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

I~ [Owrig Jc€0
(Name, Title) o

Groncl B./anspans [/ OWNrfieo
(Printed Name and Title)

222 Cpp vor Sv Sre 400, (Apricsvor’ WY 25300
(Address)

So4-3¢>-2%00 / 3047-343-273%
(Phone Number) / (Fax Number)

G Dlprsawon (@ Miprsean Grovpl, Cor
(email address)

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offer or proposal constitutes an offer to the State that cannot be unilaterally withdrawn; that the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

YA /2 anvasian GrodP

(Company)
@//M/(’ GeorceMeragpns, O R Jte o>

(Aumonzed Signdture) (Representative Name, Title)
Georce B, pamisan [ Owncr feo

(Printed Name and Title of Authorized Representative)

10/31 /0]
(Daie)

304-343-2%00 / 304-343-273%¢2
(Phone Number) (Fax Number)

Revised 05/04/2016




REQUEST FOR PROPOSAL
West Virginia State Treasurer’'s Office -- CRFP STO1700000001

Certification and Signature Page

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

“TH 2 fDasaptar GrovP

(Company)

GZonce B Mana {ar ﬂmzm/c’é‘o

(Representative Name, Title)

304343 2900 /304 2432779
(Contact Phonjlf ax Number)

/Q/-BI 20 1{s
(Date}

N LA uaf—
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ADDENDUM ACKNQWLEDGEMENT FORM
SOLICITATION NQ.: STO1700000001

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

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

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

[ i’/]/ Addendum No. 1 { 1 Addendum No. 6
[ V]/, Addendum No. 2 [ 1 AddendumNo.7
[ ‘4/ Addendum No, 3 [ 1 Addendum No. 8
[ 1 Addendum No.4 [ 1 Addendum No.9
[ ] Addendum No.5 [ ] Addendum No. 10

I understand that failure to confirm the receipt of addenda may be cause for rejection of this bid. 1
further understand that any verbal representation made ot assumed to be made during any oral
discussion held between Vendor’s representatives and any state personnel is not binding. Only the
information issued in writing and added to the specifications by an official addendum is binding,

YHe pwnrdons Grovf

Company,

Ry O ul—

Authorized Signature

/0/3// 2016

Date

NOTE: This addendum acknowiedgement should be submitted with the bid to expedite document processing.
Revised 6/8/2012



SOLICITATION NUMBER ; CRFP STO1700000001
Addendum Number: 1

The purpose of this addendum is to modify the solicitation identified as
(“Solicitation”) to reflect the change(s) identified and described below.

Applicable Addendum Category:
| 1 Modify bid opening date and time
[ | Modify specifications of product or service being sought
[ | Attachment of vendor questions and responses
[ | Attachment of pre-bid sign-in sheet
¢ | Correction of error

[ | Other

Description of Modification to Solicitation:
Addendum # 1 issued for the following reasons:

1. To change the the commodity lines in wwOASIS to match the commodity lines on the Attachment
C: Cost Sheet.

Online responses remain prohibited. No other changes.

Additional Documentation: Documentation related to this Addendum (if any) has been
included herewith as Attachment A and is specifically incorporated herein by reference.

Terms and Conditions:

1. Al provisions of the Solicitation and other addenda not modified herein shall remain in
full force and effect.

2. Vendor should acknowledge receipt of all addenda issued for this Solicitation by
completing an Addendum Acknowledgment, a copy of which is included herewith.
Failure to acknowledge addenda may result in bid disqualification. The addendum
acknowledgement should be submitted with the bid to expedite document processing.

Revised 6/8/2012

MO



SOLICITATION NUMBER ; STO1700000001
Addendum Number: 2

The purpose of this addendum is to modify the solicitation identified as
(“Solicitation™) to reflect the change(s) identified and described below.

Applicable Addendum Category:
l¢/] Modify bid opening date and time
| | Modify specifications of product or service being sought

{ | Attachment of vendor questions and responses

[ | Attachment of pre-bid sign-in sheet
I | Correction of error
| | Other

Description of Modification to Solicitation:

Addendum # 2 issued for the following reasons:
1. To extend the bid opening from 10/198/2016 to 11/01/2016, at 1:30 p.m.

Responses fo vendor questions will be issued under a separate addendum,

Additional Documentation: Documentation related to this Addendum (if any) has been
included herewith as Attachment A and is specifically incorporated herein by reference.

Terms and Conditions:

1. All provisions of the Solicitation and other addenda not modified herein shall remain in
full force and effect.

2. Vendor should acknowledge receipt of all addenda issued for this Solicitation by
completing an Addendum Acknowledgment, a copy of which is included herewith.

Failure to acknowledge addenda may result in bid disqualification. The addendum
acknowledgement should be submitted with the bid to expedite document processing.

Revised 6/8/2012

sy




SOLICITATION NUMBER: STO1700000001
Addendum Number: 3

The purpose of this addendum is to medify the solicitation identified as
(“Solicitation™) to reflect the change(s) identified and described below.

Applicable Addendum Category:
| 1 Modify bid opening date and time
[v'] Modify specifications of product or service being sought
¢ | Attachment of vendor questions and responses
[ | Attachment of pre-bid sign-in sheet
[ | Correction of error

[ | Other

Description of Modification to Solicitation:
Addendum # 3 issued for the following reasons:

1. To publish vendor questions with responses.

2. To modify SECTION FOUR: PROJECT SPECIFICATIONS, Subsection 4.4.1.5 GOAL: Coordinate
online messaging with overall campaign, see Q.13./A.13.

No other changes

Additional Documentation: Documentation related to this Addendum (if any) has been
included herewith as Attachment A and is specificaily incorporated herein by reference.

Terms and Conditions:

1. All provisions of the Solicitation and other addenda not modified herein shall remain in
full force and effect.

2. Vendor should acknowledge receipt of all addenda issued for this Solicitation by
completing an Addendum Acknowledgment, a copy of which is included herewith.
Failure to acknowledge addenda may result in bid disqualification. The addendum
acknowledgement should be submitted with the bid to expedite document processin g.

Revised 6/8/2012

MEN



STATE OF WEST VIRGINIA
Purchasing Division

PURCHASING AFFIDAVIT

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

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

DEFINITIONS:

“Debt” means any assessment, premium, penally, fine, tax or other amount of money owed to the state or any of its
political subdivisions because of a judgment, fine, permit violation, license assessment, defaulted workers'
compensation premium, penalty or other assessment presently delinquent or due and required o be paid 1o the state
or any of its political subdivisions, including any interest or additional penalties accrued thereon.

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

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

AFFIRMATION: 8y signing this form, the vendor's authorized signer affirms and acknowledges under penalty of
law for false swearing (W. Va. Code §61-5-3) that neither vendor nor any related party owe a debt as defined
above and that neither vendor nor any related party are in employer default as defined above, unless the debt or
employer default is permitted under the exception above.

WITNESS THE FOLLOWING SIGNATURE:

Vendor's Name: !ﬂ\-{ Mﬂ:/\ﬂhM émg!.p e

Authorized Signature: Date: ’Dl 31 J “o

State of W-@%“' VIYGU{; ua

County of ﬁﬂj !Mh& , to-wit:

&t
Taken, subscribed, and sworn to before me thisD) ~day of 0 (l{'b her ,20lle

My Commission expires M_B_,_&qu . 20]3_. -
AFFIX SEAL HERE NOTARY PUBLI 6\_\'%)

Burchasing Atfidavit (Revised DE/01/2015)




wy-10 _ State of West Virginia
Hee T VENDOR PREFERENCE CERTIFICATE

Certification and application is hereby made for Preference in accordance with West Virginia Code, §5A-3-37. (Does not apply to
construction contracts). West Virginla Code, §5A-3-37, provides an opportunity for qualifying vendors to request (at the time of bid)
preference for their residency status. Such preference is an evaluation method onty and will be applied only 10 the cost kid in
accordance with the West Virginia Code. This certificate for application is to be used to request such preference. The Purchasing
Division will make the determination of the Vendor Preference, if applicable.

. Application is made for 2.5% vendor preference for the reason checked:
Bidder is an individual resident vendor and has resided continuously in West Virginia for four {4) years immediately preced-
ing the date of this certification; or,
Bidder is a parinership, association or corporation resident vendor and has maintained its headquarters or principal place of
business continuously in West Virginia for four (4) years immediately precading the date of this certification;

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

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

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

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

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

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

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

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

Bidder 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 continuousty for the four years immediately preceding the date on which the bid is
submitted; or,

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

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

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

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

Bidder understands if the Secretary of Revenue determines that a Bidder recelving preference has failed to continue to mest the
requirements for such preference, the Secrelary may order the Director of Purchasing 1o {a) rescind the contract or purchase order,
or (b) assess a penalty againsi such Bidder in an amount not to exceed 5% of the bid ameunt and that such penalty will be paid to
the contracting agency or deducted from any unpaid balance on the contract or purchase order.

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

Bidder hereby certifies that this certificate is true and accuraie in all respects; and that if a contract Is issued to Bidder
and if anything contained within this certificate changes during the term of the contract, Bidder will notify the Purchas-

ing Division in writing immediately.
Bidder: Tht MM&V\ G’YOU‘Q Signed: k

pate: OCAOCY 2.8, 20\ Tie: QUONC Y/

‘Check any combination of preference considaration(s) indicaled above, which you are entitied lo receive,

F ® 00%0D

[

Ds»




Client#: 877411

ACORD..

CERTIFICATE OF LIABILITY INSURANCE

18MANAHGRO

DATE (MWDDYYYY)
10/12/2016

THIS CERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ON
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND,

REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.

LY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES

BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT GONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER(S), AUTHORIZED

IMPORTANT: If the certificate holder Is
the terms and conditions of the policy,
certificate holder in lleu of such sndorsement(s).

an ADDITIONAL INSURED, the policy(ies) must be endorsed. If SUBROGATION IS WAIVED, subject to
certaln policies may require an endorsement. A statemant on this certificate does not confer rights to the

HODUCER

CONTACT Shelley Newman

18&T-Carson Insurance Services PHONE o 304 340-6960 ‘F% Nol: 8887513002
"01 Tennessee Avenue EMAL _ shelley.newman@bbandt.com
sharleston, WV 25302 INSURER(S) AFFORDING COVERAGE NAIC #
i04 346-0806 \NsURER A : Cincinnati Insurance Company 10677
4SURED .
The Manahan Group LLC :::::: ::AXIS Insurance Company 37273
222 Capitol Street Suite 400 —
Charleston, WV 25301-2206 )
INSURERE :
INSURER F =

SOVERAGES CERTIFICATE NUMBER:

THIS IS TQ CERTIFY THAT THE PCLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED
OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH
RANCE AFFORDED BY THE POLICIES DESCRIBED HEREIN 1S SUBJECT TO ALL THE TERMS,

SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.

INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSU
EXCLUSIONS AND CONDITIONS OF SUCH POLICIES. LIMITS

REVISION NUMBER:
ABOVE FOR THE POLICY PERIOD
RESPECT TO WHIGH THIS

— FOLICYEFF_
i TYPE OF INSURANCE e [AvD | POLICY NUMBER [ G |mBEN YY) LIMITS
A | X| COMMERCIAL GENERAL LIABILITY X | X | ECP0264067 P)713012014 ©7/305/2017 £ACH OCCURRENCE 51,000,000
| cLamsmane |__i| OCGUR PAAGE T R et | 51,000,000
|| MED EXP (Any one person) | 510,000
| PERSONAL 8 ADV INJURY | $1,000,000
GENL AGGREGATE LIMIT APPLIES PER: GENERAL AGGREGATE 52,000,000
e O
POLICY JECT LoC PRODUCTS - COMP/OP AGG | $2,000,000
OTHER: $
A | auToMOBILE LIABILITY X | x |ECP0264067 7/30/2014| 07/30/2017 G BREDSNGLELMT | 41,000,000
zl ANY AUTO BODILY INJURY (Per parson) | $
ALL OWNED SCHEDULED
|| auTos AUTOS BODILY INJURY {Per accident) | $
X NON-OWNED PROPERTY DAMAGE s
HIRED AUTOS AUTOS {Per accident)
$
A [ X|UMBRELLALAB | X | 0CGUR X [ X | ECP0264067 07130/2014|07/30/2017) EACH OCCURRENGE £1,000,000
EXCESS LIAB CLAIMS-MADE AGGREGATE $1,000,000
, oep | X/ retEnTions0 $
WORKERS COMPENSATION [EER TOTH
AND EMPLOYERS' LIABILITY YIN STATUTE
I N IVE
AN EESRRETORRATNEREIEC™E ] i e excuscaneT {3
{Mandatory In NH) E.L. DISEASE - EA EMPLOYEE| §
If yos, destribe under l
DESCRIPTION OF OPERATIONS below E.L. UISEASE - POLICY LIMIT | 5
B |Professional Liab MCN000131221601 07130/2016|07/30/2017 1,000,000
Errors/Omissions
Deductible 5,000
heduls, may be hed if more space is required)

DESCRIPTION OF OPERATIONS / LOCATIONS | VEHICLES (ACORD 101, Additicnal
Evidence of insurance.

|
A
CERTIFICATE HOLDER CANCELLATICN
. SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCELLED BEFORE
Purchasing Agent THE EXPIRATION DATE THEREOF, NOTICE WILL BE DELIVERED IN
WV State Treasurers Office ACCORDANCE WITH THE POLICY PROVISIONS.
Capitol Bldg 1 Room E-145
1900 Kanawha Bivd E AUTHORIZED REPRESENTATIVE
Charleston, Wv 25305
| Fasamng & . Sty
© 19882014 ACORD CORPORATION. All rights reserved.
ACORD 25 (2014/01) 1 of1 The ACORD name and logo are registered marks of ACORD
SAN

#3516963566/M16963484




016 Preview : Certificates of Insurance
ACORE = DATE (MMDDNYYY)
CERTIFICATE OF LIABILITY INSURANCE —
THIS CERTIFICATE IS [SSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER(S), AUTHORIZED
REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER
FAPGRTAMNT: If ihe certificete holder Is 2n ADDITIONAL INSURED, the policy(les} must be andorsed. If SUBROGATION IS WAIVED, subject to
the tarms and conditions of the policy, cartain policles may require an endersement. A statement on this certificate does not confer rights to the
certificate holder In lieu of such endorsement{s).
PRODUCER MEME:
| PHONE FRX
Automatic Data Processing Insuranca Agency, Inc. w No
1 Adp Bouleverd REBB:
Roseland, N.J 07068 WSURER{S) AFFORDING COVERAGE NAKC #
WEURER A: Hantford insurance Company of the Midwest JT478
N theManahan Gra SICRER:
@ #%anahan Group _
222 CAPITOL ST STE 400 e
Charleston, WV 25301 Ll L0
INSURER E:
MSURER F:
COVERAGES CERTIFICATE NUMBER: 561808 REVISION NUBBER:
THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED AROVE FOR THE POLICY PERICD
INDICATED. NOTWITHSTANDING ANY REGUIREMENT, TERM OR CONDITION OF ANY CONTRAGT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANGE AFFORDED BY THE POLICIES DESCRIBED HEREIN IS SUBJECT TO ALL THE TERMS,
EXCLUSIONS AND CONDITIONS OF SUCH POLICIES. LIMITS SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.
T TYPE OF NSURANCE \MED [ WD POLICY HUMBER ORI T | CeMBEYERY LiwiTS
COMMERCIAL GENERAL LIABILITY EACH OCCURRENCE H
OXWAGE TO RERTED —
CLAMS-KADE |___| OCCUR PREMISES (En occumence) | §
] MED EXF (Any ona perior} 5
- PERSONAL & ADV NJURY | §
GENL AGGREGATE LIMIT APPLIES PER: GENERAL AGGREGATE $
poucy [ J58% [ e PRODUCTS - COMPIOR AGG | §
OTHER: 5
[SeiSae L B ¥
ANY AUTC BODILY INJURY (Per person) | §
| A SumeD BCHEQWED BODILY INJURY (Per sccident)| §
— N-GW [FROPERTY DAMAGE
|| HIRED AUTOS NtaaNeD {Per eccident) $
3
[ uwerenaias | foccun EACH OCCURRENCE §
EXCESS LIAB CLAIME-MADE AGGREGATE $
pep | | RETENTIONS s
WORKERS COVPENSATION X [Eoanre | (B
AND EMPLOYERS' LIABILITY - - ST 500
A |0 PROPRETOREARTIEREXECUTVE Iy Ina| 1 | 76WEGGB4BSE 10/5/2016 | 1011572017 [ ELEACH ACAIDENT : :
{Mandatory in MH) EL DISEASE - EA EMPLOYEE| § 100,000
. desoribe under
RIPTION OF OPERATIONS below E L DISEASE - POLICY LIMIT | § 100,000
DEECRIPTION OF OPERATIONS / LOGATIONS | VEHIGLES {ACORD 101, AddSionsl Remark may bo atinchad If moro space Is roquirad)
CERTIFICATE HOLDER CANCELLATION
SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCEILED BEFORE
Wast Virginia Stets Trezeurars Office THE EXPIRATION DATE THEREOF, NCTICE WILL BE DELIVERED IN
Aftn: Purchasing Agent ACCORDANCE WITH THE POLICY PROVISIONS.
Capitol BLDG Room E-i45
1900 Kanzawha Blvd E AUTHORIZED REPRESENTATVE
ston,
Charleston, WV 25305 jlwquum
1 — —
A© 1088-2014 ACORD CORPORATION. All rights reserved.
ACORD 25 (2014/01) The ACORD name and logo are registerad maris of ACORD
il i, v, I i K L 5 il i o] s s A 1) TRV AL S
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Thank you for the opportunity o submit the following proposat to the West Virginia State
Treasurer’s Office,

The Manahan Group (TMG) is proud of ils association with the STO over the past two decades.

We have a great experience with the State Treasurer’'s Office and its many programs. TMG has
been the Agency of Record for STO for the past four years and we are proud of the successes that
we have achieved working logethier. From the return of more than $13 miflion in unclaimed property
1o the creation of the new Financial Education Center, we have stood side-by-side assisting your
office in serving the great people of West Virginia.

The Manahan Group has been the Agency of Record for the SMARTS29 College Savings Plan,
managed by The Hartford, for ihe past ten years. Working closely with The Hartford and STO, TMG
developed marketing materials to promote lhe new Bright Babies program, continue the huge
success of the When | Grow Up contest, and assisted in the organization of the new SMARTS.20K
run and walk. All of this has led to a more than $2 billion program that the state can be proud to
call its own.

The Manahan Group has worked with other clients who have similar needs.

Our agency is familiar with working with state accounts. We currently are The Agency of Record for
the Department of Transportation (DOT) and Division of Motor Vehicles (DMV). Our work on behalf
of DOT's “Just Drive" anti-texting campaign received praise from DMV Commissioner Pat Reed
who credited the campaign, and the new law, with an 18 percent drop in state roadway fatalities.

The Manahan Group is extrernely capable of providing the services tequired in this RFP and believe
it is the best agency for the account.

TMG is a full-service adverlising and public relation’s agency with in-house design, media buying,
digitat and social media expertise. We have worked successfully an both small, local initiatives and
large, statewide eflorts. Our public and media relalions services are unmatched in the market and
one of the main reasons we are soughl after in the market,

The Manahan Group has a strong history of creating results-based marketing and advertising
intiatives tor its clients.

Simply jpui, we get results. From winring a levy eleciion (Loving My Library) to helping the state
reduce roadway fatalities (Just Drive), we are proud of the work we do for our clients. We believe
in giving back to our community and volunteer our time and talent for non-profits like Mountain
Migsicn, Charlesion Parkinson’s Supporl Group, and more.

THE MANAHAN GROUP
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We encourage you to learn more abo
meeting with you 1o discuss this prop

Sincerely,

Q/m(mz/

George Manahan, CEO

ut us through this proposal and our team locks forward to
osal in more detail.
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ATTACHMENT A - VENDOR RESPONSE SHEET

4,3 — Qualifications and Experience: Vendors should provide in Attachment A: Vendor
Response Sheet information regarding their firm as follows (a breakdown of scoring is
provided in Section Six):

4.3.1 - Provide the following information for the Vendor:

Name: The Manahan Group

Mailing Address: 222 Capitol Street, Suite 400, Charleston, WV 25301
Corporate Address: 222 Capitol Street, Suite 400, Charleston, WV 25301
Telephone Number: 304.343.2800

Primary Contact: George Manahan, Phone: 304.343.2800, Fax: 304.343.2788
grmanahan@manahangroup.com
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4.3.2 — Information about the Vendor including company description, legal structure,
ownership (direct and indirect), staffing numbers, organizational chart, pending contract(s)
to merge or sell any portion of the firm, and any other information that will assist in
evaluating the firm.

The Manahan Group (TMG) is one of West Virginia's largest full-service advertising, marketing and
public relations agencies whose office is based in downtown Charieston. The company is a Limited
Liability Corporation (LLC) and has been in business for lhirieen (13) years under the ownership of
George Manahan.

TMG baasts eight (8) 1ull-time communication professionals. TMG’s team includes: George
Manahan, CEQ:; Abbey Fiorelii, Creative Director; Ron Jarrett, Comptroller; Tammy Harper, Senior
Account Executive; Bethany West, Senior Media Buyer; Kristina Murrilt, Graphic Designer/Social
Media Coordinator; Alaina Moore, Account Assistant; Susan Manahan, Administrative Assistant;
Toney Smith, Assistant to the Comptroller.

TMG is solely owned by George Manahan. The following organizational chart details TMG's
structure, showing key personnel that will be assigned 1o this account, senior managernent
positions and other personnel.

Organizational Chart

s
.
1
-
.
-
-
"
H

Abhey Bethany
Finrell West

(Creative T 5f Meadia By

Tammy
Harper

LT

arEsEEES

Alaina
Moore

Aot Assstang

Kristina
tAurrill

Toney
Smith

Leaardingtos

THE MANAHAN GROUP




TMG is nol currently considering any proposals to buy or merge its company with any other company
or entity.

Over the past (hirteen (13) years, TMG has been honored as an industry leader by the West Virginia
Chapter of the Public Relations Society of America (PRSA-WV), American Adverlising Federation - West
Virginia (AAF-WV) and the national ADDY Awards. PRSA-WV has recognized TMG with its “Best in
‘West Virginia" award five out of the last thirteen years, the most of any agency or company in the state.
The “Best in West Virginia” awards were for the following ciients and campaigns:

* West Virginia Department of Health and Human Resources - Raze Tear Down the Lies — 2003

= West Virginia Department of Health and Human Resources — Raze Success — 2005

« West Virginians for Better Transportation - Keep West Virginia Moving — 2009

¢ The Harttord/West Virginia Siate Treasurer's Office - SMART529 Upromise Launch —~ 2010

« The Michasl J. Fox Foundation — Fox Trot for Parkinson's Research - 2012

TMG was aiso named 1o the PRSA-WYV Hall of Fame, receiving the Ongoing Excellence Award i 2013.
CEO, George Manahan was recognized in 2014 with the PRSA-WV Chapter Lifetime Service Award. He

was only the fourth person to receive the honor in the organization’s 30-year history.

TMG has received well over 100 advertising awards. The recognilicns include numerous Telly Awards,
the industry’s version of an Emmy Award, and ADDY Awards, presented by the AAF-WV.,

in addition, TMG has worked with nearly every departiment of the West Virginia State Treasurer’s Office.
The foliowing materials provide a snapshol of our capabilities.

THE MANAHAN GROUP




i 1 - = — -

Treasurer's Financial Education Center for Children — Logo
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West Virginia State Treasurer’s Office
State Fair Materials — T-shirt

5

THE MANAHAN GROUP



N —— ey = = e e

West Virginia State Treasurer’s Office
State Fair Materials — Promotional ltem
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West Virginia State Treasurer’s Office
State Fair Materials — “When | Grow Up” Display
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SMART5S.29K Run/Walk Event — T-shirt
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SMART5.29K Run/Walk Event — Materials
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SMARTS.29K Run/Walk Event — Medals
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Unclaimed Property — “Discover” Publication
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Unclaimed Property Auction — Banner Stand
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West Virginia WV Certificate of

Achievements Deposit Program
* Standard & Poor's AAAm rated * Bid options ramglng frem
+ Cortificates of Achlovement for $100,000 o $10 milicn
Excollonce In Financial Reporting + Easy, online hidding process
* Fous kwer than nations) sverage  Hp transaction feas
* GRR cortifiad management

West Virginia Values,
Watch your money grow. West Virginia Money. Sign up today!

West Virginia Board of Treasury Investments — Display
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4.3.3 — Describe the scope and length of experience of your firm in providing Services similar
to those requested in this RFP. In your discussion, specifically include:

a. Size and types of engagements handled by your firm, with the annual billings;

The Manahan Group currently has ciients with annual budgets ranging from $25,000 to
$2.5 million. The agency recorded annual bilings of just over $4.3 million in 2015,

b. In-bouse capabilities;

The Manahan Group {TMG) is a full-service advertising, marketing and public relations agency.
TMG provides clients with a comprehensive array of services that include:

e Strategic counsel, planning and conceplt development
e Advertising

= Pubiic relations

¢ Arl direction and graphic design

¢ Intaractive and web design

s Account management

e Coalition development

s Corporate identity

¢ Media analysis

s Media planning and buying

* Research

« Crisis communications

¢ |ssues management

¢ Media relaticns

e Measurernent and evaluation

o lustration

¢ Radio, television and print coordination
e Qui-of-home advertising

e Sccial media development and management
& Spokespearsen lraining

= Speach wiriting

¢ Production management

« Copywiiling and copyediting

< Evenl planning

= Digital campaign managament
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c. Location from which services will be provided; and

The Manzhan Gioup is located at 222 Capitol Street, Suite 400, Charleston, West Virginia, 25301,
Allin-house services will be provided at this address.

d. Any other information you believe distinguishes your -firm.

The Manahan Group's {TMG) greatest strength is, perhaps, in our strategic development of
effective messaging, creative and its delivery. It is stralegy that separates a mediccre campalign
from a campaign thal prodiuces tangible results and exceeds expectations. TMG has developed its
oW unigue approach to strategic planning: a process called On Target.

On Target is the basis for the development of ideas that produce incredible campaigns and
trermendous results. On Target is a five-step journey into a client's unigue and specific marketing
neads. On Target involves the client at the outset of the campaign’s development and allows the
client to fully participate in mapping a plan for success.

On Target is referenced under 4.4.1.1.
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4.3.4 - Discuss your firm's interest in and/or experience with providing Services similar to
those requested in this RFP specifically for government programs and banking, investment
or other financial services.

The Manahan Group (TMG) s very familiar with the workings of the Wesl Virginia State Treasurer's
Office. Along with its coordination of the SMARTS29 College Savings Program’s marketing efforls
since 2004, TMG has had the pleasure of being the Agency of Record for the West Virginia State
Treasurer’s Office from 2005-2009 and from 2013-2016. Through its adverlising and public relations
support, TMG has been abie 1o assist the office with many projects, including:

* The return of more than $13 million in Unclaimed Property.
¢ Designed signage for the new Financial Education Center, which opened in 2016.

¢ Assisted with the new SMARTS5.29K, which raised funds to award 529 accounts to five adoptive
families in West Virginia at the Smart Start 529 Awards event in 2015.

¢ Achieved over $2 billion invested in the SMART528 College Savings Prograr.

¢« The record ¢rowth ot the SMARTS29's Direct Coliege Savings Plan with nearly 4,000 accounts
opened and a top year of 1,756 accounts opsned in 2014,

e Introduction of The Harlford’s SMARTS29 Bright Babies program, which is on track to exceed its
goal of 750 new accounts.

© The distribution of over $190,000 10 West Virginia families through The Hartford’s “When | Grow
Up”" essay contest since 2007,

In addition to the successes listed above, TMG has worked on numerous government programs
and banking, investment or other financial services, including:

¢ Board of Treasury Investments (West Virginia State Treasurer's Office)

e West Virginia Relirement Plus - 457 {West Virginia State Tisasurer's Office)
* NetWorth (West Virginia State Treasurer's Office)

« Women & Moenoy Conference (West Virginia State Treasurer's Office)

= Jusl Diive (West Virginia Department of Highways)

« West Virginia 511 (Wesl Virginia Department of Highways)

¢ tmpoaired Driving (West Virginia Departmient of Motor Vehicles)

¢ Glick-1t Gr Ticket (West Virginia Department of Motor Vehicles)

THE MANAMHAN GROUP



e e e B e L L T e e e—— — e, P i Vo |

* Motoreycle Safety (West Virginia Department of Motor Vehicles)

¢ Money Smart Week (AARP-West Virginia)

e SMART529 College Savings Plan (The Hartford)

° West Virginia Children's Trust Fund (TEAM for West Virginia Children, Inc.)

TMG is also the Agency of Record for the West Virginia Department of Highways, West Virginia
Department of Motor Vehicles and the SMARTS29 College Savings Plan administered by

The Hartford,
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4.3.5 — Of your engagements within the last three (3) years, list three (3) that are similar to this
engagement that demonstrate the ability of your firm to provide the Services to the Agency.
At least two (2) of the engagements should have annual billings in excess of $250,000.

The Manahan Group (TMG) has provided below three campaigns demonstrating our ability to
provide Services 1o the Agency, as described in this proposal.

1. The Hartiord -~ SMART529 Coliege Savings Pian {2015)

SMART529 is West Virginia’s College Savings Plan. Established nearly fourteen (14) years ago,
SMART529 is a program of the West Virginia College Prepaid Tuition and Savings Program Board
of Trustees and is administered by The Hartford. The program offers a variety of investment
strategy options designed to meet a range of college savings needs. TMG has been The Hartford’s
Agency of Record for the past ten {10} years.

Research for the product conducted by RMS Strategies and analyzed by TMG determined the
primary and secondary audiences for SMARTS28 in West Virginia.

« The primary audience is families with children, ages 0 - 8 years old,
¢ The secondary audience is families with grandichildren, ages C - 8 years old.

TMG has created and managed the advertising and public relations efforts for SMARTS29 for ten
(10} years and has had success in targeting the approach toward mothers. Research conducted
by TMG within West Virginia has shown women initiate major financial decisions while men usually
make them. Selling SMART529 has always proven effective when reaching out first to mothers,

TMG's advertising efforts consisted of a multi-media campaign which included television, print,
digital, sucial media and direct mail, complimented by statewide public relations.

The campaign kicked off with a television schedule which started the week betfore Thanksgiving
and included both broadcast and cable stations statewide. The creative consisted of a

holiday branding spot. In the expensive Eastern Panhandle market, only broadcast news, web
advartisements and cable sports programiming were purchased so that both cable and satellite
househclds in the market could be reached.

In addition, the highly successful “When | Grow Up” essay contest enlered its eighth {8} year. The
contest gives K-5 graders the opportunity to win money toward their college education by writing
an essay about what lhey want to be when they grow up. n addition, leachers can utilize the
contes! in thelr classrooms and submit an essay on how they incorporated it inlo thair curriculum
fui & chance 1o win a $2,600 cash prize. The ninth annual contest garnered over 3,000 entries fiom
students and teachers all over the state.

18
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Results: The SMARTE29 advertising and public relations efforls have been very succassful,
leading to nearly 4,000 SMARTS2S Direct accounts opened over the past three (3) years:

¢« 2015: 1,807 new accounts
¢ 2014 1,756 naw accounts (record)
¢ 2013: 1,490 new accounis

2015 Annual Billing: $499,981.21

Supporting documents can be found in Addendum B-1 and Addendum D.

19
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2. Wesi Virginia Department of Transportation - Just Drive (2013 - 2014)

The Manahan Group (TMG) provides comprehensive professional advertising and marketing
services for the West Virginia Departinent of Transportation (WVDOT), including research and
brand development.

In 2013 West Virginia state law regarding the use of a cell phone while driving changed. Drivers
woulid be fined for talking or texting while driving. TMG met with members of the West Virginia
Department of Highways (WVDOH) and West Virginia Division of Motor Vehicles (WVDIMV) to create
a brand and a subseguent media campaign to discourage West Virginia drivers from using cell
phones while driving. This brand largeted all West Virginia drivers, but specifically focused on teen
drivers — “Just Driva.”

Based on the client’s goals and objectives and armed with secendary research 1o guide
development, TMG developed logo options and television concepts for the upcoming campaign.
Focus groups were conducted among both adults and teens to obtain an understanding of text
messaging habits and to test advertising concepts, logos and brand attributes. The results from
this research effort provided TMG a better understanding of not only habits among the specific
demographic but also areas where education is nesded, message points that the audience will
respond (o and insight inte brand positioning for the new campaign. The largest competiior Lo this
message is cell phones and culture. Teens and parents are not likely to give up their phones but
should ba persuaded that “it can wait.”

¢ The primary audience is teens, ages 15-2(0) years old.
¢ The secondary audience is parents, ages 29-49 years old.

The client's goal of the campaign was (and is still today) to encourage drivers in West Virginia
te drive “hands free.” TMG worked closely with the WVDOH and WVYDIMV to develop various
components of the “Just Drive” campaign. These components included a kick-off event in the
southern part of the state, tefevision, outdoor, social rmedia, radio, movie theater advertising,
website, driving simulators for events, as well as premium items.

With the client behind the message, TMG was making preparations for the kick-olf event at
Tarnarack in Beckley, West Virginia. Tamarack is located off the West Virginia Turnpike, drawing

in thousands of visitors a day to shop and eat - it just made sense to hold the kick-olf al that
location on the day the law went into effect. Governor Tombilin made remarks at the event, while
the client and TMG staffed the event, handing out promaotional items and denning thein “Just Drive”
T-shirls. Afler the kick-off event, the rest of the components were exccuted. The developiment of a
Facebook page and Instagram accourts were launched as well as a YouTube Channel.
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The Facebook page is an opportunity to interact with others on a regular basis, allowing people
who “like” the page tc comment as they deem necessary. Using a variely of images, TMG created
compelling anti-1exting messages such as, “Texting Makes a Crash Up To 23 Times More Likely."
Currently the Facebook page has 1,400 likes and is being managed and monitored internally by ihe
WVDOT. TMG managed all social media planning, copy wriling, imagery, etc. from ihe program’s
launch untit July 2014.

TMG designed the "Just Drive” website (www.jusidrivewv.com) so it would be engaging to teens -
a place where they could go 1o receive information on upcoming events, sign the Governor's Safe
Criver Pledge, learn the newest facts about texting and driving and have an opportunity to share
their texting and driving story. The site launchead in Qctober 2013. Since then, new visitors account
for 83.7 percent, and returning visitors account for 16.3 percent.

Driving simulators were used at 1he West Virginia High Schooi Basketbail Tournaments in early
March 2014, allowing attendees to see what happens when you text and drive, usually resultitig in
a wreck.

Results: The client has been pleased with all components. WVDMV released a report stating an
18 percent decrease in roadway fatalities in West Virginia due to new legislation. WVDMY
Comimissioner, Pat Reed, also credils the “Just Drive” campaign. The campaign will continue into
2017, stressing the dangers ot using your cell phone while driving, and the fact that it is a state law
not to use your cell phone at all while driving.

2013-2014 Annual Billing: $513,611.39

Supporting documents can be found in Addendum B-3 and Addendum D.
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3. Vote Yes For Libraries — Loving My Library (2014)

Smarting from an overwnelming defeal a year earlier, the Kanawha Cotinly Library Levy Committee
hired The Manahan Group (TMG) in August of 2014 to manage the group’s efforts to increase taxes
1o support the county’s library system.

A year earlier, the library joined the Kanawha County Board of Education in a joint countywide

levy, seeking §24.4 million for schools and $3 million for libraries. The levy was soundly defeated

by & 76-24 percent margin, While the loss may not have been surprising, the margin of the loss
certainly was not expected. Now going it alone, the library needed 1o provide a strong case for a
tax increase. The loss of this levy campaign would mean the closure of several satellite facilities and
the reduction of more than 50 jobs.

