 
versions of each ad, purchased media space in Northern and 
Southern Nevada.


Total dollar value of the 
contract:


$100,000
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QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Maternal and Child Program (BabyURMine)


State agency contact name: Joanne Malay


Dates when services were 
performed:


February 2011 to June 2011


Type of duties performed: Coordinated and managed activities for a marketing/outreach 
campaign designed to increase the awareness of Nevada prenatal 
and parenting services and programs, and to address the 
relationship between such services and health/birth outcomes 
and a healthy first year of life.  Specific duties included producing 
and filming television advertisements, creating a social media 
information campaign, producing videotaped interviews with local 
physicians, coordinating news media interactions, creating an 
informational booklet, brochure, and posters, designing billboards 
and bus signage, and producing Spanish-language versions of all 
work.


Total dollar value of the 
contract:


$256,175


DP Video Productions has been working with Nevada Arts Council for the past nine years. We have 
completed variety of projects involving primary video production.


QUESTION RESPONSE


Name of State agency: Department of Tourism and Cultural Affairs


State agency contact name: Patricia Atkinson


Dates when services were 
performed:


November 2009 – present


Type of duties performed: Series of short documentaries as part of  “Nevada Stories” 
and “Home means Nevada”


Total dollar value of the contract: $40,000
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3.1.5 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


3.1.6 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


3.1.7 Vendors shall review and provide if awarded a contract the insurance requirements as specified 
in Attachment D, Insurance Schedule for RFP 3510.


Yes X No


Since our company already conducts business with The State of Nevada, we do have and maintain all the 
required insurance coverage.


3.1.8 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.


All staff members at DP Video are highly qualified in marketing and design.  DPV has provided 
marketing services to a wide range of Nevada companies, and is familiar with Nevada’s public sector 
issues and demographic characteristics. 


DP Video Productions, LLC, has been in the marketing and communications business in Nevada since 
1998 and has successfully completed a wide variety of public and private-sector projects for clients 
that range from state and local government agencies to many of the largest gaming corporations in the 
nation. DP Video Productions is a 100-percent woman-owned business.


From its roots as a digital media company, through opening its online and web communications office in 
2004, and on to leading a full-service marketing, advertising and public relations consortium in 2010, the 
company has demonstrated both talent and creativity in campaigns as well as a dedication to achieving 
measurable results for clients.


DP Video Productions and its partner Strategic Progress have established a successful track record of 
working with State of Nevada agencies in creating communications campaigns that have resulted in 
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measurable results —the ultimate goal of the VR Nevada’s efforts. However, while we feel our previous 
work for the State has given us an understanding of many of Nevada’s economic and political priorities 
we know that each topic or challenge is different and requires its own, unique approach and an energetic 
campaign with specific, targeted objectives and strategies. We have a great respect of the employees and 
management of VR Nevada who work tirelessly to make life better for their fellow Nevadans and more 
specifically for people with disabilities. We hope to add value to their efforts through our consulting, 
management, education, and communications work, and we would look forward to continuing to do so. 
Our intent is to lend our expertise, experience and ability to manage projects on time and on budget to 
support the agency in achieving its goals.
The partnership of DP Video Productions, and Strategic Progress spans the range of services desired by 
VR Nevada. We are equally proficient providing organized, well-managed and facilitated educational and 
community building coalitions as we are able to develop attention-getting marketing and advertising 
campaigns that use a combination of traditional and new techniques to get results.


With staff in Reno and Las Vegas, VR Nevada is assured of access to us in person as needed and desired. 
Our Southern Nevada staff is ready and able to attend project meetings in Northern Nevada as often 
as necessary. In addition, we pride ourselves on the immediacy of response to phone calls and e-mail 
messages, and VR Nevada is also assured of a consistent level of immediate responses to questions and 
concerns.
No matter what the activity, the VR Nevada will work directly with the senior partners from each 
company. In fact, our entire staffs are made up of people who each have at least 10 years of experience 
in their respective fields, and often 20 or 30. The possibility of VR Nevada being asked to work with a 
junior staff member simply does not exist. Our entire team is made up of highly experienced people 
from diverse backgrounds, which makes us able to approach campaigns from a multitude of cultural 
viewpoints.


In addition to successful projects performed by public institutions in Nevada, our team brings to the 
table our experience providing exciting and cutting-edge work for private-sector companies in the state 
and across the nation. We provide marketing consulting, web and digital media services, advertising 
(television, radio, outdoor, theater, and print), website design, and graphic design for such companies 
as Konami Gaming, Wynn Resorts, The Venetian and Palazzo, Planet Hollywood International, Paris 
Hotel and Casino, Bally’s, Caesars Entertainment, Sam’s Town, The Orleans, Suncoast, and the Rampart 
and Cannery Resorts and Casinos. Our major projects are not limited to the gaming industry. We have 
created campaigns for companies and organizations ranging from General Mills to Allegiant Air, to 
insurance firms and project management consultancies. Our work for these and other local, national and 
international firms has given us the ability to bring creative, out-of-the ordinary ideas and suggestions to 
increase the effectiveness of marketing and advertising campaigns conducted for the State of Nevada.
Rather than make general claims about our abilities, however, our proposal contains specifics about 
the approaches we would take to each component service desired by VR Nevada. In each section of the 
proposal, we have also listed specific experience and examples of our previous work in these areas.
In this way, we hope to give the Office a high level of confidence in our ability to provide the leadership 
and support, and create the type of educational, community-building, public awareness, and marketing 
campaigns that meet VR Nevada’s expectations for success.


