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DO#HS5110001 - Advertising Services
Addendum Number 4 - Questions and Answers

The Moanahan Group

Q.

£

=0

From Past 2.0 Mandatory Qualification and Experience Requirements. It states
“Vendors must be properly licensed with the State and all other applicable
governmental entitles 1o provide advertising and marketing services covesed under the
cantract.” it then goes on to state, “Vendors must have been in business 3 minimum of
five years”. Do you require coples of the business license and other documents o bo
included in the response? If so, specificatly what other doturnents are required?
Vendors sholl certify in writing that all required licenses with the State end any other
applicable government entities Gre and will be In effect throughout the life of the
contract and will be made avaitable to the State upon request. Yendors shall provide
the date of Incorporation or the effective date of Hs business license which may be
requested at any time at the State’s discretion.

Wil the successtul Vendor be required to carry a policy for Advertising Ervors and
Omisslons equal to one milllon doltars? Is a copy of the policy required to submit 3 bid?
No special insurance provisions have been requested.

i reference 1o the B Form, Secton B, Media Buylng Peicentage, & the 550,000
estimate the Gross Cost after the agency discaunt, or the Net Cost prier to the agency
discount?

The media buying percentoge is at the discretion of the bidder. Should a bldder wish
to include an odd-on percentage when media buys are obtained on beholf of the State,
the percentage quated an the bid form shalf be firm Jor the life of the contract. The
colculotion of multiplying the odd-on percentage by $500,000 is for Bd evalvotion
purposes only and ks Intended to reflect on amount the State ray spend for media
buys.

in roference to the Bid Form, Section A, daes Survey, Anslysis, Evaluation refer only to
paid media?

Survey, analysis and evoiuation applies to any of the applicable services that may be
requested os stated in Section: 3.0, Scope of Services and Contract Performonce
Requirements.

How many copies of the response do you require?
One original, signed bid Is required to be submitted to the Purchasing Division no loter
than the date and time stated for the cpening of bids.




The Phillips Group

Q.

What ls the differonce between the hourly rate for “Med:a Buys” (Page 11, Section A}
st1d the "Media Buy Add-On Percentage” {Page 13, Section Bj? isthisan citherfor
proposition a5 agencles typlcally don't work on a percentage basis for media buying gnd
charge an hourly fire for the same services?

Vendors must quote an all inclusive hourly rate in Section A of the Bid Form for work
performed in securing mecdia buys required by the State theoughout the life of the
contract. Vendors are being given the option of quoting o fixed perceritoge that con
be odded and charged for media buys that may require additional services and
resaurces not anticipated or covered in the hourly rate. if a vendor chooses not to
include an odd-on percentege, any and olf work the vendor performs In the securing of
media buys shail be chorged ot the hourly rate oaly. No odditforal charges will be
accepted,

Could you clarify, with examples, the types of “survey, analysis, evaluation” services ~
tatephone palling, focus groups, market surveys, statistical analysis of DOT information,
wte, - required (Page 11, Section A)?

Survey, analysis and evoluation appiies to any of the epplicable services that may be
requested as stated In Section 3.0, Scope of Services ond Controct Performance

Requirements,

Are we to submit separately or a3 part of the bid the fist of businesses, addresses,
contacts and description of services that show our experience {Page 8, Part 2.0)?

The information requested to demonstrate a vendor's experience B8 required to
determine complionce with the mandatory experience requirement. It is preferred the
requested information be provided with the bid.




Mandatory Reguirements and Bid Evaiuation

Mandaiory requirements included herein are intended to establish the minimum requirad
gualification and experience criteria and required scope of services. Any specification
containing the word “must’, “shail” or "“wiil” is mandatory. Failure to meet and
mandatory requirement shall result in disqualification of the bid.

As you read through The Amold Agency's response to this Request for Quotation (RFQ),
you will see that we have answered each section containing the words “must,” “shall”
and “will” with a minimum of a short paragraph immediately following that section. We
have found that this method allows the reader to immediately judge the validity of the
vendor’s response to each section. To further simplify the response, we have
highlighted all language from the actual RFQ with italic blue type while our response is in
non-italic black type.

Where applicable, we have also provided examples to better illustrate our response to a
specific section.

Part 2.0 Mandatory Qualifications and Experience Reguiremenis

The WV DOT requires a professional advertising and marketing vendor capable of
providing a fulf 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 assistance in development and implementing comprehensive
marketing advertising and public relations campaigns.

Vendors must be properly licensed with the State and all other appiicable governmental
antities o provide adveriising and marketing services under the contract.

The Arnold Agency is properly licensed with the State of West Virginia and all other
applicable government entities. Further, we are fully versed in the unique intricacies of
working within state contracts due to our continued work as agency of record for both the
West Virginia Department of Health and Human Services and the West Virginia
Department of Education.

Vendors must have been in business a minimum of five years and shall have completsd
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, confact person name and phone number, date 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 regquest by the Purchasing
Division by the established deadline may be immediately disqualified.




In its 22-year history, The Arnold Agency has grown into an integrated communications
company of 28 talented professionals. We have accumulated a strong portfolio of work,
designed successful strategies, delivered measurable results, earned recognition and
built many long-term relationships with clients, vendors and the media. Each individual
offers a commitment to excellence, an enthusiasm for challenges and a wealth of
knowledge and experience. The Agency serves a variety of clients on a statewide,
regional, national and international basis.

At The Arnold Agency, we build meaningful relationships. We deliver bold ideas and
striking executions to produce solid results. In every discipline and in every medium, our
work speaks for our passion and commitment to doing what is best — and what is right.

Our mission is to do great work for our clients and have a great time doing it. With our
team of high-spirited, quick-witted professionals, we provide clients with a full range of
real solutions.

We are a communications company. An advertising agency. A public relations
organization. A government relations firm. But most notably, we are a creative group of
people driven by these core values:

Spirit
Fun. Vibrant. Our personality inspires everything we do. Building ideas for your
company is not just our job, it's the essence and spirit of everything we do.

Passion

Confident. Bold. Everyone is driven by something. We strive to build a strong
bond between your brand and the consumer — finding the sweet spot where your
brand and your customer’s passion meet.

Results
Solid. Firm. The measure of our success is different for every endeavor. We
harness our spirit and passion to deliver the results you crave.

What makes us tick? Big ideas. Seeing connections made. Insights captured. Brands
built. Results celebrated. We've been in the business for 22 years, and we still crave the
excitement of new challenges that stop us in our tracks.

We believe the most brilliant work depends on the relationship between the client and
The Agency - the kind of solid, working relationship that offers mutual trust, respect and
friendship.

It's how we work. It's how we work best.

On the following pages, we have provided examples of how The Arnold Agency has
been engaged in a minimum of five projects similar in size and scope within the last five-
year period in comparable work environments.




West Virginia Department of Health and Human Resources Example #1

Division of Tobacco Prevention — Cessation Program
Contact: Bruce Adkins
350 Capitol Street
Room 206
Charleston, WV 25301
304-558-1743
Campaign:  Smoking Cessation/Quitline Promotion targeting adults 55+ statewide
Dates: December 2008 — June 2009

The 2007-2008 55+ Campaign targeted senior citizens (ages 55 and older) and featured
the message: “it's never too late to quit” in an effort to drive them to the WV Quitline.
Because women tend to make the healthcare decisions in the family, the primary
demographic for this campaign was women 55+ with a secondary target of all adults
over 55. Creative components included television, radio and print ads, as well as a fact
sheet. All materials featured a grandmother speaking with her granddaughter and a
simitar version was created featuring a grandfather.

Campaign at a Glance

Total Campaign Impressions: 36,145,365
¢ Television
o Number of Spots: 233
o GRPs: 1,690.0 . o
o Reach: 91.9 | Wost Viranin
o Frequency: 4.6

o Number of Spots: 8,330
o GRPs:10,159.2
o Reach: 95.2
o Frequency: 7.8
* Newspaper
o Number of Insertions: 72
o Readership: 22,445 206
s Non-traditional
o Cards Distributed: 27,500

Television was launched around the holidays in December 2007 and January 2008,
when people tend to commit to healthier lifestyles and families spend time together. This
media strategy took advantage of the incredibly emotional nature of the television
creative concept that highlighted grandchildren losing their grandparents due to tobacco
use. The television campaign continued through June 2008 and focused heavy ad
placement in the early and local news since research indicates that senior citizens are
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very devoted to local news programming. This proved to be a very cost-effective way of
reaching a large, committed audience and making a strong, visual impact.

Newspaper placement in sections ranging from general news to the obituary pages
helped to build frequency with our campaign. By using smaller ads, (3-column by 8in.),
we were able to extend the available campaign funding for the maximum number of
weeks while maintaining an ad size that was easily viewed and read by this older
population.

Radio research indicates that the 55+ population is very loyal tc local radio broadcasts.
From smaller FM stations {o AM stations that have operated in markets for generations,
these older demographics turn to radio for the weather, local sports and general news.
This loyalty is greatly increased as the radio markets become more rural and the number
of options on the dial decrease. For these reasons, we partnered with MetroNews
Networks for the majority of the radio portion of this campaign. MetroNews reaches all
55 counties of the state and has an incredible mix of medium to low-power FM and AM
stations. To supplement the MetroNews buy, the 55+ message ran for 13 weeks on
gospel radio in the Charleston market. This supplemental radio campaign reinforced the
message with local seniors already reached by the current statewide campaign.

As a complement to the traditional media, The Arnold Agency identified locations and
organizations that focused on seniors throughout the state. Ranging from senicr centers
to the Mountaineer Discount Card program, opportunities were presented to the Division
of Tobacco Prevention staff that extended the paid portion of the campaign by providing
outlets for literature and collateral distribution.




Montana Department of Public Health and Human Services Example #2
Tobacco Use Prevention Program
Contact: Stacy Campbell
1400 E Broadway
Helena, MT 00000
406-444-3138
Campaign:  Statewide Smoking Cessation/Quit Line Promotion
Dates: December 2007 — May 2009

The Montana Tobacce Quit Line is a free resource for Montana residents who want to
guit using tobacco. Tobacco users who call the Montana Tobacco Quit Line are seven to
ten times as likely to quit. Our challenge was to increase the number of callers to the
Tobacco Quit Line statewide. Working with the Montana Tobacco Use Prevention
Program (MTUPP), we developed a campaign featuring slice-of-life characters. Using a
television spot, a radio spot and a collection of newspaper ads, each character explained
their personal reason for quitting — from being healthy to saving money.

