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GENERAL TERMS & CONDITIONS
REQUEST FOR QUOTATION (RFQ) AND REQUEST FOR PROPOSAL (RFP)

1. Awards will be made in the bast interest of the State of West Virginia,

2. The State may accept or reject in part, or in whole, any bid.

3. Prior to any award, the apparent successful vendor must be propetly registered with the Purchasing Division
and have paid the required $125 fee.

4, All services performed or goods delivered under State Purchase Order/Contracts are to be continued for the
term of the Purchase Ordar/Contracts, contingent upon funds being appropriated by the Legislature or otherwise
being made available. In the event funds are not appropriated or otherwise available for these services or goods
this Purchase Order/Contract becomes void and of no effect after June 30.

5. Payment may only be made after the delivery and acceptance of goods or services.

6. Interest may be paid {or late payment in accordance with the West Virginia Code.

7. Vendor preference will be granted upon written request in accordance with the West Virginia Code.

8. The State of West Virginia is exempt from federal and state taxes and will not pay or reimburse such taxes.

9. The Director of Purchasing may cancel any Purchase Order/Contract upon 30 days writien notice fo the seller.

10. The laws of the State of West Virginia and the Legisfative Rules of the Purchasing Division shall govern the
purchasing process.

11. Any reference to automatic renewal is hereby deleted. The Contract may be renewed only upon mutual written
agreement of the parties.

12. BANKRUPTCY: In the event the vendor/contractor filas for bankrupilcy protection, the Stale may deem
this contract null and void, and terminate such contract without further order.

13. HIPAA BUSINESS ASSOCIATE ADDENDUM: The West Virginia State Government HIPAA Business Associate
Addendum (BAA) approved by the Altorney General, is available online at www.state, wy. us/admmlpurchaSelvrcfhlpaa htm
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{45 CFR §160.103) and will be disclosing Protected Health Information (45 CFR §160.103) to the vendor.

14, CONFIDENTIALITY: The vendor agrees that he or she will not disclose 1o anyone, direclly or indirectly, any such
personally identifiable infarmation or other confidential information gained from the agency, unless the individual who is
the subject of the information consents to the disclosure in writing or the disclosure is mads pursuant to the agency's
policies, procedures, and rules. Vendor further agrees to comply with the Confidentiality Policies and Information
Security Accountability Requirements, set forth in hitp://iwww state wv.us/admin/purchase/privacy/notice Confidentiality. pdf.

15. LICENSING: Vendors must be licensed and in good standing in accordance with any and all state and local laws and
requirements by any state or local agency of Wast Virginia, including, but not limited 1o, the West Virginia Secretary
of State's Office, the West Virginia Tax Department, and the West Virginia Insurance Commission. The vendor must
provide all necessary releases to obtain information 1o enable the director or spending unit to
verify that the vendor is licensed and in good standing with the above entilies.

16. ANTITRUST: In submitling a bid to any agency for the State of West Virginia, the bidder offers and agrees that
if the bid is accepted the bidder will convey, sell, assign or transfer to the Stale of West Virginia all rights, title and interest
in and to all causes of action it may now or hereafter acquire under the antitrust laws of the United States and the State of
Wast Virginia for price fixing and/or unreasonable restraints of trade relating to the particular commeoditles or services
purchased or acquired by the State of West Virginia. Such assignment shall be made and become effective at the time the
purchasing agency tenders the initial payment to the bidder.

| certify that this bid is made without prior understanding, agreement, or connection with any corporation, firm, limited
lability company, partnership, or person or entity submitting a bid for the same material, supplies, equipment or
services and is in all respecis fair and without collusion or Fraud. | further certify that | am authorized fo sign
the cerlification on behalf of the bidder or this bid.

INSTRUCTIONS TO BIDDERS
1. Use the quotation forms provided by the Purchasing Division. Complete all sections of the quotation form.

2. ltems offered must be in compliance with the specifications. Any deviation from the specifications must be clearly
indicated by the bidder. Alernates offered by the bidder as EQUAL to the specifications must be clearly
defined. A bidder offering an alternate should attach complete specifications and literature to the bid. The
Purchasing Division may waive minor deviations to specifications.

3. Unit prices shall prevail in case of discrepancy. All quotations are considered F.O.B. destination unless alternate
shipping terms are clearly identified in the quotation.

4. All quotations must be delivered by the bidder to the office hsted below prior {o the date and time of the bid
opening. Failure of the bidder to deliver the quotations on time will result in bid disqualifications: Department of
Adminisiration, Purchasing Division, 2019 Washington Street East, P.Q. Box 50130, Charlaston, WV 25305-0130

5. Communication during the solicitation, bid, evaluation or award petiods, except through the Purchasing Division,
is strictly prohibited (W.Va. C.S.R. §148-1-6.8).

Rev. 12/15/09
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Request for Quotations
Department of Transportation

ADVERTISING SERVICES
RFQ DOH85110001

The West Virginia Department of Transportation, hereinafter referred to as “DOT”, is soliciting
bids for professional advertising services for the DOT Divisions of Highways; Motor Vehicles;
Public Transit; Public Port Authority; Parkways, Economic Development and Tourism Authority
(WV Turnpike); State Rail Authority and the Aeronautics Commission. An open-end contract
will be awarded to the lowest, responsive bidder meeting all mandatory requirements contained
in this Request for Quotation for a one year period with options to renew such contract for two
additional one year periods.

Mandatory Requirements & Bid Evaluation

Mandatory requirements included herein are intended to establish the minimum required
qualification and experience criteria and required scope of services. Any specification
containing the word “must”, "shall” or *will" is mandatory. Failure to meet any mandatory
requirement shall result in disqualification of the bid.

A mandatory pre-bid conference will be held at 10:00 am, November 4, 2010 at the agency's
location in Building 5 located on the West Virginia State Capitol Complex in Charleston, WV.
The meeting will be held in Room A-122. Attendance is mandatory, vendors failing to attend
and properly register at the pre-bid conference will be automatically disqualified. Written
guestions will be accepted and must be submitted to the Purchasing Division as follows:

Krista S. Ferrell, Buyer Supervisor (for File 33)
WV Purchasing Division

2019 Washington Street, East

Charleston, WV 25305

Fhone: 304-558-2596

Fax: 304-558-4115

Email: Krista.s ferrell@wv.gov

Vendors will be given a twenty-four hour period in which to submit additional guestions
immediately following the pre-bid conference to the Purchasing Division as indicated above.
Questions will be addressed and a formal addendum will be issued accordingly.

Part 1.0 BACKGROUND

The West Virginia Department of Transportation (DOT) is comprised of more than 6 000 men
and women who work in the Division of Highways; Division of Motor Vehicles: Division of Public
Transit; Public Port Authority; Parkways, Economic Development and Tourism Authority (WV
Turnpike), State Rail Authority and the Aeronautics Commission. It is the mission of the DOT to
create and maintain a multi-modal and inter-modal transportation system that supports the safe,
effective and efficient movement of people and to provide information and goods that enhances




the opportunity for people and communities to enjoy environmentally sensitive and economically
sound development. WV DOT provides essential services in transportation, tourism and
economic development inciuding but not limited to the following:

o Safety and protection for citizens through modern operating standards for our
highways, rail and airport facilities and licensing and permitting of drivers and motor
vehicles;

e Transportation services including public transit, railway operation and maintenance,
airport and river port development, and highway construction and maintenance;

e Community and economic development through accessible roads, rivers, railways
and airports and support for the artisan community through Tamarack and other
development initiatives;

o Revenue generation through the highway trust fund; air, railway and waterway fuel
funds, and tolls and concession fees; and

o Information and education through driver education, travel information, safety
guidance, public involvement in transportation planning and continuing education.

Part 2.0 Mandatory Qualifications and Experience Requirements

The WV DOT requires a professional advertising and marketing vendor capable of providing a

full range of services. Professional services include but may not be limited to creative public

relations, media and consultation, research analysis, outreach and education and technical
+3

a
assistance in development and implementing comprehensive marketing, advertising and public

relation campaigns.

Vendors must be properly licensed with the State and all other applicable governmental entities
to provide advertising and marketing services covered under the contract.