With no money to conduct a poll, TMG reviewed a national research study of 6,200 Americans
about their attitudes and opinion regarding {ibiaries. The Pew Research indicated that 91 percent of
those polled said they or someone in their household use the library. Overall, the younger and clder
the demographic, the less likely they were to say the library was “very important” to them. The
survey also indicated that mothers with children and minorities were most likely to say libraties were
“very important.”

With this information, TMG brought together key library and campaign officials to develop

a strategy. During the three-hour meeting, the group agreed on target audiences, brand
developrment, budget and outieach efforts. The goal of the campaign was simple: receive one vote
over 50 percent of those voting. Although TMG suggested a budget of $100,000, the campaign
committee was only abie to come up with $80,000.

With the new budget a reality, TMG pushed iibrary officials away from a TV campaign and toward
a comprehensive grassroots effort that would be complimented with less expensive paid rmedia
options such as targeled newspaper and digital, social media, radio and billboards. The grassroots
effort would include: 2,000 yard signs placed in every community in the county, more than

75 presentations 1o local organizations, door-to-door canvassing and a social media campaign
that gave library lovers the oppaortunity to say or show why they loved their library.

TMG designed a brand for the campaign that would appeal through name, design and color to
mothers and minorities, The Loving My Library teal and red design with a heart in the middle stood
cutin a very crowded election field. The campaign design was canied through 1o the website,
Facebook page, information card, yard signs, social media efforts, paid media and more. We:
encouraged the library to dislribute vard signs eaily to create a buzz within each community, anc
the tactic worked as lhe library received numerous requests for vard signs.
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Since nearly 91 percent of households use the library, TMG wanted to engage residents in a
discussion of why they loved their library before asking them to approve a tax increase. We
targeted mothers and minority populations while still reaching out o seniors, a strong voting bloc.
At the campaign's kick-off, TMG asked supporters to tell their stary through video and still piciures,
finishing the sentence, "I Love My Library because ..." and posting them to the Loving My Library's
Facebook page and website. Some of the reasons were touching and funny: “It's where | met my
gpousge” or "II's where | learned to dream” or “We love story time.”

The sccial media effort was a huge success with hundreds of postings. Even local celebrilies like
Rockel Boy author/producer Homer Hickam, Charleston Mayor Danny Jones and others joined in
1o support the fibrary through Facebook posts.

In addition to the website and social media, TMG also felt it important to include a more traditional
medium. We worked with Charleston Newspapers to create a combination of small print ads

and digilal ads that would increase our reach in the county. The digital ads generated 400,000
impressions over the course of the month preceding the election. We also incorporated small print
ads to appear within the masthead of the front page of the paper. Finatly, in an efforl {0 provide
additional detall on ihe specifics of this levy, we also printed and inserted a double-sided,
one-sheel inserl. These ingertions ceincided with the start ot early voting and Election Day.

The Library Levy Committee and TMG established several subcommittees: communications,
speaker's bureau, events and fundraising. The communications team worked with TMG to identify
earned media opportunities. Members of the speaker’s bureau spoke to more than 75 gioups.
They were provided 5-minute and 15-minute presentations, with PowerPoint, that they could use
for their talks. Event team members organized sign-waving appearances at all of the county’s
libraries and busiest intersections.

Results: In a complete turn-around from its defeal a year ago, the fbrary levy passed by a
65-35 percent margin.

Kanawha County Public Library's Director Alan Englebert wrote about The Manahan Group’s
campaign: “The campaigr was a wonderful blend of creativity, carelul calculation and hard work,
and the only word that really describes it is great. | know you and your folks went far above and
beyond in making it happen and everyone involved deeply appreciates il, no ong more so thari .7
Tom Hevwood, the campaign’s chair, was also complimentary of TMG’s efforts: “Thanks once again
for a truly picture perfect campaign. Words cannot express our appreciation for all you and your
tezin did. A+, buddy.”

2014 Annual Billing: $78,067.00

Supporting documents can be found in Addendum B-4 and Addendum D.
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4.3.6 — Identify the person who will have overall, hands-on account management
responsibilities for the Services, who will be known as the account executive. Provide a
resume for this individual, including his or her qualifications, experience, expertise with
similar projects, and number of years with your firm and primary work location.

Tammy Harper is a Senior Account Executive al The Manahan
Group (TMG) wilh sixteen (18) years of experience in advertising
and public relations, seven (7) of which have beer with our agency.
She has an enthusiastic approach and brings slrong organizational
and project management skills as well as event coordination and
media relations.

Tammy has served as the account executive for the West Virginia State Treasurer’s Office for the
past four {4) years, working with many different divisions of the office 1o coordinate their marketing
and public relations needs. If TMG is selactad, she will continue to serve as the account executive
for the West Virginia State Treasurer's Office.

Tammy’s current clients include: The West Virginia State Treasurer’s Office, Walhonde Toois Inc.,
Antherm ~ UniCare Health Plan of West Virginia, Kanawha Valley Advertising/WV Outdoor and the
agency's pre-bono client, Mountain Mission, Inc. If TMG is selected for the West Virginia State
Treasurer's Office account, Tammy would continue to work on the accounts listed above.

Tamrmy is & past president of the West Virginia Chapter of the Public Relations Society of America
(PRSA-WV) and serves the community in a variety of charitahle efforts.

Tammy is located at 222 Capitol Sireet, Charleston, West Virginia, 25301. She can be reached via
phone at 304.343.2800 or via emnail at tharper@manahangroup.com,

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

The Manahan Group (TMG) account team will consist of the following individuals:
George Manahan - CEO / Strategic Development Coordinator

As founder and CEQ, George brings tremendous advertising and
public relations experience to the team. His knowledge of the West
Virginia State Treasurer’s Office and its programs is unmatched.
George's work in advertising agency management combined

with former jobs in journalism and as press secretary to Governor
Caperton led him fo establish TMG.

George has been in advertising, public relations and media for nearly thirty (30) years. He was only
the fourth person in the 3C-year history of the West Virginia Public Relations Society of America
Chapter's (PRSA-WV) Lifetime Achievement Award. He was also narmed PR Practitioner of the Year
in 2010 and received the Silver Medal Award from the American Advertising Association of West
Virginia (AAF-WV) for his work on behalf of West Virginia's advertising industry.

George is a graduate of Bethany College with a degree in Comimunications.
Abbey Fiorelli - Creative Director

As lhe agency’s creative leader, Abbey oversees all creative output.
She has a unique insight into branding and fogo development. Her
background in retail advertising include design work for all media
including print and broadcast. She has designed publications and
projects of all sizes and is a skilled photographer. She has led the
creative efforts for similar projects with The Hartford SMART529
College Savings Plan. West Virginia Department of Transportation,
West Virginia Division of Motor Vehicles, Maountain Mission, Inc. and Energize West Virginia, just to
Hame a few,

Ablxbey hasg been wilh TMG for the past eleven (11) years. She is a graduale of Alfred Universily with
& degree in Graphic Design and minors in Photography and Psychology, She serves on several
local boards including the American Advertising Federation  Wesl Virginia Ghapter (AAF-WV),
Festival | and Mourtaineer Montessori School,
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Kristina Murrill - Graphic Designer / Social Media Coordinator !

A former newspaper edilor and page designer, Kristina went back
to Marshall University after receiving her degree in Print Journalism
to become more proficient in marketing and advertising design. A
talerted photograpber, her work has won multiple awards, been
featuied in WV Living and has been showcased in local juried
exhibitions, She has the unigue ability to not only craft a great
sentence, but place those words in the perfect design. She recently
completed her master's degree in Integrated Marketing Communications from West Virginia
University. These skills also have made her & valued part of all social media development and
management al TMG.

Bethany West — Senior Media Buyer

Bethany's work planning and purchasing media has touched
millions of people in markets nationally and regionally, around the
state and around town. Bethany knows how to identify target i
audiences and the best method to reach them, and she helps each
client reach their goals within budget. Her relationships with media
outlets often result in more cost-effective placement. Bethany

has experience with media buys for West Virginia Department of
nghways West Vng|n|a Division of Motor Vehicles, The Hartford SMARTS29 College Savings Plan
and the West Virginia State Treasurer’s Office’s Unclaimed Property program.

She is skilled at market research, media placerment, tracking and analysis. She is a graduate of
Marshall University with a degree in Marketing and has been with TMG for fifteen {15) years.

in addition to her work for TMG she also serves as Executive Director of ihe American Adlvertising
Federation - West Virginia Chapter (AAF-WV).

Alaina Moore — Account Assistant

As the newest member of TMG, Alaina brings experience in
communications, social media strategy and execution and event
e Planning. She helps the agency on all client work including

" The Hartford SMART529 College Savings Plan, West Virginia
Department of Transponation, Wesl Virginia Children's Trust Fund,
Maounlain Mission, Inc. as well ag olher clients.
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She gradualed from West Virginia University Institute of Technology wiih her degree in Business
Management and is currently working towarc her Masters of Science in Integrated Markeling
Communications at West Virginia University. She served on the Communications Committee
for Educalion Elevators in 2015, as Chair of the Communications Committee for Generation
Charleston from 2013-2015 and is currently on the Communications Comimittee for Generation
West Virginia.
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4.3.8 - Describe your company’s approach when there is turnover on a project team,
including your ability to continue client services at the established level of quality and
without interruption.

The Manahan Group (TMG) very rarely experiences turnover. A look at our key personnel shows:

< Tammy Harpar — 7 years with the agency

¢ Abbey Fiorelli — 11 years with the agency

« Bethany West — 15 years with the agency

« George Manahan — 18 years with the agency

However, if TMG were to experience turnover during the course of a client engagement,

the agency's CEO, George Manahan, would step into the role temporarily until a permanent
replacement can be agreed upon. George has served as the West Virginia State Treasurer's Office’s
account executive previousty and is very familiar with the Agency.
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— ————— -
THE MANAHAN GROUP




4.4 - Project and Goals: The project is to educate the public about the programs and services
available through the West Virginia State Treasurer’s Office with the use of effective, efficient
and comprehensive marketing, advertising and public relations campaigns. Goals and
objectives are outlined below.

4.4.1 - Project Management and Methodology: Vendors are to provide in Attachment A:
Vendor Response Sheet information regarding their firm as follows (a breakdown of scoring
is provided in Section Six):

4.4.1.1 - GOAL: Efficient and cost-effective marketing, advertising and/or public relations
campaigns

Discuss your firm's approach to planning and budgeting as it pertains to developing
marketing, advertising and/or public relations campaigns. Explain how you will use available
program funds in an efficient and cost-effective manner to achieve the desired results.
Include a narrative of how your firm involves clients in finalizing plans and budgets.

The Manahan Group {TMG) has developed a strategic planning process that is used to develop i
advertising, pubiic relations and marketing campaigns. The planning process involves the client

in the development of an itemized advertising plan and budget and provides deadlines for each

project. On Target is the basis for the development of ideas that produce incredible campaigns and

tremendous results. It is a five-step journey into a client's unigue and specific marketing needs. The

client is fully involved at the outset of the campaign development and fully participates in mapping a

plan for success.

1. Research -- TMG helieves that every marketing effort noeds some level of research in order to
be successiul. Secondary research can aid the understanding of the issue's current stalus and

in gauging the success or failure of other similar campaigns. Primary research, including focus
groups, surveys and media analysis, can be the key to unlocking current attitudes and opinions
of audiences and to testing various creative approaches. TMG works closely with Stadelman
Consulting’s Kelly Stadelmar to conduct primary research when it's needed.

2, Strategic Planning — TMG routinely conducts strategic planning sessions with clients during
which results are reviewed, and the assessment team uses the research findings to develop the
basis for a markeling and public relations plan. Inilial ideas for budget, taclics and timelines are alsc
established,

3. Campaign Development - In this phase, TMG will develop a campaign based upon the
decisions in the strategic planning session. Campaign development may inciude the creation
of creative materials, a public relations plan, media buying and paid advertisements. The plan
is a living docuiment, meaning changes deemed necessary during implementation can be
easily executed.
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4. Implementation ~ At this slage, all of the campaign elements will be executed according to the
established budgel and timeline.

8. Measurement ~ TMG is dedicaled to producing measurable resulls for clienls. Those results
may be measured in a varisty of ways. The method of measurement will be determined during initial
meetings with clients.

Each of the five steps involve an open discussion and information sharing. An On Taiget session
can last a few hours or an entire day, depending on the client’s needs. The end of the session
results in the development of agread-upen goals, objectives and tactics. We have also found that it
restilts in a comfortable, easy and professional relationship between the client and the agency.

After the On Target session, TMG will provide 1he client with a strategic plan that will include
the following:

e Campaign goals and ohjectives

¢ Messaging

e Target audiences

« Market recommenclations

¢ Tactics, including advertising, public relations and soclal media development
< Measursment guidselines

TMG will utilize the On Target process to clearly pian and strategize for the scope of work outlined
in this proposal.
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4.4.1.2 - GOAL: Multidimensional advertising

In accordance with the itemized advertising plans and budgets, the Vendor is responsible
for the design, production, procurement distribution and placement of program advertising
materials,

a. Discuss your firm’s approach to design and production, including your effort to ensure the material
is relevant to the campaign/praoject goals.

Abstract creativity may be subjective, but advertising is not. The creativily applied to advertising

is based on research, experience and expertise. The Manahan Group (TMG) chooses words and
images that work within a well-planned strategy and that are designed 1o have maximum impact on
the target audience. That's part of why the advertising we create gets results.

When developing a campaign, TMG's approach o design concepts includes careful consideration
of an organization’s goals, target audience and competition. For each concept in a design project,
TMG's crealive team evaluates the current status of the overall brand for consistency. Then,
consideration is given to key messages and the communication of those messages to the target
audience. The concept execution begins by establishing a look and style for a campaign based
on TMG's evaluation process. The end result is an inspired, creative design solution to support the
strategy and goals of the campaign,

Once a design concept is established, i is presented to the client through the use of style hoards,
copy examples and sample executions of the concept to ensure that everyons is satisfied with
the overall direction. With client feedback in hand, the agency team will either go directly ic the full
devalopment of the campaign or the testing of concepts through focus groups or other research
mechanisrms, Once all feedback is received from the client and research teams, TMG will move on
to the production of all materials,

b. Discuss your approach in determining the best public information and promaotional strategy,
including the range of advertising media that would be considered appropriate for the strategy, such
as newspaper, broadcast (radio, television, internet), social media, direct mail, printed materials
(ﬂyers, signs, posters, displays, pamphlets, brochures, booklets, manuals and reports) and other
collateral materials.

TMG's On Target strategic planning process will provide us with all the answers we need 1o develop
lhe best public information and promotional strategy. The strategic planning session will include
Senior Account Executive Tarmmy Harper, as well as the TMG Strategy Tearn, identilied in Section
4,322 ot thig proposal.
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On Target brings together TMG and the client to answer the following key questions:

¢ What are we selling or promoting? (Product)

¢ What are we trying to achieve? {Goals)

* What do we want to say? (Messaging)

« What separates us from our competitors? (Unique Selling Poirt)
« Who do we want to talk to? (Target Audience)

< Where do they iive? (Market)

e How much do we want to spend? (Budgest)

« Who can help us communicate our message? (Partners)

* How will we know if we are successful? (Measurement)

With these answers, TMG will de{felop an implemeniation plan that will include goals, tactics,
budget recommendations and a timeline. TMG would employ agency departments in the planning
and implementation depending on these factors.

c. Discuss your firms media buying capabilities, including your methods to place and track media.

In today's market, multi-media campaigns have become the norm. TMG is one of only two

West Virginia-based agencies that empioy the use of media buying software and statistics to
make sound, informed decisions on media buying. TMG doesn't guess if your target audience

is watching or listening to a program, we know. Our methodology and approach to mutti-media
adveriising placement includes utilization of the industry’s premiere soflware program, 1o help plan,
place and track media throughout the United Stales. Contracts with Nielsen Media Research allow
accessibilily 10 market information anywhere in the country, including county sumimary reports,
ratings information, station and program shares, trend analysis and station profiles.

TMG boasts a fuil library of media reference materials to identify various specific media vehicles
as needed. TMG's capabilities include placement and management of television, radio, outdoor,
newspaper, magazines, digital and out-of-home advertisements.

Once a client has reviewed and approved a media plan, TMG's media deparliment will then begin
lo negoliate rates with media representatives. This involves negotiating price breaks, efficiencies
and possible value-added itens, After the advertisements are placed and delivered, the media
departrment imonitors and verifies advertisements placed thiough ol posting process, which
includes reviewing the quality of advertiserment reproduction, reviewing ainimes for television and
radio commearclals, reach ardd engagement and of digital acvertising and roviewing all necessary
materials 1o determine if the placement was implemented as indicated by TMG and the client.
This process may be time consuning, but it ie imperative 1o ensure that the client 1 reaching their
intended goals.
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There are many onfine media distribulion cutlets available to advertisers as well as new ideas
emerging on a daily basis. TMG's media department works with online media companies 1o
develop media schedules that compliment a ciient’s campaign and may also work to develop a
new approach or idea for more effective targsting that leads 1o better resulls.

Due to a dramatic increase in popularity, social media campaigns are another highly effective way
lo generate interest in various campaigns, issues and events. TMG's knowledge of social media
tools and integration techniques has provided many opportunities to help clients further their
marketing message and expand their reach. As an example, we have included the social media
planning guide that we created for The Hartford in Addendum C of this response.

TMG places milions of dollars with local and regional media outlets on an annual basis giving us
tremendous buying power. Our Senior Media Buyer, Bethany West, has more than thirteen (13)
years of experience in negotiating price and placement packages for all types of media. She is a
seasoned media professional with solid relationships with vendors in all iypes of media. Bethany’s
experience and extensive relationships allow her to find and develop the best possible media plan
for TMG's clients.

This process may be time consuming, but it is imperative to ensure that the client is reaching their
imMended goals.
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4.4.1.3 - GOAL: Research and evaluation of projects

Discuss your firm's ability to provide research, such as surveys and focus groups. Explain
your firm’s strategy for evaluating the effectiveness of marketing, advertising and/or public
relations projects.

The Manahan Group (TMG) believes that every markeling effort needs some level of research in
order to be successful. Secondary research can aid in the understariding of the issue’s current
stalus and in gauging the success or failure of other similar carnpaigns. Primary research, inciuding
focus groups, surveys and media analysis, can be the key to unlocking current attitudes and
opinions of audiences and ta testing various creative approaches.

When handling surveys and focus groups, TMG develops the research strategy. Depending on the
scope of the research project, TMG may subcontract Stadelman Consulting’s Kelly Stadelman to
conduct primary research when it's needed.

TMG is able to provide research and evaluation for all projects and campaigns. Those restlts may
be measured in a variety of ways. This includes earned media reporis for PR evenls or stories and
social media management. We review the quality of print ad production for paid media and check
invoices against insertion orders to ensure the message is reaching its intended audiencs. TMG is
dedicated 1o producing measurable results for clients. The method of measurement will be agreed
upon by both the Vendor and the Agency during initial meetings.

Supporting documents can be found in Addendum E.
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4.4.1.4— GOAL: Organized and effective educational and/or promotional events

Discuss your approach in organizing informational public meetings, conferences, workshops,
training sessions, seminars, press conferences, promotional tours, fundraisers and/or other
events. Explain your strategy in managing various events.

The Manahan Group (TMG) has extensive expetience in organizing and managing a variety of
events. Our strategy stays the same no matter the size of the event. Our planning always starts
with the client. We meet with our cliertt to determine:

< What is the budget?

¢ What is the goal of the event? (e.g. to bring awareness to the public, etc.)
e Who is the target audience? (e.g. families, legislatures, etc.)

e Whal is the projected date to hold their event?

Planning an event takes time and seffort. TMG develops a strategy, including a timeline so the event
slays on track and stays within the client’s budget.

As part of the strategy, we bring our team together to brainstorm on an overall theme for the event.
In our experience, we have found that having a distinct theme helps the target audience to better
understand and remember the event. Once the theme is approved we begin moving forward with
the planining of the event. We view our client as our partner, as they are involved every step of the
way. We do require client approval before moving forward on any of the deliverabies.

TMG will handle all aspects of the event, from venue coordination to developing materials that will
be needed for the evenl. We will be al the event o ensure everything runs smoothly and ihe client’s
needs are mel. TMG has coordinated events for our clienls such as:

= Money Smart Week — AARP-West Virginia (Week-long event)

= Transportation Day at the Legislature — West Virginians for Better Transportalion
(Press conference and legisiative meetings)

« West Virginia Transportation Confercnce — West Virginians for Better Transportation
{Press conference and seminars)

= Heaithy Mom, Heallhy Baby Showers - UniCare Health Plan of West Virginia
{Community events around the state)

* SMARTS29 “When | Grow Up” - The Harlford (Contesl and press conference)

Supporting documents cain be found in Addendum B-5.
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4.4.1.5 - GOAL: Coordinate online messaging with overall campaign

The scope of work that may be requested of the Vendor includes digital advertising creative
such as banner ads and similar work that may be determined in the future. Discuss your firm's
ability to provide an innovative use of a digital format. Include examples of your ability to
coordinate a digital format with an overall marketing campaign.

The Manahan Group {TMG) works hard to ensure hat our clients have a consistent message
across all mediums. Often this requires digital versions of their more traditional marketing pieces.
For example, our work with The Hartford has transitioned over the years from a traditional lelevision
and newspaper campaign in the early years, to now a more balanced multi-media campaign
including digital banner ads and videos, social media and e-blasts in addition to their more
traditional television and newspaper ad placements. The expansion of digital and social messaging
in the past few years has allowed us to supplement traditional advertising in areas of the West
Virginia that are ditficuit to reach via other mediums, especially in the Eastern Panhandle region.

In the past two (2) years, TMG has expanded the promotion of the *When I Grow Up” essay
contest to inciude a social rmedia comporient in addition to the outreach that we do through the
school system with the Smart Family and Teacher Newsletters each year. We also refied heavily on
digital and social media content to promote the Bright Babies Program when it launched in 2015.
in addition, we heid a press event, created both brochures and direct mail pieces and continue

to utilize digital media wilh the addition of pre-roil video placements targeting new parents and
grandparents with the Bright Babies message. Even general branding for the SMART529 program
has expanded in the digital realm. What was once a marketing campaign centered around the 4th
guarter sefling seascr, has now become a year round marketing push. In 2018, we have seen 157
SMARTS29 account openings from our digital ads alone.

TMG also plans and creates all social rmedia content for all of The Hartford SMART529 College
Savings Plan messages. This process begins with creating a calendar of posts and then pairing
those posts with images. This content must then be approved by the client. Once we have client
approval, TMG utilizes the Hearsay Social platform, which is the leading social media application
for financial and insurance firms. The application allows for The Hartford’s legal leam to analyze
and approve, or provide recommendations for adjusiments and also provides client access to an
archive of all social media posts and engagements with the public. Once those posts are approved
and scheduled, TMG manages the budgeling and targeting of selected promoted posts to grow
the social media audience.

Upon faunching the SMARTS2Y Facebook page in November 2014, we worked with The Hartford
to creale a Social Media Planning Guide. It provides a standard operating procedure for all
Facebook posts and engagernents, This hendbook provides guidance on everything from research
of similar 529 social media pages, content requirements to the frequency at which posts are
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scheduled, customer service response and iegal disclaimer reguirements. While some posts have
a direct sales message, many simply provide parenting resources and family-friendly activities, and
others promote events and contests. In 2016, we have seen a 185 percent growth in SMART529's
Facebook audience. This is 60 times higher than the growlh rate of comparable pages in other
slates.

While we do not manage The Hartford's SMARTS289 website (www.smart529.comy) inteinally, we
do work closely with the IT 1leam at The Hartford to provide assets to their program specific landing
pages. This ensures thal when we utilize a specific landing page in our markeling malerials, digital
ads, social media posts or e-blasts the content on that page malches the creative on advertising
that lead them there. This is particularly true with the Bright Babies (http://bit.ly/1In3Emv) and
“When | Grow Up” (http://bit.ly/2duPzVA) pages on the website.

Supporting documents can be found in Addendum B-2, Addendum C and Addendum D.
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4.4.1.6 - GOAL: Affordable and quality subcontracted services

Provide a list of the Services contemplated under this RFP that you expect to be provided
by subcontractors; detail how they may benefit the Agency; and explain your process for
selecting subcontracted services.

We believe that most of the services provided under this proposal will be performed by The
Manahan Group (TMG). However, we routinely use subcontractors for the foliowing services:

e Television and radio production

+ Printing services

= Photography

= Primary research

= Specialty items

< Catering

« Lists for direct mail, peling and focus groups

¢ Database programming and custom Content Management Systems (CMS)

TMG wtilizes a ihree-gquole systemn when seeking the besl rate far its client. That means for all
oulside expenses more than $1,000, TMG will seek three bids from subcontractors, This would
exclude purchases made to media outlets. However, our utilization of the industry’s premiere
software program, to help plan, place and lrack media and its contract with Nielsen Madia
Research, provides the agency with the information it needs to negotiate the best rates.
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4.4.2 - Creativity and Approach: Vendors are to provide in Attachment A: Vendor Response
Sheet information regarding their firm as follows (a breakdown of scoring is provided in
Section Six)

4.4.2.1 - GOAL: A creative and comprehensive advertising campaign

To demonstrate its ability to meet the needs of the Agency, provide an advertising campaign
the Vendor has completed for a client in the last (24) months (qualifying campaigns
completed for the Agency during this timeframe should not be used as examples).

a. Provide the advertising plan and budget, discussion of its strategy, types of subcontractors used
and copies of materials used.

SMART528 is West Virginia's 529 College Saving Pian and is managed by The Hartford.

The company hired The Manahan Group (TMG) to coordinate SMART529's advertising and
public relations. In 2015, The Hartford announced that it would begin a new program aimed at
encouraging new parents o open 529 accounts for their child within the child’s first year. New
parents - through birth or adoption — would receive $100 il they opened a new SMART529
account before the child turned one year old or prior to the first anniversary of their adoption.

When the client came to us with their Bright Babies Program targeting new parents, our first step
was to identify the habits of new parents. This included a lot of social media and internet time, as
sleeping patterns and normal routines are atypical during this life stage. This makes it difficult to
reach the audience via traditional methods. For this teason the campaign ook on a very digital
focus. As such, we created digital banner ads and videos to reach new parents on their new
schedule.

Al the meeting all parties agreed that new moms should be the primary audience for this message,
because while men tend to make financial decisions in the houschold, women are the information
gatherers. As such, we planned to launch the program in the nurseries of two hospitals located

in targeted areas of the state — Charleston and Morgantown. Program brochures were created

to easily distribute information through identified distrilbution channels. In addition, we created a

direct mail piece to be sent o all new parents six to nine months after their child's birth or adoption.

Digital ads were created with similar imagery and targeted to new parants.

When the program launched in August of 2015 we anticipated opening 17 Bright Babies accoints
per month based on these accounts which were opened in the pravious 6 maonths and would have
qualitied for the program. The new program saw over 327 accounts opened, which is an average
of 81 accounts per nonth, between August and December 31 exceeding our goal.
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After the launch, the next phase of the marketing plan included creating videos that would
cormmunicate to new parents the importance of starting their savings early. The strategy for these
spots was to keep cosls down by creating an animated message that could easily be edited
should program requirermnents change in the future. Thinking of those issues important to new
parents, finances are a primary concern. The concept for the spot, @ storyboard for which can be
found in Addendum B-2, was to create a piggy fairy bank that would grant parents’ wishes for iheir
newbaorn or newly adopted child's college savings. The fairy godinother character was introduced
with the idea thal she could calm the fears of new parents and sducate them on this brand new
program. Whiie these ads are currently awaiting final approval by the legal team at The Hartford as
ot the submission of this response, we do intend to have the campaign running in early November.

The budget set for this campaign was $70,000.

Subcontractors were used for this project to print the direct mail piece, banner up and promotional
items, as well as for paid media placement and video production. All other tasks were coordinated
irvernally by TMG.

b. Discuss the purpose of the campaign, how the materials were coordinated, how the message was
conveyed, how the campaign progressed, whether the campaign remained within budget and the
success of the campaign.

In the spring of 2015, The Hartiord approached TMG with an idea for replacing their matching
grant prograim in the state, The program would ease the application process and be open to far
more West Virginians than the Matching Grant progran ever had before. The new program wouild
allow for a $100 cortribution to any new account opened within the beneficiary's first year of either
their first birthdate or the anniversary of their adoption.

Campaign materials for this program included an inforrmational brochure, direct mail piece, banner
up, social media posts, branded promotional items and both display and video digital advertising.

In addition, the existing materials designed for The Hartford promoting their products would need

to be updated to inciude information on the Bright Babies program.

It was clear to us that we would need a kick-off event te launch the program. It only made sense
thal this should take place in the newborn nursery of an area hospital. As such we worked to
secure space at two hospitals, one in Charleston and one in Morgantown on August 31, 2015,
Thie press event was picked up by multiple media outlets in each market and broadcast statewide
oh West Virginia Media Holdings stations.

Beyond the launch itself, a few key partners were idertified with whorm we could work 1o
disseniinate infermation about the pragram long-tenm. TMG designed a postcard which was
pririted in bulk 1o save on cosls. Those posicards are then sent out to new parents auarierly based
on deala provided by 1he West Virginia Departmen! of Health and Hurnan Resources, Vital Statistics.
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In addition, we worked with the Bureau for Children and Families to ensure that all adoptive families
also learn about the program within the first year of their finalized adoption. This guarantees that
every new parent learns about the program when their chiki is 3-6 months of age.

In addition to these outreach efforts, we knew thal we needed facetime with new parents. As a
result, an events calendar was created, and a number of branded promotional items were ordered
tor distribution at family events. These items include branded diaper bags, onesies, hand santtizers,
stain pens, baby wipe containers and pencils. These items, as well as the information brochure, are
availabie for distribution at any event scheduled for the program and are also available as prizes at
these events should people register for more information or “like” the Facebook page.

Social media posts were crafted and scheduled to appear on the SMART529 Facebook page.
These posts were tailored towards new parents and grandparents, our primary and secondary
target audiences, and were then boosted to these demographics on Facebock. This allowed ug
te reach a new audience with the existing Facebook page and changed the demographic of ouir
audience almost immediately.

In February of 2015 display digital ads began running across the state promoting the program and
its requirements,

Results: The goal presented to us at the onset of this campaign was to have 17 account openings
per month, or 70 Bright Babies accounts opened September 1 - December 31, 2015, This goal
was hased on lhe number of accounts opened between January 1, 2015 and September 1, 2015
which would have qualified for the Bright Babies program had it existed. The campaign was a luge
success as we saw 327 Bright Babies accourts opened by December 31, 2015,

For 2016 the goals were set even higher. The budget is $70.000 and while not yet complete, TMG
should end the year slightly under budget. In 2016 The Hartford set a goal of 750 Bright Babies
accounts, and as of October 1, 2016 we are set to meet that geal. In addition to the digital ads
that have been running since February, two (2) new video spots will be added to this mix of digital
advertising beginning in November 2016. To save on cosls, these spols are animated and very
similar. Their only difference is in the voiceover with one promoting saving for your child and ihe
other for your grandchild. This smali difference allows us 1o lailor the campaign 1o target both
parents and grandparents without anyone feeling excluded.

Supporting documents can be found in Addendum B-2 and Addendum D.
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4.4.2.2- GOAL: A well-designed and memorable brand awareness campaign

To demonstrate its ability to meet the needs of the Agency, provide an example of a brand
development, rebranding or increased brand awareness project the Vendor has completed
for a client within the last twenty-four (24) months (qualifying campaigns completed for the
Agency during this timeframe should not be used as examples).

a. Provide the plan, budget, research and any marketing or advertising materials that accompanied
the project.

The Library Levy Committee hired TMG in August of 2014 to manage the group’s effarts 1o
increase taxes to support the county's library system after an overwhelming defeat the previous
year. A year earlier, the library joined the Kanawha County Board of Ediication in a joint countywide
levy, seeking $24.4 million for schools and $3 million for libraries. The fevy was soundly defeated by
a 76-24 percent margin. While the loss may not have been surprising, the margin of the defeat was
certainly not expected. The library now needed to provide a strong case for a tax increase. The loss
of this levy campaign would mean the closure of several satellite facilities and the reduction of more
than 50 jobs.

With no money to conduct a poll, TMG reviewed a national research study of 6,200 Americans
about their attitudes and opinion regarding libraries, The Pew Research indicated that 91 percent of
those polled said they or someone in their household use the library. Overall, the younger and older
the demographic, the less likely they were 1o say the library was “very important” to them. The
survey also indicaled that mothers with children ang minorilies were most likely to say libraries were
“very important.”

With this information, TMG brought together key library and campaign officials to develop

a strategy. During the three-hour meeting, the group agreed on target audiences, brand
development, budget and outreach efforts. The goal of the campaign was simple: receive one vote
over 50 percent of those voting. Although TMG suggested a budget of $100,000, the campaign
committee was only able to come up with $80,000.

With the new budget a reality, TMG pushed libiary officials away from a TV carnpaign and toward
a comprehensive grassrocts effort that would be complimented with less expensive paid media
options such as targeted newspaper and digital, social media, radio and billboards. The grassrocls
effort would include: 2,000 yaid signs placed in every community in the county, maore than

75 presentations 1o local organizations, door-lo-door canvassing and a social media campaign
thatl gave library lovers the opporlunity 1o say or show why they loved their library.
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TMG designed a brand for the campaign that would appeal through name, design and color to
rnothers and minorities. The “Loving My Library” teal and red design with a heart in the middle
stood out in a very crowded election field. The campaign design was carried through te the
websile, Facebook page, information card, yard signs, social media efforts, paid media and more.
We encouraged the library to distribute yard signs early to create a buzz within each community,
and the tactic worked as the library received numerous requests for yard signs.

Since nearly 81 percent of households use the library, TMG wanted to engage residents in a
discussion of why they loved their library before asking them to approve a tax increase. We
targeted mothers and minority populations while siill reaching out to seniors, a strong voting bloc.
At the campaign's kick-off, TMG asked supporters to tell their story through video and still pictures,
finishing the sentence, “I Love My Library because ...” and posting them to the Loving My Library’s
Facebook page and website. Some of the reasons were touching and funny: “It's where | met my
spouse” or “It's where | learned to dream” or “We love story lime.”

The social media effort was a huge success with hundreds of postings. Even local celebrities like
Rockel Boy author/producer Homer Hickam, Charleston Mayor Danny Jones and others joined in
to support the library through Facebook posts.

I addition to the website and social media, TMG also felt il was important to include a more
traditional medium. We worked with Charlestor Newspapers to create a combination of small print
ads and digital ads that would increase our reach in the county. The digital ads generated 400,000
impressions over the course of the month preceding the election. We also incorporated srnall print
acs to appear within the rmasthead of the front page of the paper. Finally, in an effort to provide
aduitional detail on the specifics of this levy, we also printed and inserted a double-sided,
one-sheet insert. These insertions coincided with the start of early voting and Election Day.

The Library Levy Committee and TMG establishied several subcomrmittees: communications,
speaker’s bureayu, events and fundraising. The communications team worked with TMG to icdentify
earned media opportunities. Members of the speaker's bureau spoke to more than 75 groups.
They were provided 5-minute and 15-minute presentations, with PowerPoint, that they could use
for their talks. Event team members organized sign-waving appearances at all of the county’s
libraries and busisst iniersections.

b. Discuss the strategy of the brand development, rebranding or increased brand awareness and the
success of the efforts.

Branding is one of the most important aspects of any cormpany, campaign, good or senvice. A good
brand connects with people an an emotional level, buikding a true representation of who the company’
campaign is anal hew they want 1o be perceived. Our approach to branding starts with careful
consideration of an organization's goals, larget audicnce and competiion. When corisidering branding
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for this campaign, we knew a positive message was essential. We wanted 1o reflect wh Wy a Library is vital
to a community while clearly communicating our effort with & message that the target audience could
refate to. With this is mind, we came up with the campaign Loving My Library.

