ADOPTION: RESOLUTION NO. 2021-16 (BRANDING CONSULTANT
AGREEMENT)

RESOLUTION NO. 2021-16

A RESOLUTION OF THE BOARD OF SUPERVISORS OF THE TOWNSHIP
OF WEST DEER, COUNTY OF ALLEGHENY, COMMONWEALTH OF
PENNSYLVANIA, APPROVING AND AUTHORIZING THE EXECUTION OF
A BRANDING CONSULTANT AGREEMENT WITH :

THE TOWNSHIP ADVERTISED FOR THESE SERVICES IN THE
NEWSPAPER AND ON THE TOWNSHIP WEBSITE. IN ADDITION, THE
TOWNSHIP MANAGER REACHED OUT TO SEVERAL FIRMS IN AN
EFFORT TO GENERATE INTEREST. |

FOUR FIRMS SUBMITTED PROPOSALS:

DORSEY DESIGN/CYNTHIA CAVENDISH-CAREY $8,000-$11,000

MAGNUM INTEGRATED MARKETING $23,500
AVANT MARKETING - $30,000
THE IMPACT GROUP $53,000

THE PROPOSALS AND A COPY OF THE RESOLUTION ARE ATTACHED.
MR. KARPUZI AND MR. FORBES...

WHAT ACTION DOES THE BOARD WISH TO TAKE.

| MOVE TO ADOPT RESOLUTION 2021-16 APPROVING AND

AUTHORIZING THE EXECUTION OF A BRANDING CONSULTANT
AGREEMENT WITH

MOTION SECOND AYES NAYES

" DR. MANN

MR. FORBES

MRS. HOLLIBAUGH
MRS. JORDAN

MR. KARPUZI




DORSEY DESIGN/
CYNTHIA CAVENDISH-
CAREY
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Daniel J. Mator

Township Manager, Township Treasurer
Woest Deer Township

109 East Union Road

Cheswick, PA 15024

Dear Mr. Mator,

Thank you for taking the time last week to discuss your thoughts on updating and improving
the brand strategy and identity for West Deer Township. We appreciate the opportunity to
submit this proposal and look forward to the chance to work with you and your team.

Logo design is a key element in the overall branding strategy of any organization. The goal
of this project is to create a logo and a brand identity strategy that will support growth in the
township and create recognition across all platforms.

We will work with you to create a logo répresentative of your brand, bringing a positive face to
West Deer Township’s presence. The logo will be the door to all of your interactions, This will help
you connect with prospective builders and residents to communicate your brand effectively.

Since building a brand identity is just the first step toward creating a sustainable brand,

our deliverables will also include a current and forward-looking strategy for launching and
leveraging the brand identity for West Deer Township. Our strategy will be aimed at attracting
and retaining your desired audiences.

As a team, we first worked together years ago in a corporate environment and found a common
passion for great marketing strategies and effective design and writing implementations, We
have sought opportunities for teamwork over the past 30 years and have found success in our
parinerships for our clients.

We will propose our thoughts on updating your brand on the next few pages. And we will be
happy to address any questions you may have whenever you wish.

Best,

(0 0isley = Bon

Cynthia Cavendish-Carey Sam Dorsey, Dorsey Design
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OBJECTIVE

West Deer Township seeks to update the brand image for the municipality, leveraging strengths
and attribuies that will appeal to and attract high-end builders as well as upper income
residents and their associated realtors. Additionally, West Deer Township also desires to launch
and leverage the new brand for sustainability and to optimize visibility and credibility with these
target markets.

ABOUT WEST DEER TOWNSHIP

Located in the north hills section of Allegheny County, Pennsylvania, West Deer Township is the
third largest municipality. The population of nearly 12,000 is comprised of predominantly white,
married and never married adults, roughly half female (50.7%) and male {49.3%), There are
nearty 4,800 households and over 5,100 housing units. Median age is approximately 45 years old
and median household income is just over $46,000 per year. There is room and opportunity to
grow the population in a sirategic way.