Vendors must have been in business a minimum of five years and shall have completed and/or
are engaged in a minimum of five projects similar in size and scope within the last five year
period in other comparable work environments.  Please provide the names of businesses,
addresses, contact person name and phone number, dates and description of services. |t is
preferred that vendors provide all applicable information to evidence compliance with mandatory
qualification and experience criteria with the bid. Vendors who fail to provide the required
information upon written request by the Purchasing Division by the established deadline may be
immediately disqualified.

The successful vendor shall be solely responsible for all work performed under the contract and
shall assume Prime Contractor responsibility for all services delivered under the terms of this
contract

Part 3.0 Scope of Services and Contract Performance Requirements

The successful vendor shall provide all material, labor and professional services required to
provide all specified advertising and marketing services described herein. Services shall be
provided with input and approva! from DOT and shall include:

e Market Analysis;
¢ Theme development;
¢ Creative concepts and art direction;




e Development of multi-media campaigns including planning, identifying goals,
establishing key statements, determining tactics and timeliness, communications
planning, public relations planning, summarization of assessments and management of
the same;

e Statewide coverage for multi-media advertising placement and/or outreach through
various media avenues including television, radio, billboards, posters, outdoor and bus
signage, internet/worldwide web, and other promotional materials:

s Incorporating appropriate logos and taglines into all campaign materials:

e Detailed media placement reports and other reporting including summary and
effectiveness reporting; results, analysis and survey reporting and recommendations;

« Measuring effectiveness/outcome studies;

s Working under short timeframes and deadlines; and

e Television Public Service Announcement (PSA) production.

The successful Vendor shall provide all necessary resources to ensure successful completion of
tasks within short time frames when warranted.

While it is expected that the majority of services provided under this contract will be media buys,
the WV DOT shall have the option to request any other advertising and marketing services.

The successful Vendor shall provide the expertise, experience and resources necessary to
ensure reaching target audiences on a statewide bhasis,

Vendors must understand and utilize current advertising and marketing trends and work on
multiple agency proiects concurrently.

The WV DOT shall notify the Vendor of required services in writing, which may be formal or
informat at the agency’s discretion.

The successful Vendor must provide media placement proposals within five business days or
less from receipt of the written agency requests. '

Reporting for all other tasks performed shall be provided within five business days of
completion.

Television PSA production shall be requested by the agency in writing and must be completed
and edited within ten business days from production.

All requests for services under the contract for any DOT Division shail be approved and
originated through the DOT Office of Communications. DOT shall not be responsible for
payment of any services rendered that are not requested and approved by appropriate DOT
Office of Communications staff. Written authorization and approval contact information for the
DOT Office of Communications shall be provided the successful vendor immediately following
contract award.

Part 4.0 Pricing Requirements:

Vendors shall be required to submit cost bids based on the information contained in the
attached Bid Form. The total shall reflect all costs associated with meeting the requirements




and services listed in the RFQ being offered by the Vendor as part of the Vendor's response,t

inclusive of expenses. Vendors shall provide an ali inclusive hourty rate for completion of
indicated service categories. Such hourly rates shall be firm, fixed all-inclusive hourly rates for
the life of the contract. Estimated hours noted on the Bid Form for service categories are
estimates for bid evaluation purposes only; actual hours may be more or less at the
discretion of DOT.

Vendors shall quote an add-on percentage for media buys which shall be firm for the life of the
contract. If a Vendor fails to provide the add-on percentage as indicated on the bid form, it shall
be interpreted to mean that no add-on charge is required and none shall be granted.

Vendors shall guote an add-on percentage for any subcontracted services which shall be firm
for the life of the contract. If a Vendor fails to provide the add-on percentage as indicated on the
bid form, it shall be interpreted to mean that no add-on charge is required and none shall be
granted.

It is preferred that Vendors utilize the attached Bid Form. Should a Vendor opt not to use the
attached Bid Form and fails to provide all required bid quote information, the bid shail be
declared fatally flawed and will be disqualified.

10




ADVERTISING & MARKETING SERVICES
DOT95110001 BID FORM

A. Advertising & Marketing Services

Service Estimated All inclusive Extended
Hours Hourly Rate Cost
Television Production 50 $45 $ 2,250
Radio Production 25 $45 $ 1,125
Media Buys 300 $ 0 $ 0
Outdoor Advertising 25 $45 $ 1,125
Print Media 25 $45 $ 1,125
Internet/Worldwide Web 25 $45 $ 1,125
Survey, Analysis, Evaluation 200 $45 $ 9,000
Contract Administration/Consultation 25 $45 $ 1,125
Subtotal : $16 , 875

S. Media Buying Percentage

Media Buy Add-On Percentage

Percentage

Reminder: This percentage must be quoted if
applicable. Failing to provide a percentage add-on shall
negate any such charge throughout the life of the
contract.

[Extended Cost_

Add-On Percentage

$25,000

Add-On Calculation: Multiply percentage by $500,000 5 %
C. Sub-Contractor Percentage
Sub-Contractor Add-On Percentage _Percentage

Reminder: This percentage must be quoted if
applicable. Failing to provide a percentage add-on shall
negate any such charge throughout the life of the
cantract,

Extended Cost

Add-On Percentage

Add-On Calculation: Multiply percentage by $150,000

i1



D. Total Bid

Table A Extended Total $ 16,875
Table B Extended Total $ 25,000
Table C Extended Total $ 7,500
GRAND TOTAL $ 49,375

Note: Bids shall be evaluated on the basis of the lowest Grand Total Cost
following confirmation of compliance with all mandatory specification
requirements. The contract will be awarded to the lowest, responsive bidder
meeting all mandatory requirements.

Charles Ryan Associates

Vendor
By: Susan Lavenski ) 4 A
[
Title: Managing Director

Date: 11/29/10

Address:

300 Summers St., Suite 1100

Charleston, WV 25301

Business Phone No 204-342-0161




Rev 00/03 State of West Virginia

VENDOR PREFERENCE CERTIFICATE

Certification and appiication™ is hereby made for Preference in accordance with West Virginia Code, §5A-3-37. (Does notapply to
construction confracts). West Virginia Code, §5A-3-37, provides an opportunity for gualifying vendors to request {at the time of bid)
preference for their residency status. Such preference is an evaluation method only and will be applied only to the cost bid in
accordance with the West Virginia Code This certificate for application is to be used to request such preference. The Purchasing
Division will make the determination of the Resident Vendor Preference, if applicable.

13

1. Appilication is made for 2.5% resident vendor preference for the reason checked:

Bidder is an individual resident vendor and has resided continuously in West Virginia for four (4) years immediately preced-

ing the date of this certification; or,

X Bidderis apartnership, association or corporation resident vendor and has maintained its headguarters or principal piace of
business continuously in West Virginia for four (4) years immediately preceding the date of this certification; or 80% of the

ownership interest of Bidder is held by another individual, partnarship, association or corporation resident vendor who has

maintained its headquarters or principal place of business continuously in West Virginia for four (4) years immediately

nreceding the date of this certification; ot,

Bidderis a nonresident vendor which has an affiliate or subsidiary which employs a minimum of one hundred state residents

and which has maintained its headgquarters or principal place of business within West Virginia continuously for the four (4)

years immediately preceding the date of this certification; or,

2. Application is made for 2.5% resident vendor preference for the reason checked:
X Bidder is a resident vendor who certifies that, during the life of the contract, on average at least 75% of the employeas
working on the project being bid are residents of West Virginia who have resided in the state continuously for the two years
immediately preceding submission of this bid; or,

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

Bidder is a nonresident vendor empioying a minimum of one hundred stale residents or is a nonresident vendor with an
affiiate or subsidiary which maintains its headquarters or principal place of business within West Virginia employing a
minimum of one hundred state residents who certifies that, during the life of the contract, on average at least 75% of the
employees or Bidder's affiliate’s or subsidiary’s employees are residents of West Virginia who have resided in the state
continuously for the two years immediately preceding submission of this bid; or,

4, Application is made for 5% resident vendor preference for the reason checked:
X Bidder meets either the requirement of both subdivisions {1) and (2) or subdivision {1) and (3) as stated above; or,
5

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

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

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

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

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

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

Under penalty of law for false swearing {(West Virginia Code, §61-5-3), Bidder hereby certifies that this certificate is true
and accurate in all respects; and that if a contract is issued to Bidder and if anything contained within this certificate

changes during the term of the contract, Bidder will notify the Purchasing/ivision in writing immediately.
Bidder: Charles Ryan Associates Signed: /K/\AK/\

L
Date: 11/29/10 Title: Managing Director

*Check any combination of preference consideration{s) indicated above, which you are entitled lo receive,
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RFQNe. 95110001

STATE OF WEST VIRGINIA
Purchasing Division

PURCHASING AFFIDAVIT

West Virginia Code §5A-3-10a states: No contract or renewal of any contract may be awarded by the state or any of its
political subdivisions to any vendor or prospective vendor when the vendor or prospective vendor or a related party to the
vendor or prospective vendor is a debior and the debt owed is an amount greater than one thousand dollars in the
aggregate.