Alogo is the center of a brand, becoming the cornerstone for alf branding efforts. While most
campaign logos lcok the same, we knew the grassroots effort for this campaign would nesd

to stand out in a crowd of campaigns during election season. Bold, sans-serif type paired with
bright colors tock shape creating the logo for this campaign. A simple heart representing the "o”
in “Loving” becomes the focal point of the logo and communicates the campaign message both
verbally and graphically.

After the logo was approved, we quickly moved into building out the campaign materials for the
brand. Bright imagery of happy children supporting their love for the library were used on the
websile, Facebook page, billboards and banner stands. These children became the “face” of the
brand as it was their future that would be most impacted by the loss of library funds. T-shirts, yard
signs, banners, digital and print advertising all featured the campaign logo large with the message
to “Vote Yes on November 4th.”

Resuits: In a true grassroots effort, the Kanawha Valley was blanketed in yard Signs in support of
the library levy. Numerous honk and wave events featuring branded T-shirts, signs and hanners
ensured that everyone in the valley knew the importance of this campaign. In a complete
turn-around from its defeat a year ago, the library levy passed by a 65-35 percent margir.

TMG received a lot of positive feedhack from members of the Kanawha County Public Litrary,
as well as fron: the committee itselt for our blend of creativity, careful calculations and hard work
throughout the campaign.

c. Explain how you ensured the branding was representative of the client.

The client always plays a key role in the development of all stralegy, especially when it concerns
the development of a new brand. TMG brought logether key library and campaign officials in an
On Target session to develop the stralegy and the brand for the campaign. (TMG's On Target
Strategy Development process is detailed in Section 4.4.1.1 of this proposal.) During the three-
hour meeting, the group agreed on target audiences, budget and outreach efforts, laying the
groundwork for the brand development,

TMG tock the information gleaned frann 1his strategy session along with careful consideration of the
current status of the organization 1o create the Loving My Library campaign narme. The commitiee
overwhelmingly supported the proposed narme, feeling that it was porfect for comimunicating its
Message.

Supporting documents can be found in Addendum B-4 and Addendum D.
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ATTACHMENT B - MANDATORY SPECIFICATION CHECKLIST

4.5 - Mandatory Requirements: The following mandatory requirements must be met by the
Vendor as part of the submitted proposal. Failure on the part of the Vendor to meet any of
the mandatory specifications shall result in the disqualification of the proposal. The terms
“must”, “will”, “shall”, “minimum”, “maximam”, or “is/are required” identify a mandatory
item or factor. Decisions regarding compliance with any mandatory requirements shall be
at the sole discretion of the Purchasing Division. Vendors are to provide in Attachment

B: Mandatory Specification Checklist written confirmations of the following mandatory
requirements:

4.5.1 -The Vendor must be capable of providing or securing a full range of advertising
services for multiple Agency programs simultaneously. These services shall include, but

are not limited to, project planning and budgeting; project management; development of
advertising and promotional themes and related materials; development of campaigns are
associated materials for each project; production and/or procurement of collateral materials
(including direct mail, flyers, pamphlets, brochures, booklets, manuals, signs, posters and
displays); production and/or procurement of andio/visual materials; media procurement;
event management; market research (including surveys and focus groups); social media
strategies and implementations.

The Manahan Group (TMG) is capable of providing or securing a full range of advertising services
for multiple Agency programs simultaneously. These services shall inciude, but are not limited

to, project pianning and budgeting; project management; development of advertising and
promotional themes and related materials; development of campaigns and associated materials
for each project; production and/or procurement of collateral materials {including direct mail,
flyers, pamphlets, brochures, booklets, manuals, signs, posters and displays); production and/or
procurement of audio/visual materials; media procurement; event management; market research
(including surveys and focus groups); social media sirategies and implementations.
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4.5.2 —The vendor must have been in the business of providing the Services requested for a
minimum of five (5) years.

The Manahan Group hag been in business of providing the Services requested for a minimurn of
five (5) years,

4.5.3 —'The Vendor will be responsible for assisting the Agency in developing a series of
public information and promotional strategies that are designed to utilize the available
program funds in an efficient and cost-effective manner to achieve the desired results. For
each strategy or project, the Vendor will develop and propose an itemized advertising plan
and budget. The Agency and the Vendor shall mutually determine timeframes and deadlines
for each project. Progress reports shall be provided for all ongoing projects with schedules
mutually agreed upon by the Agency and Vendor.

The Manahan Group (TMG) will be responsible for assisting the West Virginia State Treasurer’s
Office in developing a series of public information and promotional strategies that are designed to
ulilize the available program funds in an efficient and cost-effective manner to achieve the desired
results. For each strategy or project, TMG will develop and propose an itemized advertising plan
and hudget.

TMG and the Wesl Virginia State Treasurer's Office shall mutually determine timeframes and
deadlines for each project. Progress reports will be provided for all ongoing projects with schedules
mutually agreed upon by TMG and West Virginia State Treasurer’s Cffice.

4.5.4~The Vendor will be responsible for finding low cost providers and negotiating
favorable rates for advertising and other third-party purchases. The vendor shall submit the
proposed plan and budget, with the proposed providers and costs, to the Agency for approval
before implementation. Once a plan and budget is approved, and if the Vendor subcontracts
for any goods and/or services, the Vendor shall remit payment to the subcontractors within 45
days of receipt of invoice from the subcontractor, regardless of whether the Vendor has yet to
be reimbursed by the Agency.

The Manahan Group (TMG) will be responsible for finding low-cost providers and niegotiating
favorable rates for advertising and other third-party purchases. TMG will submit the proposed plan
and hudget, wilh the proposed providers and costs, to the West Virginia State Treasurer’s Office for
approval before implementation, Once a plan and budget are approved, and if TMG subcontracts
lor any goods and/or services, we will remil payment 1o the subcontraclors within 45 days of
teceipt of invoice from the subcontracter, regardless of whether TMG has yet 1o be reimbursed by
the West Virginia State Treasurer’s Office.
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4.5.5 - All materials and campaigns produced for the Agency must be approved in advance by
the Agency before the Vendor commences work.

All materials and campaigns produced by The Manahan Group will be approved in advance by the
Wast Virginia State Treasurer's Office before TMG commences work.

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

All materials and campaigns produced by The Manahan Group (TMG) will become the properly
of the West Virginia State Treasurer's Office {once TMG is paid for the services} and may be used
at any time during the engagement of the contract, as well as after the contract expires or is
terminated.
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ATTACHMENT C- COST SHEET

The Manahan Group has provided the cost sheet for this RFP in a separate sealed envelops.
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Tammy Harper

Profile:

Tarnmy has sixteen years of experience in advertising and public relations, ardd she has an
enthusiastic approach to both. She has strong organizational and project management skills. In
addition 1o account management, Tammy's work for the agency includes event coordination and
media relations.

Tammy is Past-President of the West Virginia Public Relations Society of America and has served
ihe community in a variety of charitabie efforts and continues to do so. She has served on the
Marketing Committee for Kanawha/Putnam Habitat for Humanity, past board member of Rea of
Hope, past board member of the Kanawha Charleston Humane Association, past host for the
Kanawha Charleston Humane Association’s monthly library channel show, PAWS-TV and past
Family Resource Committee Member for Kanawha/Putnam Habitat for Humanity,

Education:

Goncord College, Athens, WV
1989 - 1990
College Core Classes

Charleston Catholic High School, Charleston, Wy
1985 — 1989
High School Diploma

Career Development:

September 2009 - Present
The Meanehan Croup, Charleston, Wy

Sr. Account Executive - Coordinate and manage muliiple advertising ang marketing client
accounts tor the agency. Develop and implement advertising and public relations initiatives for
agency clients.

August 1898 - Febiuary 2008
e Arncia Agency, Gharleston, WV

Client Services Manager - Hired as Adiminist ative Assistant and maoved up in the cormpany
through enthusiasm for 1he business, strong work elhic and leades ship abifitios. Responsible for
daily client interaction, managing projects from start o tinish, event planning, public relations,
ooverniment relations and media relations.
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January 2006 — February 2008
West Virginia Cable Telecommunicaiions Association, Charieston, WV

Assistant Executive Director - Worked with Executive Director Mark Palen in annual event
plenning, meeting plarming, mailings and record keeping of yearly membership dues.
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Addendum B-1:

Supporting Creative Samples — The Hartford SMART529 College Savings Plan
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SEE HOW ARCHANA'S PARENTS
ARE PLANNING TO MAKE
HER DREA_M COME TRUE

gﬁART529'

WEST VIRGINIA'S COLLEGE SAVINGS PLAN

SMART529.COM | ©

SMART529 College Savings Plan — Brochure
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SMART529 College Savings Plan — Banner Stand
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Studants K-5 could win up to $5000 in « SMARTE2S account and teachen okl SNTARTESS
win 52,500 cash for antering the SMARTS2F Whan | Grow Up Esiay Contast

Whan | Grow Up Eway Coniest entry Forms, conteat eules and sbgibiliry

requiremants ean be found in the SMART Family Newslstiar oz wall os online »
abwyw SMARTS2% com  Thgibiky requirsments onel contest rulss for

Twocher Contast can he found ot www.SMARTS29.com/teachors.

v
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SMART529 College Savings Plan — “When | Grow Up” Flyer
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Save in a0 SMART529 callage savings
I acsount for the child in your Iife this holiday
season. Opan an occount loday or
coniribute fo an axisting aeeaunt.

The most valuoble gift you com give
bagins with as litle as $1.

Visit SMARTS29.com/giffing

1o learn mora.

SVARTS29 |

Gift cards mdu&h for downlond ot SMARTEZ®. com

SMART529 College Savings Plan — Holiday Direct Mail
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THE MOST VALUABLE GIFT YOU CAN
BIVE BEGINS WITH AS LITTLE AS §1,

SMART528 College Savings Pian — Holiday Television Spot

A flash drive with the television spot is enclosed in the back of this proposal.
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UPENANAGCOUNTTODAY!

SMART529 College Savings Plan — General Television Spot

A flash drive with the television spot is enclosed in the back of this proposal,
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Supporting Creative Samples — Bright Babies Campaign
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New Parents: Smart savings starts now.

SMARTS29, Weat Virglnia's Collegs Savings Han, Is pleased o
Intraduce the Bright Babies program to halp now parents begin aving
Ins thelr chitd's first yacr. Open a new account and wa wil make o
4300 connibution o yeur child's coliage savings.

Who s efiofhle:

® Any child bom atter January 1, 2015 whe has not
calabraind his of h first birthday.

* Any adapled child who has not yet celabraled tha
one-year annbvecsary of his er har adopian.

Hurryl They grow up faat and this *
program Is only evailabls for thair first year.

*Childag sl 6 raldnats of W Yirginks of tha i fve Bighi Babéas snalenest form b shen i,

Open an account today:
Complei e SMARTS29 account
papsrwork and ehack the Bright
Babies snrollmant b, Vislt
EMARTS29.com/brightbabiss
1 to downlood tha Ferns or coll
$56-374-35432,

Teamm mu
e BT e
SRR Sl hnnh)

Bright Babies Campaign — Direct Mail
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$100 toward
llege

STARTS HERE!

BMART520, Weet Virginia's Collage
Savinga Plan la pisasad o introduce
the Bright Bablea progmm to halp new
panents bagin aaving In thelr child's finel
your. Gpan a new sccount and we wit
maks a $100 cocttibution to your childs
enlloge savings,

Whe ls eliglisle:
+Any chid bom after Juruary 1, 2015
who has not oslabrated their fimt

birthday.
+ Any ndopied et who has not yot
. the "

¥ yof

Their sdopbion,

Opan an sccount today:
Complate e SMARTS29 account
prperwori ary chack the Bright Bables
anrolment box. Vit | 0

o downlnad the forma of call 888-574-
542

Hurryl Thay grow up fext and this
program ia only svallable for tmir first
yoar.

Enroll Now

Bright Babies Campaign — E-biast
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Bright Babies Campaign — Banner Stand
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Bright Babies Campaign — Promotional items
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Bright Babies Campaign — Digital Ad
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Cailing ail naw parente: SIAARTE28 is giving you $100 wher you ogan &
coltage sevings accout tozay! Aead about the #ligiziity reguirernents Bere:
e R TS0

SVARTS29

VIROBNIA'S COLLEEE BAVINGS FLAN

o Uke ¥ commant £+ Sheo
) Amine tacors, Abbey Reitanyder Fiorslk snd 120 othars Ry Commens ™

35 shares

Bright Babies Campaign — Facebook Post
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Grandpananis, ghve your nawes! fitla famlly member & head stan to soliege
with & 528 savings plan. Open an account today 1o recaiva $100 towand
collage savings. But hunry, they grow up fastl VieR hare 1o review
requirements far our Brigit Bables program: hitp:ibit vt LAx2)p
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oz Rike ¥ Commant o Shate
OO 3 Top Commenta ™
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Bright Babies Campaign — Facebook Post

THE MANAHAN GROUP




AN re——

T T N T

Hhat's it fho

V.o
Bables are EXPENSIVE.

(Text overlays build on-screen In
conjuction with V.0, “Expensive” is
highlighted in purple and grows
quickly to flll the banner.}

V.O.
Formula,

(A baby bottle and formiula can drop
down and land in center of screen.)

V.O.
diapers

{Baby formula moves to the left as

diapers quickly drops from the top to

form a stack.)

V.O.:
«daycare?

(First two columns squish over to
reveal on more which is quickly filled
with a daycare center.}

VO
That’s just the first year.

{The three columns spllt apart to
reveal a banner behind them with
more text reinforcing the V.0.)

V.0
Wish vou could start saving for
college now?

(A new banner unrolls from top of
screen as a piggy back appears.)

VO
The Piggy Bank Fairy Is granting
wishes...

(In a burst of magic, the bank turns
into a small fairy with maglc sparkios
emitting from her wand.)

53

NE‘W PARE A

V.O.
..of college savings to new parents...

(The fairy floats upwards as new text
appears.)

Bright Babies — Video Storyboard

VO
..by contributing one hundred
dnllars.

(The fairy flys around the screen and
uses har wand to tumn the text into a
$100 bubble that produces a burst of
confett)

THE MANAHAN GROQUP
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when you open a SMARTS29
account.

{The camera pans down to reveal the
SMART529 logo with confett! falling
around ft.)




vOu
Enroll In West Virginia’s SMARTS29
Bright Babies program...

(As the volce changes, the back-
ground color changes back to
purple.)

Disclaimer {(on-screen):
SMARTEZS Ix offered

Prapaid Tultion and Sevings Program Beard of
Trusiows and Is adwiin|stered by Hartford Life
{nsurance Comgany.

VOu
before your child’s first birthday or
gotcha day...

{a circle appears with a banner
reflecting the V.O. with text.)

VO:
+and we’'ll contribute one hundred
dellare...

(The circa spins around to show $100
on the other side. Bursts of “magic™
come out of it)

vO.:
-Inta your SMART529 College Sav-
Ings Account.

($100 explodes or spins around and
is replaced by disclaimer text which
needs to be on-sereen long-encugh
to hea read)

v
Wishes do come trual

{The eircle drops off the bottom of
the screen revealing the fairy floating
around the center.)

F
T
b
- il
VO Vo

Reglster In the first year,

{The fairy waves her maglc wand and
taps her own head...}

s;: when they sit-up it's time to
sign-upl

To learn about SMARTS29, fts Invest-
mant objectives, risks and costs, read
the officfal statement avaltable from
SMARTS29.com. Check with your
home state te learn if it offers tax or
other benefits for investing In its own
529 plan.

(.tuming her hack into the plgay
banik which lands next to the
SMARTS529 logo, Phone, and URL
appear.}

Bright Babies — Vldeo Storyboard
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Addendum B-3:

Supporting Creative Samples — “Just Drive” Campaign
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Twn it off

JUST

*Just Drive” Campaign — Logo

Put it down.

DRIVE
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TURN IT OFF. JUSTA\DRIVE

PUT IT DOWN.

JustDriveWV.com

“Just Drive” Campaign — Billboard
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SAFE DRIVER |

PLEDGE

TO TURN IT OFF & PUT IT DOWN
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T

FAcT. ONE IN THREE TEENS ROEE w-v7 Who TENT DaT TEEY DMK
®  TEXTED WHILE DRIVINC.

“Just Drive” Campaign — Website
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Just Drive WV
Decembar 27, 2013 - @

Teka the plados today et justdrivevy.com. fiustDiveWy

muﬁﬁl,ﬂu EW"ifcnm

e Lhke ¥ Cumment # Shars
D) Michele Craig, Patti Waldron and 205 others

23 shares

“Just Drive” Campaign — Facebook Post
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Juat Drive WV
Janusry 3, 2014 - ¢

Whe iz your designated texier? Give them a thumbs up by sharing this
imags. #usiDrivaWy

FOR BEING AN AWESOME
DESIGNATED TEXTER

Flupd Do)WY | Jusreshne ey ogm

rfl Like ¥ Comment #) Sharg
O Pa: Gowany, Ghad Wiliam Broadwaler and 78 others

34 shares

“Just Drive” Campaign — Facebook Post
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Addendum B-4;

Supporting Creative Samples — Vote Yes For Libraries
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LVING

LIBRARY

VOTE YES * NOVEMBER 4

Loving My Library Campaign — Logo
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LOV

VOTE YES
NOV. 4

LovingMylibrary.com

i J
1 PAID FOR BY THE VOTE YES FOR LIBRARIES COMMITTEE
“ i
Lo

Loving My Library Campaign — Billboard

THE MANAHAN GROUP




Lov m 1L kmr

KANAWHA COUNTY PURLIC LIARANIES

Balds Fod WY T IR NTTY YTY SN ISR L s T

The levy will restare operating funds that
the county library system [cat after &
Supreme Courl niling and pravide funds
to librarigs in Sa. Charleston and Nitro.

Lewy funds will not be uased
1o bulld a new library, and
will not go to the Kanawha
County Board of Education.

Flip your ballot over
and Vote Yes!

Loving My Library Campaign — Newspaper Ad
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Flip over your ballot
and Vote Yes!

LovingMylLibrary.com

LOVING. LIBRARY

VOTE YES NOVEMBER 4

lLoving My Library Campaign — Digital Ad
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Loving My Library Campaign — Materials
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LOVINGTSLIBRARY

VOTE YES - NOVEMBER 4

KANAWIA COUNTY, WEST VIRITINIA

“The library is where |
learned to dream.”

Tabl ¥onie ihraey Stiry s s v LOVINGILIBRARY

YOTE YES - NOVEMBER 4
RANAWHA COUNTY, WEST ¥LREINLG

GET STARTED

Loving My Library Campaign — Website
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“The librciry is uil e
Hearned to chdem.”

VOTE YES » NOV. 4
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Loving My Library Campaign — Facebook Page
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Loving My Library
m November 4, 2014 - @

Kids ‘ave s Lizraryl
Famamoer 1 vols todey

1,349 peopis reachad

¥ Like i Commant & Bhew -y
O Ann Losley Vilams, Josn Moran and 53 others

W s

Loving My Library Campaign — Facebook Post
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wptc L-Oving My Libeary
Sepren 25, 2014 5

Librarias = Damocracy! Do your pant 1o save Democracy on November 4 -
Vois for the Kanawha County ibrary jevyl

542 paople reached

r Lie 7 Comnmant £ Bhars [P
D) Mizsy Baylock Adkina, Shiriay Yo and 53 ofwra

1 shave

Loving My Library Campaign — Facebook Post
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Supporting Materials for Campaign Summary Outlined in Section 4.4.1.4
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FINANCIAI. I..ITERACY & EDUCATIOI\I sSUmMmIt
ocT 19, 2010 | 8:00 A

M - 3:00 pm | CHARLESTON CIVIC CENTER

LEARN HOW 10,
2 ggg"”tﬁ'ﬂ;ﬁé ot Credit Laws CALL 877-926-8300
> wi and Creditory
> Outsmart Ivestment Fraugd TO HEGISTER TODAYI
> Avoid Mismanagement of Money II
SPECIAL GUESTS; I FREE & Open 1o the Public
State Auditor Glen Gaiger 117 ; Lunch & Refreshments Proviged
Altorney Generz] Darrell McGray |
State Treasurer obn I, Perdye | Registration jy Emited to the fiyny 450,
Secrewry of Slai Natalie E. Tennag; |

[T fprace. N sode Mqlhpw.wibﬁuﬂn.

Money Smart Week — Flyer
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MONEY
SMART

WEEK

WEST VIRGINIA
FINANCIAL LITERACY &
EDUCATION SUMMIT
OCT 19, 2010 | 8:00 AM - 3:00 PM
CHARLESTON CIVIC CENTER

LEARN HOW TO:
> Undersiand the New Credit Laws

> Deal with Banks and Creditor.
I.JLARN MORE > Outsman Invesunent Fraud

Avoid Mis; 1l of Mo
ABOUT MONEY  © e

AND HOW TO SPECIAL GUESTS:
Stare Auditor Glen Gainer III

MANAGE IT I Auorney General Darrell MeGinw
State Treasurer John D, Perdue

Secretary of State Natalie E. Tennant

CALL B?? SZE 33{]0 TIJ HEGISTER T{]Dﬂ.\r’l

Money Smart Week — Newspaper Insert




Money Smart Week — Kick-off Event
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Money Smart Week — Kick-off Event
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sccaterated and aleming rate

Inftation, mone fusl efficient cars und greater demands
on the sysiem have aroded the ab.llwuhhm
Ormslen of Highways to mantain the state's roads, bncges
and bughways

Thers % very tthe funding co he'p pay for mags now construction
or upg-adle projecis

Th-plvmg qdnﬁmmmhlﬂmuw-wmmn

Drwang, £n reugh roachs costs the aversge West Wﬁmmsm:munlu
m extra vohicla operating costs - ol of $400 miliion statewide.

Thoesands of const '] tetated pokc have e lent.

Annd-mumoﬂ:mnmumpm-ﬂ-nhmtmﬂuwuhg publicand
for toumm Inaddition, bursinvees rwly 0n & good transporiation netwark in osder

feods and prod Nuarly 40
wpmmMMﬂ-SﬂWﬁde!MﬁMWhm
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keapyymioving org

West Virginians for Better Transportation — Transportation Day at the Legislature Signage
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West Virginians for Better Transportation — Transportation Day at the Legislature Press Conference
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UNICARE., ik
{0L0 CHARLESTON

HOUEE KOILIDAY i
SU7 AN BV, EAST

HEALTHYMOM  aousra
HEALTHYBABY nw-m

SHOWER FREE ADHISSICH

Aire Yol an expectant mother or new mom? Ioin s for our sth annual
comenity beby stiower by calbiny B88-511-4658 to register
Pre-repistration is 1equired.

> Featuring:
A celebrity host emeee,

Mone than 1© oty urgunizations providing velusble
infermatiun and education.

Spactal prific 2und prizes provided by panticipating cxhibilors.

On-site habyaiting,
{You must pre-register your child)

Lunch will be provided.
= Sponsored by:

UNICARE.

UniCare Healthy Mom, Healthy Baby Shower — Flyer
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UN1CARE.

HEALTHYMOM
HEALTHYBABY
SHOWER

MGLURE HOTEL - 1200 MARKET STREET
SEPTEMBER 27 « 11 AM - 1 PM « FREE ADMISSION

Are you a new mom or 4 mom-to-he?

Join us at our baby shower
by calling £38-613-9258.

You must ¢all to reserve yout spot.

Here's what you can "

expect at the shower: {

» More than 10 area organizations ‘
with important information for you
and your baby.

« Special gifts and prizes given out
by the organizations.

« A healthy lunch.

==
sponsored by: UNICARE,

UniCare Healthy Mom, Healthy Baby Shower — Newspaper Ad
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UNICARE. ggipay, 0cTOBER 5

HEALTHYMOM FREE ADMISSION |
HERLTKYBABY cALL 1-888-611-9958 &

SHOWER

UniCare Healthy Mom, Healthy Baby Shower — Billboard
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Beginning in 2014, SMART529 hopes to start Facebook and Twitter
accounts to supplerment current rmarketing/PR initiatives. This handbook
is designed to highlight how other 529 plans are using Facebook pages
to promote their product and to open a dialogue on the development of a
SMART529 social media presence.

Research
528 Facebook Accounts

The Manahan Group reviewed other 529 plan Facebook accounts from
New York, Virginia, Chio, Connecticut, Alabama and California.

* All pages sell the product. Pages do not make guarantees and are
somewhat vagus, but do position the product for sales. They all encourage
people to contribute to an account and encourage their families/friends to
contribute as well; they also encourage people to start a plan.

* Engagement with pages seems to vary, but does not seem to be very
high overall. Most posts got less than 10 likes and few comments. The
exception to this was California, which has over 21,000 page likes —
their posts routinely received more likes and comments.

* Customer service issues frequently come up in posts. Most were general
questions that were answered by directing the user to the website or
customer service line. More general guestions were answered directly.
There seems to be a lot of posts about technical difficulties — with
phones, websites and fax machines.

* Almost all of the posts have an image with it. Some images are generic
pictures or clip art, while others are branded.

Types of Posts (Examples)
Sales
* “Start Preparing for your children’s #uture now, a CHET 529
savings plan can help! Visit www.aboutchet.com/planning for

more information.” (CT)

* “It's time to start looking forward to a new year! Why not start 2014
by opening a #CollegeCounts fund for your child's future?” (AL)

]
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* “Start a new holiday tradition: Contributs to a 529 account! www,
nysaves.org” (NY)

* “Today they're going to school. Next they’ll be off to college. Do
you have a NY 529 College Savings Direct Plan?” (NY)

* “There are already so many decisions to make about higher
education as high school graduation nears. Pubiic or private”?
In-state, out-of-state? University, community, technicai? Make
the decision of how to pay for it easy by planning ahead with a
Virginia529 account!” (VA)

¢ “Whew ... January just flew by. You know, one quick and easy
way to invest into a 529 Fund is with your tax refund.” (AL)

ﬁ Virginia 529 Collegs Savirgs Pian
T May 20, 2013

520 DAY Is finally herg) Only three days left to enter fora
thance af one of two §5,600 contributions 1o a VAS29
collegs savings account, We're bursting with excitement to
see who the winners of this sweet deal will bel Don't miss
out! http:/ fon.fi.me JOKVYE?

-

ENTER NOW. En!;,l!."ﬁ‘!y’!
CHANCE TO WIN A
“SWEET?”
GIVEAWAY!

e PN B drated Bt 53 Y Dl st 1
oo LAyt I B ety tries Tam L T LN
Tt 816 s et vt b i S0 womgh

Like Comment - Share H R wE YT

Virginia's 529 College Savings Plan
Sales example

2‘




‘

Statistics
* “It's Black Friday! In 2012 the average consumer spent an
average of $423 over the Black Friday weekend. Think of how
beautiful that would look in your chiid's 529 fund.” (AL)

* “One hundred and ten ysars ago the Wright brothers successfully
completed their first flight and accomplished their dreams. What
are some of the dreams your children want to accomplish?” (AL)

* "There was a 538% rise in tuition from 1983 to 2013, according
to Bloomberg. Be prepared with a New York 529 Direct Plan.
nysaves.com” {NY)

i, Scholarshare Cafifornia's 529 College Savings Plan
*es  Detember 5. 2023 o

The Proflle of 2 529 investor, The College Savings Plans
Network conducted a surety to find out who invests in 529
plans. Do you meez any of these characteristics? Let us
know In the comments befow!

PROFILEOF @ pxoy i
A 73 INVESTOR <

VYOS TRE 52¢ Mv ExTomT
. s

—_—r

SRR sl
W oay g o MR OSTR 4
e wesme N,

California’s 529 College Savings Plan

Statistics example
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Resources
* “What the US government says about prepping for coliege:
http://studentaid.ed.gov/prepare—for—coilege" (AL}

© “With so many plan options available to save for coliege it can
get confusing to know which is the right one for your family.
Compare options by using our tool.” {CT)

e “Children may perform better in class after a good night's sleep,
but now a recent study reinforces the importance of slesp in
actually helping a children retain what they learn. During slesp,
children's brains subconsciously transform learned material into
active knowledge. http://ow.ly/rmxgY* {CT

® “Use this FAFSA calculator to help you understand your options
for paying for coliege: http://ny529.us/17Noj5T (NY)

© “Need some ways to help your kids stay organized and on top of
their studies? There’s an app for that! Check out these top-iated
apps for high school students” (AL)

pidH CollegeAdvantage Ohlo's 529 Flan shared a limk
. August 28, 2013 w

Aceerding 1o the Sailie Mae "How America Saves for Collage
2013 report, major milestones iike the start af sthool or
learning about college costs from friends and family drive
peopie to stant saving. ¥ you haven't aiready, now's & preat
time to start http:/ fow.ly/oBvEL

—% mmmmsmmannwa«u pals.
m;wmmmwummw.‘e

Ur 70% s==mmwman,

oA 7 ARIRERR IR
320,262 m@

m:mwummmwwmmmmm

How America Saves for College 2013; A rationat study by
Sallie Mae and_
winw. satliemae.om

Ohio's 529 College Savings Plan
Resources example
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Tips
* "As paying for college becomes a growing concern for families
how about starting a match incentive with your child to
encourage their college savings? If they contribute a porticn of
money whether from chores or g part time job, you''ll match!
#startyoursavings http://bit.ly/13HJONT ™ (VA)

= “When we say it's never too early and never too late to save
for college, we mean itl Two of the most common and costly
mistakes parents make are not saving early enough and stopping
529 plan contributions once their child enrolls in college. It's
important to make a plan and fully understand any limits on the
tools you use to save in order to avoid these and other costly
mistakes. http://bit.ly/HVUWMD” {VA)

* “Savings tip: Go green. It's good for the Earth and your wallet.
Cut down on travel expenses by carpooling, using public
transportation, biking or walking when possible.” (CT) |

* #College #Savings #Mistake 1* not making saving a priotity! (CT)

Plan Facts
* “You can enroll in a 529 college savings plan, set up automatic
deductions, change beneficiaries, and do much more on our site:
http://ny529.us/1irx5va” (NY)

* “Did you know contributions to Virginia529 accounts may
reduce the amount of Virginta state income tax you owe? Make
a contribution to your Virginia529 account by December 31
to claim the amount as a deduction on your 2013 tax filing,
Learn more about the Virginia income tax deduction, htip://bit.
ly/1kPBZmS” (VA)

* “New Program Guide materials are now available! The Program
Guide is a great resource in getting to know the Virginia529
programs and how to enroll, http://t.co/PdbAy8DEBK” (VA}

* “Anyone can open Up a 529 plan, not just parents! Grandparents,

aunts, uncles and even family friends can establish an account
for a child. #ColtegeCounts” (AL)

§
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Customer Service on Social Media

When addressing customer service on social media, the most successful
businesses respond quickly. In order to keep customers satisfied, it is

important to be responsive to comments.

It is also important for the brand to develop a personality. Offering specific
feedback and further assistance via email, private messages, or phone calls
is encouraged. Though not every answer can be specific and personal,
taking the time to address the person and make a personal touch such

as a thank you, or empathy toward their situation often puts customers at
ease and reinforces that the business cares about them.

Finally, research suggests responding to complaints and questions
on social media can be an opportunity for the brand to shing. Turning
complainis into compliments is an easy way to show a business’s

customer service values.

L Gary Smieszay
 Note to anybody thinking of using Okio 529,00 NOT pam

They changed the syssem thar diel work and mads it mueh
ok difficuit. We set up an scrount for a grandchiid and orher
family members utad to be able to make electronic fands
transfers into the account For giftz erc
That featsed it no lengar svailable. New they want others o
contribute with PAPER CHECKS. Who the heck wrires paper
checks anymone? OR they suggest that another Person can give
you their complete bank account information and the owner of
She 529 can do the £BT for them. | don't think snl
Who the hell thought this wp?
Did the designers ef this program and website not get hirad by
the federal govermnmens?

ﬁ CoflageAdvamage Ohia's S2% Man Gary,

Thanks {0f your cander. Wa'te sarmy e bem you're displensed
i our seeent upcistas

While the goal of our recent enhsncrnents & o improve the
feaqures and services available w0t BCCOLINL dWHEr B0 Manipe
‘thalr Divesz accourts at iisgnlze thal thepe
e gitn baen changes t dr ways ather famly membars
cantribute 1 Roounts.

nmuummmmmmmm-mw
#enllabie naw for ciher faanlly memders b cbiiribume 1o &
TollegeAdvanisge aciaunt.

Hawtwer, if you weuld ilke t discuss furthes, please farl fren by
m:nmummwmmhﬂvwdammhrdwblnlw
CoMmmuniGEans teim wil follewe up wath you.

mmmmrm,nWsmmmm
and liture enh

sspetially diose
sughestonr drivat Dy uir CUstoders” EMpETiEaes
Bucewier 13, 2050 m 588 Sded -« Like
Mai Mo Conshalt ifs the warsy
Decemioer 19, 2554 31 $:43pm - Uk

Ohio's 529 Coliege Savings Plan
Customer Service example

Jenntfer Finno Larkin
So,thmsnmememmplewrmnmmmemwm
Hu:mluremmhmeirsznamumaurwnrubslusm
lmmmummunugmmmmmwlmom
of thise coupons. is there any wiy Zround that if the checks
hinlhudvbunmimn?&nlundﬂrmhuthlym
munmmem;)ndsmmmmhamwmymzm
Like - Commert A - ot 150 13303 dbues ne TR oRe VA

Top Commuenis «

Srite @ comper, .,

5"!?.‘? mmmwms«mmymmmw
+ T8 here Engause ne hove an ansiver for you ¥ you endome the
Zhecks &ad wmte for bunefit of your OHds name and kegaunt
TTaGY pnd £and them in wers happy te gat these prated m
¥ aerount Thanks for yogr satience!
Like Reply figasi 37 2093 2 N4 B0m va mobike
mﬁ_wm-mm::um
Uke o3 Avyaist iZ, 2043 37 12 Qaprr

[+ -

7} | Virpem 524 Colge Flan We're bare! Your qusstion
s;q@- mwnmmw SErLE depadmeny
FRETIAL 26 63 T Sest way T Nuagke Bhs Sustor Well pve &0
ERERET fo! phu Shomly.
Like - Repiy  Aupact 32 TS At EG Al wia mnpile
Jennifer Kinno Larkin Greas, thanks. § scumlly
~ ertigited Lidteiie SETVACE LBOUL This over 2 week ago
0 never gt bark Traks why § 2m trving hece
stead Thanked
Uke Abgast o2, AT @ 3o 3%

o Jerwifer Finne Larhin Hells??
Like - Reply - August 12, 3613 & 37 28am

Virginia's 529 College Savings Flan

Customer Service example
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Sample Policies & Disclaimers

The 528 plans that were reviewed included social media policies and
disclaimers on their pages. Some were located in the “About™ section,
while others were included as a “Note.” These policies included general
disclaimers as well as expected bshavior while posting on the page.

Sample Policy, from New York's 529 Facebook Pags:
“Comimenting guidelines

No personal info. Other than your name. please don't share any personal
information or details about your NY 529 account or portfolio. This is a
public website, after all.

No testimonials. Industry regulations prevent us from posting stories about
how well {or poorly) people have done by investing with the NY 529 Pian,
any other 52¢ plan, Vanguard®, or any other investment company.

No advice. Industry regulations prevent us from posting specific investment
guidance. Suggestions on how to save money are OK, but stock tips or
specific mutual fund recommendations are not.

Be nice. We welcome disagreement and constructive criticism, but please
refrain from general attacks {particularly when unrelated to the posting) on
the NY 529 Plan, any other 529 plan, fellow viewars, and so on.

Posting pics. Only upload photos to which you own all intellectual property
rights or third party materials with the owner’s permission. Don't upload any
photos of third parties without their consent.