Tab VI


COMPANY BACKGROUND AND REFERENCES







P  702.303.8554 DP VIDEO PRODUCTIONS, LLC W  www.dpvideo.com


37Request for Proposal:  3510


3.1.9 Provide a brief description of the length of time vendor has been providing services described in 
this RFP to the public and/or private sector.


DP Video Productions began in 1998 as a digital media company, primarily producing documentaries and  
television content.
Recognizing the growing demand for related services, DP Video Productions added web design, digital 
media marketing, and social media development to its business services in 2004. All staff members at 
DP Video are highly qualified in marketing for print, video and the web. DPV has provided marketing 
communication services to a wide range of Nevada companies, and is familiar with Nevada’s Vocational 
Rehabilitation issues and initiatives.


For more than 15 years DP Video Productions has been conducting large media campaigns that 
include all aspects of marketing: branding, web design, television and radio advertising, movie theater 
advertising, billboards, bus wraps, online advertising, and social media. Our media buyer has been in the 
industry over 30 years and has great knowledge of the Nevada market.


For some examples of our work please visit our website: www.dpvideo.com 


3.1.10 Financial information and documentation to be included in accordance with Section 8.5, Part III 
– Confidential Financial Information. 


3.1.10.1 Dun and Bradstreet Number 


160942640


3.1.10.2 Federal Tax Identification Number


20-1199612


3.1.10.3 The last two (2) years and current year interim:


A.  Profit and Loss Statement 


B.  Balance Statement


3.2 SUBCONTRACTOR INFORMATION


Subcontractors are defined as a third party, not directly employed by the contractor, who shall provide 
services identified in this RFP.  This does not include third parties who provide support or 
incidental services to the contractor.


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


3.2.1.1 Identify specific subcontractors and the specific requirements of this RFP for which each 
proposed subcontractor shall perform services.


Strategic Progress, LLC
PO Box 34294
Reno, NV 89533
Cyndy@strategicprogress.com<mailto:Cyndy@strategicprogress.com>
Phone 702-241-8033
Fax 866-635-1577


Strategic Progress, LLC, is a consulting firm specializing in strategic positioning, public policy 
development, grant writing and professional fundraising for a number of local and national not for 
profit and governmental organizations. During the company’s 14 year history, Strategic Progress 
has raised more than $21 million in grants, as well as pioneered systemic social change in the areas 
of homelessness, youth development and child welfare. Clients include Clark County, the Southern 
Nevada Regional Planning Coalition, and the Nevada State Department of Employment, Training and 
Rehabilitation, which was just awarded a $6 million grant written by Strategic Progress.


Strategic Progress is headed by Cyndy Ortiz Gustafson, a native Nevadan with a MA in Political Science 
and Public Law and a background in the U.S. Senate, Nevada State Legislature and Southern Nevada 
nonprofit community (please see attached resume and references). Ms. Ortiz Gustafson possesses 
significant knowledge of the political, business and non-profit community in Southern Nevada. She has 
extensive contacts with key stakeholders throughout the community, which has increased her ability to 
build and sustain projects as well as secure funding and support for the work.
Also included as a part of the Strategic Progress team is Justin Gardner, a consultant with more than ten 
years of experience in research, data analysis, strategic planning, and project management; and Wendy 
Waite, with over 6 years’ experience with federal, state and local grant writing.


3.2.1.2 If any tasks are to be completed by subcontractor(s), vendors shall:


A.  Describe how the work of any subcontractor(s) shall be supervised, channels of 
communication shall be maintained and compliance with contract terms assured; and


DP Video Productions, LLC, will be the vendor/prime contractor and company president Emire Stitt 
will be the point of contact for the Department. DP Video Productions, LLC, will establish contractual 
arrangements with the subcontractor providing services.


Strategic Progress will be handling any needed research, writing and PR. We have worked seamlessly on 
many campaigns and this subcontractor understands the day to day work flow and short deadlines.


DP Video Productions, LLC, will manage the activities performed under this contract, and company 
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president Emire Stitt will be the project manager for the contract. Emire Stitt will serve as the point 
of contact for the VR Nevada for all requests and activities unless VR Nevada requests to communicate 
directly with a subcontractor. Emire Stitt will initiate and/or participate in all interactions with the VR 
Nevada personnel. DP Video Productions will ensure that all work done by the prime contractor and 
subcontractor is in full compliance with the terms of the contract.


B.  Describe your previous experience with subcontractor(s).


DP Video Productions, LLC, has functioned successfully in an identical teaming arrangement with 
Strategic Progress, LLC for a multi-year master contract with the State of Nevada Health and Human 
Services and the Department of Employment, Training and Rehabilitation. We have provided the names 
of DHHS and VR personnel in section 3.1.4 of this proposal, who can provide comments on the team’s 
responsiveness, ease of communication, timeliness, and ability to meet tight deadlines.


3.2.1.3 Provide the same information for any proposed subcontractors as requested in Section 3.1, 


Vendor Information.