Campaign at a Glance

L ]

Total Campaign Impressions: 29,144,102
Television

¢ Number of Spots: 10,178

o GRPs: 6,425

o Reach: 85.9%

o Frequency: 11.5

.
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o Number of Spots: 19,920

o GRPs: 23,904

o Reach: 70.1%

o Frequency: 12.5
Newspaper

o Number of Insertions: 348

o Readership: 1,593,208

The campaign launched in December 2007 to coincide with the tendency of people
wanting to quit tobacco around the New Year. We placed (:30) versions of the television
ads on broadcast television during local news and primetime programming.

Because of the large geographic area to cover in Montana, and to make sure we
reached the most rural areas in Montana that receive television coverage primarily from
out-of-state markets, we also ran a heavy placement of 2,380 (:30) message on 50 radio
stations featuring a mix of programming formats that thoroughly covered adults 25+
across the state.




To provide further support for the campaign, we encouraged MTUPP’s statewide
network of local tobacco prevention specialists to place newspaper ads we developed to
complement the overall campaign. This additional media support boosted our broad
media buy and ensured we reached Montana’s rural areas.

Calls to the Tobacco Quit Line were continually monitored and real-time adjustments
were made to the media mix, such as adding cable television to increase reach and
frequency, adding statewide newspaper placement and adding messaging targeting
American Indians, an at-risk population. Gas pump topper ads were placed statewide to
target a blue-collar audience.

Since the initial “ Quit” campaign successfully increased calls to the Tobacco Quit Line,
we re-launched the campaign for three weeks in early spring and then again for four
weeks in late spring. As call numbers rose, we produced a complementary campaign in
summer 2008, this time focusing on smokeless tobacco, a major problem in Montana.

The “I'm Tougher” campaign launched in early fall 2008. Like the original campaign, we
placed (:30) television ads on broadcast stations during news and primetime
programming, employed radio o cover the state and reach rural areas and placed print
ads in newspapers staiewide.

The second hit of the new campaign launched in December and ran through the New
Year. Based on continued success, we ran a flight of both campaigns for the entire
month of February and three week periods in March, April and May.

Resulis

Since the original “I Quit” campaign launched in December 2007, the Montana Tobacco
Use Prevention Program experienced a 300 percent increase in the number of callers to
the Tobacco Quit Line. Where calls once averaged around 300 calls per month during
the fall 2007, Tobacco Quit Line call volume reached 1,340 and 1,223 calls for the
months of March and April 2009, respectively. In fact, our campaign work was so
successful that the program actually had to dial back paid Tobacco Quit Line advertising
to adjust to the influx of new callers.




West Virginia Department of Health and Human Resources Example #3

Division of Tobacco Prevention — Youth Program

Contact: Bruce Adkins
350 Capitol Street
Room 206
Charleston, WV 25301
304-558-1743
Dates: September 2008 — May 2009

Campaign at a Glance

Total Campaign Impressions: 21,670,199
Television
o Number of Spots: 6,243
o GRPs; 8,988.8
o Reach: 49.9
o Freauency: 3.3
Cinema
o Number of Spots: 1,650
o Admissions: 693,000
Newspaper
o Number of Insertions: 9
o Readership: 162,000
Online (MySpace)
o Number of ads: 181
o WV Users 12-17: 98,681

»
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The Arnold Agency was charged with creating a new advertising campaign for the West
Virginia Division of Tobacco Prevention’s Youth Program. Raze is West Virginia's teen-
led anti-tobacco movement dedicated to fighting Big Tobacco. Since its inception, it has
been a dynamic brand and powerful program and has grown to be very successful in
West Virginia and a national leader in youth tobacco prevention.

For the 2008-2009 school year, The Arnold Agency was challenged with developing a
campaign that would:

* Introduce the Raze brand to new students

* Increase participation in the Raze program by recruiting kids to join school-based
teams in each of West Virginia’s 55 counties — and participate in a new, points-
based online incentive program

» Include a complex web-based program to house the incentive program that
allows teens to log into the Raze website, enter their personal anti-tobacco
activities, receive points for their activism, track the points they are assigned for
their work, and win prizes at the end of the year based on the volume and
intensity of their personal counter-marketing efforts
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The agency used television and print media to promote the Raze campaign’s message,
as well as the new incentive program. A statewide media plan was developed targeting
teens and educators that included flights on channels such as Discovery, ESPN,
ESPN2, ABC Family, Nickelodeon, MTV and the Cartoon Network. We also used
regional newspaper advertising to target teens in publications that are written entirely by
teens. The program encouraged teens enrolled in the program to submit editorial pieces
discussing Big Tobacco while encouraging the readers to join Raze.

Today’s teens are multi-tasking, technology-absorbing wizards and gaining their
attention and trust in order to make an impression is difficult. In addition to traditional
media outlets, we supplemented the campaign with non-traditional advertising — an
absolute necessity to reach teens in today’s world. Non-traditional media was employed
through social networking sites and cinema advertising, in addition to the comprehensive
interactive package provided via the website. The combination of traditional television
and print advertising complemented the campaign’s non-traditional elements.

Social Networking

By utilizing ad space on social networking sites, such as MySpace, we were able to
convey the importance of being involved in the fight against the tobacco industry through
video, blogs and graphics placed by other teens/peers. This strategy captured users
online and immediately redirected them to the Raze website. It also aliowed us to run a
highly-targeted, West Virginia-specific, campaign and provided us with quantifiable
feedback to measure the effectiveness of the campaign.

Cinema Advertising

Movie-going is the number-one leisure activity in the nation and attracts a young, affluent
audience in a unique, distraction-free environment. Research indicates that advertising
or brand building on the big screen results in a high recall and impact.

In utilizing cinema advertising, we hand-picked the films that were best suited to reach
West Virginia teens. The (:30) Raze “Recruitment and Incentive” messages ran at the
feature films’ published show times in the lights-down environment, ensuring that they
were seen by an attentive — and captive — audience. Statewide, we placed the Raze
campaign on 110 screens in 14 theatres, totaling 693,000 impressions.

In addition to these non-traditional media buys, an expansive website was developed at
www.razewv.com. This website included a custom-built chat room, blog and message
board to facilitate peer-to-peer communication between teens, as well as various
downloadable guerilla marketing items, including screensavers, widgets, buddy icons,
desktop packages, MySpace décor (including backgrounds and templates), Facebook
flair, avatars, stickers, e-cards, t-shirt transfers, gear store with incentives, personality
quizzes, e-polls, posters and email signatures




Measurement & Results

The final piece of the plan was measurement. The beauty of the 2008-2009
“Recruitment & Incentives” campaign plan was that there were several direct
measurement technigues built in. For example, we were able to measure success
based on the number of new members who joined Raze, website activity, monitoring of
the incentive program activity via points earned and exchanged for reward iftems and
earned media gained from increased community-based activism.

We also posted all electronic media buys to ensure accurate audience delivery, gauge
feedback on the Raze website, from TAC (the Teen Advisory Council, who mentors the
Raze movement) and the Division of Tobacco Prevention partner networks such as, YET
(Youth Empowerment Team) and the Department of Education.

Over the course of the campaign, we found that 5,981 members initiated or renewed
their registration for the Raze program via the Raze website and signed up to participate
in the incentives program. Since the campaign’s inception, there have been 356,386
unigque visits to 744,784 pages. The number-one visited page is the builetin board
thread, where teens discuss the new campaigns, the incentives program and the latest
activism ideas. Before the campaign, there was an average of 10 posts on each topic on
the bulletin board. After the launch, the average jumped to 30 posts per topic almost
immediately. Program leaders reported a significant increase in the number of local
group activities in their local areas across the state as well.




SUBWAY Restaurants Example #4

Contact: Bill Riggall
6416 MacCorkle Ave. SW
St. Albans, WV 25177
briggall@suddenlink.net
Office: (304) 766-6973
Dates: Ongoing since 1989

Campaign at a Glance —~ WV Markets Year to Date 2010

Total Campaign Impressions: 256,435,000
» Television
o Number of Spots: 10,314
o GRPs: 21,186
o Average Reach /Market:
71.4
o Average Frequency/Market: 8.6
¢ Radio

Number of Spots: 21,262

GRPs: 30,101

Average Reach/Market: 77.1
Average Frequency/Market: 33.6

C 000

Subway Restaurants Case Study

Since 1889, The Arnold Agency has provided multi-media advertising placement and
strategic marketing planning services to the national chain SUBWAY® restaurants. At
that time, local franchisees representing 35 restaurants in the Charleston/Huntington,
WV Designated Market Area (DMA) retained the Agency to execute a marketing
program designed to increase sales and grow Subway’s market share.

Twenty-one years later, The Arnold Agency’s relationship with Subway has grown and
flourished to encompass more than 550 restaurants in seven television markets across
five states in the East Central region, where we develop comprehensive marketing and
media plans and work with local market budgets ranging from $125,000 to close to $2
million annually. We serve as agency of record and place print, television, radio, outdoor
and non-traditional advertising.

The Amnold Agency uses a variety of strategic marketing and analysis tools to complete
the complex muiti-media advertising placement and marketing work for Subway. Annual
strategic business plans are prepared and executed for each market. Each plan
considers the unique circumstances and competitive influences affecting the individual
media marketplaces.




These annual business plans also include detailed evaluations that monitor the media
spending and promotional activities of local competitors in the quick service restaurant
battleground. Semi-annually, the agency prepares and reports on the growth or decline
in the number of units sold, average store sales, total sales and market share for every
competitor in the category.

In addition, the agency evaluates and reports on the weekly, monthly, quarterly and
annual sales volume, customer count (traffic) and average check (dollars spent per visit)
for each of the over 550 restaurants we represent. This individual restaurant sales data
is compared to local market performance in other Subway markets in addition to being
compared to regional and national sales trends for Subway and its competitors.

Based on our interpretation of these and other key measurements of the industry and
the geographic markets, we develop revenue and cash flow projections to support an
annual multi-media calendar and marketing plan. These comprehensive communication
plans for each market integrate public relations activities, multi-media planning and
placement including broadcast television, cable television, radio and outdoor as well as
use of print vehicles such as newspaper and direct mail, loyalty programs, in-store
merchandising materials and sales promotions.

To keep Subway’s message and brand consistent when placing a television campaign,
the agency sticks to strict gross rating point levels targeted toward the adult 18-49
audience in each daypart. This strategy is based on programming research that helps to
define what adults 18-49 are spending the most time watching. Armed with this data, we
build ocur multi-media schedules to be heavier in dayparts with the higher percentage of
the audience and lower in dayparts with a lower percentage. For example, Subway’s
message runs more frequently in primetime programming than it does in late fringe
because more adults 18-49 watch primetime programs than late fringe programs.

If an individual market’s budget allows, the annual multi-media campaigns are
supplemented by market wide radio to increase the frequency of a message and direct
mail to support a new promotion during local campaigns. These marketing tools are
helpful media layers that boost the locai campaign message within an individual market.