Finally, please don’t use Facebook to request transactions, ask questions
about your investments, or raise customer-service issues. Instead, contact
the NY 529 Plan directly at https://Awww. nysaves.com/content/contactus.
html.”
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Recommendations

For the social media component of the SMART529 campaign in 2014,

The Manahan Group recommends using Facebook and Twitter as the
feading platforms, first building followers on Facebook and then faunching
Twitter. TMG recommends posts in the following categories: resources/
tips, selling, statistics, plan facts, When | Grow Up, events, important dates
and a miscellaneous section. We also recommend putting the SMART529
disclaimers in the “About” section of the page.

Upon launching the page, TMG suggests using paid post promotions to help
gain a large follower-base. Once a follower-base has been established, post
promotions will continue to ensure that fans are seeing our content and will
help us reach even more pecple. TMG believes the social media component of
the SMARTS529 campaign will be highly successful by following this pattern.

Disclaimers

The 529 plans that were reviewed included social media policies ang
disclaimers on their pages. With guidance from Ad Review, we would
consider including SMART529 disclaimers and palicies in the “About”
section of the page. The social media policy will include the expected
behavior of users accessing the page.

Types of Posts

Resources and Tips

We suggest showcasing resources and tips on the SMART529 page to
get parents thinking about saving for college. Types of resources are:
articles on saving and education; guide to filing out the FAFSA form; the
SMART523 college cost calculator: and education and savings apps. Tips
would include ideas on how to save more money for college; and how to
teach kids the importance of saving.

Plan Facts

A good way to educate the audience about the product without actually
recommending anything is to highlight different facts about SMART529

in posts. This may include information on the WV state tax benefits: how
to make contributions {payroll deductions, online, etc); what the plan can
be used for; how family and friends can make a gift contribution; and the
Matching Grant program. This information shows the flexibility and benefits
of the plan without a “call to action.”

*
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Statistics

Stattistics are a great way to show people that college savings is important
and to prompt the audience to start thinking about the future. Such posts
might include statistics such as the rise in tuition costs, top growing job areas,
and the average amount of debt that students have when leaving college.

Events

Posting about events happening in West Virginia will keep the page current
and engaging and will tie SMART529 1o local WV communities. These could
include posts connected with the State Treasurer's Office such as Moneyville,
The State Fair, stc. or about different local events that may attract families
such as FestivALL, Symphony Sunday and Clay Center events.

Important Dates

Another strategy to keep the SMART529 page current is to post about
important dates that are of interest to our audience. These posts will
include important days for SMART529 such as May 29, tax day, college
savings month (Sept.), holiday gift posts, Black Friday posts, etc.

Call to Action

Call-to-action posts will encourage pecple to set up a SMART529 plan or
to contribute to their plan or a family member or friend’s plan. These posts
will not push the product or promise anything. Each of thesa posts will be
very generic and will encourage the audience to took into the plan without
recommending anything more specific.

wigy

Posting about the WIGU contest will not only help promote the contest, but
will also show that SMART529 is helping kids’ dreams come true. These
posts will include details about the contest and the upcoming deadlines,
events involving the contest, testimonials from winners /families/entrants/
people involved and facts/information about the contest. Basically, anything
involving the When | Grow Up contest would fall under this section.

Miscellaneous

These posts will include various other topics that may be of interest to our
audience. This could be an inspirational quote about education or perhaps
a goal SMART529 has reached (number of followers, the $2 billion in
assets, etc.)

*



“

Customer Service

TMG believes that customer service is going to play an important role in
managing the SMART529 pages. People tend to look to social media
pages 1o resolve issues that they used to resolve by phone. Thus, we
anticipate the audience will reach out to SMART529 Facebook and Twitter
pages to resolve any issues they may have.

With permission, TMG could answer simple questions via social media by
directing the audience to:

* The FAQ's listed on the SMART529 website,

* When TMG cannot easily answer a question, we recommend
linking to the website or a customer service contact phone
number or email to better assist the customer.

TMG believes these approaches to customer service on social media will
best benefit SMART529 and its customers,

Next Steps

This review of 529 social media accounts only identifies the landscape into
which SMART529 will enter and provides broad recommendations of how
to proceed. The Manahan Group locks forward to working further with The
Hartford to establish specific goals, objectives and processes for launching
a SMART529 social media presence.

1‘0
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Supporting Media Documentation — The Hartford
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SMART529 Holiday 2015
Television Summary

P 25-54
Market Station Client Reach  Frequency
Beckley WOAY S 4,079.03 97.2 3.9
EVNS s 1,350.30
EVVA S 470.48
WVNS S 7,273.62
GVVA S 263.47
WVvA S 5,655.20
Charleston WCHS $ 11,884.33 9523 9.5
WOWK S 11,291.75
wacw S 1,298.58
WSAZ S 22,375.95
WVAH S 724.61
Clarksburg EBOY $  1,693.80 93.7 9
WBOY S 13,752.08
WVEX S 1,646.93
wWDTV S 5,692.83
Hagerstown COM EP S 10,562.99
Com KS S  3,566.31
Parkersburg  wTap S 16,560.77
Wheeling WTOV S 14,867.02 93.3 10.3
WTRF S 6,163.33

S 141,173.36 94.125 8.425
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Market: BECKLEY-BLUEFIELD
rd

Client: Hartfo
Brand: none
Product: none

Campaign: SMARTS:

29 Holiday 2015

— - e Bl

Flight Dates: Nov 16, 2015 - Jan 03, 2018
Survey: Share May 15 -> HUT/PUT Nov 14

Station
EVNS
EF
PA
PA
EVNS Spot Total

WwWWa
DA
DA
EN
PT
LN
SP
WVVA Spot Total

GWVA
EF
PT
GWA Spot Total

EVVA
PT
PT
EVWA Spot Total

WOAY
EN

EN
EN

SP

MTWTF-
MTWTF--
MTWTF--
i,

N,

W

Ly —

—-—5

No Comment
—0)

No Comment
MTWTF--

No Comment

Time Len

05:00 pm - 06:00 pm 30
07.00 pm - 07:30 pm 20
07:30 pm - 0800 pm 30

09.00 am - 10-00 am 30
08:00 am - 09:00 am 30
05:00 pm - 05.30 pm 30
08:00 pm - 09:00 pm 30
11:30 pm - 12:00 am 30
02:00 pm - 05:00 pm 30

06:00 pm - 07-00 pm 30
08:00 pm - 08-00 pm 30

09:00 pm - 10:00 pm 30
08:00 pm - 09.00 pm 30

06:00 pm - 08:30 pm 30
06:00 pm - 0630 pm 30
06:00 pm - 06:30 pm 30

©8.00 pm - 09:00 pm 30

Buyer: Bethany West
Rate Tier: Station Gross
Station(s): EVNS, WWVA, GVVA, EVVA, WOAY, WVYNS

Woeekly Distribution

Nov  Nov

Program 16 23

2 Broke Girls 1 1
2 Broke Girlg 2 2
Big Bang Theor 2 2
5 5

Today Show I} 2 2
Today Show 2 2
WWA @5 2 2
THE VOICE 0 1
WVVA News @ 11 1 1
MACY"S THANKSG 0 1
7 9

MASH / MASH 2 2
GILLIGAN'S ISL 2 2
4 4

SUPERNATURAL 1 0
THE FLASH 1 0
2 0

NEWSWATCH AT 6 1 1
THE NEWSWATCH 1 1
THE NEWSWATCH 2 2
50th Xmas Char 0 1

Nov
30

NO=_=oMn NN NN

N N

2

0

©2004-2015 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus lago are marks of Nielsen Audio inc,

Dec
07

Lo VN DO a2 anNnN NN -

[ Y

-

Dec
14

NOoOa2oNNN NN

NN

-

Dec

L8] ~NO 20O NN (= I VI X QT

N

oo o

Dec

N NOoOaoNNN GNN -

N

o0

Spots

14
14
35

14
14
14

52

14
14
28

g w N

14

P 25-54
DMA (R)
RTG

4.1
4.4
5.0
160.3

5.7
7.4
4.5
5.1
2.3
34
276.1

1.8
1.3
434

29
26
13.6
5.0
3.0
2.2

28

Rate

25.00
40.00
50.00
115.00

60.00
100.00
125.00
325.00
180.00
250.00

1,020.0¢

10.00
10.00
20.00

100.00
100.00
200.00
60.00
60.00
130.00

225.00

Cost

175.00
560.00
700.00
1,435.00

840.00
1,400.00
1,750.00

650.00
1,120.00

250.00
6,010.00

140.00
140.00
280.00

200.00
300.00
500.00
420.00
420.00
1,820.00

225.00

Page

The Manahan Group
222 Capito! Strest
Suite 400

Charleston, Wv 25301
304-343-2800

Date: 10/28/2016 2:53:10 PM

1
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Market: BECKLEY-BLUEFIELD

Clisnt: Hartford

Brand: none

Product: hone

Campaign: SMARTS529 Holiday 2015
Flight Dates: Nov 18, 2015 - Jan 03, 2018
Survey: Share May 15 -> HUT/PUT Nov 14

Station Day(s) Time Len
No Comment
SP --W—. 08:00 pm - 09.00 pm 30
No Comment
8P —3- 08:00 pm - 09:00 pm 30
No Comment
PT M- 08:00 pm - 10:00 pm 30
No Comment
WOAY Spot Total
WVNS
EM MTWTFE-— 05.00 am - D6:00 am 30
EM MTWTF-- 06:00 am - 07:00 am 30
DA MTWTF- 12:00 pm - 12:30 pm 30
EN MTWTF-- 05:30 pm - 06:00 pm 30
PT ] 10:00 pm - 11.00 pm 30
PT MTWTFSS 05:00 am - 05:00 am 30
WVNS Spet Total
Weekly Schedule
Cost

Buyer: Bethany West
Rate Tier: Station Gross
Station(s): EVNS, WVVA, GVVA, EVVA, WOAY, WVYNS

Weekly Distribution

Nov  Nov

Program 16 23
CHARLIE BROWN 1 0
CHARLIE BROWN 0 0
DANCINGWITH T 1 1
6 6

59 News @ 5a 2 2
59 News @ 6a 2 2
59 News @ Noon 2 2
W V Live Tonig 2 2
CSI: Cyber 1 1
HOLIDAY PACKAG 1 2
10 1

34 35

Nov
30

© 2004-2015 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus logo are marks of Nielsen Audio Inc,

Dec
07

Dec
14

=20

31

O =2ONNNN

29

=200 NNN

29

Spots

33

14
14
14
14

10
68

221

P 25-54

DMA (R)
RTG

24
22
2.3

98.8

26
4.9
41
6.3
24
14
268.4

The Manahan Group
222 Capitol Street
Suite 400

Charleston, WV 25301
304-343-2800

Date: 10/28/2016 2:53:10 PM

Rate Cost
225.00 225.00
225.00 225,00
500.00 1,000.00

1,425.00 4,335.00
20.00 280.00
50.00 700.00
45.00 630.00
80.00 1,120.00

250.00 500.00
450.00 4,500.00
805.00 7,730.00

3675 20280
20,290.00

Page 2
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Market: CHARLESTON-HUNTINGTON Buyer: Bethany West The Manahan Group
Client: Hartford Rate Tier: Station Gross 222 Capitol Strest
Brand: none Station(s): WOWK, WVAH, WCHS, WQCW, WSAZ+ Suite 400
Product: none Charleston, WV 25301
Campaign: SMART529 Holiday 2015 304-343-2800

Flight Dates: Nov 16, 2015 - Jan 03, 2016

Survey: Share May 15 -> HUT/PUT Nov 14 Date: 10/28/2016 3:00:38 PM

Woeekly Distribution
P 25-54
Nov Nov Nov Dec Dec Dec Dec DMA (R}
Station Day(s) Time Len Program 16 23 30 07 14 21 28 Spots RTG Rate Cost
WOWK

sSP MTWTFSS 06:00 am - 0559 am 30 7 7 6 6 7 7 o 40 1.0 25.00  1,000.00

EN MTWTF- 05:00 pm - 05:30 pm30 13 NEWS ATS 1 1 1 1 1 1 1 7 1.0 50.00 350.00

EN MTWTF— 05:30 pm - 06:00 pm 30 Tonight Live 1 1 1 1 1 1 1 7 1.0 50.00 350.00

EN MTWTF— 06:00 pm - 06:30 pm30 13 NEWS AT 6 2 2 2 2 2 2 2 14 14 75.00 1,050.00

LN MTWT)-- 11:00 pm-11.35pm30 13 NEWS AT 11 1 2 1 2 1 2 1 10 1.2 75.00 750.00

PT —F-- 10:00 pm - 11.00 pm30 Biue Bloods 1 0 0 1 0 0 0 2 58 375.00 750.00

PT —F- 08:00 pm - 10:00 pm30 Hawaii Five-0 1 0 4] 1 0 0 0 2 47 350.00 700.00

PT M-—- 08:00 pm - 09:00 pm 30 Supergirl 1 1 1 1 1 0 0 5 3.9 300.00  1,500.00

PT —F-- 09:00 pm - 10:00 pm30 HOME 4 HOLIDAY 0 0 0 0 1 0 0 1 47 500.00 500.00
1218

PT “Term- 08:00 pm - 09.00 pm30 RUDOLPH 0 0 1 0 0 o 0 1 5.2 600.00 600.00

1271

PT T 09:00 pm - 11.00 pm30 KENNEDY CNTR 0 0 0 0 0 0 1 1 3.3 500.00 500.00
12/29

DT —T— 09:00 am - 12.00 pm30 MACYS PARADE 4] 1 0 0 0 0 0 1 14 250.00 250.00
11/26

PT -—F- 08:30 pm - 0900 pm30 FROSTY RETURNS 0 i} 0 0 1 0 0 1 26 500.00 500.00
12118

PT ——F~- 08:00 pm - 08:30 pm30 FROSTY 0 0 4] 0 1 0 0 1 28 600.00 600.00
12118

PT -—-5- 09:00 pm - 10:00 pm 30 FLIGHT B4 CHRI 0 0 0 1 o 0 0 1 1.5 400.00 400.00
12/12

PT —-5- 09:00 pm - 10:00 pm30 STORY OF SANTA 0 1 0 0 0 ¢ 0 1 15 600.00 600.00
11/28

PT ~—5- 08:00 pm - 09:00 pm30 RUDOLPH 0 0 0 1 0 0 0 1 0.8 500.00 500.00
12/12

PT —-5- 0830 pm - 09:00 pm30 FROSTY RETURNS 0 1 0 0 0 0 0 1 0.8 500.00 500.00
11/28

PT —85- 08:00 pm - 08:30 pm30 FROSTY 0 1 0 0 4] 0 0 1 0.8 600.00 600.00
11/28

WOWK Spot Total 15 18 13 17 16 13 6 98 151.5  6,850.00 12,000.00

© 2004-2015 Arbitron Inc. MRP™, SmariPlus® and the SmartPlus logo are marks of Nielsen Audio Inc.
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Market: CHARLESTON-HUNTINGTON

Client: Hartford
Brand: none
Product: none

Campaign: SMART520 Holiday 2015

=T .
STt RIS E:

& it b T ]

Flight Dates: Nov 16, 2015 - Jan 03, 2016
Survey: Share May 15 -> HUT/PUT Nov 14

Station
WvAH
DA
EM
WVAH Spot Total

WCHS
EM
EN
EM
EM
EF
EM
sp
sp
SP
sp
LN
sp
EN
sp
PT
sP
sp
WCHS Spot Total

wacw
LN

LN
WQCW Spot Total

WSAZ+

Day{s)

MTWTF-
MTWTF-—

—8

Time Len
03:00 pm - 06:00 pm 30
07:00 am - 08:00 am 30

08:00 am - 09:00 am 30
06:00 pm - 06:30 pm 30
08-00 am - 09:00 am 30
06:00 am - 07.00 am 30
04.00 pm - 05.00 pm 30
07:00 am - 09:00 am 30
68:00 pm - 09:00 pm 30
08:00 pm - 09:00 pm 30
08:00 pm - 09:00 pm 20
08:00 pm - 09.00 pm 30
11:00 pm - 11:35 pm 30
08:00 pm - 09:00 pm 30
06:00 pm - 06:30 pm 30
08.00 pm - 10 00 pm 30
08:00 pm - 10:00 pm 30
08:00 pm - 09.00 pm 30
08:30 pm - 01:00 pm 30

1G.00 pm - 11:00 pm 30

May-2014LP-Nov-2014LP

{2

10:00 pm - 11:00 pm 30

May-2014LP-Nov-2014Lp

Buyer: Bethany West
Rate Tier: Station Gross
Station(s): WOWK, WVAH, WCHS, WQCw, WSAZ+

Weekly Distribution
Nov Nov Nov Dec Dec
Program 16 23 30 o7 14
Fnnge Rotator 2 2 2 2 2
Eyewitness New 2 2 2 2 2
4 4 4 4 4
Good Moming A 2 2 2 2 2
Eyewitness New 2 2 2 2 2
Good Morning A 1 1 1 1 1
Eyewitness New 2 2 2 2 2
Judge Judy 1 2 1 2 1
Good Moming A 2 2 2 2 2
*CHARLIE BROWN 0 1 0 0 0
*Toy Story 0 o 1 1 0
*SHREK THE HAL 0 0 1 0 0
*PREP & L 0 0 0 0 1
Eyewitness New 1 2 1 2 1
*Santa Claus 4] 1 0 o] (]
Eyewitness New 2 2 2 2 2
*CMA COUNTRY 0 0 1 o 0
Dancing with t 1 1 0 0 0
*CHARLIE EROWN 0 0 0 0 1
*Dr Seuss" How 0 0 0 0 0
14 18 16 186 15

WSAZ NEWS @ 10

-
-
-
-
-

WSAZ NEWS @ 10 1 1 1 1 1

© 2004-2015 Arbitron Inc, MRP™, SmartPlus® and the SmartPlus ioge are marks of Nielsen Audio Inc,
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Dec
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Spots
14

14
28

12

P 25-54

DMA (R)
RTG

1.0
0.7
23.8

1.7
3.9
1.1
2.0
1.8
26
5.1
49
49
49
1.6
4.4
3.1
3.0
3.8
1.5
12
270.3

1.8
15

19.8

Rate

25.00
30.00
55.00

30.00
85.00
30.00
60.00
55.00
80.00
300.00
300.00
300.00
300.00
100.00
300.00
250.00
300.00
550.00
300.00
300.00
3,640.00

105.00
125.00

230.00

The Manahan Group
222 Capitol Street

Suite 400

Charleston, Wv 25301

304-343-2800

Date: 10/28/2016 3:00:38 PM

Cost

350.00
420.00
770.00

420.00
1,190.00
210.00
840.00
550.00
1,120.00
300.00
600.00
300.00
300.00
1,000.00
300.00
3,500.00
300.00
1,100.00
300.00
300.60
12,630.00

630.00
750.00

1,380.00

Page 2
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Market: CHARLESTON-HUNTINGTON
Client: Hartford

Brand: none

Product: none

Campaign: SMART529 Holiday 2015

Flight Dates: Nov 186, 2015 - Jan 03, 2016
Survey: Share May 15 -> HUT/PUT Nov 14

Station Day(s} Time Len
EM —_—3- 05:30 am - 0600 am 30
Nov-20141_P
PA —3- 07:00 pm - 07:30 pm 30
Nov-2G14LP
EM MTWTF-- 0600 am - 07.00 am 30
Nov-2014L P
DA MTWTF-- 07.00 am - 09:00 am 30
Nov-2014LP
EN —_—8- 06:00 pm - 06:30 pm 30
Nov-2014LP
EM -—--5 08:00 am - 09:00 am 30
Nov-2014LP
EN MTWTF-- 05:00 pm - 05:30 pm 30
Nov-2014LP
PT T 08:00 pm - 11:00 pm 30
WSAZ+ Spot Total
Weekly Schedule
Cost

Buyer: Bethany West
Rate Tler: Station Gross
Station(s): WOWK, WVAH, WCHS, WQCW, WSAZ+

Weekly Distribution
Nov Nov Nov Dec Dec
Program 16 23 30 07 14

WSAZ SATURDAY 1 1 1 1 1
WHEEL OF FORTU 1 1 1 1 1
NEWS CHANNEL 3 2 3 2 3 2
TODAY SHOW 3 2 3 2 3
NEWSCHANNEL 3 1 2 1 2 1
SUNDAY TODAY 1 1 1 1 1

FIRST AT FIVE 1 2 1 2 1

© 2004-2015 Arbitron Inc. MRP™ SmartPlus® and the SmartPlus logo are marks of Nielsen Audio Inc.

Dec
21

Dec
28

31

The Manahan Group
222 Capitol Street
Suite 400

Charleston, WV 2531
304-343-2800

Date: 10/28/2016 3:00:38 PM

P 25-54
DMA (R)

Spots RTG Rate Cost
7 0.8 15.00 105.00
7 34 125.00 875.00
17 7.7 400.00  6,800.00
18 6.6 350.00 6,300.00
g 6.6 400.00 3,600.00
6 3.2 225.00 1,350.00
10 55 475.00 4.,750.00
1 4.3 250.00 250.00
75 417.0  2,240.00 24,030.00
321 13015 50810
50,810.00

Page 3
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Market: CLARKSBURG-WESTON
Client: Hartford

Brand: none

Product: none

Campaign: SMART529 Holiday 2015

LS T enARELErE

Flight Dates: Nov 16, 2015 - Jan 03, 2016

Survey: Share

May 15 -> HUT/PUT Nov 14

Station Day(s) Time Len

WVFX

SP -5 12:58 pm - 07:30 pm 30
IF STEELER GAME THEN $400

WVFX Spot Total

EBOY
PA MTWTF-- 07:00 pm - 08:00 pm 30
PT M—— 08:00 pm - 10:00 pm 30

EBOY Spot Total

WBOY
DA -—3 09:00 am - 10:00 am 30
DA MTWTF— 09:00 am - 10:00 am 30
EM MTWTF- 05:00 am - 06:00 am 30
EM MTWTF-- 07:00 am - 09:00 am 30
EM MTWTF-- 06:00 am - 67.00 am 30
EN MTWTF-- 06:00 pm - 06:30 pm 30
PA MTWTF- 07:00 pm - 07:30 pm 30
PT M—- 08:00 pm - 10:00 pm 30
LN MTWTF- 11:00 pm - 11:35 pm 30
SP =T 08:30 pm - 12:00 am 30

WBOY Spot Total

wDTV
LF -——85- 11:35 pm - 12:05 am 30
EM MTWTF-- 07.00 am - 08:00 am 30
EN MTWTF— 05:00 pm - 05:30 pm 30
EN MTWTF- 06:00 pm - 06:30 pm 30
LN -85 11:00 pm - 11:35 pm 30
PT T 08:00 prn - 09-00 pm 30
PT -5 07:00 pm - 08:00 pm 3¢
SP -l 07:30 pm - 12 00 pm 30

ONLY ON 12/3

© 2004-2015 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus logo are marks of Nielsen Audio Inc,

Buyer: Bethany West The Manahan Group
Rate Tier: Station Gross 222 Capitol Street
Station(s): WVFX, EBOY, WBOY, wDTV Suite 400
Charleston, Wv 25301

304-343-2800

Date: 10/28/2016 3:02:15 PM

Weeokly Distribution
P 25-54
Nov Nov Nov Dec Dec Dec Dec DMA (R)
Program 16 23 30 07 14 21 28 Spots RTG Rate Cost
NFL ON FOX 1 1 1 1 1 1 1 7 24 250.00 1,750.00
1 1 1 1 1 1 1 7 16.8 250.00 1,750.00
Big Bang Theor 2 2 2 2 2 2 2 14 45 75.00 1,050.00
Dancing With T 1 1 0 0 0 G 0 2 25 375.00 750.00
3 2 2 2 2 2 16 68.0 450.00 1,800.00
Sunday Today S 1 1 1 1 1 1 1 7 5.0 35.00 245.00
Today Show [I 2 3 2 3 2 3 2 17 3.9 40.00 680.00
12 NEWS TODAY 1 2 1 2 1 2 1 10 3.9 50.00 500.00
Today Show 2 3 2 3 2 3 2 17 8.8 130.00 2,210.00
12 News Today 2 1 2 1 2 1 2 11 7.3 130.00 1,430.00
12 News at 6 2 1 2 1 2 1 2 " 9.2 300.00 3,300.00
Jeopardy 2 1 2 1 2 1 2 " 6.0 200.00 2,200.00
The Voice 1 1 0 0 0 0 0 2 9.5 450.00 900.00
12 News at 11 1 2 1 2 1 2 1 10 32 225.00 2,250.00
NFL Thanksgvi 0 1 0 0 o 0 0 1 27 800.00 900.00
14 16 13 14 13 14 13 97 591.1  2,460.00 14,615.00
HOW | MET YOUR 1 1 1 1 1 1 1 7 22 25.00 175.00
CBS EARLY SHOW 1 2 1 2 1 2 1 10 25 §0.00 500.00
FIRST ON FiVE 1 2 1 2 1 2 1 10 24 70.00 700.00
5 NEWS AT 6:00 2 1 2 1 2 1 2 " 4.8 140.00 1,540.00
NEWS AT 11PM & 1 1 1 1 1 1 0 6 26 85.00 510.00
NCis 1 0 1 0 1 0 o 3 9.8 525.00 1,575.00
60 MINUTES 1 0 1 0 1 0 0 3 23 250.00 750.00
THURSDAY NIGHT ] 0 1 0 0 0 0 1 2.2 300.00 300.00

Page 1
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Market: CLARKSBURG-WESTON

Client: Hartford

Brand: none

Product: none

Campaign: SMART529 Holiday 2015
Flight Dates: Nov 16, 2015 - Jan 03, 2016
Survey: Share May 15 -> HUT/PUT Nov 14

Station
WDTV Spot Total

Day(s)

Weekily Schedule
Cost

Time

Len

Buyer: Bethany West
Rate Tier: Station Gross
Station{s): WVFX, EBOY, WBOY, WDTV

Weekly Distribution
Nov Nov Nov
Program 16 23 30
8 7 9
26 27 25

© 2004-2015 Arbitron Inc, MRP™, SmantPlus® and the SmartPlus logo are marks of Nielsen Audio Inc,

Dec
o7

24

Dec
14

24

Dec
21
7

24

Dec
28 Spofs
5 51
21 171

P 25-54
DMA (R)
RTG
171.3

Rate
1,445.00

4605

The Manahan Group
222 Capito) Street

Suite 400

Charleston, WV 25301

304-

343-2800

Date: 10/28/2016 3:02:15 PM

Cost
6,050.00

24215
24,215.00

Page

2
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Market: PARKERSBURG

Client: Hartford

Brand: none

Product: none

Campaign: SMART529 Holiday 2015
Flight Dates: Nov 16, 2015 - Jan 03, 2016
Survey: Share Nov 09 -> HUT/PUT Feb 08

Buyer: Bethany West The Manahan Group
Rate Tier; Station Gross 222 Capitol Street
Station(s): WTAP Suite 400
Charleston, Wv 25301

304-343-2800

Date: 10/28/2016 3:03:00 PM

Weekly Distribution
P 25-54
Nov Nov MNov Dec Dec Dec Dec DMA (R)
Station Day(s) Time Len Program 16 23 30 07 14 21 28 Spots RTG Rate Cost
WTAP
EM MTWTF- 06:00 am - 07:00 am30 DAYBREAK 2 1 2 1 2 1 2 11 11.1 140.00  1,540.00
Jul-2015LP-Nov-2014L P
EM MTWTF-- 07.00 am - 09:00 am30 TODAY SHOW 1 2 1 2 1 2 2 11 74 160.00  1,760.00
Jul-2015LP-Nov-2014L P
PA MTWTT-- 07:00 pm - 07:30 pm30 WHEEL OF FORTU 2 2 2 2 2 2 2 14 3.8 170.00  2,380.00
Jul-2015LP-Nov-2014LP
DA MTWTF— 10:00 am - 11:00 am30 TODAY SHOW -3 1 2 1 2 1 2 1 10 14 65.00 650.00
Jul-2015LP-Nov-2014LP
LF MTWTF~ 11.35 pm - 12.35am30 TONIGHT SHOW 2 2 2 2 2 2 2 14 24 12000  1,680.00
Jul-2015LP-Nov-2014LP
SP —T— 12.00 pm - 02:00 pm30 NATIONAL DOG S 0 1 0 0 0 0 ] 1 48 250,00 250.00
Jul-2015LP-Nov-2014L P
EN MTWTF-- 06:00 pm - 06:30 pm30 WTAP NEWS @st 2 2 2 2 2 2 2 14 10.8 570.00  7,980.00
Jul-2015LP-Nov-2014LP
SP —T 09:00 am - 12.00 pm30 MACY'S THANKSG 0 1 0 0 0 o 0 1 1.9 350.00 350.00
Jul-2015)_P-Nov-2014Lp
SP =T 08:30 pm - 11:30 pm30 THURSDAY NIGHT 0 0 1 o 0 0 0 1 38 101000 1,010.00
Jul-2015LP-Nov-2014L P
WTAP Spot Total 10 13 11 " 10 11 11 77 4658 2,835.00 17,600.00
Weekly Schedule 10 13 11 11 10 11 1" 77 2835 17600
Cost 17,600.00
© 2004-2015 Arbitron Inc. MRP™ SmartPlus® and the SmartPlus logo are marks of Nielsen Audio Ing. Page 1
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Market: WASHINGTON, DC {HAGRSTWN)

Client: Hartford
Brand: none
Product: none

Campaign: SMART529 Holiday 2015

Flight Dates: Nov 16, 2015 - Jan 03, 2016

Survey: Manual Ratings

Station Day(s)
COMC8150PA/All Zones
RT/AEN MTWTFSS
TP
RT/CNN MTWTFS-
TP
RT/ESPN MTWTFS-
TP
RT/FAM MTWTFSS
iz
RT/GOLF MTWTFSS
TP
RT/HALL MTWTFSS
TP
RT/TBSC MTWTFS-
TP
RTTWC MTWTFSS
TP

COMC8150PA/All Zones Spot Total

COMCSB149PA/All Zones

/AEN MTWTF—-
ROS/TWC MTWTF-
ROS/USA MTWTFS-
ROS/CNN MTWTF3-
ROS/ESPN MTWTFS-
ROS/FAM MTWTFS-

COMC8149PA/All Zones Spot Total

Weekly Schedule

Cost

© 2004-2015 Arbitron Inc, MRP™ SmartPlus® and the SmartPlus logo are marks of Nielsen Audio Inc,

Tme Len
03-00 pm - 12:00 am 30
03:00 pm - 12:00 am 30
03.00 pm - 12:00 am 30
03:00 pm - 12:00 am 30
03:00 pm - 12.00 am 30
03:00 pm - 12:00 am 30
03:00 pm - 12:00 am 30

03:00 pm - 12:00 am 30

05:00 em - 12:00 am 30
03-00 pm - 12:00 am 30
03:00 pm - 12:00 am 30
03.00 pm - 12:00 am 30
03:00 prm - 12:00 am 30
03:00 pm - 12:00 am 30

Buyer: Bethany West
Rate Tier: Station Gross
Station{s): COMCS8150PA, COMCB149PA

The Manahan Group
222 Capitol Street
Suite 400

Charleston, WV 25301
304-343-2800

Date: 10/28/2016 3:03:34 PM

Woeekly Distribution
P 25-54
Nov Nov Nov Dec Dec Dec Dec DMA (R}

Program 16 23 30 o7 14 21 28 Spots RTG Rate Cost
VARIOUS 15 15 15 15 15 45 15 105 0.0 1313  1,378.65
VARIOUS 15 15 15 15 15 15 45 105 00 10863 1,116.15
VARIOUS % 15 15 15 15 15 15 105 00 3188 334740
VARIOUS 15 15 15 15 15 15 15 105 00 1125 118125
VARIOUS 15 15 15 15 15 45 15 105 0.0 0.63 66.15
VARIOUS B 15 15 15 15 15 15 105 00 118 124740
VARIOUS 15 15 15 15 15 15 15 105 00 2625 2758.25
VARIOUS 0 10 10 10 10 10 10 70 0.0 1.88 131.60

15 M5 115 115 115 115 115 805 0.0 10753 11,.224.85
15 15 15 15 15 15 15 105 0.0 1.50 157.50
10 10 10 10 10 10 10 70 0.0 1.25 87.50
15 15 15 15 15 15 15 105 0.0 17.50 1.837.50
15 15 15 15 15 15 15 105 0.0 3.13 328.65
% 15 15 15 15 15 15 105 00 1188 124740
15 15 15 15 15 15 15 105 0.0 1.25 131.25
85 8 8 8 8 8 g5 595 00  36.51 3,789.80

200 200 200 200 200 200 200 1400 14404  15014.65

15,014.65

Page 1
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Market: WHEELING-STEUBENVILLE
Client: Hartford

Brand: none

Product: none

Campaign: SMART529 Holiday 2015
Flight Dates: Nov 16, 2015 - Jan 03, 2016
Survey: Share Feb 15 -> HUT/PUT Nov 14

Station Day(s) Time Len

WTRF
PT By L. 08.00 pm - 09.00 pm 30
LN —8 11:00 pm - 11:30 pm 30
PT M——- 09:00 pm - 10.00 pm 30
EN MTWTF-- 06:00 pm - 06:30 pm 30
SP MTWTFSS 05:00 am - 0500 am 30

12 SPOTS VAR DATES
SP MTWTFSS 05:00 am - 05:00 am 30
12 SPOTS VAR DATES

WTRF Spot Total

WTOV
PA -—=8 07:00 pm - 08:20 pm 30
EN MTWTF-- 05:30 am - 06:00 am 30
PA MTWTF- 0700 pm - 07:30 pm 30
EN —S5 06:00 pm - 06:30 pm 30
LF —8- 11:00 pm - 11:30 pm 30
SP -5 03:00 pm - 06:00 pm 30
SP —3 02:00 pm - 05:00 pm 30
EN MTWTF-—- 06:00 pm - 06:30 pm 30
EN MTWTF~ 05:00 pm - 06:00 pm 30
EN —-8- 08:00 pm - 06:30 pm 30

WTOV Spot Total

Weekly Schedule

Cost

Buyer: Bethany West

Rate Tier: Station Gross

Station(s): WTRF, WTOV

Weekly Distribution

Nov  Nov

Program 16 23
NCIS 1 1
7 News at 11P 1 1
Scorpion 1 1
7 News at 6p 2 1
HOLIDAY PACKAG 0 0
HOLIDAY PACKAG 2 2
7 6

FOOTBALL NIGHT 1 1
NEWS9 SUNRISE- 2 2
JEOPARDY 1 2
NEWS 9 AT SIX 1 1
NEWS 9 TONIGHT 1 1
GOLF: PNC FAT 0 0
GOLF: HERO WO (] 0
NEWS 9 AT SIX 2 2
NEWS 9 LIVE @ 1 2
NEWS 9 AT 51X 2 2
11 13

-
[= -]

-
©o

Nov

OMN=ap

[\ ]

R;I\:—-N—-o_n..\..n_n

-
[+

© 2004-2015 Arbitron Inc, MRP™, SmartPlus® and the SmartPlus logo are marks of Nielsen Audio Inc,
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The Manahan Group
222 Capitol Street
Suite 400

Charleston, Wv 25301
304-343-2800

Date: 10/28/2016 3:04:11 PM

Spots RTG Rate Cost

3 14.3 325.00 975.00
7 20 50.00 350.00
7 7.4 225.00 1,575.00
1 4.0 125.00 1,375.00
2 0.7 125.00 250,00

10 0.7 20000  2,000.00

40 161.1  1,050.00 6,525.00

7 14.1 100.00 700.00
14 6.5 50.00 700.00
10 9.1 140.00 1,400.00

7 13.3 230.00 1,610.00

7 10.3 220.00 1,540.00

1 34 75.00 75.00

1 29 75.00 75.00
14 1.5 30000  4,200.00
10 7.2 200.00  2,000.00
14 7.9 25000  3,500.00
85 7958 1,640.00 15,800.00