3.1 Subcontractor Information-Strategic Progress


3.1.1 Vendors must provide a company profile in the table format below.


QUESTION RESPONSE


Company name: Strategic Progress, LLC


Ownership (sole proprietor, partnership, 
etc.):


Limited Liability Company


State of incorporation: Nevada


Date of incorporation: 2002


# of years in business: 16


List of top officers: Cyndy Ortiz Gustafson


Location of company headquarters: Reno, Nevada


Location(s) of the company offices: Reno, Nevada


Location(s) of the office that will provide the 
services described in this RFP:


Reno, Nevada 
Las Vegas, Nevada
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Number of employees locally with the 
expertise to support the requirements 
identified in this RFP:


2


Number of employees nationally with the 
expertise to support the requirements in 
this RFP:


2


Location(s) from which employees will be 
assigned for this project:


Reno and Las Vegas, Nevada


3.1.2 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.


We have read and we acknowledge the conditions of this statute.


3.1.3 The selected vendor, prior to doing business in the State of Nevada, shall 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://nvsos.gov.


Strategic Progress, LLC is incorporated in the State of Nevada.


QUESTION RESPONSE


Nevada Business License 
Number:


NV20051774907


Legal Entity Name: Strategic Progress, LLC


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


Yes X No


3.1.4 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.
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QUESTION RESPONSE


Name of State agency: Nevada State Office of Veterans Services


State agency contact name: Caleb Cage


Dates when services were 
performed:


June 2012-April 2013


Type of duties performed: Designed a statewide systems reform plan for veteran’s services 
with Director Cage. Provided strategic consultation on all aspects 
of creating and implementing a statewide systems plan for 
education, health and workforce issues concerning veterans in 
Nevada. Wrote and published a Business Case for policy leaders, 
stakeholders and organization, as well as conducted interviews 
around the state, convened input groups, researched local and 
national organization, trends and issues, and compiled this in 
an Environmental Scan that drives project deliverables. Wrote 
a Strategic Financing Plan to sustain program growth into the 
future.


Total dollar value of the 
contract:


$152,000


 


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services - Systems Office


State agency contact name: Mary Wherry


Dates when services were 
performed:


May 2011– Dec 2012


Type of duties performed: Conducted a rate study analysis for the Nevada Early 
Intervention Systems Office to determine how to set provider 
rates across the state for early intervention services. Interviewed 
providers across the state, conducted research, analysis, 
evaluation and wrote a detailed report providing rate guidance 
for the Office and policy makers.
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Total dollar value of the 
contract:


$28,850


QUESTION RESPONSE


Name of State agency: Department of Health and  
Human Services


State agency contact name: Mary Wherry


Dates when services were 
performed:


August to November 2011


Type of duties performed: Designed and implemented a two day strategic planning session 
for the Nevada State Health Division. Worked with staff to plan 
and structure the strategic planning session, as well as structure 
all activities, work plans and outcomes of the meeting. Wrote a 
detailed report consolidating planning and laying out a strategic 
vision with detailed action steps for the Division.


Total dollar value of the 
contract:


$31,350


QUESTION RESPONSE


Name of State agency: Nevada State WIC


State agency contact name: Michelle Walker


Dates when services were 
performed:


November 1, 2015-May 30, 2016


Type of duties performed: Project Management, Research, Facilitation of Minority Health 
Initiative and coalition in Clark County


Total dollar value of the 
contract:


 in progress, not completed


QUESTION RESPONSE
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Name of State agency: Nevada Department of Veterans Services


State agency contact name: Kat Miller


Dates when services were 
performed:


January 2015-December 2015


Type of duties performed: Project Management, Research, Facilitation of Homeless Initiative


Total dollar value of the 
contract:


$125,000 


QUESTION RESPONSE


Name of State agency: Department of Employment, Training  
and Rehabilitation


State agency contact name: Shelley Hendren


Dates when services were 
performed:


July 2014 – June 2016


Type of duties performed: Conducted statewide research with focus groups, one-on-one 
meetings, online polls targeting Nevada Businesses and their 
willingness to hire employees with disabilities. Created a final 
report with detailed data on employment tendencies and 
presented to the Governor’s task force.


Total dollar value of the contract: $70,000


QUESTION RESPONSE


Name of State agency: Chronic Disease Prevention and Health Promotion


State agency contact name: Kelly Drucker


Dates when services were 
performed:


November 1, 2015-June 30, 2016 
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Type of duties performed: Research, evaluation of data, analysis, analytics, writing, 
graphic presentation of data, report production breast and 
cervical cancer needs assessment in high need counties. Multi 
modal approach including focus groups, interviews, surveys. 


Total dollar value of the contract:  in progress, not completed


QUESTION RESPONSE


Name of State agency: Workforce Connections


State agency contact name: Ric Viallobos


Dates when services were 
performed:


June 2015


Type of duties performed: Development, writing, data analysis, design of evaluation plan 
for the Youthbuild $1.1 million grant. Grant awarded. 


Total dollar value of the contract: $8,000


QUESTION RESPONSE


Name of State agency: Office of Grants Procurement, Coordination and Management


State agency contact name: Sheila Lambert


Dates when services were 
performed:


March 2015-December 2015 


Type of duties performed: Research, evaluation of data, analysis, analytics, writing, 
graphic presentation of data, report production of state public 
health needs assessment (LTSS project component of this 
contract not completed until Nov 20th not included in this 
summary)


Total dollar value of the contract:  in progress, not completed


QUESTION RESPONSE
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Name of State agency: Nevada System of Higher Education


State agency contact name: Frank Woodbeck


Dates when services were 
performed:


March 2015-June 2015


Type of duties performed: Research, project development, writing and submission of 
Department of Labor American Apprenticeship Grant- grant 
awarded


Total dollar value of the contract: $10,000


QUESTION RESPONSE


Name of State agency: Office of Grants Procurement, Coordination and Management


State agency contact name: Sheila Lambert


Dates when services were 
performed:


August 2015


Type of duties performed: Research, writing and grant support for development of the 
$16 million SAPTA federal grant


Total dollar value of the contract: $8,800


3.1.5 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


3.1.6 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 shall also 
be disclosed.
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Does any of the above apply to your company?