DEFINITIONS:

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

"Debtor” means any individual, corporation, parinership, association, limited liability company or any other form or
business association owing a debt to the state or any of its political subdivisions. “Political subdivision” means any county
commission; municipality, county board of education; any instrumentality established by a county or municipality; any
separate corporation or instrumentality established by one or more counties or municipalities, as permitted by law; or any
public body charged by law with the performance of a government function or whose jurisdiction is coextensive with cne
or more counties or municipalites. “Related party’” means a party, whether an individual, corporation, partnership,
association, limited liability company or any other form or business association or other entity whatsoever, related to any
vendor by blood, marriage, ownership or contract through which the party has a relationship of ownership or other interest
with the vendor so that the party will actually or by effect receive or control a portion of the benefii, profit or other
consideration from performance of a vendor contract with the party receiving an amount that meets or exceed five percent
of the total contract amount.

EXCEPTION: The prohibition of this section does not apply where a vendor has contested any tax administered pursuant
to chapter eleven of this code, workers’ compensation premium, 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 provisions of such pian or agreement.

Under penalty of law for false swearing (West Virginia Code §61-5-3), it is hereby certified that the vendor affirms and
acknowledges the information in this affidavit and is in compliance with the requirements as stated.

WITNESS THE FOLLOWING SIGNATURE

Vendor's Name: Cﬁles Ryand JAssgeiateg

Authorized Signature: ¢ k{? /Dm//,f,,// /( Date: “ O éj L0/ Q

State of UC«’S—t l/ ) \f%; nt O‘

County of MC& NG W ho, , fo-wit: ;
Taken, subscribed, and sworn to before me this i‘:‘( day of {UO U . ,20/0.
My Commission expires 1D~ 2 5 ,2074.

Qare o Bl
AFFIX SEAL HERE NOTARY PUBLIC NGy hoil o L4 k(,,(

h  JANIE L. BARKER
STATE OF WEST VIRGINIA

Purchasing Affidavit {Revised 12/15/08)
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Department of Administration Q i

Purchasing Division uotation i 95110001 - L
20189 Washington Street East :
Post Office Box 50130
Charleston, WV 25305-0130

UYER 33

sl b

N4 -_558-2402

71*709043838 304-342-0161
CHARLES RYAN ASSOCIATES INC
EB&T SQUARE

300 SUMMERS STREET SUITE 1100
CHARLESTON WV 25301

DEPARTMENT OF TRANSPORTATION
OFFICE OF THE SECRETARY
BUILDING 5, ROOM Al02
1900 KANAWHA RQULEVARD, EAST
CHARLESTON, WV

25305-0440 558-0444

11/03./2010
BID CPENING DATE:

ADDENDUM NO. 1

THIS ADDENDUM IS ISSUED TO ADD PAGES 8!AND 10
INADVERTANTLY OMITTED FROM THE ORIGINAL RFQ.

BID OPENING DATE REMAIRS: 11/16/2010
BID OPENING TIME REMAINS: 1:30 PM

= FRIkEF AR Ak Rk A g bk kddkd RND ADDENDIIM NO. 1| dkdedkehdddkskdik

éocn BA 915-03
' 1
ADVERTIEING 3SERVIGCES

¥r*k+x%x  THIS|IS THE END OF RFQ 95110001 ##*%x% TOTAL:

/]

| EE FEVERSE S FOR e AR CONDITONG.

e N
i) MVJ A S01-342-0161 11729710
mManag/ing iroctor P 261136195 ADDRESS CHANGES TO BE NOTED ABOVE

WHEN RESPONDING TO RFQ, INSERT NAME AND ADDRESS IN SPACE ABOVE LABELED VENDOR'
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the opportunity for people and communities to enjoy environmentally sensitive and economically
sound development. WV DOT provides essential services in transportation, tourism and
economic development including but not limited to the following:

« Safety and protection for cilizens through modemn operating standards for our
highways, rail and airport facilities and licensing and permitting of drivers and motor
vehicles;

» Transportation services including public tfransit, railway operation and mainienance,
airpart and river port development, and highway construetion and maintenance;

= Community and economic development through accessibie roads, rivers, railways
and girports and support for the artisan community through Tamarack and other
development initiatives;

= Revenue generation through the highway trust fund; air, railway and waterway fuel
funds, and tolls and concession fees; and

» Information and education through driver education, travel information, safety
guidance, public involvement in transportation planmning and continuing education.

Part 2.0 Mandatory Qualifications and Experience Requirements

The WV DOT requires a professional advertising and marketing vendor capable of providing a
full range of services. Professional services include but may not be limited to creative public
relations media and consultation, research analysis outreach and education and technical
________ -|.......~... P —~ oy Y Py P X sy ——

assistance n uvfwupu ent and unp:r.::mc“ “'d CoOmprenen iSive markst iy, adveit ualng ail pub%ic
relation campaigns.

Vendors must be properly licensed with the State and all other applicable governmental entities
to provide advertising and marketing services covered under the contract.

Vendors must have been in business a minimum of five years and shall have complsted and/or
are engaged in a minimum of five projects similar in size and scope within the last five year

- period in other.comparable work environments.... . Please. provide the names of businesses,
addresses, contact person name and phone number, dates and description of services. It is
preferred that vendors provide all applicable information to evidence compliance with mandatory
qualification and experience criteria with the bid. Vendors who fail to provide the required
information upon written request by the Purchasing Division by the established deadline may be
immediately disqualified.

The successful vendor shall be solely responsible for all work performed under the contract and
shall assume Prime Contractor responsibility for all services delivered under the terms of this

contract
Part 3.0 Scope of Services and Contract Performance Requirements

The successful vendor shall provide all material, labor and professional services required to
provide all specified advertising and marketing services described herein. Services shall be
provided with input and approval from DOT and shall include:

«  Market Analysis;
s Theme davelopment;
= Creative concepts and art direction;
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and services listed in the RFQ being offered by the Vendor as part of the Vendor's response,
inclusive of expenses. Vendors shali provide an all inclusive hourly rate for completion of
indicated service categories. Such hourly rates shall be firm, fixed ali-inclusive hourly rates for
the life of the contract. Estimated hours noted on the Bid Form for service categories are
estimates for bid evaluation purposes only; actual hours may be more or legs at the
discretion of DOT.

Vendors shall quote an add-on percentage for media buys which shail be firm for the life of the
contract. If a Vendor fails to provide the add-on percentage as indicated on the bid form, it shak
be interpreted to mean that no add-on charge is required and none shall be granted.

Vendors shall quote an add-on percentage for any subcontracted services which shall be firm
for the life of the contract. If a Vendor fails to provide the add-on percentage as indicated on the
bid form, it shall be interpreted to mean that no add-on charge is required and none shalt be

granted.

It is preferred that Vendors utilize the attached Bid Form. Should a Vendor opt not to use the
attached Bid Form and fails to provide all required bid quote information, the bid shail be
deciared fatally flawed and will be disqualified.




State of Wast Virginia Request for - THE

Department of Administration  Quotation 95

Purchasing Divigion

2019 Washington Street East ; =

Post Office Box 50130 T

Charleston, WV 25305-0130 BYYER 33
304-558-2402

110001

RFO COPY

[YPE NAME/ADDRESS HERE EPARTMENT OF TRANSPORTATION

QFFICE OF THE SECRETARY
UILDING 5, ROOM A1l09

25305-0440 558-0444

11/12/2010
BIiD OPENING DATE! 11 /1£/501A

ADDENDUM NO 2

THIS ADDENDUM| IS IBSUED| TO:

1;) TO ADD OFFICE QF ADMINISTRATIVE HEARING TO
PARAGRAPH 1 PAGE 7|OF THE SPECIFICATIONS.