125 2690 22325
22,325.00

Page 1




SMART529 Holiday 2015

Newspaper Summary
Newspaper Date Ad Size Specs Inches Client
Charleston 13-Dec (4 colx8.5 7.95x8.5 34 $ 2,294.04
Newspapers 15-Dec |4colx8.5| ) 34 S 376.38
13-Dec |4colx85 34 $ 2,298.55
Herald Dispatch 7.625x 8, -
rald Lisp 15Dec_ |4colxas| 0 X85—%; $ 1,529.68
) 13-Dec {4coix8S 34 S 1,478.20
Martinsburg J al 6.625x 8.5
g Journal o T ol 8.5 X 34 | S 1,478.20
Morgantown 13-Dec |4colx8.5 7.06x 8.5 34 $ 1,588.90
Dominion Post 15-Dec |4colx85] ' ) 34 $ 1,164.98
Parkersburg News & 13-Dec |4 colx 85 6.633x8.5 32 $ 1,546.43
Sentinel 15-Dec |4 colx 85| ) 32 S 1,497.90
Beckley Register 13-Dec (4 colx8.5 34 $ 1,660.53
6.972 x8.5
Herald 15-Dec |4 colx8.5 34 S 1,384.36
13-Dec |4 colx 85 34 $ 1,959.39
Bluefieid Tele h 7.278 x 8.5
e eegraph I e T2 colxse X 34 |S 149832
13-Dec {4 colx 8.5 34 S 1,153.74
Clarksb E ent 7.875x 8.5 -
B Exponent — e (2 colx 8.5 34 | S 1099.92
th-:elmg 13-Dec |4 cplx8.5 6.632 x 8.5 34 S 3,168.57
Intelligencer 15-Dec |4 colx 8.5 34 $ 2,912.32
Fairmont Times 13-Dec {4 colx 8.5 7.708x8.5 34 S 88947
West Virginian 15-Dec {4coix85| ' 34 S 22140
|___StateJournal | 18-Dec | isiand | 75" x10" ] | $ 1,819.00]

533,020.30




Supporting Media Documentation — Bright Babies Campaign
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THE MANAHAN GROUP




Bright Bables
Geo: WV Residents
Behavioral: New & Expecting Mothers,
Moms
Content: Pregnancy, Birth,
Babies/Infants, Pediatrics, Baby
Products, Grandchildren, Grandparents,
Godparents.
Retargeting

Video Preroll

Tax Day
Geo: WV Resldents
Demo: Adults 2584, HHJ $50k+
Behavioral: Early Childhood Educatfon,
Finandlal investments

Gift of Education
Geo: WV Residents
Demo: Adults 45+, HHI $50K+
Behavioral; Holiday Shopping,
Education, Finaneial Investments

4

Tanuary
1 18 325

February
15 22 29

March April
14 21 28 4 11 18 35

e T ——

8

! i ]l T—

August
15 2 2 5

September
12 13 2

53,500 » NovfDec 2018




RTB Network1 - Line tems

Digital marketing report for

Date range Fabruary 15, 2016 to October 12,2018
Created on October 12, 2016
Live Report Access

0.40% 43 20.0K
2
1 2 i :
5 020% g 20 2 100k : | i f\_lj\,. . .
0% . o VWA AN PN AA M/J\N\—\ ; Y ~AMbacarm A
Feb 21, 2016 Mar 15, 2016 Apr7, 2016 Apr 30, 2016 May 23, 2016 Jun 15, 2016 Julg, 2018 Jul 31, 2015 Aug 23, 2016 Sap 15, 2018 Oct 8, 2018
“®- Impressions - Clicks CTR
Lina Hem Impresaiona Clicks CTR Post¢lizk Convarsiong Past-rlaw Converslona Converglons Canversion Rate
0H_NH_Tha-Manahan-Gmup_1 4058 1,501,086 1,311 0.09% 132 17 148 0.01%
OH_NH_The-Mnnahan-Gmup_HETAHG_‘l 4098 153,127 81 0.05% [} /] 0 0.00%
Totals 1,654,213 1,392 0.08% 132 17 149 0.01%
RTB Network?1 - Campaigns
Line Item Campaign Imprasslons Clicks CTR Peatclick Conversions Postwiew Converalons Convaralans Canverslon Rate
DH_NH_Tha-Mannhan-GmupJ 4098 OH_APRMAY_BT_ 14008 30,008 1 0.04% 2 o 0 0.00%
DH_NHHThe-lhnahan-GmupJ 4098 OH‘APHIMAY_CAT-DISFJ 4098 30,024 18 0.08% 0 o a 0.00%
OH__NI-L_T'heManahan-Grnup_1 4098 OH_APRIMAY_CAT—IIDBIJ 4093 84,201 18 0.05% 4] 1] o 0.00%
OH_NH_Th, e-Manahan-Group_14088 OH_APFVMAY_FEMALE_T 4008 30,185 20 0.07% o 0 L] 0.00%
OI-LNH_Ths-Mannhan-GmupJ 4008 OH'_APWMAY_MALE_i 4098 80,082 25 0.08% 0 o 0 0.06%
OH_NH_The-Manahan Group_RETARG_14098 OH_APHIMAY_HETAHG_J 4098 20,007 11 0.05% ¢] 0 1] 0.00%
OH_NH_Tha-Manahan-GmupJ 4098 OH_AUG/SEP_BT. 14098 30,000 ] 0.03% 3 o 3 0.01%
OH_NH_The-Manahun-GmupJ 4088 OH__AUGISEP_CAT—DISP_1 4058 30,102 54 0.19% 3 | /] 11 0.04%
OH_NH_The-Manahan-Groy p_14098 OH_AU&'SEP_CAT-MDBIJ 4098 34,001 a0 0.09% 12 1 13 0.04%
OH_NH_The-Manahan—GraupJ 4088 OH_AUGISEP_FEMALEJ 4098 30,021 53 0.18% § 1 8 0.02%
DH_NH_Tha-Manahan-GrDupJ 4098 OH_AUGISEP_GrandP-DISP_'I' 4088 68,755 17 0.02% 12 3 15 0.02%
OH_N’HLTha-Manahun-Gmup_T 4058 OH_AUGISEP_GmndP-MDBI_T 4003 37,553 33 0.09% 24 1] 24 0.06%
OH_NI-LTha-Man!han-GroupJ 4088 0H_AUGISEP_MALE_1 4088 30,010 58 0.19% 1 1 2 0.01%
OH_NH_'I"hs-Marlahan-Gmup_RETAFlG_'MDsE OH_AUGISEP_FIETAHG_T 4003 20,021 1 0.05% o o a 0.00%
DHHNH_Tha-Mannhan-Gmup_I 4098 DH_FEBIMAR_BT_I 4098 28,509 12 0.04%% 0 1 i 0.00%
OH_NH_Thn-Nhnahnn-GmupJ 4008 OHLFEBII\MH_CAT-DISP_T 4098 20,952 11 0.04% 0 1 ! 0.00%
0H_NH_The-Manahan-Gmup_1 4098 OH_FEB[MAILGAT—MOBI_T 4088 84,212 a7 0.08% 4] 3] 0 0.00%

e



OH_NH_The-Manahan-Grou p_14098
OH_NH_The-Mangahan-Grou p_14098
OH_NH_The-Man ahan-Gmup_FiETARG_l 4098
OH_NH_The-Manahan -Group_ 14098
OH_NH_The-Manahan-GmupJ 4098
OH_NHJhe-Manahan—Gruup_T 4008
OH_NH_The-Manshan -Group_14098
OH‘NH_ma-Manahan-Gmup_T 4008
OH_NH_'Ihe—Manahan-GruupJ 4098
oH_NH_Tha-Manahan-Gmup_i 4098
OH_NH_The-Man ahan-Group_HETARG_1 4008
OH_NH_The-Manahan-Group_i 4088
OH_NH_The-Manahan-Grou p_14098
OH_NH_The-Man ehan-Group_14008
OH_NH_The-Manahan -Group_14098
OH‘NH_Thu-Manahan-Gmup_i 4058
OHENH_The-Manahan-GmupJ 4083
OH_NH_The-Man, ahan-Group_14008
OH_NH_ThaManahan-Gmup_RETARG_T 4088
OH_NH_The-Manahan-Grou p_14068
OH_NH_The-Manahan-Grou p_14098
QH_NH_Tha-Man ahan-Group_14008
OH_NH_The-Mznahan -Group_14008
OH_NHﬁTha-Manahan-GmupJ 4098

OH_NH_ The-Manahan-Grou p_RETARG_14088
OH_NH_Tha-hhnahan-GmupJ 4098
OH‘NH_Tha-Manahan-GmupJ 4088
OH_NH_The-Manahan-Grou p_14058
OH_NH_The-Manahan-Grou p_14098
OH_NH_The-Manehan-Grou, p_14008
OH_NH_The-Man ahan-Gmup‘HETAHGJ 4098
OH_NH_Tha-Manahan-Gmup_i 4088
OH_NH_The-Manzhan-Grou p_14098
OH_NH_The-Manghan-Grou p_14098
OH_NHJ‘hs-Manahan-Gruup_T 4008
OH_NH_The-Manahan-Grou p_14088
OH_NH_The-Manahan-Grou p_RETARG 14088
Totals

——rgn
OH_FEB/MAR_FEMALE 14088
OH_FEB/MAR_MALE 14098
OH_FEB/MAR_RETARG_{4088
OH_JUL/AUG_BT_ 14088
OH_JUL/AUG_CAT-DISP_14088
OH_JUL/AUG_CAT-MOB!_14088
OH_JUL/AUG_FEMALE_14098

OH _JUL/AUG_GrandP-DISP_1400s
OH_JUL/AUG_GrendP-MOBI_ 14098
OH_JUL/AUG_MALE_14088
OH_IUL/AUG_RETARG_ 14088
OH_JUN/JUL_BT_14098
OH_JUNJUL,_CAT-DISP 14088
OH_JUNAIUL_CAT-MOBI_ 14088
OH_JUNLIUL_FEMALE 14088
OH_JUN/UL_GRANDP-DISP_14008
OH_JUNWUL_GrandP-MOB!_14008
OH_JUNAUL_MALE_14038
OH_JUNWJUL_RETARG_14098

OH_ MAR/APR_BT 14098
OH_MAR/APR_CAT-DISP_14088
OH_MAR/APA_CAT-MOBI_14098
OH_MAR/APR_FEMALE_14088
CH_MAR/APR_MALE_ 14088
OH_MAR/APR_RETARG_14088
OH_MAY/JUN_BT 14088
OH_MAY/JUN_CAT-DISP_14098
OH_MAY/JUN_CAT-MOBI_14098
OH_MAY/JUN_FEMALE_14008
OH_MAY/JUN_MALE_14088
OH_MAY/JUN_RETARG 14098
OH_SEP/OCT_BT_14098
OH_SEP/OCT_CAT-DISP_14088
OH_SEP/QCT._CAT-MOBI_14088
OH_SEP/OCT_FEMALE_14p98
OH_SEP/OCT_MALE._ 14008
OH_SEP/OCT_RETARG_14098

Impreastons
30,698
30,631
20,078
30,154
30,082
34,150
30,111
68,890
a7,524
30,084
20,097
30,001
30,008
34,7868
30,287
68,750
37,565
30,240
20,044
30,010
29,470
34,203
30,075
30,083
19,884
30,000
an,172
34,0385
30,419
30,422
20,067
18,596
19,107
22,158
20,084
18,746
12,919

1,655,204

Clicks
20
19

29
g
75
21
28
78
14

22
108

1,382

CTR
0.07%
0.06%
0.04%
0.01%
0.13%
0.10%
0.25%
0.03%
0.07%
0.26%
0.07%
0.03%
0.02%
0.08%
0.36%
0.05%
0.07%
.35%
0.08%
0.04%
0.07%
0.00%
0.08%
0.08%
0.04%
0.04%
0.04%
0.09%
0.18%
0.168%
0.05%
0.02%
0.05%
0.05%
0.01%
0.049%
0.05%
0.08%

Poat-cliek Conversiona

o o o

oo o o

&

DQDQQOC’OOO

132

Postvlew Converalons

e o o N

® o a

O o o = o

S o o o o

2 © o o o

17

Converslong

o o m

148

Conversion Rate
0.01%
0.00%
0.00%
0.00%
0.02%
0.04%
0.02%
0.01%
0.03%
0.01%
0.00%
0.60%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.06%
0.00%
0.00%
9.01%
0.03%
0.02%
G.00%
0.03%
0.00%
0.01%



Line Item

OH_NH_Th e-Manahan-Group_14098
OH_NH_The-Manahan-GmupJ 4088
DH_NH_The-Manahan-GmupJ 4088
DH_NH_The-Manehan-Grou p_14098
OH_NH_ma-Manahan-Gmup_HDsB
OH_NH_Tha-Manahan-Gmup_MnQa
OH_NH_ThaqManahan-GmupJ 4088
OH_NH_The-Mannhan-Gmup_i 4008
OH_NH_Th e-Manahan-Group_14098
OH_NH_Tha-Marlahan-GrnupJ 4088

OH_NH_Tha-Manahan—Gmup_HETAFIG_i 4088
OH_NH_The-Manghan-Grou p_RAETARG_1409a

OH_NH_ThaMannhan-Gmup_T 4098
OH_NH_The-Manahan-GruupJ 4098
OH_NH_Tha-Mnnahan-GmupJ 4098
OH_NH_Tha-Mmahun—Gmup_'! 4098
OH_NH_The-Manahan -Group_14088

OHHNH_The-Manahgn-Gmup_RETAHGJ 4088

OH_NH_The-Mnnahan-Gmup_i 4098
OH_NH_The-Manahan-Grou p_14098
OH_NHﬁme-Manahan-GruupJ 4088
OH_NH_The-Mannhan-GmupJ 4098
OH_NH_'I'he-Manahan-Grnup_i 4098
OH_NH_The-Manghan-Gmup_i 4098

QH_NH_Th a-Manahan-Group_HETAHGJ 4098

OH‘NH_‘ma-Manahan-GmupJ 4088
OH_NH_The-Manahan-Gmup_I 4068
OH_NH_The-Manahan-Groy p_14098
OH_NH_The-Manahan-Gmup_i 4008
OH_NH_The-Manahan -Giroup_14098
OH_NH_Tha-Manahan-GmupJ 4088
0H_NH_Tha~Mnnahan-Gmup_1 4098
CH_NH_The-Mangshan-Grou p_14098
OH_NH_Ths-Manahan-Gmup_T 4098
OH_NH_The-Manahan-Grou p_14088
OH_NH_The-Manahan-Gmup_i 4098
OH_NH‘The-Manahan-Gmup_'l 4088

Creative

14098_160x600_021818
14098_160x600_021816
14088_180x800_02181¢
14098_160x600_02181
14008_180x600_021818
14098_160xE00_021818
14098_180x600_022315
14098_160x600_02231¢
14098_160x500_022316
14088_160x600_022315
14088_1B0X800_022315
14098_180x600._ 022318
14008_160x600_022316
14098_160xE00_D30716
14083_180x600_030718
14088_160x600_030718
14096_180x600_030716
14088 _180x800_030718
14098_160x600_030718
14088_180x800_030718
14088_180x600_030716
14088_160x800_030716
14098_160x800_030718
14088_160x600_030718
14098_180x800 030718

Gampaign
UH_,FEBIMAH_CAT—DISPJ 4098
OH__FEBIMAR_BTJ 4008
OH_FEBIMAH_MALE_1 4098
OH_FEB/MAR_CAT-MOBI_14038
0H_EBM&FEMALE_1 4008
DH_MARIAPFI_FEMALEJ 4008
OH_MAFIIAPR_GAT-MOB!J 4088
OH_MAR/APR BT 14098
0H_MAFIIAPR_MALE_1 4098
DH_MAHMPR_GAT-DISP_1 4088
DH_FEBIMAH_HETARGJ 4098
OH_MAHIAPH_HEI'AHGJ 4098
OH_FEB/MAR_CAT-DIS P_14298
OH_FEB/MAR_BT_14098
OH_FEBIMAFI_MALEJ 4008
OH_FEB/MAR_CAT-MOBI_14098
OH_FEBIMAH_FEMALEJ 4068
OH_F EB/MAR_RETARG_14008
OH_FEB/MAR_CAT-DIS P_i4088
CH_FEB/MAR_BT_ 14088
CH_FEB/MAR_MALE_14008
OH_FEBMAFLGAT-MOBIJ 4068
GH_FEB/MAR_FEMAL E_14098
OH_FEBIMAR_FEMALEJ 4083
OH_FE B/MAR_RETARG_14098
0H_FEBIMAFI_CAT~DISP_T 4098
OH_FEB/MAR_BT 14008
OH_FEB/MA R_MALE_ 14008
OH_FEBIMAFLGAT—MOBI_1 4098
OH_FEB/MAR_FEMALE 14098
OH_MAFR/APR_FEMALE_14098
OH_MAR/APR_CAT-MOB I_14088
OH_MAR/APA_BT 14098
OH_MAR/APR_MALE 14088
OH_MAFVAPR_CAT-DISP_i 4088
OH_APHI'MAY_GAT-DISPJ 4098
OH_APR/MAY_MA LE_14088

Impressions  Gheky

20,952
28,989
30,050
34,212
30,088
24,258
27,387
24,198
24,391
24,142
20,078
16,129
68

252
281
155
301
184
1,177
1,575
2,249
741
2,005

1.270
1,921
1,810
1,411

858
1,590
3,534
1,488
2,974
3,620
2,328
2,727
3,584

S r— e S e,

11
12
18
a7
0
13
23

21

- 2 N ODEOOQ ot o

-

R - )

CTR
0.04%
0.04%
0.06%
0.08%
0.07%
0.06%
0.08%
0.04%
0.09%
0.05%
0.04%
0.03%
0.00%
0.40%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.04%
0.13%
0.10%
0.00%
0.08%
0.08%
0.00%
2.07%
0.12%
0.00%
0.11%
0.00%
0.00%
0.11%
0.21%
0.07%
0.11%

Postclick Gonversions
B
1]
o
o
o
1]
1]
]
4]
1]
4]
]
0
0
[¢]
o
]

4]

o =2 (=] =] =

DQOQQUQUO

L=

o o o o

Poatview Converalons

L= )

QGQDOOOQQE’QD

o

0.00%
0.00%
0.00%
0.00%
0.01%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%6
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%

e ———



OH_NH_The-Mangrhan-Grou p_14098
OH_NH_The-Man shan-Group_14098
OH_NH_Tha-Manahan-GmupJ 4088
OH_NH_The-Manahan-Groy p_140%8
OH_NH_The-Manahan-Groy p_14098
OH_NH_Tha-Manahun-Gmup_T 4088
OH_NH_The-Manahan -Group_14088
OH_NH_The-ManahameupJ 4088
OH_NH_Tha-Manah an-Group_14098
DH_NHHThe-Nhnahan-GmupJ 4098
OH_N'H_ThaManlhan-Gmup_T 4098
OH_NH_The-Manahan-Grou p_14098
OH_NH_me-Mnnahnn-GmupJ 4098
OH_NH_Ths-Manahan—Gruun_‘! 4098
OH_NH_The-Manahan -Group_14098
OH‘NH_The-Manahgn{imup_I 4088
OHMNH_The-Manahan-GmupJ 4098
OH_NH_The-Manahan-Grou p_14098
OH_NH_The-Man ahan-Group_14008
OH_NH_The-Manahan -Group__14098
0H_NH_T'he-Manahan-Gmup_1 4098
OH_NH_Thn-Mnnahan-Gmup_i 4088
OH_NH_Tha-lhnahan-GmupJ 4088
OH;NH__The-Manahan-Grnup_T 4008
OH_NH_The-Manahan -Group_14088
OH_TNH_Tha-Manahan-Gmup_I 4088
OH_NH_The-Manahan-Grou p_14098
OH_NH_Tha-Man, ahan-Group_14098
OH_NH_meManahan-araup_T 4088
OH_NH_The-Manahan -Group_14008
OH_NH‘T'ha-Manahan-GmupJ 4088
OH_NH_The-Mnnaharl-GrnupJ 4068
OH _NH_The-Manahan-Grou p_14098
OH_NH_The-Man Rhan-Group_14098
OH_NH_The-Manahan -Group_RETARG_14098
GH_NH_The-Manahan-Grou p_RETARG_14008
OH_NH_Tha-Manahan-GmupkHET'AHG_I 4098
OH_NH_The-Manahan-Grou P_RETARG 14098
GH_NH_The-Manahan -Group_RETARG_14098

14098_180x600 030718
14008_180x600_030716
14008_180x800_030716
14098_180x800_030718
14088_180x600_030718
14088_180x800_030718
14098_160x600_D30718
14098 _160x600_030718
14098_180x800_030718
14088_180x800_030716
14098_180x800_ 03071
14088_180x600_030718
14398 _180x600_030718
14088_180x800_030716
14008_180x800_030718
14098_1B0xE00_030715
14098_180x600_030715
14098_160x800_03071&
14098_180x600_03071
14098_160x800_030716
14098_180x500_030716
14088_160x600_030718
14088_160x600_030716
14098_160x600_030716
14088_160x800_030718
14088_180xB0OD_030716
14086_180x800_030718
14088 _180x600_030718
14093_1 BDJ(BOO_OSD?'! &
14098_160x600_030715
14088_160x500_030716
14088_180x600_n30718
14096_160x600_03071g
14098_160x600_p30716
14008_160x600_030716
14098_180x600_030715
14098_180x60D_030718
14088_160x600_030716
14098_160x600_D30716

Gampaigi
CH_APA/MAY. BT 14088
OH_APR/IMAY_CAT-MOBI_14098
OH_APRAMAY_FEMALE_14088
OH_MAYZIUN_CAT-DISP_14088
OH_MAY/JUN_ FEMALE_14088
OH_MAY/JUN_BT_14088
OH_MAY/JUN_CAT-MOB]_14088
OH_MAYLIUN_MALE_ 14008
OH_JUNAUL_GrandP-MOBI_14098
OH_JUNAUL_GRANDP-DISP_1409a
OH_JUNJUL_CAT-MOBL 14088
OH_JUNJUL_FEMALE_t4098
OH_JUNLIUL_CAT-DISP_14088
OH_JUNWUL_BT 14008
OH_JUNUJUL_MALE_14p98
OH_JUL/AUG_FEMALE 14008
OH_JUL/AUG_GAT-DISP_ 14088
OH_JUL/AUG BT 14088
OH_JUL/AUG_MALE_14088
OH_JUL/AUG _CAT-MOBI_14088
OH_JUL/AUG_GrandP-DISP_140g8
OH_JUL/AUG_GrandP-MOBI_14093
OH_AUG/SEP_GrandP-MOBI_14098
OH_AUGISEP_GrandP-DISP_14086
OH_AUG/SEP_FEMALE_ 14088
OH_AUG/SEP_BT 14098
OH_AUG/SEP_MALE_14088
OH_AUG/SEP_CAT-DISP_14098
CH_AUG/SEP_CAT-MOBI_14088
OH_SEP/OCT. CAT-DISP_ 14008
OH_SEP/OCT_CAT-MOBI_14088
OH_SEF/OCT BT 14089
OH_SEP/OCT_FEMALE_14098
OH_SEP/OCT_MALE_14088
OH_FEB/MAA_RETARG_ 14088
OH_MAR/APR_RETARG_ 14098
OH_APR/MAY._RETARG_14088
OH_MAY/IUN_RETARG_ 14088
OH_JUNNUL_RETARG_14048

Impresalons
2,788
1.342
8,702
1,187
4,280
3,157
1,221
4,180
4,480

10,968
786
5,897
1,104
3,588
5,963
4,773
2,486
3,27
4,587
g3z
9,896
4,453
3,479
2,817
5,085
2,818
4,858
3,628
712
1,599
a5
1,804
2,21
2,138
1.271
2,385
2,054
2,940
3,020

Clleks

20

82

68
48

43

® m

a5

38
32

2 o W o

N o

CTR
0.04%
0.00%
0.24%
0.17%
0.68%
0.08%
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RTB Network2 - Campaigns

0.40% 40 10.0K
2
2 2

E 020% E 20 9@ s5pK
o 3] @
e
(=%
E

0% 1] o

Feb 23, 2016
Campaign

OHﬁNH_Ths-Mannhan-GmupJ 4122

] RTB Networke - Adgroups
Campalgn

OH_NH_The-Ihnahan-GmupJ 4122
OH_NH_The-Manahan-Gmup_'!ﬁ 22

Totals

14D88_728x90_020715
14098_v28x00_D3p71g
14098_728x00_030718
14008_728x80_030716
14098_728x80_D30718
14088_728x90_030718
14098_728x680._030715
1408B_728x80_020716
14088_728x90_030716
14098_728x90_030716
14088_728x80_030716
14188_728x00_030718
14088_728x90_030716
14098_728x80 030716

Feb 28, 2016

Impragsiona Bld On
2,208,289

Adgroup
OH_DISPLAY_ 14122
OH_TABLE'.-’_i 4122

Mar 4, 2016

Campaign
OH_AUG/SEP_CAT-MOBI_14098
OHL_SEPIOCT_CAT-DISP_i 4088
OH_SEP/OCT_CAT-MOB |_14098
OH_SERAOCT_BT._14098
OH_SEP/CCT _FEMALE_i4008
OH_SEP:’OGT_MALEJ 4098
DH_FEBIMAFLRETAFIGJ 4098
OH_MAR/APR_RETA RG_14088
OH_APR/MAY_RET, 'ARG_14098
CH_MAY/JUN_RETARG_14098
OH_JUNAJUL_RETA RG_14008
OH_JUL/AUG_RETARG_14D88
OH_AUGIBEP_HETAFIG_1 4098
OH_SEP/OCT. . RETARG_14098

Imprasatans  Ciicks
2,887 4
7,878 4
1,918 2
5,748
7,150 1
8,930 a
a,821 2
7.253 2
7,223 a
6,906 a
6,991 4
6,088 5
8,262 4
4,844 1

1.864,133 1,570

Mar g, 2016 Mar 14, 2018 Mar 19, 2018
8- Impresalons Won -4~ Clicks CTR
Improssiona Won Win/Bid Ratio Clicks
400,172 18.11% 413
Impreasions Bld On Imprasslens Won Win/Bld Ratio
1,622 298 200,006 18.50%
585,271 100,076 17.05%
2,200,289 400,172 18.11%

CTA
0.13%
0.05%
0.10%
0.03%
0.01%
0.03%
0.05%
0.03%
0.04%
0.04%
0.06%
0.07%
0.08%

0.02%
0.08%

y’\gwwk,}-‘\e—m};\e))\wa_,/\\/\

Post-click Converalons

M o

O

9 2 5 o o o

132

Apr 3, 2016

Postview Canversiona

QGDOQOUQGUO—‘

21

Total Pastclick converstons

Mar 24, 2018 Mar 29, 2016
CmR
0.10%
Clicks TR
a01 0.10%
112 0.711%
M3 0.10%

a

Tatal Post-click converalons

Apr B, 2018

Caonverslons Conversion Rate
4 0.13%

1 0.01%

a 0.00%

1 0.02%

i) 0.00%

2 0.03%

"] 0.00%

o 0.00%

0 0.00%

1] 0.00%

0 0.00%

1] 0.00%

1] 0.00%

& 0.00%
153 0.01%

v—-,ﬂ—v"’\\ /-""'\\____._-4——-*_“\ _

e
Apr 13, 2016

Tolal Peatimpraagion eonvarsiong

)]

Total Poatdmpreaston conversions



Campalgn

OH_NH_The-
Manghan-
Group_14122

OH_NH_The-
Manahan-
Group_14122

OH_NH_The-
Manahan-
Group_14122

OH_NH_The-
Manahan-
Group_14122

OH_NH_The-
Mangahan-
Gmoup_14122

OH_NH_The-
Manahan-
Group_14122

Tofnls

Adgroup

OH_DISPLAY_14122

OH_TABLET 14122

OH_DISPLAY_t4122

OH_TABLET_14122

OH_DISPLAY_i141322

OH_TABLET_14122

OH_DISPLAY 14122

Creative

14122_160x800_p22218

14122_1680x800_022215

14122_300x250_02221¢

14122_300x250 022218

14122_728x90_022218

14122_728x90_022216

Impressiaons

33,319

11,471

168,822

56,458

88,855

32,140

400,172

32

175

77

28

413

Post-click

CTR conversions

0.10%

0.08%

0.10%

0.14%

0.10%

0.08%

0.10%

#

Impreaglon
converslons
1

Poatclick Poat- atellck
Impresalon

cohvorsliomng converalons
converslons

¥2 #3
¥2

o 0 [

0 4] 4]

] ] a

a o a

o o 1]

0 0 ]

] 0 o

———— e

Past- Post-
Impresslon o . Impra

along " eonvarslons
#3 "

[} o [

0 0 0

o 1] a

3] [#] 0

0 0 o

o o 0

o 1] 0

Postallck | POBt et

I N ellck

g5 Comveralons conversiona
¥5

0 o o

a 0 0

[} 1] [+]

1] 0 0

o L] L

4] 0 0

o 0 0

Tatal Post-
Impression
converslons




Supporting Media Documentation —

THE MANAHAN GROUP

“Just Drive* Campaign



Media Summary
Texting Brand Launch - Radio
7/1/13-8/4/2013

P12+ P12-49

Client Reach Freq Reach Freq
Beckiey S 745216 649 6 726 59
Bluefieid S 2,393.69 63.7 6.9 762 76
Charleston $ 16,455.92 7.7 69 812 s.7
Huntington $ 8,416.28 635 55 687 55
Morgantownfclarksburg S 12,048.75 63.1 538 71.1 5.7
Hagerstown $  4,400.03
Parkersburg $ 466331 776 6.7 863 7.6
Wheeling S 4,454.47 60.6 54 77.2 56

$ 60,284.59 66.44 6.17 76.19 6,37




Alel Ao Spers

Market: BECKLEY-BLUEFIELD

Client: WV Department of Transportation
Brand: none

Product: none

Campaign: Just Drive Radio 2013

Flight Dates: Jul 01, 2012 - Aug 04, 2013

[E)Spot Calendar By Station

Buyer: Bethany Waest The Manahan Group
Rate Tier: Client Discount 222 Capitol Street
Station{s): WULS-FM, WCIR-FM, WTNJ-FM Suite 400
Charleston, WV 25301

304-343-2800

Survey: Fall 12 Date: 6/25/2013 2:40;28 PM
Weekly Distribution
P12+ P12+
dul dul o Jdul Jul gl MSA (R) MSA (R)
Station Dayts) Time Len Format 01 08 15 22 29 Spots GRP RTG CPP (00) Rate Cost

WILS-FM

AM MTWTF-- 06:00 am - 10:00 am 30 Country 0 5 5 5 § 20 500 25 1300 17.0 3249 649.80

AM -TWTF-- 06:00 am - 10:00 am 30 Country 8 0 0 o0 o 8 200 25 13.00 170 3249  250.92

MD MTWTF-. 10:00 am - 03:00 pm 30 Country 0 5§ 5 5 5 20 560 28 1084 190 2978 59560

MD -TWTF- 10:00 am - 03:00 pm 30 Country 8 o 0 0 0 8 224 28 1064 190 2078 238.24

PM MTWTF-— 03:00pm - 0T:00 pm 30 Country 8 5 5 5 5 28 #i6 22 1477 15.0 3249 909.72

88 —58 08:00 am - 07:00 pm 30 Country 4 4 4 4 4 20 28.0 14 1361 9.0 18.05 381.00
WJILS-FM Spot Total 28 19 19 19 19 104 2380 2380 1275 15080 178.08 303428
WCIR-FM

DA MTWTF— 06:00am-07:00 pm 30 Adult Contemporary 0 10 10 10 10 40 T2.0 18 2231 120 4016 1,608.40

DA ~-TWTF-- 06:00 am - 07:00pm 30 Aduht Contemporary 15 o 0 0 0 % 270 18 2231 120  40.16 602.40
WCIR-FM Spot Total 15 10 10 10 10 55 @90 990 2231 660.0  80.32 2,208.80
WTNJ-FM

DA MTWTF-- 06:00 am - 07:00 pm 30 Country 0 10 10 10 10 40 400 1.0 40.16 70 4018 1,606.40

DA ~-TWTF-- 06:00 am - 07:00 pm 30 Country 15 0 0 0 0 15 15.0 1.0 4016 7.0 4016 602.40
WTNJ-FM Spot Total 15 0 10 10 19 5  55.0 56.0 40186 3850 8032 2,208.80
Weekly Schedule 58 39 39 39 30 214 392 19.01 2653 33672 7451.88
Cost 7,451.88
© 2004-2011 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus lago are marks of Arbitron Ine. Page 1
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Market: BLUEFIELD, wv

Ot Lalendar By Station

Client: WV Department of Transportation

Brand: none
Product: none

Campaign: Just Drive Radio 2013

Flight Dates: Jul 01, 201

Survey: Fall 12

Station

WHAJFM

AM

AM

MD

MD

PM

DA
WHAJ-FM Spot

WHKX-FM
AM
AM
MD
MD
PM
DA

TWTF—
MTWTF--
—85
Total

MTWTF--
TWTF-
MTWTF—
-TWTF-—
MTWTF--
—88

WHKX-FM Spot Total

WKOY-FM
AM
AM
MD
MD
PM

MTWTF-
TWTF—
MTWTF—~
TWTE-

WKOY-FM Spot Total

Weekly Schedule
Cost

©2004-2011 Arbitron Ine, MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Inc.

