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About Us

For over 10 vears, Digital Relativity has been successfully executing marketing
and advertising projects for businesses and organizations throughout the
United States.

Specifically, Digital Relativity has worked with a diverse set of partners including
businesses involved in travel and tourism, professional services, non-profits,
associations, restaurants and retail. The company is well-versed in crafting
holistic strategies that engage and educate customers. Our marketing strategies
and plans for partners emphasize approaching digital and traditional advertising

as cooperative efforts, designed to be mutually supportive.
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The DR Team

Digital Relativity's team is nimble and
efficient, with the ability to act quickly on

market trends, current events and last-
minute opportunities. Our entire team
pulls together to work on projects for all
partners to ensure a well-rounded and
thoughtful concept.




Pat Strader
Founder & CEO

Pat has 23 years of professional experience in
marketing, sales and advertising, working with
companies to develop branding campaigns
and media, organic search, paid search and
social media strategies. He has a B.A. in
sociology from West Virginia University. Pat
has been invited to speak by numerous trade
and marketing associations including PubCon
Las Vegas, PubCon Austin, America Qutdoors.
La Fleur’s Lottery World Austin, the West
Virginia Governor's Conference on Tourism,
the Kentucky Department of Agriculture, the
Asheville Brewers Alliance, the West Virginia
Fairs & Festivals Association and the National
Apple Processors Association.

Telue

Cheryl Walker
Director of Account Services

Cheryl is a communications professional
with over 28 years of experience. She
started her career as a production assistant,
assignment editor and reporter in local
television. She honed her marketing

skills at nonprofit organizations, in
telecommunications and higher education.
Cheryl has worked with partners in the
healthcare, gaming, tourism, nonprofit
and retail industries, to name a few. Cheryl|
has a B.S. in communications from West
Virginia State University and a M.A. in
communication studies from West Virginia
University.
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Sarah Powell
Chief Operating Officer

Sarah has over 17 years of professional
experience working in marketing, sales

and project management roles, including

the creation of marketing plans and brand
development. Work experience has taken her
from the Walt Disney World Resort in Lake
Buena Vista, FL, to Wake Forest University
and the Graylyn Estate in Winston-Salem, NC
and finally back home to West Virginia and
Digital Relativity. She has a B.S. in business
administration (marketing emphasis) from
West Virginia University and a MBA from
Wake Forest University.

Jonathan Danz
Director of Ad Ops and
Analytics

Jonathan has over ten years of experience
in digital marketing including SEM, analysis
and reporting, content production, planning
and strategy and account management. At
Digital Relativity, he helps to manage the

ad operations and web development teams.
Jonathan has a B.S. in journalism from
Syracuse University and M.A. in archaeoclogy
from Washington State University.

Abbey Reifsnyder
Creative Director

Abbey understands partner needs and has
been leading and producing award-winning
advertising campaigns for over 16 years.

She started her career in retail advertising
prior to moving to West Virginia, where she
found her passion in agency work assisting
partners, both large and small, in achieving
their marketing goals. While formally trained
in print advertising. she is also a skillful writer,
director and strategist. Her unique skill set,
paired with an understanding of the big
picture, means advertising campaigns are
executed seamlessly under her direction. She
has a B.F.A. from New York State College of
Ceramics at Alfred University.

Carrie Nesselrode
Director of DR Accelerator

Carrie has more than 30 years

of experience in marketing. She

is responsible for oversight and
management of DR’s new internship
program, the Accelerator by DR. She

has worked for several Fortune 500
companies, including GE Plastics and
Fortune Brands in the home and hardware
division. Carrie has a B.A. in advertising
and graphic arts from Marshall University.
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Josh Adams
Art Director

Josh is an experienced graphic designer,
specializing in illustration, digital design

and various printing techniques. Josh's
comprehensive illustration techniques span
both freehand and vector digital illustration,
with an emphasis in character design and
work that includes company mascots, travel
posters, children’s characters and animated
spots. He received his B.F.A. in advertising and
graphic design from The Columbus College of
Art and Design.

Ben Amend
Multimedia Producer

Ben is a multi-disciplined artist with

over ten years of experience helping
companies and designers create visuals
that fit their brand's needs. At Digital
Relativity, he is responsible for video,
photography, animation and on-location
directing, producing and cinematography.
He is an awarded gallery artist and
published wedding photographer. He has
a B.F.A in intermedia from West Virginia
University.

Caitlynn Jones
Graphic Designer

Caitlynn is a skilled designer and a 3D
modeling specialist. She helps develop
augmented reality and virtual reality
experiences for DR partners and implements
digital layouts for a variety of channels.
Caitlynn has a B.F.A. in graphic design from
Marshall University and has a background in
game design and animation.

'
Emily Akers
Content Coordinator

At Digital Relativity, Emily is responsible for
social media and content coordination. She
has a background in public relations writing
and content creation and experience in the
tourism industry. Emily has a B.A. in public
relations from Weast Virginia Wesleyan
College.
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Matt Sanchez

Director of Digital Design

Matt is an experienced and award-winning
multimedia producer and director who
got his start in video production and
animation. At Digital Relativity, he helps
lead the creative team in the digital space,
overseeing digital ads, UX/Ul design and
collaborating with the web development
team on visual aspects. Matt has a B.F.A.
in art and design (with an emphasis in
electronic media) and a minor in art history
from West Virginia University.



Katie Washington

Senior Account Executive

Katie is responsible for account
management, strategic planning and
content creation for Digital Relativity
partners. She has a background in
marketing, public relations and content
management. Her work has been
recognized numerous times by the
American Society of Business Publication
Editors. She received her B.A. in
journalism and mass communication from
St. Bonaventure University.

Meghann Ferguson
Account Executive

Meghann is responsible for account
management and strategic planning

for Digital Relativity partners. She has a
background in marketing, public relations,
event management, business development
and community outreach. Meghann has
worked in a variety of industries including
campus ministry, nonprofit consulting, small
business management and iegal marketing.
A Charleston native, she earned her B.A. and
M.A.in journalism from Marshall University.

Michelle Bauer
Account Executive

Michelle is responsible for account
management and strategic planning for
Digital Relativity partners. She has almost
20 years of experience in sales, marketing,
advertising, and analytics. Michelle has
worked in television and media relations.
She received her B.A. in advertising and
integrated strategic communications at
the University of Kentucky.

Lauren Barker
Project Manager

Lauren is responsible for project
management and vendor coordination

for Digital Relativity's partners. She has
over 13 years of experience in advertising,
marketing and public relations, four of
which have also been in print production
design and agency coordination. Lauren has
developed, implemented and managed a
variety of large-scale advertising campaigns
ranging from public health, nonprofit
organizations and, most recently, tourism.
She has a B.A. in communications studies
from Marshall University.

Kelli Steele
Account Executive

Kelli is responsible for account
management and strategic planning for
Digital Relativity partners. She has over
20 years of experience in marketing,
advertising, event management and
graphic design. Kelli has worked in a
variety of industries including tourism,
healthcare, nonprofit and beauty. A West
Virginia native, she earned her B.A. in
journalism and M.A. in counseling from
Marshall University.
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Justin Ferrell
Technical Director

Justin is an experienced back-end
developer, specializing in responsive web
development. He got his start in mobile
development almost 10 years ago, shortly
after the launch of the App Store. Justin has
been invited to present about technology
at the West Virginia Governor’s Conference
on Tourism as well as regional and virtual
conferences on technology and web
development.

Seth Burdette
Production Manager

Seth has a background in natural resource
development and most recently worked
for the West Virginia Department of

Environmental Protection. At Digital Relativity,

he is responsible for project and production
management. He has a B.S. in forest resource
management from West Virginia University
and a MBA from Seton Hill University with a
specialization in entrepreneurship.

Aaron Gooden
Web Developer

Aaron has a wide range of skills and
experience that he gained over 20 years
of service in the nonprofit world. As a web
developer at Digital Relativity, he focuses
on back-end development — helping to
make sure that everything is working “under
the hood.” A West Virginia native, Aaron
has a B.A. in philosophy and religion from
Ohio Northern University and two M.As

in Christian education and divinity from
The Methodist Theological School in Ohio
(Methesco).

Alyssa Dreihaup
Media Coordinator

Alyssa is responsible for billing and other
financial affairs, as well as developing and
managing media buys and organizing
traditional media placements. She has a B.A.
in journalism and mass communications,
with a broadcast specialization from
Edinboro University of Pennsylvania.

Eric Fizer
Ad Ops and Analytics
Coordinator

As an Ad Operations and Analytics
Coordinator at Digital Relativity, Eric helps
oversee the input, targeting, optimization and
performance analysis of digital ads. Born and
raised in Morgantown, he holds a B.S.M.E. and
M.S.M.E. in mechanical engineering from West
Virginia University.

Jim Strader
Business Strategist

Jim is responsible for business and financial
affairs at Digital Relativity. He also facilitates
strategic planning for partner organizations
and businesses. He is a seasoned executive,
serving as the general manager of Simonton
Windows' Vacaville, CA, plant from 1996-
2000 and as the organization’s Vice
President of Organizational Development
from 2000-2007.



INC. 5000: AMERICA’S FASTEST-GROWING
PRIVATE COMPANIES 2019

Digital Relativity is ranked 1,225

INC. 500: AMERICA’S FASTEST-GROWING
PRIVATE COMPANIES 2018

Digital Relativity is ranked 202

THE TELLY AWARDS - 41ST ANNUAL TELLY AWARDS 2020

"Almost Heaven Winter” for West Virginia Department of Tourism

“The Place | Belong” for West Virginia Department of Tourism

“Mountaineer Mantrip” for GoMart
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AMERICAN ADVERTISING FEDERATION - WEST VIRGINIA 2019
AMERICAN ADVERTISING AWARDS

Best of Show
WV Tourism Pocket Passport

Judges’ Choice Award for Film/Video/Sound Branded Content More Than :60
WYV Tourism Destination Unknown

Judges’ Choice Award for Magazine Design
New River Gorge CVB Visitors Guide

Gold Award for Internet Commercial Campaign
WYV Tourism Winter Brand Spots

Gold Award for Magazine Advertising Campaign
Huntington Redefined Print Campaign

Gold Award for Integrated Brand Identity Campaign
Huntington Area CVB Brand Redesign

Gold Award for Magazine Design
Bridge Day Magazine

Gold Award for Integrated Advertising Campaign Regional/National -

Consumer
Lottery Bros Believe Campaign for West Virginia Lottery

Gold Award for Consumer Website
New River Gorge CVB Website

Gold Award for Integrated Brand Identity Campaign
New River Gorge CVB Brand Launch

Gold Award for Logo Design
New River Gorge CVB Logo

Silver Award for Regional/National Television Commercial
WV Tourism Winter Brand TV Spot
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WV Tourism Winter Brand TV Spot

Huntington Brand Photos

Bridge Day Poster

Lottery Bros Believe Campaign for West Virginia Lottery

Visit Southern West Virginia Wedding Guide

West Virginia State Parks Website Update

GoMart Mantrip Spot

PUBLIC RELATIONS SOCIETY
OF AMERICA - WEST VIRGINIA 2019 CRYSTAL AWARDS

AMERICAN ADVERTISING FEDERATION - DISTRICT 5 2018
AMERICAN ADVERTISING AWARDS

Lotto Bros TV for West Virginia Lottery

SOUTHEAST TOURISM SOCIETY SHINING EXAMPLE

Marion County CVB “Middle of Everywhere” Campaign



POPOPEOOOOOQOO

AMERICAN ADVERTISING FEDERATION - WEST VIRGINIA 2018
AMERICAN ADVERTISING AWARDS

Best of Show
Lotto Bros TV for West Virginia Lottery

Gold Award for Best Elements of Advertising; Animation, Special Effects or
Motion Graphics
Lotto Bros Meteor TV for West Virginia Lottery

Gold Award for Elements of Advertising; Still Photography Campaign
Photos for West Virginia Department of Tourism

Gold Award for Elements of Advertising; Still Photography
Photos for Bridge Day

Gold Award for Cross Platform; Integrated Branded Content Campaign
Stay a Little Longer Campaign for Visit Southern West Virginia

Gold Award for Cross Platform; Integrated Branded Identity Campaign
Brand Launch Campaign for Marion County CVB

Gold Award for Cross Platform; Integrated Consumer Campaign
Lottery Bros Campaign for West Virginia Lottery

Gold Award for Film, Video, & Sound; Television Advertising Campaign
Lotto Bros TV for West Virginia Lottery

Gold Award for Film, Video & Sound; Television Advertising
Lotto Bros Sasquatch TV for West Virginia Lottery

Gold Award for Online/Interactive; Consumer Website
Website for Visit Southern West Virginia

Gold Award for Online/Interactive; Consumer Website
Website for Marion County CVB

Gold Award for Sales & Marketing; Publication Design
VSWYV Travel Guide for Visit Southern West Virginia

Silver Award for Online/Interactive; Advertising Industry Self-Promotion
Website for Digital Relativity

Silver Award for Elements of Advertising; Still Photography Campaign
Photos for Visit Southern West Virginia
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4.2 Project Goals, Objectives, and
Mandatory Requirements

Throughout the year, the Agency needs advertising and promotional support services
and materials for each of its public programs. The actual amounts expended will be
determined solely by the Agency and will vary from year-to-year. Nothing in the RFP or
any contract/purchase order issued shall prohibit the Agency from performing certain
or all of the services contemplated in this RFP, nor from obtaining the services from
another vendor if in the best interest of the Agency and/or the State of West Virginia.
The Vendor should describe its approach and methodology to providing the service

or solving the problem described by meeting the goals/objectives identified below. A
Vendor’s response should include any information about how the proposed approach is
superior to other possible approaches.

4.2.1.1. Goal: Comprehensive marketing and/or
advertising campaign

Discuss your firm’s approach to plan, budget, design, and execute a comprehensive
marketing and/or advertising campaign. Explain how you will use available funds in an
efficient and cost-effective manner. Include your effort to ensure the creative material is
relevant to the campaign goals. Discuss your approach in determining the best strategy,
including the range of media that would be considered appropriate, such as newspaper/
print, broadcast (television/radio), direct mail, or online, including your methods to
place and track media. Detail how you will measure results. Provide examples of similar
campaigns completed within the last 24 months.

At Digital Relativity, campaign planning is a collaborative strategic approach that first
begins with understanding the goals and objectives of the campaign.

Learnings from the performance of previous campaign tactics are analyzed to make
informed choices in the early planning stages. By understanding the approach, outcomes
and budgets of previous campaigns, we will eliminate wasted effort and maximize the
opportunity for efficiency and success.

Establishing the expected outcomes is essential to the process of developing a campaign.
Knowing the desired results will guide us in identifying the audiences we will need to
reach and the actions we wish for them to take. To determine and reach the appropriate
audiences, we will examine the market and locations, how the audience engages with
advertising content and their buying and lifestyle habits. Then, with the objectives and
audiences identified, we will work in partnership with WVSTO to clearly understand what
we will specifically measure and monitor to ensure progress towards those

expected outcomes.

14



With that work completed, we will then have the necessary information to map content,
creative and media channels to our target audience(s) and objectives. Next, we will
develop cohesive messaging, reflected in the language and creative, that resonates across
campaign channels with overarching goals and objectives in mind. We will construct these
campaigns to work on multiple levels to build awareness, create consumer consideration
and ultimately, compel the audience to convert — whether filling out a form, sharing
information or making a purchase.