The goal of the new brand identity aims to attract young families and adults {e.g., especially
Millennials and Nexters} in the upper income echelons who can afford higher end housing.
Understanding these generational groups and what influences them is of paramount
importance to the program and the associated visuals and materials that are developed and
leveraged via appropriate channels,

Prospective residents consider varied and deep criteria when choosing where to live, including
accessibility to work places and entertainment venues, quality schools and parks and recreation
amenities, among other factors, This is perhaps the most important decision younger adults
can make. Other criteria that our target audience considers are housing affordability and

value, taxation rates, social and public works, among many other services. West Deer Township
competes for this market with a variety of neighborhoods and municipalities in the vicinity.
Therefore, taking such competitive factors into account and emphasizing the positioning and
differentiation of this area will highlight the advantages of living and raising a family in West
Deer Township.

We believe that your municipality has a great and highly differentiated story to telll Our strategy
and deliverables will include a comprehensive view of these factors in order fo fully address
West Deer Township's goals with efficacy.



SCOPE OF WORK AND DELIVER ABLES

The Logo Design Process

Your logo is a key pillar of your township's identity, and the process through which it is created
and refined is important to your long-term success, We take a collaborative approach that keeps
you involved at every stage.

Expectations

« Understanding Your Needs: We believe that your logo should communicate both who and
what the township is. It should speak to your audience on a subconscious level and make an
immediate positive impression upon them.

- Concept: We discuss your vision for your company logo with you. By working with you to gain
insights up front, we'll be able to develop a handful of options that exceed your expectations.

- Review & Revise; We'll present you with a few options that we've created based on the
information you've given us. You'll have the opportunity to review each of them and provide
feedback for revisions.

+ Delivery: Once we've crafted a logo design that meets all of our expectations, we'll provide you
with all of the digital files you'll need to put the logo to use on your web presence, business
materials, signage, marketing and promotional materials, and other needs.

- Graphic Standards: A brand is only as gocd as the consistency with which it is used, We will
develop a concise brand identity manual that the entire team at West Deer Township will use
to guide them. Additionally, we will be happy to assist with a training session to familiarize
your team regarding usage,

Deliverables - Logo and Brand Identity Materials
We will deliver design and strategy; our proposal does not include estimates for the production
of signage, business materials, promotional items, etc. We will be delivering:

« Logo artwork, produced as vector artwork for all uses, and delivered in formats such as EPS,
JPEG, PNG, etc,

- Artwork for business materials such as letterhead, business cards, possibly a pocket folder.
« Artwork for promotional email and for printed postcard for direct mail.

» Press release to announce new brand.

» Artwork for signage at key entrances,

« Brand identity manual to guide on the correct use of logo/brand.

Deliverables - High-Level Strategic Business and Marketing Plan
» Strategic plan for brand relaunch/rollout fo key audiences.

« Goals and objectives mapped to measures for success.

» Positioning and differentiation for competitive advantages.

« Target audiences mapped to delivery channels and vehicles,

» Key messages and elevator pitch (i.e, sales/marketing talking points).

« Key milestones and delivery timeling; issues and challenges; program refinement
recommendations,
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TIMELINE FOR DELIVERABLES

Depending upon West Deer Township’s decision-making process and any requested changes,
we estimate that the project could be completed in approximately four months from the
acceptance of this proposal.

We are experienced professionals and are sensitive to a client’s timeline needs, and will do
whatever we can to keep a project on task, even if it means gently nudging the client for
approvals, input, etc,

We are confident in our abilities and responsiveness to hit agreed-upon deadlines comfortably.

COST ESTIMATES

Strategy

Includes research, writing strategy document, presentation, refinement, and partnership with
design process. Also includes editorial work for initial materials (fast fact sheet, press release, etc)

Estimate: $1,500 to $3,000
Design

Includes research, design strategy, development of design concepts, color palette, presentation
of concepts for logo design, refinement, and final artwork. Logo art to be delivered in formats
required, such as vector artwork, PDF, JPEG and PNG.

Implementation of new brand includes artwork for letterhead, business cards, and pocket folder,
Includes artwork for promotional email and direct mail postcard.
Includes artwork for signage at key spots in the township.

Also includes a brand identity guide, a straight-forward document that will help township team
to adhere to the identity standards, thus strengthening the brand.

Estimate: $6,500 to $8,000

[These cost estimates do not include production costs of materials, such as printing costs
or sign-making-costs or postage for direct mail postcard.]

Cost estimates are based upon typical timelines for all stages of this type of project.
Our team will keep close track of time and advise of any overages that would result
in adjustments of our pricing.

Invoicing will occur at the end of each month, net 15 days.