3-Aug 04, 2013

Time

08:00 am - 10:00 am
06:00 am - 10:00 am
10:00 am - 03:00 pm
10:00 am - (3:00 pm
03:00 pm - 07:00 pm
06:00 am - 07:00 pm

06:00 am - 10:00 am
08:00 am - 10:00 am
10:00 am - 03:00 pm
10:00 am - 03:00 pm
03:00 pm - 07:00 pm
06:00 am - 07:00 pm

06:00 am - 10:00 am
06:00 am - 10:00 am
10:00 am - 03:00 pm
10:00 am - 03:00 pm
03:00 pm - 0700 pm

)

888488y

Buyer: Bethany West
Rata Tier: Client Discount

Station(s): WHA-Fi, WHKX-FM, WKOY-FM

Weekly Distribution

Jul
Format 01

[
1

Jul
15

&8

Adult Contemporary
Adult Contemporary
Adult Contemperary
Aduit Contemporary
Adult Contemporary
Adult Contsmporary

= Woomwoumo
WO mom
Dwrowmo m

-t
b

Country
Country
Country
Country
Country
Country

Rwomo oo
WO o en
DDA WLO W

-l
—
-

Classic Rock
Classic Rock
Classic Rock
Classic Rock
Classic Rock

Mmoo o
L = I )
MO LS,

g
n
jur'y
w
= 3

Jul

Dwomoom

b

Do maom

-

thorowmonm

BE

O WM OO

-

Dwomowmorwm

—ly

MO o wm

51

20
20

25
75

258

46.0
11.5
60.0
125
56.0

198.5

30.0
15
38.0
9.5
375
15.0
1375

34.0
85
280
7.0
280
1025

4385

P12+
MSA(R)
RTG

23
23
25
25
20
1.5
198.5

15
1.5
19
1.9
15
10
137.5

17
1.7
14
1.4
1.0
1025

cPp

5.36
5.36
6.57
5.57
5.36
535
5.42

5.35
5.35
5.64
5.64
5.00
4.82
530

5.98
5.98
5.74
5.74
5.36
5.75

546

P12+
MSA (R)
(00)

210
21.0
23.0
230
19.0
14.0
1.842.0

14.0
14.0
18.0
18.0
140
8.0
1,285.0

16.0
16.0
13.0
13.0
9.0
950.0

4077

Rate

12.32
12,32
13.82
13.92
10.71

8.03
71.22

8.03
8.03
10.71
10.71
7.50
482
43.80

10.17
10.17
8.03
8.03
5.36
41.76

162.78

Cost

246.40
61.60
278.40
69.60
209.88
120.45
1,076.33

160.60
40.15
21420
53.55
187.50
72.30
728.30

203.40
50.85
160.60
40.15
134.00
588.00

2363.63
2,393.63

The Manahan Group
222 Capitol Street

Charleston, Wv 25301
304-343-2800

Date: 6/25/2013 2:39:22 PM
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Market; CHARLESTON—HUNTINGTON
Client: WV Department of Transportation

Brand: none
Product: none

Campaign: Just Drive Radio 2013
Flight Dates: Jul 01, 2013 - Aug 04, 2013

Survey: Fall 12
Station Day{s)

WVAF-FM

DA MTWTF—

DA ~“TWTF--
WVAF-FM Spot Total
WQBE-FM

DA MTWTF--

DA ~TWTF-
WQBE-FM Spot Total
WVSR-FM

DA MTWTF-~

DA -TWTF—
WVSR-FM Spot Total
WKLC-FM

DA MTWTF-

DA ~TWTF--
WKLC-FM Spot Total
Weekly Schedule
Cost

Time

06:00 am - 07:00 pm
06:00 am - 07:00 pm

08:00 am - 07:00 pm
08:00 am - 07:00 pm

086:00 am - 07:00 pm
06:00 am - 07:00 pm

06:00 am - 07:00 pm
06:00 am - 07:00 pm

Len

88

30

30
30

a8s

y Station

Buyer: Bethany West
Rate Tier: Client Discount
Station(s): WVAF-FM, WQBE-FM, WVER-FM, WKLC-FM

Weekly Distribution

Jul o Jul g gt Jui
Format 01 08 15 22 99 Spols  GRP
Adult Contemporary 0 12 12 12 12 48 B1.6
Adult Contemporary 12 0 0 0 0 12 204
122 12 12 12 12 80 1020
Country 0 14 12 12 12 &0 150.0
Country 16 0 0 ] 0 16 48.0
16 14 12 12 42 66 188.0
Contemp. Hit radio 0 14 12 12 12 50 80.0
Contemp. Hit radio 16 0 D 0 0 16 258
16 14 12 12 42 66 1056
Alburn Oriented 0 14 12 12 42 50 85.0
Album Qriented 16 ] [+] 0 0 16 208
1B 14 12 12 12 66 858
80 54 48 ag 48 258 4914

P12+

MSA (R)

RTG

1.7
17
162.0

a.0
3.0
198.0

1.6
1.6
1056

1.3
1.3
85.8

32.55
32.55
32,55

25.29
25.29
25.29

33.47
33.47
3347

53.55
53.55
53.55

3348

P 12+
MSA (R)
(00)

3r7.0
37.0
2,220.0

64.0
64.0
42240

33.0
33.0
2,178.0

27.0
27.0
1,782.0

10404

Rate

55.34
55.34
110.68

75.86
75.86
151.72

53.55
53.55
107.10

68.62
68.62
138.24

508.74

Date:

Cost

2,656.32
664.08
3,320.40

3,793.00
1,213.76
5,006.76

2,877.50
856.80
3.634.30

3.481.00
1,113.92
4,594.92

18456.38
16,456.38

The Manahan Group
222 Capitol Street
Suite 400

Charleston, Wv 25301
304-343-2800

: 6/25/2013 2:48:47 PM

Page 1
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Market: HAGERSTOWN

Client: WV Department of Transporiation
Brand: none

Product: none

Campaign; Just Drive Radio 2013

Flight Dates: Jul 01, 2013 - Aug 04, 2013
Survey: Fall 12

By Station

Station Day(s) Time Len
WRNR-AF
AM MTWTF-— 06:00 am - 07:00 pm 30
AM “TWTF-~ 06:00 am - 07:00 pm 30
AM MTWTF— 06:00 am - 07:00 pm 30
AM -TWTF-- 06:00 am - 07:00 pm 30
WRNR-AF Spot Total
WLTF-FM
MD MTWTF— 10:00 am - 03:00 pm 30
MD -TWTFE-- 10:00 am - 03:00 pm 30
PM MTWTF-- 03:00 pm - 07:00 pm 30
WLTF-FM Spot Total
Weekly Scheduls
Cost

© 2004-2011 Arbitron Ine. MRP™, SmartPius® and the SmartPlus logo are marks of Arbitron Inc.

The Manahan Group

Buyer: Bethany West
222 Capito! Street

Rate Tier: Client Discount

Station(s): WRNR-AF, WLTF-FM Suite 400
Charleston, Wv 25301
304-343-2800
Dale: 6/25/2013 2:41:45 PM
Weaekly Distribution
P2+ P12+
dul Ju gl Jul Jul MSA(R) MSA (R)

Format 01 p8 15 22 29 Spots RTG CPP (00) Rate Cost

0 10 10 10 10 40 8.0 02 10265 5.1 20.53 821.20

10 0 0 0 0 10 2.0 02 10285 5.1 20.53 205.30

0 10 10 10 10 40 8.0 0.2 .00 5.1 0.00 .00

10 0 0 0 0 10 290 0.2 0.00 5.1 0.00 00

20 20 20 20 20 100 200 20.0 51.33 510.0 41.06 1,026.50

0 12 12 12 12 48 52.8 1.1 25.55 28.0 2811 134928

12 Q0 4] 0 +] 12 13.2 1.1 25.55 28.0 2811 337.32

12 12 12 12 12 48.0 0.8 35.14 21.0 2811 1,686.60

24 24 24 24 24 120 1140 114.0 2059 28400 8433 3373.20

44 44 44 44 44 220 134 3283 3450 125.39 43907

4,399.70

Page 1
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Market: HUNTINGTON
Clie
Brand: none

Product: none

nt: WV Department of Transportation

Campaign: Just Drive Radio 2013
Flight Dates: Jul 01, 2013 - Aug 04, 2013

Survey: Fall 12
Station Day(s)

WKEE-FM

DA MTWTF-

DA ~TWTF—
WKEE-FM Spot Tofal
WTCR-FM

DA MTWTF-.

DA - -

DA —53
WTCR-FM Spot Total
WBVB-FM

DA MTWTE-
DA ~TWTF—
WBVB-FM Spof Total
WDGG-FM

AM MTWTF--
AM -TWTF--

MD MTWTF-
MD -TWTF—-
WDGG-FM Spot Total
Weekly Schedule

Cost

Time

06:00 am - 07:00 pm
06:00 am - G7:00 pm

06:00 am - 07:00 pm
08:00 am - 07:00 pm
06:00 am - 07-00 pm

08:00 am - O7:00 pm
06:00 am - 07:00 pm

08:00 am - 09:00 am
06:00 am - 09:00 am
10:00 am - 03:00 pm
10:00 am - 03:00 pm

Len

30

30
30
30

30
30
30

dar By Station

Buyer: Bethany West
Rate Tier: Client Discount
Station(s): WKEE-FM, WTCR-FM, WBVB-FM, WDGG-FM

Woeekly Distribution

dul ddogul Ju g
Format 01 08 15 22 29 Spots GRP
Adult Contempcrary 0 10 10 10 10 40 52.0
Adult Contemporary 12 ¢ 0 0 o 12 156
12 10 10 1p 10 52 37.6
Country 0 10 18 10 10 40 840
Country 12 0 0 0 0 12 252
Country 4 4 4 4 4 20 280
18 14 14 14 14 72 1372
0 10 10 10 10 19 52.0
2 0 o ¢ o9 12 156
2 10 10 10 10 52 676
0 5 5 5 5 20 240
§ 0 0 5 ¢ 11 132
0 5§ 5 5 5 20 280
6 0 (1} 0 0 6 8.4
12 10 10 15 1 57 738
52 4 44 49 4 233 346

© 2004-2011 Arbitron Inc, MRP™, SmartPlus® and the SmartPlus lago are marks of Arbitron Inc,

. e T e ——

P12+
MSA(R)
RTG

1.3
13
67.6

2.1
21

137.2

1.3
13
67.6

1.2
1.2
14
14
736

cpp

30.89
30.89
30.89

19.12
18.12
25.50
20.43

17.18
17.16
17.16

34.58
34.58
2964
29.64
32.14

24.32

The Manahan Group
222 Capitol Street
Suite 400

Charieston, Wv 25301
304-343-2800

Date: 6/25/2013 1:25:36 PM

P12+

MSA (R)
00}  Rate Cost
340 4016  1,606.40
340 4016 48192
17680 8032 208832
570  40.16 1,606.40
570 4016 4192
360 3570 71400
36840 11602 280232
360 2231  s8ga4g
360 2231  287.72
18720 4462 116012
330 4150 83000
330 4150 45650
370 4150 83000
370 4150 249,00
19850 166.00 2,3§5.50
9309 40696 841626
B416.26

Page 1
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Market: MORGANTOWN-CLARKS-FAIRMT
Client: WV Department of Transportation

Brand: none
Product: none

Campaign: Just Drive Radio 2013
Flight Dates: Jzul 01, 2013 - Aug 04, 2013

Survey; Fall 1

Station Day(s)

WKKW.FM

MD MTWTF—
MD TWTF~
AM MTWTF-
AM -TWTF—
PM MTWTF--
WKKW-FM Spot Total
WVAG-FM

PM MTWTF-
AM MTWTF--
AM ~TWTF--
WVAQ-FM Spot Total
WWLW-FM

AM MTWTF—
AM ~-TWTF--
MD MTWTF-
MD -TWTF--
PM MTWTF—
WWLW-FM Spot Totat
Weekly Schedule

Cost

© 2004-2011 Arbitron Inc, MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Inc.

Time

10:00 am - 03:00 pm
10:00 am - 03:00 pm
06:00 am - 10:00 am
06:00 am - 10:00 am
03:00 pm - 07:00 pm

03:00 pm - 07:00 pm
06:00 am - 10:00 am
06:00 am - 10:00 am

06:00 am - 1G:00 am
06:00 am - 10:00 am
10:00 am - 03:00 pm
10:00 am - 03:00 pm
03:00 pm - 07:00 pm

888488

8

30

30

30

30

Buyer: Bethany West
Rate Tier: Ciient Discount

Station(s): WKKW-FM, WVAGQ-FM, WWLW-FM

Wasekly Distribution

Jul  Jul gul

Format 01 08 15
Country 0 § 5
Country 5 0 90
Country 0 5 5
Country § 0 o
Country § 5 5
1% 15 1§

Contemp. Hit radio § 5 5
Contemp. Hit radio 0 5 s
Contemp. Hit radgio 5 0 o
10 10 10

Adult Contemporary o0 5 5
AdultContemporary 5 ¢ 0
AdultContemporary ¢ 5 5
Adult Contemporary 5 ¢ 0
Adult Contemporary 5 5 5
W 15 15

40 40 40

Jul
22

Moo owm

—h

-
DO wom

MMt Owm

8

e e

Jul

T Owom

-

(=0~ W]

—

QOoOoCUmanm

Spots
20
20
25
75
25
20

50

20
20

20
70

185

2.5
42.0
10.5
105.0

20.0
20.0

5.0
18.0
6€.0
368

P12+
MSA (R}
RTG

3.0
3.0
24
24
24
195.0

2.1
21
21
105.0

1.0
1.0
1.0
1.0
0.9
68.0

crp

23.80
23.80
29.75
29.75
29.75
2746

34.00
34.00
34.00
44,63
44.63
44.63
49.59
45.94

32.74

P12+
MSA (R}
{00)

72.0
72.0
58.0
59.0
58.0
4,725,0

50.0
52.0
52.0
2,550.0

23.0
230
240
24.0
21.0
1,585.0

8870

Rate

71.40
71.40
71.40
71.40
71.40
357.00

71.40
71.40
71.40
214.20

44.63
44.63
44.63
44.63
44.63
223.15

794.35

The Manahan Group
222 Capitol Street
Suite 400

Charleston, WV 25301
304-343-2800

Date: 6/25/2013 2:36:57 PM

Cost

1,428.00
357.00
1,428.00
357.00
1,785.00
5.355.00

1,785.00
1,428.00

357.00
3,570.00

892,60
22315
892.60
223.15
£92.60
3,124.10

12049.1
12,049.10

Page 1
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Market: PARKERSBURG

Client: WV Department of Transportation

Brand: none
Preduct: none

Campaign: Just Drive Radio 2013
Flight Dates: Jzul 01, 2013 - Aug 04, 2013

Survey: Fall 1

Station Day(s) Time
WGGE-FM
PM MTWTF— 03:00 pm - 07:00 pm
MD MTWTF— 10:00 am - 03:00 pm
MD “-TWTF-- 16:00 am - 03:00 pm
AM MTWTF-—- 06:00 am - 10:00 am
AM ~TWTF- 06:00 am - 0:00 am
Ss —88 06:00 am - 07:00 pm
WGGE-FM Spot Tolal
WHBR-FM
PM MTWTF- 03:00 pm - 07:00 pm
AM MTWTF-. 068:00 am - 10:00 am
AM ~TWTF-- 08:00 am - 10:00 am
MD MTWTF- 10:00 am - 03:00 pm
MD ~-TWTF- 10:00 am - 03:00 pm
WHBR-FM Spot Total
WRVB-FM
88 -~—858 06:00 am - 07:00 pm
PM MTWTF- 03:00 pm - 07:00 pm
WRVB-FM Spot Total
WNUS-FM
MD MTWTF-- 10:00 am - 03:00 pm
MD -TWTF-- 10:00 am - 03:00 pm
WNUS-FM Spot Total
WRZZ-FM
PM MTWTF-~ 03:00 pm - 07:00 pm
MD MTWTF-- 10:00 am - 03:00 pm
MD “TWTF- 10:00 am - 03:00 pm

WRZZ-FM Spot Total

©2004-2011 Arbitron Inc,

MRP ™, SmartPlus® and the SmartPlus logo are marks of Arbitron Inc.

Len

30
30

30
30

30
30
30
30
30

30

g8

888

By Station

Buyer: Bathany West
Rate Tier: Client Discount

Station(s): WGGE-FM, WHBR-

WDMX-FM, WXIL-FM

Weekly Distribution

Jul  Jdul Jul

Format M1 08 15
Country § 5 &5
Country 0 5 5
Country 5 0 o
Country 0 5 s
Country 5 0 o
Country 3 3 3
18 18 18

Album Qriented 5 5 5§
Album Oriented 0 5 5
Album Orientad § 0 o
Album Oriented 0 5 5
Album Oriented 5 0 o
15 18 15

Contemp. Hit radio 3 3 3
Contemp. Hit radio 5 5 5
8 3 =8

Country 0 5 5
Country 5 0 o
5 5 5

Classic Rock 5 5 5
Classic Rock ¢ 5 5
Classic Raock 5 0 o
10 10 10

22

WoOooWwmn;

-
th o, 0w SO otmog

M wnonen

Jul

R omomwm

ey
O 0Q;mw oMo m

(=~ W

Spots

25
20

15
15
85
25
20
15

70

15

Bl

25
20
10
55

45.0
38.0
9.5
24.0
8.0
15.0
139.5

£0.0
2.0

8.0
240

1120
15.0
35.0
50.0
38.0
47.5
30.0
240

12.0
66.0

FM, WRVB-FM, WNUS-FM, WRZZ-FM,

P12+
MSA (R)
RTG

1.8
19
19
18
16
10
139.5

1.6
16
1.6
1.6
16
1120
1.0

50.0
1.8

475

12
1.2

66.0

CPP

6.94
7.05
7.05
8.37
8.37
1071
[A4)

7.81
8.37
8.37
8.37
8.37
817

8.93
11.48
10.71

.39
9.39
8.3¢

9.67
10.42
10.42
10.08

P12+
MSA (R)
{00)

23.0
25.0
25.0
21.0
21.0
13.0
1,815.0

200
200
20.0
21.0
21.0
1,420.0

13.0
18.0
645.0

24.0
240
600.0

16.0
16.0
16.0
880.0

Rate

12,50
13.39
13.39
13.39
13.39
10.71
76.77

12.50
13.39
13.39
13.39
13.39
66.06

8.93
16.07
25.00

17.85
17.85
35.70

11.60
12.50
12.50
36.60

The Manahan Group
222 Capitol Strect
Suite 400

Charleston, WV 25301
304-343-2800

Date: 6/25/2013 1:28:02 PM

Cost

at2.50
267.80
66.95
200.85
66.95
180.65
1,075.70

312.50
267.80
66.95
200.85
66.95
915.05

133.95
401.75
538.70

357.00
88.25
446.25

280.00
250.00
125.00
865.00

Page 1



slalisd <t Laienigar By Station
ERPTS

Slelihosete oy 7 g A g
Market: PARKERSBURG Buyer: Bethany West The Manahan Group
Client: WV Department of Transportation Rate Tier: Client Discount 222 Capitol Street
Brand: none Station(s): WGGE-FM, WHBR-FM, WRVB-FM, WNUS-FM, WRZZ-FM, Suite 400
Product: none WDMX-FM, WXIL-FM Charleston, WV 25301
Campaign: Just Drive Radio 2013 304-343-2800
Flight Dates: Jul 01, 2013 - Aug 04, 2013
Survey: Fall 12 Date: 6/25/2013 1:28:03 PM

Weekly Distribution
P12+ P12+
Jul o Jul Jul Jul gy MSA (R) MSA (R)
Station Day(s) Time Len Format 01 08 15 22 29 Spots GRP RTG CPpp {00) Rate Cost

WOMX-FM

MD MTWTF.- 10:00 am - 03:00 pm 30  Golden Oldies 0 5 5 5 5 20 240 1.2 967 16.0 11.60 232.00

MD -TWTF- 10:00 am - 03:00 Pm 30 Golden Oldies 5 0 0 4] 0 5 8.0 1.2 9.87 16.0 11.60 58.00

88 -85 08:00 am - 07:00 pm Golden Oldigs 3 3 3 3 3 15 135 09 282 11.0 8.93 133.95

PM MTWTF-. 03:00 pm - 07:00 Pm 30 Goidan Oldies E+] 5 5 5 5 25 275 11 1055 14.0 11.60 290.00
WOMX-FM Spot Total 13 13 13 13 13 65 71.0 71.0 10.08 915.0 43.73 71395
WXIL-FM

AM MTWTF-- 06:00 am - 10:00 am 30  Adult Contemporary 0 5 5 5 5 20 24.0 12 1042 15.0 12.50 250.00

AM ~TWTF- 06:00 am - 10:00 am 30  Aduit Contemporary 5 0 0 0 0 5 6.0 12 1042 15.0 12,50 62.50
WXIL-FM Spot Totat 4] 5 5 5 5 25 0.0 300 1042 375.0 25.00 312.50
Weekly Schedule 74 14 74 g9 74 365 516 9.04 8850 308.88 4664.15
Cost 4,664,15

© 2004-2011 Arbitron Inc. MRP™  SmartPlus® and the SmartPlus logo are marks of Arbitron Inc, Page 2



I.I.r“-.-.; Vi Laiendar 8

Market: WHEELING-STEUBENVILLE
Client: WV Department of Transportation

Brand: none
Product: none

Campaign: Just Drive Ratlio 2013
Flight Dates: Jul 01, 2013 - Aug 04, 2013

Survay: Fall 12
Station Day(s)

WEGW-FM

PM MTWTF-
WEGW-FM Spot Total
WOVK-FM

AM MTWTF--
AM -TWTF-
MD MTWTF—-
MD “TWTF-
PM MTWTF—
53 -—%
WOVK-FM Spot Total
WVKF-FM

AM MTWTF—
AM ~TWTF--
MD MTWTF-
MD -TWTF--
PM -
WVKF-FM Spot Total
Weekly Schedule

Cost

Time

03:00 pm - 07:00 pm

06:00 am - 10:00 am
06:00 am - 10:00 am
10:00 am - 03:00 pm
10:00 am - 03:00 pm
03:00 pm - 0700 pm
03:00 pm - 07:00 pm

06:00 am - 10:00 am
06:00 am - 10:00 am
10:00 am - 03:00 pm
10:00 am - 03:00 pm
03:C0 pm - 07:00 pm

Len

30

30
30
30
30

30

30
30

y Station

Buyer: Bethany West The Manahan Group
Rate Tiar: Client Discount 222 Capitol Street
Station(s): WEGW-FM, WOVK-FM, WVKF-FM Suite 400
Charleston, WV 25301

304-343-2800

Date: 6/25/2013 2:46:38 PM

Weekly Listribution
P12+ P12+

Juboodd i Ja MSA (R) MSA (R)
Format 01T 08 15 322 29 Spols GRP RTG CPP {00) Rate Cost
Album Orienteq 6 4 4 4 4 2 374 1.7 1575 220 28.78 589.16
-] 4 4 4 4 22 ara 374 1575 4840 2678 589,18
Country 0 4 4 4 4 16 320 20 1562 260 31.24 499.84
Country 6 0 0 0 0 ] 120 20 1562 260 31.24 187.44
Country 0 5 5 5 & 20 540 27 10.58 350 2856 571.20
Country 5 0 0 0 0 5 13.5 27 1058 35.0 28.56 142.80
Country 5 5 5 5 5 25 {i0.0 20 1428 25.0 28.56 714.00
Country 2 2 2 2 2 10 18.0 18 1388 230 24.99 249.90
18 16 16 16 18 82 1795 1795 13182 23020 17315 2.365.18
Contemp., Hit radip 0 5 4 4 4 17 357 21 1062 27.0 2231 3ra.27
Contemp, Hit radio 5 0 0 0 0 5 10.5 21 1082 27.0 2.1 111.65
Contemp, Hit radio 0 5 4 4 4 17 2249 13 1579 17.0 20.53 349.01
Contemp. Hit radio 5 0 0 0 0 5 8.5 1.3 1579 17.0 20.53 102.65
Contemp. Hit radio 5 5 5 5 5 25 35.0 14 1594 18.0 22.31 857.75
15 15 13 13 13 69 109.8 1098 1366 14180 107.99  1,500.23
32 3 33 33 33 173 326.7 13.64 4204 307.92 445457

4,454.57

© 2004-2011 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Inc, Page 1



Vigvie | nealer Adveriising
October 11, 2013
-January 2, 2014

Theatre Location #Screens On-screen LEN Client Cest

Martinsburg 10 Martinsburg 10 3120 120 S 3,402.00

Morgantown Stadiumn 12 Morgantown 12 3024 144 $ 3,326.40

Huntington Mall Barboursville 12 2664 144 § 2,948.40

Nitro Stadium 12 Nitro 12 2664 144 § 2,948.40

Pullman Square 16 Huntingotn 16 4032 192 $§ 4,435.20

Southridge 12 Charieston 12 3024 144 S 3,326.40

Summersville 4 Summersville 4 288 48 S 982.80

Galleria 14 Beckley 14 41368 168 $ 4,762.80

Lewisburg 2 Lewisbubrg 2 384 24 S 42840

Welch 3 Welch 3 576 36 8 642.60

Highland 14 Triadelphia 14 5528 168 S 3,880.80

Cinemark 10 Bridgeport Bridgeport 10 2520 120 $ 2,772.00

Grand Central 12 Parkersburg 12 2160 05 2772.00

32952 1452 $ 36,628.20 Total Space/Airtime
$  467.25 Transfer/Creative
(from theaters)
$ 37,095.45 Total Cost
Total # Theaters 13
Total # Screens 133
Total Projected Impressions 2,921,079
Total # Spots 85,344



Manahan Group
Capitol Street
2400

rleston WV 25301
1e: 304-343-2800
304-343-2788

WV Departrnent of Transportation

lor

GHENY ADVERTISING
GHENY ADVERTISING
GHENY ADVERTISING
GHENY ADVERTISING
ZHENY ADVERTISING
GHENY ADVERTISING
SHENY ADVERTISING
SHENY ADVERTISING
SHENY ADVERTISING
SHENY ADVERTISING
iHENY ADVERTISING
3HENY ADVERTISING
SHENY ADVERTISING
iHENY ADVERTISING
sHENY ADVERTISING

City Posters

ity Posters

+ity Posters

ity Posters

ity Posters

ty Posters

ly Posters

v Posters

{ Posters

Insert
Date

711/2013
71112013
71112013
7/29/2013
7/29/2013
7120/2013
8/26/2013
8/26/2013
9/2/2013
9/9/2013
9/23/2013
10/21/2013
10/21/2013
10/21/2013

6/27/13

6/27/2013

6/27/2013

6/27/2013

6/27/2013

6/27/2013

6/27/13

6/27/13

6/27M13

Estimate Report

Advertiser: WV Department of Transportation
brand: -No brang-
product: -No product-
Campaign: Just Drive BB

Estimate #

Campaign Dates: 6/1/2013 - 1213112013

Ad
Size & Type

Ad
Na.

Paosition

Billboard
Billboared
Billboard
Billboard
Billboard
Biilboard
Billboard
Billboard
Billboard
Billboard
Biilboard
Billboard
Billboard
Billboard

Biliboard
Production Full
Color

Billboard
Production Full
Color
Biitboard
Production Fuyll
Color

Billboard
Production Full
Color
Billboard
Production Fuil
Color

Billboard
Production Fulf
Color

Billboard
Production Fyll
Color

Billboard
Production Full
Color

Billboard
Production Full
Color

Panel # A0209
Panel # AQ507
Panel # A5002
Panel # A0103
Panel # A0316
Panel # A0561
Panel # AQ401
Panel # AQB0OS
Panei # A0603
Panel # A0524
Panel # AD530
Panel # A1006
Panel # A4003
Panel # AD700

Romney
Westover
Bridgeport
Petersburg
Moorefield
Morgantown
Keyser
Masontown
Berkeley Springs
Suncrest
Morgantown
Davis
Grafton
Frankfin

Date: 10/26/2016 6:24:52 PM

Gross Cost

$420.01
$420.01
$420.01
$420.01
$420.01
$840.00
$420.01
$420.01
$420.01
$420.01
$420.01
$420.01
$420.01
$420.01
$6,300.13

$60.67

$370.94

$320.54

$92.69

$170.39

$163.04

$60.67

$60.67

$60.67



Estimate Report

Manahan Group Advertiser: Wy Depariment of Transportation Date: 10/26/2016 6:24:52 PM
Capitol Street brand: -No brand-
e 400 product: -Ne product-

rleston WV 25301
ne: 304-343-2800
304-343-2788

Insert Ad Ad
for Date Size & Type No. Pasition Gross Cost

@l City Posters 62713 Billboard $60.67
Production Fulf
Color
&l City Posters 6/27/13 Biilboard $60.67
Production Full
Color
#l City Posters 6/27/13 Billboard $60.67
Production Full
Color
i City Posters 6/27/13 Billboard $60.67
Production Full
Color
| City Posters 6/27/13 Biltboard $60.67
Production Full
Calor
City Posters 6/27M13 Billboard $60.67
Production Full
Color
City Posters 6/27/13 Billboard $60.67
Production Fuyll
Color
ity Posters 6/27/13 Billboard $60.67
Production Ful!
Color
ity Posters 6/2713 Billboarg 3$60.67
Production Full
Color
sity Posters 6/27113 Billboard $60.67
Production Full
Color
‘ty Posters 6/2713 Billboard $60.67
Production Fult
Color
ity Posters 6/27/13 Billboard $60.67
Production Ful
Color
Iy Posters 6/27/13 Biliboarg $60.67
Production Fuil
Color
¥ Posters 6/2713 Billboard $60.67
Production Full
Color
y Posters 6/2713 Billboard $60.67
Production Full
Color
' Posters 6/27/13 Billboard $60.87
Production Full



Estimate Report

Manahan Group Advertiser: WV Department of Transportation Date: 10/26/2016 6:24:52 PM
Capitol Strest brand: -No brand-
2400 product: -No product-

rleston WV 25301
ne: 304-343-2800
304-343-2788

Insert Ad Ad
for Date Size & Type No, Position Gross Cost

Color
el City Posters 62713 Billboard $60.67
Production Full
Color
&l City Posters 6/27113 Billboard $60.67
Production Full
Color
#| City Posters 6/2713 Billboard $60.67
Production Fuyll
Color
| City Posters 612713 Billboard $60.67
Production Full
Color
| City Posters 6/27/13 Billboard $60.67
Production Fuli
Color
City Posters 6/27/13 Billboard $60.67
Production Full
Color
City Posters 6/27/13 Billboard $60.67
Production Full
Color
ity Posters 6/27113 Billboard $60.67
Production Full
Color
ity Posters 6/27/13 Billboard $60.67
Preduction Fuil
Calor
Sity Posters 6/27113 Billboard $60.67
Production Full
Color
ity Posters 6127113 Billboard $60.67
Production Full
Color
ity Posters 6/27113 Billboard $60.67
Production Full
Coior
iy Posters 8/2713 Billboard $60.67
Production Fyll
Color
ly Posters 6/27113 Billboard $60.67
Production Full
Color
¥ Posters 6/27/13 Biliboard $60.67
Production Full
Color
i Posters 6/27/13 Billboard $60.67



Manahan Group
Capitol Street
2400

rieston WV 25301
ne: 304-343-2800

304-343-2788

Insert

Tor Date
it City Posters 6/27113
!| City Posters 6/27/13
il City Posters 6/27113
| City Posters 6/27/13
City Posters 6/27113
City Posters 6/27/13
ity Posters 627113
ity Posters 6/27/13
Sity Posters 6/27113
ity Posters 6/27/13
Ity Posters 6/27113
iy Posters 6/27/13
ly Posters 6/27113
¥ Posters 6/27113
{ Posters 6/27113

Advertiser; WV Department of Transportation

Estimate Report

brand: -No brang-
product: -No product-

Ad
Size & Type

Production Full
Color

Billboard
Production Fuil
Coior

Billboard
Production Fuli
Color

Billboard
Production Full
Coler

Billboard
Production Full
Color

Billboard
Production Full
Color

Biliboard
Production Full
Color

Billboard
Production Full
Color

Billboard
Production Fui
Color

Billboard
Production Fuil
Color

Billboard
Production Fuli
Color

Billboard
Praduction Ful}
Color

Billboard
Production Full
Color

Biliboard
Production Fylt
Color

Billboard
Production Full
Color

Billboard
Production Full
Color

Ad
No.

Date: 10/26/2016 6:24:52 PM

Position Gross Cost

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.57



Estimate Report

Manahan Group Advertiser: Wv Department of Transportation Date: 10/26/2016 6:24:52 PM
Capitol Street brand: -No brand-
e 400 product: -No product-

rleston WV 25301
ne: 304-343-2800
304-343-2788

Insert Ad Ad
lor Date Size & Type No. Position Gross Cost

2l City Posters 6/2713 Billboard $60.67
Production Full
Color
el City Posters 6/27/13 Billboard $60.67
Production Full
Color
#l City Posters 6/27/13 Billboard $60.67
Production Full
Color
| City Posters 6/27113 Billboard $60.67
Production Fuil
Color
| Ciy Posters 612713 Billboard $60.67
Production Full
Color
City Posters 6/27/13 Billboard $60.67
Production Full
Color
City Posters 6/27/13 Billboard $60.67
Production Full
Color
ity Posters 6/2713 Billboard $60.67
Production Full
Color
~ity Posters 6127113 Billboard $60.67
Praduction Full
Color
iity Posters 8/2713 Billboard $60.67
Production Fuli
Color
ity Posters 6727113 Billboard $60.67
Production Fuli
Color
ity Posters B/27113 Billboard $60.67
Production Full
Color
ly Posters 6/27/13 Billboard 360.67
Production Full
Color
¥ Posters 6/2713 Billboard $60.67
Production Full
Color
i Posters 6/2713 Billbcard $60.67
Production Full
Color
{ Posters 6/27113 Billboard $60.67
Production Full



Manahan Group
Capitol Street

e 400

reston Wv 25301
ne: 304-343-2800

304-343-2788

Insert

for Date
&l City Posters 6/27/13
&l City Posters 6/27113
i City Posters 612713
| City Posters 6/27/13
| City Posters 6/27/13
City Posters 6/27/13
City Posters 6/2713
ity Posters 6/2713
~ity Posters 6/27M13
‘ity Posters 627113
ity Posters 612713
iy Posters 6127113
Iy Posters 6/2713
¥ Posters 6/27/113
¢ Posters 6/27/13
Posters 6/27/113

Advertiser: WV Department of Transportation

Estimate Report

brand: -No brand-
product: -No product-

Ad
Size & Type

Color
Biitboard
Production Full
Color

Billboard
Production Fulj
Color

Billboard
Production Full
Color
Billboard
Production Fyl!
Color

Billboard
Production Full
Color
Billboard
Production Fult
Color
Billboard
Production Full
Color
Billboard
Production Fult
Color
Billboard
Production Full
Color
Billboard
Production Full
Color

Billboard
Production Full
Color

Billboard
Production Full
Color

Billboard
Production Fulf
Color

Billboard
Production Full
Color

Billboard
Production Full
Color

Billboard

Ad
No.

Dale: 10/26/2016 6:24:52 pPM

Gross Cost

Position

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67

$60.67



Estimate Report
Manahan Group Advertiser. Wy Department of Transportation Date: 10/26/2016 6:24:52 PM
Capitol Street brand: -No brand-
e 400 product: -No product-

rieston WV 25301
he: 304-343-2800
304-343-2788

lor

el City Posters

5! City Posters

i City Posters

I City Posters

City Posters

City Posters

City Posters

Sity Posters

-ty Posters

ty Posters

ity Posters

ty Posters

Iy Posters

Insert
Date

6127113

6127113

6127113

6/27/13

6/27/13

6/27/2013

6/27/2013

672712013

6/27/2013

6/27/2013

6/27/2013

6/27/2013

7/25/2013

7/25/2013

8/25/2013

Ad
Size & Type

Production Full
Color

Biliboard
Production Full
Color

Billboard
Production Full
Color

Billboard
Producticn Full
Color

Billboard
Production Fyll
Color

Billboard
Production Fulf
Color

Billboard
Production Fuil
Color

Billboard
Production Full
Color

Billboard
Production Fyli
Color

Biilboard
Production Full
Color

Billboard
Production Fuli
Color

Billboard
Production Fuii
Color

Billboard
Production Full
Color

Billboard
Billboard

Billboard

Ad

No. Position Gross Cost

$60.67

$60.67

$60.67

$60.67

$60.67

$370.94

$370.94

$320.54

$320.54

$320.54

$336.2¢

$336.2¢

$8,832.64

Panel # Williamson $787.50
FS$1010818T
Panel # Logan $525.00
FS100714ST
Panel# Logan $367.50
FS111905NR



Manahan Group
Capitol Street

e 400

Heston WV 25301
ne: 304-343-2800

304-343-2788
Insert
ior Date
vay 825/2013
ay 8/25/2013
vay
* Outdoor 7M/2013
1 Quidoor 712013
¢ Outdoor THMR013
i Qutdoor 8/1/2013
Qutdoor 8M1/2013
Outdoor 8/1/2013
Outdoor
na Valley Advertising 71112013
Na Valley Advertising 7M/2013
ha Valley Advertising 71/2013
lia Valley Advertising 7/29/2013
‘a Valley Advertising 712012013
‘a Vailey Advertising 7/29/2013
'a Valley Advertising 8/1/2013
1a Valley Advertising &M1/2013
12 Valley Advertising 8/1/2013
a Valley Advertising 8/26/2013
1 Valley Advertising 8/26/2013
@ Valley Advertising 8/26/2013
i Valley Advertising 8/26/2013
# Valley Advertising 8/26/2013
# Valley Advertising 8/26/12013
1 Valley Advertising 8/26/2013
I Valley Advertising 8/26/2013
| Valley Advertising 8/26/2013
Valley Advertising 8/26/2013
Vailey Advertising 9/2/2013
Valley Advertising 9/23/2013
Valley Advertising 9/23/2013
Valley Advertising 9/23/2013
Yalley Advertising 9/23/2013
Vailey Advertising 9/23/2013
Yalley Advertising 10/2/2013
Valley Advertising 10/21/2013
Valley Advertising 10/21/2013
/alley Advertising 10/21/2013
/aliey Advertising 10/21/2013

‘alley Advertising 10/21/2013

Estimate Report

Advertiser: WV Department of Transportation

brand: -No brand-
product: -No product-

Ad Ad
Size & Type No.