Print, radio and billboard advertising is purchased throughout the fiscal year on behalf of
individual franchisees that may not receive adequate coverage from the broadcast
television campaign. These owners are located on the fringe of a market, in more
secluded areas and qualify for OSP (Qutlying Store Policy) funds. Print, radio and
billboard advertising are successful at reaching the sometimes-isolated communities and
promoting a local restaurant within its core customer market.

Each agency within the Subway system (there are fewer than 30 regional agencies
serving the Subway system throughout the U.8. and Canada) is held to very strict
guidelines and expectations, as would be expected when working with such a well-
known brand. Agency reviews are held by Subway to guarantee that the best service is




being given io the individual local markets and helps franchisees know where they stand
with their agency.

The agency is scored by Subway in multiple media placement/delivery categories.
Advertising elements are held to the planned campaign by daypart, week, program and
time frame. Any discrepancy in the actual campaign is noted. Our media planners and
buyers work hard to stick to the plan set-forth by the team. Any changes made are to
benefit the brand message and reported to Subway as they happen. This direct and
honest approach to managing the muiti-media placement has earned The Arnold
Agency great respect from one of the largest national advertisers in the couniry and puts
us in a position to grow our business relationship with Subway.

Additional accountability for agency media buying performance is provided by a
comprehensive post analysis for each television buy placed by the agency. Every
commercial in the buy is evaluated after it has aired to measure ratings points delivery,
daypart delivery, cost efficiency and a wide range of other parameters. Should a ratings
shortfall occur compared to the estimated delivery, the agency works with the local
stations to obtain makegoods for the underdelivery — at no additional cost to Subway.
This extensive post analysis process conducted by the agency guarantees the full
benefit and value for the television investments made by the local markets.

The use of public relations is also integrated into the media mix o establish Subway as a
local brand that is engaged and cares about the community. With the help of Subway
spokesperson and advertising icon Jared Fogle, the agency has garnered enormous
media coverage (print, TV, radio) over the course of 12 years for local markets by
involving him with local hospitals, health and fitness centers, schools, as well as
functions with prominent political figures and even professional sports teams.

Results

Our strategic multi-media placement and thinking applied to Subway business has
resulted in consistent sales growth and market share gains in each of its markets. At
year-end 2009, each of the Subway markets represented by The Arnold Agency
experienced record-high market share within both the quick service restaurant category,
as well as the category’s sub/sandwich segment.

Year-to-date for 2010, our Subway markets are experiencing record sales and customer
counts and have enjoyed continued growth in market share. This performance is
especially impressive given the enormous sales growth of 10 to 20 percent in these
markets during 2008 and 2009.

Today, as we have for the past 20 plus years, The Arnold Agency stands out among
Subway's regional advertising agencies and consistently receives high marks for its
stewardship of the Subway brand and its demanding multi-media advertising placement.




West Virginia Department of Health and Human Resources Example #5
Division of Tobacco Prevention — Cessation Program

Contact; Bruce Adkins

350 Capitol Street

Room 208

Charleston, WV 25301

304-558-1743
Campaign:  Smoking Cessation/Quitline Promotion target women/mothers
Dates: December 2007 — June 2008

The Pregnancy Initiative's ultimate goal is to encourage women tobacco users to seek
cessation assistance by directing them to the West Virginia Tobacco Quitline. In order to
enhance these efforts, The Arnold Agency developed an emotionally-charged
advertising campaign to motivate pregnant women who smoke to quit, encourage
tobacco users thinking of becoming pregnant to stop using tobacco; and persuade all
women not to start smoking. A huge part of this campaign was a statewide public
relations effort to garner earned media. The ultimate goal was to get this target audience
to caii the Quitiine.

The “Power to Quit® campaign, which included statewide television, radio, newspaper
and billboard advertising and the distribution of fact sheets, posters and quit guides to
pediatricians’ offices, went beyond simply telling pregnant women the dangers of
smoking. The advertising highlighted the main motivator for pregnant women to stop
smoking: their unborn children.

Campaign at a glance

+ Total Campaign Impressions: 19,576,347
Television
o Number of Spots: 1,452
o GRPs: 1,308.5
o Reach: 71 percent
o Frequency: 3.0

e Radio ~
o Number of Spots: 159 1 ‘ ’ Tobacco-Free
o GRPs: 521.4 ' Pregna_nc
o Reach: 40 percent Initiative

o Frequency: 7.6
s Newspaper
o Number of Insertions: 18
c Readership: 814,308
+ Billboard
o Number of boards: 3
o Traffic Count: 3,564 624




Research cited in USA Today, showed that southern West Virginia had a higher
percentage of smokers at 40 percent, while the state’s overall average is 27.3 percent.
So that gave us a geographic bull's eye where our traditional media could reach a higher
percentage of the target segment, therefore be more efficient. Sticking with the strategy
of reaching all of West Virginia’'s 55 counties with all of the DHHR's messages, we were
able to more heavily target southern counties with increased frequency or supplemental
media as needed.

Traditional media used a mix of cable and broadcast television as an anchor. Our
television strategy focused on cable programming to build frequency with spots on
networks such as TLC, HGTV and ABC Family Channel, where specific family and
infant/child programming is available. Broadcast television programming was used {0
extend our reach into this segment by targeting lower-cost dayparts that had a high
female 18-34 viewership, such as daytime and early morning programming.

Radio was used to target the southern West Virginia markets with the highest number of
pregnant tobacco users. Stations in Charfeston, Huntington and Beckley with both
country and aduit contemporary programming were purchased because of their
extremely high female listenership. This allowed for greatly increased frequency of the
overall Quitline message in those markets allowing the largest return on our advertising
investment.

Newspaper was used first to help launch the campaign in key daily papers throughout
the state, then fo build needed frequency through continued advertising in available
special sections. Special sections included Charleston Newspapers West Virginia
Healthbeat and the Women and Children’s Expo supplement.

Additionally, billboards were used in high-traffic areas throughout the southern part of
the state near hospitals and family planning clinics. This strategy put our message in
front of the new mothers and pregnant women as they traveled to their healthcare
providers. By capturing this audience when they are already focused on their health and
the health of their children, we stood a much better chance of making an emotional
connection and truly delivering our Quitline message.

As a supplement to these paid media strategies, The Arnold Agency provided the client
with a list of potential partners that could aid in delivering our overall messages.
Healthcare providers such as clinics, daycares and doctors’ offices proved to be the
perfect venue to reach our audience as they sat in waiting rooms and exam rooms.
Programs such as parenting classes and Stork School programs also gave us an
opportunity to put our message in front of adults while the topic of health and well-being
was in their fop of mind.

This program launched on November 27, 2007 with a press conference at the
Governor’'s Office and electronic media launching statewide.




In addition to the five detalled examples outlined above, The Arnold Agency is very
proud of the range and longevity of other major client relationships — something we
believe is truly unique in the advertising and marketing industry — and scmething that
positively reflects on our ability o become trusted partners and counselors with our
clients. The following chart is a sampling of our current agency clients and describes
past projects relevant to traffic safety-related media campaigns, targeting specific
audiences, and state government work.

Project Supply/Service Type Dates

West Virginia Governor’s | Strategic planning and 2009 — Current
Highway Safety Program | placement of statewide
media campaigns
following National Highway
Safety Administration
media calendar

West Virginia Motorcycle | Strategic planning and 2010 — Current
Safety Program placement of statewide

media campaigns
West Virginia Department | Full service: strategic 2009 - Current
of Criminal Justice planning, development

and placement of
statewide media initiatives,
especially focusing on
prescription drug abuse

prevention
Mountain State Blue Full service: development, | 1993 — Current
Cross Blue Shield planning and placement of

staiewide paid media, as
well as government
relations services

Montana Diabetes Project: developed and 2009 - Current
Project implemented statewide

media campaign
Montana Asthma Control | Project: developed and 2010 - Current
Program implemented statewide

media campaign

The successful vendor shail be solely responsible for all work performed under the
contract and shall assume Prime Coniractor responsibility for all services defivered
under the terms of this coniract.

The Amold Agency understands that we will be solely responsible for all work performed
under the contract and will assume Prime Contractor responsibility for all services.




If and when subcontractors are needed, The Arnold Agency has a refined process that
ensures that any subcontractors appear to be a seamless part of our organization from
our clients’ perspectives. The philosophy is simple enough, but it requires that a
stringent system is in place to research, interview and sometimes test individuals and
businesses in which we are considering building a subcontracted relationship. Our
process includes:

¢ In-depth conversations with the specific client related to the project being
considered for subcontracting. Often there are relationships in place and levels of
trust and results established that make selecting a subcontract a simple and
seamless process.

¢ Researching and interviewing individuals associated with the specialty service
we are considering contracting out. For example, in a case where we are trying
to identify an event planner to use in a specific geographic region, our first step is
to contact venues, equipment rental companies and press outlets. Often these
individuals will provide us with an unbiased review of the areas of talent.

» Interviews where the entire internal team associated with a particular project
have the opportunity to ask questions and challenge a potential subcontractor.

¢ Often, we ask potential subcontractors to participate in a personality test.
Obviously, there are no right or wrong answers, but these types of tests provide
valuable insight into an individual’s ability to work under pressure, level of
honesty and level of commitment to the assignment.

¢ Educating the potential subcontractor on our Agency cuiture and spirit, passion,
results brand. Our brand is who we are and the subcontractor must be willing to
work by and represent the values within this brand.

¢ Client interviews and screenings to ensure that potential subcontractors
understand the missions of the client and can quickly build a positive working
relationship. 3
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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 specific advertising and marketing services described hearein.
Services shall be provided with input and approval from DOT and shall include:

s Market analvsis;

The Arnold Agency is a full-service communications firm with the experience to
confidently give marketing advice, assimilate/perform research and make
recommendations in all aspects of marketing. We design, conduct and evaluate market
research, working closely with our clients to develop the best approach to accomplish
their specific goals. We help our clients determine their own strengths and weaknesses,
and those of their competitors. We provide consumer information that is vital in
developing a strategic marketing plan. We discover what our clients need to know to be
successful in their marketplaces and we translate this data into integrated marketing
campaigns that deliver results.

We offer:

o Overall strategic guidance with a complete understanding of your mission, the
pitfalls in the way, the demographics of the state, the evaluation models that are
in place and the parameters associated with state and national funding sources.

+ Award-winning creative strategies based on in-depth research of the target
audience, national trends, carefully double-checked facts and a talented creative
department that delivers outstanding results and awards on budget and on time.

» Public relations counsel with an understanding of the political nature of the issues
you face with regard to funding, legisiative issues and seif-preservation.