BENEFTS OF WORKING WITH DORSEY DESIGN
AND CYNTHIA CAVENDISH-CAREY

Here are a few key reasons why West Deer Township would benefit from hiring us:

» We keep you involved at every step of the process. This improves results and makes the entire
re-branding project progress faster.

« Your logo will be more than a flashy graphic - it will be a powerful, visual manifestation of your
brand’s identity.

» We will communicate with you in a prompt, professional manner throughout the project.

Seasoned Professionals

. West Deer Township will benefit from decades of strong marketing experience, Sam

and Cynthia have a history of successful partnership-and teamwork. We both have an
understanding of the market in the Pittsburgh and Allegheny County area, so we can offer
insights that come from being local in knowledge but wider thinking when it comes to
marketing strategies. We offer attention to detail, thorough research to pinpoint key selling and
differentiation points that should be touted. Our ability to think long-term will give West Deer
Township a solid foundation that can be built upon. Also, we pride ourselves on offering high-
end service at an affordable price.

Please be sure to see our bios included on the next pages for information on work processes,
clients, and marketing strengths. And, if you would like to see some samples of work from
Dorsey Design, please go to dorsey-design.com.

CONCLUSION

We are confident that this team of professionals can deliver work products that exceed West
DeerTownship's expectations. The consulting and design services outlined in this proposal will
elevate West Deer Township's brand image, ultimately resulting in an ability to attract and retain
higher-end audiences. Qur team’s expertise and commitment will translate into a successful
strategy and product that will differentiate your municipality from surrounding communities.



{DORSEY
DESIGN

THE FACTS

Dorsey Design is an independent, woman-owned marketing firm, teaming with clients to
provide design and printing services for marketing communications. Dorsey Design has
heen successfully creating effecting design solutions for over twenty-five years, working
with long-term clients such as PNC Bank, Jefferson Regional Foundation, Federated Investors
(now Federated Hermes), Cranberry Business Park, Holy Family Institute, First National Bank,
Jefferson Hospital, West Allegheny School District, and First Commonwealth Bank,

Dorsey Design has built its success on three areas of strength: Creative Talent, Marketing
Expertise and Qutstanding Service.

Creative Talent is the obvious skill when partnering with a marketing firm. Approaching
each project with a strong eye for clean communications and eye-catching visual skills,
Dorsey Design is foremost a design studio. Dorsey Design provides successful design
strategies: creative solutions that are appropriate to meet the goal on multiple levels of
audience, budget and deadlines. President Sam Dorsey held the position of Art Director
for a large, in-house department at Federated Investors for many years and has made

a career of thinking visually. She holds a B.A. in fine arts, with 2 degree in painting and

sculpture.
Cdi!aborafi'ng to : - Marketing Expertise is needed to interpret the design challenge and provide the
- provide o most effective solution. Dorsey Design provides business comprehension along with
Talent visual skills to the client relationship. With an M.B.A. from the University of Pittsburgh
. Expertise . Eatz. Graduate School of Businass, Ms. Dorsey brings a unique skill set of both artand
usiness.

» Servicein
_the arena of
_“marketing

. communications.

For printed materials, Dorsey Design is highly experienced in the production of
marketing communications, knowing what it takes to design projects that are cost-
effective, and working with printers to ensure that art moves through the production
process efficiently. Acting as a print broker for her clients, Ms, Dorsey offers them the best
of the printing industry.

Qutstanding Service comes from understanding the challenges clients face, of serving
multiple masters, bath internal and external. The client’s need to smooth out irregular
work flow and coordinate various resources are the focus of the services provided by
Dorsey Design. Sam Dorsey collaborates with the client as if part of the in-house team.
During her career as a freelance designer, she has built long-term relationships, often
across job and organizational changes. Always on-time, always with confidence, Dorsey
Design services each project as if it is the sole project.

Piease contact Sam Dorsey at 412-881-0803 or sam@dorsey-design.com for more
information. Work samples can be viewed at dorsey-design.com.

Dorsey Design, Inc. is a Nationally-certified V{(}E" izd 7
Women Business Enterprise {WBE). Wertien's Butbiest Evterprist




CYNTHIA CAVENDISH-CAREY

A seasoned business and strategic communication professional, Cynthia Cavendish-Carey
specializes in marketing strategy, brand building, reputation management and crisis
preparedness. She has a proven track record for creating highly differentiated brands for
global, national and regional clients, helping them to build powerful brands to effectively
navigate and manage business and competitive challenges that positively impact the bottom
line. Cynthia possesses broad experience with developing unified sirategic marketing plans
and communication tools as well as scenario-based crisis readiness plans and tests, including
tabletop exercises and war games designed to protect brands and facilitate preparedness to
weather disasters of any type or level.