Yes No X


3.1.7 Vendors shall review and provide if awarded a contract the insurance requirements as specified 
in Attachment D, Insurance Schedule for RFP 3510.


Since our company already conducts business with The State of Nevada, we do have and maintain all the 
required insurance coverage.


3.1.8 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.


Strategic Progress, LLC is a Nevada based company founded in 2002 and managed by Cyndy Ortiz 
Gustafson, a Nevada strategist with a proven track record in mobilizing people and resources around 
systems work, regional planning initiatives, innovative programs and capital projects. Strategic Progress 
works with state and local government leaders, community organizations, and private investors to design 
systems and projects that have measureable impact, based on a proven approach to social change. We 
are made up of a skilled team of researchers, analysts, writers, policy experts, strategic planners, grant 
writers and evaluators who provided consultation, project management and training to a wide variety of 
state departments, community organizations, corporations, foundations and community collaboratives. 
We work with leaders to help them ready their organizations for policy changes, and to plan and 
implement change strategies, and to finance and sustain those strategies long term. We specialize in 
research and analysis of Nevada’s ability to compete for federal funds, and our ability to design and 
develop large scale initiatives that position Nevada on the national stage for investment.
By designing and open sourcing our research and development and producing publicly accessible reports, 
toolkits, and impact plans we are advancing Nevada’s ability to compete in the marketplace of federal 
and private funding, ultimately improving the quality, breadth and depth of social impact programs that 
benefit all Nevadans.


3.1.9 Provide a brief description of the length of time vendor has been providing services described in 
this RFP to the public and/or private sector.


Strategic Progress has been research, evaluation and facilitation services since 2002.


For some examples of our work please visit: http://strategicprogress.com/, http://policyapplied.org and 
http://vpliresearch.org


3.1.10 Financial information and documentation to be included in accordance with Section 8.5, Part III 
– Confidential Financial Information. 
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3.1.10.1 Dun and Bradstreet Number 


3.1.10.2 Federal Tax Identification Number


3.1.10.3 The last two (2) years and current year interim:


A.  Profit and Loss Statement 


B.  Balance Statement


3.2.1.4 Vendor shall not allow any subcontractor to commence work until all insurance required of 
the subcontractor is provided to the vendor.


We have read and we acknowledge the conditions of this statute.


3.2.1.5 Vendor shall 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 3.2, Subcontractor Information.  The vendor shall receive agency approval prior to 
subcontractor commencing work.


We have read and we acknowledge the conditions of this statute.


3.3 Business References


3.3.1 Vendors shall provide a minimum of three (3) business references from similar projects 
performed for private and/or public sector clients within the last five (5) years.


BUSINESS REFERENCES FOR DP VIDEO PRODUCTIONS, LLC:


 Patricia Atkinson
 Nevada Arts Council
 Folklife Director
 775-687-7103
 patkinson@nevadaculture.org      


 Robyn  Peot
 VP of Brand Marketing
 Planet Hollywood International
 702-785-5062
 RPeot@planethollywoodintl.com


 Laura Urban
 Food Security and Wellness Manager
 Division of Public and Behavioral Health
 Office: 775-684-2205
 lurban@health.nv.gov
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3.3.2 Vendors shall submit Attachment E, Reference Questionnaire to their business references.


Reference questionnaire have been submitted to our business references.


3.3.3 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 7, 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.  


Acknowledged.


3.3.4 The State reserves the right to contact and verify any and all references listed regarding the quality 
and degree of satisfaction for such performance.


Acknowledged.
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Tab VII


3.4 VENDOR STAFF RESUMES 


 A resume shall be completed for each proposed key personnel responsible for performance 
under any contract resulting from this RFP per Attachment F, Proposed Staff Resume.


Company Name 
Submitting 
Proposal:


DP Video Productions, LLC


[ X ]Contractor [  ] Subcontractor


Name: Emire Stitt [ X ] Key Personnel 


Individual’s Title: CEO


Classification: Project Manager, Producer # of Years in Classification: 20


# of Years with 
Firm:


20


Brief Summary: 
of Professional 
Experience:


Emire established DP Video Productions in 1998 and is currently the CEO 
and owner of the company. DP Video Productions is a successful digital media 
company providing full media campaign services for State of Nevada Public 
sector, large gaming companies, financial and insurance companies, and 
restaurants.


Emire acquired degrees in film and theatre before beginning to work in the 
area of TV and video production. She is fluent in Bulgarian, Arabic, Russian, 
French, and English. She worked as a producer/director at PBS, and her TV 
career began as a producer of a 30- minute television show at the station. She 
has produced several full-length documentaries. Emire was instructor at UNLV 
professional development center in Digital Media Production for 4 years. Last 
year she taught Social Media for Social Change for the graduate program at 
UNLV’s Urban Leadership program.


