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Introduction

There’s a change in the air in West Virginia - a fresh, aggressive,
progressive excitement bubbling through the state’s tourism industry
like never before. And make no mistake, Miles wants to continue to be
a part of it!

We've enjoyed every minute of our 10-year relationship with the Division of Tourism, from
winning the Mercury Award for “Best Travel Guide in the U.S.” the first year we began
working with you to publishing the recently released 2015 edition, our most reader-focused
issue to date.

Still, we know the best is yet to come.

Throughout this proposal, we share plenty of information on our experience and
qualifications, our success in travel publishing and our forward-thinking, research~driven
strategles to take your travel guide and e-newsletter to the next level - and beyond.

But first, here’s just a quick snapshot of why Miles is your best choice for a publishing
partner who not only knows your industry inside and out, but also will deliver results no
other competitor can.

We’re experts at travel marketing.

As the largest tourism publisher in the country, travel is all we do. Our staff includes a
talented mix of publishing and destination marketing professionals, and we hire and work
with only the best. This is reflected by our 1 years of experience, happy clients across the
world and hundreds of awards for our print, interactive and online products. And we know
the print landscape is changing at a blinding pace. What yvour travel guide should look like
in the coming years is built into the DNA of our company.

We’re bringing exciting new programs to you.

Our ideas for your travel guide and e-newsletter may be influenced by years of experience,
but the concepts are on the cutting edge. On the pages that follow we'll get you excited
about some of the possibilities - including an augmented reality content platform, new
opportunities for targeted lead generation and content distribution, and a muiti-channel,
content-generating, social buzz-worthy sweepstakes that is truly Wild and Wonderful!

We play well with others.

We know you've released separate RFPs for your Advertising Agency, Travel Guide
Publisher and Website Developer; finding partners who can work together is critical. We
thrive in those situations, going above and beyond to understand the goals of your other
agencies, support their efforts and provide any insight and assistance to ensure they
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succeed on your behalf. We work with multiple partners for a number of other destinations
and are regularly praised for how supportive we are in that arena.

We've planted roots in West Virginia.

Our company may have been born in Florida, but we've planted roots right here in West
Virginia. We opened a local office our first year working here and had our team travel
throughout West Virginia on several “discovery” trips to get to know you better. We hired
local experts to lead your team and continue to support your industry through
sponsorships, scholarships, educational presentations and more.

We can hit the ground running - and you won’t miss a beat.

Print publishing is not an easy-going proposition these days, which explains why so many
companies are struggling, cutting staff or folding altogether. Because we have 61 years in
the business - and cumulative success working with you the past 10 years - there won’t be
any time lost trying to get our arms around your goals, your products, your other agency
partners, your industry. A new vendor could require months getting up to speed, which is
time you don’t have. Not Miles. Call us today, we’ll start work tomorrow. More importantly, if
you stick with our proven product quality and sales expertise, you won’t run the risk of
losing ground or industry support, which often occurs when destinations switch publishing
partners.

Your industry adores us.

And we know how important that is. If your industry’s not happy, you’re not happy. But
don't just take our word for it: Testimonials about the strong resuits we've delivered and
the great relationships we've cultivated are included throughout our proposal. Better still,
we're committed to increasing our industry outreach efforts this vear.

You already know a lot about Miles and the great work we've done, but we're excited to
share our new vision with you. We've poured our heart and soul into it and can't wait to get
started!

Sincerely,

Jay Salyers Steven Keith

Senior WV Account Director/
Vice President Senior Content Director

>
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ATTACHMENT A: VENDOR RESPONSE SHEET

Section 3

3.1 Company description, history and experience related to

destination marketing and producing/distributing tourism-related

guide. Vendor should have the capability to develop and sell

sponsored content and advertising.

COMPANY HISTORY

This year, Miles celebrates 61 years as a tourism
publisher. We trace our roots back to 1954, when
the company began producing local visitor
guides to help travelers learn the best places to
dine, shop and enjoy area attractions. Today, our
company has evolved into a national leader in
destination publishing in both print and digital
media. We're the largest organization of its kind
in the United States, representing many top
states, cities and other destination marketing
organizations across the country.

Each year, we produce 60 individual print titles
for 37 destinations. However, we still employ
the same local approach to content creation -
utilizing the best local travel writers in each

of the destinations we represent - while
simultaneously offering publishing and sales
expertise on a national ievel.

Unlike other publishers, we are 100 percent
focused on the visitor information business,
and all of our resources are devoted to it.

WHAT MAKES US UNIQUE?

Miles creates highly effective custom products
and solutions for our clients because we know

Miles ...
By the Numbers

100% destination marketing
61 years in tourism publishing
91 clients/destinations

187 destination experts

60 print guides produced
each year

18 years of web publishing
experience

100 destination websites
created/managed annually

25 email marketing programs
annually

40 million email messages
deployed annually

$100,000 invested in
research annually

450+ videos, 1,700+ articles,
500+ photo shoots and
7,500 photos annually

visitors: how they think, what they need, what motivates them. Using the latest research

and experience gained from such a broad client base, we develop successful products that

target specific audiences, including consumers, meeting planners and travel trade
professionals - when, where and how they want to receive them.

miles
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We offer you more than any other publishing partner can.
Here’s what sets us apart from our competition.

We are 100% focused on travel and tourism. We specialize in publishing for
destination marketing organizations and work exclusively in this industry. Our team
keeps a tight focus on today’s travel trends, allowing us to deliver the best possible
publications for destinations.

Our motto is “serve the reader.” Our core belief is that successful publications
look to a reader’s needs first - and, as a result, also meet the needs of both the
destination and the advertiser.

We’re launching a content revolution. As you browse our publications, you'll see
a focus on quality content: compelling stories written by expert writers with first-
hand knowledge of the destination, sidebars and callouts with quick facts and fun
features, listings in easy-to use formats, immersive photography and contemporary
graphics.

National know-how with a local touch. While our headquarters are not located in
West Virginia, your Account Director/Senior Content Director and Advertising Sales
Specialist both live and work in West Virginia, and the rest of our highly accessible
publishing team will meet with your staff in person as often as needed. Our editorial
and design teams also will utilize the talents of the best West Virginia writers and
photographers in the creation of your products.

A partner, not a vendor. Vendors deliver commodity purchases. Partners
collaborate with you - and your industry partners - to help meet your strategic
objectives. Our goal is to continue being an active, contributing partner on your
marketing team, working with you to develop creative ideas for West Virginia’s
publications now and in the future. We invite you to work side-by-side with us to
concept, create and deliver a quality travel guide and monthly e-newsletter.

World-class quality. Our focus is always on quality, and the products we create
stand out above the rest. Several have received national awards, including the
coveted Mercury Award for “Best Visitor Guide in the U.S.” (That’s an award we've
received more than once, but the first win - for West Virginia - was the sweetest.)
We have established production methods and technology to ensure the accuracy
and excellence of our publications.

Grounded in research. While 61 years of travel publishing experience has taught us
a lot, we’re smart enough to know that the world keeps changing. Because of this,
our product recommendations are grounded in the latest industry research. We keep
current on the most recent studies by organizations such as TIA and PhoCuswright,
plus we commission our own independent research through the bi-annual “State of
the American Traveler” study conducted by Destination Analysts. Keeping our
clients a step ahead of the rest is crucial to us, so our design and editorial teams
regularly conduct a competitive analysis of state and CVB guides and websites from
across the country. For more information on our extensive research efforts, please
see that detailed section later in this proposal.
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OUR COMPANY PHILOSOPHY

We hope we have proven our expertise to the West Virginia Division of Tourism, given the
success we’ve both enjoyed during our 10 years working together. But with new leadership
in place, we'd like to reiterate our experience with producing state-level vacation guides
and email programs on the pages that follow.

PUBLISHING, ADVERTISING & PRODUCTION PHILOSOPHIES

We believe that successful visitor guides look to readers’ needs first. As a result, these
guides meet the needs of the destination and the advertiser. We believe that our
publications, and their corresponding revenue programs, are best built collaboratively, so
we strive to be an active, contributing partner. We share your dedication to West Virginia
and will continue to deliver a publishing program that enhances your relationship with
visitors and improves your reputation within the industry.

Add a true passion for travel with the collaboration inherent in everyone we hire, and you
get the Miles philosophy. We value;

High Quality:  Evident in our award-winning products.
Authenticity: Evident in our hyper-local approach to content creation and sales.

Innovation: Evident in our focus on research, trends and best practices, which we
share with our clients to develop informed strategies that position
them ahead of the industry.

Accountability Evident in the measurable results we deliver, including increased
visitation, industry participation, revenue and bookings.

Our corporate culture echoes our philosophy of publishing, advertising and production. In
the name of quality, we hire smart people who never stop learning, researching and testing
in pursuit of the best solutions possible. In the name of authenticity, we communicate
clearly with our clients and our audiences. In the name of innovation, we never stand still.
While other tourism publishers and interactive agencies have downsized their staffs, client
lists and product offerings in recent years, we’ve been busy pioneering products and
growing - brainstorming new ways to add relevance and interactivity to print products, and
adding new clients in diverse destinations. In the name of accountability, we take pride as
an organization in the meaningful results we deliver for our clients.

miles
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YOUR STRATEGIC PARTNER

Our goal is to be an active, contributing partner on your marketing
team, working with you to develop creative approaches for West
Virginia’s publications now and in the future. We invite you to work
side-by-side with us to concept, create and deliver quality travel
products.

To remain current on tourism trends and to continue building relationships within the
industry, our senior management team regularly attends and participates in dozens of
conferences and seminars each year. We have a commitment to hands-on local
involvement in every market we publish. From industry outreach and education by our
content managers, publishers and local sales staff, to attendance at important industry
events and in-person sales calls, we take every opportunity to foster trust and relationships
within your industry.

In addition, our team members on average attend more than 60 seminars, conferences and
training sessions each year covering topics from social media and project management to
copywriting, web development, sustainable tourism practices, design and photo color
correction. We commit to investing in our team so we can bring the best to vou.

A SALES LEADER

Strong publishing programs need strong industry support. And in the travel marketing
space, no partner generates more revenue for their clients than Miles. One of the key
strengths we bring is a broad-based understanding of all components of tourism publishing
- print, web, email marketing and data - as well as revenue-generation programs that can
offset your costs in all areas.

Miles has an impressive track record of packaging advertising creatively across print and
electronic media. By doing so, we generate more than $25 million in combined
print/electronic advertising sales each year to offset our clients’ costs - expertise we're
confident no other partner can deliver.

In West Virginia alone, we have generated nearly $8 million in revenue over the past 10
vears working with you. Throughout this proposal, we have included dozens of
recommendations for sponsored content and other industry-supported programs to raise
that number even more.

PSR A R

“Miles is a pleasure to work with. They go out of their way to assist with
any and all businesses that would like to advertise in the state travel
guide. | have nothing but praise for their hard work!"

Jessica Scowcroft, Tucker County CVB

7
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We are especially skilled at selling sponsored content that not only meets your industry’s
needs but, more importantly, enhances your products for consumers.

In West ﬁirgin_ia alone, we have generated nea;*ly B

revenue to support your programs during our 10 years working
with you.

INDUSTRY SPONSORED CONTENT

Long before native advertising became a buzzword, Miles has been using the concept of
sponsored content with great success, from the early days of industry-based co-op pages
to more complex print and digital strategies utilized in the Brand USA products with which
we've been involved.

Just as we have done successfully for other destinations, Miles can integrate a variety of
sponsored content opportunities in West Virginia that showcase partners in a meaningful
context without sacrificing editorial integrity or authority. Visitors interested in specific
experiences can discover recommendations based on topical relevance, geographical
proximity and other characteristics that will grab their attention and enrich their experience
in a way that display ads alone cannot.

For example, activities like whitewater rafting and skiing are big industries in West Virginia,
yet there are only a few pages dedicated to them in your travel guide. There are plenty of
outdoor outfitters and adventure resorts who’d love the chance to get more ink in the book
- and would be willing to pay for it. That generates more revenue for your products, sure,
but it's the advertisers and consumers who really win. Advertisers get more exposure;
consumers get more content.

While opportunities in your guide will ultimately depend on editorial, some potential
sponsored content recommendations include;

Must-Sees. Breakout space on an editorial page could recommend a related
destination, attraction or event. (Example: A spread on history could include a
sponsored callout for Heritage Farm.)

Sponsored Itinerary. Themed itineraries for different editorial topics could be
coordinated to feature multiple partners. (We’d just need to make sure different
businesses are in reasonable proximity to one another, so travelers wouldn't have to
take impractical routes.)

7,
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Sponsored Photo Collage. Images on these pages could be a mix of editorial
selections and advertiser placements, with your approval. Sponsored placements
could include capticns with business information and a website.

Local Products Page. This would be reminiscent of a traditional fashion magazine
product page with an array of product images on a white background, accompanied
by short blurbs about each and a corresponding website. (Example: A photo of
jewelry crafted by a local artisan that pushes readers to visit their studio or a local
retailer.)

Sponsored Map. Local maps could highlight industry partners via paid inclusion,
giving consumers additional insight on distilleries, museums, performing arts centers
and more.

Special Advertorial Sections. Like-minded advertisers could team up to purchase
space in a themed special section, which would include a blend of advertising and
advertorial content promoting their activity/area.

EXPERIENCE WITH SIMILAR PRODUCTS

Miles has provided print publishing services for 61 years. For the past 18 years we have also
offered web and e-newsletter development and other digital services.

Below is a list of states in which we currently produce vacation guides, including the
number of years we’ve been partners with them.
VISIT FLORIDA?® (18 years)
Tennessee Department of Tourist Development (12 years)
West Virginia Division of Tourism (10 years)
Colorado Tourism Office (10 years)
Louisiana Office of Tourism/Louisiana Travel Promotion Association (9 years)
Pennsylvania Department of Community & Economic Development (9 years)
Wyoming Office of Tourism (2 years)
Kentucky Department of Travel (6 years)

Visit Delaware (5 vears)

The guides we publish include content, photography, graphics, maps and industry listings
that are fully comparable to ali needs you have described in your RFP.
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OUR CORE COMPETENCIES

Miles is a turnkey destination marketing company offering expertise to our clients in the
following areas:

Travel guide design, content and production
Strategic services & brand development
Content creation

Content syndication

Email marketing programs

Data collection & management services
Photo shoots and art direction

Revenue generation programs/sales (co-op)
Web program management

Integrated online marketing programs
Traffic generation/SEM

Digital media strategy & buying

Social media marketing

Interactive design & development

Web analytics

User experience analysis

Rich media production

Search engine optimization

Viral programs/contests

Landing page optimization

Mapping & booking integration

“I have worked with Miles for seven years now as an advertiser.
Every year | am blown away at the quality of their work - and just

i when | think they can’t top the previous guide, they do so time and

| time again. It’s also always a pleasure to work with Loren Jorden.

| His professionalism and passion for this guide keeps me putting this in
my budget year after year.”

Olivia Litman, |
Wheeling-Ohio County CVB '
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In addition, here’s a summary of our specific capabilities in both print and electronic
publishing

PRINT PUBLISHING

Competitive analysis and research
Product concepts and content planning
Production schedule and management
Cover, layout and listing design
Editorial content creation

Travel writer management

Listing collection and verification

Photo research/selection

Photo shoot management

Image scanning and color correction
Map creation and cartography services
Proofing and fact-checking

Printer bidding, evaluation and selection
Prepress/print quality control/press checks
Shipping and distribution

Marketing material creation/distribution
In-person sales/membership promotion
Ad contract and creative trafficking
Advertising customer service

Ad creation, proofing and client approval
PDFEx_la certification of all supplied ads
Online ad upload, delivery and tracking

Advertising billing, collections, reporting

ELECTRONIC PUBLISHING

Research and strategic services

Web program management
Integrated online marketing programs
Web development and analytics

Interactive design services

PAGE13

“West Virginia is Wild

and Wonderful, but it’s
also Almost Heaven.
The West Virginia
Travel Guide does a
great job marrying the
wild and mild of this
awesome outdoor
playground. Visit
Southern West Virginia
feels this publication
offers us a vital
advertising opportunity
to invite visitors to
make their memories in
our scenic mountain
home.”

Kay Bess,
Southern West Virginia
CVB
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User experience analysis

Content creation and syndication
Rich media production

Revenue generation programs/sales
Traffic generation/SEM

Search engine optimization

Viral programs/contests

Landing page optimization
Social media management
Mapping integration

Booking integration

Email marketing programs

Data collection & management services

OUR CLIENTS

Currently we work with 91 DMOs and hospitality businesses, some of which are illustrated
below. A full client list can be found at www.milespartnership.com/clients.
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OUR AWARDS

Our real measure of success is in delivering more visitors to our clients, but we're always
happy to have our work acknowledged by independent sources. Below is a selection of
print awards we've won in just the past three vears alone;

In 2015, the Delaware National Media Campaign (Integrated Campaigns: Consumer -
Regicnal/National) and Tampa international Airport Website (Elements of Advertising -
Digital Creative Technology) received Best of Any Category Awards at the American
Advertising Awards, formerly the ADDYs.