* Media recommendations based on every piece of data available for a specific
market filtered through decades of experience and delivered locally through
standing relationships.

For more than 20 years, The Arnold Agency has been designing primary research tools,
analyzing secondary research and interpreting those findings to build solid
recommendations for our clients. We strongly believe in the value that primary and
secondary research brings to the onset, maintenance and milestone evaluation phases
of marketing communications plans.

For this level of strategic and media services, the broad term of research can be broken
down in two major separate categories — secondary and primary.

Secondary research can be broadly defined as using available data that is either in the
public domain or purchased from secondary sources. Secondary research can be used




for a number of defining characteristics and is often used to aid in the design of primary
research tools. Sources of secondary research include:

¢ Nielsen — Provides viewership and ratings information for cable and broadcast
television stations nationwide

s Arbitron — The radio equivalent of Nielsen, Arbitron provides listenership profiles
and ratings information for radio stations nationwide

¢ Census — Provides demographic and basic socio-economic information for all
U.S. counties

o Scarborough — Provides detailed socio-economic information and buying
patterns

e Simmons Market Research — Provides data on lifestyles, buying patterns and
media trends through a nationwide study of 25,000 respondents

Primary research projects are custom-designed, conducted and tabulated for a specific
project with the goal of answering a very narrow field of questions.

Additionally, The Arnold Agency can offer ground-up primary research services fo
complement both the secondary research and primary research already being done.
Specifically, concept/reaction testing and satisfaction research can be used fo address
specific challenges outlined in this RFQ.

Concept/Reaction Testing

Often, the most expensive element of any communications campaign is the paid media
portion. To protect this investment, we strongly recommend that any creative concepts
first be tested with a sample of our target audience.

This is most often done by using a focus group where multiple creative executions of
outdoor, print, radio, television and online are tested in conceptual form. This allows
actual target audience members o guide the final development of the very
communications tools that are meant to speak to them.

Further, these focus groups are used to explore both rational and emotional reactions to
advertising themes and individual products and services. This makes them idea for
developing new concepts or brainstorming new ideas prior to constructing research for
larger scale quantitative studies.

The Arncld Agency has successfully conducted concept & reaction testing for regional,
national and international clients.




Satisfaction Research

Although not a traditional communications function, The Armnold Agency has designed
multiple satisfaction studies. These studies reveal how customers associate key
attributes with the organization in question. These attribute ratings can help identify
potential problem areas within products and services. They can also identify the most
positive areas that should be highlighted in future advertising and public relations
endeavors.

These Customer Satisfaction surveys can be conducted with a quantitative approach
using the telephone, the internet or direct mail. For a more in-depth, qualitative analysis,
they can be done using focus groups or one-on-one interviews.

e Theme development;

There are countless reasons why it is essential to develop a relevant, distinct brand
identity and theme for your business. Not the least of which is the increasing competition
in the marketplace today. As more and more products and services become “parity” in
the minds of consumers, it's more important than ever to have a “sword in the stone,” a
“core essence’ that sets you apart and shows off your true benefits in terms that your
customers can understand, care about and uitimately champion.

All successful themes begin at the same place: brand development. This is the first step
and the most important by far. Although the benefits to this process are immeasurable,
we've narrowed it down to the top three, most immediate and impactful benefits you
receive from the process.

Three main benefits of The Arnold Agency’s brand development process:

1} Internal Clarity —
Builds consensus and sharpens focus within your business

2) External Communication Clarity & Consistency —
Identifies and officially puts on paper your business’ “core essence,” thus making

it easier to ensure consistent communication of your brand identity to your target
audiences every time they come in contact with it

3) Creates a Shortcut that Magnifies the Impact of all Communications —
Once you establish your brand identity and theme within your company and get

the word out, you've effectively launched your business light years ahead of the
competition whose messages are likely unfocused, disjointed, random and
confusing. Consumers get to know your brand; they get comfortable with it. The
relationship is there. And if you do it right, your positive brand image is born.
Your customers now have an immediate “frame of reference” that their minds
default to every time they come into contact with your brand. if’'s a shortcut for
them. And it helps make sure they receive your messages in the right context.




The Arnold Agency’s 4Rs® Brand Development Process

Getting to the heart of any company or organization is easier said than done. When
you're trying to focus on the one thing that sets you apart from everyone else, it's easy to
get caught in some commeon traps. The most common one being the burning desire to
be all things to all people.

Yes, we know it's an irrational thought. No company, product or service, for that matter,
can fruly be all things to all people, right? Like we said, brand development is often
easier said than done. That's where The Arnold Agency steps in — to create a strong,
memeorable brand designed o edge out your competition.

During brand development, The Arncld Agency works with the members of your
organization to address the strategy behind your communication and image efforts using
our proprietary 4Rs® Brand Development Process, which includes four steps:

Step #1 — Reflection

The first step in our brand development process is one of discovery and self-
examination. Members of the agency team sit down with the members of your
organization in a half-day or daylong workshop to take a good, honest [ook at
every aspect of your organization — from its people, to its history, to the values on
which it is based. This step produces a long list of “facts” about your organization
— a list that gets narrowed considerably in the next step.

Step #2 — Refinement

This step is designed to refine what emerged from the Reflection phase. The
purpose of this step is to eliminate all the “parity” items from the list. To do this
we ask five questions about each of the “facts” uncovered in the first step:

Is it ownable?

Is it worth owning?
Is it really you?

Is it executable?

Is it defensible?

Once we go through the list several times, refining at every turn, we are left with
the three to five truly unigue, truly differentiating selling points that will serve as
the basis for your brand.

Step #3 - Relevance

This is the step where we franslate your unigue selling points into another
language — the language of your target audiences. Through target audience
assessment and ranking exercises and positioning technigues, we custom tailor
your brand to appeal fo your various target audiences.




We then identify effective methods to reach each target in order to ensure that
you reach them with messages tailored to their individual needs and interests in
a manner consistent with the cognitive, emotional and aesthetic guidelines that
have been established for your brand.

Step #4 — Realization

This is where the brand and vision come alivet Working closely with the members
of your organization, we develop the brand’s look, its tone, its personality and
attitude to evoke the primary emotions you desire.

Once that is done, the overall strategy and related tactics are built to launch,
build, evaluate and adapt the brand across all the lines of communication.

With the completion of these four steps, we develop and publish a formal document
known as the Brand Action Plan. The Brand Action Plan serves to drive the strategy for
all aspects of your future communications efforts, including logo, tagline, printed pieces,
and other marketing and adveriising needs.

Through the entire brand development process, The Amold Agency works to keep
everything on track — to ensure the best, most revealing and important information
makes it through the process.

We use our insight, experience and objectivity to help shape and direct the formation of
a brand identity that not only accomplishes — but also truly exceeds — your goals and
expectations. Then we translate that identity to a creative strategy and image platform
that accurately addresses the mission, values and vision of your organization.

The Arnold Agency’s 4Rs® Brand Development process is an important and critical
communications planning tool because it not only commits your communications
strategy to writing but also creates consensus for the direction of your communications
efforts and desired image. Creating that consensus is an important benefit of our brand
development process that will go a long way toward protecting your investment, by
encouraging buy-in and proper use of the brand going forward.

The Power of a Brand

A strong brand is the badge, emblem and global symbol that can bestow credibility and
attract instant attention to your business or organization. A brand is a powerful way to
stand out from your competition.

A brand is all encompassing. Much like a person, a brand has a fundamental identity, a
projected image, perceptions about it held by others, and relationships o those we want
to get to know and impress.




e Creative concept and art direction;

From logo design to multi-media advertising campaigns, The Arnold Agency offers an
award-winning creative team with the ability to translate our clients’ goals into
memorable and effective communications. In addition, we have the vision, experience,
talent and depth needed to produce a wide variety of creative products — printed
materials, radio, television and video production, website design, tradeshow displays
and more.

Our creative team is responsible for many successful campaigns and has won a variety
of awards numbering in the hundreds, including Telly Awards, local and regional Addy
Awards, Silver Microphone Awards, International Association of Fairs and Festivals
Awards, Healthcare Marketing Awards and Public Relations Society of America Awards.

Our creative services include, but are not limited to:

Logo Design — Corporate Identity

Print Advertising

Television Advertising

Radio Advertising

Billboards & Outdoor Signage
Point-of-Purchase Materials

Film & Video Production

Website Planning & Design

Interactive Planning & Design

Trade Show Displays

Copywriting

Development & Production of Printed Materials
Brochures, Presentation Folders, Sales Sheets & Related
Collateral Materials
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Creative Development & Production

The Arnold Agency’s creative development and production capacity is exceptional and
perfectly suited to support the work needed by WV DOT. Our previous experience with
you has resulted in a creative and production department configured specifically to shine
in this type of environment.

The following information outlines our approach to creative — one that’s worked very well
for our clients thus far:




W

Client Challenge & Expectations

All great creative starts with a specific challenge from the client. Sometimes it's an easily
quantifiable goal, such as “increase Quitline call volume by 5 percent over the next
quarter.” Other times, it's more complex, such as “create the spark that ignites a change
in the social norms of the next coming-of-age generation.” Whatever the objective,
clearly stated goals, high expectations and measurable outcomes, they give our creative
team both direction and inspiration. We do love a good challenge!

Creative Brief

Great creative briefs lead to imaginative and persuasive media campaigns. The brief
takes client challenges and expectations, boils them down to bare bones and serves
them up to your creative team on a silver platter. It answers core message development
questions such as, “To/with whom are we talking to?” “What are we saying?” “What’s the
tone?” and “What do we want our target audience to do, feel or believe as a result of this
creative?” It is also full of key research findings and target audience information.

Basically, the creative brief serves as the framework for the development of all creative
work. A good brief will have a significant impact on the work. That's why we’'ve made the
brief an essential part of our creative development process. It's the vehicle that provides
interactive agreement between the client and the agency and sets the stage to
accomplish our collective goals.

Creative Team Assignments

Once the brief is approved, creative teams are assigned on the basis of experience,
style and workload. Depending on the nature and scope of the project, multiple teams
are assigned to increase the number of concepts and approaches put forth.

Creative Research

With expectations set by the creative brief, the creative teams begin hunting and
gathering. While most of the traditional research is already complete and referenced in
the brief, the creative research done at this point aims to spark new ideas and different
takes on existing attitudes and beliefs.




Concept Development

The creative teams brainstorm extensively to develop a multitude of “big ideas” to
present back to the lead account person for review. The creative teams continue working
to refine and develop the concepts until the whole team supports the top idea or ideas.