A holistic approach with a tradigital mindset will help determine budget allocations and
appropriate media placements with efficiencies and accountability in mind. Utilizing long-
standing relationships with West Virginia media vendors, we will create awareness via
traditional channels such as newspapers, billboards, radio and TV as appropriate for the

desired reach and frequency.

Additionally, we will lean heavily on digital placements for the value it provides, dollar for
dollar in being able to reach specific audiences where they spend online time (specific
websites and devices), how they live (occupations, interests, shopping behaviors) and
where they are in any part of the world (geotargeting). Digital channels provide additional
insights by connecting the dots from when a person views an ad to when they take action.
These channels also provide the flexibility to be nimble and make necessary real-time
adjustments based upon performance.

WVSTO will be provided with dashboards as well as regular progress reports from their
DR Account Executive, to provide complete transparency of the status and performance
of campaigns. Custom dashboards will display various metrics in near real-time such

as budget status, website traffic, digital campaign metrics and other key performance

indicators.

This information will provide opportunities for feedback and the necessary data to
adjust the course of the campaign as needed, whether it be reallocating the budget for
underperforming efforts or refreshing the creative.

Detailed comprehensive marketing and advertising campaign case studies are provided on
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4.2.1.2. Goal: Targeted digital advertising
campaign

Discuss your firm’s approach to planning, budgeting, and executing an effective digital
marketing campaign. Explain how you will research and target appropriate audiences

for program-specific messages and use available funds in an efficient and cost-effective
manner. Discuss your ability to successfully use microtargeting to capitalize on consumer
data, predict behavior, and develop a hyper targeted advertising strategy. Including
your methods to place media and track results. Detail your effort to ensure the creative
material is relevant to the campaign goals. Discuss how you will involve the Agency in
finalizing plans. Provide examples of a similar campaign completed within the last

24 months.

First and foremost, Digital Relativity digital advertising campaign creation starts with data.
We pair partner direction, budget parameters and timelines with website data, lead data
and available industry research to identify target audiences. From there, we craft a detailed
media plan outlining relevant ad platforms and budget allocations.

We are well-versed in digital advertising on The Trade Desk programmatic platform
(display, video, audio and native), Google Ads (search, display, YouTube, shopping and
location), Facebook/Instagram (display, video, instant experience, carousel and dynamic
ads), Twitter, Spotify, Microsoft Ads (search and display) and locally served ads via
AdButler ad server.

Using the audience and geotargeting tools in each platform, we build a focused plan
designed to get key messaging to the right audiences. While we and our partners have
assumptions about who we should target based on anecdotal information, we must always
be testing those assumptions to avoid missing out on audience segments we may not have
considered.

Creating audience segments across ad platforms allows us to see who responds to
campaign messaging as well as the ad placements themselves. For example, during the
WVDNR'’s annual Gold Rush fishing event, we targeted audiences with an affinity to
hunting. As we monitored results we could see if our hunting audience responded well to
fishing ads. Further still, we could see if our hunting audience responded to the fishing
ads better on Facebook or programmatic display, desktop or mobile, in Morgantown or
Charleston, and so forth. With that information, we were able to determine where best to
allocate digital ad budgets to get the most effective results.

Our ad ops and creative teams work closely to marry targeted audiences with the

right message points in service of the campaign goals. DR has a proven track record of
identifying target audiences and getting documented results, from developing a younger
audience for the West Virginia Lottery, to increasing organ donor designation in West
Virginia among outdoors enthusiasts to growing New River Gorge CVB travel guide
requests among families and cutdoor adventurers.
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Part of DR's success in creating strategies that get results can be attributed to the
in-house digital marketing tools we use to create comprehensive digital strategies and to
run partner campaigns, leading to better results and a higher return on investment.

An advantage to having in-house tools is the ability to create layers of targeting to
purchase impressions and clicks strategically within the digital space. Using demographic,
interest and behavioral targeting in combination with geotargeting (focusing on relevant
places, from entire states or regions to one particular building or park), we help our
partners reach the right people at the right place and time.

To monitor the success of digital campaigns, our analytics team utilizes several powerful
tools and makes recommendations based on this data. Our media buying and analytics
team is not only fluent with these tools, they collectively have certifications in Google
Analytics, TradeDesk Programmatic, Google Ad Search and Video, and WAZE navigation.
While we are always exploring new platforms, our current list of digital campaign

tools includes:

+  Google Analytics - This platform tracks website traffic, behavior, conversions
and user acquisition. By reviewing and interpreting these analytics, we can make
recommendations on adjustments to initiatives and campaigns as they are underway.

- Google Tag Manager - This platform is used to efficiently implement tracking code,
set up additional tracking for analytics and extra security for code. We save time by
creating, testing and making any tracking code live without needing to work with the
back-end developers of the website.

- Google Search Console - This service offered by Google helps us monitor, maintain
and troubleshoot a site’s presence in Google Search results. It’'s a complementary tool
to Google Analytics in that it focuses on a site’s organic search engine page results.

- Google Data Studio - This is a fully customizable data visualization tool that, using
our Funnel.io connector platform, can bring in data from just about any other platform
such as Google, Bing, Facebook, LinkedIn, Twitter, etc. Google Data Studio’s real-time
data integration saves time each month pulling reports.

+  Microsoft Clarity - This new analytics platform provides basic information on sessions,
interactions and engagement and breaks users down by device type, country and
other dimensions. In addition, Clarity also provides heatmaps and session recordings to
help better understand website users and identify sticking points. That information can
then be used to optimize an existing website (or landing page) or reveal
additional needs.
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*  Hotjar - This platformm measures user behavior on a website by using heatmaps and
scroll maps. We use this tool to make quick changes to landing pages based on that
behavior.

*  The Trade Desk - This platform offers a vast ad inventory across various channels
(audio, video, display, native) outside the closed ad environments offered by Google
and Facebook. In addition, its data management platform provides extensive targeting
capabilities, ensuring the ads get in front of the right audience at the right time in the
right place.

*  AdButler - This is an ad serving platform that our digital placement team uses to
create ad zones, which are sent to our media partners to place on their websites. With
this tool, we can change ad creative in real-time, as well as add weighting, priority,
flight dates, URL parameters and third-party impression trackers.

+  Bionic - This powerful planning software is used to create media plans and
authorizations. With this tool, we can manage budget ailocations and keep track of
placements and spend in one place. Also, this tool can send and receive media RFPs
from vendors including information on reach, frequency and GRP.

Example 1: 2020 Census

The 2020 Census campaign consisted of two phases, a recruitment phase to hire census
workers, followed by a general phase to increase awareness around the census and
encourage West Virginians to complete their surveys.

The goal for the recruitment phase of the campaign was to create awareness around

U.S. Census Bureau jobs available for West Virginians. The messaging, developed by

WV Commerce Communications in an effort to appeal to a wide variety of motivations,
focused on the different ways that census workers could use the extra money they earned
and highlighted the flexibility of working part-time.

DR employed a combination of traditional and digital advertising tactics in this phase.
Traditional advertising included biliboards and medical waiting room ads, as well as radio
and print ads across West Virginia MetroMews and Waest Virginia Press Association outlets.

On the digital front, DR utilized display, social media and search ads. We kept a steady
stream of ads running for the public at large, but also targeted segmented audiences to
reach audiences that were deemed more likely to apply for census jobs such as veterans,
single parents, college students, and retirees. We also segmented our audiences via
geotargeting, werking to reach audiences in specific counties that were not at the 50%
staffed threshold prior to the recruitment phase.
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in phase 2, the goal was maximum reach and frequency to create awareness of the census
and encourage citizens to complete their surveys. This was achieved by creating a variety
of messages that appealed to different target audiences. During phase 2, DR developed
and placed multiple sets of creative, including video and display for social media,
programmatic display and TV and Patient Point (waiting room video). DR also ran Google
Search click-to-call ads, giving residents a quick way to complete their census survey by
phone. Additionally, DR utilized a highly targeted SMS texting campaign, which included
four rounds of texts prompting the audience to respond to the census and provided them
with a link to do so.

From mid-April through September, DR refreshed campaign creative to avoid ad fatigue
and keep messages visible and relevant. As individual county response data came in, we
were able to move quickly to focus our display, search and video ad advertising to those
counties that needed it the most. As response rates increased in targeted counties, we
then shifted our priorities as needed throughout the census period.

Phase 2 targeted the general public because more overall responses to the census yields
better results for the state over the next 10 years. In addition, we segmented our audiences
to reach those demographics who were either low response or who had influence in their
communities including low-income citizens, minorities, public educators, trade workers/
laborers, healthcare professionals, parents, military personnel and college students.

Please refer to the full case study on

This campaign was important to us not only professionally, but also as West Virginians.
We were given the opportunity to have a direct impact on the well-being of people in our
communities. As to be expected, the biggest challenge of this project was navigating the
ever-changing COVID-19 communications landscape due to the rapidly evolving nature of
vaccine availability, distribution and awareness.

We came into the project with a well-crafted plan based on the concept of the statewide,
phased rollout of the vaccine, targeting front line workers with messaging early on and
then integrating additional essential audiences.

When vaccine availability turned out to be more sporadic and distribution turned out
to be more complex than anticipated, DR had to pivot marketing strategies to target
those geographical areas that had vaccines available as well as engage in an awareness
campaign for the ever-changing vaccine availability on a weekly basis, if not

more frequently.



Another challenge of the campaign was providing factual information in an online
landscape cluttered with noisy misinformation. Messaging needed to be straightforward,
yet compelling to help overcome vaccine hesitancy on the part of some West Virginians.

Throughout the campaign, we offered our partners timely input on messaging and
implementation and kept our creative nimble to reflect changing sentiments about

the COVID-19 vaccine throughout the winter and spring. When the WV Department of
Commerce introduced a vaccine registration portal in an attempt to centralize vaccination
efforts, we pivoted our messaging and creative to encourage people to sign up for
notifications on when the vaccine would be available.

When the dust had settled, we served over 23.4 million ad impressions, 175,000 clicks and
almost 600,000 vaccine registration button clicks across search, display, social, video,
connected TV and native media.

As part of this awareness and registration campaign, DR managed the vaccine
information website page with direction from the WV state joint task force responsible
for administering vaccination efforts, implementing changes on a daily basis. We updated
FAQs as vaccine availability and rollout evolved, created and provided access to the social
media toolkit for stakehoiders (a key piece of our awareness efforts) and tracked user
interactions on the vaccine page to understand the effectiveness of how we organized
information.

Our ability to adapt to changing conditions and get relevant information and messaging
to West Virginians across the state contributed to the Mountain State being viewed as a

mecdei of how to roll out a mass vaccination program in the face of a global pandemic.

To view some of the creative associated with this campaign, please refer to page 95.
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4.2.1.3. Objective: Account Management

Discuss your firm’s approach to account management. Include ways you develop and
manage all projects in a cost-effective manner. Discuss how you consult clients on best
strategies and comprehensive campaigns.

When we consult clients on best strategies and comprehensive campaigns, DR always
starts with data and research. We discuss our findings and recommend strategies that have
worked for us in the past. We also listen closely to the partner on what tactics they have
used before, what worked and what didn’t work, and brainstorm on how to improve those
tactics. We also are open to experimentation and finding the best way to move the needle
and get results. All in all, it is very much a collaborative effort.

As for the account management hierarchy, DR’s Director of Account Services leads the
entire Account Executive (AE) team and each account is led by an assigned and an internal
Project Manager (PM). The AE is the liaison between the partner and DR’s internal PMs and
teams.

DR uses a project management software called Workamajig that tracks each project from
beginning to end, developing timelines and managing budgets, communications and
more. As projects go into this system, the AE has a kick-off meeting with team members
to discuss overall goals and objectives. This initial gathering gives the team a chance to
brainstorm, understand what is expected of their department and know the timelines.
Creative check-in meetings are held three times a week with the creative team and PMs
to assess the status of all projects. AE and ad-ops meetings are held weekly to review
dashboards and make sure everyone is on the same page digitally.

The PM, AE and all staff can review hours assigned to each person and hours left on each
project. Email notifications are sent to the AE when there is a project that is within 20%
of the approved budget total. Shared calendars, scheduled tasks with digital proofing
and revisions save time throughout the process. Our invoicing and billing comes from this
system as well.

To meet the needs of the partner, weekly, bi-weekly or monthly meetings are held to
discuss projects between the AE and partner. If a need is urgent, spur-of-the-moment
virtual meetings can also happen. Other team members can be involved in meetings as
well. For example, the Creative Director or Director of Ad-Ops and Analytics may be part
of a virtual meeting or at the in-person meeting to present their department’s portion of
the overall campaign. These discussions are very productive and oftentimes new ideas or

strategies can be discovered.



4.2.1.4. Objective: Creative Services

Explain your ability to provide creative services, including design, copy, graphics,
photography, storyboards, audio, video, print, digital content, and other creative
advertising and marketing items.

DR’s creative team has a wealth of experience across mediums and channels.
We offer the following services:

Strategy and Marketing Development

Not all great creative ideas work. We go beyond big ideas and even big numbers. We
think first, then act, focusing on the metrics that actually count. We build roadmaps from
research, then continuaily refine our approach to keep those key metrics trending upward.
We understand the sales funnel and help our partners meet their revenue goals.

Responsive Website Development and Search Engine Optimization

We use carefully planned information architecture to create the foundation for a dynamic,
user-friendly experience that guides visitors seamlessly toward conversions, no matter
what device they’re using — all SEO-streamlined to boost organic traffic.

Creative and Graphic Design

Our designs bring beauty and psychology together in a powerful package that compels
audiences and reinforces branding with a memorable, meaningful visual identity. We boil
down complex concepts intc elegantly simple, actionable visuals, whether those are online,
in print or out-of-home.

Multimedia

We capture gripping momeants and ideas in video, photography and illustrations, and bring
them to life. Through editing and animation we will share your story in a way that grabs —
and keeps — attention through the media clutter.

Content and Social Media Strategy

We speak with our audience, not at them. With creative, salient campaigns, and strategic

content that meets the audience where they are, we dig beyond “likes” to create
purposeful two-way engagement that deepens brand investment and increases KPls.
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We make sure your messaging is leveraged fully but targeted efficiently. We evaluate
the reach, audience and value of every ad buy individually (personally and with fine-
tuned algorithms), and use that information to confidently guide negotiations so we can
guarantee ROI.

We speak the language of film. Carefully crafted concepts and imaginative scripts are the
soul of our video production execution. From short interviews to large-scale productions,
b-roll shots to full-length commercials, we create meaningful content that connects with
and motivates the audience.

We build relationships with all of your target audiences — stakeholders, customers, even
employees — so we can build support with everyone involved with your brand. Even media
relations goes beyond just sharing; we plan ahead to make sure you're creating valuable

things to say.

4.2.1.5. Objective: Video/Audio Production

Explain your ability to develop and produce video and audio production used for
commercials, tutorials, interviews, documentaries that may be used by the Agency for
various purposes including television, radio, digital or other types of broadcasts or
viewings.

Telling a story isn’t always linear. Audio, graphics, characters, motion and live action
combine in uncommon ways connecting audiences, narrating brand stories and
communicating campaign messaging.

DR has worked in production, both audio and visual, since its inception. From concept
development through script writing, audio and visual execution and editing, DR’s in-house
full-service production and animation team has the experience needed to create a final
product that will speak to the audience and garner results.