In 2014, the Fairfax County Official Visitors Guide Cover was awarded the Best of Any
Category Award as well.

in 2013, the San Francisco Visitors Guide won “Most Improved Editorial” at the Content
Marketing Awards

in 2013, ALIVE: A Colorado Summer Travel Magazine was a finalist in both the “Best

Launch” and “Best New Publication Design” categories in Min’s Editorial and Design
Awards

In 2013, the Brand USA: 2013 Discover America Inspiration Guide took home a Gold
HSMAI Adrian Award

Other recent American Advertising Awards include:

2015 Gold: Destination Maryland 2075 - 20 Ways to Experience Authentic Maryland
(Collateral - Publication Design)

2015 Goid: Visit St. Petersburg/Clearwater Official Travel Website
(Digital Advertising - Websites, Consumer)
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2015 Gold: Tennessee Vacation Guide Editorial Spread Series
(Collateral - Publication Design)}

2015 Gold: Tampa International Airport Website
(Elements of Advertising - Digital Creative Technology)

2015 Gold: Delaware National Media Campaign
(integrated Campaigns - Consumer - Regional/National)

2015 Silver: Hilton Sandestin Beach Golf Resort & Spa Display Campaign
(Digital Advertising - Advertising and Promotion)

2015 Silver: TheModernHonolulu.com (Digital Advertising - Websites, Consumer)
2015 Silver: Washington State Email (Digital Advertising - Online Publication)

2015 Silver: ExploreGeorgia.org Redesign
(Elements of Advertising - Digital Creative Technology)

2015 Silver: Tampa International Airport Epic Photo Shoot (Elements of
Advertising - Visual)

2014 Gold: Louisiana Tour Guide: The Crecle Way, Louisiana Travel Guide
2014 Gold: Tennessee Vacation Guide: Tennessee in Pictures

2014 Gold: Discover America Inspiration Guide

2014 Silver: Wyoming 2014 Official Travelers Journal: Editorial Spreads

2013 Gold: Tennessee Vacation Guide Photo Essay

2013 Gold: Meet Memphis Jones Editorial Spread in the Memphis Visitor Guide
2013 Silver: Albuquergue: The Official Visitor & Vacation Planner

2012 Silver: Memphis Map & Tourist Guide

2012 Silver: Pennsylvania Vacation Guide Itlustration

¥ Arzans RN EANEOH »Flonda FCAT LAUDERUGALE

Here and on the
following pages,
we’ve included some
examples of our
award-winning travel
publications.
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3.2 An organizational chart, listing names, title and the number of full-
time staff currently employed and the employees that would be
working directly with the contract awarded under this RFP.

Keb Personnel

With 187 employees in two national headquarters and dozens of local offices across the
country, we pride ourselves on customer service and have created an operational structure
that affords us the luxury of treating every client as if they were our only client, We take
responding to your needs seriously.

On the next page please see an organizational chart offering a closer look at our company’s
structure;
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Roger Miles
Chief Executive Officer -
.
D Lsahil !
—
llimemnvehdmstratori
______ - |
=i '
’ David Burgess - ) | Dianne Gates
i President v CFO
L l
A Mt s L
| I b ———— = Els_u;m_“ I— P | : —
] i i Lawry
f Nate Huff iy Salyers © Benlles VP NewBusiness& | ¢ Gy [l | Cherte Landriau
i Sr. Vice Presxdent Sr. Vice President | VP KR & Operations 1 Marketing ; sDt::fAnalvhs i Pmﬁ%n;irgpﬂlw ‘ ! Financal Analyst
| e b Awammenmbers | STEmmemben | : . B ——
é Branne Zulauf Steven Keith I Mike Tomphins ! Dougl.uam i e
- Brand USA Operations |~ Account Owreclor —E Production Manager | Director of Operations , g
12 team members | d1eam members 7 teai members 3team members é
1 Paui Winkle | (IR | | i MeghanAlden H Kann Mast |1 Kelly Waldron
! AV salesfSuppot | i [ i
i~ Brand USASales |- 10veam members | | D Of Data Semvices ™ VP, New Business . S
| iztammempers || ° | 5team members | Development ;| | 3team members
*Carrie Barker j Carrie lﬁoemg ; David Derr Scoft Bacon i EdBehen il
—!  AccountDirector  f—! Dir of DigitaiSales  fe=t Director of Systems = VP, New Business
i = j ! C T Deval | AsstController
| Swammembers | . Steammembers | i & team members : Developiment =
Mina Robertson Hannah Kelbaugh Peggy Gangerm l Miodlson Fauest
== Aztount Director == Arcpunt Director = HR Administratar = — -
= ST AR 5 team members 3 team members ! i
SR e R . R — et et ——,
ot | IR e e e WP
|  LaurenBourgoing i  MachaelRoot ! z H/Print Production/In '
! AccountDirector . fe  AccountDirecior e iviarket i
i 14team members | 10teammembars - | Yteam members
' Andrea Evang
bessd  Account Director
7 team members
g Rich Garcia
—  Account Birector
4 team members
Vito Zuppardo  °

' Account Diretar
* 5 team members

—_

PAGE 20 miles

marketing destinations




Proposal for the West Virginia Division of Tourlsm Travel/Visitor Guide & e-Newsletter Miles

Your dedicated West Virglinla team is a group of familiar faces, some of whom have been
working closely with your staff since we were first awarded your business back in 2005. Your
team will be led by Senior Vice President Jay Salyers and Account Director/Senior Content
Director Steven Keith, who is not only a West Virginian but also a former West Virginia Division
of Tourism employee who brings valuable insight to working with your team. In addition to your
dedicated project team below, you'll also have full access to the resources of our fully staffed
editorial, design, data, email and web development departments.

Wiles” West Vl'rél'n{a Team

CORE TEAM

Jay Salyers
Senior Vice President

Education: B.A. in Integrated Strategic Communications,
University of Kentucky, Lexington

Experience: 10 years with Miles; three additionat vears of
tourism marketing experience

Expertise: Jay's specialty is in developing product plans that match our clients’ needs and
strategic objectives, specifically in aligning West Virginia’s resources with the latest research-
based trends. He's responsible for maintaining positive, productive relationships with Miles’
clients, as well as their overall satisfaction with our products and services. Jay will have bottom-
line responsibility for every aspect of the West Virginia Travel Guide and monthly e-newsletter.

Steven Keith
Account Director/Senior Content Director

Education: B.A., cum laude, Marshall University,
Huntington, WV

Experience: Seven years with Miles; 24 years of related
experience

Responsibilities: Steven manages internal production workflow and communicates with clients
regularly on project status. We believe the key to any positive business relationship is consistent,
frequent and detailed communication. Steven is committed to being responsive to West
Virginia’s needs and challenges, and he will be the primary day-to-day contact between you and
your Miles team. While all team members will work closely with your staff, Steven will oversee
the overall direction and success of the project. His responsibilities include scheduling regular
meetings, providing status reports and maintaining the production schedule to ensure on-time
delivery. Steven is also responsible for leading concept creation, execution and production of
editorial in Miles’ print publications, email marketing programs and websites.

(
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Loren Jordan
Destination Specialist/Account Executive

Education: Liberty University in Lynchburg, VA

Experience: Nine years with Miles; 10 years of nonprofit
management experience in West Virginia. Loren is also co-owner
of a gourmet coffee company in West Virginia, married a coal
miner's daughter here and watched his youngest daughter graduate from WVU.

Responsibilities: Loren is responsible for all West Virginia sales. His approach encompasses
independently prospecting, fact-finding and assessing the needs of potential advertisers to

define their goals, then demonstrating how the West Virginia products can respond to each
advertiser's needs and objectives. He also represents Miles at West Virginia events.

Hilary Stojak
Senior Art Director

Education: B.A. in Journalism with an emphasis in magazine and
newspaper design, Marquette University, Milwaukee, WI

Experience: One year with Miles; 17 yvears of related experience as
art director and lead designer on several magazines

Responsibilities: Hilary is responsible for implementing destination brands in print magazines,
websites, email newsletters and sales and marketing collateral produced by Miles - including
graphic design, layout and photo direction.

Samantha Davis
Advertising Data Manager

M o e T - . . . . . .
|-~ ;ﬁ s el ¥ Education: B.A. in Marketing from Metropolitan State University
v S

J-,'@,M - of Denver

Ak e e i ) L
il ‘Q_‘._\l‘;a *  Experience: Six months with Miles; two years of related
s, £.7%  experience in marketing and social media

Responsibilities: Samantha is responsible for managing incoming ad contracts and
communicating with advertisers. She works closely with each advertiser for the creation,
collection, proofing and approval of ads to ensure they are ready and appear in their final
products.

b d
PAGE 22 miles

marketing destinations




Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

Carrie Koenig
VP, Sales & Marketing

Education: Metropolitan State University of Denver

Experience: 11 years with Miles, 14 years of tourism industry
experience

Responsibilities: Carrie is responsible for creating robust
programs that first and foremost serve the user while driving a strong return for industry
partners. She also leads industry relations rooted in helping to educate advertisers on tourism
trends and marketing best practices, including creating and tracking effective advertising.

Kelli Chiri
Sales Operations Manager

Education: B.A. in Public Relations, University of Northern lowa

Experience: Three years with Miles focused on industry
partnerships

Responsibilities: Kelli is responsible for supporting the marketing
efforts for our advertising programs. She supports our sales staff in revenue generation by
providing best practices, sales tools and guidance for our Advertising Account Management
Team, working together to execute a marketing plan in each market.

SUPPORTING TEAM OF EXPERTS
Elena Prostova
Creative Director

Education: B.A. and M.A. in Literature from Kazan State
University in Kazan, Russia

Experience: 13 years with Miles; 11 additional years of related
experience

Responsibilities: Elena is responsible for design concepts for print and digital products that
reflect an understanding of our clients’ objectives and marketing strategies. She is also
responsible for evolving the products and services we provide to our clients from both creative
and technological perspectives. She keeps a close watch on developing trends - from mobile
technologies to digital publishing - to bring the best thinking to our clients, ensuring innovative
programs,
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Chris Adams
Director of Research & Online Marketing

Education: B.A. in Management Studies from the University of
Waikato, New Zealand; M.B.A. with a focus on tourism marketing
from the University of Colorade at Boulder

Experience: Nine years with Miles; 15 additional years of
publishing experience in the U.S.,, New Zealand, Australia and UK tourism and media industries

Responsibilities: Chris is responsible for keeping our team and our clients informed regarding
trends and research in travel. He provides strategic recommendations based on research, and is
in demand as a speaker at tourism technology and research conferences.

Y Emilie DeLong
Print Production Manager

Education: B.A. in Fine Art from Smith College, MA

Experience: Seven years with Miles

Responsibilities: Emilie is responsible for the creation of digital
files and scans for publication and/or distribution. She also coordinates internally with account
teamns to determine product specifications and schedules for all of our print guides. She
communicates with vendors, coordinates the print production process and drafts print press
orders and shipping instructions, all while ensuring our print and paper costs are the most
competitive in the business while still maintaining the highest quality.

Mike Tompkins
Production Manager

Education: A.S. in Commercial Art from Tampa Technical
Institute; A.S. in Digital Media from Full Sail University, FL

Experience: Seven years with Miles; eight additional years of
related experience

Responsibilities: Mike oversees a team of artists who produce top-notch advertising for all of
Miles’ publications. He’s also responsible for proofing every image in our products to create a

consistent look and feel, and making sure that every image meets our high quality standards.

Mike has also led Miles’ efforts to test and target electronic guide options.
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Meghan Alden Gasparro
Director of Information Technology

Education: B.S. in Broadcasting Production,
University of Florida

Experience: 14 years with Miles; two additional years of related
experience

Responsibilities: Meghan oversees our database systems and web application and mobile
development, focusing on ensuring our tools, programs and sites are uniquely suited to the
user's needs. She also heads up our ePublishing team, with an emphasis on staying on top of the
latest trends in email marketing and increased deliverability, ensuring optimal reach for the West
Virginia Division of Tourism.

Amanda Steward
ePublishing Project Coordinator

Education: Technical School Certificate,
Miami Advertising School

Experience: Seven years with Miles

Responsibilities: Amanda is responsible for the day-to-day management of the 20-plus clients
using our email marketing services. Her focus is on managing deployment schedules, email
builds and deployments, in addition to reporting and assisting with list management. Amanda
has been a key player in the implementation of ongoing West Virginia email improvements.

Mitch Veix
ePublishing Developer

Education: A.S. in Graphic Design from Manatee Community
College, FL

Experience: Seven years with Miles

Responsibilities: Mitch is responsible for working with project
teams to code templates according to email marketing best practices, as well as the building and
deplioyment of regularly scheduled email programs.
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3.3 Subcontractor company information and references. Provide a
potential list of all related sub-contracted services that may be
needed for work associated with this RFP.

Subcontractors

For your travel guide and monthly e-newsletter, we will hire outside freelance travel writers
to help create content for you, and may commission professional artists and photographers
to assist as well - all at no cost to you. Outside of that, we also subcontract with third-
party companies to deploy your emails, create your e-guide and print/deliver the travel
guide per your specifications. The partners below could be utilized if you choose to do the
sweepstakes and lead-generation program we’re recommending.

EMAIL DEPLOYER

StrongView

1300 Island Drive, Suite 200

Redwood City, CA 94065

Phone: 650-421-425]

Contact: Christine Comanor, Account Manager

For email deployment, Miles partners with StrongView, one of the largest email service
providers in the nation. Our team deploys more than 48 million emails annually, with 23
active campaigns ranging from general consumer interest to international, special interest,
value-oriented offers, industry outreach and meeting professional (B2B) programs. Our
clients are not charged any license fee to utilize StrongView and its advanced email
marketing platform features:

Easily create mailing segments of a list for A/B and multivariate testing

Dynamic content and content scrape functionality for delivering timely/
relevant content

Web tracking functionality to track subscriber behaviors on the website,
which allows for triggered mailing based on behaviors and events

Robust API for integration in Miles’ and client CRMs

Hard bounces and unsubscribes are easily excluded from a list
Detailed reporting easily viewed in chart form or exported to Excel
Excellent security features to prevent hackers from accessing data

Excellent user controls provide full access to list data

miles
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E-GUIDE PROVIDER

PageSuite

50 Mall Road - Suite 210

Burlington, MA 01803

Phone: 781-491-4288

Contact: Jeff Gannon, Senior VP-North American Sales/Business Development,
jeff.gannon@pagesuite.com

PageSuite is a privately owned and self-funded company with both UK and U.S. operations.
They provide software for digital publishing products such as e-guides and apps. They are
partners with Amazon for Kindle Fire, Barnes & Noble for Nook, Microsoft for Windows
8/Windows Phone 8, Google Play and have great relationships with Apple. They currently
have more than 650 live apps up and running and strive to be the market leaders across
core digital, mobile and tablet products.

EMAIL LEAD GENERATION

Wiland Direct

6309 Monarch Park Place, Suite 201

Longmont, CO 80503

Phone: 303-485-8686

Contact: Brew Eskew, Executive Vice President, beskew@wilanddirect.com

For email lead generation, Miles would partner with Wiland Direct, leading experts in
Predictive Database Modeling, which gives us the opportunity to find additional gualified
leads likely to be interested in West Virginia travel information based on audience modeling
and a review of your existing email database and/or social media footprint.

SWEEPSTAKES MANAGEMENT “I love the 2015 WV

| State Travel Guide!
ePrize | To me, it just seems
1M East Wacker Drive, Suite 310 t  fresher this year. | like
Chicago, IL 60601 | the layout and the

Phone: 312-252-3470
Contact: Dominique Strom, Senior Account Manager,
dominigue.strom®@eprize.com

feeling of adventure
that is captured on the

e - ) pages. | also really liked
To assist with coordinating and managing a the ‘by the numbers’

swee_pstakes (in(l:luding handling all It.-:'gal . section and feel this will
req-wrements) Miles would partner .w1th ePrlz? to stand out to readers.
deliver a seamless, turnkey promotion. In business well done by all

since 1999, ePrize has successfully coordinated more
than 8,500 campaigns in 47 countries - including
contests for 76 out of the top 100 brands and 17 out of Tyson Compton,

the top 20 agencies nationwide! Cabell-Huntington CVB

involved!”
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QUOTED PRINTERS

We know you prefer that vour guide be printed in-state, so we have used Quad Graphics in
West Virginia’s Eastern Panhandle for the past several years. Quad Graphics is the only
facility in the state equipped to handle a job this large, so we have once again included the
company as one of the three print bids you requested. While Quad Graphics is not the most
cost-efficient or highest-quality printer we work with, Miles would still commit to print your
guides there if required.

Quad Graphics

855 Caperton Blvd.

Martinsburg, WV 25403

Phone: 304-260-7000

Contact: Mark McCutcheon, Sales Representative

Quad Graphics is an international print services provider with a number of facilities across
the world, including one in Martinsburg, WV. Quad Graphics has produced a number of
titles for Miles in the past, including the West Virginia Official State Travel Guide, which has
been printed at the Martinsburg location for the past four years. Their familiarity with the
work and ideal location in West Virginia has made Quad Graphics a good choice as a
possible printer for this bid.

RR Donnelley

120 Donnelley Drive

Glasgow, KY 42141

Phone: 561-630-1442

Contact: Chris Portalatin, Sales Executive

RR Donnelley is an international print services provider with a number of facilities across the
world, including a regional plant in Glasgow, KY. RR Donnelley has produced a number of
titles for Miles, including the Brand USA/Discover America Inspiration Guides, which print in
1% languages across six different facilities. Their consistent high quality work, exceptional
customer service and ideal location have made them a possible choice as a subcontractor
for this bid.

Walsworth

306 N. Kansas Ave.

Marceline, MO 64658

Phone: 800-3269-2646

Contact: Maryann Magee, Sales Representative

Walsworth is a print services provider with locations in Marceline, MO, and St. Joseph,
Ml. Known for their high-quality work and diverse capabilities, Walsworth has produced
several titles for Miles annually. Their exceptional workmanship and competitive pricing
have made them a good choice as a possible subcontractor for this bid.

7,
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3.4 A list of annual gross billings for the previous two years, a list of all
accounts gained and lost in the last 12 months with a description
of why accounts were lost, and a list of memberships in any local,
national, or international advertising, marketing or public relations
associations. The Vendor should have sufficient financial stability.
The Vendor should be recognized throughout the industry as a
Vendor with a solid financial foundation to meet its commitments
on behalf of itself and its clients.