Besides her expertise in video, film and television production, Emire is a 
certified web designer and developer. The wide spectrum of skills has helped 
her is managing several large media campaigns that include all aspects of 
advertisement.
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Tab VII


RELEVANT PROFESSIONAL EXPERIENCE


Reference #1


Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe: 2012- Present


Vendor: DP Video Productions, LLC


Client: State of Nevada Health and Human Services


Contact: Laura Urban 
Food Security and Wellness Manager
400 W. King St., Suite 300 |Carson City, NV 89703 
Phone: 775.684.2205
Cell: 775-230-5327
Email: lurban@health.nv.gov


Role: Project Manager


Details: Coordinated and managed activities for a marketing/outreach 
campaigns designed to promote increase physical activity in adults and youth, 
worksite wellness, and obesity prevention.  Promote good nutrition as a key 
factor in healthier and happier life. Specific duties included producing and 
filming short promotional segments encouraging physical activity, creating a 
social media awareness campaign, producing videotaped interviews with local 
physicians, designing billboards, and producing Spanish-language versions of all 
work.


Reference #2 


Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe: 2014-Present


Vendor: DP Video Productions, LLC


Client: Department of Employment, Training and Rehabilitation


Contact: Shelley Henderen CPM 
Administrator, DETR Rehabilitation Division 
751 Basque Way Carson City, NV 89706 
Phone: 775.687.6880 
Fax: 775.684.4184 
Email: sghendren@nvdetr.org


Role: Project Manager


Details: Managed full media campaigns that included: Production of television 
advertisements, branding and logo development, creating and maintaining 
social media channels, running sponsored social media campaigns, filming 
and editing success stories and a creating and managing a website. Media 
purchasing in Northern and Southern Nevada.
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Tab VII


Reference #3


Required 
Information:


MMYYYY to 
Present: 
Vendor Name: 
Client Name: 
Client Contact 
Name: 
Client Address, 
Phone 
Number, Email: 
Role in Contract/
Project: 
Details and 
Duration of 
Contract/Project:


Timeframe:  2016-2018


Vendor: DP Video Productions, LLC


Client: Department of Health and Human Services


Contact: Masako Horino Berger, RD, MPH 
Health Systems Manager 
Nevada State Health Division 
4150 Technology Way, Suite 210, Carson City, NV 89706 
Phone: 775.684.5938 
Fax: 775.684.4245 
Email: mberger@health.nv.gov


Role: Project manager and Producer 


Details: Produced Diabetes and Pre-diabetes Media Campaigns that included 
Billboards, TV advertisement and Movie Theater Ads. Created sponsored 
social media campaigns, posters, and toolkits for physicians. Produced Spanish 
language version of all artwork. 


EDUCATION


Institution Name: 
City: 
State: 
Degree/
Achievement: 
Certifications:


Institution: Theatre University of Sofia 
City: Sofia  
State (Country): Bulgaria  
Degree: BA and MFA in Theatre 
 


Institution Name: 
City: 
State: 
Degree/
Achievement: 
Certifications:


Institution: Adult education, McGill University  
City: Montreal 
State (Country): Canada 
Degree / Achievement: French 6 levels fluency


Institution Name: 
City: 
State: 
Degree/
Achievement: 
Certifications:


Institution: University of Nevada Las Vegas 
City: Las Vegas 
State: Nevada 
Degree: BA in Film
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Tab VII


REFERENCES


Minimum of three 
(3) required, 
including name, 
title, organization, 
phone number, fax 
number and email 
address


Robyn N. Peot


Vice President of Brand Marketing, Planet Hollywood International


3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109


Phone: 702.785.5062


Fax: 702.785.9197


Email: RPeot@planethollywoodintl.com


Eric Fortenbury


Chronic Disease Prevention & Health Promotion


Nevada State Health Division


4150 Technology Way, Suite 210 | Carson City, NV 89706


Phone: 775.684.5929


Fax 775.684.4245


Email: efortenbury@health.nv.gov


Masako Horino Berger, RD, MPH


Health Systems Manager


Nevada Department of Health and Human Services


4150 Technology Way, Suite 210 |Carson City, NV 89706


T: (775) 684-5938| F: (775) 684-4245| E: mberger@health.nv.gov
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Tab VII


Company Name: DP Video Productions, LLC


[ X ]Contractor [  ] Subcontractor


Name: Julie Irish [ X ] Key Personnel 


Individual’s Title: Production Manager


Classification: Media Manager # of Years in Classification: 16


Brief Summary: of 
Experience:


Julie graduated with a degree in Marketing from University of Nevada, 
Las Vegas and being a native Nevadan, began working in the casino 
industry in marketing and advertising. Over the past 6 years, she have 
expanded her field of marketing to now cover the healthcare industry 
specifically, being part of many Nevada State Health Division campaigns 
and the Department of Employment, Training and Rehabilitation 
campaigns. 


# of Years with Firm: 7


RELEVANT PROFESSIONAL EXPERIENCE


Reference #1


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 01 / 2007 - Present


Vendor: DP Video Productions, LLC


Client : Planet Hollywood Intl.


Contact: Robyn N. Peot 
Vice President of Brand Marketing 
3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109 
Phone: 702.785.5062 
Fax: 702.785.9197  
Email: RPeot@planethollywoodintl.com


Role: Media Manager


Details: Began her work with Planet Hollywood Resort & Casino 
by managing on property signage and video displays.  Focusing on 
media buying, advertising special events, casino promotions and brand 
consistency. Currently, working at DP Video Productions, we creates 
digital media content for many Planet Hollywood ventures including 
restaurants and hotels.
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Reference #2


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 2012- Present


Vendor: DP Video Productions, LLC


Client: State of Nevada Health and Human Services


Contact: Laura Urban 
Food Security and Wellness Manager
400 W. King St., Suite 300 |Carson City, NV 89703 
Phone: 775.684.2205
Cell: 775-230-5327
Email: lurban@health.nv.gov


Role: Media Manager/ Designer


Details: Designed content for a marketing/outreach campaigns designed 
to promote increase physical activity in adults and youth, worksite 
wellness, and obesity prevention.  Promote good nutrition as a key 
factor in healthier and happier life. Specific duties included producing 
and filming short promotional segments encouraging physical activity, 
creating a social media awareness campaign, producing videotaped 
interviews with local physicians, designing billboards, and producing 
Spanish-language versions of all work.