Over the past 10 years, DR has worked on long form explainer videos, thirty-second TV
spots, stop motion animation, 2D animation, documentary-style interviews, and radio
production. Our portfolio includes award winning original content created in collaboration
with partners such as Bluefield State University, The Hive, West Virginia Department of
Tourism, Center for Organ Recovery and Education (CORE), GoMart, West Virginia Lottery,
Governor’s Highway Safety Program and FestivALL.

View work examples at



4.2.1.6. Objective: Digital Production

Explain your ability to develop and produce digital designs and advertisements including
the development of products that could include websites, internet portals, intranet sites,
digital advertisements, digital billboards, promotional emails, electronic newsletters, or
social medija.

Digital Relativity has a seasoned in-house develcpment team that is always working on
creating, maintaining, and optimizing a host of websites.

We use a variety of software tools for development. These include code editors like Visual
Studio Code and Nova, all the way up through administrative and diagnostic tools like
Transmit for connecting to our servers, and Integrity and Screaming Frog SEO Spider for
testing websites and links.

Beyond the tools from companies like Panic and Microsoft, there are several tools and
development frameworks used by the development team that were built and maintained
internally for our use. These include things like DRapes, our custom in-house boilerplate
for Wordpress development, and new tools currentiy in development, including a suite of
native Mac apps to assist in web development tasks like prepping video content for the
web and testing links.

Our development team has worked with a variety of development platforms and
frameworks beyond the web too, with experience using tools like Node.js, Ruby, Electron,
Swift and in some cases, even old school COBOL and pre-relational DMS systems. This
allows us to keep an eye on impressions and clicks in real-time to ensure estimates are
accurate and performing well, eliminating the back-and-forth between ad reps.

Websites

Digital Relativity has been building and maintaining websites for over 10 years, with some
members of our staff having worked in web development for nearly 30 years. While we
specialize in and prefer the use of Wordpress, our development team has experience
working with a wide variety of website frameworks, content management systems and
tools. Partners using our proven hosting stack benefit from a minimum of 99% uptime and
up to a 90% reduction in bandwidth and server capacity needs.

Portals

Not only has our team custom-built internet portals with custom user roles and enterprise-
grade security, but we've helped integrate third-party portals like Salesforce and
Simpleview as well. Qur custom portals, used by organizations ranging from state-wide
sports and education nonprofits to agencies within state government, have helped our
partners not only streamline old and inefficient tools, but modernize their actual business
processes and find new, compelling means to engage their users.
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The Digital Relativity team has been working in email marketing for as long as email
marketing has existed. Using a data-driven approach and industry-standard tools for
compatibility and performance, DR has helped numerous partners shatter industry
standards for open rates and content engagement. With a holistic approach, using email
as a delivery mechanism for dynamic, engaging content, the DR team is able to make the
most of the capabilities of the platform and of the available content.

The Digital Relativity development team holds a number of certifications and engages in
ongoing continuing education, including:

Google Ads Search Certification

Google Analytics Individual Qualification

Trade Desk - Edge Academy Certified: Marketing Foundations
Trade Desk - Trading Academy Certified - Practitioner

Trade Desk - Trading Academy Certified - Connected TV

Trade Desk - Trading Academy Certified - Professional

At Digital Relativity we help make your content count. Every brand has its own unique
story. We help our partners nurture and scale their digital marketing efforts through
social media marketing services tailored specifically to their brand. Our team prioritizes
strategies to support specific campaign goals, from increasing brand awareness and
community engagement to generating web traffic and sales. We are able to organize and
execute our partner’s social media strategy across various social media platforms and
connect them to their target audience, while continually exploring new emerging social
media platforms and trends to optimize our efforts.



4.2.1.7. Objective: Print Production

Explain your ability to develop and produce print advertisements, newspaper inserts,
documents, reports, signs, logos, manuals, guides, handouts, direct mail advertisements,
and any other related printing and procurement of items that may be distributed at
events, meetings, and other functions.

DR has a wide range of experience creating compelling print ads, collateral and visuals.
Once all assets and specifications are received for a new design project, DR’s creative
director, art director and graphic designers work together to create art that is appropriate
for print or placement and adheres to brand standards. When copywriting is required, the
content team collaborates with the design team. Once designs are internally approved, a
creative deliverable is sent to the partner to review, comment and request edits. Design
revisions take place until externally approved. Final files are then packaged and sent
directly to publications or printers.

On the production side, we work closely with numerous publishers and printers throughout
West Virginia and the United States to place ads, produce print collateral and procure
various items for events, meetings and other functions on behalf of our partners. Our
creative team works closely with our vendor coordinator to outline specs and get at least
three competitive bids, if possible, on each print project. We have many long-standing
relationships that are valuable in helping to negoctiate the best price and ensure that
quality work is done on time, on budget and to our specifications.

4.2.1.8. Objective: Survey Analysis/Evaluation

Discuss your ability to survey, analyze and evaluate for pre-project and post-project
needs. Include ways you will measure success of efforts.

The Digital Relativity team strives to find every opportunity to make data-driven marketing
and advertising decisions. Every piece of information that we can gather is organized,
reviewed and evaluated in search of ways to improve efforts with targeting, creative and
delivery. All available analytics and reports on digital efforts, website traffic and user-
centric behavioral research on the ways people are currently interacting with websites and
creative are prized. Additionally, information from surveys, user data, booking data, vehicle
tracking and more are data we consider valuable to research efforts.

Internally, we make use of a variety of digital research and diagnostic tools to help identify
trends and opportunities as well as monitor and adjust current digital messaging.
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Our Google Analytics certifications have given team members the knowledge to interpret
website traffic data. This information is invaluable when evaluating the types of content
that are most important, geographic areas of interest and website calls-to-action to
develop for higher conversion rates. HotJar, a tool to display user behavior through
heatmaps, provides additional insight into the actions website visitors are taking and helps
identify top performing content and calls-to-action.

Other website and digital research related to search engine optimization and paid search
efforts will make use of powerful tools such as Ahref and Woorank. These platforms
provide valuable information to identify useful backlinks and backlink possibilities, anchor
text and internal linking structures, as well as ensure that all on-page elements, such as H1
tags and page titles, are correctly implemented. Valuable keyword research can also be
performed with these tools in addition to data gathered in Google Search Console and
Bing Webmaster tools.

Lastly, all data and research available in manipulatable formats will be imported into
TapClicks, a powerful data visualization and analytics dashboard that will provide near real-
time data for driving decision making.

4.2.1.9. Objective: Advertisement Placement Buys

Explain your ability to secure advertisement placement or media buys including radio or
television time; newspaper, magazine, or other print space; outdoor billboards; digital
billboards; social media; or other forms of advertisements.

The Digital Relativity team has been helping companies craft marketing strategies that
get results since our inception. Our digital-first approach has positioned us as an industry
leader in this space, and our team has the tools and in-house digital expertise to run
partner campaigns, leading to better results and a higher return on investment. We have
extensive experience in purchasing broadcast (TV, Cable and Radio), print media, Out-
Of-Home (OOH) and Over-the-Top Television (OTT), in addition to our in-house digital
capabilities.

An advantage to having in-house digital tools is the ability to create layers of targeting
based on demographics, interests and behavioral information and pair this with
geotargeting, which, for example allows us to target anywhere from a specific state/region
down to one particular building or park. This type of granularity will enable us to purchase
impressions and clicks strategically within the digital space.

Our experience in media buying for marketing campaigns spans a variety of industries

in both the public and private sectors. These campaigns include: The Center for Rural
Health Development, Center for Organ Recovery and Education, WV Governor’s Highway
Safety Program, WV Development Office, WV State Parks, the WV Department of Tourism,
GoMart Stores, Visit Southern West Virginia, the Convention & Visitors Bureau of Marion
County, Mercer County Convention & Visitors Bureau and the New River Gorge Convention
& Visitors Bureau.



Digital Relativity has extensive experience in negotiating media buys for a variety of
formats including digital display, programmatic, native, print, social media, broadcast radio,
spot cable, pre-roll video and network broadcast. We understand the value of building
strong relationships with media providers. This, in addition to efficiencies that are inherent
in an agency buying for multiple partners from common providers, will allow us to get the
best rates for the WVSTO.

in particular, we have strong relationships with the West Virginia press community. We
partnered with the West Virginia Press Association (WVPA) to develop a digital program
with 30 daily and weekly newspapers in West Virginia. This program allows buying of
valuable inventory with consistent CPMs and IAB ad sizes across all publications with only
one insertion order and one invoice. We can use AdButler to maintain control of all creative
and management of inventory. allowing for all involved (Digital Relativity and WVPA alike)
to quickly and accurately fulfill their promised obligations.

Media References

“The print production process is a collaborative effort by nature, and Pat’s team at Digital
Relativity is a terrific partner. Always attentive to detail and immediately responsive to
any issue or complication that might arise in production, they heip us maintain smooth
production cycles that result in the best possible end products for their clients. The team
at Digital Relativity is extremely competent and professional, and they always treat us with
respect and consideration - truly the mark of a top-notch agency.”

“We enjoy working with Digital Relativity! Their team is organized, professional,
accommodating and very easy to work with. They create a partnership with their vendors in
order to get the best quality product possible.”
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s“Working with Digital Relativity is always a rewarding experience. We love that Pat Strader
and his team at DR want to discuss all options and build marketing plans that are results-
driven. Their willingness to communicate needs and share goals has allowed our industry
to react and create the print and digital marketing opportunities DR is seeking for their
clients. Working with Digital Relativity has been a win-win situation for their clients and our

industry.”

“My experience working with Digital Relativity has been extremely smooth. | have worked
in the TV business for nearly 20 years and 12 as a manager so | have a lot of experience
dealing with advertising agencies from across the country. Good communication makes for
an easy working relationship and my experience with the entire team at Digital Relativity
has proven they get back to you in a timely fashion and clearly communicate targets

and goals. The Digital Relativity team in my experience has been very quick to respond

to anything that needs fixed as well. All of this leads to a smooth working relationship
which accomplishes a very important task in my book and that is efficiency. We all have
limited time and I have enjoyed working with Digital Relativity most of all because of their

efficiency.”

#it’s been terrific working with DR over the past decade for/on both traditional and non-
traditional campaigns. Digital Relativity is always open to entertaining new ideas and
approaches in pursuit of their clients’ goals. Professional, knowledgeable, courteous, and
responsive - the DNA of Digital Relativity.”



2. Mandatoryv Pr

auirement

The following mandatory requirements relate to the goals and objectives and must be
met by the Vendor as a part of its submitted proposal. Vendor should describe how it

will comply with the mandatory requirements and include any areas where its proposed
solution exceeds the mandatory requirement. Failure to comply with mandatory
requirements will lead to disqualification, but the approach/methodology that the vendor
uses to comply, and areas where the mandatory requirements are exceeded, will be
included in technical scores where appropriate. The mandatory project requirements are
listed below.

Documentation, references, or other information to confirm compliance or experience
with the goals and objectives are preferred with the bid submission but may be requested
after bid opening for evaluation purposes and prior to contract award.

4.2.2.1.

The Vendor must be capable of providing or securing a full range of advertising services
for multiple Agency programs simultaneously, prior to reimbursement by the Agency.
These services shall include, but are not limited to, project planning and budgeting;
project management; development of advertising and promotional themes and related
materials; development of campaigns and associated materials for each project;
production and/or procurement of collateral materials (including direct mail, flyers,
pamphlets, brochures, booklets, manuals, signs, posters, and displays); production and/
or procurement of audio/visual materials; media procurement; event management;
market research (including surveys and focus groups); social media strategies and
implementations.

DR understands and can meet this requirement. This arrangement is what we have in place
with our other WV state agency partners, and with our private sector partners as well.

Please review the letter from our CPA on on our financial position.

30



4.2.2.2.

For each strategy or project, the Vendor must develop and propose an itemized plan and
budget. The Agency and Vendor shall mutually determine timeframes and deadlines for
each project. All materials and campaigns must be approved in advance by the Agency
before work commences.

DR understands and can meet this requirement. Our internal project management tools,
Workamajig and Bionic, allow us to prepare project estimates, purchase authorizations,
media authorizations and more. These estimates will be provided to WVSTO before project
work commences in order to ensure everyone is aligned on cost and schedules. DR uses
this process in our work with other state agencies, including the West Virginia Department
of Commerce, the West Virginia Department of Tourism, West Virginia State Parks and
others. Once approvals are in place, work begins.

4.2.2.3.

The Vendor is responsible for finding low-cost providers and negotiating favorable rates
for advertising and other third-party purchases. Whenever possible, a minimum of three
(3) detailed cost estimates from three (3) different subcontractors should be presented
for review and final approval from the Agency with the exception of media buys. The
Vendor shall remit payment to the subcontractors within 45 days of receipt of invoice
from the subcontractor, regardless of whether the Vendor has yet to be reimbursed by

the Agency.

DR understands and can meet this requirement. We follow this process in our other work
with West Virginia state agencies. We understand the necessity of getting at least three
bids and ensuring we have done our due diligence on price, timing and who can provide
the best final product. All bids will be presented to WVSTO stakeholders in order to make
a final decision on the vendor. Our long-standing relationships with various vendors, both
in-state and out-of-state, are valuable in working through pricing and negotiations for

vendors and advertisers.

Please refer to our media references on page 28.
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4.2.2.4.

All materials and campaigns produced for the Agency will become the property of the
Agency and may be used at any time during the engagement of the contract, as well as
after the contract expires or is terminated.

DR understands and can meet this requirement, and we make it easy for partners to access
and manage materials. DR’s project management systems assign a job number to each
project/creative, and assets are organized within those projects/under those job numbers.
DR can work with whatever asset management tool WVSTO currently uses, or can provide
organized assets via Google Drive. allowing for easy sharing, the ability to collaborate live
in files, version histories and more organizational tools that make finding and accessing
files simpler and more efficient.

4.3 Qualifications and Experience

Vendor should provide information and documentation regarding its

qualifications and experience in providing services or solving problems similar to those
requested in this RFP. Information and documentation should include, but is not limited
to, copies of any staff certifications or degrees applicable to this project, proposed
staffing plans, descriptions of past projects completed (descriptions should include

the location of the project manager name and contact information, type of project, and
what the project goals and objectives were and how they were met), references for prior
projects, and any other information that vendor deems relevant to the items identified as
desirable or mandatory below.

Documentation, references, or other information to confirm compliance or experience
with the goals and objectives are preferred with the bid submission but may be
requested after bid opening for evaluation purposes and prior to contract award.
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4.3.1.1.

Detail Vendor company information, including company description, legal structure,
ownership, staffing numbers, organizational chart, pending contracts to merge or sell
any portion of the firm and any information that will assist in evaluation

Digital Relativity, LLC is a full service marketing and advertising agency headquartered in
Fayetteville, WV with an additional office in Charleston, WV. It is owned solely by Patrick
Strader. There are currently 22 employees. There are no pending contracts to merge or sell

any portion of the agency.

Organization Chart

Pat Strader
Chief Executive Officer

Sarah Powell
Chief QOperating Officer

Jim Strader
Business Strategist

Abbey Reifsnyder

Creative Director

Carrie Nesselrode
Director of DR Accelerator

Seth Burdette
Production Manager

Jonathan Danz

Director of Ad Ops
and Analytics

Cheryl Walker

Director of Account
Services

|
— Josh Adams
Art Director

Alyssa Dreihaup
Media Coordinator

Emily Akers
Content Coordinator

Justin Ferrell
Technical Director

Eric Fizer
Ad Ops and Analytics

Coordinator .
| _ Caitlynn Jones

Graphic Designer

Aaron Gooden
Weh Developer
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4.3.1.2.