Annual Gross Billings for Past Two Years
2013: $44,938,014
2014: $53,575,993

Accounts Gained in Past 12 Months
Ohio Division of Travel and Tourism - web services (2015)
Greater Williamsburg Chamber & Tourism Alliance - web services (2015)
The Michelangelo Hotel - SEM, email services and content development (2015)
Napa River Inn - email services, site hosting and content development (2015)
Maryland Office of Tourism - print and web services (2014)
Branson/Lakes Area Convention and Visitors Bureau - front-end web services (2014)
Intertribal Tourism Committee - media placement services (2014)
Experience Kissimmee - print services (2014)
Mammoth Lakes Tourism - web services (2014)
NYC & Co. - consulting and SEO services (2014)
San Diego Tourism Authority - SEO consulting (2014)
Visit South Walton - web services (2014)
Samoa National Tourism Authority - content, SEO and consulting (2014)
South Pacific Tourism Organization - education, strategy, consulting and SEO (2014)

The ART Hotel - branding, online and print advertising, web services, SEQ, content,
email and social media (2014)

Historic Hotels of America - co-op programs, web services, content, email and online
advertising (2014)

Preferred Hotel Group - web services and online advertising (2014)

The Sherry-Netherland - content development, SEQ, online advertising and email
services (2014)

Travaasa Austin - content development and SEQ (2014)

<,
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Travaasa Hana - content development and SEQ (2014)

Auckland International Airport - Chinese language content and campaign, domestic
and international (2014)

Tampa International Airport - web services, digital strategy and app development
(2014)

Accounts Lost in Past 12 Months

None

Advertising, Marketing & PR Memberships
West Virginia Hospitality & Travel Association
Brand USA
Destination Marketing Association International
U.S. Travel Association

Southeast Tourism Society

Financial Stability

Miles has been in the travel publishing business for 61 years and is one of the only such
companies that keeps growing - adding more clients and employees - while many others
are downsizing. Please see the letter from our bank on the following page for further proof
of our financial stability and ability to handle a project of this size.

“In 2014, the CVB of Marion County had almost 1,500 visits from the
e-newsletter - and of those, 85% were new visitors. To date, more
than 1,200 Marion County Visitor Guides have been mailed as a result
of our Italy in Appalachia e-Blast. In addition, we are pleased that
from July 1, 2014, to February 2015 we have mailed almost 7,000
Marion County guides after visitors saw our ad in the West Virginia
State Travel Guide. Both publications continue to be great lead
generators.

“Miles continues to stay current with travel and tourism trends and is
very willing to share that information. Loren Jordan has offered our
CVB some ideas on how to set our organization apart that we
continue to implement today.”

Leisha Elliott, Marion County CVB
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Y
—3 ) frig Pueranakl SunTivst
SUNTRUST A nias Seniod L e
Tad 0. 3155835
Fioe D61 D44741-B585
Giregat. | sk il onm
Febnary 12, 2015
To Whoam This My Concem:
6751 Profeccional Parkweay West

Miles Media Gooup, LLLP ha: maintsined a relationship with SunTrust Benk since August 1908 and
aas handled their bank accounts in & professions] manmer upder the sgreed terms. The conrbined
accounsts have been consistenthy resimiained in the mid six-Ggure range.

We have enjoyed a very positive relationship with Miles Media Group, LLLE.
Ifyou have axy questions or need fiarther assistanve please do not hesitate to comtact me.

Sigcerely,
Grapery 7. Fionsest! — AVD Business Relationship Manager —SamTius Banis, Int.-

1001 Thind Avenue W.. 2nd Fiodr-—Braderion, F1 34205
. S491-313-5635 oell

Fax 541-741-8556
Emai} Ty.2p
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3.5 Contact names, telephone and email of two current clients, who
may be contacted by the Agency as references, for which similar
services have been provided as referenced in this REP.

REFERENCES

Colorado Tourism Office/

Office of Economic Development and International Trade
(Services provided: web, print, emali, sales)

1625 Broadway, Suite 2700

Cenver, CO 80202

Contact: John Ricks, Associate Director, (303) 892-3869, john.ricks@state.co.us

Louisiana Department of Culture, Recreation & Tourism
(Services provided: web, print, email, social media, database, advertising)
1051 North 3rd Street

Baton Rouge, LA 70802

Contact: Kyle Edmiston, Assistant Secretary, (225) 342-8125, kedmiston@crt.la.gov

3.6 The Vendor should be knowledgeable about best practices in
email communication and be capable of providing detailed
reporting of email or deliverability, link tracking and
consumer/profile tracking.

ENEWSLETTER EXPERTISE

Integrated email marketing campaigns serve a number of crucial purposes. They expand
and maintain your brand, create an ongoing dialogue with your most important audiences,
drive traffic to your website and increase visitation to your state. Miles has extensive
experlence in creating travel email marketing programs that effectively communicate with
target audiences, and we’ve been using that expertise to deliver a highly successful
program for West Virginia over the past 10 years.

Our team deploys more than 40 million emails annually, with 25 active campaigns ranging
from general consumer interest to international, special interest, value-oriented offers,
industry outreach and meeting professional (B2B) programs. We work with 12 state tourism
divisions, eight CVBs and Capital Region USA, four resorts and Brand USA on email
programs.

.
miles

marketing destinations




Proposal for the West Virginia Division of Tourlsm Travel/Visitor Guide & e-Newsletter

Miles

These days, we know that just about everyone is capable of producing and distributing
emails. What makes us different is our dogmatic focus on deliverability and performance.
No other email marketer in the travel space goes to level Miles does when it comes to email
browser testing, CAN-SPAM compliance, IP reputation monitoring and whitelisting.

In fact, email marketing programs created by Miles for our destination clients have swept
the travel category at the Internet Advertising Competition, and the Web Marketing
Association has consistently awarded “Best Travel Online Newsletter” to a program

published by our company.

How’s that for a track record?

OUR EMAIL PRODUCTION PROCESS

Dedicated solely to email marketing and research, each member of our ePublishing
Department brings to the table a unique and important level of experience and expertise.
With design, programming, development, list management, research and analytics
backgrounds, team members work together to produce award-winning email marketing
campaigns that consistently perform above current market standards.

Below are our workflow steps for email marketing programs that we create:

’
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w/subject lines
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Deployment
For deployment, we partner with StrongView, one of the largest email service providers in
the nation. Our clients are not charged any license fee to utilize StrongView, and its
advanced email marketing platform features:

The ability to easily create mailing segments of a list for A/B and multivariate testing

Dynamic content and “content scrape” functionality for delivering timely/
relevant content

Web tracking functionality to track subscriber behaviors on the website, which
allows for triggered mailings based on behaviors and events

Robust API for integration in Miles’ and client CRMs

The ability to easily exclude hard bounces and unsubscribes from a list
Detailed reporting easily viewed in chart form or exported to Excel
Excellent security features to prevent hackers from accessing data

Excellent user controls that provide full access to list data

Tracking & Reporting

We provide robust tracking of all email deployments that go beyond open rates and click-
throughs and look at user behavior on the website itself. Once templates are developed, we
will do continuous A/B testing to improve the performance of the email by adjusting
design, content and subject lines. We will provide complete monthly reporting on all
deployments, Extensive reporting includes data on:

Delivery rates

Open, click-through and unsubscribe rates

Bounce backs - soft and hard

A/B testing

New signups since last deployment

Time-of-delivery tracking

Advertiser performance

Traffic to GoToWV.com from each email

Number of pages viewed

Average time visitors spent on the site

Top website pages visited from each email
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Database Management Services

We provide complete database management services including integration with website
forms and all importation of records. This includes opt-ins, control of duplications,
unsubscribes, bounces, suppressed addresses, information updates or changes,
segmentation of list for deployment (if applicable) and recommendations for list hygiene.

3.7 The Vendor should provide some hard copies of other
publications they have worked on or are working on with similar
specifications within this RFP,

SAMPLE GUIDES

You have requested samples of similar state vacation guides our company has produced.
We've enclosed six copies of a few other publications similar to the West Virginia Official
State Travel Guide. Additional designs, links and case studies of our products have been
incorporated throughout our proposal as well.

You can also visit www.MilesPartnership.com and click on *“Portfolio” for more information
on our Clients, Services and Success Stories.

“What a stunning guide this is!
| was particularly impressed
with the overall layout of the
publication. You've done West
Virginia proud!”

Gail Hyer,
Pocahontas County CVB
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Section Y

4.1 To design, create and develop the layout of a Travel Guide, which
will include various tourist attractions, destinations, events, etc.

CONTINUING OUR WORK HERE: LOOK HOW FAR WE'VE COME!

“And the Mercury Award for Best Travel Guide in the United States
goes to ... the West Virginia Division of Tourism!”

That’s not some unattainable goal, but an accomplishment Miles delivered the very first
year we started working with you. Since then, the West Virginia Official State Travel Guide
has continued to evolve from a simple book with stories, photos, ads and listings into a
dynamic, influential and more contemporary travel-planning resource. More carefully
crafted content (engaging first-person features, themed reports, photo spreads) helps
inspire readers to choose West Virginia, and functional tools (regional itineraries, best bets,
events, listings and grids) give them all the information they need to turn inspiration into
action.

Just take a look at how much your guide has grown under our partnership:

Right out of the gate in 2005, we
introduced a new welcome section,
seasonal photo spread, tear-out state
map, regional "wild” and “wonderful”
itineraries, accommodation grids and
an e-guide to post on your site.
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In 2006, we maintained all of the
above features, and added a unique
photo-illustrated cover, consumer-
friendly “travel tips,” more themed
itineraries and even more maps.

2007 featured another eye-
catching photo illustration gracing your
cover, while hew campground grids,
suggested group excursions and a
recurring “trips for every budget”
feature appeared inside.

Featuring a cover with an
enhanced matte finish, the 2008 guide
also boasted 18 additional pages of
themed content up front, thanks to
more efficient use of space in the
regional sections in the back - giving
readers much more “sell” when they
first opened the book.

WesT VIRGINIA
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In 2008, we offered a four-season
cover, further supported by an Addy
Award-winning four-season gatefold
inside, in addition to new graphic
illustrations, a clever approach to
feature stories and a fun “flip book”
showing an illustrated whitewater
rafter riding the rapids.

L

With the most significant
reorganization in years, the 2010
edition packaged all feature stories
and themed reports into three unique
“experiences” you can have in West
Virginia. New testimonials throughout
the book also helped readers put
“faces” to the state’s many charms.

After winning your business again in

2011, we built content around the

new “Where is Your West Virginia?” campaign you had just launched, adding GPS
points to hero images to complement your ads, plus included a travel guide reader
survey, a variety of fast-fact callouts and regional event roundups.
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Cele brating150 Ears

For 2012, Miles coordinated our own photo shoot to capture a gorgeous new image
for your cover, adding content inside interviewing famous West Virginians, offering a
sneak peek into the new Boy Scouts Adventure Camp and promoting events
highlighting the Civil War's Sesquicentennial.

The 2013 guide promoted the state’s 150th birthday on its cover, blending archive
photos with a modern day image of fireworks blasting over the gold-domed Capitol.
To celebrate the occasion, inside we offered a “bucket list” of 150 must-do
experiences in every region of the state.

In 2014, a photo collage cover showcased the state’s wild and wonderful sides, and
a new nine-page photo essay offered striking full-page images contrasting the “wild”
and "wonderful” in West Virginia's outdoors, culture, entertainment and more. “A
Week in West Virginia” offered a whirlwind one-week itinerary to the state’s iconic
attractions, and a Boy Scout from Texas offered an engaging first-person report on
the Jamboree held in these mountains.
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Your new 2015 guide features a
large percentage of new
photography (paired with more
imodern design elements to match
new creative direction) in a dynamic
29-page “West Virginia, By the
Numbers” section showcasing top
experiences related to major travel
themes. The addition of highlighted
events this year also helped bring
your annual calendar to life.

FYy B YO ooletive:

And we have no plans to slow down in 2016!

Moving forward, Miles will continue to deliver innovatlve custom travel publishing and
marketing solutions to keep West Virginia's guide on the cutting edge. In fact, our entire
guide concept moving forward is built on what research shows is the single-most important
element in any travel promotion product. And that’s content. We plan to bring it in a BIG
way - through engaging features, jaw-dropping (and ginormous) photography and
digital/social integration like never before. It’s going to be epic.

But before we dive into these new ideas, let’s first take a look at why print is the perfect
platform for them.

—

5t Virgiia

and Woidestud

7
PAGE 40 mlles

marketing destinations




Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

THE (BRIGHT) FUTURE OF PRINT

The future of print? Better grab your shades!

Even as more and more destinations ramp up their digital presence, print remains an
extremely strong component of the travel-planning process.

The authoritative State of the American Traveler research conducted by Destination
Analysts over the last five-plus years highlights that print usage has actually increased and
print publications continue to have an important role in the travel-planning process. A few
key takeaways from our recent review of media usage research are:

Print usage by visitors is not in decline, but in fact has been growing slowly over the
last five years. We have moved from a “mass media” environment to a new, complex
online/offline media environment. Travelers are using “masses of media.”

Mobile (smartphone) use in travel planning has been growing strongly but only this
past year (January 2014) has reached the penetration of print among U.S. leisure
travelers (45%).

Print usage spans the generations; for example, Gen Y travelers are almost as likely
as Baby Boomers to order an official travel guide.

Print guide users are more affluent, bigger spenders, better educated, more frequent
travelers and more social - just the kind of visitors you want.

Our conclusion is that print usage among U.S. lelsure travelers remains strong, but there is
clear evidence that its role is changing in the trip-planning process. With the rise of mobile,
its place as an “in market” information source is likely to decrease with an increasing
emphasis on the all-important inspiration and dreaming stages of travel planning.

More than ever, you must have a strong multi-channel strategy that delivers inspirational
ideas and travel planning information to consumers through a variety of outlets: print, web
and mobile. Knowing what type of content to deliver in each channel is our specialty.

Travel Media & Technelogy

'm In the past 12 months, which of these internet technologies or services have you used to help plan
“ your leisure travel? (Select all that apply)
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OUR VISION FOR WEST VIRGINIA:

Bm’tg on the Lnspiration!

The national research mentioned above, combined with our own, paints a clear picture of
what consumers are looking for when they pick up a travel guide. They have two primary
needs that must be met:

1. They want to be INSPIRED by what the destination has to offer (motivating
them to visit).

2. They need the content and tools necessary to PLAN their trip (turning lookers
into bookers).

But the inspire part has to come first. If we don’t “wow” them enough to choose West
Virginia over other destinations they might be considering, they’ll never even make it to the
pianning content we offer.

That’s why we’ve been so excited to follow the new marketing initiatives you're rolling out.
Engaging new photography, powerful messaging, lots of emotion and sentiment - these are
the things that inspire people. You clearly get it.

And of the seemingly endless sources of travel information out there these days, print does
“inspiration” best. We get that, which is why we want to transform your next guide into an
inspirational powerhouse based on three strong pillars:

1. INSPIRATIONAL DESIGN: Great images inspire, so dynamic large-format
photography anchoring eye-catching spreads will play a key role in our design
approach moving forward. We're ramping up the “wow factor” to better showcase
all the wild and wonderful things West Virginia has to offer.

2. POWERFUL CONTENT: Powerful words inspire, so all content we produce will be
crafted for maximum impact - to really move the people who read it. Based on
recent trends and research, we'll create an overall editorial strategy featuring the
experiences your visitors are most interested in. Then we’ll work with local, in-the-
know travel writers and social-savvy followers to get the job done.

3. DIGITAL & SOCIAL INTEGRATION: Stories from friends and family inspire, so
social integration will be woven into your travel guide and e-newsletter. We'll use
dynamic new Augmented Reality technology to bring your print guide to life online,
plus we've brainstormed an exciting new sweepstakes that encourages people to
“Share Your Wild and Wonderful” across muitiple print and digital channels. Calis to
action throughout the guide will invite readers to share their stories and photos on
social media - and visit those channels for inspiration from other visitors.
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It’s a rock-solid foundation for your guide moving forward, so let's take a closer look at
each element.

Insfiraﬁamf 'Desgn

We believe that for a destination as exciting as West Virginia, a design with great visual
appeal is an essential part of enticing consumers to visit. So we're rolling out more
captivating, modern-looking design elements to increase West Virginia's appeal to the
fastest-growing segment of potential visitors — Millennlals, especially those in that coveted
35-45 age range.

To help illustrate that, we’ve created some cover concepts, sample editorial designs,
regional spreads, even a guide “Look and Feel” board - all of which are presented on the
pages that follow. But these are merely ideas at this point - nothing is set in stone, of
course. We know your new brand is still evolving and, if selected to continue as your
publisher, would work closely with you to determine exactly how these elements are
executed for optimum results.

g
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Qutside of the design elements we've shared, we'll also elevate strong photography to the
forefront, making sure it helps support the stronger words we're offering - and, in some
cases, communicate West Virginia's charms instead of words. Our focus will be on quality
over quantity - with large iconic images saying more than a collage of smaller ones ever
could - and we’ll get right to it with an intreduction unlike anything your readers have seen.

We envision the guide opening with an expansive photo essay featuring a diverse
collection of large, iconic, highly engaging images paired with minimal copy on crisp,
clean, open pages. And we're not just talking about a simple opening spread, but rather an
eight-page section (uninterrupted by ads) that would cover all of the same topics we have
in the past on more traditional content pages. Images and accompanying copy would work
together to sell the state’s natural beauty, outdoor adventure, Appalachian culture, Civil
War history, music, food, artisans and more, while better establishing and supporting an
emotional connection to your brand. Talk about inspiration!

Ma[(e, a S-Pfa,s(x

5 DO].UI"[-\TE.MDD QLUE REIUM ensect m:qm& 2 g dolapias soduem p-edmrnemmpmamu A
- ! wenicie solul apeobesti rasaper ehenimpos 1e vidtleriiz snngu d qor 11 lakror 0610
¥ vojuseasi veudant et boepo te slge o ynteit geve g iieg A Sonvegit e et Joclis sedanus eos
% o ant dandeann, seqid 1ecspel o
' ‘ ‘- . 3 ] L
‘ i e phel euplion "ﬂﬂ’ ey o

Not just limited to this dynamic opening, our focus on high-impact experiential
photography will carry through the entire print guide, moving potential visitors along the
trip planning path from dreaming to planning to booking their travel. Every step of the way,
we'll combine strong words with striking designs that bring them to life.
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Powerful Content

Captivating designs make a great first impression, but solid content is
what draws visitors in for the long haul.

For your 2016 guide and beyond, Miles will cross-reference your goals with the latest travel
research to develop a content plan that will deliver the information consumers need, in the
formats they want. All the content we create will also be carefully crafted to hit the key
message points you need to convey to potential visitors.

Recent findings from Longwoods International outlined your key strengths against
competitors, so our content should reinforce what many already know - that West Virginia
is @ great place to enjoy beautiful mountains, outdoor recreation and nature.

But perhaps more importantly, we also need content that hits on the key attributes
travelers are looking for in any destination, so they'll be more likely to choose West Virginia
over someplace else. For those consumers, we need content that clearly convinces them
West Virginia is a fun place for families and children, an exciting place to visit for all and a
place that offers a unique vacation experience.