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 04 / 2010 - 2016


Vendor: DP Video Productions, LLC


Client: Caesars Entertainment 
 
Contact: Shay Williamson 
Marketing Manager, Caesars Entertainment 
3667 Las Vegas Blvd, South, 5th Floor  
Las Vegas, NV 89109 
Phone: 702.785.9010  
Fax: 702.967.4804 
Email: swilliam@caesars.com


Role: Media Manager


Julie worked daily with the Caesars Entertainment properties to 
provide them media for their 11 Las Vegas properties.  This included 
media for casino promotions, red carpets, special event and concerts.  
Every project was handled precisely and in a timely fashion.
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Tab VII


EDUCATION


Institution Name: 
City: 
State: 
Degree/Achievement: 
Certifications:


Institution: University of Nevada Las Vegas 
City: Las Vegas 
State: Nevada 
Degree: Bachelors of Science in Business Administration/Marketing 


REFERENCES


Minimum of three (3) 
required, including name, 
title, organization, phone 
number, fax number and 
email address


Robyn N. Peot


Vice President of Brand Marketing, Planet Hollywood International


3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109


Phone: 702.785.5062


Fax: 702.785.9197


Email: RPeot@planethollywoodintl.com


Laura Urban


Food Security and Wellness Manager


Nevada Department of Health and Human Services


400 W. King St., Suite 300 |Carson City, NV 89703


T: (775) 684-2205 | E: lurban@health.nv.gov


Shay Williamson


Marketing Manager, Caesars Entertainment


3667 Las Vegas Blvd, South, 5th Floor, Las Vegas, NV 89109


Phone: 702.785.9010 


Fax: 702-967-4804


Email: swilliam@caesars.com 
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Company Name: Strategic Progress, LLC


[  ]Contractor [ X] Subcontractor


Name: Cyndy Ortiz Gustafson


Individual’s Title: CEO of Strategic Progress, LLC


Classification: Research and stakeholder communications


Tab VII
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Brief Summary: of 
Experience:


Cyndy Ortiz Gustafson is a native Nevadan who has worked in public service 
and community development since her graduation from Washington State 
University with a Masters Degree in Political Science with an emphasis in 
Public Law in 1998.


Ms. Ortiz Gustafson has a long history of working with Nevada state and 
county departments, as well as community non-profits and initiatives. She has 
raised over $78 million in the last 15 years, and has completed a number of 
large scale program and policy projects as well. As CEO of Strategic Progress, 
LLC, established in 2002, Ms. Ortiz Gustafson provides strategic consulting 
with a focus on large-scale public policy initiative design and implementation, 
public affairs and regional planning, and grant/fund development and program 
design and evaluation to a variety of non-profit and governmental agencies 
and programs. Ms. Ortiz Gustafson’s work is focused on coordinating and 
advancing regional public policy. In 2007 she researched and wrote Southern 
Nevada’s Plan to End Homelessness, which lays outs the philosophical, 
logistical and tactical parameters of a regional, best practice, coordinated plan 
to address the complex problem of homelessness in our community. In the 3 
years after the plan was published Southern Nevada realized a 30% reduction 
in the number of homeless on the streets.


In May of 2009, she led a region wide effort to safely reduce the number 
of children in foster care, by advocating for increased front-end support of 
children and families, funded by Casey Family Programs, the nation’s largest 
foundation working to improve foster care. Ms. Gustafson was invited to 
speak to the Council of Southwest Foundations about this model of evaluating 
systems change readiness, the business case for change, community action 
plan and public and private funding alignment assessment she designed. She 
also acted as the Coordinator for Ready for Life Southern Nevada under 
the Southern Nevada Regional Planning Coalition for two years from 2008 
to 2010. Also designed and helped implement the Governor’s Green Zone 
Veterans Initiative with the State of Nevada Office of Veterans Services and 
the Director of Military and Veterans Policy assess system outcomes for 
veterans and to improve our ability to meet unmet needs at the state and 
community levels. Over the last 15 years, Ms. Ortiz Gustafson has raised over 
$78 million in grant funding for her clients. Ms. Ortiz Gustafson has worked 
with a variety of local and national organizations, including the Nevada 
System of Higher Education, the Nevada Department of Veterans Services, 
Nevada Public Radio, the Southern Nevada Regional Planning Coalition, the 
Department of Public and Behavioral Health, NV Maternal and Child Health, 
the Federal Reserve Bank of San Francisco, Rose Dominican Hospitals, 
Easter Seals Southern Nevada, YMCA, St. Jude’s Ranch for Children, HELP 
of Southern Nevada, the Nevada Blind Children’s Foundation, United Way 
of Southern Nevada, the Nevada Community Foundation, Casey Family 
Programs, the NV Department of Training and Rehabilitation, Workforce 
Connections, One Drop, Housing for Nevada, the Andson Foundation, the 
Pentagon and Robert F. Kennedy’s Jr.’s Waterkeeper Alliance.