Cynthia has held senior strategic marketing positions with BNY Mellon/Standish Asset
Management, FHLBank Pittsburgh, SEIf Investments, Federated Investors and the BISYS Group,
Inc. She has worked with many well-recognized financial services companies and a broad range
of organizations across other sectors, including Eco Product Group, All-Clad, Snyder’s Snack
Company, Disruptive Robotics, Blue Belt Technologies, and many more. Her experience has also
been brought to bear for non-profit organizations such as the Leadership Pitisburgh, Kelly-
Strayhorn Theatre, the Women and Girls Foundation, and Strong Women, Strong Girls.

Throughout her career, Cynthia’s expertise has been based upon a deep experience in

analyzing her clients’ competitive landscapes and using this information and research to craft
differentiated positions for their markets and businesses. Her skills as a communications and
marketing professional cover all traditional avenues and new media, including: public, media
and community relations; product and service launches; sales and service strategies, training
and support; editorial capabilities; advertising and promotions; literature and materials
development; conference and event planning; internal and external communications programs;
website development and social media.

A member of the Local Emergency Planning Committee and Region 13, Cynthia works closely
with many municipal and government officials, emergency management professionals and law
enforcement. She has served on a number of boards and is currently serving on a PowerLink
board for a U.S5. national marketing firm, Other board seats have included the American
Marketing Association Pittsburgh Chapter, Leadership Pittsburgh and Strong Women Strong
Girls, among others. A graduate of The Pennsylvania State University, an avid reader and
gardener, Cynthia is at home in the City of Pittsburgh.



Request for Proposals (RFP) for West Deer Township
Dorsey Design
and

Cynthia Cavendish-Carey

May 10, 2021



Please see attachment entitled Proposal for Wast Deer Township.pdf

for detailed information

Exhibit A -

Dorsey Design and Cynthia Cavendish-Carey
1. What is your experience in the development of business and marketing plans?

Seasoned Professionals

West Deer Township will benefit from decades of strong marketing experience. Sam Dorsey and Cynthia
Cavendish-Carey have a history of successful partnership and teamwork. We both have an understanding of
the market in the Pittsburgh and Allegheny County area, so we can offer insights that come from being local
in knowledge but wider thinking when it comes to marketing strategies. We offer attention to detail,
thorough research to pinpoint key selling and differentiation points that should be touted. Our ability to
think long-term will give West Deer Township a solid foundation that can be built upen. Also, we pride
ourselves on offering high-end service at an affordable price.

2. What is your philosophy in the creation of artwork to support such plans?

Talent, Expertise and Service

Sam Dorsey of Dorsey Design has been creating successful ariwork, supporting strategic communications
plans for her entire career. Dorsey Design has built its success on three areas of strength: Creative Talent,
Marketing Expertise and Outstanding Service.

Creative Talent is the obvious skill when partnering with a marketing firm. Approaching each project with

a strong eye for clean communications and eye-catching visua! skills, Dorsey Design is foremaost a design
studio. Dorsey Design provides successful design strategies: creative solutions that are appropriate to meet
the goal on multiple levels of audience, budget and deadlines. Sam Dorsey held the position of Art Director
for a large, in-house department at Federated Investors for many years and has made a career of thinking
visually. She holds a B.A. in fine arts, with a degree in painting and sculpture.

Marketing Expertise is needed to interpret the design challenge and provide the most effective solution.
Dorsey Design provides business comprehension along with visuat skills to the client relationship. With an
M.B.A. from the University of Pittsburgh Katz Graduate School of Business, Ms. Dorsey brings a unique skill
set of both art and business.

For printed materials, Dorsey Design is highly experienced in the production of marketing communications,

knowing what it takes to design projects that are cost-effective, and working with printers to ensure that
2



art moves through the production process efficiently. Acting as a print broker for her clients, Ms. Dorsey
offers them the best of the printing industry.