Client Review & Feedback

The best concepts are presented to the client and the top recommendation is made
clear. Through open discussions and by bouncing ideas back and forth, the strongest
one 1o three concepts are selected to move forward for testing when time and budget
allow.

Concept Testing

Depending on budget and the project’s timeline, once the top concepts are chosen,
concept testing can be done in a variety of ways — from quicker, more cost-effective
online surveys to more extensive focus groups conducted by a professional moderator.
In any case, a representative sample of the intended target audience is recruited to
participate in the testing.

At this stage, we're looking for the concept that connects most powerfully with the
participants and garners the strongest reactions toward our goals. With concept
statements and very generalized visuals and copy combinations, we examine how our
target audience reacts. This level of qualitative research isn’t meant to critique photos
and rewrite body copy; it's meant to gauge the effectiveness of each concept overall and
give us the evidence to select the-best idea. Any cues on specific execution, however,
can be taken into account as the creative team moves to execution.

Concept Execution

Once the winning concept has clearly emerged from the pack of great big ideas, it's time
for the copywriter and designers to bring the creative to life in its final form — which could
be anything from a single print ad to a full multi-media campaign including television,
radio, outdoor, transit, interactive, print, the whole bit. With striking artwork and engaging
copy, muitiple executions are built around the central concept, and key messages
produce a solid, multi-dimensional communications campaign with a clear purpose and
proven relevancy to the intended audience.




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

When it's time to produce our creative ideas, we have an experienced team and solid
procedures to make the work shine. In production, we focus on quality, client inclusion
and speed. From television shoots and special effects editing to print production of multi-
panel brochures and website design, we consistently produce great work for our clients.
Here’s how:

Experienced internal Team

If you're working with creatives who don’t know any better, they’lt wait until the end of a
project to start thinking about production. This can cause major problems, The creative
teams at The Arnold Agency focus on production from the very beginning. We approach
and quote all projects with production in mind — so you always get a creative solution
that's within your budget and beyond your expectations. Throughout creative
development and concept execution, production considerations — such as size, color,
effects, die-cuts, etc. — are taken very seriously and treated as part of the creative
process. At The Arnold Agency, we believe production and development to be a vital
part of our agency’s process. The right production and development techniques can
make a good project outstanding, and an outstanding project award-winning. Our
experience and attention to detail shows.

Greaft Systems & Procedures

Over the past 22 years, The Arnold Agency’s creative and production departments have
put a series of procedures in place and built a production system that’s rock solid. Under
the watchful eye of our Production Manager, work flows smoothly and each phase of the
project is planned, monitored, double checked and delivered on time and on budget.

In addition to the Production Manager, we have two positions within the Agency, the
Production Coordinator and the Traffic Coordinator, whose jobs are to focus on
production projects exclusively. They are charged with planning and executing timelines,
monitoring specs and the progress of projects, keeping subcontractors on frack and
ensuring an overall level of quality control.

With these things in place, our production projects — from simple printing jobs to the
most complex multi-media campaigns - sail through at the highest levels. We're
confident. We're consistent. And we deliver time and time again.




Client Inclusion

Client inclusion — this is something we feel really sets us apart. We are not the kind of
agency that presents a vague idea to our clients, pushes for sign-off, then goes off to
produce the work, leaving the client in the dark until the final piece of work is handed
over. When work is handled in this manner, rarely does the client get what they were
expecting — leaving all parties unsatisfied.

Although unfortunate, this scenario really isn’t that surprising. Having two decades of
production experience, we know that one thing is ¢certain — things change during
production. This is especially true in more complex production situations, such as photo
shoots. During an outdoor shoot, there are many uncontrollable factors in play, such as
weather condition. Decisions have to be made on the fly.

This is why we keep our clients engaged and involved from inception to completion.
While our expertise lies in communications, our clients’ experience, intuition and
guidance is invaluable. From reviewing paper samples and signing off on printer proofs,
to sitting in on radio recording sessions, selecting talent and attending shoots, we prefer
to keep you in the loop at all times. Some clients want to be actively involved in every
detail. Others would rather plug in for key events and be updated via conference calls,
reports and meetings. Working with us, you can be as involved as you feel comfortable
or necessary. And we vow to keep the lines of communication open regardless of the
project or your participation level.

»  Statewide coverage for multi-media advertising placement and/or ottreach
through various media avenues including television, radio, billboards, posters,
outdoor and bus signage, internet/woridwide web and other promotional
malerials;

The Arnold Agency has extensive media experience, from the placement of a simple ad
in the local paper to complex multi-media campaigns targeting different audiences
across the state, region and nation. Our specific and direct experience includes
planning, negotiation, placement and posting/analysis in:

Broadcast and Cable Television
Radio

Newspaper

Magazine and Trade Publications
Qutdoor and Out of Home
Internet

Mobile

Rural Media Delivery

e o & & & & & @




The Arnold Agency currently plans, places and evaluates media advertising across virtually
all available media vehicles: broadcast and cable television, radio, outdoor (biltboard and out-
of-home), print (newspaper and magazine), mobile, web and social media for these agency
clients;

Charleston Town Center Mall

Community Bank of Parkersburg
FestivALL Charleston
Mead Westvaco Corporation
Mountain State Blue Cross Blue Shield
Montana Tobacco Use Prevention Program
o Tobacco Quit Line Program
o Clean Indoor Air Program
o Youth Tobacco Prevention Program
¢ Subway Restaurants:
o Subway Market 026 — Cincinnati, OH

o Subway Market 044 — Charleston/Huntington, YWV

o Subway Market 046 — Dayton, OH

o Subway Market 111 — Wheeling, WV/Steubenville, OH
o Subway Market 132 — Beckley/Bluefield, WV

o Subway Market 165 — Clarksburg/Weston, WV

o Subway Market 200 — Parkersburg, WV/Marietta, OH

o West Virginia Department of Health and Human Resources
Asthma & Allergy Awareness Program
Breast and Cervical Cancer Screening Program
Tobacco Cessation Program
Clean Indoor Air Program
Family Planning Program
HIV/AIDS & STD Program
Immunization Program
Radiation, Toxins, & Indoor Air Division — Lead Program
Division of Threat Preparedness
Osteoporosis & Arthritis Program
Women, Infants and Children
o Youth Tobacco Prevention Program
+ West Virginian's for a Powerful Future
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e [ncoiporating appropriate logos and taglines into all campaign materials;

The Arnold Agency understands maintaining a brand identity on all work. From original
multi-media campaigns to the most simple syndicated brochure or poster, we will
incorporate the proper logos and taglines into all media developed and placed.

This is not only crucial in maintaining visibility for the WV DOT and your various efforts, it
can be a contractual component related to funding or ownership of creative material.




From your WV DOT logo to various partner logos such as the NHTSA, we will ensure
appropriate credit is given in all efforts.

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

The most award-winning, dramatic television or radio commercial is useless unless
exactly the right, targeted audience sees and hears it. That audience can be defined by
age, gender, ethnicity, education, income, occupation, geographic location and a
multitude of other variables. To truly take advantage of all of the data available and to
accurately crunch this data, The Arnold Agency uses the most sophisticated media
software available, Strata®. This is the same system used by the top agencies in the
country, yet only employed by two of the largest agencies in the state. The Strata®
buying system allows The Arnold Agency to use all of the demographic and
psychographic data mentioned above to tightly target every media dollar spent.

The Arnold Agency Media Department has exceptional experience, knowledge, superior
media analysis and purchasing power. We have built strong relationships locally,
regionally and nationally. We are trained to work quickly with research, pinpoint the
proper audience and to decide on which media wiil reach that audience efficiently and
successfully.

We utilize the most sophisticated computer software available, along with leading media
measurement and ratings services, to plan for and achieve the most cost-effective
placement of your advertising. This skill and technology combined with the volume of
media placement allows us to offer the most cost-effective and efficient buys.

You can’t have a conversation about media without discussing and justifying the cost.
The Arnold Agency can purchase the same television programming for less than smaller
production shops and agencies.

The Arnold Agency has extensive media experience, from the placement of a simple ad
in the local paper to complex muiti-media campaigns targeting different audiences
across the state, region and nation. Our specific and direct experience includes
planning, negotiation, placement and posting/analysis in:

Vledia Software

The Arnold Agency employs the industry's standard in media buying software, Strata.
This system allows the compilation of the latest ratings data available, from both Arbitron
and Nielsen, with the qualitative data provided by Scarborough. This empowers our
Media Department not only {o target individuals by age, gender and geography, but also
to more effectively execute the media objectives by incorporating the actual buying
patterns and preferences of the target audience into the media plan. To ensure that our
custom media plans deliver, we take media buying a step further by posting our clients’




electronic buys. This guarantees that our clients get the exact advertising reach and
frequency that they purchased. Posting also holds media vendors accountable for this
delivery.

The reporting functions of Strata are simply second to none in the media industry. The
software allows us to pull reports showing vital pre-buy information such as:

o Media ratings reports

e Daypart rankers

s Household and person profiles

s Past posting reports that show media effectiveness

Moving on to the buying phase of the media process, Strata allows a multitude of reports
to be generated to aid in the buying process such as:

s Reach and frequency matrix by day/week/campaign
¢ Daypart distribution profiles

s (Gross rating point summaries by day/week/campaign
o Cost per rating point summaries

¢ Cost per thousand summaries

 Total gross impressions

» Station comparisons

+ Many others

On the post-buy and final phase of the process, we rely on a comprehensive posting
report to show us the effectiveness and health of our overall campaign by reconciling
planned versus actual parameters including:

s« Date and time spot aired

s Spot length

¢ Spot title to ensure the proper commercial aired
e Spot cost

s Spot rotation

+ Posting estimated rating versus actual rating

The only way to improve on the best systems and data is to put that information in the
hands of individuals with the experience and relationships to put it fo use. Our media
department emphasizes the building of strong partnerships with our media vendors.
These strong relationships allow The Arnold Agency to benefit from our vendors'
experience while keeping us readily informed of changes in the market, as well as
beneficial media opportunities.




Rural Media Delivery

The development of proactive alternate plans for outlying areas of the state is crucial in
delivering a truly statewide message in rural states such as West Virginia. We are very
familiar with rural media delivery with various state programs. As we have done for many
clients throughout the years, a logical plan that spends public funding in an equitable
manner, with the potential to impact all citizens must be developed.

We begin this process for over-the-air media by using Nielsen and Arbitron county-by-
county data o establish a baseline of viewership/listenership for the state as a whole.
These numbers give us the average viewership/listenership percentages to “home” over-
the-air signals as opposed to spill from other states. From this average, we can ook at
each county’s data and accurately calculate the under delivery for each county. This is
only the first step.