Billboard Panel #
F811221355T
Billboard Panel #
FS101081ST
Billboard Panel # IB3
Billboard Panel # IM1
Biliboard Panel # ILC4
Billboard Panei# ILC4
Billboard Panel # IM1
Billboard Panel # 1B3
Billboard Panel # K1038
Billboard Panel # K1143
Billboard Panel # K1016
Billboard Panel # K6
Billboard Panel # K32
Billboard Panel # K711
Billboard Panel # K1016
Billbcard Panel # K1038
Billboard Panel # K143
Billboard Panel # 322
Billbcard Panel # K923
Billboard Panel # K14
Billboard Panel! # K842
Billboard Panel # K818
Billboard Panel # K917
Billboard Panel # K935
Billboard Panel # K47
Billboard Panel # K961
Billboard Panel # K231
Billboard Panel # K1151
Billboard Panel # K132
Billboard Panel # K859
Billboard Panel # K971
Billboard Panel # K7
Billboard Panel # K103
Billboard Panel # K1151
Billboard Panel # K630
Billboard Panel # K760
Billboard Panel # K980
Billboard Panel # K986
Billboard Panel # K301

Position
Logan

Willlamson

Buckhannon
Medina

Lost Creek
Lost Creek
Medina
Buckhannon

Charleston
Dunbar
Cabin Creek
Spencer
Poca

St. Albans
Cabin Creek
Charleston
Dunbar
Charleston
Rainelle
Glenviile
Winfield
Nitro

Gauiey Bridge
Alderson
Madison

Pt. Pleasant
Belle
Dunbar
Elkview
Buffalo
Ripley

Clay
Charleston
Dunbar
South Charleston
Teays Valley
Sutton
Summersville
Charleston

Date: 10/26/2016 6:24:52 PM

Gross Cost

$420.00

$787.50

$2,887.50

$787.50
$840.00
$945.00
$945.00
$840.00
$787.50
$5,145.00

$840.00
$1,050.00
$840.00
$420.00
$420.00
$420.00
$840.00
$840.00
$1,050.00
$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$1,155.00
$420.00
$420.00
$420.00
$420.00
$420.00
$1,155.00
$420.00
$420.00
$420.00
$420.00
$420.00



Estimate Report

Manahan Group Advertiser: wv Department of Transportation Date: 10/26/2016 6:24:52 PM
Capitol Street brand: -No brand-
2 400 product: -No product-

rleston WV 25301
ne: 304-343-2800

304-343-2788
Insert Ad Ad

for Date Size & Type No. Paosition Gross Cost

swha Valley Advertising $17.430.00

areis 9/15/2013  Billboard Panel #6301224 Martinsburg $0.00

jareis $0.00

r-Altoona 7/9/2013 Billboard Panel # Charles Town $472.50
LLA35121

f-Altoona 71912013 Billboard Panel # Charles Town $472.50
LA35133

r-Aitoona $945.00

-Bluefieid 7112013 Billboard Panel # Beckley $1,260.00
LBL6033

-Bluefield 7172013 Billboard Panel # White Sulphur $472.52
LBL4573

Sluefield 7122/2013  Bilboarg Panel # Roncevert $472 52
LBL4010

Bluefield 7/29/2013  Billboard Panel#LBL111  Riusfield $236.25

Bluefield 7/29/2013  Billboard Panel # Priniceton $236.25
LBL4112

Sluefield 8/1/2013 Billboard Panel # Beckley $1,260.00
LBLB032

luefield 8/26/2013  Billboard Panel # LBL524 Beckley $472.52

Hluefield 8/26/2013  Billboard Panel # Jesse $472.52
LBL4405

luefield 8/26/2013  Biilboard Panei # Beckley $472.52
LBLB08Y

iuefield $5,355.10

ridgeport, Wv 8/26/2013  Billboard Panel # Clarksburg $525.02
LBR2000

‘idgeport, Wv 8/26/2013  Billboard Panel # Fairmont $525.02
LBR1185

idgeport, Wv 8/26/2013  Billboard Panel # Fairmont $525.02
LBR1176

idgeport, WV 9/23/2013  Billboard Panel # Clarksburg $525.02
LBR1457

dgeport, WV 9/23/2013  Billboard Panel # Phillipi $525.02
LBR1006

dgeport, Wv 8/23/2013  Biliboard Panel # Fairmont $525.02
LBR1242

igeport, Wv 10/21/2013  Billboard Panel # Weston $525.02

LBR2015



Manahan Group
Capitol Street
2400

rleston WV 25301
he: 304-343-2800
304-343-2788

lor
ir-Bridgeport, Wv
ir-Bridgeport, Wy

ir-Bridgeport, Wv

~Wheeling
-Wheeling
-Wheeiing
“Wheeling

Wheeling

Wheeling
Wheeling
Wheeling
-Wheeling

i18s Outdoor
i#s Outdoor
25 Quidoor
2s Qutdoor
a5 Outdoor
28 Qutdoor
»8 Qutdoor
s Outdoor
s Outdoor
45 Outdoor

3 Insertions

insert
Date

10/221/2013

10/21/2013

7172013
7/29/2013
7/29/2013
8/26/2013

8/26/2013

9/23/2013
9/23/2013
11/25/2013

71/2013

7M/2013

71172013
7/29/2013
7129/2013
8/26/2013
8/26/2013
9/2/2013
10/2/2013

71172013
71/2013
71/2013
7128/2013
7/29/2013
7/29/2013
7/29/2013
7/28/2013
8/29/2013

Estimate Report

Advertiser: Wy Department of Transportation
brand: -No brang-
product: -No product-

Ad
Size & Type

Billboard

Billboard

Billhoard
Billboard
Billboard
Billboard

Billboard

Billboard
Billboard
Biilboard

Billboard
Billboard
Billboard
Billboard
Billboard
Billboard
Billboard
Billboard
Billboard

Billboard
Billboard
Billboard
Billboard
Billboard
Biliboard
Billboard
Billboard
Billboard

Ad
No.

Panel #
LBR1080
Panel #
LBR1513

Panel # LW1533
Panel # LW2275
Panel# LW4842
Panel # LW
1072

Panel # LW
6684

Panel # LWg53
Panel # LWo016
Panel # LW1412

Panel # P311
Panel # P&50
Panel # P419
Panel #P612
Pancl #Pg47
Panel # P405
Panel # P431
Panel # P1003
Panel # P1003

Panel # R5241
Panel # R5173
Panel # R5619
Panel # R5113
Panel # R5116
Panel # R51111
Panel # R52100
Panel # R5292
Panel # R5113

Position
Elkins

Shinnston

Weirton
FollansbeeANellsburg
New Martinsville

New Martinsville

Moundsille/Glen Dale

Wheeling
Sisitersville
Wheeling

Vienna
Mineral Wells
N Parkersburg
S Parkersburg
Parkersburg
N Parkersburg
N Parkerbsurg
Williamstown
Williamstown

Barboursville
Huntington
Huntington
Culloden
Kenova

Fort Gay
Wayne

West Hamlin
Culloden

Date: 10/26/2016 6:24:52 pM

Gross Cost

$625.02

$525.02

$4,725.18

$525.00
$525.00
$525.00
$525.00

$525.00

$525.00
$525.00
$525.00
$4,200.00

$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$420.00
$1,050.00
$1,050.00
$5,040.00

$420.00
$420.00
$420.00
$1,050.00
$420.00
$420.00
$420.00
$420.00
$1,050.00
$5,040.00

$65,900.55



Estimate Report

Manahan Group Advedtiser: WV Department of Transportation Date: 10/26/2016 6:24:52 PM
Capitol Stroet brand: -No brand-
2400

product: -No product-
rieston WV 25301

ne: 304-343-2800

304-343-2788
Insert Ad Ad
for Date Size & Type No. Position Gross Cast
icy Remarks:
‘ledia Representative Signature Date




Media Summary
Fail 2013 Just Drive
10/28/2013-1/5/2013

Teens 12-20
Client Reach Frequency
Beckley/Bluefield S 16,056.08 57.5 3.5
Charieston/Huntington S 34,205.66 56.6 36
Clarksburg/Weston S 15,037.20 54.1 6.8
Hagerstown S 759275
Parkersburg $ 18,426.42 43 35
Wheeling S 10,101.83 ¥0.3 2.7
Social Media S 3,500.00
S 104,919.44 58.3 4.02
Total Spots

Cable Broadcast
2835 164



o red By Smanplisy

Market: BECKLEY-BLUEFIELD

Client: Wv Department of Transportation

Brand: none
Product: none
Campaign: Just Drive Fall 2013

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey; Share May 13 -> HUT/PUT Nov 12

Station Day(s)
SUD-5/Al Zones
ROS/USA MTWTFS-
ROS/MTV MTWTFS-
ROS/CMT MTWTFS.
ROS/ICMT MTWTFS-
SUD-5/Al Zones Spot Total
WVNS
PT e
PT M-
WVNS Spot Total
WA
PT Me—.
PT M
DA MTWTF~
PT T
WVVA Spot Total
WOAY
PT =W
WOAY Spot Total
Weekly Schedule
Cost

Time

04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
06:00 am - 12:00 am30

08:00 pm - 08:30 pm 30
08:00 pm - 08:30 pm 30

08:00 pm - 10:00 pm 30
09:00 pm - 10:00 prm 30
01:00 pm - 02:00 pm 30
08:00 pm - 10:00 pm 30

10:00 pm - 11:00 pm 30

Len

Buyer: Bethany West
Rate Tier: Client Discount
Station{s): SUD-5, WWNS, WWWA, WoAY

Weekly Distribution
Oct Nov Nov Nov
Program 28 04 i1 18
0 15 0 15
0 15 0 15
15 1] 15 0
0 0 0 0
15 30 15 30
Big Bang Theor 1 1 1 1
How | Met Your 0 0 0 0
1 1 1 1
THE VOICE 1 0 1 0
THE VOICE ) 0 1} 0
Days of Our L 0 0 0 0
VOICE-TUE-NBC 1 0 1 0
2 0 2 0
NASHWLE 1 0 1 1]
1 ] 1 0
19 31 19 31

© 2004-2011 Arbitron Inc, MRP™, SmantPlus® and the SmartPlus logo are marks of Arbitron Inc.
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The Manahan Group
222 Capitol Streat
STE 400

Charleston, WV 25301
304-343-2800

Date: 10/22/2013 5.25.1g PM

P12-20
Dec DMA (R)

30 Spots GRP RTG cPpP
15 75 60.0 08 8479
15 45 135 0.3 95.20
0 45 9.0 0.2 14280
0 40 4,0 0.1 17850
30 205 86.5 8B.5 96.78
1 10 50.0 59 49.18
0 2 4.0 20 12272
12 63p 630 s383

1 5 35.0 70 4483
0 1 5.5 55 56.80
1] 6 72 1.2  gazz
1 5 4.0 08 334.69
2 17 517 51.7 70,95
o 2 2.2 1.1 283.98
0 2 22 22 28398
33 238 2034 78.94

Page 1a
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Market: BECKLEY-BLUEFIELD
Client: WV Department of Transportation
)

Brand: non
Product: nong

Campaign: Just Drive Fall 2013

Flight Dates: Ot

Dy Slation

28, 2013 - Jan 05, 2014

Survey: Share May 13 > HUT/PUT Nov 12

Station Day(s)

SUD-5/A0 Zones

ROSmISA MTWTFS-

ROSMTV MTWTFS-

ROSICMT MTWTFS-

ROS/CMT MTWTFS-
SUD-5/All Zones Spot Total
WVNS

PT —T—

PT M—
WVNS Spot Total
WVVA

PT Me—

PT M

DA MTWTF-

PT -T—
WVVA Spot Total
WOAY

PT ~W—.
WOAY Spot Totai
Weekly Schedule
Cost

Weekly Distribution

Time Len

04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
08:00 am - 12:00 am 30

08:00 pm - 08:30 pm 30
08:00 pm - 08:30 pm30

08:00 pm - 10:00 pm 30
08:00 pm - 10:00 pm 30
01:00 pm - 02:00 pm 30
09:00 pm - 10:00 pm3ao

10:00 pm - 11:00 pm30

Buyer: Bethany West
Rate Tier: Client Discount

Station(s): SUD-5, WVNS, WWA, WOAY

Program

Big Bang Theor
How [ Met Your

THE VOICE

THE VQICE
Days of Our Lj
VOICE-TUE-NBC

NASHVILLE

Rate

67.83
28.56
28.56
17.85
142,80

200.06
245.44
535.50

312.38
312.38

75.86
267.75
©88.37

312,38
312.38

19869.05

Cost

5,087.25
1,285.20
1,285.20

714.00
8,371.65

2,900.60
490.88
3,301.48

1.561.80
312.38
455.16

1,338.75

3,668.19

624.78
624.76

16056.08
16,056.08

©2004-2011 Arbitron Inc, MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Ing,

T ——

The Manahan Group
222 Capitol Street

STE 400

Charleston, Wv 25301
304-343-2800

Date: 10/22/2013 5:25:19 PM

Page 1b
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Market: CHARLESTON-HUNTINGTON

=

=P LSILIRAE I

Client: WV Department of Transportation

Brand: none
Product: none
Campaign: Just Drive Fall 2013

Flight Dates; Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 > HUT/PUT Nov 12

Station Day(s)

WSAZ+

PT M—

PT Me——

PT —~—8-
WSAZ+ Spot Totgl
WVAH

PT E—]

PT ——5

PT —T—
WVAH Spot Total
WOWK

PT T

PT T

PT —5-
WOWK Spot Total

WCHS

PT —5-
WCHS Spot Total
wacw

PT =T

PT —Wer.
WQCW Spot Total

CHIAN Zones

ROS/ESPN MTWTFSS
ROS/ESPN MTWTFSs
ROS/FX MTWTFSS
ROS/FX MTWTFss
ROSMTV MTWTFSS

Time Len
08:00 pm - 10:00 pm 30
09:00 pm - 10:00 pm 30
08:00 pm - 10:00 pm 30

07:30 prn - 08:00 pm 30
07:00 pm - 08-00 pm 30
08:00 pm - 10:00 pm 30

08:00 pm - 0g:00 pm30
08:00 pm - 08:30 pm3p
07:30 pm - 10:00 pm30¢

08:00 pm - 11:00 pm 30

08:00 pm - 09:00 pm 30
09:00 pm - 10:00 pm 30

04:00 pm - 12:00 am 30
06:00 am - 12:0p am 30
04:00 pm - 12:00 arp 30
06:00 am - 12:00 am 30
04:00 pm - 12:00 am 30

Buyer: Bethany Wast
Rate Tier: Client Discount
Station(s): WSAZ+, WVAH, WowK, WCHS, WQCwW, CHI, ESAZ

Weekly Distribution
Oct Nov Nov Nov MNov Dec Dec
Program 28 04 1 18 25 02 09
The Voica 1 0 1 0 1 1] 1
The Voice 0 0 0 0 0 0 1
The Blackilst 1 0 1 0 0 0 ¢]
2 0 2 0 1 0 2
Animation Enco 0 1 o 1 ¢ 1 0
Animation Enco 1 0 1 1] 1 0 1
Glee a 1 0 1 1 0 ¢
1 2 1 2 2 1 1
NCis ¢ 1 0 1 0 1 [H
Big Bang Theor 1 0 1 o 0 0 1
WVUMU 0 0 1] 0 0 0 1
1 1 1 1 0 1 2
ABC College Fo 1 1 0 0 1 1 0
1 1] [¢] 1 1 0
Vampire Diarie 1 0 1 0 1 0 1
The Tomomow P 1 0 1 0 0 0 1
2 1] 2 0 1 0 2
10 10 10 10 0 0 ]
0 0 0 0 10 Q 0
10 10 10 10 0 0 0
0 0 0 ] 10 ] 0
0 0 0 0 10 0 4}

© 2004-2011 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Ing,
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Dec Dec
23 30 Spots
0 1 5
0 0 1
0 1 4
0 2 10
0 1 5
1 0 5
0 1 5
1 2 15
0 1 5
1 0 4
0 0 1
1 1 10
0 0 4
0 0 4
1 0 5
0 1 4
1 1 9
1] 0 40
10 10 30
0 0 40

10 10 30
10 10 30

GRP

25.0

45
1.2
40.7

19.5
19.0

8.5
48.0

19.5
12.0
10.0
415

12.0
12.0

10.0
44
14.4

240
18.0
16.0
9.0
6.0

The Manahan Group
222 Capitol Street

STE 400

Charleston, wv 25301
304-343-2800

Date: 10/22/2013 5:26:10 pM

P12.20

DMA (R)
RTG

5.0
45
28
40.7

3.9
3.8
1.8
48.0

3.9
3.0
10.0
1.5

3.0
12.0

20
1.4
14.4

06
0.6
0.4
0.3
0.2

CPP

178.50
198.33

79.69
153.50

57.21
58.72
211.38
88.32

228,85
25288
133.88
212.91

104.13
104,13

89.25
162.27
111.56

154,70
142.80
124.95
124.97
241.00

Page

1a
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Market: CHARLESTON-HUNTINGTON
Client: wyv Department of Transportatio
Brand: none
Product: none

paign: Just Drive Fajj 2013

= LU

Buyer: Bethany West

n Rate Tier: Client Discount

Station(s): WSAZ+, WVAH, WOWK, WCHS, wacw, CHI, ESAZ

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 1 2

Station Day(s)
ROS/CMDY MTWTFss
CHI/AN Zones Spot Total
ESAZ
LF —
LF —8
ESAZ Spot Total
Weekly Schadule
Cost

© 2004-2011 Arbitron Inc. MRP™, g

Time Len
06:00 am - 12:00 am 30

Program

11:00 pm - 11:30 PmM30  Family Guy
11:30 pm - 12:00 am 30 Access Hollywo

atPius® and the SmartPlus logo are marks of Arbitron Inc.

Waeekly Distribution
Oct Nov Nov Nov  Nov Dec Dec Dec Deg
2B 04 11 18 25 02 09 16 23
0 0 0 0 15 0 0 0 15
20 20 20 20 45 0 4] 0 45
0 1 0 1 0 1 1 0
1 0 1 0 1 0 1 o 1

28

25

27 24 4 8 5

e e

Dec
30
15
45

-

52

Spots

215

3.}

273

45
775

20
20
40

238.1

The Manahan Group
222 Capitol Street
TE 400
25301
304-343-2800

Date; 10/22/2013 5:26:10 PM

5
Charleston, Wv

P 12-20
DMA (R}
RTG

0.1

775

04
04
4.0

crp
241.00
154.03

22,33
22.33
2233

143,66

Page

2a
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Market: CHARLESTON—HUNTINGTON Buyer: Bethany Wast The Manahan Group
Client: WV Department of Transportation Rate Tier: Client Discount 222 Capitol Streel
Brand: none Station(s): WSAZ+ WVAH, WOWK, WCHS, WQCW, CHI, ESAZ STE 400
Product: none Charleston, W\ 25301
Campaign: Just Drive Fall 2013 304-343-2800
Flight Dates: Qct 28, 2013 - Jan G5, 2014
Survey: Shars May 13 > KUT/PUT Nov 12 Date: 10/22/2013 5:26:10 PM
Waeekly Distribution
Stafion Day(s) Time Lan Program Rate Cost

WSAZ+

PT M 08:00 pm - 10:00 pm30 The Voice 89250 446250

PT M 09:02 pm - 10:00 Pm30  The Voice 892,50 892.50

PT —5 09:00 pm - 10:00 dm30  The Blacklist 22313 892.52
WSAZ+ Spot Total 200813 6.247.52
WVAH

PT —_—5 07:30 pm - 08:00 PM30  Animation Fneo 223.13 1,115.65

T -—5 07:00 pm - 08:00 PM30  Animation Enco 22313 1.115.85

PT -T— 08:00 pm - 10:00 pPm30 Glee 401.63 2,008.15
WVAH Spot Total 84789 423045
WOowK

PT -Tom— 08:00 pm - 09:00 pm3C NCIS 892.50 4,462.50

PT —T— 08:00 pm - 08:30 pm30  Big Bang Theor 758.63  3,034.52

PT R 07:30 pm - 10:00 PmM30 WVUMU 1.338.75 1,338.75
WOWK Spot Total 238988 B8,835.77
WCHS

PT —8- 08:00 pm - 11:00 pmag ABC College Fo 31238 124052
WCHS Spot Total 31238 1,249.52
wQcw

PT =T 08:00 pm - 08:00 Pm30  Vampire Diarig 178.50 882,50

PT ~We 09:00 pm - 10:00 Pm30  The Tomorow P 178.50 714.00
WQCW Spot Total 357.00  1,606.50
CHYANl Zones

ROS/ESPN MTWTFSS 04:00 pm - 12:00 am 30 9282 371280

ROS/ESPN MTWTFSS 06:00 am - 12:00 am 30 8568  2.570.40

ROS/FX MTWTFSS 04:00 pm - 12:00 am 30 4998  1,099.20

ROSIFX MTWTFSS 06:00 am - 12:00 am 30 3749 112470

ROSMTV MTWTFSS 04:00 pm - 12:00 am 30 48.20  1,446.00

© 2004-2011 Arbitron Inc., MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Inc. Page 1b
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Market: CHARLESTON-HUNTINGTON
Cllent: WV Department of Transportation

Brand: none
Product: none
Campaign: Just Drive Faji 2013

e =P WCLELIYINT

Buyer: Bethany West

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 12

Station Day(s)
ROS/CMDY MTWTFSS
CHI/A) Zones Spot Totaj

ESAZ
LF -8
LF

ESAZ Spot Total

Weekly Schedule
Cost

© 2004-2011 Arbitron inc, MRP™, SmartPius® and the SmartPus logo are marks of Arbitron Ine.

Weekly Distribution

Time Len Program
08:00 am - 12:00 am 30

11:00 pm - 11:30 pm 30 Femily Guy
11:30 pm - 12:00 am 30 Access Hollywo

Rate Tier: Client Discount
Shﬁon(s): WSAZ+, WVAH, WOWwiK, WCHS, WQCW, CHI, ESAZ

Rate
24.10
338.27

8.93
893
17.86

5871.41

Cost
1,084.50
11,837.80

44.65
44.85
89.30

34205.66
34,205.66

The Manahan Group
222 Capitol Street
STE 400

Charleston, Wv 25304
304-343-2800

Date: 10/22/2013 5:26:10 PM

Page 2b



Market; CLARKSBURG-WESTON
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Client: WV Department of Transporiation

Brand: none
Product: none
Campaign: Just Drive Fall 2013

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 12

Station Day(s)
WDTV
PT —Teae
WDTV Spot Total
TIME WARNER/Al! Zones
ROS/TOON MTWTF-
ROS/CMT MTWTF—

ROS/MTV MTWTF--
TIME WARNER/All Zones Spot Totat

COMCAST-MGT/AN Zones

RT/TOON —35
RT/CMDY —85
RTAMTV -85
COMCAST-MGT/All Zones Spot Totg!
WVEX

PT ]

PT —S5
WVFX Spot Total
WBOY

LF —5

PT —F-

PT T
WBOY Spot Total
SUD-BUCK/AN Zones

ROS/USA MTWTFSS
ROS/ESPN MTWTFSS
ROS/FX MTWTFSS
ROS/TBS MTWTFSS

SUD-BUCK/AIl Zones Spot Total

Time

08:00 pm - 08:30 pm 30

05:00 pm - 12:00 am 30
05:00 pm - 12:00 am 30
05:00 pm - 12:00 am 30

05:00 am - 12:00 am 30
05:00 am - 12:00 am 30
05:00 am - 12:00 am ag

09:00 pm - 09:30 pm 30
09:30 pm - 10:00 pm 30

11:30 pm - 01:00 am ap
09:00 pm - 10:00 pm 30
09:00 pm - 10:00 pm30

04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30

Len

Buyer: Bethany West
Rate Tier: Cliant Discount

Station(s): WOTV, TIME WARNER, COMCAST-MGT, WVFX, WBOY,

SUD-BUCK, COMCAST-KNG

Woeekly Distribution

Oct Nov Nov

Program 28 o4 1"

BIG BANG THEOR 1 1 0
1 1 [}

10 10 0

10 10 0

10 10 0

30 30 1]

AVG, ALL WKS< 10 10 0
AVG. ALL WKS«< 10 10 0
AVG, ALL WKS< 8 8 1]
8 28 0

FAMILY GUY 1} 1 0
AMERICAN DAD 1 0 0
1 1 0

Saturday Night 1 0 0
Grimm b} 1 1
The Voice 1 0 1
2 1 2

10 10 0

10 10 0

10 10 0

10 10 0

0 40 0

© 2004-2011 Arbitron Inc. MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Inc,
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10
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- —oe

10
10
10
10
40

Spots

30
30
140

40
200

PN LS ]

WDaoan

60
60

250

The Mansghan Group
222 Capito] Street

STE 400

Charleston, Wv 25304
304-343-2300

Date: 10/22/2013 5:26:47 PM

P 12-20
DMA (R)
GRP RTG
60.9 8.7
60.8 60.9
24.0 0.3
3.0 0.1
3.0 0.1
30.0 30.0
540 0.6
70 0.1
12.0 0.3
730 73.0
5.2 286
48 24
100 10.0
44 22
12.6 21
8.5 1.7
255 255
77.0 11
30.0 0.5
18.0 0.3
18.0 0.3
143.0 143.0

CPP

51.29
51.29

14.87
44,50
44.60
20.81

2.60
40.20
0,67
7.37

34.33
37.19
35.70

18.25
63.75
196.88
100.28

28.40
71.40
77.37
101.17
52,74

Page

1a
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Market: CLARKSBURG-WESTON Buyer: Bethany Wast
Client: wv Department of Transportation Tier: Client Discount
Brand: none Station(s): WDTV,
Product: none SUD-BUCK, com

Campaign: Just Drive Fall 2013
Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 12

Statlon Day(s) Time Len Program
COMCAST-KNG/Al Zones
RT/TNT ~—385
RTMTV

—85 05:00 am - 12:00 am 30 AVG, ALL WKS<
COMCAST-KNG/AIl Zones Spot Total

05:00 am - 12:00 am30 VARIOUS

Weekly Schedule
Cost

©2004-2011 Arbitron Inc. MRP™, SmanPlus® and the SmartPlus logo are marks of Arbitron Inc,

TIME WARNER, COMCAST-MGT, WVFX, WBOY,
CAST-KNG

Weekly Distribution
Oct Nov Nov Nov Nov Dec Dec Dec
28 04 11 18 25 02 09 16
8 8 0 8 10 0 8 8
10 10 0 10 10 0 10 10
18 18 0 18 20 1] 18 18
120 119 2 88 103 59 40 49

T e e

Dec
23

10
10
20

92

0.0
240
240

366.4

The Manahan Group
222 Capitol Street

STE 400
Charleston, WV 25301
304-343-2800

Date: 101222013 5:26:48 PM

P 12-20
DMA (R)
RTG

0.0
0.3
24.0

CcPP

0.00
447
1228

41.04

Page 2a



Markat: CLARKSBURG-WESTON

Client: Wv Department of Transportation

Brand: none
Product: none
Campaign: Just Drive Faly 2013

Buyer: Bethany West

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 12

Station Day(s)
WDTV
PT T
WDTV Spot Total

TIME WARNER/ANl Zones

ROS/TOON MTWTF—
ROs/CMT MTWTF—
ROS/MTY MTWTF--

TIME WARNER/AIl Zones Spot Total

COMCAST-MGT/All Zones

RT/TOON ——38
RT/CMDY -—88
RT/MTV -—388
COMCAST-MGT/AN Zones Spot Totz)
WVEX
PT -—8
PT ]
WAVFX Spot Total
WBQY
LF —_—8
PT —F
PT By p—
WBOY Spot Total
SUD-BUCK/AN Zones
ROSMISA MTWTFsSS
ROS/ESPN MTWTFSS
ROSFX MTWTFSS
ROS/TBS MTWTFSS

SUD-BUCK/AN Zones Spot Total

© 2004-2011 Arbiron Ine. MRP™, SmartPlus® and the SmartPius logo are marks of Arbitron Inc.

Station(s): WDTV,
SUD-BUCK, COM
Weekly Distribution
Time Len Program

08:00 pm - D8:30 Pm30 BIG BANG THEOR

05:00 pm - 12:00 am 30
05:00 pm - 12:00 am30
05:00 pm - 12:00 am30

05:00 am - 12:00 am3D AVG, ALL WKS<
05:00 am - 12:00 am30 AVG, ALL WKS<
05:00 am - 12:00 am 30 AVG. ALL WKS<

09:00 pm - 08:30 pm30 FAMILY GUY
09:30 pm - 10:00 pm30 AMERICAN DAD

11:30 pm - 01:00 am 30 Saturday Night
08:00 pm - 10:00 pm30  Grimm
08:00 pm - 10:00 pPm30  The Voice

04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 30
04:00 pm - 12:00 am 3
04:00 pm - 12:00 am 30

Rate Tier: Client Discount
TIME WARN
ICAST-KNG

Rate

446.25
448,25

4.46
446
446
13.38

1.56
4.02
280
8.48

89.25
80.25
178.50

40.16
133.88
334.69
508.73

31.24
35.70
2321
30.35
120.50

ER, COMCAST-MGT, WVFX, WBOY,

Cost

312375
3,123.75

356.80
133.80
133.80
624.90

140.40
281.40
116.00
537.80

178.50
178.50
357.00

80.32
803.28
1.673.45
2,557.05

2,186.80
2,142.00
1,392.60
1,821.00
7.542.40

The Manahan Group
222 Caphtol Stract

5
Charleston, wv 25301
304-343-2800

Date: 10/22/2013 5:26:48 PM
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Market: CLARKSBURG-WESTON Buyer: Bethany Wast
Client: WV Depariment of Transportation Rate Tier: Client Discount
Brand: none Station(s): WODTV, TIME Wa|
Product: none SUD-BUCK, COMCAST-KNG
Campaign: Just Drive Fall 2013
Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PLT Nov 12
Weekly Distribution
Station Day(s) Time Len Program Rate

COMCAST-KNG/AIl Zones

RT/TNT —-85 05:00 am - 12:00 am 30 VARIOuUs 2.68

RT/MTV -—35 05:00 am - 12:00 am30 AVG. ALL WKS«< 1.34
COMCAST-KNG/AIl Zones Spot Total 402
Weekly Schedule 1279.86
Cost

RNER, COMCAST-MGT, WVFX, wBoy,

The Manahan Group
222 Capitol Street

STE
Charleston, wv 25
304-343-2800

Date: 10/22/2013 5:26:48 PM

Cost

187.60
107.20
294.80

15037.2
15,037.20

© 2004-2011 Arbitron inc. MRP™ SmartPius® and the SmarPlug logo are marks of Arbitron Inc. Page
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Market: HAGERSTOWN

Client: Wv Department of Transportation
Brand: none

Product: none

Campaign: Just Drive Fall 2013

Flight Dates; Oct 28, 2013 - Jan 05, 2014
Survey: Manual Ratings

Station Day(s} Tima Len
COM-EP/All Zones
ROS/CMDY MTWTFsS 05:00 am ~ 12:00 am ag
ROS/ESPN MTWTFsS 05:00 am - 12:00 am 30
ROS/MTBS MTWTFsS 05:00 am - 12:00 am30
ROS/TNT MTWTFSS 05:00 am - 12:00 am 30
ROS/USA MTWTFSS 05:00 am - 12:00 am 30

COM-EP/All Zones Spot Tota!

COMCAST-KEYSER/AN Zones

ROS/COMED MTWTFSS 05:00 am - 12:00 am 30
ROS/ESPN MTWTFsSS 05:0C am - 12:00 am 30
ROS/TBS MTWTFSS 05:00 am - 12:00 am30

ROS/TNT MTWTFSS 05:00 am - 12:00 am 30
COMCAST-KEYSERIA" Zones Spot Total

Weekly Schedule
Cost

Buyer: Bethany Wast
Rate Tier: Client Discount
tion(s): COM-EP, COMCAST-KEYSER

Sta

Weekly Distribution
Oct Nov Nov Nov  Nov
Program 28 o4 11 18 25
15 15 0 15 15
15 15 0 15 15
0w 10 0 10 15
15 10 i+ 15 15
(1] 0 0 0 15
55 50 0 55 75
15 15 0 15 15
15 15 0 15 15
10 15 0 10 10
15 10 0 18 15
56 55 0 55 55
110 105 0 110 130

Dec
02

15
15
10
15

o
55

15
15
10
15
55

10

[=]
DG oooo 83

cCoooo

o

Degr

Oooocoo

Qoo oo

o

Dec Dec
23 3p
15 15
15 15
15 15
15 15
15 15
75 75
15 15
18 15
10 10
15 15
55 55

130 130

Spots

105
105

100
440
105
105

75
100
385

825

GRP

oo
0.0
0.0
0.0
0.0
0.0

0.0
0.0
0.0
0.0
0.0

The Manahan Group
222 Capitol Stregt
STE 400

Charleston, Wv 25304
304-343-2800

Date: 10/22/2013 5:27:13 PM

P 1220
DMA (R}
RTG CPP Rate

0.0
0.0
0.0
0.0
0.0
0.0

0.00
0.00
0.00
0.00
0.00
0.00

7.81
14.95
12.94
14.95
30.35
81.00

0.0
0.0
0.0
0.0
0.0

0.00
0.00
0.00
0.00
0.00

0.80
6.47
268
12.72

0.00 9372

Page 1a
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Market: HAGERSTOWN

Client: WV Dapartment of Transportati

Brand: none
Product: none
Campaign: Just Drive Fall 2013

on

Fiight Dates: Oct 28, 2013 - Jan 05, 2014

Survey: Manual Ratings

Station Day(s)
COM-EP/AIl Zones
ROS/CMDY MTWTFSS
ROS/ESPN MTWTFSS
ROS/TRS MTWTFsS
ROS/TNT MTWTFSS
ROS/USA MTWTFSS

COM-EP/AN Zones Spot Total

COMCAST-KEYSER/A| Zones

ROS/COMED MTWTFSS
ROS/ESPN MTWTFSS
ROS/TBS MTWTFSS
ROS/TNT MTWiFSS

COMCAST-KEYSER/All 2ones Spot To

Weekly Schedule
Cost

Wealkly Distribution

Time Len

05:00 &m - 12:00 am 30
05:00 am - 12:00 am 30
05:00 am - 12:00 am 30
05:00 am - 12:00 am 30
05:00 am - 12:00 am 30

05:00 am - 12:00 am 30

05:00 am - 12:00 am 30

05:00 am - 12:00 am 30

05:00 am - 12:00 am 30
lal

Buyer: Bethany West
Ratg Tier: Client Discount

Sta

tion(s): COM-EP, COMCAST-KEYSER

Program Cost

820.05
1,569.75
1.029.90
1,495.00
%.365.75
6,350,45

83.45
679.35
201.00
268.00

1.241.80

759225
7,592.25

The Manahan Group
222 Capitol Strast

STE 400

Charleston, Wy 25301
304-343-2800

Date: 10/22/2013 5:27-14 PM

Page

1b
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Market: PARKERSBURG

Client: Wv Department of Transportation
Brand: none

Product: none

Campaign: Just Drive Fall 2013

Fiight Dates: Oct 28, 2013 - Jan {)5, 2014
Survey: Share Feb 10 -> HUT/PUT Nov 09

Station Day(s) Time Len
SUDD-P/M/AN Zones
ROS/CMDY MTWTFSS 04:00 pm - 12:00 am 30
ROS/MTY MTWTFss 04:00 pm - 12:00 am3p
ROs/ICMT MTWTFSS 04:00 pm - 12:00 am 30
ROSSA MTWTFsS 04:00 pm - 12:00 am 30
ROS/ESPN MTWTESS 04:00 pm - 12:00 am3)
ROS/TNT MTWTFSS 04:00 pm - 12:00 am 30
SUDD-P/MIANl Zones Spot Total
WTAP
PT -—5- 10:00 pm - 11:0p
PT “Temmm 09:00 pm - 11:00
PT M- 08:00 pm - 10:00
WTAP Spot Total
Weekly Schedule
Cost

Buyer: Bethany West
Tier: Client Discount
Station(s): SUDD-PM, WTAP

Program

Pm30  Seturday Night
PM30  The Vioice 2-hr
pm30 THE VOICE

Weekly Distribution
Ozt Nov Nov
28 04 kK|
15 15 ¢
0 0 0

0 (4 0
15 16 0
15 15 0
0 15 0
45 60 0
1 1 0

1 1 0

1 1 0

3 3 0
48 63 0

© 2004-2011 Arbitron Ine. MRP™, SmartPlus® ang the SmartPlus toge are marks of Arbitron Inc.