These themes will be woven through all content we produce for you, with every piece
created to achieve a specific goal. Throughout the process we’ll continue to ask ourselves:
“What does this piece need to accomplish? How will it be successfui?”

We'll include a mix of longer immersive features, paired with shorter nuggets of
information (best bets, insider tips, top lists, etc.) consumers are drawn to. And we'll use
two different - but very influential - groups of storytellers to share this information with
your readers,

PROFESSIONAL TRAVEL WRITERS: Miles has recruited a group of talented West
Virginia-based writers who can share the experiences you offer in goose-bump
detail. Instead of offering a roundup of Civil War sites, we'll send a writer to one of
them to share how the experience changed their outlook in some way. Instead of
talking about Bridge Day's appeal, we'll have a writer share the sights, sounds and
emotions of a day totally letting loose. Instead of a roundup of natural wonders, we'll
send a writer to Seneca Rocks or the New River Gorge or Blackwater Falls to put us
in their shoes.

POPULAR TRAVEL BLOGGERS: Ramping up your social side, we'll also introduce
new bloggers and other tech-savvy travelers who will share their West Virginia
adventures with readers, “social style” via blog-type posts/photos incorporated in
your guide. These folks will also use the latest photo/video technology to capture
their experiences, creating a wealth of content you can use across your entire
marketing platform. From GoPro videos on your website and YouTube channels to

P
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new boards on your Instagram and Pinterest pages, we'll help you show West
Virginia’s wild and wonderful appeal in print and elsewhere.

Instead of telling readers they can simply HAVE these experiences, these folks will convey
how it makes them FEEL when they do. This style of immersive storytelling will do a more
powerful job of selling West Virginia by giving readers a much better sense of what awaits.
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D%i{al X Social Infeémﬁon

Through the years, we've done a great job together telling stories about the people, places
and experiences West Virginia has to offer - but storytelling has now changed.

Once a primary vehicle for content delivery, your printed travel guide is now just another
car on the information superhighway, jockeying for space alongside websites, email
programs, social media platforms and countless other sources of content. It still plays a
valuable role, so long as it evolves to stay relevant.

Yours will.

By publishing a forward-thinking travel guide that serves as a catalyst for a more infinitely
robust content-generation program that collects, curates and shares West Virginia’s
incredible stories via multiple integrated channels, we’ll be extending the life and Impact of
your guide exponentially!

Simply put, we don’t just want to publish an annual guide that’s delivered to your door once
a year. We're offering an ongoing, combined digital and print strategy that keeps West
Virginia “top of mind” all year long by finding great stories told by those who have visited
the state - and then pushing them out to those who may be considering a trip wherever
they like to consume content - be that print, social media or online.

The cornerstones of that strategy include two very big ideas that could be game-changers
for West Virginia:

1. A new Layar Augmented Reality Platform built into this year’s travel guide

2. A new integrated “Share Your Wild & Wonderful Sweepstakes” that spans
multiple channels

Layar Augmented Reality ~ Interact with this page using layar
Platform E

Layar is a “beyond QR codes” &
technology that bridges the gap
between print and online formats in

new and exciting ways. Layar allows Download layar Scan this page Interact
us to integrate videos, text and

audio files with the actual page

design of the travel guide, meaning content virtually pops out of the screen.
Layar is also a great tool for advertisers who want to separate themselves from the

competition.
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To show you how it works, we’ve included a few images below that incorporate Layar. Scan

them with the Layar app to get a taste of what kinds of interactive features we can bring to
West Virginia’s guide:
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Imagine a reader scanning a page in the new West Virginia guide and suddenly finding
themselves in the front of a raft barreling through whitewater rapids or on skis racing down
a snowy slope. Or scanning a page that instantly takes them on a tour of a local distillery or
into the kitchen of one of the state’s finest chefs. With the diversity and breadth of
experiences West Virginia has to offer, the possibilities are endless!

“Share Your Wild and Wonderful” Sweepstakes

Next up is the integration of a multi-faceted sweepstakes that creates a whole new world
of content that can be promoted and shared via print, digital, social, mobile and media
outreach efforts. A coordinated effort between Miles, your other agency partners and your
industry, this sweepstakes would be crafted to dellver results (through increased visitation,
economic impact and media exposure) and additional revenue (through advertising
partners and corporate sponsors).
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Working together, we'll craft a promotion to
build excitement about West Virginia while olso
generoting great travel content that can be

& Surseer 2005

We launch the sweepstakes through a blitz on your

website, enewsletter, social media and the press. ey
Consumers are invited to submit their travel stories, 7 T
photos and videos and then share them with friends. \ 8 g >

As the campaign builds steam, well push o lot
of the content generated out for additional
exposure. Winning contributors also will be
invited back to West Virginla to experience the
ultimate vacation — documenting their adventures
along the woy.

) Winter 2014

The best content collected will appear
in the 2016 Travel Guide, with winning
stories and photos featured alongside
the contributors who shared them.

Hew 2014 Guide

A dynamic new section in the 2016 guide will highlight the sweepstakes for
readers, directing them out to all the great West Virginia travel stories and
photos collected.
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Here's how it would work!

1. Over the next few months, we would coordinate a PR and media-generating push -
start to generate some “buzz” - culminating in the launch a multi-media, multi-
faceted campaign via GotoWV.com, email blasts and various social channels inviting
consumers to share their most unique, personal and inspiring West Virginia travel
stories by photographing, filming and posting their experiences online.

2. Throughout the summer we collect, enhance and distribute the content created as
a result of the promotion, using it to further share the great stories West Virginia has
to offer.

3. Regular reports delivered to you will also show how the campaign is performing
across all formats, giving us the information we need to optimize it accordingly.

4. Especially strong content from the first phase of the sweepstakes will be integrated
into the 2016 guide, strengthening the campaign’s influence and extending its reach.

5. This “crowd-sourced” content, becoming increasingly popular among travelers,
would feature the “best-of-the-best” materlal collected from Facebook, Twitter,
YouTube, Instagram, Pinterest and more.

6. The print guide then becomes the perfect vehicle to not only direct readers to all of
the great stories collected during the past year, but to also promote the launch of
subsequent contests during the next phase of the campaign in 2016!

7. Featured winners periodically chosen by you wouid also receive special trips to
Waest Virginia, which they would chronicle for us via travel stories, blogs, videos,
photos, Facebook posts and/or Twitter comments.

8. Consumers will love seeing “real people” tour the highways and byways of West
Virginia, taste regional specialties, get to know the locals, enjoy world-class
attractions and discover a host of hidden gems along the way.

And to ensure everything goes off without a hitch, we've teamed up with the contest
experts at ePrize to deliver a seamless, turnkey promotion. Using a platform based on a
strong foundation of technology, we'll connect consumers with West Virginia through a
network of social and mobile promotions designed around agreed-upon goals. And better
still, ePrize helps us take care of all legal requirements - so you won’t get bogged down in
all of those details.

The “Share Your Wild & Wonderful Sweepstakes” is truly the heart of a new travel guide
concept that really keeps on giving by creating excitement and generating content over the
course of months. By bringing these various elements together to help feed into one
another, we’'ve transformed your travel guide from a singular marketing piece to the key
component of a stronger multi-faceted marketing “program” that will drive far more
visitation than the guide alone could.
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To help illustrate how this would work, let’s take a look at how two different types of
vacation planners would both find the inspiration and information they need through this
promotion.
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WMeet Tucker & Davis

Now 20-something young
professionals living in Pittsburg and
Charlotte, Tucker and Davis were _
college roommates who still plan a \\:
reunion trip for a bunch of their S
buddies each year. Their adventures have taken them to places like
Vegas, Austin and Miami, but tight schedules and budgets have them
looking a little closer to home this year.
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While channel surfing one night at home, Tucker catches a commercial for West
Virginia. He likes what he sees - and his friends all love outdoor adventure. So he
grabs his iPad to visit GoToWV.com, where he notices a sweepstakes where he and
his buddies can video their West Virginia vacation for a chance to win a return trip.
He’s jazzed over the idea of his buddies entering and, given their crazy personalities,
thinks they’d have a great shot at winning. He Tweets the contest link to Davis ... and
Wayne ... and Nicholas ... and Logan ... and Raleigh ... and seconds later they're in a
full-blown Tweetapalooza.

OMG, check out @BridgeDay. We are SO doing that!
My cousin says @Mothman is a scream. We can take the tour, dude.

@ClayCenter looks awesome! Dad saw Sheryl Crow there last year.

Done deal, they agree, so he goes back online te research more. He downloads the
new West Virginia iPad app, where he starts flipping through the travel guide and
pulling up additional stories and videos for inspiration. Way cool. He starts sharing
the links, and a few hours later their plans are finalized. “Wild and Wonderful, here
we comel”

v,
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Meet Moréan

Morgan is a 45-year old mother of
three from Cleveland who, like most
of us, can’t find enough hours in the
day to get everything done. It seems
she has less and less quality time
with her husband and kids, so the idea of a fun and relaxing getaway
brings a smile to her face.
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But who has time to plan a trip - and where would they go? She’s catching up with
friends on Facebook one night and wants to know where their favorite spots are:
“Need a great place to take the kids this year. Please tell me your favorite places?!”
Within minutes, Betty from book club sends her a fink to the “Share Your Wild and
Wonderful Sweepstakes” from West Virginia's Facebook page. Morgan immediately
visits, likes what she sees (literally “LIKES,” becoming a new fan) and orders a copy
of the West Virginia Official State Travel Guide. Two weeks later she spends an hour
reading through the guide and feels like the weight of the world has been lifted off
her shoulders. With so many family attractions, outdoor activities and fun events,
West Virginia is THE perfect choice.

Not only that, but the sweepstakes adds even more excitement. A month later, she’s
filming her kids splashing in Summersville Lake, petting animals at Oglebay,
exploring frontier life at Prickett’s Fort. Her favorite part of the trip, however, is when
she shares her videos on Facebook each night. The kids love it that they're now
“famous” and can’t wait to see if their trip makes the state’s travel guide next year.
As for Morgan, she just enjoys reading all of her friends’ comments on other things
to see in do in the area, adding richer experiences for her family’s time together in
the Mountain State.

Thanks to the “Share Your Wild and Wonderful Sweepstakes,” Morgan, Tucker and Davis
didn’t just become visitors. Now they are true West Virginia travel “ambassadors,” sharing
their experiences with family and friends (and their friends, and their friends) all the while
feeding you great stories, photos and videos (fresh, real content) to extend the reach of
your guide.

(
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While delivering more visitors and economic impact to West Virginia is our primary goal,
the new Vacation Guide program we’'re offering also delivers several added benefits:

Promotes and supports your “Wild and Wonderful” brand.

Incorporates several contest and sweepstakes components that would generate
high levels of excitement and interest in West Virginia - and greatly increase your
opt-in email database.

Promotes, encourages and expands the type of storytelling that captures the real
essence of West Virginia.

Helps build an impressive arsenal of diverse travel content, including photography
that can be added to vour photo archives for future use.

Pulls great new content into the guide - and pushes guide readers back out to other
information sources.

Expands your reach by increasing the volume and depth of the user-driven content
that more consumers want and expect.

Helps build a new fan base of West Virginia travel evangelists who are out singing
your praises to those most likely considering a visit.

Provides stronger integration of the printed guide with your online, social media and
public relations efforts.

Involves and excites your West Virginia travel industry partners.

Provides the possibility of additional revenue-generation through contest partners,
including sponsorships by major national or international brands that align with West
Virginia’s brand.

And, again, it strengthens and extends the life of your guide beyond the printed
page.
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ADDITIONAL CONTENT & PLANNING TOOLS

The captivating photos and design, powerful content and digital/social integration
strategies described above would anchor the inspiration aspect of your new guide,
convincing readers that West Virginia is the place to be. Now let’s give them the
information and tools needed to help plan their trip.

Elements like maps, icons, regional content, business listings and events play a key role in
that process. Here's what we have in mind for each.

WHAT’S NEW

We know you have a large amount of repeat visitors, which is a good thing. And many of
them order your travel guide year in, year out. So we need toc make sure we're telling that
repeat audience “what’s new” for them to see and do. A new content section in the front of
your guide would promote new attractions, events and experiences readers probably
didn’t know about - or have wanted to hear more about - since their last visit.

LOCATOR MAPS

The proliferation of GPS-enabled smartphones has not lessened the need for good maps
when it comes to print travel guides. On the contrary, right when consumers are absorbed
in the inspirational and informational content your guide offers is precisely when and where
you want to serve maps that provide relevant perspective for their trip-planning needs.

And "perspective” is the key word here. Even when readers aren’t using these maps to
navigate throughout the state during their visit, they do provide valuable information on the
general location of attractions and their proximity to others.

Want to tell consumers about a great natural wonder that’s only a 20-minute drive from
downtown amenities? Show them how close it is and how easy it is to get to! Along these
lines, we recommend adding a number of smaller inset/locator maps throughout the
featured content section of your 2016 guide so readers can quickly visualize these points.

PLANNING ICONS

To help execute the PLAN part of our, well, plan, we’d increase the use of prominent
callouts and themed icons in your guide to promote additional content, vacation tools,
travel tips and other resources. These recurring symbols could push readers out to the
following:

WEB - more info/content on GotoWV.com

MOBILE - using mobile site, as applicable, for directions, deals and more

SOCIAL - encouraging interaction on Facebook, Twitter, YouTube

DEALS - for money-saving tips or deals

TOURS - to call out a trail or tour

miles

marketing destinations




Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e~-Newsletter Miles

PHOTOS/VIDEQS - for more visuals online

PLANNING TOOLS - highlighting specific tools available on GotowV.com or
elsewhere

EVENTS - to call out a related or regional event

Some of the elerments described above (and shown visually below) would be carried
throughout the back of the book, too, where they would supplement regional content,
maps and listings.

Planni % (cons

WEB MOBILE DEALS TOURS EVENTS PHOTOS/VIDEQS

- { .-""‘. o,
, n ’ @ ‘.-...’.. Shore YOUT h
C ] favorite West ,

Virginia souvenirs
"=.;ot facebook.com/ ;
i GoToWY

SOCIAL

n"‘.
...................

REGIONAL CONTENT

Strong regional content is a critical component of any state vacation guide.

Although some consumers who pick up your guide aren't sure where they want to visit just
yet, research shows about half of them have already made up their mind. They know exactly
what city or region they want to visit - and are looking for speclfic local information to plan
their trip. For these folks, we have to offer more than general overviews of each region.

For your 2016 guide, all nine travel regions would continue to be covered through
overviews offering balanced coverage of attractions both large and small. We need to tell
readers all about the major drivers they may know about, along with ail of the hidden gems
they dom’t. These overviews will be supported by a variety of actionable content elernents,

)
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including regional best bets and local favorites - followed by listings of area visitor
information centers, attractions, accommodations, campgrounds, marinas, golf courses and
more.

Detailed regional maps would show the location of major cities, towns, parks, rivers, lakes
and roads, while smaller inset maps would indicate where each region is located in relation
to the entire state.
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GRIDS & LISTINGS

Miles has spent years perfecting the collection, verification, organization and presentation

of industry information in our print products, from grids offering easy-to-scan information
about lodging and dining options to listings profiling attractions, shops and visitor
information centers.

Right now, attraction, accommodation and event listings are purchased by industry
partners for inclusion in your guide. If that model continues, Miles would plan a targeted
outreach effort to your CVBs and other partners to help encourage more listings - thus
providing a more complete and robust representation of what is available in each region.
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Last year, we introduced a new feature for event advertisers, giving them the opportunity
to enhance their listings by purchasing special highlights and/or photographs to

accompany them. That was such a success that we’'d like to extend the same offer to
attractions and accommeodations this year, giving them the same low price-point for more

exposure.

Although you may not be interested at this time, we’d also like to talk to you about the
possibility of removing listings from your guide and directing readers online for that
information, which is where they are more accustomed to looking for it. Doing so would
bring considerable cost savings in paper and printing, while also freeing up space for

additional content.
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CONTENT ORGANIZATION

Based on the ideas shared above, here’s how we recommend your 2016 travel guide be
structured.

Book Summary

73 pages EDIT (1 cover, 26 featured content, 18 regions, 20 listings, 7 events, 2 index)
58 pages ADS (52 for industry, 6 for state)
132 pages TOTAL (128 + 4)

Page Breakdown
COVER (1 page)
FEATURED CONTENT (26 pages)
OPENING SECTION (Introduction/Planning)

2 - Contents {(w/state map and governor's letter)

T - Trip Planning (proximity map, transportation, welcome centers, call center)

1- WV on the Web (hew website content/tools, social networks)

WELCOME TO WEST VIRGINIA (Inspirational Content)
8 - Photo Essay

2 ~ What’s New in West Virginia

2 - “Share Your Wild and Wonderful” Sweepstakes

EXPERIENCE WEST VIRGINIA (First-Person Features)
4 - Outdoor Recreation
2 - Culture & History
2 - Dining & Entertainment
2 - Family Fun
REGIONAL CONTENT (18 pages) 9 regions x 2 pages each

CALENDAR OF EVENTS {7 pages)
INDEX (2 pages)

WEST VIRGINIA ADS (6 pages)

4’
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DESIGN EXPERTISE

Although content drives your guide’s success, we also know that information has to be
packaged and presented in a visually appealing, user-friendly way. Our design team is
made up of creative thinkers with many years of graphic design knowledge and practical
experience in creating award-winning publications. Our artists will meet and exceed your
expectations for design and layout in the following ways:

A Creative Presentation that Inspires

Our design team will bring unique ideas to your products. Qur ideas will stem from studying
your destination, working closely to create a fresh approach to interpreting your brand and
reviewing products from competitors to make sure we're always two steps ahead.

Exceptional Product Quality

We understand that readers make a direct (if unconscious) connection between the
production quality of travel! products and the perceived quality of the destination itself. We
also know that in travel products, both big-picture creativity and attention to the smallest
details must occur to create the highest quality work. We have multiple quality
checkpoints to make sure this happens with design, layouts and content - every step of the
way. For example, before using them in any publication we create, our designers check
typefaces for readability against different kinds of backgrounds such as colors, textures and
photos.