Once the deficit is calculated, a separate supplemental media plan is established for
each county that falls under the minimum acceptable level of advertising. The strategy
for supplementing the media in these counties is often as different as the counties
themselves. Possible solutions include:

» Sponsorships of county programs such as county high school sports teams and
Little League sports
Partnerships with community centers and faith-based centers

o Traditional media that can be directed to a specific county such as billboards,
direct mail and signage

To make campaign material more available in small rural markets, we recommend the
development of a comprehensive media kit. The purpose of the kit is to give the
members of your various support coalitions the tools and know-how {o become a media
professional in their home town. This kit could include everything from a glossary of
media terms, to brand standards for the mission of your program, to complete creative
that supports your overall campaign.

This kit can be used by many throughout the state to take campaign elements to the
most rural county and town. Most importantly, this strategy allows for continuity of
messages to be maintained through all media activities.

We operate under the philosophy that the media plan is only half compiete once the
buys are placed and the orders are out. Our media department uses every ool available
1o confirm, track, analyze, evaluate and adjust media placements.

To confirm placement, we request proof of performance. These can range from affidavits
for electronic media such as broadcast television, cable television and radio to photos of
actual billboards purchased. To confirm print, tearsheets are mandatory. To confirm web
placements, we must see daily or weekly hits, pass through and unigue visitor reports
before invoices are paid. Regardless of the media vehicle used or the method used to




confirm the order, we monitor each parameter available to ensure our clients get what
they pay for. Additionally, these reports have proven valuable to many of our health and
human services clients as a confirmation of funds spent to funding sources such as the
Centers for Disease Control.

To track these confirmations, we have multiple people in our media department that
focus exclusively on collecting and maintaining data from our media partners. Their
mandate is to have a report by Wednesday of each week that details the previous
week’s media expenditures by client and by media. It is important to note that several
media, such as billboard advertising, which is measured by traffic counts by highway
departments, cannot be measured on a weekly basis.

The weekly reports outlined above are analyzed to evaluate that the media is running as
placed and that delivery is set to generate the total number of impressions estimated for
the campaign. Any negative variance in the projected audience impressions is
immediately brought to the attention of the media partner and negotiations begin on how
to quickly rectify the under delivery.

If a negative variance in the projected audience delivery becomes a chronic situation
with a particuiar media partner, adjustments to the media piacements must be made. in
this instance, one of two corrections can be made. The first option, mentioned in the
paragraph above, is to work with the offending media partner to add a no-charge
schedule to supplement the paid schedule to bring the otal number of impressions up to
par. If the variance is too great, or the media partner is unwilling to supplement the paid
schedule, then funds are pulled from the offending media partner and reissued o media
outlets that are proven to deliver their audience.

Simply put, we spend each media dollar like it is our own.

o Measuring effectiveness/ouicome studies;

The first step in establishing a model to evaluate the effectiveness of a campaign is o
firmly establish the goals of the campaign. For other social marketing and health and
human services related campaigns we have broken goals down into two distinct
categories, those that are immediately measurable and those that require traditional
research and a longer period of time to monitor.

Immediately measurable goals have included:

s A percentage increase in phone calls to a helpline

e Anincrease in volume to a web site or specific page of a web site

o Atotal number of downloads of a specific PDF or form from a website that
contains additional information outlined in the media campaign

o Attendance at client-sponsored events or public events which represent an issue
important to our client




Having these immediately measurable goals allows us to monitor effectiveness and
make near “real time” adjustments to the campaign if needed. Having this monitoring
system in place also allows us to test multiple messages by associating separate phone
numbers or web addresses with specific messages to judge which message drives more
results.

Longer-term goals that require more traditional research to measure have included:

s Specific increases or decreases to monitored statistics, such as an increase in
teens abusing prescription drugs for the first time

s Increases or decreases in the resulting cutcome associated with a product or
service

To support the Department of Transportation’s mission, we must work together to
establish clear goals and make sure the goals are known to all stakeholders before a
campaign begins. This truly builds consensus and more importantly establishes realistic
expectations with all parties moving forward.

Most often, the most expensive element of any communications campaign is the paid
media portion. To protect this investment, we strongly recommend that any creative
concepts first be tested with a sample of our target audience.

This is most often done in a focus group setting where multiple creative executions of
outdoor, print, radio, television and online are tested in conceptual form. This allows
actual target audience members to guide the final development of the very
communications tools that are meant to speak to them.

Further, these focus groups are used to explore both rational and emotional reactions to
advertising themes and individual products and services. This makes them ideal for
developing new concepts or brainstorming new ideas prior to constructing research for
larger scale quantitative studies.

More immediate evaluation can come in the form of specific results associated with a
campaign or message. Although less statistically valid, hits to a website and requests for
additional information can be used to evaluate campaigns in progress so that near
immediate results can be documented and modifications can be made if necessary.

The Arnold Agency has successfully conducted concept and reaction testing for
regional, national and international clients.

The Arnold Agency has also designed multiple satisfaction studies which are used to
reveal how customers associate key attributes with the organization in question. These
attribute ratings ¢an help identify potential problem areas within products and services.
They can also identify the most positive areas that should be highlighted in future
advertising and public relations endeavors.




These customer satisfaction surveys can be conducted with a quantitative approach
using the telephone, the internet or direct mail. For a more in-depth, qualitative analysis,
they can be done using focus groups or one-on-one interviews.

Other examples of primary research available through The Arnold Agency include:

» Brand Development Research - The Arnold Agency’s propristary 4Rs® Brand
Development Process has evolved into a cohesive and uniting brand-building
tool. Using this process, we incorporate thoughts and ideas from both internal
and external influencers to develop a brand that:

o Builds Trust

o Differentiates

o Creates a Preference

o Commands a Premium

o Facilitates Internal Consensus

e Product and Program Development — Used to determine:

o Consumers’ feelings toward products and programs

Consumers’ perceived value of new products or programs

If proposed products and programs offer an important benefit

Potential hurdles to early adoption of products and programs

Consumers’ perceptions of the user-friendliness of products and

programs

Potential conflicts and competitive situations

° Awareness and Image Research — Used to determine:

o  Awareness levels of program name and mission

» Awareness levels of key competitive interests

* Awareness of positive and negative media and editorial information
that surround an organization and its products and programs

¢ Preference for specific elements of an organization and its
competition

+ Identification of potential positive and negative attributes

e Trademark and Usage Research — By using a number of on-line databases and
copyright search engines, The Arnold Agency is able to quickly generate a
comprehensive report detailing the ownership and usage of names, taglines and
other forms of intellectual property. Areas searched include:

o Federal and State Trademarks — comprehensive reports on existing and
pending trademarks

o Domain Names — thorough search for registered domain names on the
internet

o Popular & Consumer Media — extensive search for usage, including
motion pictures, television, software, radio, books, newspapers,
magazines, serial publications, dramatic works, screenplays, bands,
record labels, sound recordings, musical compositions and music videos

» Employee Satisfaction Research — An often-overlooked, yet extremely important
element of satisfaction research is the internally focused piece. Especially in
scenarios where a change or fransition is taking place, the insight and benefits of
employee satisfaction research can be vital. Specific variables include: -

o Positive and negative attributes relating to an employee’s working
relationship and satisfaction with his/her job
o Employee’s participation and attitudes toward important internal programs
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o Degree of “buy in” on new products or services and attitudes toward
brand stewardship can easily be defined.

In other areas of West Virginia, The Arnold Agency has used primary tools to:

* Determine the benefit needs and structure for a rewards-based Medicaid
realignment program that is the first of its kind in the nation

+ Quantify and rank the barriers to a healthy lifestyle in rural markets in a first-of-
its-kind study funded and monitored by the CDC

* Determine the level of customer satisfaction across a hospital's complete range
of services and recommend enhancements

* Determine programming content and rotation on an international satellite
television network focusing on heaith, mind, body and spirit.

It is also worthy of noting that The Arnold Agency has used primary research tools to:

« Develop names and brands for multiple products/services in the food, travel and
tourism industries that are promoted nationwide

o Concept and reaction test creative messages for a produce client that lead to the
development of television, radio and print advertising that ran nationwide

o Working under short timeframes and deadiines; and

Our long standing work the WV Department of Health and Human Resources, the WV
Department of Education and other state agencies has us very accustomed to vital time
constraints and deadlines. The state can be subjected 1o outside forces that can dictate
the need for immediate action or response from the selected firm. We believe our
understanding of the inner workings and needs of the state and the WV DOT in
particular give us a unique perspective and ability to provide the highest level of quality
communications services — no matter what timelines or deadlines are imposed.

Working with WV DHHR for the past five years, our direct experience has taught us a lot.
Countless times, The Arnold Agency has been charged with seemingly impossible goals
to produce outstanding results-generating work on very short timelines. And every time,
we've pulled together and rose to the challenge. We encourage you to talk to members
of that Department and ask them specifically how The Arnold Agency has delivered
consistent positive results.

Our current good-standing relationship with personnel throughout the WV DOT has
helped us not only understand the system — but also understand how best to work within
it. If the need for crisis communications or a politically-sensitive project arises, we have
the proven know-how to respond immediately, get the work started fast and move things
through the approval process and various channels to achieve a positive outcome.




The above information addresses our overall capability to meet WV DOT demands.
Below are just a few of the specific internal people and processes The Arnold Agency
has in place to expedite projects with aggressive timelines:

¢ Full-time Traffic Coordinator — whose job is to create and monitor
timelines, expedite rush jobs and ensure everything is completed
correctly by deadline

» Full-time Production Coordinator — whose job is to monitor alf production
jobs at outside vendors to make sure things are high quality and
completed on time

o Client Services Coordinators — these individuals assists the Account
Executives/Managers by running the details of all projects, coordinating
timelines and timeframes changes with Traffic and Production to make
sure things get done correctly and on time

* Advantage Agency Management Software — automates the traffic system
and workflow process to help each individual team members focus on the
most time-critical work at the right time, in the right order, so that quality is
stellar and deadlines are met

» Exceptional vendor and subcontractor relationships — that we invest time
and energy into so that when we need a hot project bumped to the front
of thie line, we get it done

As stated above, these are just a few of the things we've got in place in-house to enable
the Agency overall to respond to service-intensive clients and tight timelines. The pace
has become our culture. The timelines are roadmaps. And the end product our big pay-
off. To put it bluntly, we understand the demand. In fact, we live for it.

o Jelevision Public Service Announcement (PSA) production.

The Arnold Agency has produced a multitude of results generating award-winning PSAs
and other campaigns and projects throughout our 22 years. From lower-budget, locaily
produced, projects such as interviews and instructional videos to nationally recognized
campaigns and PSAs featuring professional talent and cinema grade special effects, we
are constantly “in-production” for a number of clients.