21) PROVIDE A|COPY|OF THE MANDATORY PRE{BID ATTENDEE
LEST,.

BID OPENING DATE REMAINS: 11/16/2010
BID OPENING TIME REMAINE: 1:30 DM

FRhkdkkkk kX ER LA AR | END ADDENDUM NO. 2 *hdrdkvsrddtdas st

D01 Ep o1L5-03
1
ADVERTISING SERVICES

*pwxkx  THIS ES THE END| OF RFQ 951100D1 *#**%*% TOTATL:

SIGNATURE

504-342-0161 i 11/29/10

WLEManéjgwing Ditector: FEIN261136195 ' ADDRESS CHANGES TO BE NOTED ABOVE
WHEN RESPONDING TO RFQ, INSERT NAME AND ADDRESS iN SPACE ABOVE LABELED VENDOR'




. GENERAL TERMS & CONDITIONS
REQUEST FOR QUOTATION (RFQ) AND REQUEST FOR PROPOSAL (RFP)

1. Awards will be made in the best interest of the State of Wast Virginia.
2. The State may accept 6r reject in part, or in whole, any bid.
3. Prior o any award, the apparsnt successful vendor must be properly registered with the Purchasing Division

and have paid the required $125 fee. _
4, All services performed or goods delivered under State Purchase Order/Contracts are to be continued for the

term of the Purchase Order/Contracts, contingent upon funds being appropriated by the Legislature or otherwise
being made avallable. In'the event funds are not appropriated or otherwise available for these services or goods

this Purchase Order/Contract becomes void and of no effect after June 30.

5. Payment may only be made after the delivery and acceptance of goods or services.

8. Inferest may be paid for late payment in accordance with the Wesf Virginia Code,

7. Vendor prefersnce will be granted upon written request in accordance with the West Virginia Code.

B. The Stale of West Virginia is sxempt from federal and state taxes and will not pay or reimburse such taxes.

9. The Director of Purchasing may cancel any Purchase Order/Contract upon 30 days written nofice to the seller.

10. The laws of the State of West Virginia and the Legisfative Rujes of the Purchasing Division shall govemn the
purchasing process. , ‘

11. Any reference to atitomatic renewal is hereby deleted. The Coniract may be renewed only upon muiual written
agreement of the parties.

12. BANKRUPTCY: In the event the vendoricontractor files for bankruptcy protection, the State may deem

this contract null and void, and terminate such contract without further order.

i3, HIPAA BUSINESS ASSUCIATE ADDENDUM: The West Virginia Siate Government HIPAA Business Associate
Addendum (BAA}, approved by the Allornsy General, Js avallable online at www.state wv.us/admin/purchasefvrc/hipaahim
and is hereby made part of the agreement Provided that the Agency meets the definition of a Cover Enfity

(45 CFR §160.103} and will be disclosing Protected Health Information {45 CFR §160.103) to the vendor.

- 14. GONFIDENTIALITY: The vendor agrees that he or she will not disclose to anyone, directly or indirectly, any such

personailly identifiable information or other confidential information gained from the agency, unjess the individual who is
the subject of the information consents to the disclosurs in writing or the disclosure is made pursuant to the agency's
policles, procedures, and rules. Vendor further agrees io comply with the Confidentiality Policies and Information
Security Accountability Requirements, set forth in hittp:/Awww.state wv us/admin/purchase/privacy/noticeConfidentiality pdf,

15. LICENSING: Vendors must be licensed and in good standing in accordancs with any and all state and local laws and
reguirements by any state or local agency of West Virginia, including, but not fimited to, the West Virginia Secretary
of State's Office, the West Virginia Tax Depariment, and the West Virginia Insurance Commission. The vendor must

provide all necessary releasess to obtain information ™ to enable the director or spending unit b
verify thati the vendor is licensed and in good standing with the above entities, . '

16. ANTITRUST: In submitling a bid to any agency for the State of West Virginia, the bidder offers and agrees that
if the bid is accepted the bidder will convey, sell, assign or transfer ic the Slale of West Virginia all rghts, fitle and interest
in and to all causes of action it may now or hereafter acquire under the anfitrust Jaws of the United States and the State of
West Virginia for price fixing and/or unreasonable restraints of trade relating to the particular commodities or services -
purchased or acquired by the State of West Virginia. Such assignment shall be made and become effective at the time the
purchasing agency fenders the initial payment fo the bidder. :

- | certify that this bid is made without prior understanding, agrsement, or connection with any corporation, firm, limited
fability company, partnership, or person of enlity submitiing a bid for the same material, supplies, equipment or
services and is in all respects fair and without collusion or Fraud. | further cerfify that | am authorized fo sign

the ceriification on behalf of the bidder or this bid. :

- INSTHUCTIQNS TO BIDDERS _
1. Use the quoiation forms provided by the Purchasing Division. Complete all sections of the quotation form.

2. ltems offered must be In compliance with the specifications. Any deviation from the specifications must be clearly
indicated by the bidder. Altamates. offered by the bidder as EQUAL fo the specifications must be clearly
défined. A bidder offeting an allernate should altach complete specificalions and literature to thé bid. The

Purchasing Division may waive minor deviations to specifications.

3, Unit prices shall prevail in case of discrepancy. Al quotations are considered FO.B. dastination unless alternate
- shipping terms are ¢learly identified in the guotalion. ) s ' . .
"4, Al 'quotations must be delivered by the bidder {o the office listed below prior to the date and timie- of the bid

" opening. Fafluré of the bidder to deliver the quotations on time will result In bid disqualifications: Department of
© Administration, Purchasing Division, 2019 Washingion Street East, P.Q. Box 50130, Charleston, WV 25305-0130

5, Communication during the solicitalion, bid, evaluation or award periods, except through the Purchasing Division,

is strictly prohibited (W.Va, C.S.R. §148-1-6.6}.

Aev. 12/15/09
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¥702043338 304-342-0161
HARLES RYAN ASSOCIATES INC
B&T SQUARE

00 SUMMERS STREET SUITE 1100
HARTLESTON WV 25301

Depantment of Administration i
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DOHI95110001 - Advertising Services
Addendum Number 4 - Questions and Answers

The Manahan Group

Q.

From Part 2.0 Mandatory Qualification and Experience Requirements. it states
“Vendors must be properly licensed with the State and all other applicable
governmental entities to provide advertising and marketing services covered under the
contract.” It then goes on to state, “Vendors must have been in business a misimum of
five years”. Do you require copies of the business license and other documents to be
included in the response? If so, specifically what aother documents are required?
Vendors shali certify in writing that ail required licenses with the State and any other
applicable government entities are and will be in effect throughout the life of the
contract and will be made available to the Stote upon request. Vendors shall provide
the date of incorporation or the effective dote of its business license which ma y be
requested at any time ot the Stote's discretion.

Will the successful Vendor be required to carry a policy for Advertising Errors and
Omissions equal to one million dollars? Is a copy of the policy required to submit a bid?
No special insurance provisions have been requested.

In reference to the Bid Form, Section B, Media Buying Percentage, is the 5500,000
estimate the Gross Cost after the agency discount, or the Net Cost prior to the agency
discount? '
The media buying percentage is at the discretion of the bidder. Should a bidder wish
to include an add-on percentage when media buys are obtained on behalf of the State,
the percentage quoted on the bid form shall be firm for the life of the contract. The
calculation of multiplying the add-on percentage by $500,000 is for bid evaluation
purposes only and is intended to reflect an amount the State may spend for media

buys.

in reference to the Bid Form, Section A, does Survey, Analysis, Evaluation refer only to
paid media?
Survey, analysis and evaluation applies to any of the applicable services that ma y be

- requested gs stated in Section 3.0, Scope of Services and Contract Performance

2O

Requirements.