Qutstanding Service comes from understanding the challenges clients face, of serving multiple masters,
both internal and external. The client’s need to smooth out irregular work flow and coordinate various
resources are the focus of the services provided by Dorsey Design. Sam Dorsey collaborates with the client
as if part of the in-house team. During her career as a freelance designer, she has built long-term
relationships, often across job and organizational changes. Always on-time, always with confidence, Dorsey
Design services each project as if it is the sole project.

Strategic Experience and Expertise derived from decades of experience that has delivered significant
growth, brand recognition and visibility to a number of worldwide organizations. With an understanding of
the client, the market and competitors, customized solutions and opportunities are identified with clear
objectives and approaches to leverage them.

Here are a few key reasons why West Deer Township would benefit from hiring us:

* We keep you involved at every step of the process. This improves results and makes the entire re-branding
project progress faster.

* Your loge will be more than a flashy graphic ~ it will be a powerful, visual manifestation of your brand’s
identity.

* We will communicate with you in a prompt, professicnal manner throughout the project.

3. Do you have any experience providing similar services to municipal and/or governmental
entities?

Flexibility and Experience
While we have not provided these specifically similar services to municipal and/or government entities, our
team has worked closely with such entities in other regards.

A member of the Local Emergency Planning Committee and Region 13, Cynthia works closely with many
municipal and government officials, emergency management professionals and law enforcement.

Sam has worked with a variety of organizations, from non-profits to large corporate clients, from small
businesses to those with social concerns. Her hroad experience has allowed her to flexibly move from one
organization to another.



4. Provide the name and title of everyone who would be providing professional services to the
Township — including the firm’s advisors and subcontractors — along with a description of the
responsibilities of everyone performing work and information about their qualifications.

Expertise and Commitment

Both Sam Dorsey and Cynthia Cavendish-Carey are confident that we have the expertise needed to deliver
work products that exceed West Deer Township’s expectations. Our bios are included in the attached PDF
document, “Proposal for West Deer Township.”

5. Provide a detailed description of proposed fees and costs. These should be clearly broken
down, and shall include all direct and indirect fees.

Cost Estimates

Strategy

Inciudes research, writing strategy document, presentation, refinement, and partnership with design
process. Also includes editorial work for initial materials (fast fact sheet, press release, etc.)

: Estimate: $1,500 to 53,000

Design

Includes research, design strategy, development of design concepts, color palette, presentation of
concepts for logo design, refinement, and final artwork. Logo art to be delivered in formats required, such
as vector artwork, PDF, JPEG and PNG.

Implementation of new brand includes artwork for letterhead, business cards, and pocket folder.
Includes artwork for promotional email and direct mai! postcard.

Includes artwork for signage at key spois in the township.
Also includes a brand identity guide, a straight-forward document that will help township team to adhere

to the identity standards, thus strengthening the brand.
Estimate: $6,500 to $8,000

[These cost estimates do not include production costs of materials, such as printing costs
or sign-making costs or postage for direct mail postcard.]
Cost estimates are based upon typical timelines for all stages of this type of project.

Our team will keep close track of time and advise of any overages that would result
" in adjustments of our pricing.

Invoicing will occur at the end of each month, net 15 days.



6. Provide a list of at least five references and their contact information of clients for whom you
provide services like those being reguested in this RFP.

Tracey McConnell Buckley, St. Louise de Marillac Parish and Federated Investors,
thuckley@stiouisedemaritlac.org, 412.833.1010 (for Sam Dorsey)

Michelle Ausefski, Federated Hermes, MAusefski@federatedinv.com, 412.288.4433  {for Sam Darsey)

Larry Wasserman, PNC, Senior Vice President, Director of Research, lawrence.wasserman@pnc.com,
862.505.4730 (for Sam Dorsey)

Aradhna Oliphant, President & Chief Executive Officer, Leadership Pittsburgh, Inc., 650 Smithfield Street,
Suite 1110, Pittsburgh, PA 15222, aradhna@|pinc.org, 412.392.4517 (for Cynthia Cavendish-Carey)

Bernadette Eyler Smith, CFP, Director of Portfolio Management, 4Rivers Wealth Management, Foster
Plaza 5, 651 Holiday Drive, Suite 540, Pittsburgh, PA 15220, bsmith@4riverswm.com, 412.474.2000 (for
Cynthia Cavendish-Carey)

7. Answer the following guestions pertaining to any individuals who will be providing services under
the proposed confract.