# of Years with Firm: 16
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RELEVANT PROFESSIONAL EXPERIENCE


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 06/2012-Present 
Vendor: Strategic Progress, LLC 
Client: Nevada Office of Veterans Services 
Caleb Cage, Director 
5460 Reno Corporate Dr. Suite 131 Reno, NV 89511 
Phone- 775-688-1653 
Fax- 775-688-1656 
Email- cagec@veterans.nv.gov


Details: Caleb is the Director of the overall project and manager of 
all program and project content. We are the lead strategists on this 
project for the state. We have been working with Caleb for the last 
nine months on the Business Case, Community Action Plan and a 
Strategic Financing Plan that lay out a systems change plan for veteran’s 
services for the state of Nevada that will drive improved outcomes 
for Nevada’s returning veterans. We completed a thorough mapping 
of the federal funding coming into the state of Nevada as well as 
comparing those funds to two comparable states to determine where 
opportunities lie to increase funding for Nevada veterans and their 
families. The project is was completed on time and within budget June 
30, 2013.
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Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 05/2011-12/2012 
Vendor: Strategic Progress, LLC 
Client: Nevada State Health Division 
Mary Wherry, Deputy Administrator 
4150 Technology Way, Suite 303 
Carson City, NV 89701 
Phone- 775-684-4200 
Fax- 775-684-4211 
mwherry@health.nv.gov


Details: Mary supervised the contract over the term of the work. We 
conducted a rate study analysis for the Nevada Early Intervention 
Systems Office to determine how to set provider rates across the state 
for early intervention services. Interviewed providers across the state, 
conducted research, analysis, evaluation and wrote a detailed report 
providing rate guidance for the Office and policy makers. This type 
of detailed work has prepared us to work with state agencies around 
budget issues compliance issues and to work with providers across the 
state including in rural Nevada. The project was completed on time and 
within budget.


Required Information:


MMYYYY to Present: 
Vendor Name: 
Client Name: 
Client Contact Name: 
Client Address, Phone 
Number, Email: 
Role in Contract/Project: 
Details and Duration of 
Contract/Project:


Timeframe: 08/2011-11/2011 
Vendor: Strategic Progress, LLC 
Client: Nevada State Health Division 
Richard Whitley, Director 
Nevada State Health Division 
Phone- 775-684-4200 
Fax- 775-684-4211 
Email- rwhitley@health.nv.gov


Details: Richard oversaw the design and implementation of this 
contract with his second in command Mary Wherry. We designed and 
implemented a two-day strategic planning session for the Nevada State 
Health Division in order to help them advance their statewide public 
health goals and vision. Worked with staff to plan and structure the 
strategic planning session, as well as structure all activities, workplans 
and outcomes of the meeting. Wrote a detailed report consolidating 
planning and laying out a strategic vision with detailed action steps for 
the Division, aligning their day to day activities with Federal priorities 
and local and regional needs and priorities as well. The project was 
completed on time and within budget.
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EDUCATION


Institution Name: 
City: 
State: 
Degree/Achievement: 
Certifications:


Washington State University 
Pullman, Washington 
Master of Arts in Political Science with an Emphasis in Public Law 
Bachelor of Arts with a Major in Political Science and Minor in 
Humanities 
Wildworks Facilitator


REFERENCES


Minimum of three (3) 
required, including name, 
title, organization, phone 
number, fax number and 
email address


Caleb S. Cage
Director of Emergency Management and NV Homeland Security 
Advisor to the Governor
State of Nevada
(775) 338-9151 phone
caleb.cage@gmail.com


Frank R. Woodbeck
Executive Director
Nevada College Collaborative
Nevada System of Higher Education (NSHE)
(702) 889-8426 - Office
(702) 343-0984 - Cell
frank_woodbeck@nshe.nevada.edu


Tim Burch
CEO
Spirit Solutions, Inc.
The Spirit Project
407-717-4558 - phone
tim.burch@thespiritproject.com


Tab VII


ATTACHMENT F – PROPOSED STAFF RESUME







P  702.303.8554 DP VIDEO PRODUCTIONS, LLC W  www.dpvideo.com


61Request for Proposal:  3510


OTHER INFORMATIONAL MATERIAL


Vendors must include any other applicable reference material in this section clearly cross referenced  
with the proposal.


Not applicable.


Tab VIII





		Table of Contents

		Vendor information sheet

		Scope of work

		Company background and references

		Attachment F - Proposed staff resumes

		Other informational material










a full service media company


Part II – Cost Proposal


Multi-Media Outreach Services
RFP -3510


Vendor :
DP Video Productions, LLC
702-468-9901
emirestitt@dpvideo.com


Company Address :
 1240 Olivia Pkwy


Henderson, Nevada 89011
Untied States


www.dpvideo.com







PART II – COST PROPOSAL FOR 


MULTI-MEDIA OUTREACH SERVICES 


TITLE PAGE


Section I


I


Part 1I - Cost Proposal


RFP Title: Multi-Media Outreach Services


RFP: 3510


Vendor Name: DP Video Productions, LLC 
Strategic Progress, LLC


Address: 1240 Olivia Pkwy, Henderson NV 89011


Proposal Opening Date: February 13, 2018


Proposal Opening Time: 2:00 PM
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COST PROPOSAL


Section  II


Budget Explanation: 


As a result of our experience in conducting this type of campaigns, we have aligned our marketing strategies 
and related budget line items for maximum outcomes targeting employers and people with disabilities.  
Marketing and advertising strategies will focus on awareness of VR as a reliable and competitive resource 
for quality employees and of VR as a resource for variety of services for people with disabilities including 
transitional services for students with disabilities. Media buy will be distributed over the four years of the 
contract for maximum impact and staying connected with our audiences.