All creative development work, campaign planning, art direction and production
directions is handled by our experienced internal creative team. From there, our
philosophy is to have a large stable of outside production partners that we can use to
best accomplish each projects goal. This allows us to utilize specific talent when needed
while keeping production costs as low as possible by not contracting for skills and talent
that would be overkili. For example, some projects would demand a large crew, multiple
cameras and a high level of special effects while another project may only require a
single camera and no special effects. We have long standing relationships with
companies specializing in each of these scenarios so our clients get the best possible
product regardiess of the mission and budget.




The successful Vendor shall provide all necessary resources 1o ensure successiul
completion of tasks within short time frames when warranted.

The Arnold Agency’s media credentials far surpass those of many agencies — within our
market and beyond our borders. In the detailed sections below, we wiil outline our 22-
year commitment to and investment in the best sources of data and software needed to
plan, analyze, purchase and measure the media we place for The West Virginia
Department of Transportation in today’s ever-changing media marketplace. Combined
with the latest media buying software we have, The Arnold Agency has fantastic,
longstanding relationships with media outlets throughout the state.

In addition to these iechnological investmenis, The Arnold Agency’'s Media Depariment
has a full-time staff of four and multiple leveis of oversight and supervision by others that
have held media positions in the past. This team delivers more than 40 years of
combined experience in the media markets that cover West Virginia’s 55 counties.

The Arnold Agency has exceptional experience, knowledge, superior media analysis and
purchasing power. We have bulilt strong relationships with media partners locally,
regionally and nationally, We are trained o work quickly with research, ninpoint the
proper audience and to decide on which media will reach that audience efficiently and
successfully.

Our skills and technology, combined with the large volume of media we place for our
clients, allows us to offer the most cost-effective and efficient buys. To put it boldly, The
Arnold Agency can purchase the advertising for the WV Department of Transportation
for less than smaller production shops and agencies and can purchase it more wisely
and cost-effectively as other larger agencies.

Media Services

The Arnold Agency’s Media Depariment has exceptional experience, knowledge,
superior media analysis and purchasing power. We are particularly strong in the fields of
youth marketing, public health, retail advertising, economic development, healthcare,
telecommunications, business-to-business communications, insurance, quick service
restaurants, banking and financial services, natural resources, energy, engineering and
technology, professional service marketing and trade asscciation management.

Client Services

The Arnold Agency’s Client Services Department represents the front lines of the
agency. These are the folks that you see most often — the liaisons between the client
and the rest of the agency. From strategic marketing planning, to public relations, to
overseeing every detail on a production job, the Client Services team works right
alongside you in your best interest.




Creative Services

The Arnold Agency’s creative development and production capacity is exceptional and
perfectly suited to meet the needs of the most basic production requirements through the
most complex campaign. We excel in all areas of creative work from print advertising to
multi-media campaigns and have won muitiple national awards for a variety of our
creative work.

Administrative Services

From greeting you with a smile at our door to accurate and timely invoicing, The Arnold
Agency’s Administrative Department keeps us on track. The Arnold Agency's internal
and external time and dollar management functions are managed via in-house software
provided by Advantage. The Administrative Department oversees Advantage and its
systems.

Commitment to Quality & Customer Service

To put it bluntly, we have extremely high expectations, for ourselves, for every media
plan, for every production project, and for our clients. That's why we’ve built a system
that delivers results every time. And that's why we have the work, the awards, the clients
and the subcontractor partners in piace to maintain this level of quality.

We can be the guide in developing a promotional theme, writing meaningful copy,
preparing the message for the target, recommending media selection and creating a
buzz with strategic public relations efforts.

Once the comprehensive media campaign is in place, The Arnold Agency’s tactical,
strategy and implementation task forces, so to speak, swing into action. While a
concentrated mix of our higher level, professional staff folks are involved heavily in the
development of the plan and comprehensive approach (as well as key projects
throughout the implementation of the plan), we find it more effective and cost-efficient to
assign mid-size teams of intermediate-level account services, media, creative and
production professionals to put the tactical action steps in play and implement the nuts
and bolts of the plan.

As the plan moves into the implementation phase, the strategic level team oversees
progress, checks in at milestones and works continually to monitor resuits by comparing
actuals to the established goals. If it becomes necessary, this team plugs in to redirect
overall efforts and tweak the activities of the tactical folks.

With this approach, the client really receives the best of both worlds — high level
involvement and oversight without breaking the bank and mid-level tactical strategy and
implementation dedicated to executing the detailed work within the overall plan.




Whife it is expected that the majority of services provided under this contract will be
media buys, the WV DOT shail have the option o request any other adveriising and
marketing services.

The Arnold Agency understands that media services will constitute the majority of
services needed to fulfill the needs of the WV DOT. If additional services are ever
needed to fulfill any WV DOT mission, the full resources of The Amold Agency are at the
Department’s disposal.

In a parallel situation, the WV DHHR originally hired outside communications support
primarily for the youth anti-tobacco program RAZE. Upon securing the contract initially,
The Arnold Agency began successfully promoting the RAZE brand and effort while
introducing our services to others throughout the department. As you can see in the
chart below, the number of divisions requiring our services has grown steadily since.

Year #1 65 Total Projects
Year #2 183 Total Projects
Year #3 242 Total Projects
Year #4 300 + Total Projects

The successful Vendor shall provide the expertise, experience and resources necessary
o ensure reaching target audiences on a statewide basis.

The Arnold Agency’s media credentials far surpass those of many agencies — within our
market and beyond our borders. In the detailed sections below, we will outline our 22-
year commitment to and investment in the best sources of data and software needed to
plan, analyze, purchase and measure the media we place for The West Virginia
Department of Transportation in today’s ever-changing media marketplace. Combined
with the latest media buying software we have, The Arnold Agency has fantastic,
longstanding relationships with media outlets throughout the state.

As the state’s largest and most experienced full service marketing communications
company, we have the experience, depth and resources required to successfully
complete the most demanding tasks in very short order. We'll pull from this wealth of
resources to put the best teams together for each project. From negotiating a print buy in
local newspapers statewide to producing a complex multi-media campaign under a tight
deadline, we've got the right mix of people to deliver for you every time. Over the next
several pages we have detailed short bios of our key leadership team. More extensive
bios or resumes on individual staff are available on request.

it v




Linda Arnold, CEO & Agency Principal

Linda is an energetic leader, who works to spur excitement
within the agency and weave her enthusiasm into the work we
do every day.

Nearly two decades ago, she launched The Arnold Agency with
the dream of growing the small company into a communications
powerhouse. Today, with clients across the country, The Arnold
Agency is the firm that Linda set out to create. From marketing
and advertising campaigns to government and media relations,
there isn't a project the agency can't tackle.

Before establishing The Arnold Agency, Linda worked as Director of Communications
and Press Secretary for United States Senator Jay Rockefeller while he was governor of
West Virginia. She has also worked with various pubiic interest groups and advertising
agencies, and has more than 30 years of experience working with the media on a
regional and national basis.

Mark Polen, President & Agency Principal

Mark has the passion and ability to form strong working
connections between clients, government leaders, the person
on the street and everyone here at the agency.

With 25 years of experience in molding public opinion and
governmental policy, he works with clients to influence public
policy and achieve positive resuits. In addition, Mark handles
marketing, advertising and public relations responsibilities for
some of the agency's most prominent clients.

Prior to joining The Arnold Agency, Mark spent a decade as Vice President of the West
Virginia Coal Association, where he served as a spokesman for the state's coal industry
and managed its governmental affairs activities. He is a gubernatorial appointee to the
West Virginia Educational Broadcasting Authority and served on the transition task
forces for former Governors Underwood and Wise, as well as for West Virginia's
immediate-past Governor, Joe Manchin.

Mark has also served in a variety of appointed positions with the West Virginia Public
Service Commission, the West Virginia Health Care Authority and the West Virginia
Legislature. He is founder of the West Virginia Ethics Reporter and serves as Executive
Director of the West Virginia Cable Telecommunications Association.




Steve Morrison, Executive Vice President & Agency Principal |
Steve is a trusted leader, whose sincerity and focus inspire us to
strive for solid results in every project.

He offers our clients tactical strategies for branding and marketing
programs, while honing in on the broadest issues of marketing |
communications. With more than 25 years in the advertising
agency arena, Steve has a strong background in financial
services, retail, industrial, food service and business-to-business
marketing. His expertise is marketing planning and research,
media advertising, sales promotion and direct marketing.

Steve directs the agency's recommendations and decisions to ensure they are
consistent with our clients' strategic goals, while still providing ongoing management of
key accounts. His focus keeps everyone on course.

Scot Drake, Chief Marketing Officer & Agency Principal

As a member of the agency’s leadership team, Scot oversees the
agency’s Client Services, Media, Public Relations and Research
teams, as well as the agency’s new business initiatives.

Scot brings strategic vision and sharp industry insight to long-term
campaign planning and ties all aspects of marketing
communications together to achieve client goals. He is adept in
developing and implementing long-term strategic marketing and
communications plans and in leading client teams through the
brand development process.

Shannon Simon, Chief Creative Officer & Agency Principal
Shannon leads and manages the agency’s creative department,
overseeing the execution of all creative work. She directly
supervises and touches every major creative campaign generated
in the agency, while also serving in a leadership and strategic
planning role with most major agency clients.

Shannon has a keen ability to apply business principles and
perspectives to the creative side of advertising. She has one foot
in the world of ideas and the other in the world of budgets,
timelines and production management.




Terri Painter, Vice President of Administration & Agency
Principal

Terri leads the financial and administration departments,
overseeing all financial procedures. She manages billing
verification and reconciliation. Her responsibilities extend from
managing communications to handling all financial procedures.
She manages all biling and oversees the agency’s payroll. Terri
joined the agency almost 20 years ago and has become an
integral part of the agency’s day-to-day operation. She has a
bachelor's degree in accounting and a master’'s degree in
business administration.

Wayne Phillips, Director of Media Services

Wayne manages the media team along with designing and
planning traditional and non-traditional statewide media
campaigns to reach your target audience through the perfect
mix of media vehicles.

Wayne is your fraffic safety expert: his 11 years of experience
includes spending the past two years with West Virginia
television stations working directly with the West Virginia
Governor’s Highway Safety Program and West Virginia
Motorcycle Safety Program on multiple campaigns. Examples include:

o Click it or Ticket

e Over The Limit Under Arrest

o Ride Straight .08 It's the Law

Along with the local campaigns, Wayne also got up to speed on the National Highway
Traffic Safety Administration’s (NHTSA) national campaign calendar and the NHTSA’s
areas of focus throughout the year. Wayne is fluent in the Highway Safety Campaigns
and what it takes to achieve the desired results for each program.