How many copies of the response do you require?
One original, signed bid is required to be submitted to the Purchasing Division no later
than the date and time stated for the opening of bids.
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The Phillips Group
Q. What is the difference between the hourly rate for “Media Buys” {Page 11, Section A}

and the “Media Buy Add-On Percentage” (Page 11, Section 8)? Is this an either/or
proposition as agencies typically don’t work on a percentage basis for media buying and

charge an hourly fee for the same services?
Vendors must quote on all inclusive hourly rate in Section A. of the Bid Form for work

" performed in securing media buys required by the State throughout the life of the

contract. Vendors are being given the option of quoting a fixed percentage that can
be added and charged for media buys that may require additional services and
resources not anticipated or covered in the hourly rate. If a vendor chooses not to
include an add-on percentage, any and all work the vendor performs in the securing of
media buys shall be charged at the hourly rate only. No additional charges will be
accepted.

Could you clarify, with examples, the types of “survey, analysis, evaluation” services —

telephone polling, focus groups, market surveys, statistical analysis of DOT information,

i PP

etc. —required (Page 11, Section A)?

. Survey, analysis and evoluation applies to any of the applicable services thot may be

requested as stated in Section 3.0, Scope of Services and Contract Performance
Reqguirements.

Are we to submit separately or as part of the bid the list of businesses, addresses,
cantacts and description of services that show our experience (Page 8, Part 2.0)?

The information requested to demonstrate a vendor’s experience is required to
determine compliance with the mandatory experience requirement. It is preferred the
requested information be provided with the bid.
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Agency Qualifications

CRA is cne of the most experienced integrated marketing communications

firms in the Mid-Atlantic region with offices in Charleston and Morgantown,

W. Va. and Richmond, Va. We are an independently cwned, limited liability
corporation specializing in advertising, public refations, interactive sexvices, crisis
communications, litigation communications, public involvement, government
relations and public opinion research.

In our 35-plus year history, we have refined the art of bringing together different
schools of thought into one agency, one mindset. We merge creativity with
reality. However, we must give credit where credit is due. We owe much of our
success to the passionate, overly-creative and technically-savvy people who
come to work every day with a smile, and stay as long as it takes 1o create
fantastic work with proven results.

We understand advertising is more than a pretty picture in a magazine.
Experienced account service members, award-winning creative artists and
no-nonsense media experts work together o create campaigns by immersing
themselves in our clients’ cultures, pulling from research and emerging industry
frends and always expecting the unexpected. Throughout the entire process

of an advertising campaign, all team members are striving for desired results,
evaluating chosen tactics and ensuring that the strategy is moving along as it
should.

Our full-service media department maintains relationships with media outlets
throughout West Virginia, Virginia and the Mid-Atlantic region. Our media buyers
regularly prepare paid-media strategies and execuie media plans including
newspaper, online, radio, outdoor/transit, network and cable television for
numerous clients. We are fully prepared fo hit the ground running to develop and
execute media sirategies for West Virginia Department of Transportation {WVDOT)
and ali of its departments and divigions.

Our public relations team coperates on the belief that an effective campaign is
rooted in a sound understanding of the ¢lient issues, community reactions and
creative problem solving. A process has been born out of our experiences and
successes which allows us to tailor specific communications plans for each
unique client issue, The evolution of technology has fundamentally transformed
the nature of public relations, and our team creates results-driven campaigns
by combining proven traditional PR activities with new innovative strategies to
maximize effectiveness.

For clients who need interactive communications services, our interactive team —
siands on the cutting edge of technology to provide Web site design, strategic
online planning, database management and more.




Our work experience is wide-ranging: transportation, heaith care, tourism,
techmnology, telecommunications, financial services, retail, utilities, energy,
education, mineral production, the arts, litigation, labor relations, government and
manufacturing, among others.

In fact, we offer an in-house, specialized Transporiation Practice Group
comprising seasoned communications experts who have years of experience
working with transportatior industry leaders on specific projects and campaigns.
During the past ten years, we have provided public involvement and/or
integrated marketing communications services for nearly 50 transportation
projects. So whether we coniract directly with state transportation departments
and transportation associations or serve as a sub-contractor 1o enginesring firms,
we've got the experience you're looking for. We are knowledgeable about the
industry and prepared o manage any situation that may arise.

At CRA, we creale and implement strategies which drive results for our clients.
We work with retail clients to expand market share. We help our transportation
clients raise awareness about public projects. We partmer with industy clients
to dramatically change their image from negative to positive when they face
"bad press” or just need to effectively communicaie their messages to members
of the public, elected officials and media representatives, among other groups.
Scmetimes that requires a major advertising effort. Sometimes grassroots
organization. Sometimes it requires both.

Qur goal is to create fans of CRA. That is why we work tirelessly every day 1o
deliver the best-possible products for our clients. Whether it involves partnering
with industry experts, tapping into our vendor resources or negotiating with
media representatives — it is always with the goal of producing outstanding
resulis, satisfied clients and ultimately... even more fans of CRA.

in a nuishell, we are your full-service integrated marketing firm. But we consider
ourselves much more than that. We are your organization’s right-hand men and
women. When you retain CRA you expect an experienced team. That's what
you'll get.

Experience. CRA.
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Experience Requirements

As a fully-integrated marketing communications firmn, we have the disciplines in
house to meet and exceed the scope, requirements and deadlines outlined by
WVDOT in the pubiished RFQ.

The following references and complementary case studies outline CRAs strategy
and creative campaigns for clients with a similar scope of work as requested by
the WVDOT.

Client Contacts

Virginians for Better Transportation

Jeff Southard

(804} 330-3312

Virginians for Better Transportation

Period of engagement: 2005 - present

Project scope: Message development, stakeholder group organization, community
outreach, spokesperson training, brand development, creative design, media
outreach, public relations, advertising, media planning and buying, interactive
services, event planning and implementation and Web site development.

264 Shawnee Expressway Rehabilitation Project

Andrea Clifford

{502} 367-6411

Kentucky Transportation Cabinet

Period of engagement: 2003 - 2006

Project scope: Message development, stakeholder group ecrganization, community
outreach, spokesperson training, brand development, creative design, media
outreach, public relations, advertising, media planning and buying, interactive
services, event planning and implementation and Web site development.

District of Columbia Black

Kevin Johnson

(202} 845-8014

D.C. Lotiery & Charitable Games

Period of engagement: 2010

Project scope: Account service, creative, media planning and buying, interactive
services, special event planning and coordination.

I—




The Corridor H Project

Joe Deneault

(304) 757-0888

West Virginia Division of Highways and Michael Baker Corporation

Period of engagement: 1999 — present

Project scope: Research, media ouireach, public relations, interactive media,
community cuireach, event planning and implementation, creative design and
Weh site development, hosting and monitoring.

Watt, Why & How

Jeri Matheney

{304} 348-4700

Appalachian Power

Period of engagement: 2008 - 2009

Project scope: Research, strategy, creative design, interactive services and media
planning and placement.




Virginians for Better Transportation (VBT)

Virginians want bettsr roads, less congestion, safer :
streets, more planned development and tighter hational J

security. Yet they were not ready - or prepared - to it’s ti m E
make the connection between achieving these goals T

and fixing the financial crisis facing the transportation

industry in Virginia.

As a result, the Virginia Transportation Construction Alliance selected CRA to
develop a public awareness campaign to educate members of the public, media
and elected oificials about the transportation: funding crisis facing Virginia.

CRA conducted extensive statewide research and found that people take the
trangpartation system for granted; there is a lack of understanding about
transportation funding, maintenance and costs; Virginians are most interested in
multimodal fransportation solutions; transportation is seen as a problem when it
affects & person’s quality of life; and citizens want more involvemsnt in decisions
and are skeptical about government spending. Using the resulis of the research,
CRA formed VBT,

VBT is a diverse and
expanding advocacy

group representing all
modes of fransportation
and business and

industry organizations
from ail areas of Virginia.
Within VBT, CRA formed

a steering committes

and executive council
consisting of industry
experts in air, port, rail,
mass transit and roadways.
Members of these groups
are also business leaders, association directars and former law enforcement

agents, and represent each district in Virginia. CRA conducted a message
development/spokesperson training session with members of these groups to
create campaign messages to be used to educate the public.