Creating a Living Brand

Qur team has extensive experience working with tourism brands and interpreting them
appropriately for publications and interactive products. Every destination and its brand are
unigue, and we believe in the importance of a custom approach In brand interpretation for
every client we work with. We are happy to work collaboratively with your team and/or
your agency to achieve this goal, something we do regularly with great success and a skill
you won't necessarily find among our competitors.

The strengths that Miles brings to the table in brand and design implementation go beyond
visual components. They extend to a concept we call Living Brand.

Living Brand represents more than just a literal interpretation of your brand through
elements such as color palette and typography. Living Brand extends to the emotions and
underlying attributes of your brand. Utilizing this concept, we’ll be able to ensure that the
products we create for you don’t just look like your brand but that they also connect with
readers on an emotional level. As part of our Living Brand exercise for each client, we
create a series of “Look and Feel” documents to present our aesthetic vision for each
product. With your input, we finalize the visual styling that will be applied across your
program elements.

>y
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PHOTOGRAPHY APPROACH

Simply put, great images sell destinations. The strength of the West Virginia brand relies, in
part, on top-quality, emotional photography. Our goal is to use more of it.

To accomplish this, we will check every image to make sure it has superior clarity, contrast,
color saturation and separation. Images that don’t meet our high standards will either be
corrected or, if they can’t be corrected, rejected. We call our color-correcting style “Reality
Plus,” showing images as they would look on their best day, but not fake or unrealistic. We
can also create custom styles and do complex retouching and compositing to deliver any
effect.

International Photoshop User Award

Mike Tompkins, our Production Manager and a photo color-correction specialist, won an
International Photoshop User Award from the National Association of Photoshop
Professionals after he transformed a fall image into a wintery scene for one of our
Pennsylvania publications.

Jest Virginia
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In addition, Mike's work has won a Gold ADDY for the West Virginia Division of Tourism in
the “Photography, Digitally Enhanced” category. This four-page gatefold image captures
readers’ imaginations by combining four seasonal images into one continuous landscape.

DESIGN RECOMMENDATIONS

The saying “a picture is worth a thousand words” is repeated over and over for a reason.
Photos (and the designs they support) are powerfui. Period.

In concepting your new 2016 guide, we'll ensure strong photography helps support the
stronger words we're offering - and, in some cases, having it communicate West Virginia's
charms instead of words. We'll also be rolling out more captlvating, modern-looking design
elements.

GUIDE “LOOK AND FEEL”

By applying these principles to a review of your current creative efforts and the content
ideas presented above, we’ve developed a recommended “Look and Feel” for vour new
guide to serve as a roadmap for its design.

The samples that follow show the colors, fonts and graphic elements we would use to build
the book - many of them directly inspired by your current advertising efforts. If selected to
continue as your publisher, we would work closely with you to determine exactly how these
elements are executed for optimum results.

o
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f An ongoing, multi-
channe1 campaign

— Apr.

— May

— Jun

— July

— Aug.

— Sept.

— Oct.

— Now.

— Dec.

— Jan.

— Feb.

@S'}wi;alolﬁ N £ Vo o

Working together, well craft o promeotion to

build excitement about West Virginia while also
generating great travel content that con be

utilized across multiple channels - ali year long! m
@ Summer 205

We launch the sweepstakes through a blitz on your

website, enewsletter, social media and the press.
Consumers are invited to submit their travel stories,
photos and videos and then share them with friends.

Q Fall 2015

As the campaign builds steam, we'll push o fot
of the content generated out for additional
exposure. Winning contributors also will be
invited back to West Virginia tc experience the
ultimate vacation — documenting their adventures
clong the way.

@ Winter 2014

The best content collected will appear
in the 2016 Travel Guide, with winning
stories and photos featured alongside
the contributors who shared them.

New 2014 Guide

A dynamic new section in the 2016 guide will highlight the sweepstakes for
readers, directing them out to all the great West Virginia travel stories and
photos collected.
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4.2 To develop and publish a travel guide and monthly e-newsletter
that utilizes various marketing tools and research.

FOCUS ON DESTINATION RESEARCH

Miles makes a significant commitment to research, analytics and comparative analysis
related to travel, as it is the foundation of all the solutions we deliver to clients. Working
with our team, you'll have the comfort of knowing that our recommendations for your
program are grounded !n recent, relevant research.

No other destination publisher has the resources and track record we do in this area.

Chris Adams, our Director of Research and Online Marketing, oversees Miles’ commissioning
of dozens of major research projects, usability and intercept surveys and conversion
studies.

Here is a select list of recent relevant research, along with tourism-related white papers
developed by Miles:

State of the American Traveler: Bi-annual Study of U.S. Leisure Travelers,
2006-2015. Miles is the sponsor of Destination Analysts’ research to release the
“State of the American Traveler” report, which is the industry’s longest-running and
most comprehensive review of the use of all media in travel planning.

Research Review: The Role of Print in the Trave! Planning Process, 2009-2014.
Summary report by Chris Adams, Miles, www.milespartnership.com/library

Marketing & Advertising ROI, 2014. White paper by Chris Adams, Miles,
www.milespartnership.com/library

Online Advertising Best Practices, 2013. White paper by Chris Adams,
Miles, www.milespartnership.com/library

U.S. State Tourism Audience Rankings, 2009-2011. Monthly rankings of U.S. state
tourism website audience reach, with Quantcast

Measuring the Buzz - Best Practices in Social Media Measurement, 2010.
White paper by Chris Adams of Miles and Dave Bratton of Destination Analysts,
www.budurl.com/cvbsocial

Destination Marketing Organizations - Role and Relevance, 2008-2009.
Research study by PhoCuswright

Please visit www.MilesPartnership.com/library to view these and many other
research reports.
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WEST VIRGINIA-SPECIFIC RESEARCH

In addition to all of the research projects and resources mentioned above, we've also pored
over West Virginia-specific research to help guide the strategy and recommendations we're
presenting.

West Virginia Travel Guide Readership & ROl Study

In late 2010, at no cost to the West Virginia Division of Tourism, Miles commissioned
respected travel research firm Destination Analysts to conduct an independent readership
survey and ROI study on the West Virginia Official State Travel Guide.

The goal of this effort was to gain a better understanding of the usage and effectiveness of
Woest Virginia's guide, as well as determine a guantified return on investment for the
publication. To achieve this, Destination Analysts developed a 32-guestion survey, which
was sent to a random selection of nearly 50,000 consumers who ordered the guide through
email or phone request.

The results were phenomenal!
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A snapshot of key findings sent a powerful message that the West Virginia guide published
by Miles is an extremely effective tool at not only encouraging and increasing visitation, but
also providing a valuable ROI for the state.

Snapshot of Key Findings

“Satisfied” or “Very Satisfied” with West Virginia Guide: 96%
Took a West Virginia Trip after Receiving Travel Guide: 58.2%
Average Spending Per Day in West Virginia on Trip: $162.80
Had Not Already Decided to Visit West Virginia When Received Guide: 47.5%
Travel Guide Helped Undecideds Make Decision to Visit West Virginia: 82.9%
Travel Guide was “Important” or “Very Important” to Decision to Visit: 73.1%
Travel Guide Influenced Length of Stay in West Virginia: 35%
Travel Guide Increased Length of Stay in West Virginia: 66.4%
Mean Number of Additional Days Spent in West Virginia Influenced by Guide: 2.0
Top Travel Planning Tasks and/or Decisions Made with Travel Guide

Selected Attractions or Things to Do: 65.7%

Selected Specific West Virginia Destination or Region: 53.4%

Travel Guide ROI Estimates

Incremental Trips to West Virginia Generated by Guide: 3,650

Average Visitor Spending Per Day on Incremental Trips: $179.30

Total Visitor Spending on Incremental Trips to West Virginia: $2,814,127
Days spent in West Virginia on Trips Extended by Travel Guide: 1,487
Total Visitor Spending on Trips Extended by Travel Guide: $266,689
Total Economic Impact/RQO| of Travel Guide: $3,080,816

Economic Impact/ROI per Travel Guide Distributed: $65.80

Longwoods International Accountability & Image Study

To supplement our own research, we’ve also analyzed research conducted by the West
Virginia Division of Tourism, most importantly your recent Accountability & Image Study
conducted by Longwoods International.

>
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The information we collected on West Virginia’s strengths versus your competition, as well
as the image attributes you need to promote to better influence travel to the state, have all
been factored into the recommendations we’re sharing in this proposal.

4.3 To collaborate with the Agency and Tourism Industry partners on
the design, development and production of the Travel Guide and
monthly e-newsletter.

WORKING WITH MILES

We believe that collaboration is the key to creating informative, compelling and beautiful
travel products that support your marketing efforts. Our team understands that a cohesive
branding message and high-quality products are the result of teamwork.

Miles is built on partnerships.

If we are selected as your travel guide and email publisher, we have the experience to know
that we’'ll be part of your larger team of marketing vendors and look forward to
undertaking collaborative efforts with your brand strategy, social media, PR, creative and
media buying agencies to drive visitation to West Virginia.

At Miles, we build custom, leading-edge publishing programs. To do so, we've had to
become platform agnostic, meaning we don't cling to proprietary technologies or exclusive
vendor partnerships. We focus on what technologies meet your geals, plain and simple. We
also work closely with many advertising agencies on brand implementation and
advertising campaigns, and understand how we can bring value to that mix as your
publishing partner.

While we would be primarily focused on managing your travel guide and e-newsletter, we
routinely assist clients on all aspects of destination marketing, inciuding partner education,
stakeholder reporting and ongoing discussions on emerging technologies and new
marketing opportunities.

If you choose Miles as your partner, every member of our team will consider him- or herself
an extension of your team, dedicated to the same goals and results. We have experience
collaborating with all destination marketing organization departments and will spend
quality time with your teams to better understand your internal workflows, as it’s an
essential step to providing complementary products and tools that enable your staff to be
successful.

Within our own company, you can count on these key strengths during our entire
production process:

>
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ACCOUNT MANAGEMENT

At Miles, we work with every client to customize a workflow process that meets their
specific needs. Our Account Directors have access to a number of project management
software tools that help them monitor and manage all aspects of a project. What’s most
important to us, however, is ensuring that all scheduling information is presented to each
client in a way that works for them.

internally, we use WorkFront (formerly AtTask) scheduling technology software. This
program allows our Account Directors to scheduie our projects in great detail, down to
individual tasks by employee. All project information can then be rolled up into a schedule
to be shared with our clients. WorkFront gives us the ability to budget accurately and
allows us to locate areas where we can create efficlencies to reduce overall production
time. It also allows us to foresee upcoming schedule challenges so we can quickly adjust
where hecessary.

SCHEDULING

As the largest tourism publisher in the U.S., Miles has more than 100 tourism publications
and destination websites in progress annually. To make it all happen, we not only staff
appropriately, but also use systems and technology to accomplish our clients’ objectives
within the required time frames. Before production begins, we will work with you to create a
production schedule that serves all of your needs.

The schedule will clearly communicate key steps, time frames and touch points needed to
facilitate smooth, on-time production, ensuring that you're comfortable at each stage. The
goal is for you to understand deliverables clearly and to have input throughout the process.

For a full proposed production schedule for the 2016 guide, please see the "Schedule”
section later in our proposal.

FTER LR e e e e o e e S . e LLN R GE LN 6 LG

“This guide is a staple item in our marketing plan and has delivered us
thousands of leads. Miles creates a wonderful product for our state. We
are happy to continue a relationship we have grown to trust.”

Cindy Coffindaffer, Morgantown CVB

7,
PAGE 66 m I Ies

marketing destinations




Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

EDITORIAL EXPERTISE

For every product we publish, our editorial approach is founded on creating a strong, local
network of freelance writers, carefully selected for their talent, knowledge of and passion
for your destination, as well as their ability to present an authentic voice capable of earning
the trust of your readers. You will have approval power over the writers we allow into this
network.

Our content team will work closely with these freelancers to brainstorm ideas, create a
content plan and outlines, and write copy for the West Virginia Official State Travel Guide,
all with input from you. Special emphasis will be given to understanding your brand,
important marketing initiatives and key drivers for visitation to West Virginia. Our approach
gives you the benefit of local, on-the-ground knowledge combined with the expertise of our
content strategists, who are 100 percent focused on creating the best content for tourism
destinations. We will incorporate your input at each stage until you give all content your
final approval.

Content Listings

Miles is a full-service publisher with proven success in concepting, crafting and presenting
valuable content that influences travel and booking decisions. We know that complete,
relevant data is critical in becoming a trusted source of information and a true resource for
each audience.

Miles has created and is currently managing more than 30 individual databases for our
clients’ print travel publications. Of these databases, the largest and most sophisticated
hold more than 30,000 tourism business listings. The database houses standard business
information, amenities and multiple contacts as well as photography and videos. Defensible
data is the key to our content listings creation.

Data Integrity

When it comes to the integrity and securlty of your data used in our products, we go the
extra mile to ensure its safekeeping. We work with upwards of 100 government entities -
from CVBs to states to Brand USA - who entrust us with their data through all aspects of
production. We have procedures in place to handle it securely, and limit access internally to
the core teams who need to operate with it while running projects for their clients. (Data
from different clients is also not stored in the same place, for an added layer of protection.)

In addition, all of our emall connections are encrypted, as is all external access to our office
network among remote employees. Any passwords we have access to are stored in an
encrypted password manager restricted to our electronic response team.
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Quality & Accuracy

Part of our focus on quality is making sure each product’s content is accurate, as we know
accuracy is essential to building trust with readers and supporting your brand. All of the
content we publish will be checked by a gualified, detail-criented content manager or fact-
checker for accuracy, spelling and grammar before it appears in the final product. We
require that our content managers and fact-checkers confirm information through primary
sources, and that all communication (including phone calls) be tracked and noted by date,
time, name and title of the contact with whom we confirmed the information.

All content, listings data and advertisements will be proofed muitiple times to ensure that
the entire team reviews and signs off on all elements prior to going to press.

“Your company does an amazing job with this product.”

Cheryl Ferrebee, TGG,
on behalf of Stonewall Resort/Mountain Lakes CVB

4.4 To collaborate with various media outlets for editorial stories
within the Travel Guide.

CONTENT DISTRIBUTION & PROMOTION

We feel strongly that all of the content and design recommendations included in our
proposal will deliver stronger products that will greatly enhance the overall user experience.

Now how do we get more people to see them?

We know you are looking for additional ways to increase your travel guide content’s reach,
and as a good partner Miles can bring you effective, low-cost ways to do that. Working with
you and your new advertising agency, we'd like to craft a strategy designed to increase the
promotion and distribution of your travel guide, e-guide and e-newsletter to new audiences
outside of your current net.

Developing multi-channel content strategies has always been a major strength of our
company. As a result Miles was chosen to partner with major tourism entities such as Brand
USA, the Colorado Tourism Office and the Wyoming Office of Tourism on concepting and
implementing new content types and distribution channels. We look forward to the
opportunity of doing the same in West Virginia.

Any efforts in this area would require more discussion and input from your team before
implementation, of course. But here are some initial ideas we’d love to talk to you about.
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eBlast Announcing New Guide

Just as we have done for the past two years, we'd like to continue sending a special e-blast
to your current email subscribers announcing the release of your new 2016 West Virginia
Official State Travel Guide. These communications have not only resulted in an initial bump
of thousands of guide requests each January, but also hundreds of new leads for your
industry partners who sponsor them.

Even better, we could send special e-blasts promoting your new guide, e-guide and app
(with links to view or download) to targeted lists of additional email leads with similar
demographics that are secured through third-party sources. Since these recipients are not
in your current database - but are selected to closely match your existing target traveler -
this is an outstanding opportunity to dramatically increase opt-ins to your list.

Digital Media Strategy to Promote Guide

In cooperation with your agency, we'd like to coordinate a digital media buy that would
direct traffic directly to your new e-guide and/or app online, driving new traffic to your
products and content. Again, as these are “new” consumers they could opt-in to your own
database to further expand your reach.

In addition, we’d like to look at your existing traditional media efforts and creative to look
for opportunities to strengthen calls to action for ordering a guide and/or viewing its
content online.

Online & Social Cross-Promotion

Cross-promoting online and social channels throughout the guide encourage readers to
further engage. In the 2016 West Virginia Official State Travel Guide, we can capitalize on
social media by including calls to action within the guide for users to share their favorite
West Virginia photos on Twitter with a hashtag like #WVRoadTrip, #WildandWonderful or
your existing #GoToWV. This helps start a social media conversation with potential visitors
with the goal of converting their online presence into a physical one. (It also becomes a
new, free, source of photography for use in future guides.)

We can also solicit photos and travel ideas on your social channels and include that content
in your print guides. These types of suggestions from locals and past visitors add to the
guides’ overall authenticity in a way that helps position them and the client as the most
trusted source of information on the area.
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For example, in the 2015 San Francisco Visitors Planning Guide, a page is dedicated to the
client’s Twitter fans sharing their favorite live music venue; another page highlights favorite
day trips from Facebook friends. The 2015 Tennessee Vacation Guide has quotes and
photos shared on the client’s social media accounts running along the bottom of pages
throughout the guide.

FAVORITE

MUSIC VENUE

We asked cur Twitter fans, what is your favorite

place to see live music in San Francisco?

“The Warfield!” @UCLA Bruin

This historic theater in the Central Market
arera has baen e vaudeville theater and a
cinema since opening in the early 1920s.
Over the past 35 years as a music venue,
its stage has held some of the city’s
biggest concerts, including legandary acts
like Bob Dylan, The Clash, the Grateful
Dead, the Wu-Tang Clan and many more.
If you're not trying to be in the front row,
get a spot on the balcony, where you'll find
table service and extra bathrooms.

“Benders and the Boem Boom
Room." doshWillis

"1 enjoyed Biscuits & Blues...”
@Jim?0John

Serving up a mix of Southern-style cormfort
food {fried chicken, ribs, jambalaya, etc)
and great music, this basement venue

is a favorite of biues and R&E lovers
throughout the Bay Area. Located in Union
Square, it’s also easy to reach from most
parts of the city. Sunday through Thursday,
you can drop by for a show and drinks,

but if you want seats during prime time

on Friday or Saturday, plan to settle in for
dinner and the show.