Describe the scope and length of experience of your firm in providing services similar to
those requested in this RFP. In your discussion, please include:

a. Size and types of engagements handled by your firm;
b. In-house capabilities;

c. Location from which services will be provided;

d. Any other information you believe distinguishes your firm.

Digital Relativity is not your typical advertising agency. We have a “tradigital” philosophy,
which means we combine digital and traditional marketing techniques to create a unique
marketing strategy that solves problems and exceeds expectations. We pride ourselves on
this distinct approach that no other agency in West Virginia can provide.

Our CEO, Pat Strader, got his start in SEQ, running digital campaigns before Google
existed. In the early days, the team focused on digital marketing and website development,
but soon saw an opportunity to expand into other areas of marketing and advertising.

Today, we are a full-service marketing agency with a wide range of capabilities, but our
approach to every project remains the same: digital first. We are always thinking about
each and every project holisticaily, even those that at first blush might not appear to have
any digital possibilities. By incorporating digital elements into strategies and tactics, we
can expand our reach and gather important metrics and data that only digital can provide.

Our digital first philosophy means that we are always working to incorporate new ways to
collect the data needed to measure the effectiveness of campaigns. We work closely with
our partners to ensure that data collection is happening wherever possible, and make that
information easily accessible to all stakeholders.

A central tenet to our company culture is a sense of place. We are a team of marketers,
developers, strategists and creatives. However, we are first and foremost a West Virginia
company.

It has long been our mission to build a world-class marketing and advertising agency right
here in West Virginia, and prove to those both in and outside of the state that innovative
and creative work can happen here. We want our talented residents to know that they
don’t have to leave the state to do meaningful creative work. We want to be part of the
solution when it comes to attracting new residents to West Virginia and buiiding the
economy of our communities. Digital Relativity is proud to have been named #202 on
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Inc. Magazine’s 2018 Inc. 5000 list, their annual compilation of the fastest-growing private
companies in the United States. We provide good-paying jobs, health care, retirement
benefits, and a rewarding workplace to our team. Our hometowns include Man, Delbarton,
Oak Hill, Beckley, Wheeling, Huntington, Parkersburg, Cairo, Elkview, Sissonville, Spencer,
Grassy Meadows, Nitro and Union. We have brought natives home to good-paying jobs,
and we have attracted talent from outside our state borders as well.

Qur work, created here in West Virginia, has helped companies in Pennsylvania, Ohio,
Florida, North Carolina, California and throughout the U.S. We find it especially rewarding
to know that these businesses are investing in the future of West Virginia.

a. Size and types of engagements handled by your firm;

Digital Relativity has provided marketing and promotional services similar to as described
in this CRFP for the following clients with budgets exceeding $1 million:

West Virginia Lottery (Agency of Record 2016-2020)
WYV Commerce Department and associated agencies (Agency of Record)
GoMart (Agency of Record)

Visit Southern West Virginia (Agency of Record)

A few other clients we provide services for:
Festivall (Video Production, Digital ads, Social Media Support)
Mountain Stage (Website, Branding, Web Support)
Marion County CVB (Website, Branding, Campaign Management)
Tucker County CVB (Website, Branding, Campaign Management)
Pocahontas County CVB (Website, Visitors Guide, Content Strategy)

Huntington Area Convention & Visitors Bureau (Website, Branding, Campaign
Management)

New River Gorge CVB (Visitors Guide, Content Strategy, Ad Campaigns)
Bridge Day (Social Media, Newsletters, Web Support)

Mercer County CVB (Website, Blogs, Social Support)

Mountaineer Gas (Website support)

Bluefield State (Digital Campaigns)

Center for Organ Recovery and Education CORE (Digital Campaigns, Photography,
Video Production, Collateral, Partnerships, Social Media Support, Public Relations)



Digital! Relativity is in good financial standing, maintaining positive profit & loss and
balance sheets.

Digital Relativity has a longstanding professional relationship with Dimit Accounting
Services (DAS) and CPA Rebecca Dimit. They currently serve as Digital Relativity’s
accounting agency. DAS is currently preparing documents to conduct the audit if
requested. We are ready to, at any time, provide unaudited financials for the past three
years including profit and loss statements and balance sheets.

Digital Relativity has maintained strong refationships with local, regional and national
media vendors and holds two open lines of credit in good standing, which further bolster
our ability tc commit to media placements for the WVSTO.

b. In-house capabilities;

A full-service agency with over 10 years of experience, Digital Relativity offers the
following services:

Strategy and Marketing Development

Not all great creative ideas work. We go beyond big ideas and even big numbers. We
think first, then act, focusing on the metrics that actually count. We build roadmaps from
research, then continually refine our approach to keep those key metrics trending upward.
We understand the sales funnel and help our partners meet their revenue goals.

Responsive Website Development and Search Engine Optimization

We use carefully planned information architecture to create the foundation for a dynamic,
user-friendly experience that guides visitors seamlessly toward conversions, no matter
what device they're using — all SEO-streamiined to boost organic traffic.

Creative and Graphic Design

Qur designs bring beauty and psychology together in a powerful package that compels
audiences and reinforces branding with a memorable, meaningful visual identity. We boil

down complex concepts into elegantly simple, actionable visuals, whether those are online,
in print or out-of-home.
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Multimedia

We capture gripping moments and ideas in video, photography and illustrations, and bring
them to life. Through editing and animation we will share your story in a way that grabs —
and keeps — attention through the media clutter.

Content and Social Media Strategy

We speak with our audience, not at them. With creative, salient campaigns, and strategic
content that meets the audience where they are, we dig beyond “likes” to create
purposeful two-way engagement that deepens brand investment and increases KPlIs.

Media Buying, including Programmatic Buys

We make sure your messaging is leveraged fully but targeted efficiently. We evaluate
the reach, audience and value of every ad buy individually (personally and with fine-
tuned algorithms), and use that information to confidently guide negotiations so we can
guarantee ROI.

Video Production

We speak the language of film. Carefully crafted concepts and imaginative scripts are the
soul of our video production execution. From short interviews to large-scale productions,
b-roll shots to full-length commercials, we create meaningful content that connects with

and motivates the audience.

Public Relations

We build relationships with all of your target audiences — stakeholders, customers, even
employees — so we can build support with everyone involved with your brand. Even media
relations goes beyond just sharing; we plan ahead to make sure you're creating valuable

things to say.

Please refer to our case studies and work samples on pages 57-97 to learn about how we
have provided these services across a variety of projects.
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c. Location from which services will be provided;

DR maintains two offices in West Virginia, in Fayetteville and Charleston. Services would
primarily be provided from those locations.

d. Any other information you believe distinguishes your firm.

At Digital Relativity, we feel that our core values truly set us apart from the rest. We
believe that every voice matters — it's how we give our partners the very best we have to
offer. It also means that we stop to listen and understand the needs and goals of those
we are helping. We never want to stop learning and are always challenging ourselves to
do something new, something different, something bold. It's how we ensure that we are
putting our best foot forward for the ones who entrust their business to us. We are real
with our relationships, both in our office and with our partners. We treat our partners how
we want to be treated — with respect, integrity, kindness, perseverance and of course,
some humor. We are proud to be a part of the great state of West Virginia and want to
prove that everything you can find in a big city agency can also be found right here. We
want to see every business in West Virginia succeed. We entrench ourselves in what we do,
meaning that we don’t just talk the talk, we walk the walk.

When it comes to the opportunity to work with the WVSTO, it’s personal. Nearly half of our
team and their families have benefited from programs like SMART529. We know that the
success of these programs enriches and enhances the lives of our fellow West Virginians,
and we would welcome the opportunity to be part of the team helping these programs
flourish.
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Partner References

Sharon Cruikshank
Mayor

Town of Fayetteville,
West Virginia

(304) 663-8575

Engagement: January 2011-
November 2019 (Bridge Day,
New River Gorge CVB)

Andy Malinoski

Director of Marketing and
Communications

West Virginia Department
of Commerce

(304) 553-9305

Engagement:
May 2019-Present

Chelsea Ruby

Secretary of Tourism
West Virginia Department
of Tourism

(304) 558-2200

Engagement:
January 2017-Present

Tommy Young

Deputy Director of Marketing

(December 2015

- November 2018)
West Virginia Lottery
(304) 546-5777

Engagement:
January 2016-December 2020

Terry Smith

Assistant General Manager
GoMart Inc.

(304) 364-8000 ext: 118

Engagement:
January 2014-Present

In addition to what has already been presented on previous projects and outcomes, full
case studies and work samples can be found on pages 57-97. To view just some of DR’s
award-winning audio and videography work, please visit: digitalrelativity.com/showcase
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4.3.1.3.

Identify the person who will have overall, hands-on account management responsibilities

for the services, who will be known as the account executive. Provide a resume for this
individual, including his or her qualifications, experience, expertise with similar projects,
number of years with your firm and primary work location.

Meghann Ferguson will be the account lead for DR if we have the opportunity to work with
WVSTO. Meghann works out of DR’s Charleston location.

Meghann
Account Executive

Years at DR: 2

Role: project
management

Meghann has been the lead AE for several West Virginia
Commerce Department agencies, including Commerce
Communications, Workforce West Virginia, Small Business
Development, West Virginia Department of Arts, Culture and
History, West Virginia Office of Miners Health, Safety and Training,
the West Virginia Governor’s Highway Safety Program and more.
In her work with these agencies, she has guided them through

a diverse set of projects including campaign strategy and
implementation, reporting, website builds, collateral development,
public relations efforts, content marketing and more. She has
been with DR for nearly two years, and previously served as the
Marketing Director for Bailey & Wyant, PLLC which included offices
in Charleston, Wheeling and Martinsburg, WV. She has worked in a
variety of other industries including nonprofit consulting and small
business management. A Charleston native, she earned her B.A.
and M.A. in journalism from Marshall University.
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4.3.1.4.

Identify the person(s) in your firm, other than the account executive, who will generally
be assigned to provide the services. Describe the role of each person listed and provide
a brief resume of each person listed which includes his or her qualifications, experience,
expertise with similar projects, and number of years with your firm.

AW

Sarah Powell
Chief Operating Officer

Years at DR: 10

Role: strategic planning,
project management,
marketing strategy

'
1 '/
Pat Strader

Founder and CEQO

Years at DR: 10

Role: strategic planning,
analytics, digital media,
socia! strategy

Sarah has 20 years of professional experience working in
marketing, sales, and project management roles, including the
creation of marketing plans and brand development. Work
experience has taken her from the Walt Disney World Resort

in Lake Buena Vista, FL, to Wake Forest University and the
Graylyn Estate in Winston-Salem, NC, and finally back home to
West Virginia and Digital Relativity. She has a B.S. in business
administration (marketing emphasis) from West Virginia University
and a master of business administration from Wake Forest
University. At DR, she has worked extensively as an account
executive, project manager and strategist with the West Virginia
Department of Tourism, West Virginia State Parks, and the West
Virginia Division of Natural Resources. In her role as COO, she has
provided direction to a variety of other projects and partners, in
tandem with account executives and other team leaders.

Pat has 23 years of professional experience in marketing, sales
and advertising, working with companies to develop branding
campaigns and media, organic search, paid search and social
media strategies. He has a B.A. in sociology from West Virginia
University. Pat has been invited to speak by numerous trade and
marketing associations including PubCon Las Vegas, PubCon
Austin, America Qutdoors, La Fleur’s Lottery World Austin, the
West Virginia Governor’s Conference on Tourism, the Kentucky
Department of Agriculture, the Asheville Brewers Alliance, the
West Virginia Fairs & Festivals Association and the National Apple
Processors Association.
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Director of Ad Ops and
Analytics

Years at DR: 2

Role: media planning,

website development

oversight, analysis and
reporting

egnd

Cheryl Walker
Director of Account
Services

Years at DR: 1

Role: strategic planning,
staff management,
marketing insights

Jonathan has over 15 years of experience in digital marketing
including SEM, analysis and reporting, content production,
planning and strategy that spans the outdoor service, outdoor
retail, nonprofit, construction and travel industries. At Digital
Relativity, he manages the ad operations team, implementing
campaign strategies across social, SEM, display and programmatic
ad platforms, as well as working closely with DR’s technical
director to oversee web development projects. In these roles, he
applies problem-solving skills honed in his former careers as an
environmental consultant and managing partner of a whitewater
rafting outfitter. Jonathan has a B. S. in journalism from Syracuse
University and an M.A. in archaeclogy from Washington State
University.

Cheryl has 29 years of experience in the field of communications.
Positions in television, telecommunications, higher education, non-
profit organizations and at an advertising firm have all contributed
to her vast experience in marketing and public relations. These
roles required great attention to detail, organization and meeting
deadlines. She has written and carried out communication plans
and led an organization through a brand transitiocn. She has a B.S.
in communications from West Virginia State University and an M.A.
in communication studies from West Virginia University. At Digital
Relativity, Cheryl oversees the account executive team and works
with several partners including the Center for Organ Recovery and
Education (CORE) and the Governor's Highway Safety Program
(GHSP).
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Abbey Reifsnyder
Creative Director

Years at DR: 4

Role: creative
development, strategy
and oversight, strategic
planning, production

Lauren Barker
Project Manager

Years at DR: 3

Role: project
management, print
production, account
support

Abbey has over 17 years of experience in graphic design and
creative direction and development. She started her career

in retail advertising prior to moving to West Virginia and has
worked with partners both large and small including the West
Virginia Department of Tourism, the West Virginia Lottery and the
West Virginia Department of Transportation, to name a few. Her
unique skill set paired with an understanding of the big picture
means advertising campaigns are executed seamlessly under

her direction. She has a B.F.A. from New York State College of
Ceramics at Alfred University.

Lauren has over 13 years of professional experience in advertising,
marketing, public relations, print production design and agency
coordination. Lauren has developed, implemented and managed
a variety of large-scale advertising campaigns, with a focus on
public health, non-profit organizations and most recently travel/
tourism. She started at Digital Relativity three years ago as an
account executive on the West Virginia Lottery account. Her
work has taken her to the happiest place on earth, Walt Disney
World, the sun city of El Paso, TX, the music city of Nashville, TN,
the mountains of Montana and back to her home state of West
Virginia. She has a B.A. in communications studies from Marshall

University.
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Justin Ferrell
Technical Director

Years at DR: 10

Role: development lead,
technical oversight

Josh Adams
Art Director

Years at DR: 5

Role: creative
development, creative
alignment, graphic design

Justin manages the technical aspects and implementation details
of Digital Relativity’s development work, ensuring that website
designs meet client expectations and industry standards. He is an
experienced web and mobile developer, specializing in responsive
web development. He got his start in mobile development over

10 years ago, shortly after the launch of the App Store. During

his time at Digital Relativity, Justin has been the technical lead

for nearly 100 website development and maintenance projects,
including new websites for the West Virginia Department of
Tourism, West Virginia State Parks, the West Virginia Secondary
School Activities Commission and the West Virginia Lottery.