Stakeholder groups in different regions of the state were also formed to help
educate local communities. VBT representatives communicated with stakeholders

frequently providing updates about the situation and tactics they could implement —
to make a difference locally. In addition, VBT also built a group of 850 individual
and 200 business/organization supporters throughout the Commonwealth, |




In April 2005, CRA created the It's Time campaign to help VBT educate members
of the public, elected officials and the media about Virginia's great transportation
needs. The ultimate goal of the campaign was to educate Virginians throughout
the year and to urge the General Assembly to artive at transportation funding
solutions during the 2006 General Assembly session.

Based on public perception, it was evident that Virginians
needed to he educated about the issues before they
would be willing to take action. As part of the awareness _ §
campaign CRA created a comprehensive Web site; : iti -
conducted targeted media relations; and developed a

number of collateral materials, including a Candidate’s
Guide, which was disseminated to all candidates

runaing for office, and a PowerPoint presentation that
putlined the issues and was used for presentations o
interested groups throughout Virginia.

The It's Time Web site {itstimevirginia.org} is a
great educational tool that provides material about
the issues, valuable resources and links and VBT

supporter information. Since its creation, the site
has had more than one million hits.

Our public involvement efforts were
compiemented with two statewide advertising
campaigns. The first took place during the
summer of 2005 and consisted of radio spots
that directed listeners to the It's Time Web site
to learn more ahout the situation.

A second and larger campaign ran in the fall of

2005 during election season. It included print, radio and television
advertisements that conveyed how deieriorated Virginia's transportation system
had become and wrged the public 1o contact their legislators to address the
problem.

After three vears, VBT and the It’s Time campaign have proven to be very
successful in bringing the issue of transportation funding 1o the forefront. The
campaign was recognized with the “Best in Show” award at the 2007 Virginia
Pubiic Relations Awards.




In 2006, 2007, and 2008, Virginia's Governor Tim Kaine declared fransportation
the number one issue facing Virginians. To date, there have been at least 100
stories in the media that specifically mentioned VBT or quoted one of its leaders.
For every story written featuring VBT, there have been 10 more written about the
transportation funding crisis in general.

During the 2007 General Assembly session, the first significant transporiation
funding package for Virginia in more than 20 years was passed - $3 billion

in bonds for statewide construction projects, and regional funding plans for
Hampton Roads and Northem Virginia that could raise $200 and $400 millior: a
year. In 2008, major portions of that funding were overtumed by the Supreme
Court of Virginia and our elected officials once again debated solutions. CRA
continues to work with VBT to educate the public and our elected leaders about
the importance of continued transportation funding in Virginia to bring about a
solution to the state’s funding crisis.
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Shawnee Expressway-1264

In early 2003, the Kentucky Transportation
Cabinet (KYTC} began the largest rehabilitation
project of itg type in the state’s history - a
multimillion-dollar pian to improve the nearly
eight-mile Shawnee Expressway in Louisville to
like-new condition. In addition to new roadway
pavement, all interchianges, access ramps,
medians, lighting, guardrails and bridges were completely rehabilitated. The
project was expected to last 500 days and impact approximately 70,000 daily
motorists due to extensive work on the roadway that included lane closures
and detours. Charles Ryan Associates’ [CRA} Public Involvement Transportation
Practice Group was asked fo speathead a public involvement campaign
surrounding the rehabilitation of the Expressway. The team focused on keeping
the general public, travelers and nearby residents and businesses informed of

the traffic plans while developing initiatives to ensure community involvement
throughout the project.

Strategy

+ Conducted detailed research to gather important information about the
roadway and the surrounding communities affected.

+ Created strategies to provide information to the public that would explain
the complexities and duration of the project as well as the anticipated
positive results.

- Developed clear and concise messages and programs to keep the public
involved throughout each phase of the project.

« (reated an additional campaign outside of the original scope to address
developing issues about the level of minority participation on the project.
The campaign provided an avenue for the KYTC to positively respond to
these concems.

Our team implemented the following tactics as part of the project’s public
involvement campaign:

Message Development/Spokesperson Training

Spokespersons from the KYTC were selected to represent the project te all
external audiences. Our team worked with these representatives to create
clear and concise messages used to aid the public in understanding the issues
surrounding the project.

Stakeholders Group
A stakeholders group was formed to ensure all impacted parties and elected
representatives were informed and involved throughout the entire project.

Project Web Site
The site was developed to be one of the main soutces of information about the
project. The public could view the site 1o easily find the most up-to-date traffic




plans for the project, including lane closures and detours. The site alsc contained
information about the project’s background, stakeholders group and construction
progress updates. It algo included maps and an e-mail feature that enabled the
KYTC to answer questions from the public in a timely manner.

Project Information Hotline

This vital resource provided important information updates to those without
Intemet access. The hotline was updated with the most current project, detour
and lane closure information.

Media Relations

Relationships with the media were quickly established fo ensure this compiex
project was thoroughly understood. This required the team to disseminate press
materials and conduct media interviews and tours on a regular basis. Stories
focused on the start of the project, iis purpose and what the public could expect.
This good working relationship led to subsequent media interviews and tours as
progress and changes occurred on the project.

Paid Media/Advertising Campaign

CRA developed advertising campaigns to complement media tours and reinforce
messages with audiences. Inn some cases, subsequent “mini-advertising”
campaigns were created to help further explain project progress and changes.

Project Public Information Meeting

A project public information meeting gave community members the opportunity
to speak directly with and get their questions answered by the enginears and
representatives from the KYTC who worked on the project. Al the meeting,
discussions ranged from landscaping along the Expressway, to milestones
reached during the various phases of the project.

Ribbon-Cutting Ceremony

CRA planned a ribbon-cutting ceremony to celebrate the successtul completion
of the project. Community members, elected officials, KYTC representatives and
media representatives attended the event. The secretary of the KYTC spoke

at the ceremony, as did the chief district engineer and some members of the :
project’s stakeholders group.

Results §
The rehabilitation project was successfully completed on time. Throughout

the project, there were many news stories that kept the public informed. In
addition, many positive media stories focused on the end of the project, the
ribbon-cutting ceremony and the rehabilitation of the Expressway. Throughout
the rehabilitation, fravelers stayed informed of traffic information through the —
project Web site. The Web site also received many e-mails thanking the XYTC o
for working to keep the public informed. Members of the stakeholders group
praised the project’s public invelvement campaign. Noting the communication S




effort on this project, stakeholder Lucile Leggett said the stakeholders group was
kept abreast of the construction and frequently asked for feedback. "Many times
projects are started and completed in our neighborhoods, and we never have

any input,” she said. In a yearly performance evaluation by the KYTC's public
affairs executive director, CRA’s Public Involvement Transportation Practice Group
received the highest rating in every category, which included responsiveness,
quality, innovation and communications planning. Although the rehabilitation
was completed, the KYTC asked CRA to plan and implement an additional public
awareness campaign to inform about a landscaping project taking place along
the Shawnee Expressway.

Web site

WINEE
EXPRESSWAY PROJECT
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share information about {he project.
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e~mail feature that enables ¥YTC representatives 1o
SNEWET YoUr guestions.
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D.C. Lottery — District of Columbia Black

In sarly 2010, the D.C. Lottery’s communications staff
approached CRA with the challenge of launching the
district’s first-ever $1 million top-prize scratcher ticket.
The charge was particularly exciting as the Tn.C. Lottery typically sells out a $20
geratcher with a print run of 240,000 tickets in 71 weseks, Howeves, for this
particular $20 ticket they were planning to print move 480,000 tickets, with the
goal of selling out the scratcher in just 52 weeks,

Planning and Strategy

The key chjective of the District of Columbia Black campaign was to educate
current and prospective players about the ticket by communicating two key
messages: 1) that this is the largest top prize ever offered by the D.C. Lottery on
a scratcher and 2] that this ticket offers the best odds of winning $1 million on
a scratcher in the region.

Based on a campaign budget of $500,000, CRA developed and executed a
comprehensive marketing campaicn designed to help the D.C. Lottery achieve
its goal.