1. Are any of them current or former officials or employees of West Deer Township? NO
2. Are any a registered federal or state lobbyist? NO

3. Have any contributed in the past two years to a municipal official or candidate for office
at West Deer Township? NO

4. Do any have a direct financial, commercial, or business relationship with any official or
employee of West Deer Township? NO

5. Disclose any gifts given by you or an “affiliated entity” to an official or employee of the
municipality. NONE

6. List any additional potential or actual conflicts of interest that may exist relative to
contracting of services with West Deer Township.

Cynthia Cavendish-Carey is the sister of Daniel Mator, However, this would in no way
impair the ability to be objective or to provide the highest quality services to West Deer
Township. In fact, a significant reduction in professional costs would be realized as a result of
Ms. Cavendish-Carey’s working with the Township on this project,
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1@ About Magnum

History

THE AGENCY ' _
Magnum has been the most comprehensive and effective strategic marketing partner
across a wide range of industries for the past 14 years. Our expertise spans all
marketing disciplines - from advertising and design to digital development and social
media management. Magnum is structured to provide integrated marketing solutions
for every initiative and marketing channel to achieve substantial brand awareness.

Company Profile

THE TEAM

Magnum’s team consists of 25 experienced marketing experts. Magnum is made up.of
designers, art directors, brand strategists, digital developers, social media managers
and writers who are great strategic thinkers. Magnum’s superior account services team
is detail oriented, organized and efficient. Magnum uses the latest technology to keep
our clients up-to-date and on deadline.

Principal

Frank Palmieri, CEO
609-670-4009

fpalmieri@magnummark.com
931 Haddon Ave, Collingswood, NJ 08108

Services Offered

STRATEGY & BRANDING DIGITAL MARKETING
+ Brand Positioning + Digital Advertising
+ |dentity Development + Paid Search
« Style Guides + Social Media Management
» Collateral ~+ Email Marketing
« Marketing Strategy « SEO
ADVERTISING & DESIGN DIGITAL DEVELOPMENT
+ Creative Direction « Website Design & Development
+ Design + Mobile Applications
» Copywriting + Content Development
+ Direct Mail +» Cloud Hosting
+ Radio & TV + Security & Compliance
+ Out-of-Home + Support & Maintenance

magnummark.com 2



Locations

Magnum works with clients across the country. We use a cloud-based server to store and organize
our clients assets. Client files are 100% secure and easily accessible from any device.

[31+]
(214 J805)
£

magnummark.com 3



‘E Key Team Members

magnummark.com

Project Manager

PAULA MAUK '

Paula has worked in the advertising industry for more than 20 years. She has enthusiasticaily
engrossed herself in the gaming/hospitality industries, providing comprehensive and efficient
account service to several properties leading to successful rebranding and relaunch ventures
as well as day-to-day operations. Paula works closely with all her accounts, effectively
maintaining robust timelines and providing strategic input with every project: '
Project & Clients: School District of Philadelphia, Vineland School District, Upper Darby

-School District, Temple University City of Vineland, Casino Redevelopment Authority of

Allantic City, Wildwood Board of Tourism, Voorhees Township, Mount Airy Resort & Casino

Brand Strategist

CEDRIC CREAR

Cedric Crear has 25 years of business and brand strategy experience. Cedric has served more
than five years as a member on the board of the Red Cross, former Chairman. He is a board
member of The Smith Center for Perdorming Arts, volunteer with the Andre Agassi Charitable
Feundation, an organization dedicated to improving the quality of public education for
underserved youth in America, and is an elected member of the Nevada System of Higher
Education Board of Regents for District 1. Cedric has won numerous awards for his marketing
work over the years.

Project & Clients: School District of Philadelphia, Vineland School District, Upper Darby
School District, Temple University Southern Nevada Health District, 2020 Nevada Census,
Achievement Prep,

Chief Creative Officer

DAVE GIRGENTI

Dave has more than 20 years of marketing and advertising experience, with 10 years focused
on web development and mobile technology. His brand-first approach will ensure that the
visual design and user experience is aligned with the brand and project vision. Dave has
received over 60 industry awards and has been published numerous times. Dave is a branding
strategist, having helped develop over 500 identities in his career.