Nov
18

15
15

15
15

W = o

&

Nov
25

15
15
15
15
15
15
90

[ 7% I

8

- O Oy o

=Y

Dec Dec
1% 23
[v] 15
0 18
1] 15
0 15
0 15
1] 15
0 g0
i} 1
0 0
1 1]
19
1 o

Dec

15
15
15
15
15
15
20

[ 7% R

8

The Manahan Group
222 Capitol Street
STE 400

Charleston, Wv 25301
304-343-2800

Date: 10/22/2013 5:27:51 PM

P12-20
DMA (R)
Spots GRP RTG CPp
105 0.0 0.0 0.00
45 0.0 0.0 0.00
45 0.0 0.0 0.00
105 210 0.2 10265
105 210 02 11605
90 9.0 0.1 22310
495 510 5.0 17274
7 357 51 7525
6 27p 45 105.12
7 350 50 11692
20 977 8977 09843
515 1487 123.02
Page 1a
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Market: PARKERSBURG

Client: Wy Department of Transportation

Brand: none
Product: none
Campaign: Just Drive Fall 2013

- — B

Buyer: Bethany Wast
Rate Tier: Client Discount
Station(s): SUDD-PM, WTAP

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share Feb 10 .> HUT/PUT Nov 09

Station Day(s)

SUDD-PMM/AI Zones

ROS/CMDY MTWTFSS
ROS/MTV MTWTFSS
ROS/CMT MTWTFSS
ROSIUSA MTWTFSS
ROS/ESPN MTWTESS
ROS/TNT MTWTFSS
SUDD-P/M/AN Zones Spot Total
WTAP

PT -

PT Ly p—

PT M-
WTAP Spot Total
Weekly Schedule
Cost

©2004-2011 Arbitron ine. MRP™ g,

Weekly Distribution
Time Lan Program Rate
04:00 pm - 12:00 am30 10.71
04:00 pm - 12:00 am 30 10.71
04:00 pm - 12:00 am 30 13.38
04:00 pm - 12:00 am 30 20,53
04:00 pm - 12:00 am30 2321
04:00 pm - 12:00 am30 22.31
100.86
10:00 pm - 11:00 pm 30 Saturday Night 382,78
09:00 pm - 11:00 Pm30  The Voice 2-hr 473.03
08:00 pm - 10:00 Pm30 THE vOICE 584 59
1,441.40
154226

arPlus® and the SmartPlus logo are marks of Arbitron Inc,

1,124.55
481.95
602.55

2,155.65

2,437.05

2,007.90

8,809.65

2,686.45
2,838.18
4,092.13
9.616.77

18426.42
18,426.42

The Manahan Group
222 Capitol Street

STE 400

Charleston, Wv 25301
304-343-2800

Date: 10/22/2013 5:27.50 PM

Page

1b
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Market: WHEELING-STEUBEN\-’ILLE
Client: WV Dapartment of Transportation
Brand: none

Product: none

Campaign: Just Drive Fail 2013

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Shars May 13 -> HUT/PUT Nov 12

Buyer: Bethany West
e Tier: Client Discount

Weekly Distribution
Oct Nov Nov
Station Day(s} Time Len Program 28 04 ik
WTOV
PT M 08:00 pm - 10:00 pm30 THE VOICE 1 1] 1
PT ) P 08:00 pm - 0g:00 Pm30 THE BIGGEST LO 1 1 1
PT W 09:00 pm - 11:00 Pm30 SNL CHRISTMAS v} 0 0
PT ~W-— 10:00 pm - 11:00 pm 3 KELLY CLARKSON 0 0 0
WTOV Spot Totai 2 1 2
WTRF
PT —-T— 08:00 pm - 09:00 pm 30 Big Bang - The 1 1 0
PA ——r 07:30 pm - 10:00 pm30 WVUMU 0 0 0
WTRF Spot Total 1 1 o
ETRF
PT B 08:00 pm - 10:00 pm30 Gilee 0 1 1
ETRF Spot Total 0 1 1
GTRF
PT ~Weo 09:00 pm - 10:00 pm30 Modem Famify 1 0 1
GTRF Spot Total 1 0 1
COMCO348PAAI Zones
RT/IMTV MTWTFSS 05:00 am - 12:00 am 30 18 Hour Rotato 0 0 0
RT/ESPN MTWTFSS 05:00 am - 12:00 am 30 19 Hour Rotatg 10 10 1]
RTATNT MTWTFSs 05:00 am - 12:00 am 30 19 Hour Rotato 0 0 ¢
COMCO0348PA/Al Zones Spot Total 10 10 0
COMC3271PA/ANl Zones
RT/ESPN MTWTFSS 05:00 am - 12:00 am30 19 Hour Rotato 10 10 0
RT/TNT MTWTFSS 05:00 am - 12:00 am 30 19 Hour Rotato 10 10 0
RT/MTV MTWTFSS 05:00 am - 12:00 am 30 18 Hour Rotaio 10 10 0
COMC3271PA/AY Zones Spot Tota) 30 30 0
Weekly Schedule 44 43 4

© 2004-2011 Arbitron Inc. MRP™ SmartPlus® and the SmartPlus logo are marks of Arbitron Inc.

Nowv

cCoooo

oo o

Nov Dec
25 02
1 0
1} 0
0 1
0 0
1 1
1 1
i} 0
1 1
1 0
1 0
1 1
1 1
15 0
10 10
15 15
40 25
10 10
10 10
10 10
30 30
74 58

cCo0oOD (= = ]

Cooo

w

Station(s): WTOV, WTRF, ETRF, GTRF, COMCO0348PA, COMC3271 PA

L= =2 ] (=~} S Oo00

Cooo

L]

g
©cooo Ng

- O

15
10
15

10
10
10
30

72

Dec

bl = B —~ = Y

-

10
15
30

10
10
10
30

Spots

—A—l-—lum

= -]

70

165

70

60
120

386

GRP

522
216
6.0
45
843

39.6
5.0
448

306
30.6

18.9
18.9

3.5
7.0
10.5
0.0
0.0
Q.0
0.0

188.9

The Manahan Group
222 Capitol Street
STE 400

Charleston, wv 25301
304-343-2800

Date: 10/22/2013 5:28:23 PM

P12-20
DMA (R)
RTG

87
7.2
6.0
45
84.3

6.6
5.0
446

5.1
3.6

27
18.8

0.1
0.1

10.5

0.0
0.0
0.0
0.0

crp

41.03
80.57
22.31
20.75
49.23

50.71
53.55
51.03

21.87
21.87

44.63
44.63

15.20
93.70
0.00
101.19

0.00
0.00
0.00
0.00

53.48

Page

1a
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Market; WHEELING-STEUBENWLLE
Client: Wv Department of Transportation
Brang: none

Product: none

Campaign: Just Drive Faly 2013

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Sharg May 13 -> HUT/PUT Nov 12

Station Day(s) Time

Buyer: Bethany Wast
e Tier: Client Discount
Station{s): WTOV, WTRF, ETRF, GTRF, COMC0348PA, COMC3271PA

Weekly Distribution
Oct Nov  Nov Nov Nov Dec Dec Dsc Dec Deg
Len Program 23 04 11 8 25 02 oo 16 23 30 Spots GRpP

© 2004-2011 Arbitron Inc. MRP™, SmantPlus® and the SmartPlus logo are marks of Arbitron Inc,

The Manahan Group
222 Capitol Street
STE 400

Charleston, wy 25301
304-343-2800

Date: 10/22/2013 5:28:24 PM

P12-20
DMA (R)
RTG CPP
Page 2a
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Market: WHEELING-STEUBENVILLE

Client: wv Department of Transportation

Brand: none
Product; none
Campaign: Just Drive Fall 2013

Flight Dates: Oct 28, 2013 - Jan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 12

Station Day(s)

WTQ!

PT Men—r
PT B p—
PT W
PT -We—
WTOV Spot Total
WTRF

PT =T
PA —5-
WTRF Spot Total
ETRF

PT —T—
ETRF Spot Total
GTRF

PT W

GTRF Spot Total

COMCO348P Al Zones

RTMTV MTWTFsS
RT/ESPN MTWTFSS
RT/TNT MTWTFSS

COMCo348PA/AN Zones Spot Total
COMC3271PAAll Zones

RT/ESPN MTWTFSS
RT/TNT MTWTFSS
RTMTV MTWTFSS

COMC3271PAAI Zones Spot Total

Weekly Schedule

& 2004-2011 Asbitron Inc. MRP™, SmartPlus® and the SmartPlus logo are marks of Arbitron Ing,

Weekly Distribution

Time Len

08:00 pm - 10:pp pm 30
08:00 pm - 09:00 pm30
09:00 pm - 11:00 pm 30
10:00 pm - 11:00 pm 30

08:00 pm - 08:00 pm30
07:30 pm - 10:00 pm 30

09:00 pm - 10:00 pm30

09:00 pm - 10:00 pm 30

05:00 am - 12:00 am30
05:00 em - 12:00 am 30
05:00 am - 12:00 am 30

05:00 am - 12:00 am30
05:00 am - 12:00 am 30
05:00 am - 12:00 am 30

Buyer: Bethany West
Rate Tier: Cliant Discount

Station(s): WTOV, WTRF, ETRF, GTRF, COMC0348PA, COMC3271PA

Program

THE VOICE

THE BIGGEST LO
SNL CHRISTMAS
KELLY CLARKSON

Big Bang - The
WvumMu

Modem Family

19 Hour Rotato
19 Hour Rotain
12 Hour Rotato

18 Hour Rotato
19 Hour Rotato
19 Hour Rotats

Rate

357.00
580.13
133.88
133.88
1.204.80

334.69
267.75
602.44

111.56
111.56

120.49
120.49

1.52
937
5489
16.78

9.37
5.89
1.52
16.78

2072.94

Cost

2,142.00
1,740.3g
133.88
133.88
4,150.15

2,008.14
267.75
2,275.89

669.36
668.36

843.43
843.43

53.20
655.90
363.40

1,062.50

655.90
353.40
91.20
1.100.50

10101.83

The Manahan Group
222 Capitol Strest

STE 400

Charleston, wyv 25301
304-343-2800

Date: 10/22/2013 5:28:24 PM

Page 1b
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Market: WHEELING—STEUBENVILLE Buyer: Bethany Wast

Client; wv Department of Transportation Rate Tier: Client Discount

Brand: none Station(s): WTQV, WTRF, ETRF, GTRF, COMCO348pPA, COMC3271pA
Product: none

Campaign: Just Driva Fall 2013
Flight Dates: Oct 28, 2013 - yan 05, 2014
Survey: Share May 13 -> HUT/PUT Nov 12

Weekly Distribution

Station Dayis} Time Len Program Rate
Cost

Cost
10,101.83

The Manahan Group
222 Capitol Streat

STE 400

Charleston, Wv 25301
304-343-2800

Date: 10/22/2013 5:28.24 PM

Page 2p



Supporting Media Documentation — Vote Yes For Libraries

HE MANAHARN GROUP



Vote Yes for Libraries
Billboard Locations
Post Date: 10/16/14

Panel # Location Description City
Kic3 WV 14 @ Meadowbrook Charleston
K129 US 119 RR South Elkview
K219 100" West if Starlite Club Rand
K370 Piedmont Rd East of RR Crossing Charleston
K379 611 Washington Street West Charleston
K430 5615 McCorkle Ave Kanawha City

1-64/77 and Ri 61 (3/4 mile North of
K444 Marmet city limit) Marmet
US 60 RR#7 (across from America's
K719 Best Value Inn) St. Albans
K484 WV 61 @ Cheylan Post Office Cheylan
K510 Rt 21 North Culvert Charleston




Estimate Report

Aanahan Group Advertiser: The Vote Yes for Libraries Committee Date: 10/26/2016 6:28:41 PM
-apitol Street brand: -No brand-

400 product: -No product-

iston Wv 25301 Campaign: Vote Yes 11-4-2014

i 304-343-2800 Estimate #

04-343-2788 Campaign Dates: 10/13/2014 - 11/4/2014

The Vote Yes for Libraries Committee

Insert Ad
r Date Size & Type Gross Cost
-ESTON NEWSPARERS 10/13/14 Leaderboard- $526.30
Homepage 100

,000
Impressions
ESTON NEWSPAPERS 10/13/14 Big Box- $526.30
Homepage 100
,000
Impressions
:3TON NEWSPAPERS 1013714 Big Box-News $263.15
50,000
Impressions
STON NEWSPAFERS 1013714 Leaderboard- $263.15
Sports 50,000
Impressions
3TON NEWSPAPERS 10113114 Big Box-Sporis $263.15
50,000
Impressions
iTON NEWSPAPERS 101314 Leaderboargd- $263.15
iNews 50,000
Impressions
TON NEWSPAPERS 10/22/14 Front Page $2,947.28
Strip Fuli Color
TON NEWSPAPERS 10/24/14 Insert 8.5 x 11 $1,447.32
Dbl Sided-Full
Color
"ON NEWSPAPERS 10/28114 Front Page $2,947.28
Strip Full Color
ON NEWSPAPERS 11/4114 Front Page $2,947.28
Strip Full Color
ON NEWSPAPERS $12,394.36
Isertions $12,294.36
arks:
#presentative Signature Date




Estimate Report

lanahan Group Advertiser: The Vote Yes for Libraries Committee

apitol Street brand: -No brand-
400 product: -No product-
iston Wv 25301

: 304-343-2800

04-343-2788

Date: 10/26/2016 6:28:41 PM



Market: CHARLESTON-HUNTINGTON
Client: The Vote Yes for Libraries Committee

Brand: none
Product: none

Campaign: Vote Yes 11-4-2014
Flight Dates: Oct 13, 2014 - Nov 04, 2014

Survey: Spring 14

Station

WQBE-FM

DA MTWTF-
DA MT—
WOQBE-Fi Spot Total
WVSR-FM

DA MTWTF-
DA MT-—
WVSR-FM Spot Total
VWWVAF-FM

DA MTWTF-
DA MTWTF-
DA MT-—
WVAF-FM Spot Total
WKWS-FM

ba MTWTF-
DA MTWTF—
DA M7
WKWS-FM Spot Total
WKAZ-FM

DA MTWTF—
DA MTWTF-
DA MTe—
WKAZ-FM Spot Total
WRVZ-FM

DA MTWTF-
DA MTWTF--
DA MT—-

WRVZ-FM Spot Total

© 2004-2015 Arbitron Inc,

Day(s) Time

06:00 am - 07 00 pm
08:00 am - 07:00 pm

06:00 am - 07:00 pm
08:00 am - 07-0p pm

06:00 am - 07.00 pm
06:00 am - 07:00 pm
0600 am - 07:00 pm

06:00 am - 0700 pm
0800 am - 07.00 pm
05:00 am - 07.0p pm

0600 am - 0700 pm
0€:00 am - 0700 pm
08:00 am - 07 0p pm

06:00 am - 07-0p pm
06:00 am - 07.00 pm
06:00 am - 0700 pm

Len

30

30
30

15
30
30

15
30
30

15
30
30

15
30
30

Buysr; Bethany West

Rate Tier: Stafion Gross

Station(s): WQBE-FM, VWVSR-FM, WVAF-Fj, WKWS-FM, WKAZ-FN,
WRVZ.FM, WCHS-AM, WKLC-FN, WMXE-FM

Weekly Distritution
P2564 wi1g49

Cct Oct Oct Nov MSA (R) MSA (R)

Format 13 20 27 03 Spofs RTG RTG
Country 20 15 15 0 50 27 29
Country o 0 0 8 8 27 29

20 15 15 8 58 156.6 168.2
Contemp. Hi: radio 20 15 15 0 50 1.5 29
Contemp Hit radio 1] 0 0 8 8 1.5 29

20 15 15 8 58 87.0 168.2
Adult Contemporary C 24 24 0 48 14 1.0
Adult Contemporary  2p 0 0 0 20 1.4 10
Adult Contemporary 0 0 0 8 8 14 1.0

20 24 24 8 76 106.4 76.0
Country 0 24 24 0 48 1.2 1.5
Country 20 0 0 0 20 1.2 1.5
Country 0 0 D 8 8 12 15

20 24 o4 8 76 91.2 114.0
Oldies 0 24 24 0 48 0.5 0.2
Oldies 20 0 o o 20 0.5 02
Oldies 0 0 o 8 8 0.5 02

20 24 24 & 76 38.0 15.2
Urban Contemporan o 24 24 0 48 13 1.9
Urban Contemporan, 20 0 0 o 20 1.3 19
Urban Contemporan 0 0 0 8 8 1.3 1.8

20 24 24 8 76 98.8 144.4

» MRP™, SmartPlus® and the SmartPjus logo are marks of Nielsen Audio Inc.

Rate

85.00
85.00
170.00

60.00
60.00
120.00

§7.00
81.00
§1.00
219.00

51.00
73.00
73.00
197.00

.00
45.00
45.00
121.00

24.00
40.00
40.00
104.00

Cost

4,250.00
680.00
4,930.00

3,000.00
480.00
3,480.00

2,736.00
1,620.00

648.00
5,004.00

2,448.00
1,460.00

584.00
4,492.00

1,488.00
800.00
360.00

2,748.00

1,152,00
800.00
320.00

227200

The Manahan Group
222 Capitol Street
Suite 400

Charleston, W 25301

304-343-2800

Date: 10/19/2018 7:36:39 PM
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Mariet: CHARLESTON-HUNTINGTON
Client: The Vote Yes for Libraries Committee

Brand: none
Product: none

Campaign: Vote Yes 11-4-2014

Flight Dates: Qct 13, 2014 - Nov 04, 2014

Survey: Spring 14

Station Day(s)

WCHS-AM

DA MTWTF--
DA MT—
WCHS-AM Spot Total
WKLC-FM

DA MTWTF--
DA MTWTF-
DA MTWTF—-
DA MTWTF-
DA MT-—
DA MTWTF--
DA MTWTF-
DA MT-—
WKLC-FM Spot Total
WMXE-FM

DA MTWTF-
DA MTWTF-
DA MT-meee
WMXE-FM Spot Total
Weekly Scheduyle

Cost

Time

08:00 am - p7:00 pm
06:00 am - 07 0p pm

06:00 am - 10:00 am
06:00 am - 10:00 am
10:00 am - 03.09 pm
10:00 am - 03 gp pm
10:00 am - 03 g0 pm
03:00 pm - 07-00 pm
03.00 pm - 0700 pm
03:00 pm - 07 0g pm

10:00 am - 03:00 pm
12:00 am - 03 oo pm
10:00 am - 03 00 pm

30
30

15

15
30
30
15
30
30

15
30
30

Buysr: Bethany West

Rate Tier: Statign Gross

Station(s): WQBIE-FM, WVSR-FM, WAVAF-FR, WKWS-FM, WKAZ-FM,
WRVZ-FI, WCHS-AM, WKLC-FM, WMXE-FM

Weekiy Distritution
P25684 w184g
Cot Ot Oct Nov MSA(R) Msa {R)
Format 13 20 27 03 Spots RTG RTG
News/Talk 15 0 0 0 15 0.7 0.2
News/Talk 0 0 0 B 6 0.7 0.2
15 0 0 8 21 14.7 42
Album Oriented 0 8 8 ¢ 16 1.6 0.8
Album Oriented 7 0 0 0 7 186 0.8
Album Orientaq 0 8 8 o] 16 1.4 12
Album Onented 7 0 o 0 7 14 1.2
Album Onented [ 0 0 4 4 1.4 1.2
Album Onented 0 8 8 0 16 16 1.0
Album Criented 7 0 0 0 7 1.6 10
Album Oriented 0 0 0 4 4 1.6 1.0
21 24 24 8 77 117.8 778
Hot AC 0 8 8 0 16 1.2 0.8
Hot AC 7 0 0 0 7 1.2 0.8
Hot AC 0 0 (1] 4 4 1.2 0.8
7 8 8 4 27 324 216
163 158 158 66 545

® 2004-2015 Arbitron Inc. MRP™ SmartPlus® and the SmartPlus logo are marks of Nieisen Audio Inc,

Rate

58.00
58.00
116.00

125.00
125.00
100.00
100.00
100.00
110.00
110.00
110.00
830.00

70.00
70.00
70.00
210.00

2137

The Manahan Group
222 Capitol Strest
Suite 400

Charleston, W/ 25301
304-343-2800

Date: 1019/2016 7:36:39 PM

Cost

870.00
348.00
1,.218.00

2,000.00
875.00
1,600.00
700.00
400.00
1,760.00
770.00
440.00
8,545.00

1,120.00
490.00
280.00

1,880.00

34579
34,579.00
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Addendum F:

Project Evaluation
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Platform
YouTube
YouTube

Google Display
Google Display
Google Display
Google Display
Google Display

Facebogk
Facebook
Facebook
Facebook
Facebook
Facebook

Facebook

Facebook

Facebook

Post Analysis-Digital
Impaired Driving; Holidays

November 23, 2015

-January 4, 2016

AD/Post
Checkpoint A ( :15)
Checkpoint B (:15)

728x90
250x250
160x600
320x50
468x60

Checkpoint A (:30)
Checkpoint B (:30)
Drive Sober App-Android
Drive Sober App-iPhone
Some DUI Offenders Say
Give the Gift
Law Enforcement Cracking
Down
Law Enforcement Actively
Looks
Consider the Costs

Target Audience
WV Males 18-34
WV Males 18-34

WV Males 18-34
WV Males 18-34
WV Males 18-34
WV Males 18-34
WV Males 18-34

WV Males 18-34
WV Persons 18-34
WV Persons 18+
WV Persons 18+
WV Persons 18-34
WV Persons 18-34

WV Persons 18-34

WV Persons 18-34
WV Persons 18-34

Total Impressions WV Persons 13+

Impressions
170,367
368,958

2,217,464
5,656,179
1,085,428
27,398,460
6,743,079

159,670
254,608
13,637
21,061
43,097
49,085

63,177

54,864
38

44,299,172

Actions
34,804
77,005

2,391
2,111
249
13,107
6,491

99,121
195,023
116

237

485
559

1,189

621

433,509

Response Rate
20.429%
20.871%

0.108%
0.037%
0.023%
0.048%
0.096%

62.079%
76.597%
0.851%
1.125%
1.125%
1.139%

1.882%

1.132%
0.000%

129%



IGS Energy CNG Services

CNG Fueling Station New:

January 17, 2013

s Conferences

.. *Media -
News Outlet Date Title/Placement Impressions Value
Charleston
Gazette 1/18/2013 Page 1A 38,944 $1,452
ﬁ’;ﬁr teston Daily [ 20013 Page 1A 18,805 $1,875
State Business 119/2013 Page 29 10,000 $971
Journal 9 !
MetroNews .
Talkline 1/17/2013 10:30 a.m. 12,900 $544
MetroNews (Stories air on 60
Network 11712013 radio stations) 127,908 $1,350
WCHS-Radio 1/17/2013 All day 2,200 $908
WQBE-Radio 117/2013 Ali day 6,000 $190
WCHS-TV 1717/2013 Noon News 18,000 $250
WOWK-Tv 11712013 5:00 p.m. News 8,000 $170
5:30 p.m. News

VOWK-TV 117/2013 (statewid e) 9,000 $170

JOWK-TV 111712013 6:00 p.m. News 14,000 $290

(AJR-Radio

_r?orga ntown) 111712013 All day 1,200 $98

30Y-Tv 11712013 | 530 p.m. News 14,000 $300

(statewide)




5:30 p.m. News
WVNS-TV 117/2013 (statewide) 9,000 $130
5:30 p.m. News
WTRF-TV 117/2013 (statewide) 8,000 $80
WCHS-TV 1/17/2013 8:00 p.m. News 43,000 $700
| WSAZ-Tv 117/2013 6:00 p.m. News 138,000 $1,900
|
m"AH'TV Fox 1 172013 10:00 p.m. News 39,000 $700
'WCHS TV 1/17/2013 | 11:00 p.m. News 19,000 $400
Wheeling News
Register 1/18/2013 AP Story 16,859 $1,319
AP story and
Clarksburg g
Exponent 1/18/2013 photogri%h / Page 15,434 $791
Huntington
erald-Dispatch 1/18/2013 AP Story 24,661 $1,373
forgantown AP Story (front
Jominion-Post 1/18/2013 page) 20,095 $541
fartinsburg
ournal 1/18/2013 AP Story 16,747 $195
3rkersburg 111812013 AP Story 22,242 $584
kins 111812013 AP Sto 10,315 $482
fermountain ry !
arksburg “ s
ponent 1/19/2013 Hats Off’ Editoriaj 15,434 $27




WBOY-TV 117/2013 6:00 p.m. News 26,000 $500
WDTV-TV 117/2013 6:00 p.m. News 10,000 $260
WBOY-TvV 1/17/2013 11.00 p.m. News 13,000 $800
WBOY-TV 1/18/2013 5:00 a.m. News 10,000 $500
WCHS-Tv 1/18/2013 5:00 a.m. News 5,000 $170
WCHS-TV 1/18/2013 6:00 a.m. News 15,000 $250
Hampshire P
Review 1/17/2013 (WV Press Assoc.) 7,150 $147
Coal Vailey News 1/21/13 (WV Press Assoc.) 4,000 $125
NGT News 117113
Charleston Area .
Afliance 1/17/2013 Alliance biog n/a
OTAL 768,894 $ 19,741.53




2013 Transportation Conference Medis Report

Media Outlet Date Description E:;irs:::: Impressions
Eli:r;t;r;g:on Herald- 3-Nov-13 cg:g:: rtlg;peak at transportation $1,982 77 23666
. Statewide Talkjine with Ho
MetroNews Talkline 2-Nov-13 Kercheval PRy $10,500.00 12,060
L":;L‘c’::kews Radio 3-Nov-13 |"The Roads Have Neogs" $562.50 280,000
WCHS-Radio 2-Nov-13  [58-Live with Rick Johnson $73.50 1,700
HuntingtonNews. Net 11-Nov-13 [(wvBT press release) $100.00
Associated Press
a rs in state “State tra tion conference set for
l('legf::apers, national 11-Nov-13 Monday” neporta " ° i
websites)
WOWK-TV 13-Nov-13 [13 News at 6pm $3,987.10 8,000
WOWK-Tv 14-Nov-13 |13 News at 4:30 a.m. $550.00 1,000
WOWK-TV 14-Nov-13 {13 News at 5:00 a.m. $840.35 1,000
WVNS-TV 14-Nov-13 {59 News at 6:00 a.m. $1,986.65 3,000
WVNS-TV 14-Nov-13 |59 News at Noon $1,156.80 5,000
WVVNS-TV 14-Nov-13 |59 News at 5:00 p.m. $3,001.85 8,000
VOWK-Tv 11-Nov-13 [13 News at 5:00 p.m, $3,001.85 4,000
YDTV-TY 14-Nov-13 NewsChannel 5 at 530 p.m. $2,796.40 11,000
YWNS-TV 14-Nov-13 [West Virginia Live (5:30 p.m,) $3,170.05 9,000
YOWK-TV 14-Nov-13 [West Virginia Live (5:30 p.m.) $3,170.05 5,000
VBOY-TV 14-Nov-13 West Virginia Live (5:30 p.m.) $6,340.50 13,000
{TRF-TV 14-Nov-13 [West Virginia Live (5:30 p.m.) $2,958.90 11,000
VNS-TV 14-Nov-13 159 News at 5:30 p.m. $3,170.05 9,000
'VNS-TV 14-Nov-13 |59 News at 6:00 p.m. $4,378.35 9,000
'BOY-TV 14-Nov-13 12 News at8:00 p.m. $5,779.95 23,000
CHS-Tv 14-Nov-13 Eyewitness News at 6:00 p.m, $8,529.50 42,000
YNS-TV 14-Nov-13 |59 News at 6:00 p.m. (B! Hillbarn) $4,538.55 9,000
YNS-TV 14-Nov-13 |59 News at 6:00 p.m. (Sec. Maddox) $4,645.35 9,000
YFX-TV 14-Nov-13 [WVFX News at 10:00 p.m. $550.00 2,000
/NS2-TV 14-Nov-13 [Fox59 News at 10:00 p.m. $1,383.20 6,000
/NS-TV 14-Nov-13 [59 News at 11.00 p.m. (Bill Hilborn) $3,180.20 3,000
NS-TV 14-Nov-13 [59 News at 11:00 p.m. (Sec. Maddox) $3.471.05 3,000
JIAY-TV 14-Nov-13 [NewsWatch 4 at 11:00 p.m. $856.35 7,000
irleston Gazette 14-Nov-13 [“Push for infrastructure bill* $2,141.70 38,944
“W.Va. nnual
State Journal 14-Nov-13 C":n\f’:re':g:?j g:‘a":lzs"t'oa:‘?“',‘e; Oty $750.00 8,500
NS-TV 15-Nov-13 |59 News at 11:00 p.m. $3,335.30 3,000
US2-Tv 15-Nov-13 [Fox59 News at 10:00 p.m. (Maddox) $1,466.50 6,000
152-Tv 15-Nov-13 |Fox59 News at 10:00 p.m. {Hilborn) $1,324 85 8,000
18-TVv 15-Nov-13 |59 News at5:00 a.m. (Hilborn} $2,100.15 3,000

- —



WVNS-TY 15-Nov-13 |59 News at 5:00 a.m. (Corvidor H) $2,020.70 3,000
WOWK-Tv 15-Nov-13 |13 News at 5:00 a.m. $743.75 1,000
WOAY-Tv 15-Nov-13 NewsWatch 4 Early Edition (6:00a.m.) $550.00 1,000
WOAY-Tv 15-Nov-13 |NewsWatch at Noon $1,265.70 4,000
WBOY-TvV 15-Nov-13 [12 News Today at 6:00 a.m. $5,150.95 11,000
WBOY-Tv 15-Nov-13 [12 News Today at 6:00 a.m. $7,884.90 11,000
WVNS-Tv 15-Nov-13 |59 News at 6:00 a.m, $1,827.70 3,000
WBOY-Tv 15-Nov-13 [12 News Today at 12 Noon $2,956.20 10,000
WVNS2-TV 15-Nov-13 |Fox59 News at6:00 a.m. (Hilborn) $20.00 1,000
. -Nov-13 | Investing in Transportation Coulg Help
The State Journa; 15-Nov-13 Grow Economy” $1,200.00 8,500
|Charleston Daily Mai 15-Nov-13 “infrastructure frustrates legislators” $2,141.70 18,805
Beckley Register 15-Nov-13 [“itis a crisis” (Editoriaf) $1,091.75 24,122
. “Charlesion Hosts Transportation
hWCHS—Rad.o 15-Nov-13 Conference” $73.50 1,700
. “Lawmakers Push bill for infrastructure
Bluefield Daily Telegraph | 15-Nov-13 improvements” $1,232.50 15,575
TOTAL $112,170.22 697 572




Report job ID
Date/Time generated
Date range

Month and year
May-lune 2015
May-June 2016

May-June 2016
May-June 2016

Total

Report job ID
Date/Time generated
Date range

Month and year
May-June 2016

Total

PTInvaLh 2019 WAL Digital Display Added Vilue Summary

WWW.Wsaz.com

2318315791
June 1, 2016 3:32:57 AM EDT
May 15, 2016 - June 27, 2016

Line item Total impressions Total clicks Total CTR Total Value
FestivALL 2016 - 728x90 - ROS - 05/16/16 - 06/27/16 120,412 63 0.05% $ 1,416.65
FestivALL 2016 - 300x250 - ROS - 05/16/16 - 06/27/16 120,773 96 0.08% $ 1,420.89
FestivaLL 2016 - 320x50, 728x90, 480x32, 1024x90 - Mobile, iPad -
05/16/16 - 06/27/16 120,645 486 0.40% $ 1,419.39
FestivALL 2016 - penci] - ROS - 05/16/16 - 06/27/16 119,846 167 0.14% S 1,409.99

481,676 812 0.17% $ 5666.92

FestivALL 2016 wsaz Digital Video Pre-Roj] Ad Summary

WWW.wsaz.com
2074828115
June 27, 2016 3:48:13 AM CDT
June 10, 2016-June 26, 2016
Line item Total impressions Total clicks Total CTR Total Valye

FestivALL - Pre/Post-Roll - "2016 FestivALL" - 06/ 10/16 - 06/26/16 9,865 208

208

211% S 1,764.75

9,865 2.11% $ 1,764.75



FestivALl 2016 WSAZ
Television Added Value Summary

# Promotional

Station Total Added Value
Ads
WSAZ 63 S 10,922.00
wacw 206 S 5,288.34
Myz 339 $ 6,780.00
668 S 22,990,34



Date(s)
June 16-June 27

16-Jun
18-Jun
18-jun
18-iun
23-Jun
24-Jun
25-Jun

" ESUVALL 2010 WV Radio Corporation
Added Value Report

Station(s)

V100, 96.1 The Wolf, WCHS-AM, 98.7 The Beat,
107.3 Tailgate, WKAZ, ESPN Radio 14¢0
96.1 The Wolf, 98.7 The Beat & 107.3 Tailgate
96.1 The Wolf, 107.3 Tailgate & V100

Description
:30 FestivALL Updates airing 3x per day on ali 7 stations

Radio Remotes @ FestivALL Concert at Power Park
Radio Remotes & 96.1 The Wolf MC'd the Art Parade

V100 Woofstock & Wieners Radio Remote

96.1 The Wolf Smoke on the Water Chili Cookoff Radio Remote
WKAZ The Mayor's Concert Radio Remote
V100 Blues, Brews & BBQ Radio Remote

V100 & The Beat Radio Remotes @ Wine & Jazz

Total Value
$ 29,236.03

$ 2,058.88
S 5,294.25
S 2,058.88
S 2,058.88
S 941.20
$ 2,058.88
S 2,941.25
546,648.23



restivaALL Added Value
Multi-Media Summary

Vendor Total Spend  Tgtal Added Value
Charleston Newspapers ¢ 13,935.15 ¢ 19,906.82
WSAZ, wacw $ 16,000.26 S 30,422.01

WV Radio S 14,001.72 S 46,648.23

$ 4393713 s 96,977.05



' =suvALL £U16 Charieston Newspapers
Added Value Report

Date Description

15-May Discounted Rate & Free Color
22-May Discounted Rate & Free Color

26-May Fuil Page/Fuil Color-Preview Weekend

5-Jun Discounted Rate & Free Color

9-Jun Discounted Rate & Free Color
10-Jun Discounted Rate & Free Color
11-Jun Discounted Rate & Free Color
12-Jun Discournteq Rate & Free Color
12-Jun FestivALL Tab
16-Jun Discounted Rate & Free Color
17-Jun Discounted Rate & Free Color
18-Jun Discounted Rate & Free Color
19-Jun Discounted Rate & Free Color
23-Jun Discounted Rate & Free Color
24-Jun Discounted Rate & Free Color

Value

mmmmmmmmmmmmmmm

444.98
44498
6,216.42
444.93
145.89
145.89
353.79
444,98
9,882.60
145.89
145.89
353.79
444.98
145.89
145.89

$ 19,906.82
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More than 1in 4 West Virginia children live in a household that does
not have sufficient access to food 60% of West Virginia school-aged
children gualify for free ar reduced priced school meals: That's more
than 173,000 children whose family household Income is below or
nearly below the federal poverty level, Sadly, the meals provided at
school may be the only food many children have access to each day.
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THAT’S MORE THA

173,000 CHILDREN

whose family household income is below or nearly below the federal poverty level
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