Vendors must understand and ulilize current advertising and marketing trends and work
on multiple agency projects concurrently.

The Arnold Agency has unprecedented experience planning and executing successful
marketing campaigns that incorporate many different methods. We are not only
experienced with traditional methods such as television, radio, newspaper and billboard,
we are very acquainted with the newer marketing trends. We have designed and




effectively executed multiple online, social (Facebook, blogs, Twitter), mobile phone and
guerilla marketing efforts.

By studying the industry and analyzing research, we are continuaily educating ourseives
on how fo design a successful advertising campaign using both traditional methods and
new irends. The agency subscribes to many advertising services to keep the staff
informed of changes or frends: Nielsen, Arbitron and Scarborough. Also, many direct e-
newsletters and online subscriptions keep our staff well-versed of the influencers of daily
life.

As you will see from our case studies throughout this document, we have incorporated
multiple marketing methods one way or another to build unique and effective marketing
campaigns. At any given time, the agency's projects are well managed at different
stages of development and/or execution. The staff is very capable of handling multiple
projects concurrently.

The Arnold Agency understands that WV DOT agencies will notify us of required
services via formal or informal written communication.

Working with many state contracts, it has been our practice to then reiterate those
requests for services back to the specific state agency in the form of a work plan or
estimate. The purpose of this work plan or estimate is to assign hours, costs and a
timeline needed to fulfill the individual agency request. This system allows for an added
check and balance before any work begins.

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

The Arnold Agency understands that we must provide media placement proposals within
five business days or less from receipt of written request.

We consistently work under similar, and tighter, time constraints for various public and
private side contracts. For example, working with the West Virginia Division of Threat
Preparedness demands that we be on call to react to various health crises throughout
the state. This was never more apparent than during the 2009-2010 flu season when
the potential impact of the H1N1 virus and the associated fear gripped the state and the
nation. To aid the State Health Officer in quelling these fears and disseminating facts
about immunization, the Arnold Agency worked throughout the flu season placing
targeted media flights throughout the state. In many cases, the office of communications
woulld direct us to place a buy in a specific media market to promote the availabilities of




immunization vaccinations. In these instances, the entire process from agency request,
through the written media placement proposal to the actual buying and traffic took place
in three to four days.

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

The Arnold Agency understands that all other tasks shall be provided within five
business days of completion.

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

The Arnold Agency agrees that television PSA production shall be completed and edited
within ten business days from production when requested in writing by the Agency.

All requests for services under the contract for any DOT Division shail be approved and
originated through the DOT Office of Communications. DOT shali 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 successfuf
vendor immediately following contract award.

The Arnold Agency understands and will comply with all approval, authorization and
payment stipulations detailed in the paragraph above.




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 including expenses. Vendors shall provide an all-inclusive hourly
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.




Advertising & Markeling Services
DOTHSE110007 BID FORM

A, Advertising and Marketing Services

Service Estimated Hours Aff Inclusive Extended Cost
Hourly Rate

Television Production 50 $75.00 $3,750.00
Radio Production 25 $0.00 $0.00
Medig Buys 300 $0.00 $0.00
Outdoor Advertising 25 $0.00 50.00
Print Media 25 $75.00 $1,875.00
Internet/Worldwide Web 25 $0.00 $0.00
Survey, Analysis, Evaluation 200 $0.00 $0.00
Contract 25 $75.00 $1,875.00
Administration/Consultation

Subtotal $7,500.00

B. Media Buying Perceniage

Media Buy Add-On Percentage Percentage | Extended Cost
Reminder: This percentage must be guoted if applicable.
Failing to provide a percentage add-on shall negate any such
charge throughout the life of the controct.
Add-On Percentage 4%
Add-0On Calculation: Muitiply percentage by 5500,000 4% $20,000.00

C. Sub-Coniractor Percentage

Sub-Lontractor Add-On Percentage Percentuge | Extended Cost
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.
Add-Cn Percentage 0%
Add-On Calculation: Multiply percentage by $150,000 0% S0




D. Total Bid

Tuble A Extended Total $7,500.00
Table B Extended Total $20,000.00
Table ¢ Extended Total $0

GRAND TOTAL $27,500.00

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

The Arncld Agency
Vendor

Title:

Date:

Address:

Business Fhone No

Scot D ai‘(’e

Chief Marketing Officer

November 18, 2010

117 Summers Street, Charieston, WV 25301

(304) 342-1200




e Siate of yvest virginia 3
VENDOR PREFERENCE CERTIFICATE

Certification and appfcation*is hereby made for Preference In accordance with West Virginfa Code, §5A-3-37_ (Does notapply to
constructian contsacts), West Virginia Code, §5A-3-37, prevides an opportunity for qualifying vendors ta request {st the me 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.

1. Appiication is made for 2.5% resident vendor preforence for the reason chacked:

Bidder is an individuai resident vendor and has resided contimiously in West Virginia for four {4) years Immediately preced-
ing the date of this cerlification; or,

Bidder is a partnership, association or comoration resident vendor and has maintained its headuarters or principal ptace of
business continuously in Wast Virginia for four (4} years immediately preceding the date of this cerlification; or 80% of the
ownership interest of Bidder is held by another individual, parmership, association o comoration resident vendor who has
maintained 15 headquarters or principal place of business continuously in West Virginia for four {4) years immediately
precading the date of this certification; or,

Bidder is a nonresident vendorwhich has an affiliate or subsidiary which employs a minimum cf one hundred state resiients
and which has maintained is headquarters or principa! place of business within West Virginia continuoLsly fat the four (4)
years immediately praceding the date of this cerlificatior:, or,

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

___ Bidderis a resident vendor who cerlifies that, during the fife of the contract, on average af least 75% of the employees
workirg on the project being hid are residents of West Virginia who have resided in the state continuously for the two years
immediately preceding submission of this big, on,

bl

Application Is made for 2.5% resident vendor preference for the reason checked:

____ Bidderis a nonresident vendor employing a minimum of one hundred state residents ¢orisa ronresideni vendor withan
affiliate or subsidiary which maintains its headquarters or principal place of business within West Virginia employing a
minimum of one hungrad state residents who certifies that, during the fife of the contract, on average at least 75% ci the
employees or Bidder's affliate’s or subsidiary's employees are residents of West Virginia who have resided in the state
continuously for the two vears immediately preceding submission of this bid; or,

4. Application Is made for §% resident vendor preference for the reason checked:
i/ 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 cheocked:
Bictder is an individual resident vendor who is a veteran of the United States armed forces, the reserves or the National Guard
and has resided in West Virginia continuously for the four years immediately preceding the date on which the bid is
submitied; or,

8. Application (s made for 3.5% resident vendor preference who Is a veteran for the roason checked:

. Bldderis a resident vendor who is a valeran of the United States anmed forces, the reserves of Ihe Nationaj Guard, i, for
purposes of producing or distribuling the comwodities or completing the project which is the subject of the vendor's bid and
continuously over the entire term of the project, on average at least sgventy-five percent of the vendor's empioyeas are
residents of West Virginia who have resided in the state continuousty for the two immediately preceding years,

Bidder undarstands if the Secretaty of Revenue determinas that a Bidder recelving preference has failed 1o continue lo meet the
tequirements for such preferenca, the Secretary may order the Director of Purchasing {o: {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 penaity will be paid te the contracting agency
erdaducted fromany unpaid balance onthe contract or purchase order.

By subsmission of this certificate, Bidder agrees {o disciose any reasonably requested informationto the Purchasing Division and
authorizes the Department of Revenue o disclose o the Director of Purehasing aporopriate jpifmgiion venfying that Bidder has pakl
the required business taxes, provided that such information does nol contain the amoyrits of tzfes paidt nor any other information
deemed by the Tax Commissioner io be confidential.

Under penatty of law for false swearing (West Virginta Coda, §61-5-3), Bidd
and accurate in all respects; and that if a contract is issued to Bidder /
changes during the term of the contract, Bidder will notify the Purchas

Bidder:“t. Aj hb\a A\sg.x_\%x Signed: (W v 7
Date: I )al) KoY Tithe: v Qm O.

“Chack any combination of preference consiteration(s) indicated sbove, which you are entitied lo receive.

/ sostifies that this certificate Is frue




RFQ Mo, QSJ.&QQQL?

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 stale or any of ils
poliical subdivisions to any vendor or prospectiva vendor when the vendor or prospective vendor or a refated party 1o the
vendor or prospective vendor is a debtor and the debt owed is an amount greater than one thousand dollars in the
aggregate.

DEFINITIONS:

“Debl” means any assessment, premium, panalty, fine, tax or other amount of money owed 1o the state or any of its
poliical subdivisions because of a judgment, fine, permil violatlon, license assessmont, defaulted workers’ compensation
premium, penally or other agsessment prosantly delinquent or due and required to e paid 10 the state or any of its
political subdivisions, including any interest or additional penatlies accrsed thereon.

“Devtlor” means any individual, comoration, parinership, association, limiled Habilily company o any other form or
husiness association owing a dabt to the stale or any of its political subdivisions. “Polllical subdivision” means any county
commission; municipality, county board of education; any instrumentality established by a counly or municipalily; any
saparate corporation or instrumentality established by one or more counties or municipakties, as perraifted by faw; or any
public body charged by law wilh the performance of a government function or whose jurisdiction is coaxtensive with one
or more ceunliss or municipalities. "Relaled parly” means a parly, whether an individual, corporation, partnership,
asseciation, Emited liability company or any olher form or business assodiation or other enlity whatsoever, related to any
vendor by blood, marriage, ownershin or contract through wiich the parly has a relationshis of ownarshin or other interest
with the vendor so thal the parly will actuaily or by offect receive or conlrol a porlion of the benefit, profit or other
consideralion from pedormancs of a vendor contract with the party receiving an amount that meets or exceed five percent
of tha total contract amount.

EXCEPTION: The probibition of this section does nol apply where a vendor has confesied any 1ax administerad pursiant
to chapler eleven of this code, workers' compensation premium, permit fee or environmental fes or assessment and the
matter has not become final or where tha vendor has entered into a payment plan or agreement and the vendeor is not in
default of any of the provisions of such plan or agresment,

Under penatty of faw for false swearing (West Virginla Code §61-5-3), it is harahy 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:

Date: __ N Zaa J[Q S
o% @W\ﬂb‘% , 20LQ,

20|12

Authorized Signature:

Stats of i ny

County of m\:m___. to-wit: r\d

Taken, subscribed, and io before me thi& day

My Commission oxpires

AFFIX SEAL HERE NOTARY PUBLIC

Pourchasing Affidavit (Revrsad 12/1509)