As part of his role, Justin’s responsibilities include advising DR
partners on a number of technical and development-related needs
including integration with third-party vendors like Salesforce and
Inntopia, as well as custom in-house development. Justin has been
invited to present about technology and development at the West
Virginia Governor’s Conference on Tourism as well as regional
trainings and workshops throughout West Virginia, Ohio and
North Carolina.

Josh works with graphic designers, the multimedia producer and
website developers to ensure that creative meets partner brand
standards and style guidelines. He is an experienced graphic
designer, specializing in illustration, digital design and various
printing technigues. He received his B.F.A. in advertising and
graphic design from The Columbus College of Art and Design. His
work has garnered numerous American Advertising Federation
WV ADDY awards and the Scholastic Art and Writing Award.
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= Ben is a multi-disciplined artist with over 10 years of experience
helping companies and designers create visuals that fit

their brand’'s needs. At Digital Relativity, he is responsible

for photography, animation and directing, producing and
cinematography. In his role, he has traveled extensively to capture
award-winning assets for DR partners. He is an awarded gallery
artist and published photographer. He has a B.F.A. in intermedia
from West Virginia University.

Ben Amend
Multimedia Producer

Years at DR: 4

Role: photographer,
videographer, editor,
audio mixing, marketing
strategy

4.3.1.5.

Describe your company’s approach when there is turnover on a project team, including
your ability to continue client services at the established level of quality without
interruption.

DR’s collaborative project management tools ensure that if there are any team departures,
communications and assets will always be available to those who need them to make
certain project work can continue. If turnover occurs, the appropriate DR team leader

will step in to review communications and ensure that tasks are reassigned as necessary.
When there is notice that a team member is departing, DR leadership will work with the
departing employee to prepare a comprehensive assessment of all outstanding projects
and key information that needs to be shared with the rest of the team. WVSTO would be
informed of any key departures and how those transitions are being managed.
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4.3.2. Mandatory Qualification/
Experience Requirements

The following mandatory qualification/experience requirements must be met by

the Vendor as a part of its submitted proposal. Vendors should describe how it

meets the mandatory requirements and include any areas where it exceeds the
mandatory requirements. Failure to comply with mandatory requirements will lead to
disqualification, but areas where the mandatory requirements are exceeded will be
included in technical scores where appropriate. The mandatory qualifications/experience
requirements are listed below.

4.3.2.1.

The Vendor must have a managing member or director with a minimum of five (5)
years of previous management-level experience in providing the advertising services
requested to agencies or companies with similar needs.

DR meets and exceeds this requirement.

Pat Strader, company owner and CEOQO, has over 20 years of experience in developing and
implementing marketing strategies for partners. His roots are in digital marketing and
search engine optimization.

Sarah Powell, COQ, also has over 20 years of marketing experience, including 10 years with
DR in account management, content strategy and team management roles.

Abbey Reifsnyder, Creative Director, has 17 years of advertising experience in graphic
design, creative direction, art direction, copywriting and strategic development.

Cheryl Walker, Director of Account Services, has 29 years of marketing experience,
including television, telecommunications, higher education and non-profit organizations.

Jonathan Danz, Director of Ad Ops and Analytics, has over 15 years of experience in
digital marketing including SEM, analysis and reporting, content production, planning and
strategy.

Carrie Nesselrode, Director of Accelerator by DR, has over 30 years of marketing

experience including communications, account management, strategic planning and event
organization.
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4.3.2.2.

Vendor must have a managing member or director who has managed or directed at least
two (2) previous engagements with annual billings of more than $250,000 within the last
three years. Vendor should describe each qualifying engagement, listing the managing
member or director, the name of the client, the length of the relationship, and the

services provided.
DR meets and exceeds this requirement.

The team listed in section 4.3.1.4 have all worked in various capacities with partners on the
following projects with billings of more than $250,000:

(Agency of Record)
7 vears with the WV Department of Tourism; 3 years with the parent agency
Department of Commerce
Services: website design and development, graphic design, collateral design and

production, multimedia production, software support and implementation, event support,
media planning, campaign development and execution, reporting and more

(Agency of Record)
6 years

Services: social content, branding, website, store signage, app and rewards card
promotions and maintenance, promotions and contests, radio, TV and photography

(Agency of Record)
10 years

Services: website, design and production of travel guide, advertising, photography and

promotions

(Agency of Record 2016-2020)
4 years
Services: multimedia productions including television, radio, motion graphics and
animations, website design and development, software support and implementation, social
media organization, event support, traditional media (TV, radio) planning and buying,
digital campaign development and execution, reporting, traditional billboard design and
coordination, print production and more

(Agency of Record)
2 years

Services: digital campaigns, photography, video production, print collateral, partnerships,
social media support and public relations



4.3.2.3.

Vendor’s supervising staff member assigned to this account must possess a bachelor’s
degree, or five (5) years of related experience in lieu of a degree, in the areas of
advertising, communications, or a related field such as journalism or marketing/sales.
If the Vendor substitutes staff for this account, the experience, and qualification levels
must be of a similar quality. The Agency reserves the right to approve and/or reject the
Vendor’s staff recommended to work on the account

DR meets and exceeds this requirement.

Meghann Ferguson will be the account lead for DR if we have the opportunity to work with
WVSTO. Meghann has been the lead AE for several West Virginia Commerce Department
agencies, including Commerce Communications, Workforce West Virginia, Small Business
Development, West Virginia Department of Arts, Culture and History, West Virginia

Office of Miners Health, Safety and Training, the West Virginia Governor’s Highway Safety
Program and more. In her work with these agencies, she has worked on a diverse set

of projects including campaign strategy and implementation, reporting, website builds,
collateral development, pubiic relations efforts, content marketing and more. With over

10 years of experience, she has been with DR for nearly two years, and previously served
as the Marketing Director for Bailey & Wyant, PLLC which included offices in Charleston,
Wheeling and Martinsburg, WV. She has worked in a variety of other industries including
nonprofit consulting and small business management. A Charleston native, she earned her
B.A. and M.A. in journalism from Marshall University.

Meghann works out of DR’s Charleston location.
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STATE OF WEST VIRGINIA
Purchasing Division

PURCHASING AFFIDAVIT

CONSTRUCTION CONTRACTS: Under W. Va. Code § 5-22-1(i), the contracting public entity shall not award a
construction contract to any bidder that is known to be in default on any monetary obligation owed to the state or a
political subdivision of the state, including, but not limited to, obligations related to payroll taxes, property taxes, sales and

use taxes, fire service fees, or other fines or fees.

ALL CONTRACTS: Under W. Va. Code §5A-3-10a, no contract or renewal of any contract may be awarded by the state
or any of its political subdivisions to any vendor or prospective vendor when the vendor or prospective vendor or a related
party to the vendor or prospective vendor is a debtor and: (1) the debt owed is an amount greater than one thousand
dollars in the aggregate; or (2) the debtor is in employer default.

EXCEPTION: The prohibition listed abave does not apply where a vendor has contested any tax administered pursuant to chapter
eleven of the W. Va. Code, workers' compensation premium, pemmit fee or environmental fee or assessment and the matter has
not become final or where the vendor has entered into a payment plan or agreement and the vendor is not in default of any of the
provisions of such plan or agreement.

DEFINITIONS:

“Debt” means any assessment, premium, penalty, fine, tax or other amount of money owed to the state or any of its political
subdivisions because of a judgment, fine, permit violation, license assessment, defaulted workers' compensation premium, penalty
or other assessment presently delinquent or due and required to be paid to the state or any of its political subdivisions, including
any interest or additional penalties accrued thereon.

“Employer default” means having an outstanding balance or liability to the old fund or to the uninsured employers' fund or being
in policy default, as defined in W. Va. Code § 23-2¢-2, failure to maintain mandatory workers' compensation coverage, or failure to
fully meet its obligations as a workers' compensation self-insured employer. An employer is not in employer default if it has entered
into a repayment agreement with the Insurance Commissioner and remains in compliance with the obligations under the

repayment agreement.

“Related party” means a party, whether an individual, corporation, partnership, association, limited liability company or any other
form or business association or other entity whatsoever, related to any vendor by blood, marriage, ownership or contract through
which the party has a relationship of ownership or other interest with the vendor so that the party will actually or by effect receive or
control a portion of the benefit, profit or other consideration from performance of a vendor contract with the party receiving an
amount that meets or exceed five percent of the total contract amount.

AFFIRMATION: By signing this form, the vendor’s authorized signer affirms and acknowledges under penalty of
law for false swearing (W. Va. Code §61-5-3) that: (1) for construction contracts, the vendor is not in default on
any monetary obligation owed to the state or a political subdivision of the state, and (2) for all other contracts,
that neither vendor nor any related party owe a debt as defined above and that neither vendor nor any related
party are in employer default as defined above, unless the debt or employer default is permitted under the

exception above.

WITNESS THE FOLLOWING SIGNATURE:

Vendor's Name: ‘D\QJ/‘!{‘P&‘L} WV"\'V ] LC
Y.

Authorized Signature:

WMI ] Date: 7!3_/2[

State of

County of (4 ic/h , to-wit: —

N \
Taken, subscribed, and swom to before me this an of ; Gl 2024/,

N
My Commission expires C /{ /(\_a’” <_ , 20 AS’_ /
OFFICIAL SEAL NOTARY PUBLICQ/ I/HAU/M ) (L LY LU
//

NOTARY PUBLIC

STATE OF WEST VIRGINIA nﬂ
Jennifer Meade / Purdbasing Affidavit (Revised 01/19/2018)

143 Abraham Road
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CERTIFICATE OF LIABILITY INSURANCE

DATE (MWDD/YYYY)
07/08/2021

THIS CERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE 1SSUING INSURER(S), AUTHORIZED
REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.

IMPORTANT: If the certificate holder is an ADDITIONAL INSURED, the policy(ies) must have ADDITIONAL INSURED provisions or be endorsed.
If SUBROGATION IS WAIVED, subject to the terms and conditions of the policy, certain policies may require an endorsement. A statement on
this certificate does not confer rights to the certificate holder in lieu of such endorsement(s).

PRODUCER

Curtis Miller Insurance Agency, Inc.

= T
NAME:

Jenney Wilson

P o, Ext): 304-485-6431

[(A/%, Noj: 304-485-8139

1800 Blizzard Drive ADDRESS: jenney@curtismillerins.com
INSURER(S) AFFORDING COVERAGE NAIC #
Parkersburg WV 26101 INSURER A: The Hartford 11000
INSURED INSURER B : Travelers
Digital Relativity LLC INSURER C :
211 West Maple Street INSURER D :
Suite C INSURERE :
Fayetteville WV 25840 INSURER F :
COVERAGES CERTIFICATE NUMBER: REVISION NUMBER:
THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED ABOVE FOR THE POLICY PERIOD
INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLIC!ES DESCRIBED HEREIN IS SUBJECT TO ALL THE TERMS,
EXCLUSIONS AND CONDITIONS OF SUCH PQOLICIES. LiIMITS SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.
LTR TYPE OF INSURANCE .r"?s"clr)[. WVD POLICY NUMBER (Eﬁ}'{;‘é}'y% (ﬁﬂ}é%‘;vfy% LIMITS
3 | COMMERCIAL GENERAL LIABILITY EACH OCCURRENCE $ 1,000,000
[OAAGE
]CLAIMS-MADE |Z| OCCUR PREMISES (Ea occurrence)  |$ 1,000,000
— MED EXP (Any one personj $ 10,000
A 41 SBA TW0896 06/01/2021 | 06/01/2022 |PERSONAL & ADV INJURY |8 1,000,000
| GEN'L AGGREGATE LIMIT APPLIES PER: GENERAL AGGREGATE $ 2,000,000
| |PoLicY DFE&' D Loc PRODUCTS - COMP/OP AGG | $ 2,000,000
OTHER: $
| AUTOMOBILE LIABILITY (CEa accidont) $ 1,000,000
ANY AUTO BODILY INJURY {Per person) (&
A o SN ot 41 SBA IW0896 06/01/2021 | 06/01/2022 |BODILY INJURY (Per accidert) |
o | HIRED NON-OWNED - AGE Py
| X | auTos onLY AUTOS ONLY (Per accident)
$
UMBRELLA LIAS OCCUR EACH OGCURRENCE $ 1,000,000
A EXCESS LIAB CLAIMS-MADE 41 SBA IW0896 06/01/2021 | 06/01/2022 | AGGREGATE $ 1,000,000
DED [ |RETENTION $ $
ORKERS COMPENSATION PEN DT
AND EMPLOYERS' LIABILITY Y/N [starvre [ [er
IANY PROPRIETOR/PARTNER/EXECUTIVE E.L. EACH ACCIDENT 100,000
B [OFFICER/MEMBER EXCLUDED? N/A UB-1J748252-21-42-G 03/28/2021 | 03/28/2022 $
Mandatory in NH) E.L. DISEASE - EA EMPLOYEE | $ 100,000
If yos, describe under
DESCRIFTION OF OPERATIONS below E.L. DISEASE - POLICY LIMIT |$ 500,000

DESCRIPTION OF OPERATIONS / LOCATIONS / VEHICLES (ACORD 101, Additional Remarks Schedule, may be attached if more space ia required)

CERTIFICATE HOLDER

CANCELLATION

West Virginia State Treasurer's Office

Capitol Bldg 1 RM E-145

1900 Kanawha Blvd E

SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCELLED BEFORE
THE EXPIRATION DATE THEREOF, NOTICE WILL BE DELIVERED IN
ACCORDANCE WITH THE POLICY PROVISIONS.

AUTHORIZED REPRESENTATIVE

Jesiney Wilson
| Charleston WV 25305
© 1988-2015 ACORD CORPORATION. All rights reserved.
ACORD 25 (2016/03) The ACORD name and logo are registered marks of ACORD
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WV-10 State of West Virginia

Approved / Revised

06/08/18 VENDOR PREFERENCE CERTIFICATE

Certification and application is hereby made for Preference in accordance with West Virginia Code, §5A-3-37. (Does not apply to
construction contracts). West Virginia Code, §5A-3-37, provides an opportunity for qualifying vendors to request (at the time of bid)
preference for their residency status. Such preference is an evaluation method only and will be applied only to the cost bid in
accordance with the West Virginia Code. This certificate for application is to be used to request such preference. The Purchasing
Division will make the determination of the Vendor Preference, if applicable.