Execution

Account Service

Bs with all D.C. Lottery campaigns, CRA was ready to employ extensive
resources io assist the lottery’s product development, marketing,
communications and Web site teams. The account service team provided overall
strategy and leadership for the project from start to finish unifying efforts of

all the D.C. Lottery teams and generating excitement with retailers of this
monumental ticket. Most importantly, the account service team ensured that
every element was executed on time and within budget.

Creative

After receiving the creative request from the D.C. Lottery and the proposed ticket
art for the game, CRA initiated a re-work of the ticket art. We tnily believed it
could be better than what Scientific Games had proposed so we put forth three
additional options for the D.C. Lottery to consider. In the end, the D.C. Lottery
seiected one of CRA’s options and Scientific Games applauded our work,

CRA developed the campaign coined "The Premier” for District of Columbia
Black. The campaign positioned the launch of the ticket as a blockbuster event
- focusing the creative elements on the beauty, richness and elegance of the
ticket.




The creative team wrote scripis and directed the production of television and
radio commercials in Englisk and Spanish as well as the design and production
of all the point-of-sale, collateral and promotional materials including, but not
limited to, terminal toppers, posters, strip ads, print ads, banners, balloons,
t-shirts and cockies. We even produced commemorative coins that the retailers
could hand out to players for this important scratcher ticket as a way for them o
add value to their customers and generate further excitement about the game.

Media

The media team implemented a plan utilizing television, radio and online media
channels as well as recommended the use of "below the line” inventory that
D.C. Lottery had as part of annual contracts. For example, the Spanish radio spot
aired as part of the CRA plan on WLZL radio and on WZHF radic as part of the
D.C. United/D.C. Lottery partnership to reach Higpanic current and prospective
players.

Interactive

The interactive team assisted with bringing the creative team’s vision to the
interactive landscape — creating a Flash animation to run on the EnQii network,
e-mails disseminated 1o the Player's Club, Web banner for delottery.com and

a landing page Web site {thebiggestscratcherever.com}, which linked to the
District of Columbia Black second chance draw gite.

Special Events Management

Collaborating with the communications department, CRA helped launch “the
biggest scratcher ever” with a kick-off event at I'Enfant Plaza, May 6, Z2010.

A 48-foot banner of the ticket art was produced and CRA helped procure the
event space and giveaways for D.C. Lottery’s current and prospective players.
The success of this event can be toid in the numbers — D.C. Lottery experienced
a new, all-time high sales record of $1.7 million in scratcher sales in one week.

Evaluation
As of November 2010, District of Columbia Black is expected to exceed the D.C.
Lottery goal and sell out in 43 weeks — nearly 10 wesks ahead of schedule.

At CRA, we are proud of the success of this ticket but even maore so, we are
proud of comments we have heard from the D.C. Lottery and its instant ticket
pariner, Scientific Games about the ticket, the campaign and our work, The
foltowing are just a few of those comments.

Buddy Roogow, executive director, D.C. Lottery: "With Black, we did everything
right.”

John Gorman, strategic development specialist, D.C. Lottery {on CRA's creative
work on the ticket]: "Matt Fidler should be Employee of the Month.”




Katie Gertz, account executive, Scientific Games: "This Black ticket of yours is
getting rave reviews from everybody and I've got on my desk four others from
other states and yowrs is by far the best locking. It's just great...the gold, the
new horder... it's just great looking and you're gonna be really, really happy
with it. You're gonna be extremely proud of this ticket. It's just great.”

CAYER'S CLUB

Enjoy alt the benefits of membership. Join now!
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Corridor H

Corrider H is a 140-mile highway
within the Appalachian Regional
Highway System. Construction had been halted for more than 30 years by
environmental opposition and legal action taken by special interest groups. The
West Virginia Department of Transpartation looked to Charles Ryan Asscciates
{CRA} to help move the project forward in the face of heated opposition.CRA
understood that those who were opposed to the project were savvy in most
areas of public awareness and public information. They knew how to work with
the media, they understood how to push hot-button issues with the public and
they were experts in lobbying political leaders aboui their interests.

To address this, CRA:

»  Provided accurate, timely public information.

+  Developed an integrated information program using research, media,
interactive media and community meetings.

+  Informed public of research conducted during project development
and construction.

«  (reated a Web site for Corridor H that offered information about the
highway and highway construction that had not been previously
reported.

+  Countered environmental claims with facts regarding archaeclogical
and cultural concerns of the Federal Highway Administration.

Setting the strategy in motion was critical to the success of the campaign, In
order to keep the project on track we:

«  Developed a public opinion poll. Research was critical in that it not only
heiped us to collect important information about Corridor H, but it
also let the community and the state know that the team was dedicated
to learning about their concerns and issues.

+  Drganized communily meetings. These public sessions gave people
a forum to meet direcily with preject engineers and leaders about the
project. Important media and spokesperson training was held prior
to these meetings to prepare team members to communicate effectively
in these often-heated sessions.

- Created a Web site to brief the community. This was important to give
everyone instant access io needed information. Construction scheduies,
benefits of the project and environmental impact information were all
provided on the site to reinforce the campaign’s messages.

+  Created and distributed postcards. As one of many layers of the
communications plan, these tools were important to direct the
community to Web sites and hotlines where they could receive
ongoing updates.




. Convened press conferences and coordinated site tours for the public
and the media. Media interaction was key to the project. When needed,
these activities were scheduled and planned to run smoothly and to
provide the media with the information they needed.

= Created fact sheets. Getting the right information to the public was
important to control the damage caused by environmentalists who
were effective in spreading misinformation and fear.

. Developed a video to explain the process on a selected archeclogical
site called Reed Farmstead. This mini-campaign coincided with the
broader effort when construction crews stumbled across the site during
the course of the project. Using this as an opportunity to reinforce our
concern for the environment, this video detailed the significarnice of
the site and the pecple who once inhabited the area. We sent the
video to svery school in West Virginia with a study plan for teachers.

CRA has been exiremely effective in salvaging the years of hard work that
have gone into the Corridor H project. Opposing parties signed an agreement
allowing the project to move forward and construction began on the remaining
segment with the support of the general public. After 30 years of controversy,
consiruction of the highway continues to progress.

Direct mail postcard
announcing Web site
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Appalachian Power

American Electric Power {AEF) is one of
America’s largest utility providers and has
operatiens in Ohio, Texas, Virginia, West Vizginia, Tennessee, Kentucky,
Michigan, Oklahoma, Arkansas and Louisiana.

A unit of American Electric Power

In 2008, Appalachian Power, the division of AEP that serves Virginia and West
Virginia, enacted the fivst rate increase for customers in southwestern Virginia
in 15 years. Unfortunately, public perception was that the increase was not fuliy
communicated to the customers in a concise and timely manner. As a result,
there was a noticeable increase in customer complaints and the Appalachian
Power brand suffered.

The company recognized the need to combat negative public opinion about
Appalachian Power and to prepare customers as a second rate increase would
be forthcoming in 2007. Appalachian Power ratained CRA to research, analyze
and strategize how to most effectively communicate with their customers about
a proposed electricity rate increase in Virginia.

CRA worked with Appalachian Power to develop an aggressive marketing
initiative to increase public awareness of the upcoming rate increase.

Research
CRA coordinated a series of focus groups through the affected area to help
determine ways to combat negative
public opinion and the best methods
needed to communicate the rate
rhange.

Pollowing are key findings from the
focus group research:
+  Although often taken for
granted, electricity is viewed as

a high-value energy product.

+ Trust in Appalachian Power
decreased as a result of the first
rate increase, but the company
was still viewed as a good
neighbor.




» There was generally low awareness of Appalachian Power's
involvement in community activities
and philanthropic initiatives,.

+  Consumers have environmental concems about the use of coal and are
responsive to aliernative forms of energy.

= Customers had a good understanding of why rates increased, but felt
they had no contrel over rate increases that they believe are inevitable.

Strategy

Applying the results of the focus groups,
CRA developed Wati, Why & How, an
integrated campaign to educate customers
about the utility industry, electricity rates
and conservation.

Watt, Why & How is an educational
program focused on connecting customers
with information about the simple things
everyone can do each day to truly have
an impact. Although electricity rates may

have to increase, there are many ways we

can lower the amount of power we use
and in turn, our bills.