Project & Clients: School District of Philadelphia, Vineland School District, Upper Darby
School District, Philadelphia University, Achievement Prep, Convention Center, Hard Rock
Atlantic City, Las Vegas Hilton, Resorts Atlantic City, City of Vineland



‘m Key Team Members

magnummark.com

Creative Director

MICHELE MERTZ

With over 17 years of design experience in the gaming and entertainment industry, Michele
has been an invaluable member of our team. Michele is the creative force behind all of our
most impactiul campaigns. She leads her team of art directors, designers and copywriters to
an award-winning finish.

Project & Clients: School District of Philadelphia, Vineland School District, Upper Darby
School District, The Citadel, Pennsylvania Board of Tourism, Pennsylvania Convention Center,
Hard Rock Atlantic City, Resorts Atlantic City, City of Vineland, Lehigh Garbon Community
College

Designer

TIANA PALMISANO

Tiana has over 10 years of experience in Graphic Besign and Social Media Management. She
has worked on an array of projects for some of the biggest names in the Casino and Music
Festival industries. Tiana believes in achieving brand alignment by creating content that is not
only engaging but alse cohesive with each brand's key message.

Project & Clients: School District of Philadelphia, Vineland School District, Upper Darby
School District, The Citadel, Lehigh Carbon Community College, Orleans Technical College

Senior Copywriter
MARIELLE MONDON

As the senior copywriter, Marielle has a wealth of experience in marketing the casing and
tourism industry. She has helped develop over many campaigns for our local and national
clients. Marielle is a key player in developing strategic direction and oversees the flow of the
creative process.

Project & Clients: Vineland School District, Upper Darby School District, The Citadel, Lehigh
Carbon Community College, Crleans Tachnical College, University of Georgia, University of
the Sciences



References

References

Resorts World Bimini Bahamas
Dana Leibowitz

Marketing Director
718-666-2106,
dleibo1968@gmail.com

Mount Airy Resort
Glenn Cademartori
VP of Marketing
272-219-8424,

gcademartori@mtairveasing,com

Pennsylvania Convention Center
Tara Waltenbaugh

Marketing Manager

215.418.4960
twaltenbaugh@paconvention.com

City of Vineland
William Gruccio
Marketing Manager
856-498-7096,
wgruccio@gmail.com

School District of Philadelphia
David Zega

Marketing Director
215-400-6810
dzega@philasd.org

magnummark.com 6



Testimonials

“| have worked with Magnum for the past 10 years and hired them 4 times because thers is no
other agency with whom I've worked that consistently delivers strategy, outstanding creative,
-acoount service, media, promotions, etc. Thay have served as agency-of-record for me In each
situation and have done everything from launching new brands, to repositioning and launching
sub-brands, handiing hundreds of jobs per month. They are incredibly quick to learn, they deliver
smart stratégy, compelling creative, strong media plans with unmatched added-value and so
much more. But, what Is equally important is their service and responsiveness. They are always
available, from Frank to the account team down to production artists, if necessary. And, the turn-
around is instantaneous. There’s an old adage that says, “you can’t get all 3 things - good, fast
and cheap.” That may be true, But, with Magnum, it is my experience that you always get great,
fast and reasonablel | trust Magnum with my business and will hire them whenever | need an
agency partner | can count on.”

AMANDA TOTARO, ISLE OF CAPRI CASINO

“Magnum has been a wonderful agency for Wyandotte Nation Ceslno. Fast proactive,
analytical....there Is nothing they can't or won't do for us. It's a great relationship "
GARY JOHNSON, WYANDOTTE NATION CASINO

"l highly recommend Magnum to any company looking quickly and efficientiy tackle their
marketing needs, large or small. We've continuously ask Magnum to help us with a wide range of
different marketing tasks, and they respond with great efflciency and enthusiasm to all of them,
making us feel like we have an additional dedicated member on our team 24/7."

LEN TRANCHITELLA, HARRINGTON RACEWAY AND CASINO

magnummark.com 7



(@ Scope of Services

Our Approach

COMMUNICATION _

Effective communication is the bedrock of a successful project. Qur communications
process includes regular touch-points to ensure transparency and free flow of
information. This will keep the marketing work and rebranding on the projected
timeline. Magnum will assign a dedicated account manager who will serve as the client
point of contact for the project. This environment provides Magnum with the ability to
manage projects and timelines efficiently while giving our clients great customer
service and support. A creative team will be assigned to support ali the services
required by the project. Magnum uses the Monday.com software to organize and
manage the project.