Application is made for 2.5% vendor preference for the reason chackesd:

Bidderis an individual resident vendor and has resided continuously in West Virginia, or bidderis a partnership, association
or corporation resident vendor and has maintained its headquarters or principal place of business continuously in West
Virginia, for four (4) years immediately preceding the date of this cedification; or,

Bidder is a resident vendor partnership, association, or corporation with at least eighty percent of ownership interest
of bidder held by another entity that meets the applicable four year residency requirement; or,

Bidder is a nonresident vendor which has an affiliate or subsidiary which employs a minimum of one hundred state residents
and which has maintained its headquarters or principal place of business within West Virginia continuously for the four (4)
years immediately preceding the date of this certification; or,

Application is made for 2.5% vendor preference for the reason checked:

Bidder is a resident vendor who certifies that, during the life of the contract, on average at least 75% of the employees
working on the project being bid are residents of West Virginia who have resided in the state continuously for the two years
immediately preceding submission of this bid; or,

Application is made for 2.5% vendor preference for the reason checked:

Bidder is a nonresident vendor that employs a minimum of one hundred state residents, or a nonresident vendor which
has an affiliate or subsidiary which maintains its headquarters or principal place of business within West Virginia and
employs a minimum of one hundred state residents, and for purposes of producing or distributing the commodities or
completing the project which is the subject of the bidder's bid and continuously over the entire term of the project, on
average at least seventy-five percent of the bidder's employees or the bidder’s affiliate’s or subsidiary’s employees are
residents of West Virginia who have resided in the state continuously for the two immediately preceding years and the
vendor’s bid; or,

0 00 K

ELP

4. Application is made for 5% vendor preference for the reason checked:

[ Biddermeets either the requirement of both subdivisions (1) and (2) or subdivision (1) and (3) as stated above; or,
5

(-

Application is made for 3.5% vendor preference who is a veteran for the reason checked:

Bidderis an individual resident vendor who is a veteran of the United States armed forces, the reserves or the National Guard
and has resided in West Virginia continuously for the four years immediately preceding the date on which the bid is
submitted; or,

6. Application is made for 3.5% vendor preference who is a veteran for the reason checked:

1 Bidderis aresident vendor who is a veteran of the United States armed forces, the reserves or the National Guard, if, for
purposes of producing or distributing the commodities or completing the project which is the subject of the vendor’s bid and
continuously over the entire term of the project, on average at least seventy-five percent of the vendor's employees are
residents of West Virginia who have resided in the state continuously for the two immediately preceding years.

7. Application is made for preference as a non-resident small, women- and minority-owned business, in accor-
dance with West Virginia Code §5A-3-59 and West Virginia Code of State Rules.

[ Bidderhas been or expects to be approved prior to contract award by the Purchasing Division as a certified small, women-
and minority-owned business.

8. Application is made for reciprocal preference.
[ Bidderis a West Virginia resident and is requesting reciprocal preference to the extent that it applies.

Bidder understands if the Secretary of Revenue determines that a Bidder receiving preference has failed to continue to meet the
requirements for such preference, the Secretary may order the Director of Purchasing to: (a) rescind the contract or purchase order,
or (b) assess a penalty against such Bidder in an amount not to exceed 5% of the bid amount and that such penalty will be paid to
the contracting agency or deducted from any unpaid balance on the contract or purchase order.

By submission of this certificate, Bidder agrees to disclose any reasonably requested information to the Purchasing Division and
authorizes the Department of Revenue to disclose to the Director of Purchasing appropriate information verifying that Bidder has paid
the required business taxes, provided that such information does not contain the amounts of taxes paid nor any other information
deemed by the Tax Commissioner {o be confidential.

Bidder hereby certifies that this certificate is true and accurate in all respects; and that if a contract is issued to Bidder

and if anything contained within this certificate changes during th of the contract, Bidder will notify the Purchas-
ing Division in writing immediately. g
Bidder: D "J}i\ﬁ-l P.L\A’\'\'ui‘\\_{ Lo Signed: / ot

Date: 712 |2 ite: Feowee (48"

*Check any combination of preference consideration(s) indicated above, which you are entitled to receive.




Department of Administration
¢\ |Purchasing Division

] 2019 Washington Strest East
Post Office Box 50130
Charleston, WV 25305-0130

State of West Virginla
Centralized Request for Proposals
Service - Prof

Proc Folder: 876247
Doc Description: Advertising/Marketing/PR

Proc Type: Central Master Agreement

Reason for Modification:

Addendum No. 1 - to provide
responses to vendor questions
and extend the bid opening.

Date Issued Solicitation Closes

Solicitation No

Version

2021-07-01 2021-07-13 13:30

CRFP 1300 STO02100000002

2

[BID RECEIVING LOCATION

BID CLERK

DEPARTMENT OF ADMINISTRATION
PURCHASING DIVISION

2019 WASHINGTON ST E
CHARLESTON WV 26305

us

Address: ZIll W. Mo‘olz Ave
street: 21\ \l. Ma(\( Ave.
City : Faye Hew'lle

State : WV

Principal Contact : Paich §. Stvader
Vendor Contact Phone: 304-003 -(%720

Vendor Customer Code: V 5 0 OO OOO 222 7
Vendor Name : Di 5\*»‘ RL\&“\\A‘\‘/ Lec

Country : UsSAk

Extension:

Zip: 2540

FOR INFORMATION CONTACT THE BUYER
Melissa Pettrey

(304) 558-0094
melissa.k.pettrey@wv.gov

Vendor
| Signature X

reng 90003 8435

DATE 7//2 /Zl

All offers sulfject to all fzﬁy/ and conditions contained In this solicitation

Date Printed: Jul 1, 2021

Page: 1

FORM ID: WV-PRC-CRFP-002 2020\05




DESIGNATED CONTACT: Vendor appoints the individual identified in this Section as the
Contract Administrator and the initial point of contact for matters relating to this Contract.

Pk 3.S4ader  Fouder [ ED

BdAd) . S\eader  Pourder [ 20

Printed N; d Tit]
0\l Mogle B

Fayelealle \JV 25840
(Address)
304-W2-890 | 304-60%-2421
(Phone Number) / (Fax Nymber)
pat e dioiial relatuty. com
(¢mail addréss)

CERTIFICATION AND SIGNATURE: By signing below, or submitting documentation
through wvOASIS, I certify that: 1 have reviewed this Solicitation in its entirety; that I
understand the requirements, terms and conditions, and other information contained herein; that
this bid, offer or proposal constitutes an offer to the State that cannot be unilaterally withdrawn;
that the product or service proposed meets the mandatory requirements contained in the
Solicitation for that product or service, unless otherwise stated herein; that the Vendor accepts the
terms and conditions contained in the Solicitation, unless otherwise stated herein; that I am
submitting this bid, offer or proposal for review and consideration; that I am authorized by the
vendor to execute and submit this bid, offer, or proposal, or any documents related thereto on
vendor’s behalf: that T am authorized to bind the vendor in a contractual relationship; and that to
the best of my knowledge, the vendor has properly registered with any State agency that may
require registration.

By signi low, I further certify that I understand this Contract is ject to the
rovisions of West Virginia 5A-3-62. which automatically voids certain contract
clauses that violat te law,

aital Relabuwty LLC

any)

Pabvicle ). Skvades  Founder (€O
( uthorized/gi}?aamre) (Representative Name, Title)

Pa\ide J. S\vader  Fowmder [c60

(Printed Name and Title of Authorized Representative)

1[12 20
(Date)

304-4u2- A0 | 304-L0oR - 2121
(Phone Number) (Fax Number)

Revised 04/21/2021



REQUEST FOR PROPOSAL
(West Virginia State Treasurer's Office RFP STO2100000002)

Step 1: Lowest Cost of All Proposals / Cost of Proposal Being Evaluated = Cost Score Percentage
Step 2: Cost Score Percentage X Points Allocated to Cost Proposal = Total Cost Score
Example:

Proposal 1 Cost is $1,000,000
Proposal 2 Cost is $1,100,000
Points Allocated to Cost Proposal is 30

Proposal 1:  Step 1-$1,000,000 / $1,000,000 = Cost Score Percentage of 1 {100%)
Step 2 -1 X 30 = Total Cost Score of 30

Proposal 2: Step 1~ $1,000,000 / $1,100,000 = Cost Score Percentage of 0.909091 (90.9091%)
Step 2 ~0.909091 X 30 = Total Cost Score of 27.27273

6.8. Avallability of iInformation: Proposal submissions become public and are available for review immediately
after opening pursuant to West Virginia Code §5A-3-11(h). All other information associated with the RFP,
including but not limited to, technical scores and reasons for disqualification, will not be available until after
the contract has been awarded pursuant to West Virginia Code of State Rules §148-1-6.3.d.

By signing below, | certify that | have reviewed this Request for Proposal in its entirety; understand the
requirements, terms and condltions, and other information contained herein; that | am submitting this proposal for
review and consideration; that | am authorized by the bidder to execute this bid or any documents related thereto
on bidder’s behalf; that | am authorized to bind the bidder in a contractual relationship; and that, to the best of my
knowledge, the bidder has properly registered with any State agency that may require registration.

Digital Relakimity Juc

(Company)

Patnde V. Shudes

(Representative Name, Title)

304-W3-LA0 @ digital rtladividy. com
(Contfact Phone/Email) ' !

7 I 12| 21

(Daté)

Revised 08/02/2018



ADDENDUM ACKNOWLEDGEMENT FORM
SOLICITATION NO.: CRFP ST02100000002

Instructions: Please acknowledge receipt of all addenda issued with this solicitation by completing this
addendum acknowledgment form. Check the box next to each addendum received and sign below.
Failure to acknowledge addenda may result in bid disqualification.

Acknowledgment: 1 hereby acknowledge receipt of the following addenda and have made the
necessary revisions to my proposal, plans and/or specification, etc.

Addendum Numbers Received:
(Check the box next to each addendum received)

[~/] Addendum No. 1 [ ] Addendum No. 6
[ 1 Addendum No.2 [ ] Addendum No.7
[ 1 Addendum No.3 [ 1 Addendum No.8
[ 1 Addendum No. 4 [ 1 Addendum No.9
[ 1 Addendum No.5 [ ] Addendum No. 10

I understand that failure to confirm the receipt of addenda may be cause for rejection of this bid. I
further understand that that any verbal representation made or assumed to be made during any oral
discussion held between Vendor’s representatives and any state personnel is not binding. Only the
information issued in writing and added to the specifications by an official addendum is binding.

Digital Relabivity LLC

CJmpany

=
r U

Authorized Signafure

7/1&_@ )

Date

NOTE: This addendum acknowledgement should be submitted with the bid to expedite document processing.



June 29, 2021

West Virginia State Treasurer’s Office
1900 Kanawha Blvd E #145
Charleston, WV 25305

To Whom It May Concern,

Dimit Accounting Corp has been handling portions of the accounting records for Digital Relativity LLC
since the business began in 2011. Our firm assists with monthly invoicing, accounts receivable, monthly
bank reconciliations, payroll, and preparation of required federal and state quarterly filings. In addition,
we prepare the annual 1120S Income Tax form and are regularly available for consulting and various
other accounting services as needs arise.

Digital Relativity is a single member LLC maintained by Pat Strader. The LLC runs on an accrual basis and
maintains its cash and cash equivalents in high credit quality financial institutions. The organization
follows standard business practices and traditional policies and procedures for this type of business.
The organization is also in good standing with all connected agencies and taxing authorities.

If you have any questions regarding the accounting services we provide or the compilations being
prepared, please feel free to contact me using the information above.

Sincerely,

,
. A
- ‘ -
i N

Rebecca L Dimit, CPA
Dimit Accounting Corp
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VISITHUNTINGTONWYV.ORG

TOWN

HUNTINGTON
AREA CVB

Huntington Area Convention
and Visitors Bureau

Rebrand

Digital Relativity has worked with a number of partners
on rebranding efforts. As a full-service tradigital
agency, we know how important it is for a brand to be
reflective of the organization or business it represents.
Solidifying a strong visual identity and maintaining a
consistent message across all communication platforms
and channels is at the center of success. Rebranding
alongside the “(re)defined” campaign provides an
example of this work and its power.

SERVICES



HUNTINGTON AREA CVE
bR CASE STUDY

== A
: ahi_a" A
Ad Title = — = = - — - Monday
“(re)defined. < - (re)}defined Campaign
. Underneath Ad Title

uunTiuSTaN ARTA OVE
Color Bar - + ; - Logo and Contact Info

The Challenge

As a city, Huntington has had its fair share of challenges and associated negative
perceptions; however, with a rich history, diverse restaurants and shopping,
inspiring art scene and unlimited entertainment options, it also has a lot to

offer. Partnering with the Cabell-Huntington Convention and Visitors Bureau
(now the Huntington Area Convention and Visitors Bureau), Digital Relativity
reinvented the brand to highlight the area’s positive attributes and reconnect the

organization with its audience.




The Details

In 2018, the Cabell-Huntington Convention and Visitors Bureau (CHCVB) wanted to
reevaluate their marketing goals and execution. They partnered with Digital Relativity
(DR), who assessed the current brand to help determine the best path forward.
During this evaluation, it became clear that the CHCVB'’s brand messaging was
inconsistent and outdated, thus affecting visitors’ ability to connect with the area and
the CHCVB. The associated advertising wasn’t conveying the best that the area had
to offer. Upon DR’s recommendation, the CHCVB decided to update their brand to
reflect Huntington’s thriving revitalization efforts and develop marketing collateral

to match.

Knowing the CHCVB was working with a limited budget, DR combined firsthand, key
stakeholder interviews with secondary research and social media monitoring to help
shape the rebrand. Through this research, a couple of key points were uncovered.
One, visitors were drawn to Huntington rather than Cabell County as a whole

and two, Huntington needed to redefine their brand to communicate the positive
attributes of the region. Huntington is the third-largest city in West Virginia, and it is

home to Marshall University. These are just two sources of pride.

Cabeill TOWN
HUN1INGtOoN Saarsie.

WEST VIRGINIA

HUNTINGTON
AREA CVEB

Original Logo 2018 Rebrand
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HUNTINGTON AREA CVB
DR CASE STUDY

With this knowledge, DR proposed that focusing on Huntington to draw visitors
into the area would be far more beneficial than continuing to use the full Cabell-
Huntington CVB name. The organization’s name was updated to Huntington Area
Convention and Visitors Bureau (HACVB). The new brand used modern styling

to complement a fresh way of presenting the HACVB as H-town. The shortened,
contemporary nickname speaks directly to the renaissance of the city and region

while leaning on the locals’ lingo, bringing a personal touch to the brand.

The idea of “(re)defining” Huntington was selected as the focus for the marketing
campaign to launch the new brand. This comprehensive approach was two-fold.
It not only promoted Huntington as a premier urban destination with plenty to
discover, it also, more importantly, challenged people’s negative perceptions —

highlighting the city’s fresh outlook and positive developments as it strives to

overcome its issues.




BOOK YOUR GROUP

Escape. ..

(re)defined.

wallig isone e Y0 o ot = hanoring o fhstony
‘hestiage through Appalahian rraltrmunship ane Soathern hotplialy — bur we sl
embrace niew ke i fresh perspectives. Expeneince ou one-of-a-Kind dining
esablishments, unique shops, b seene, and busding dowgiawn. Let thow
y0ur geniup bnow H 1w x redefinmg the ordimacy

CVB SERVICES

Hunrllﬁnrnuuu cve CONTACT — -
gy HURTIO TN ARTA S90 R

HUNTINGTON AREA CVE
#00.835.6329

waithuntingtanwy org

et Cobia? § Wayne (e

HUNTIN@TON FACTS

Caunl + Wayna County Tewrlem NemBeIs

$amillion

H

e I 4 Huntin rt' £
TOWN rm Craft: :--.\..n.i % u

SLEmilion

IMAGINE HUNTINGTON

s2mililan
m et

7.8 millon

Launch Materials

DR developed new marketing elements including a fresh logo, website redesign
for visithuntingtonwv.org, brand standards guide, brand video, rack card, group

itinerary piece and various print ads to promote the (re)defined brand.

A press event was held to announce the rebrand and press coverage was secured,
The Huntington Area CVB also partnered with local attractions to promote
“Funington — Huntington Fun for Kids” in the summer of 2019 using the

(re)defined theme.
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HUNTINGTON AREA CVB
DR CASE STUDY

SIGN UP FOR EVENT NEWS
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Desktop

Mobile

The Results

Since the new website launched on April 14, 2019, there have been:

o Sessions 84% Increase
1 1 z /o Unique users 94% Increase
Pages/session 15% Increase

increase in pageviews Bounce rate 4% Decrease

Prior to the new site launch, the CVB did not measure outgoing clicks to local partner
websites, including lodging, dining and area attractions. Since the site was launched,
there have been over 3,500 partner clicks recorded, demonstrating the value of the

CVB website to participating partners.