"The Fillmore for sure! Saw my
first concert there
@roxlobster

[ he W ariieio

“Bimbo'si!} So classy.
@adrlannaisris

Family-owned and operated since 1931, the
name Bimbo stems from the Italian word
for boy, Monk Young's early nickname for
long-time partner Agostino Giuntoli. This
historic club near Russian Hill is dripping
with impeccably preserved Art Deco style.
It is far from a museum though. Its hosted
shows for an aclectic range of artists, from

Adele to Fred Durst to Passion Pit.
Coot s, niv pned oommcenad s s
foam S Frame oo Broeet un Ratter
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YouTube Content Strategy

Miles works extensively with multiple clients on their YouTube strategies. Our work consists
of content production, channel set-up, playlist creation, SEO and paid distribution. For
example, we work with Brand USA to produce high-quality native-language content for
destinations around the country. But our work doesn’t stop there. Once the content is
produced, we work with these destinations to promote their videos to international
audiences on Truview for a competitive cost-per-view of less than 10 cents. With industry
support, we can do the same for West Virginia.

miles

marketing destinations

PAGE 70




Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

Content Discovery Networks hbmla
Miles can work with West Virginia in developing campaigns s

to distribute article and itinerary content from their travel . .l Ji’ I -
guides to relevant users online through partners like @lu \nUh %.:ih i l
Qutbrain and Taboola. These platforms are what we

consider the “magazine racks” of the Internet, and it's

important to leverage their reach to attract a new audience that may not have realized all
there is to do in West Virginia. For every piece of content we promote, we can employ a call
to action to find more information like what they are currently viewing by ordering your
guide.

A great example is the work we have done with the Colorado Tourism Office for
Colorado.com, which had the top state ranking on Quantcast in January 2015. Working with
the Colorado Tourism Office, we moved paid search dollars into content marketing and
deveioped an optimization plan. To date, we have brought their cost-per-response down
more than 50 percent from their traditional paid search efforts and have optimized to a
click-through rate of 0.2 percent - more than double the industry average for display
advertising.

Co-Registration Qutreach

Many times our clients need help distributing their travel guides to new prospects, while at
the same time increasing the size of their e-newsletter database. To help achieve this in
Woaest Virginia, Miles can partner with third parties on co-registration campaigns to
successfully deliver prospects at an average cost of $3 per lead. Our partners can
seamlessly integrate with your e-newsletter database to deliver both offline and online
communications to potential visitors to the destination.

Content Distribution Programs

We assist Brand USA with a number of content distribution and promotion strategies to
help increase the reach of the in-language content programs we develop for them, many of
which could be introduced in West Virginia with industry support.

For example, we partnered with Travel South USA to create a special “super
section” in the Discover America Inspiration Guide to promote Southern culture to
international audiences. The 10-page section of destination-specific content about
travel in the Southern states, with a heavy focus on Southern culture, opens with a
full-page overview provided by Travel South USA. These 10 pages are then used as
language-specific e-books on Travel South USA's international websites to promote
the region and also reprinted as language-specific Travel South USA collateral for
use at international trade shows.

Miles also works with Brand USA to distribute the in-language content we've created
to other publications in targeted countries for them to reuse and redistribute in ways
that best engage with their audiences. For example, we provided a large amount of
written content and photography to Grupo Companhia in Brazil that they reprinted

7
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in a United States-focused special edition of the Portuguese-language magazine,
Revista Companhia de Viagem.
(http://www.companhiadeviagem.com.br/cms/companhia-de-viagem/ed20/3}

The Great American Food Stories culinary guide we create for Brand USA is one
piece of a larger, multi-faceted content distribution and promotion strategy that
includes chef events at embassies, a targeted influencer program, sponsored
content opportunities for partners, social media outreach and additional online
content. Miles was instrumental in creating content, coordinating vendor
participation and creating a sales and content distribution package for partners.

4.5 To sell space to travel and tourism partners.

ADVERTISING SALES EXPERTISE

Strong publishing programs need strong industry support. And in the travel marketing
space, no partner generates more revenue for their clients than Miles. One of the key
strengths we bring to our clients is a broad-based understanding of alt components of
tourism publishing - print, web, email marketing and data - as well as the related revenue-
generation programs that can offset your costs in all areas.

Such a robust sales program will deliver more revenue to the West Virginia Division of
Tourism’s programs and a better ROI for the industry partners who support them. Which is
exactly what we've been doing for the past 10 years.

Since we began working with you, Miles has generated nearly $8 million In Industry
support to help strengthen your publishing programs.

Miles generates more than $25 million in

print/digital revenue a year to support our clients.

Turnkey Sales Process

Your dedicated advertising sales representative, Loren Jordan, is supported by a direct
marketing program (both print and electronic) that helps alert your industry to advertising
options, along with a high-quality media kit and ongoing communications. (You have final
approval over all of these materials, too.) Miles also handles all advertising sales, ad
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creation, materials collection, proofing and approvals, customer service, billing and
collections - leaving no hassles for you.

Here’s what you can expect from an advertising sales perspective:

You're in Control

This is your program. Throughout the sales process, we'll meet with you for input and
approval. At the outset of the process, we’ll meet with your team to establish business
rules that will define the eligibility of advertisers, and the nature and content of the
advertising. Our experience launching successful sales programs means that we can use
your staff’s time efficiently and mobilize the program quickly. We wort't finalize our
marketing strategy until all elements of each integrated program - print ad sizes, email and
web ad components, sponsorships and special positions, packaging and all program rates,
as applicable - have been fully explained and approved. Your staff will have the
opportunity to approve all ads during the proofing cycles.

Promoting Your Effort

Miles will develop a customized fuli-color media kit and rate card, prospect list, territory
map, sales presentation, direct mail campaign, and proofing and closing schedule. This
media kit will also be adapted in an online version, allowing quick and easy access to the
information for advertisers and agencies. We'll give you the opportunity to review and
approve all materials prior to release.

Free Advertising Design

Our Creative Team will produce four-color, professionally designed ads for all advertisers
free of charge. We’'ll work personally with each advertiser to generate effective creative to
drive business. Ads are proofed and revised until we receive written approval from the
advertiser, and they will be produced in a timely manner according to deadiines.

Advertising Account Management

Our Advertising Account Management Team has extensive experience working directly
with advertisers to ensure that all of their needs are met - including materials collection,
quality assurance and ad proofing.

Proofing & Approval

All ads will be proofed directly to advertisers and will be cycled as many times as necessary
to ensure advertisers' satisfaction and to obtain signed approval. You will have the
opportunity to review all ads during the proofing cycle.

Quality Assurance

Miles ensures that customer-supplied ads are accurately reproduced through our
proprietary PDFx_la certification system. Cur PDFx_1la upload website checks all submitted
ads for PDFx_1a compliance in real time. When files do not pass certification, the system
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alerts the advertiser and shows him/her exactly where the problems exist within the ad. An
easy-to-follow user guide or our customer support staff takes the advertiser through the
correction process. Technical problems in ads are caught prior to printing, meaning no
complaints.

Accounting & Reporting

Miles will be responsibie for the billing and collection of all revenue from your products.
Your Account Director will provide you with regular, detailed sales updates and revenue
reports.

Advertising Rates

If awarded a contract to publish the 2016 West Virginia Official State Travel Guide, Miles
would once again maintain the same ad rates - with no increase for advertlsers - as most
of your partners have probably already budgeted those amounts for this year. Moving
forward in the years after that, we would work with you to agree on fair rate increases if
necessary - always with your approval, of course.

4.6 To create, design, administer and publish a monthly e-newsletter

E-NEWSLETTER & ELECTRONIC COMMUNICATIONS

A strong vacation guide is a crucial part of your marketing efforts, but it can’t thrive in a
print format alone. Having the ability to push that content out digitally not only extends its
reach, but is an absolutely necessity for today’s tech-savvy travelers. And beyond your
travel guide, an effective e-newsletter - as part of an expanded electronic communications
program - casts your net even wider.

In addition to a stunning print guide, Miles also will create, deliver and maintain an
interactive e-guide, an IPad app of the guide, an expanded email program (with exciting
new offerings!) and opportunities to increase electronic distribution for all of these
products.

In terms of improving your current email marketing program, we have several new
recommendations, so let’s take a look!
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Winter Adventure Awaits
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STRENGTHEN EXISTING CONSUMER EMAIL PROGRAM

Specifically for West Virginia, we've been using the experience gained by publishing vour
email program over the past 10 years to make it one of the best in the business. We have
introduced cleaner designs, conducted A/B and subject line testing, added a welcome
email, cleansed your distribution list and have constantly analyzed monthly performance,
using those findings to contlnually enhance your program for optimum results,

We plan to keep doing all of these things, but also add several new improvements into the
mix:
New Responsive eMail Templates

So we're prepared in case you make the call to switch to a responsive website, moving
forward we propose designing new responsive email templates as well. Working in
conjunction with the new site, your email communications would automatically be
optimized for delivery and viewing across multiple platforms.

Interest Collection & Targeted E-blasts

You recently told us you'd like to start collecting interest categories when new subscribers
sign up for your e-newsletter so we can start sending out themed/targeted e-blasts to
those groups.

Consider it done!

7
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We already have this capability, plus tons of ideas on how you could re-market to these
audiences most effectively. (This collection could take place at initial signup or in the
follow-up welcome email we send to new subscribers, as outlined in the next section.)

The example below shows a similar themed e-newsletter we deploy for another destinations
- and would love to introduce in West Virginia.

B

"Sonomalnsider roedswine edon

winrtoss QLD oS THINDE 10 D0 S000 & WINE - MOTELS & LODGING

It's ime for Sorema County Restacrant Week! Scnoma County Is a bop destinaticn in
Cafifiornia for ercellent dinlng, with cur hundreds of boutique fasms, ranches, dalries, bakeries,
checolate makers and a salute to fresh, farm-to-table ouidne. Read on for mone info abouk

t, t Week, new that recertly crened and the top Sencma County
vestaurants that have bean asargdes Michelin stars,

JE— d A Restawant Week 2015
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Enhanced Welcome eMail to Push Engagement

We recently added a welcome email to your program to bring it in compliance with new
CAN-SPAM regulations. That was a good first step, but we'd like to take full advantage of
its capabilities by adding more features to it.

A welcome email is the first exposure many potential visitors have to you, so let’s get them
excited about what they’ve signed up for by teasing what they can expect each month,
offering immediately links to previous issues, promoting top/current content on your site
and providing easy access to helpful planning tools right away. We could also offer
consumers another chance to tell us more about them and their interests - valuable
information that can be used for targeting our communications moving forward.

For example, the form we created for our Louisiana client
(www.louisianatravel.corh/enews[etter/) is a low-pressure way to soliclt additional
information that lets the user determine just how much information they feel comfortable
sharing. Featured advertisers could “sponsor” your welcome email on a quarterly basis with
seasonal deals or a general message, providing vet another promotion opportunity for
industry partners.
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Better still, we can serve dynamic content through an enhanced welcome email. When new
subscribers fill out the form, they could be asked what part of the state or what activities
they’re most interested in. The welcome email they receive would then be auto-magically
populated with related ads or content based on their responses.

Pretty awesome, eh?

Here are some examples of snazzy enhanced welcome emails we have created for our
destination partners.

Louisiana: www.louisianatravel.com/enewsletter/
Colorado: http://enews.colorado.com/index.php?get_segment=219

Grand Junction:
http://newsletter.visitgrandjunction.com/index.php?get_segment=59

St. Augustine: http://enews.floridashistoriccoast.com/index.php?get_segment=2

Pennsylvania: http://enews.visitpa.com/index.php?get_segment=32
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Predictive Database Modeling to Target New Prospects

We're also excited to offer a new concept for additional email distribution - Predictive
Database Modeling, which gives us the opportunity to find additional qualified leads likely
to be interested in West Virginia travel information based on audience modeling and a
review of your existing email database and/or social media footprint.

By finding additional consumers whose profiles are similar to those vou are already
marketing, we can reach out to new prospects in a targeted way to help you cultivate an
even more loyal following.

Working with a trusted industry partner, we could perform a data append task on the
cansumers who have liked West Virginia on Facebook (116,000+ as of February 2015D),
which would provide us with a common user profile based on key parameters such as their
exact geo location, income, buying patterns and travel patterns. This information will enable
us to create an audience profile for the most loyal West Virginia brand followers so we
could actively seek out similar consumers for direct contact through list rentals.

We could also develop a number of programs to market to the existing list of followers on
Facebook: those who have a high affinity for West Virginia but haven't visited yet, or at a
point where they are ready to take a repeat trip based on the travel data we receive. The
data derived from data append will be fully available for your use in any future marketing
programs.

Please see the graphic on the following page for an illustration of how helpful such profiling
can be. Based on “Sally’s” recent trip to a destination resort, you may not think you know
much about her. But through Predictive Database Modeling through Wiland Direct, we can
learn a lot more about her travel patterns - and if sending her West Virginia travel
information might be a good idea!
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Comprehensive View

Sally, as known to a Destination Resort Sally, as known in the Wiland Direct Database

I'V‘;"? “' . ok
-

'
- B

- ir_' E
. Sallywas a guestat a destinaticnresort . Sally purchased iuggage and travel accessosies from two different companies in the
18 menths age lastthree months. She alsc bougit twe new swimsuits
. She fives in Atlenta, GA . She has several active subscriptions, inciuding cne werld travel mz:%.'azine, one
- i financial magazine, end one regional magazine focused on the Seutheastemn U.S.
. Saily slghyed &t the resort for just one i
night. She bought a nice meal in a resort . She is 41 years old, owns her home, hes an estimated househeld income over
restayrant $150,000, and has two children el home, ages 8and 11
. She did not ide her email address, J Sally has 47 purchasetransacticns from 25 merchants in the jast 12 manths, including
Bt dl?ull:is[g r::eamet sewicets from her three from upscale home décor catalegs and two from apscale appere; catalogs
room shwe was a gues
= She spent an average of §225 per fransacticn in the Jast 12 months, an increase of 8%

from last year

. She made three significent denations in the past 12 months, inciuding one to an animal
welfare group, one 1o a cancer organization, end ons to a Cetholic charity

Continued Optimization of New/Existing Components

And as we've done all along, we will continue to monitor existing and new e-newsletter
components so they can be further optimized to boost performance. We'll look at what
sponsored content elements are selling/performing well - and which ones aren't. We'll
review monthly deliverability and engagement numbers to determine additional A/B testing
or tweaks that might be needed. And we’ll keep abreast of new technology as it comes
online so we're always bringing future-focused ideas to your programs.

ADDITIONAL ELECTRONIC COMMUNICATIONS

And beyond the regular monthly e-newsletter, we propose offering some exclting new
optlons, as outlined in the sections that follow.

New “Featured Destination” Custom/Co-Op eMails

In addition to your current monthly e-newsletters and special custom emails we already
offer, we could aiso give advertisers the option to purchase their own “Featured
Destination™ emails (limited to 1 per month, up to 12 issues per year) which would be
specially designed by us to complement their branding - and sent to a targeted list of
recipients. These issues would let individual destinations or attractions promote themselves
- or team up with like-minded partners - to greatly increase their message (with 100
percent share of voice) and reach (to a highly targeted audience).

.
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This custom email marketing program provides a true turnkey solution for CVBs, regional
tourism associations and other groups. The program would include email development
featuring a custom design with advertiser content (copy, links, events, deals) and
deployment to a targeted list of 100K opt-in reclpients. Miles would be responsible for
working with a third-party provider to develop each based on the individual advertiser's
needs.

For example, lists could be generated based on interest, geographic and/or demographic
segmentation:

Interest Category

Outdoor Recreation
History & Heritage

Arts & Culture

Dining & Entertainment
Hunting/Fishing/Wildlife

Motorcycles

Demographic Segmentation

Household Income
Gender

Age

Home Ownership
Education

Marital Status

Keeping these deployment lists separate from your database not only allows customization
for advertisers, but also prevents email fatigue on the state’s list.

Electronic Lead-Generation Program for Industry Partners

Separate from the "Featured Destination” email above, we’d love to build on the success of
previous “Order the New Travel Guide” e-blasts we’ve done for you by rolling out a new
electronic [ead-generation program for your partners.

A new email template would be designed to feature a state marketing message at the top
(pushing whatever content/promotion most relevant to you at the time of deployment) and
your industry partners would promote special deals below that. Recipients could not only
click through to take advantage of industry offers, but also could fill in “check boxes” to
receive more information from the destinations and attractions that interest them.

v
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Miles collects and delivers these leads through our own platform (no work for you!) then
partners can fulfill them with their own e-guide, email or other digital fulfillment option. This
provides an extremely cost-efficient way for industry partners to secure and fuifiil leads.

By combining all of the new email ideas shared above, Miles could be selling, building and
deploying up to 30 branded emails for West Virginia each year, ensuring West Virginia

and its industry partners stay “top of mind” with active travelers planning their next trip. But
because the content, design and - in some cases - the recipients would vary, we wouldn’t
run the risk of oversaturating your list.

4.7 To utilize business listings for leads.

ADVERTISING LEADS & READER SERVICE

Our advanced Reader Response System takes advantage of both electronic and print
components to double the opportunities for readers and your industry partners to connect.

In addition to the card inserted in your travel guide, Miles also hosts a landing page
embedded on your website that lets users request travel information and brochures from
industry partners right away. This online form increases advertisers’ exposure, produces
more leads from a larger audience and reduces fulfilment time to create a more efficient
lead process overall.

We provide you and your industry partners with this online, state-of-the-art Reader
Response Program at no cost, and manage all of the data entry from cards that are mailed
or faxed, also at no cost. This service offers West Virginia real-time access to statistical
information from both www.GoToWV.com and your travel guide. Reports include an
advertiser summary (showing each advertiser and their lead performance) and reader origin
(showing where leads are coming from, organized by state and country).

Additional benefits of this online lead component:
The program includes a user-friendly setup, with check-boxes organized by name of
business and/or region.

Visitors are able to click through to advertisers’ websites directly from your site to
get specific and immediate travel-planning information.

The online page is designed to make it easy to sign up, and additional space can be
incorporated for contests designed to entice more visitor information requests.

Advertisers can log onto a dedicated site 24/7 to check their leads using a secure
username and password.

They can print their leads directly from the website in Avery Label 5160 format or
download their leads into a database as an Excel file.