Implementation
CRA developed an integrated communications plan to reach Appalachian
Power's target audiences. The plan included print advertising, online Web
banners, Post-1t Notes on newspapers, arned media and a campaign-specific
Web landing page. For speakers’
bureaus, CRA identified opportunities,
provided messages and produced

a muiti-media presentation. The
mulii~-media piece is also available to
customers online.

Results

Appalachian Power views Watt, Why
& How as such a success that they
have asked CRA 1o run a similar
campaign for a raie increase in West
Virginia. The wattwhyandhow.com
landing page went live on July 7,
2008 and as of August 28, 2010,
1,342 people had visited the site. The campaign ran through end-of~year 2008
and began in West Virginia in 2009.

B




Our Approach

Our approach to working with the WVDCT communications team is simple.

We want you to view us as a part of your team - of your department. We truly
believe partnering is the enly way it will work, and work well. As pazt of owr
approach, we will provide you with the most effective integrated strategy and
golutions. We offer the following integrated services for WVDOT:

Research

Research allows us to gauge the perceptions of our target audiences, determine
the most effective messages and means for delivering these messages. Finally,
research also helps us to determine the spokesperson{s) that will rescnate with
your audiences most effectively, CRA offers in-house research staff members
that are experts in conducting both quantitative and quatitative research,
analyzing the results and providing reports that present keen insight into your
audiences. We recommend thai research be conducted before creating overall
communications/marketing plans or developing and executing creative product.

Public Opindon Focus Groups

One of the hest methods of collecting gualitative research is through focus groups.
Focus groups are typically used to gather in-depth, directional information frorm
groups of respondents using a roundtable discussion format led by a trained
moderator. If appropriate, we will gain insight from your target audiences about
their perceptions of the WVDOT and its divisions and projects. The classic
approach to focus group research is to use this methodology to develop your
commurications and marketing program with the messages and tactics that
resonate best and cause action among vour target audiences.

Public Opinion Polling

To evaluate the effectiveness of cur campaign, CRA typically conducts a public
opinion pell at the completion of a project and compare the results to a baseline
study conducted before the campaign: began. We take a sirictly scientific
approach fo telephone research, which ensures that WVDOT would glean the
information you need from your desired target audience(s). All telephone research
is conducted anonymously to protect the respondents’ identities and answers. We
use only professional interviewers who have been highly trained and conduct
their interviews in a friendly, non-threatening manner. Once the interviews are
complete, data analysis is conducted using well-founded scientific formulas and
COTICEDLS.

Comprehensive Marketing Plan Development

CRA is adept at creating comprehensive communications and marketing plans,
based on research results, which are tailored specifically to the neads, goals and
objectives of WVDOT. Experience has taught us there are key elements that are e
beneficial o many successful campaigns. The list below details a number tactics ]
and services we typically provide.




Message Development/Spokesperson Training/Public Meeting Training
Credible spokespersons must be selected to be the face of WVDGOT to all external
audiences. Upon completion of the research, CRA can provide a message
development and spokesperson training workshop for agency representatives.
During this session, we will work with you fo bring focus to the campaign
themes, develop clear and concise messaging for spokespersons and practice
delivering those messages via various media channels. The session alse will focus
on media interviews and group presentations.

In addition, CRA recognizes that technical project personnel must be trained to
commimicate with citizens in public meetings. That is why we have developed a
specialized public meeting training workshop. These sessions prepare engineers
and other spokespersons to present information about a project clearly and
concisely while answering questions from the public.

Brand Development

Creating, building, maintaining and protecting the brand — it is why CRA exists.
We have extensive experience and skill in this area and live up to this challenge
for clients daily. Our creative staff has the expertise to create or refresh brands
to deliver a positive message for our clients. The brands include consistent
messaging for our campaigns and reflect our clients’ goals and objectives. All
advertising, collateral and other communications materials reflect the brand as
well.

Creative Development

CRA may provide recommendations, typically based on research, for the
development of advertisements and new collateral pieces. All items follow

the same creative process, which is outlined below., We find by foliowing this
process, we can help keep clients informed and keep them close to the creative
project(s). This will help produce creative that meets your goals and promotes a
successiul working partnership between CRA and WVDOT.

Concepting

We start with the Concepting Phase. To begin, we develop a customized creative
brief based upon client meetings that will serve as a guide in the creative
process. We then have creative meetings with assigned team members to
develop concepts for the project

Design

After concepting, we move into the Design Phase, where our creative team will
execute the concepts and provide a completed creative package that is presented
o your team for review and approval. This phase can repeat, as necessary, until
a sucecssstul creative product s delivered. e




Production

The final phase is the Production Phase. Once we have received a signed
approval from you, we Inove our projects into production. Here, a team of
production artists, under supervision of creative directors and owr production
manager, get the materials ready for press or publication. The product goes
through a final round of proofreading and checks with prepress software before
being shipped to the printer. These same production ariists are responsibie for
press checks and verifying printer proofs to ensure the highest-possible quality.

Media Strategy and Purchasing

CRA has been a powerful force in media placement in West Virginia, Virginia
and surrounding states for more than 30 years. We have seen the face of media
planning and buying grow and change with such developments as computerized
media buying and the incorporation of internet advertising, and we have
responded 1o these changes accordingly for our clients. Because of this swift and
informed adaptation to the ever-changing world of media, CRA continues to set
the agency standard for media buying in this region.

The CRA media depariment places more than $24 million annually. We plan
and execute media buys for clients with annual budgets ranging from $12,000
to $12 million. Due to the diverse needs of cur client base, we have been able
to plan, negoetiate and place comprehensive advertising schedules on a lecal,
regional, national and international level. Whether it's helping clients expand
their advertising into nsw markets or educating them on how to increase their
presence in their current markets, CRA develops an individualized and effective
media plan for each client. This experience has taught us that no matter how
large or small the budget, proper checks and balances need o be in place fo
ensure our clients’ goals are being met and they are seeing the intended results.
Once the overall campaign geais have been established and the target audience
has been identified, the media team determines the media objectives, target
markets, budget and tactics.

At this time, the proper media are chosen, guidelines for the media buy are set,
and a request for proposal is issued to relevant media vendors. This process has
consistently enabled us to negotiate fair and solid media buys for our clients
across the board, year after year.

CRA’s media team has a combined 20 years of experience in the placement
of broadcast and cable television, radio, out-of<home, local and national
newspapers, consumer and business magazines and Internet advertising. Our
media department is located in-house and works daily with the account and
creative teams which can provide a truly integrated approach to meet your needs. :




Media Tours & Media Relations

CRA is available to plan visits with local newspapers, television and radio outlets
in an effort to keep the media, and subsequently the public, informed abeout
WVDOT. These meetings allow for agency representatives to meet one-on-one
with media representatives and discuss WVDOT services and communicate
updates about its divisions and projects. Such tours also provide an opportunity
for spokespersons to develop relationships with reporters and allow us to
opportunity to deliver materials including media kits, project timelines and fact
sheeis, as well as other relevant information.

Social Media

Social media is no longer an ancillary piece of marketing straiegy. It is now a
Tequirement in order to compete. That is why CRA has social media experis on
staff dedicated to understanding and wutilizing social media for the benefit of our
clients. Social media is critical to reaching, and more importantly, engaging your
target audiences. At CRA, we understand that social media is still fairly new and
that it can be difficult te quantify its full impact on your organization. That is
why we work to establish important benchmarks and goals for the social media
outreach before we begin. We also work with adveriising and online agencies to
get an accurate picture of the overall reach of the social media efforts. Depending
on results, we can tweak the strategy as needed throughout the life of the
campaign, ensuring success.

interactive Support

The WVDOT Web site offers a remendous amount of information and is a

great way to keep target audiences up to date. As part of the communications/
marketing plan, we will be availabie to the WVDOT staff to enswre that the site
is updated with developed messaging, communications materials, activities and
announcements. We will continue to utilize the Web site as a main resource for
your audiences.

Evaluation

We have several methods for gauging the effectiveness of our communications
and marketing efforts. First, we refer to the information gathered during the
research phase. We use this information as a barometer {o see how opinions of
the target audiences change over the course of the campaign. We also track the
interest and/or response to our communications pieces including Web site traffic
and eamed media coverage.