We are open to discuss any line items with the VR team, the total budget will remain the same. 


• TV campaign - a great method to reach the general public and utilize some of the existing assets.


• Movie Theater campaign - a great method to reach the general public, especially in combination 
with TV advertisement.


• Website addition to reflect the full scope of services that VR offers: transitional services for 
students.


• Social Media Campaign with expanded reach using paid advertisements on Facebook, Twitter and 
Google.  


• Create additional visual content for Social Media to add original content and messaging on 
Facebook, YouTube and Twitter.


• YouTube videos - success stories will help in reaching to a wider audience on Social Media


• Posters - since Starbucks is already a partner of VR, this would be a great way to reach not only 
employers but a younger demographics and people with disabilities.


• Billboards - a great way to reach people in underserved areas.


• Radio advertisement - low cost production and will help in reaching to a wider audience especially 
blind.
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COST PROPOSAL


Section  II


BUDGET PROPOSAL 2018-2022


EXPENSE TYPE ASSIGNED 
TEAM


EXPENSE 
CALCULATION


TOTAL 
COST


Agency fees DP Video 
Productions


Based on media 
buy budget 
$74,200


$7,420


Marketing Campaign: Create 
messaging for Businesses and 
employers. Create messaging for 
people with disabilities: two age 
groups. Strategically position 
the proper media across the 
state to be visible to the chosen 
demographics.


DP Video 
Productions


Strategic 
Progress


160 hours @ $125 
per hour


$20,000


Design Fees: Campaign 
branding activities, including 
creating a new website section, 
developing concepts for radio, 
TV advertisements, Social Media, 
posters, billboards.


DP Video 
Productions


 160 hours at 
$125 per hour


$20,000


Advertising: Write copy/content 
for television, and radio. 


DP Video 
Productions


Strategic 
Progress


30 hours at $125 
per hour


$3,750


Social Media Campaign:  Connect 
to the business community and 
people with disabilities using 
Facebook, YouTube, Twitter and 
Google through posting and 
sponsoring content.


DP Video 
Productions


240 hours at 
$125 per hour


$30,000


Campaign Production:  Produce 
video content for YouTube (success 
stories)


DP Video 
Productions


80 hours at $125 
per hour


$10,000


Advertising: Purchase sponsored 
posts for Facebook, Twitter and 
Google (YouTube)


DP Video 
Productions


Facebook - $4500
Twitter -$4500
Google - $5000


$14,000


Design Fees: create images and 
write text posts for Social Media


DP Video 
Productions


160 hours at 
$125 per hour


$20,000







P  702.303.8554 DP VIDEO PRODUCTIONS, LLC W  www.dpvideo.com


5Request for Proposal:  3510


COST PROPOSAL


Section  II


EXPENSE TYPE ASSIGNED 
TEAM


EXPENSE 
CALCULATION


TOTAL 
COST


Campaign Production:  
Produce 30-second television 
advertisement with subtitles and 
audio for student transitional 
services (same ad will be used for 
movie theater advertisement)


DP Video 
Productions


70 hours at $125 
per hour


$8,750


Advertising: Purchase airtime on 
TV stations for four weeks


DP Video 
Productions


Approximately 
520 advertise-
ments at an aver-
age of $60 per ad 
(rates will vary by 
station, time slot, 
and fiscal  
quarter)


$31,200


Campaign Production:  Voice Over 
for TV ad


DP Video 
Productions


$650 recording 
session


$650


Advertising: Purchase airtime 
in movie theaters (inducing 
lobby monitors) in southern and 
northern Nevada for four weeks


DP Video 
Productions


On 110 screens 
approximately 
250,000 
impressions


$9,000


Campaign Production:  Produce a 
radio commercial


DP Video 
Productions


10 hours at $125 
per hour


$1,250


Advertising: Purchase air time for 
radio commercials on local stations 
in Southern and Northern Nevada


DP Video 
Productions


Approximately 
200 
advertisement 
spots in Southern 
and Northern 
Nevada


$8,000


Design Fees: Create billboard to be 
posted in underserved areas


DP Video 
Productions


15 hours at $125 
per hour


$1,875


Advertising: Purchase Billboard 
space for 4 weeks in southern and 
northern Nevada


DP Video 
Productions


16 posters at 
$750 a poster
(includes produc-
tion)


$12,000
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COST PROPOSAL


Section  II


EXPENSE TYPE ASSIGNED 
TEAM


EXPENSE 
CALCULATION


TOTAL 
COST


Web services: Website 
programming of student services 
section to fit the VR branding 
design


DP Video 
Productions


35 hours at $125 
per hour


$4,375


Reporting: Measure the success 
of the campaign using media 
impressions and create a final 
report


DP Video 
Productions


Strategic 
Progress


25 hours @125 
per hour


$3,125


Maintenance/Management: 
Logistical/coordination services 
(includes research, travel, coordi-
nation with VR personnel, coor-
dination and scheduling of video 
subjects; choosing talent and 
filming locations; coordination 
with television and radio stations, 
coordination with social media dis-
tribution of information products).


DP Video 
Productions


Strategic 
Progress


260 hours at 
$125 per hour


$32,500


TOTAL $237,895