7,
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Advertisers are able to email consumers information directly from the website, and
can review leads grouped by zip code (for ease in bulk mailing) or by readers’
anticipated date of arrival (responding first to those arriving the soonest).

Advertisers are able to customize thelr response to leads, selecting readers with
specific interests, such as golf or antiquing, targeting leads from different parts of
the country or targeting readers for promotions at different times of the year.

Advertisers can analyze their leads by domestic and international groups and tally
the leads by origin.

They can also review their leads from the previous week or any specified time
frame.

having our ad in the online travel guide link to our site (you were
one of our top referral sources again this year), along with the
distribution and leads you provide from the printed guide.”

Steve Keblesh, Summersville Retreat

>
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4.8 Collect enough revenue to offset the cost of production, printing
and distribution of the Travel Guide and monthiy e-newsletter.

REVENUE GENERATION

As we stated earlier, Miles is unmatched when it comes to generating industry revenue to
support your programs - to the tune of more than $25 million a year for all clients and
nearly $8 million since we’ve been working in West Virginia. Throughout this entire
proposal we have shared dozens of new ideas and programs that could bring in even more
support to help us promote Wild and Wonderful!

REALISTIC VALUE OF PROPOSAL

Miles estimates the realistic value of our proposal at $550,000.

This includes all goods and services related to the travel guide and enewsletter programs,
plus all of the additional features (enhanced content distribution, additional electronic
communications, sweepstakes, etc.) we have included in our proposal.

REVENUE-SHARING FOR WEST VIRGINIA

Miles strives to build successful publishing programs that are profitable for ourselves and
our clients, while also maintaining affordable advertising rates for industry partners. If
awarded this contract, we are pleased to offer a revenue-sharing plan that could bring
additional marketing funds to the West Virginia Division of Tourism.

If we generate $750,000 in sales for your programs within the year,
Miles would share every doliar raised above that in a 50/50 spiit with
you. So let’s say we hit $800,000 in sales this yvear. That would be
$50,000 above our mark - haif of which ($25,000) would come to
you.

Generating $750,000 in industry support a year in West Virginia is a lofty goal, but we’ve
done it before. And with all of the new ideas included in our proposal, there are more
opportunities than ever to surpass that number.

Basically, the more programs we do with you the more revenue you may receive. That's
additional promotional opportunities for your industry and additional marketing dollars for
you. Win-win!

<,
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4.9 To have a designated person to the Agency and a sales force
dedicated to the West Virginia travel guide advertisers.

DEDICATED LOCAL ACCOUNT DIRECTOR

With 187 employees in multiple specialties, we pride ourselves in being able to offer West
Virginia our full breadth of talent and resources. Just as important, however, Miles also
offers you a single local Aceount Director who will manage all aspects of our work for you
in addition to being your primary contact on a day-to-day basis.

In West Virginia we’re especially fortunate, because your dedicated Account Director is not
only a former Division of Tourism employee and West Virglnia resident, but someone who
has helped manage your products (on your side of the table and ours) for the past 10 years.

A former Advertising Manager for the Division of Tourism,

P a S Steven Keith has been with Miles for more than seven years and
has nearly 24 years of related experience. He has served as your
Senior Content Director since joining our company in 2007,
managing all content for your travel guide and monthly e-
newsletter. But moving forward, Steven has been promoted to
Account Director for West Virginia - meaning he will not only
manage all content strategy, but also oversee all aspects of
production for all of our work in West Virginia.

We believe the key to any positive business relationship is consistent, frequent and detailed
communication. Steven is committed to being responsive to West Virginia’s needs and
challenges, and he will be the primary day-to-day contact between you and your Miles
team. He will manage all internal production workflow and communicate with you regularly
on project status. While all team members will work closely with your staff, Steven will
oversee the overall direction and success of the project. His responsibilities include
scheduling regular meetings, providing status reports and maintaining the production
schedule to ensure on-time delivery. Steven is also responsible for leading concept creation,
execution and production of editorial in Miles’ print publications, email marketing programs
and websites.

With Steven’s local office just a few miles from yours, he’s only minutes away any time you
need him!

DEDICATED LOCAL SALES REPRESENTATIVE

Miles is a sales and marketing industry leader with a proven track record of generating
revenue through deep industry participation. In fact, in any given year, we sell twice as
much advertising in tourism products as does our nearest competitor. We accomplish this
by hiring local tourlsm professionals, and then training them so they can effectively
represent the states in which they work (and the products they are selling) in a way that
builds trust and confidence between them and our advertising partners.

f
—_— miles

marketing destinations




Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

And you have cne of the best in West Virginia-native Loren
Jordan, who is dedicated full-time to working with your partners.
Loren has extensive sales and travel marketing backgrounds, and
has also received additional training in consultative selling
{working with advertisers to help them determine what platforms
would work best for them) and how to best represent the West
Virginia Division of Tourism within your industry. He’s taken the
time and effort to really get to know your industry partners,
extensively traveling the state to meet with most of them in their
areas.

Just like the rest of your team, Loren is committed to working with you in a collaborative
manner, and he regularly participates in industry meetings throughout the state, at our
expense. He is well-versed in your Matching Advertising Partnership Program (MAPP),
working to ensure advertisers both understand the rules and meet all eligibility
requirements.
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ATTACHMENT B: MANDATORY SPECIFICATION CHECKLIST
Section 5

5.1 The Agency will have final approval on all editorial copy,
photography, listings, captions, advertising and layout.

FINAL APPROVAL OF ALL WORK

Although Miles prides itself on bringing you our best recommendations based on a
thorough review of your goals and the latest travel research, rest assured that you have
ultimate control and approvail of all editorial copy, photography, designs, listings, captions
and ads.

Simply put: If you don't approve it, it doesn’t run.

5.2 The Vendor will work with the Agency throughout the production
and distribution of the Travel Guide to ensure all information and
materials regarding the Travel Guide are vetted and approved.

PRINT PRODUCTION PROCESS

Miles has been publishing print travel guides for more than 61 years. Our current roster
includes 60 visitor guides and meeting planners, so you can rest assured our vast
experience will benefit you. Just as the quality of our products reflects on our organization,
the quality of your products reflects on your brand.

To ensure that we build the value of West Virginia's brand, and maintain Miles’ commitment
to publishing high-quality products, we have adopted these documented standards:

Fact-Checking, Proofreading & Editing

All of the information we publish in West Virginia’s guide will be fully concepted, managed,
edited and approved by a qualified, specially trained and detail-oriented content manager,
in addition to being reviewed by you for final approval. We also send all guide content
through an independent fact-checking process, where an external fact-checker is hired to
verify all information for accuracy with the partners and destinations covered in that
content. After all fact-checking changes are made, our editors will proof all content once
again throughout the remaining production cycle.

7,
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Photo Color Correction

With more than 15 years of re-touching and color correction experience, Production
Manager Mike Tompkins has won both national and international awards for his work. He
personally reviews every image and scan we publish to make sure it meets or exceeds our
standards. Please see the “Design Expertise” section on page 53 for more information on
our experience in this area.

Prepress & Quality Control

We conduct extensive checks at the two critical points in the printing process: first, to
review the initial build of templates and master pages before starting production, and
second, to ensure that all of our quality standards for design are met throughout production
and before going to press.

All of the publications we create are built using the most up-to-date version of Adobe
InDesign, and we limit the use of fonts to PostScript Type 1 fonts because plate-making is
most compatible with PostScript information contained in Type 1 fonts. Images used are
converted to .eps files to ensure there is no image compression, and all ads and maps are
initially pre-flighted and saved as PDFx_1a files before being placed in a guide. Agency-
supplied .pdf ads are supplied via our upload site at www.milespartnership.com/upload,
where more than 100 file attributes (including image resolution, color and fonts) are
automatically checked by pre-flight software.

If the ad contains any errors, the advertiser/agency is notified of the issues via the website,
which gives them instructions on how to correct the errors. When the design of the
publication is complete and all pages are approved by the client, the final stage of file
processing is an automated pre-flight through the PDFx system, which checks the elements
of the pages to make sure they’re all technically sound, outputting our press-ready PDFx_1la
files and sending them directly to the printer.

Printing & Paper Management

Our expertise in print techniques, paper options and quality control measures means we can
offer you choices and recommendations to enhance product quality while controlling costs.
We will bring you suggestions for cost-effective paper selections that respect our quality
standards and budget.

Client Approval Process

As your partner, we promise to always come to you with forward-thinking publishing
solutions for all of the products we create for you. But as our client, you always have final
approval over every piece of every product we deliver. If you don't bless it, it doesn't
happen. Period.

For more information on our print workflow process - including proofing, revisions and
approvals - please see the chart below.
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Our workflow process for print publications is as follows:

We begin by meeting with you to discuss our proposal and your thoughts in

1 response to it. During this meeting, we present the research behind our proposal
recommendations and more fully develop concepts with you. Typically, we
brainstorm about design and content and how our recommendations fit into your
overall marketing plan.

2 After meeting with you, we create concepts that reflect your product needs and
desires. We provide you with a final production schedule, as well as page layouts,
coverage outlines, story ideas and editorial flow. We welcome your feedback on
(and seek your approval of) writers as well as design and editorial concepts at this
time, and we don’t continue with next steps until we know you're on board.

Those next steps include writing stories, gathering photos and/or conducting photo
shoots and designing pages.

W

4 Full-color, laser-quality proofs of the entire publication will be sent to you for input
and corrections. After corrections have been made, you will have an opportunity to
review every page of the publication as full-color laser proofs, including
advertisements.

5 We will provide a print-quality proof of the cover and any other pages you would
like to see prior to the guide being released for print.

5.2 The Travel Guide will be published at a time during the year as
determined by the Agency.

GUIDE PUBLISHED ON YOUR SCHEDULE

We have always published the West Virginia Official State Travel Guide based on a
production schedule and final delivery date approved by you - and that will never change.

We typically kick off production on the following year’s guide in March/April, with final
delivery to your offices in late December or early January. We can maintain that schedule or
discuss any other timeline you'd like moving forward.

The proposed production schedule on the following pages has been buiit for your 2016
guide as an example, but would be shifted as needed once we begin working with vou.

“Our website hits are way up and are linked back to Miles. Love it!”

Sarah Powell, Burning Rock Outdoor Adventure Park
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) PROPOSED SCHEDULE

Tesk Name Assignroents  Duration  Pin Hry Predecessors  StartOn Due On % Complete
Snfen 110 Days 0 Hours 54415 1077715 0%
Marketing materials created 5 Days 0 Hours 5/4115 5/8/15 0%
Salas 90 Days OHours 2 5711715 9/16/15 0%
Ad materiais due / Internal close S Days 0 Hours 3 9/171S 923115 0%
Listing information deade 5 Days OHours 4 9/24/15 9/30/15 %
Ads Finalized 10 Days QHours 4 9724115 1017115 0%
Data 108Days 0 Hours S13/15  10/14/15 e
Data Programming 10 Days O Hours 54 5nans BR2INS 0%
Teat Pour {Art) 3 Days OHours 8 &/28/15 &/1115 0%
Proof Test Pour 3 Days OHours 9 6/2/15 6/4/15 0%
Test Pour Corrections 2 Days 0Heurs 10 6/5/15 6/Br15 o%
Calley Paur sirts 1 Day OHours 3 917115 8/17A1S w
Gaiiey Space estimave for Impn in Sheven 1 Day OHours 13 9/18/15 9/18/15 0%
Proof Galley Pour 3 Days DHours 13 5/18/15 9122115 %
Galley Pour Corrections 4 Days OHours 15 923/18 9128115 0%
Gatley Pour {Data) 0 Days 0 Hours 16 9/28/15 9/28/15 0%
Finel Pour {data} 2 Days OHours 6 10/8/15 10/9/15 0%
Edit 60 Days 0 Hours 51115 814/15 0%
Edit Plan {inalized and approved by WvDT 3 Days OHours 20 5118115 5/20M15 o
Assign writers 3 Days OHours 21 5/2118 5/26/15 0%
Story outlines developed 8 Days QHours 22 5/2115 &/5/15 0%
Story outlines reviewed by WVDT for feedback 5 Days O Hours 23 6/8/15 6/12115 0%
Phato Dutlines to Art 1 Day OHours 24 6/15/15 €/15/15 0%
Regions 28 Days O Hours 6/15/15 7315 0%
Ragions Copy written 10 Days 0 Hours 24 &/15/15 6/26/15 0%
Regions copy reviewed internally 3 Days 0 Hours 27 &29/15 mnns 0%
Regions copy reviewed by WVDT for feedback S Days O Hours 28 215 79NSs 0%
Regions copy revised 3 Days OHours 29 H1ONS 714/15 0%
Region copy preserted to WYOT for approval 4 Days OHours 30 H15/15 720015 0%
flegion copy finalized 2 Days OHours 31 2115 122115 0%
Region copy fact checked 5 Days OHours 29 71015 71ens 0%
Region copy fact checking changes made 5 Days CHours 33 7115 2318 0%
O work/ron i
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:;. PROPOSED SCHEDULE

Task Narma Assignments  Duration  Pin Hrs Fredecessors  Start On Due On % Complata
Welcome/Features Copy 36Days 0 Hours 6/15/15 B/15 0%
Welcome/Features written 15 Days G Hours 24 /15115 716115 0%
Welcome/Fastures reviawed intemaily S Days OHours 36 N5 733115 0%
Walcare/Features reviewed by WYDT for feedback 5 Days 0 Hours 37 7/14/15 7/20115 0%
Welcome{Festuras revised 3 Days OHours 3B 712115 72315 o%
Welcome/Features presanted to WVDT for approvai 5 Days OHours 39 7124115 7130/15 %
Welcome/Features finalized 2 Days QOHours 40 7431115 a/3/15 0%
WelcomFeatures fact checked 5 Days QHours 39 1124015 7/30/15 %
Walcome/F fact checking changes made 3 Days OHours 42 3ns 874115 0%
Art 119 Days @ Hours 54115 10/20/15 0%
Wireframes 34Days  0OHours 5/18/15 6115 %
Wireframes aevefoped 10 Days OHours 20 5/18/15 &/1115 0%
Wireframes reviewed intemally 3 Days OHours 46 6/2115 6/4N15 o5
gledrear.ggges presanted to WVDT for review and 5 Days OHours 47 6/5/15 611715 %
Final word counts to Steven 1 Gay O Hours 4B 612115 612715 0%
Photo collections 15 Days OHours 49 &/15/15 716115 0%
Grids & Listings 10 Day= 2 Hours 5/115 5/15/15 8%
Designs proofed intemally 2 Days OHowrs 52 ns 5/B/15 0%
Grid & Listing files prepared for programming 2 Days O Hours 53 51115 5/12/15 0%
Pesigns prasented to WVDT for approval 3 Days 0 Hours 54 5113115 5715115 0%
Cover 119Days O Hours 5/4/15 10720115 0%
Cover ideas discussed with WVD'T 1 Day 0 Hours 5/4115 5/4ns %
Cover concepts developed 14 Pays  OHours 57 5/5/15 522415 0%
Cover concepty presented to WVDT for feadback 5 Days O Hours 58 5/26/15 61115 0%
E::'I b:?:‘l':!r concept presented to WVDT for 5 Days OHours &0 6/22/15 6/26/15 0%
Final cover finalized 10 Days OHours 61 /2915 7131s %
Final Cover presented to WvDT far approval 5 Days DHours 62 mMans 7720115 0%
Cover proof ordered {for approval at Proof Out) 1 Day OHours 94 107207115  10/20/15 0%
ArtjEdit Production 68 Days 0 Hours 723115 167271115 0%
Regions 17 Days 0 Hours 772315 811415 0%
Region Intros built with spproved copy 4 Days QHours 32 /23115 28115 %
) work/ Wi 2
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':',- PROPOQSED SCHEDULE

Task Nama Assignments  Duration  PinHrs Prececessors  StartOn  Due On % Complete
fegion Intros proofed internally 3 Days QO Hours 67 712915 731Ns 0%
Regian Intros presented te WVDT for feedback 5 Days OHours 68 B/3/15 8ans 0%
Region Intros revised 2 Days O Hours 69 8/10/15 811715 0%
Region Intros presentad to WVDT for spproval 30ays  OHours 70 81215 814015 o
Welcome/Features Copy S Days 0 Hours B/5/15 1012715 0%
Welcome/Features built with approved copy 4 Days OHours 43 8/5/15 BAONS %
Waltome/Features provfed internally I Days OHours 73 B/11/15 BA2NS %
Welcome/Features prasentad to WYDY for feedhark 4 Days OHours 74 813115 8/181% 0%
Welcome/Fratures revised 2Days DHours 75 819115 8120115 0%
WelcomeFeatures prasented to WVDT for approval 3 Days OHours e 8R1/15 8/25/15 0%
Final Froduction 24 Days 0 Hours 94115 102715 0%
Final impaosition 7 Duys CGHeurs 4 924115 10215 %
Pagination 2 Days OHours 79 10/5/15 /615 0%
Place ads 2 Days OHours 6 16/815 10/9115 0%
Photo celor correction 10Dsys  GHours B3 10714715 102718 0%
Pages Printed 1 Day OHours 81 10/12/15 1041215 0%
Proofing 42 Days 8 Hours 1013/15 1211115 0%
Delta Proof {internal Procf) S Days OHours 85 10/13/15  10/2915 %
Delta corx 3 Days OHours 94 10/20/15 10722115 0%
Delta review corx 2 Days OHours 95 10/2315 10426115 0%
Delta fina! tors and review 1 Day OHours 96 1027115 10/27115 0%
Prapars Proof Out 1bay QHows 87 10/28/15  10/2B/15 %
WVDT proof antire copy of guide & Days OHours 98 102915 11/515 0%
WVOT proof corr 4 Days OHours 99 11/6/15 111308 0%
Team raview WVDT proaf cor 1Day OHours 100 1112715 11/12/15 0%
WVDT review comrected pages 2 Days OHours 101 111315 11/16/15 0%
Pages final G Days QO Hours 102 11/16/15  11/16/15 0%
RIF pages 1 Day 0 Hours 102 11/17/15 nmis o%
RIF corx 1 Day £ Hours 105 11/19/15 1119215 0%
Final RIF review and sign off 2 Days OHours 106 1120/15 132315 %
Transmit pagens 2 Days QHours 107 11724545 11/25/15 0%
Delivery 10 Days 0 Hours 108 11/30/15 12711415 0%
) work! Fags
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5.4 The Agency shall have full right to reproduce and/or use any
products derived from the Vendor's work under the contract
without payment of any royalties, fees, etc. The Agency shall
retain all ownership rights to the Travel Guide.