STUDY PUBLISHED JULY 31, 2020
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NEWRIVERGORGECVB.COM

DR CASE STUDY

New River Gorge Convention &
Visitors Bureau

Rebrand

In mid-2018, the New River Gorge Convention & Visitors
Bureau (NRGCVRB) approached DR regarding a website
update. After an initial evaluation, it was determined
that a new website would be best executed with a new
logo and brand approach for the CVB. Long overdue,
the dated brand no longer carried the energy and spirit
of the region and needed to be re-evaluated.

SERVICES
Creative Strategy Copywriting Video Production
Photography Motion Graphics

Illustration
Digital Campaign Strategy

Print Management
and Execution

Website Design and
Development

Graphic Design
Project Management

64



NEW RIVER GORGE CVB
OR CASE STUDY

REVERSED

NEW RIVER NEW RIVER
GORGE GORGE

; NEW
RIVER
b "GORGE

HORIZONTAL

LOGO

Brand Guide Spread

The Details

In late 2018, DR, in conjunction with the NRGCVB, kicked off the rebranding
project by completing stakeholder interviews, web analytics and secondary
research to understand the primary and secondary audiences and regional
tourism goals, identifying the most desired attractions and activities. After
the research phase was completed, the DR team distilled the findings
resulting in the creation of three logo options to present to the CVB board
branding committee. The goal of the end product was to appeal to the target
audiences, communicating the vibrancy and enthusiasm of the New River
Gorge. After two rounds of refinement, the New River Gorge CVB brand was
born and with it, a new way to attract visitors to this iconic region of

West Virginia.
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Travel Guide

As part of the rebranding, Digital Relativity created a new logo, website and
travel guide. The new logo displays the iconic New River Gorge Bridge and
uses bold, yet muted, earthy colors reminiscent of the area’s landscape, and
the tagline “Go Gorge” is used to evoke action and inspire travel.

The new brand highlights the various adventures offered in the Gorge
through the perspectives of local experts. On the website, for example, a
modern approach known as a playlist was used instead of a traditional blog
post. These playlists have an interactive map that features places to go and
things to do in the area as suggested by a knowledgeable local/expert.
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CONVENTION AND YISITORS BUREAU

ANNUAL REPORT

Annual Report
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Digital ads
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NEW RIVER GORGE CVB
bR CASE STUDY

The Results

Stats for the year following the new brand launch in April 2019

Website
® 242690 pageviews
1 54 O/ e 702,007 sessions
o ® 87,374 unique users
New Guide Requests e 127 newsletter sign-ups

Social Media

Facebook Twitter Instagram
38,409 3,570 1,390
Followers Followers Followers
213k 240 12.27k
Reach Retweets Likes

770 link clicks 120 impressions 183 comments

STUDY PUBLISHED MARCH 31, 2020
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¥
Center for Organ Recovery & Education

Creative strategy
Graphic design

Project management

Center for Organ Recovery and Education

Donate Life West Virginia Campaigns

In 2018, Digital Relativity (DR) began working with the
Center for Organ Recovery and Education (CORE), a
federally designated nonprofit organization headquartered
in Pennsylvania. CORE serves more than five million people
in West Virginia, western Pennsylvania and Chemung
County, New York, coordinating the surgical recovery and
computerized matching of organs, tissues and corneas for
transplantation. CORE’s mission is to Save and Heal lives
through donation, ultimately ending the wait for those on
the transplant waiting list, while maintaining integrity for the
donation process, dignity for the donors and compassion for

their families.

Prior to awarding DR the contract, CORE had only worked
with agencies outside of West Virginia and realized those
relationships were lacking market knowledge. CORE turned
to DR to increase brand awareness and increase donor
registrations in the state based on DR’s demonstrated

expertise with West Virginia audiences.

SERVICES

Copywriting Video production

Print management [ Digital campaign strategy

. . and execution
Website design and

development Public relations
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DONATE LIFE WEST VIRGINIA CAMPAIGNS

110,000+ 500+

Nationwide in WV

need a life-saving

organ transplant

The Challenge

CORE had two distinct goals:

increase brand awareness by connecting with a West Virginia audience
increase the number of designated organ donors in West Virginia

CORE and its nonprofit partner, Donate Life WV, determined an initial target
audience based on DMV donor registration data. In West Virginia, the group
with the lowest donor designation rate has historically been Caucasian males,
ages 35-44. After researching this demographic specifically in West Virginia,
DR determined that the messaging this audience responded to most often was
humor, which meant finding a way to make the serious subject of organ

donation light.
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DONATE LIFE WEST VIRGINIA CAMPAIGNS
BR CASE STUDY

Be a Generous ldiot

Ready to make a life-changing decision

os, saem oirze

3= 113,000 prophe — |

Ready to make » life-
changing decision?

The Details

Generous ldiot Campaign

Digital Relativity’s first campaign introduced “Donor Dan,” a snarky know-it-all who
interrupted people making foolish decisions to confirm they were registered organ
donors just before engaging in a risky, outrageous act. The premise was that Dan
does not judge you for making an incautious decision, but he asks that, before you
proceed, to make sure you are a registered organ donor. In other words, “If you're
going to be an idiot, be a generous idiot.” The aim of the approach was to weave
factual information about organ donation into humorous situations to spark dialogue
about donation, creating top-of-mind awareness and leaving an impression on the

target audience about the importance of registering to be an organ donor.



DONATE LIFE WEST VIRGINIA CAMPAIGNS
BR CASE STUDY

Tactics

Paid social media (Facebook, Twitter) - Social media proved to be the
perfect place to create awareness via boosted posts and paid social ads.
The additional bonus of audience engagement gave these paid efforts an

additional lift via likes, shares and comments.

Programmatic display ads - Display ads were deployed to reach people
across a wide variety of digital platforms, from websites to in-app, desktop
to mobile. Programmatic display offered the ability to create a continuity of

experience beyond a single ad platform such as Google or Bing.

o Programmatic pre-roll - Much like display, programmatic pre-roll was used to
take advantage of a vast video inventory to show ads to the target audience

in the right place at the right time.

Connected TV - CTV programmatic ad buys were utilized to reach the target
audience, serving video ads on streaming video channels such as A&E, live

sports and news shows.

Traditional media partnerships - News and broadcast channels served as the

best medium for reaching many of West Virginia’s more rural audiences.

BECOME AN ORGAN DONOR:

DONATELIFEWV.ORG

> » ) D280




DONATE LIFE WEST VIRGINIA CAMPAIGNS
OR CASE STUDY

Geography

DR used geotargeting to reach users via video, social media and online ads, focusing
on zip codes most likely to contain the target audience. In an effort to maintain
consistent reach, geotargeting was also used to deliver mobile ads at events specific

to the target audience, such as WVU Mountaineer football games.

Because West Virginia residents can register to be a donor when they get or renew
their driver’s license, DMV offices were also geofenced during the campaign to
capitalize on creating awareness at the moment potential donors would choose to
register. Relevant Donate Life WV ads were served to potential donors waiting inside

and around DMV offices.

Campaign Results
2019 Generous Idiot Campaign Results (Sept 1, 2019 - Dec 31, 2019)

3,375,097 $2.77

8,111

Sessions
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DONATE LIFE WEST VIRGINIA CAMPAIGNS
BR CASE STUDY

DONATE LIFE.

' Register ta bo an Organ Genar

Make a Reel Difference
Registering as an organ danar is easy and can now be done with the purchase of a
west virginla hunting or fishing license. Right now, more than 500 West Virginians
are waiting for a life-saving organ transplant. Organ donars save lives.

Hunters and fishers in West Virginia are able to apply for their licenses
select in-person locations. The application is now avallable for the 2020 season.

register as an organ donor today.

Help end the wai
Make a Reel Difference

Hulpand the walt — regiater us.an crgan donor

West Virginia Division of Natural Resources
Hunting & Fishing Partnership

In December 2019, new legislation was passed that, for the first time in West
Virginia’s history, allowed individuals to designate as an organ donor when
purchasing a WV hunting or fishing license. This combined effort between the
WVDNR, Donate Life WV and CORE was a progressive step to give West Virginians

more opportunities to register to be an organ donor.

To raise awareness of this new designation option, DR created a year-long, multi-
faceted strategy to promote organ donation to WV hunting and fishing licensees
that utilized the same humorous messaging established in the original Generous
Idiot campaign. In this video campaign, Donor Dan returns to speak to a hunter and
a fisher who consider the safety precautions of their sport as “suggestions.” In these
ads, the characters respond that they are registered on their hunting and fishing

license, respectively, emphasizing the new registration option.



DONATE LIFE WEST VIRGINIA CAMPAIGNS
DR CASE STUDY

Tactics
WYV Hunting & Fishing Show collateral - CORE and Donate Life WV
volunteers attended the West Virginia Hunting and Fishing Show in January
2020 to connect with the target audience. Eye-catching, relevant creative
featured the “Hunt. Fish. Donate Life.” message on booth collateral and
giveaways, and volunteers connected with the target audience, creating

awareness, positive perspectives and donor designation registrations.

Facebook ads - To create awareness among the hunting and fishing
audience, interest targeting was used to deliver relevant “Hunt. Fish. Donate

Life.” messaging via video and display ads.

Digital programmatic - Because awareness is a critical component of this
initiative, @ combination of display, pre-roll and CTV ads were served via
programmatic buys. This approach created a comprehensive delivery of
messaging across digital channels and devices, boosting top-of-the-funnel
awareness. Programmatic ad buys included geofencing areas around hunting

and fishing stores the target audience was likely to visit.

» !
 “HUNT. FISH.
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DONATE LIFE WEST VIRGINIA CAMPAIGNS

Campaign Results
2020 Hunting & Fishing Results (Aug-Oct 31, 2020)

Spend
$5,834.19

3,189,567 $1.83

Impressions CPM

5,850

Sessions

3:;1?;«? gfe West Virginia -
3 S - DONATE LIFE. Pisgirin

Donate Life West Virginia added a

& .
H U N T F ls H Register with your license purchase.

7/
Learn More

Learn Mare

button to help you learn more about...

Q0 10

R CASE STUDY

DONATE
LIFE.

Register with
your license
purchase.

Learn More




DONATE LIFE WEST VIRGINIA CAMPAIGNS
BRCASE sSTUDY

p 0027402

Tony Slack » Donate Life West Virginia
December 3, 2019 -

My personal reasons to why we should all be donors.
#DonatelifeWv

#GivingTuesdayGivelife... See More

OO Dawn Nolan and 8 others 2 Shares

Giving Tuesday

On Giving Tuesday 2019, DR partnered with CORE and Donate Life WV volunteers
and advocates to shift the focus of Giving Tuesday from the usual messaging of
monetary donations to encourage individuals to give the greatest gift: the gift of

life. Prior research had shown that advocacy for organ donation is more powerful
when messaging is spread through personal or community connections. With this

in mind, DR and Donate Life WV connected seventeen social media influencers,

from TV personalities to musicians, to serve as advocates for organ donation on
Giving Tuesday. Their videos were unscripted to maintain genuine messaging to their

respective audiences.
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DONATE LIFE WEST VIRGINIA CAMPAIGNS
R CcASE STUDY

Tactics

Press release - The unique take on Giving Tuesday was picked up by many
local news outlets, amplifying the total campaign reach through traditional

media in addition to the efforts on social media.

» Campaign-designated hashtags - Three hashtags were used to connect all
stories, and direct tags and links to the donatelifewv.org website were used

to encourage registration.

Branded Facebook frames and filters - A Facebook Frame and Facebook
Lens were created so users could show their support of organ donation via

their profile picture or Facebook Story.

Campaign Results

#donatelifewv
ttgivingtuesdaygivelife
#tbeanorgandonor

& Chris Foo is »ith Amanda Luther Foo.
ly Caitlynn Jones J&) Decervberd, 2019-Q

Xf  Decerber 3, 2018 @ People always think there's more time to sign up to be an organ donor. On this giving Tuesday,

1o P " i be an argan donor! | received a heart transplant in Jan 2009 and

Hello, everyone! Today is Giving Tuesday, so | would like to ask you all to show your turge you fo sign up to 3 :

support for Donate Life West Virginia by trying out the Facebook Lens and Profile Frames thanks to a random stranger, my fife has baer: extended. Without organ donatian, | woukd

never have gotten to experiance so many wonderful things! 'm now the father to a wonderful

attached to this post. You can scan the QR code to untack the Facebook Lens or follow little girl, | get to spand time laughing with and loving my beautiful wife and making memories

the links provided. Donate Life West Virginia is an amazing arganization, so let's show with my family and ... See Mora

some lave today! i

Link to Lens: hitps:/ See More

@O Meghann Fergusen, Abbey Reifsnyder and 14 others 3 Comments 3 Sharas

o9 Like I comment & Share
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TAKING TOO LONG?

§66 | 20 people

TAKING TOO N
LONG? @

T Melp end the wait, 77

Help end the wait. TI R E D o F

Register a5 ah oroan donar Lo
Register as an organ
donor today. WAITING? =
#donatelitewv i g
%ﬂ j
=X e -

CDONATELIFEWY QRG

is the average wait
time for kidney
transplant.

@

Help end the wait.
Register as an
organ donor today.

DMV Partnership “Wait” Campaign

Historically, DMV locations are the primary point where organ donation registration
occurs because individuals are asked during the driver’s licensing process. In 2019,
DR installed a variety of signs and visual components at 25 DMV locations across
the state to create awareness for organ donation registration. Graphic elements were
used to relate the average wait time at the DMV to the average time recipients wait

to receive an organ transplant.

In 2020, DR added four videos, focusing on transplant wait times, to the campaign
creative. These videos are broadcast on the DMVs’ digital communications network
and play on a loop within each location across the state. The message of waiting is
highlighted in motion graphics and engages the viewer in a “Did You Know” format to

educate West Virginians on the facts of organ donation.

Additionally, DR produced a full-page infographic that was placed in the WV Driver’s

Licensing Handbook and on the DMV website and utilized as a social media asset.
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DONATE LIFE WEST VIRGINIA CAMPAIGNS
O CASE STUDY

The Results

The combination of traditional and digital advertising across multiple channels, as
well as partnerships, have increased awareness and registrations, helping CORE

surpass quarterly and annual goals for new donor registrations.

Despite the fact that the COVID-19 pandemic put paid digital advertising on hold for
several months in 2020, CORE has still seen an unprecedented increase through both
the West Virginia state donor registry and the National Donate Life registry. This is
primarily due to the West Virginia Division of Natural Resources Hunting & Fishing

partnership, which has resulted in a total of over 23,000 donor designations added to

the National Donate Life registry since 2019.

Digital ads continue to run, boosting public awareness with over three million

impressions via display and video ads and delivering important facts about organ

donation.

REGISTER TODAY

ORGAN DONATION:

Know the facts.
Al i L
E

TIRED OF WAITING? TAKING TOO LONG?

15 the average wait ime for a die each day walting far an
xidney transplans organ Ansplant

TIME ON YOUR MIND? HATE LONG LINES?

Evely
anather person is added 1o the ntly waiting
organ iransplant waiting 1ist. an teansplant.

GET MORE FACTS GNLINE AT DONATELIFEWV.QRG

Help end the wait.
Register as an ergan donor today.
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DONATE LIFE WEST VIRGINIA CAMPAIGNS
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(DNR and donatelifewv.org registrations)

5.7k

registrations in 2019

(DMV registrations)

33.77%

Donor designation share
of DMVs Q1 2019

17.4k

registrations in 2020
(YTD Oct 31)

34.07%

Donor designation share
of DMVs Q3 2020

D,
DID YOU KNOW?

3-5 years is the average wait
time for a kidney transplant.




DONATE LIFE WEST VIRGINIA CAMPAIGNS
DR CASE STUDY

The Press

HUNTING & FISHING

The Record Delta: ‘Generous Idiot’ encourages organ donation registration on
hunting, fishing license applications

WV Executive: New Organ Donation Ads Released for National Hunting & Fishing
Month, Feature West Virginian with Special Connection to Organ Donation

WYV Public Broadcasting: West Virginian featured in new organ donation ads released
for National Hunting & Fishing Month

Blue Ridge Outdoors: Outdoor Updates: WYV fishing license applicants can now opt
into organ donation

My Buckhannon: West Virginia hunting and fishing license application includes organ
donation option for the first time

WDTV: WVa. hunting and fishing license application includes organ donor option
Register-Herald: Hunting licenses organ donation bill out of committee

Business Insider: Historic State Milestone: West Virginia Hunting And Fishing License
Application Now Includes Option For Organ Donation

PR Newswire: Historic State Milestone: West Virginia Hunting And Fishing License
Application Now Includes Option For Organ Donation

Yahoo Finance: Historic State Milestone: West Virginia Hunting And Fishing License
Application Now Includes Option For Organ Donation

GIVING TUESDAY
WYV Executive: Donate Life West Virginia to Highlight the Greatest Gift on Giving

Tuesday

WOWK: Donate Life using #GivingTuesday to encourage organ donation

Register-Herald: Donate Life WVa. is highlighting “greatest gift”

WBOY: Donate Life WV wants you to consider becoming an organ donor this Giving
Tuesday

WVNS-TV: Donate Live WV to focus on Giving Tuesday
WSAZ: Given the gift of life, now they give the gift of hope
WTRF: Make a difference this #GivingTuesday
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Department of Commerce
2020 West Virginia Census Campaign

Digital Relativity (DR) was approached about working
with the West Virginia Department of Commerce on
the 2020 Census. The census determines each state’s
federal representation and federal funding for a number

of major programs.

Every decade, the seats in the U.S. House of
Representatives are recalculated based on the latest
census data. According to Election Data Services,

West Virginia was projected to lose a congressional
seat and electoral college seat in 2020. In addition, it
is estimated that each individual who is not counted
for the census decreases the state’s federal funding by
$20,000 over the course of 10 years. As a West Virginia
agency, it is part of DR’s mission to help improve the
lives of the residents who make this state their home.
The 2020 Census was the perfect opportunity to do just
that.

SERVICES

Creative strategy Copywriting

Graphic design Digital campaign strategy

Project management

and execution
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WV 2020 CENSUS CAMPAIGN
R CASE STUDY

£7% West Virginia Department of Commerce
— @ June 26 - @
nﬁ!’gm - The 2020 Census will influence community funding and
congressional representation for the next decade. Infermation
LA collected in the census will inform the allocation of federal funds
each year, including money dedicated to...

5 9 . 5 Roads and highways
Raney wonies about coal's role under Biden £1 Hospitals

presidency Childcare programs
By MetroNews Staff School lunch programs... See More

Woad County schools dealing with all-
remote instruction for first time this school | challenge you t challenge you

year g urE
By Jeff Jenkins the census to shape the census to shope
4 e the future of the future of

roads and highways hOSpifOlS
Morgan County clerk sees ‘smooth’ general
election as canvass ends

By Marsha Chwalik
ciltle e L

It Takes Less Than
5 Mins to Complete
v

| challenge you | challenge you

-
the census to shape the census 1o shape
the future of the future of

childcare programs schoal lunch programs

T Take the

Census Mow »
#shapeyourfuture #shopeyaurfuture

x
3 Click Ad o
via Phone Call Now > Social media strategy

Mobile banner ads

The Challenge

In 2010, the overall census response rate in WV was 65%.° The West Virginia
Department of Commerce set an internal goal to improve the state’s response

rate by at least 10%.

Digital Relativity understands the people of this state. They are family, friends
and neighbors. West Virginian culture is not something you can guess at; it is

learned and ingrained after living here for many years.

DR began to work on this project in January 2020 and had strategy and tactics
determined and ready to implement promptly upon award of the contract.

Of course, like much of 2020, the effects of the pandemic changed the course of
plans, resulting in major adjustments to in-person recruiting efforts and a focus

on hyper-relevant messaging to break through the overall noise of 2020.
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The Details

Working with nine different state agencies, DR followed a phased approach to
increase census participation. Beginning in February and continuing into March, the
goal of the first phase was to recruit individuals to work door-to-door canvassing
jobs for the U.S. Census Bureau. Phase two, which began in March and continued
through September, focused on encouraging individual residents of WV to respond

to the census.

Recruitment Phase Strategy & Tactics

The goal for the recruitment phase of the campaign was to create awareness that
there were U.S. Census Bureau jobs available for West Virginians. The messaging,
developed by WV Commerce Communications, focused on paying off debt or
earning money to pay for a vacation and highlighted the flexibility of working

part-time.

The tactics employed were a combination of traditional and digital advertising. This
included out-of-home advertising with billboards and medical waiting room ads,

as well as radio and print ads across West Virginia MetroNews and West Virginia
Press Association outlets. On the digital front, display ads that targeted distinct
audiences in specific counties that were not at the 50% staffed threshold prior to the

recruitment phase were utilized.

General public
Single parents
Veterans
College students

Retirees
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TARGET COUNTIES
Cabell

Pocahontas

TRADITIONAL MEDIA
Billboards - WV Outdoor, Lamar
Broadcast - WV Press Association

Radio - MetroNews

NON-TRADITIONAL MEDIA
Medical waiting room ads - PatientPoint®

Online job recruitment events - JobCase

DIGITAL MEDIA
Display ads - Trade Desk, MetroNews
Search ads - Google

Social media ads - Facebook

Connected TV / Over-the-top media - Trade Desk

EARNED MEDIA

Press releases

Organic social media posts
Employee advocacy

State & county influencers
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4
Hampshire ‘
Hardy
Kanawha
Marshall
Mingo
Monongalia ’
Pendleton
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Response Phase Strategy & Tactics

Towards the end of March, messaging switched to focus on census response. The
goal was maximum reach and frequency to create awareness of the census, and this
was achieved by creating a variety of messages that appealed to different target

audiences.

Between mid-April and the end of September, Digital Relativity continued to refresh
campaign creative to combat ad fatigue and keep messages visible. As information
was reported about individual county response rates, display ad targeting was

adjusted based on geography.

This phase included multiple sets of creative used for social media and digital
programmatic. Video assets were created and updated for PatientPoint that
encouraged responses to the census, and those video assets were also placed on
CTV. DR utilized Google Search and placed click-to-call ads, giving residents quick
access to call and complete their census survey. Additionally, a texting campaign was
utilized, which included four rounds of texts prompting the audience to respond to

the census and provided them with a link to do so.

é West Virginia Department of Commerce
a2 -9

i HH Responding to the 2020 Census takes iess than 15 minutes of

Low ' ncome CIt I ze ns your time and helps sacure federal funding for various programs
in your community.

H 1 Your respense will help secure funding for Wast Virginia‘'s roads

M I nor It 'es and infrastructure, schools, healthcare, emergency services and

MORE.
.
Publ]c educators Call 844-330-2020 or go to and respond

TODAY!

Trade workers/laborers
Healthcare professionals

Parents I'm challenging you to

Military personnel complete the

Coll tudent
ollege students 2020 Census

today.

#shapeyourfuture

West Virginia Department of Commerce

ot Learn Mare
Government Organization

Social media ad strategy



DIGITAL MEDIA

Display ads - Trade Desk, MetroNews

Search ads - Google

Social media ads - Facebook

WV 2020 CENSUS CAMPAIGN
DR CASE STUDY

Connected TV / Over-the-top media - Trade Desk

TRADITIONAL MEDIA
Billboards - WV Outdoor, Lamar
Broadcast - WV Press Association

Radio - MetroNews

NON-TRADITIONAL MEDIA

Medical waiting room ads - PatientPoint®

SMS texting - Public Results

EARNED MEDIA

Press releases

Organic social media posts
Employee advocacy

State and county influencers

West Virginia Department of Commerce
June 30-O

To the West Virginians who have responded to the 2020 Census, THANK
YOU! The few minutes you spent completing your response will make a
. positive impact on West Virginia and your community.
4 Now, we need your help to keep the momentum. Share this and encourage
your laved ones to respond anline at 2020Census.gov or call 844-330-
] 2020. #BeCounted!

i ." United Statas®
Census
2020
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| Made
West Virginia
Count.
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Social media ad creative
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WV Commerce &
Didn't receive a response 1D? No problem! You can still
respond without an ID. For more information, go here:

JUnitad Slates®

No ID? “Soso"

No Problem!

You can still respond to
the 2020 Census today!

Organic social media strategy

0008 wumie B 1:00PM 100% =

{Back(3)  555-55 Contact

Hi Casey, I'm Joe w/ WV
Complete Count Commission.
The census only takes 5
minutes to complete, and you
can do it online, over the phone
or by mail! Have you
responded yet?

No worries! You still have time!
You can respond online right
now here,

or call 844-330-2020

[e% Message

SMS texting




The Results

Recruitment Phase

WV 2020 CENSUS CAMPAIGN

BR CASE STUDY

At the close of the campaign, the U.S. Census Bureau’s operations in WV reached

a staffing level of 79%, which aided in the work of reaching rural, non-mailable

addresses.

Response Phase

West Virginia’s 2000
U.S. Census Response rate

68%"

West Virginia's 2010
U.S. Census Response rate

65%"

o\ Google Ads

Click-to-call ads

FACEBOOK

1 oy

Programmatic

63,374

Impressions

389

Calls

9.3M

Impressions

105.4M

Impressions

West Virginia’s 2020
U.S. Census Response rate

99.9%

56.2%
43.7%

2,222

Clicks

$2565

Cost per Call

7,958

Clicks

123,234

Clicks

90

via mail-in surveys, click-to-call
and online participation

door-to-door completion by
U.S. Census Bureau employees

3.51%

Click-Through Rate

17.51%

Conversion Rate

0.09%

Click-Through Rate

0.12%

Click-Through Rate

$ 449

Cost per Click

$399

Cost per Click

$249

Cost per Click
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Home  News Sports  Outdoors  Podcasts

Kerman featured speaker at WVU's Beyond Bars
Summit

Piper Kerman wrote about her experiences behind bars in "Orange
Is the New Black: My Year in 2 Womnen's Prison.

Justice laments 530 W.Va. covid deaths,
expresses optimism over vaccine news

WV Loses $20,000 for
Each Unfiled Census

issi it e of

Take the
Census Now >

Desktop ad creative

Cénstis
2020

Time is Running Out

Desktop banner ad

Sources

WV 2020 CENSUS CAMPAIGN
DR CASE STUDY

MN Channel [

Lorla remembered on anniversary week of
Marshall plane crash

Many ceremonies taking place this week.

West Virginiais

Covid 19 outbreak in Boone elder care facili -
el i Counting on You.
Heatth Department officlals say the virus made sneaked into the

Hillcrest Healthcare Center despite the staff following every

protocol and guideline.

Richard Neely, former Supreme Court justice,
dies of cancer
Outspaken urist remembered for his brillance.

Video, updates: Justice plans 11 a.m. briefing
State officials direct people to 1-800-887-4304,

MetroNews This Moming 11-9-20

Desktop ad

Take the
Census

1 West Virginia and the Census - National Conference of State Legislatures

2 State by State Total Response Rate - United States Census Bureau

3 2010 Census Participation Rates - United States Census Bureau
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Rocky Mountain Rafts

FIND A DEALER

SHOP NEW INVENTORY

Summear Just got waazay betierl Grab your new RMR products and

Just add water.

CHECK IT OUT

Whether you use it to sleep on, cushion your coaler lid, pad out
your van life or as a dog bed, this updated rlver classic is a must~
have. It's the ultimate accessory for your next camping or multi-day
river trip. No matter how you roll it, Jay it, strap it or fold it — you

need a Crash Pad.

BUY NOW

Jus
TADD WATER SHOP NOW

Emails

Digital Ads



Rocky Mountain Rafts

A PLACE TO CF _
 CRASH PADS -

- PRICING
RGO 1 T
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» COLDRS
un Red 1
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@ voenn ® oo Gray CRUD 6941
Lime e
Yetiow Elerine
Green Raspberry

Dealer Catalog

DOUBLE RIVER TUBES bRT

The only 2-year warranty in the industry!

RT

P thar A bl 1 4 T 44 84 1 R
ragular tube (RTR) < © = diminishmg tubs (RTD}
Doulsly River Tube (DRT) & © s e

B T T
2-Year Warrantyl
» PRICING
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() ] WAL
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BR WORK SAMPLE

The Center for Rural Health Development

zp

SAFE

Clinical trials have shown
that COVID-18 vaccination
causes no serious safety
concerns. The most

common signs of an ¥
immune response from a

vaccine are short-term ]
soreness at the injection

site, fatigue, headache, ]
and muscle pain. '

been teste.

COVID-19 VACCINES:

SAFE.

TRUSTED.

Medical experts agree: you should get
vaccinated against COVID-19 as soon as it's
available to you, COVID-18 vaccines have

n tens of thousands of peaple in

K

COVID-19 vaccination was
highly effective at disease
prevention in clinical trials.

part. COVII

Stopping a pandemic
requires us all to da our

D-19 vaccines are

a critical tool to stop the

spread of the virus in our

 have gotten these vaccl

2 clinical trials, manufacturing,
and plans for distribution all occurred at the
same time, removing delays. COVID-19

s that receive FDA Er

ency Use .

n g
Authorization have met rigorous standards

TRUSTED
L2
L3

independent advisars to -
the FDA, scientists and

ization leaders
trust the safety and
effectiveness of
COVID-12 vaceines.

Printable Infographics

PEAT S1GH A
Ll qeedeaprel od

of safety, quality, and effectiveness.

communities and
save lives.

VACCINATE.WV.GOV
1-833-734-0965

FULLY

VAXED

AGAINST COVID-19

'?C"fh '\‘!‘Nq
Munityimmut™

Sticker

Community immunity

BEGINS WITH
WEST VIRGINIA.

OR YOUR COVID-19 VACCINE

Registration Digital Ad

95

#CommunitylmmunityWV

Awareness Social Post
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Visit Southern West Virginia

(:.‘ljrnzﬂn WEST VIRGINIA

_ Sty a Jie
.o' ¥ 74y y F.

- i ﬂ
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W

2020 Press Kit

in Ralcigh

Visitors Guide

(o

Fun for I ¢rvone

vunty
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Bridge Day

SF DAIDGE DAY

BUILOING THE
BRIDSE

Event Magazine

TN

3
[

Social Media Graphics
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BRIDGE WALK
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