RIGHTS TO ALL CONTENT

As always, the West Virginia Division of Tourism will own all content we produce for you to
use as you wish, in any current or future distribution. Qur contracts with all freelance writers
also ensure your rights to reuse ali content they create for us in any other media you
choose, without permission or payment of any kind.

Your office will have an opportunity to review and approve the wording of our freelance
contracts, should you desire.

5.5 The Vendor will demonstrate to the Agency its efforts in obtaining
an in-state company to print the Travel Guide by providing at
least three printing bid documents.

PRINTED ... IN WEST VIRGINIA!

Since beginning our work for you back in 2005, Miles has always made every effort to
secure an in-state printer for previous guides. Doing so was cost-prohibitive in the past, but
in 2010 we developed a relationship with Quad Graphics and have printed your guide at
their Eastern Panhandle facility ever since. This marked the first time in recent history the
West Virginia guide was printed in West Virginia - and Miles was honored to be the partner
to help vou achieve that.

While Quad Graphics is not the most cost-efficient or highest-quality printer we work with,
Miles still commits to printing your guides in state should you require. Their print bid is
included in the three you have requested, which are all included here.

v,
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Quad 300k 350k 400k 450k 500k

Print $53,949.78 $61,075.28 $67,675.63 $74,800.53 $81,202.83
Paper $73,265.13 $84,957.63 $97,900.26 $109,592.76 $121,285.40
BRC $4,550.C0 $5,250.00 $5,250.00 $6,650.00 $7,350.00
Total $131,764.51 $151,282.91 $171,525.89 $191,043.39 $209,838.23
Total w/ Tax $140,329.63 $161,116.30 $182,675.07 $203,461.21 $223,477.71
Freight $3.,000.00 $3,000.00 $3,500.00 $3,500.00 ]

Price pe’al
Additional 1000

RRD 300k 350k 400k 450k 500k

Print $37,264.40 $42,617.90 $47,165.40 $52,518.90 $56,866.40
Paper $66,192 72 $76,192.72 $88,448.72 $58,498.72 | $109,454.72
BRC $4,550.00 $5,250.90 $5,950.00 $6,650.00 $7,350.00
Total $108,007.12 | $124,060.62 | $141,564.12 | $157,667.62 | $173,671.12
Total w/ Tax $115,027.58 | $132,124.56 | $150,765.79 | $167,916.02 | $184,959.74
Freight $5,000.00 $5,250.00 $6,200.00 $6,750.00 $7,588.50

Price p '

Additional 1000

Walsworth 300k 350k 400k 450k 500k

Print 547,300.26 $54,452.26 $61,081.80 568,113 80 $74,419.06
Paper $65,413.74 $76,107.74 $87,688.20 $98,336.70 | $108,474.94
BRC $4,550.00 $5,250.60 $5,950.00 $6,650.00 $7,350.00
Total $117,264.00 | $135,81000| $154,720.00 $173,100.50 | $190,244.00
Total w/ Tax $124,886.16 $144,637.65 $164,776.80 $184,352.03 | $202,509.86
Freight $6,291.50 56,500.00 $8,222.00 $8,500.00 $10,152.50

Price peL'

Additiorial 1000

All quotes above are based on the book specifications listed in the chart below. These specs
cover a printed guide that is the same size and shape, with the same paper/cover stock as
your current guide, which has proven to be a popular and cost-effective format.

The 6.75" x 10" size doesn’t compromise our ability to present eye-catching content and
designs, and travelers view it as something more “portable” than traditional full-size
magazines. It’s not only convenient to grab and go, but is also environmentally friendly. The
slightly reduced page size saves lots of paper when you factor in 500,000 copies.
According to industry-standard calculations, in fact, your new guide saves approximately
300 trees over the size you were printing just a few years agol

(Yes, we did the math.)
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Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

Product: West Virginia Vacation Guide RFP

Trim: 6.75"x10"

Versions: 1

Quantity: 300k; 350k; 400k; 450k; 500k

Page Count: 128+2+4

Paper: based on current pricing, good for 30 days

Cover: 100# No.3 Gloss Text
Body: 40# No.4 (76B) Gloss Text
BRC: 9pt Hi-Bulk offset

Ink: 4/4 with dull varnish to covers, knock-out BC mailer
Bindery: Perfect bound, BRC bound between signatures
Inserts: BRCinsert

Packing: Cartons to 30lb max

Delivery: Assumes similar locations as 2014 delivery

£.€ Any advertising space (up to six pages) used by the Agency will
be provided at no cost to the Agency.

UP TO SIX FREE AD PAGES PROVIDED

Since we began working with you, Miles has always offered the West Virginia Division of
Tourism any additional space requested - and often provides additional space and
promotional opportunities above and beyond that. We will continue to provide the state up
to six (6) pages at no cost, in additional to offering any unsold space available - also at no
cost.

<
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Proposal for the West Virginia Division of Tourism Travel/Visitor Guide & e-Newsletter Miles

5.7 Producing and printing the Travel Guide and monthly e-newsletter
will be at no cost to the Agency. Costs of producing and printing
the Travel Guide and monthly e-newsletter should be offset by
advertising sales done by the Vendor. At no time can the Vendor
make the Agency liable for any part thereof if sales are not
sufficient enough to cover the cost of the Travel Guide and
monthly e-newsletter.

GUIDE & E-NEWSLETTER PRODUCED AT NO COST

If selected to continue as your publishing partner, Miles agrees to continue publishing the
West Virginia Official State Travel Guide and monthly e-newsletter - per the specifications
requested in your RFP - at absolutely no cost to the West Virginia Division of Tourism.

Further still, we believe in being open and transparent when it comes to the financial
numbers behind our programs and commit to reviewing our programs with you annually.
This transparency ensures trust and helps us each deliver on the goals we set.

For more information on our long and successful track record of generating revenue to
support our clients’ programs - including an exciting new revenue-sharing offer for you -
please see the “Revenue Generation” section of our proposal.

5.8 Distribution of the Travel Guide to advertisers will be the
responsibility of the Vendor.

GUIDE DISTRIBUTED TO ALL ADVERTISERS

Miles communicates with advertisers on a regular basis, informing them of new sales
opportunities, upcoming deadlines and initiatives. As we have in the past, Miles will continue
to deliver final guides to all advertisers, with a letter from us (and you, if you'd like) thanking
them for their continued support.

4
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5.9 The Vendor will deliver 500,000 copies of the Travel Guide to the
Agency, free of charge, or at an amount up to but no more than
500,000 as determined by the Commissioner of the Division of
Tourism. The Vendor shall contact the Agency to arrange
shipment to an identified location. A final delivery schedule will be
presented to the Agency by the Vendor at least 30 calendar days
prior to shipment. The Agency must be contacted at least 48
hours prior to delivery for final instructions.

GUIDE QUANTITY

If the full run of 500,000 copies is required, Miles promises to work with you on the book
specifications, page size/count and paper quality necessary to make that possible. We have
delivered the 500,000 quantity before, but have also been able to work with you to print
mutually-agreed-upon lower quantities to prevent an oversupply of unused guides at the
end of the year.

SHIPPING & DELIVERY

Miles has been shipping your printed guides for the past 10 years and is very famillar with
your requirements. As specified in your RFP, we will deliver the agreed~upon number of
guides to the West Virginia Division of Tourism at no cost to you. We will contact the
Division of Tourism at least 30 days in advance to arrange shipment to an identified
location. We'li also follow up 48 hours prior to delivery for final instructions.

5.10 The Vendor shall provide an electronic version of the
Travel Guide

ELECTRONIC EGUIDE

We know from Google research that modern consumers are seamlessly moving between
various channels and devices to access travel-planning information. So, when concepting
print products, we need to keep in mind that we are building magazines for the digital age.
We will ensure that the West Virginia Official State Travel Guide is also provided in an
electronic format for inclusion on your website and promotion within other products, such
as e-newsletters and on social media pages.

As in your current online guide, the new e-guide will continue to provide added-value for
your advertisers by allowing users to click through to their individual websites. But in 2018,
we'll enhance the guide by embedding additional content not found in the printed guide,
including videos, photo slideshows, travel features and social media promotions,

«
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Beyond the electronic guide, we'll also provide a dynamic iPad app version of your new
guide, also at no cost to you!

Following are examples of recent electronic guides we have delivered featuring some of
the capabilities described above.

CHICAGO
http://edition.pagesuite-professional.co.uk//launch.aspx?eid=104179a3-b219-4700-9cbb-
Ob7f3bfO153f

Produced in cooperation with PageSuite, the background shown is unique to each

destination

For an example of video integration, see page 37 of this e-guide

Share-to-social links are built into the top navigation

You can download or print the entire guide, or just specific pages

il

CHICAGO:
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AUSTIN
www.smsepub.com/publication/?m=33308&I=1

Video prompts throughout link to the CVB’s YouTube channel or videos on their
website

Content titles link back to website for related content

The client’s blog is integrated into the “Things to Do” section
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COLORADO
www.mydigitalpublication.com/publication/?i=191436

Prominent tabs allow for easy browsing and page navigation

Links offer easy access to additional online content

“The electronic travel magazine has delivered solid results ... and is
a must-have in our yearly advertising campaign. Miles’ sales and

advertising support staff make it easy and hassle-free without a
high-pressure pitch.”

Heather Johnson, River Expeditions
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IPAD APP -~ ADDED VALUE!

Because users are accessing information on a variety of devices, Miles will also create an
iPad app version of the West Virginia Official State Travel Guide - at no additional cost.
Rather than just offering-a read-only version, our developers will create an immersive,
engaging experience for readers that includes custom content, special offers, interactive
slideshows and more.

Here are a few components we’ve been dreaming up specifically to showcase the best West
Virginia has to offer:

A custom content structure will allow readers to find related content by interest or
by region.

The app also will give readers the ability to share content to social networks.
Content within the app will link to relevant videos on your YouTube channel or
website.

Region-specific and interest-specific interactive slideshows could feature photos
that also link to relevant content and/or sponsored partner sites.

And since everyone loves a bargain, a sponsored “deals” sectlon could feature
special offers from your partners.
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5.11 The Vendor shall package the Guide as specified below for
delivery of the order by no later than the required delivery dates
established by the Commissioner of the Division of Tourism:

GUIDE PACKAGED & DELIVERED TO SPECIFICATIONS

Miles has been shipping your printed guides for the past 10 yvears and is very familiar with
your packaging requirements. As requested, guides will also be packaged per the following

guidelines:

The weight of each carton will be no more than 30 pounds.
Guides per carton will not exceed 50, with no bands or plastic wrap.

Cartons will meet a stress strength of 200 psi.

Cartons will be packaged on skids of ho more than 80 cartons per skid, and no more
than four rows high.

Each carton will have a top or side stamp label that identifies the content as WVTG
and quantity per carton.

The guide will not exceed a total weight of one pound (1 ib.) per unit.
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Case Studies

Miles has countless case studies demonstrating our successful
partnerships with destinations - and the results we consistently
deliver -~ many of which are available on our website at
www.MilesPartnership.com. But on the pages that follow, please find
three especially relevant examples on similar print guides we publish.

COLORADO OFFICIAL STATE VACATION GUIDE

We have had a partnership with the Colorado tourism industry since 2005. In 2012, we took
a new content-focused approach to Colorado’s publishing program: Colorado’s print
vacation guide combines inspiration and planning as well as thorough web integration, We
introduced two subscription-based seasonal lifestyle magazines to continue the
conversation with the out-of-state visitor (printed twice a year in March and August; nhew in
2013). In addition, in partnership the Colorado Tourism Office and the Colorado Department
of Transportation, we print the Official State Map annually with a redesign every other year.

The Colorado Official State Vacation Guide also includes interactive iPad and Android apps
that allow readers to interact with the destination through photo slideshows, going online
for more information and viewing videos. Photo essays and top lists such as “99 Gorgeous
Places” excite readers, while itineraries and user-friendly listings turn inspiration into action.

From 2005 (when we began publishing the product) to the present,
we have facilitated consistent annual sales growth of 12%.
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TENNESSEE VACATION GUIDE

After winning the contract to produce the Tennessee Vacation Guide in 2002, we were
faced with major challenges. Among them were year-over-year losses in the past vendor’s
track record, with revenue going from a high of nearly $900,000 to a low of $650,000.
Also, in the year before our first contract, the state had not sufficiently marketed the print
guide to consumers, meaning that the full circulation had not been distributed (and
advertisers were not happy).

In taking on this project, Miies crafted a custom product plan with significant improvements
to the guide’s editorial and graphical elements - including feature stories that focused both
visually and verbally on the emotional, experiential and immersive aspects of the
destination. We also made significant enhancements to the guide’s regional sections and
improved navigation overall.

As a result of our greatly improved product plans and industry outreach, tourism partners
truly got behind the product, reversing the declining sales trend and resulting in record
revenue figures of more than $1,000,000 over the course of several years (in 2013, our
sales totaled over $1,500,000 - an amazing accomplishment, considering economic
conditions).

2024 OFFICIAL VACATION GUIDE

teniiéssee g
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BRAND USA’S DISCOVER AMERICA INSPIRATION GUIDE

When we were selected in 2012 to help facilitate Brand USA’s ambitious muiti-country
marketing efforts, it was not only a cuimination of years of hard work but a chance for our
team to take our content strategizing expertise to the next level - and reach a wider
international audience.

The key strategy for the Discover America inspiration guide is to showcase the United
States as a land of amazing and unique travel experiences. Brand USA’s tagline, “Discover
this land, like never before,” is the theme for the guide. Our team differentiated this product
in the marketplace by creating a top-of-funnel inspiration piece to create an appetite for
travel to the U.S. through stunning visual imagery that is powerful, thought provoking and
memorable. A supporting top-of-funnel advertising strategy centers around sponsored
space fitting seamlessly into the visual product.

The team exceeded goals for industry participation, with more than 65 destinations
participating and the revenue goal met through sponsored content that supported the
brand visually and in messaging. The guide is distributed to travel influencers worldwide,
in print and digital versions, with more than 100 million digital impressions promoting
the guide.
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REQUEST FOR PROPOSAL

West Virginia Division of Tourism
Travel/Visitor Guide & e-Newsletter - RFP

By signing below, I certify that I have reviewed this Request for Proposal in its entirety; understand the
requirements, terms and conditions, and other information contained herein; that I 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 T 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.

Miles Media Group, LLLP
{Company)
David Burgess, President %
(Representative Name, Title) O —
941-342-2316 Phone and Fax
(Contact Fone/Fax Number)

March 10, 2015
{Date)

Revised 6/8/2012
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RFQNo. TORI500000003

STATE OF WEST VIRGINIA
Purchasing Division

PURCHASING AFFIDAVIT

MANDATE: Under W. Va. Code §5A-3-1 0a, no cantract or renewai 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 parly
to the vendor or prospeciive vendor is a debter and: {1) the debt owed is an amount greater than one thousand dollars in
the aggregate; or (2) the debtor is in employer default.

EXCEPTIOM: The prohibition listed above does not apply where a vendor has contested any tax administered pursuant io
chapter eieven of the W, Va. Code, workers' compensation premiurs, permit 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 provisians of such plan or agreement,

DEFIRITIONS:

“Debt” means any assessment, premium, penally, fine, tax or other amount of money owed fo the state or any of its
political subdivisions because of a judgment, fine, permit violation, license assessment, defaulted workers'
compensalion premium, penaily or other assessment presently delinquent or due and required to be pald 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 uninsurad employers'
fund or being in policy defautt, as defined in W. Va. Code § 23-2¢-2, failure 1o maintain mandatory workers'
compensation coverage, or failure to fully meet its obligations as a workers' compensation seffinsured 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 parly, whether an Individual, corporation, parinership, association, limited fiabifity company
or any other form or business association or other entity whatsoever, related to any vendor by blood, marriage,
awnership or contract through which the party has a relationship of cwnership or other inferest with the vendor so that
the parly will actuafly or by effect receive or controf a porfion of the benefit, profit or other considaration from
performance of a vendor contract with the party receiving an amount that meets or exceed five percent of the total
contract amount.

AFFIRNMATION: By signing this form, the vendor's authorized signer affirms and aclnowledges under penalty of

law for false swearing (W. Va. Code §51-5-3) that neither vendor nor any related party owe a debt as defined
zbove and that neither vendor nor any relzted party are in employer defauit as definec above, unless the debt or

employer default Is permitted under the exception above.

WITNESS THE FOLLOWING SIGMATURE:

Authorized Signature: % /Qg A Date:  March 10, 2015
D Tirgess, President Q
State of F[ O d—CL

Countyof _ICNTUS Olrf-"\ , to-wit:
Taken, subscribed, and sworn to before me mis‘_(i'aay of MMd\ . 205

My Commission expires | | { {9 ! e J20 .

AFFIX SEAL HERE NOTARY PUBLIC U‘ W M

Furchasing Affidavit (Revised D7/01/2012)

NS LISA L. HILL

r.-,= Notary Public - State of Florida
g

S Commission # FF 142590

Bonded Through National Notary Assn,
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ADDENDUM ACKNOWLEDGEMENT FORM
SOLICITATION NO.:

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: I 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 }.'{ Addendurn No. 6
| X} Addendum No. 2 [} AddendumNo.7
[} AddendumNo.3 | b Addendum No. 8
D] Addendum No. 4 Addendum No. 9
[ ] AddendumNo.s [ J 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 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.

Miles Media Group, LLLP

Comz —
Authorized Signature ¢ D§vid Butgess, President

March 10, 2015
Date

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

Revised 08/08/2014
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CERTIFICATIONANMD SIGNATURE PAGE

By signing below, or submitting documentation through wvOASIS, I certify that I have reviewed
this Solicitation in its entirety; understand the requirements, terms and conditions, and other
information contained 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.

JDavid Burgess, President

resentative Name, Title)

Miles Media Group, LLLP
(Company)

941-342-2316 phone and fax March 10, 2015
(Phone Number) (Fax Number) (Date)

Revised 08/08/2014