Daily phone calls or video calls will occur between the project manager and the project
contact. Together we will review project progress, answer questions, and discuss
completed work. A recap email will be sent at the end of each week to keep everyone
informed on the project activity and timeline.

magnummark.com 8



1@ Scope of Services

TECHNICAL APPROACH

Magnum prides itself on developing the most in-depth strategic brand buxldlng process in the
industry. Our 3D Branding process has helped successfully launch and rebrand hundreds of
organizations and products. Qur team of branding experts work closely with your team throughout

the entire process.

PHASE 1

DISCOVERY

. COMMUNICATION
Agercy Briefing
Define Roles & Process
Discuss Brand Strategy
Discuss Vision & Values

“ ANALYSIS
SWOT Analysis
.Gompetitive Analysis
Geographic Analysis
Audience Analysis
" Review F{esearch Data

 SCOPE OF WORK _
- Gather Marketing Asset
. Establish Deliverables -

magnummark.com

_Establish Marketlng Goals
Establjsh T‘imelme e

PHASE 2

DEVELQ

- CORE BRAND STRATEGY-
" Positioning & Tagline

Mission Statement

~ Personality & Voice

BRAND DEVELOPMENT
Logo & Guidelines '

" CREATIVE DEVELOPMENT

Print Ads, Digital Ads, OOH,
TV & Radio, Collateral,
Social Media Content -

STRATEGY PLANS.
Marketing Sirategy
Media Strategy
Social Media Strategy

PHASE 3

DEPLOY

PRE-LAUNCH
Creative Production
Internal Introduction

.PR & Social Media Setup-

Teaser Qar_npaign

LAUNCH _
Traditional Media
Paid Digital Media
Paid Search .

: 'Somal Medla Management

- POST-LAUNCH

l

Google Analytics -~ .
Goals & KPIs Reports.
Brand Refinement

| Additional Marketing.
Evaluate ROI :



(@ Scope of Services

TIMELINE
Timelines are set during Phase 1 and can be modified and adjusted depending on the expediency

of project approvals.

PHASE 1
DISCOVERY

COMMUNICATION

ANALYSIS

>

SCOPE OF WORK

PHASE 2 PHASE 3

DEVELOP. DEPLOY

CORE BRAND STRATEGY PRE-LAUNCH
> —
BRAND DEVELOPMENT LAUNCH i
> —
CREATIVE DEVELOPMENT POST-LAUNCH
> —

STRATEGIC PLANS

magnummark.com
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1@ Scope of Services

TECHNICAL APPROACH DETAILS

Ph B i

It afl begins with learning. What we learn at the start of the process will assure the
integrity of our thinking and aid us in the development of the brand. We will gather all
existing communications material and talk with the core decision makers about the
project and the vision of the brand.

Your brand equities are the source of believability. Sidestep them and you risk
undermining your brand. While they can evolve, their evolution must be carefully
managed. Thus, a key element of the discovery process is a SWOT Analysis
(Strengths, Weaknesses, Opportunities, Threats) to help us determine the core brand
strategy. The core brand strategy is the unique brand positioning from which alll
marketing communication derives from.

During the Discovery Phase, we will establish the project deliverables, set the
marketing goals and create a timeline. This will help keep us on track and focused on
the end results.

Phase 2: Develop

After our Brand Discovery session we can then unite all the pillars of learned and
gathered information to finalize the core brand strategy. The agreed upon core brand
strategy will guide the creative process for all communication channels. We can
establish the foundation of the brand. This consist of building the visual identity (colors,
fonts, icons), the brand persona (personality, tone, tagline) and the brand positioning
(audience, marketing and goals).

We will provide West Deer Township with multiple logo concepts and how they can be
used in marketing. Once a direction is select and approved, Magnum can begin
building any the communications deliverables that were established in the Discovery
Phase. We can then create a brand style guide, marketing templates and brand
identity material. Magnum can developed additional marketing items as needed to help
make the brand launch successful.

Ph : Depl

Magnum will work with your team to deploy the brand internally, then introduce it
externally to the community. It's it important to have a unified presence when launching
a brand.

magnummark.com 11



Questionnaire

magnummark.com
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{@ Questionnaire

EXPERIENCE _ :

1. What is your experience in the development of business and marketing plans?
Magnum has over 25 years of business and marketing plan development experience.
We have provided companies such as Resorts World Bimini, Pechanga Resort, Soboba
Casino Resort, City of Vineland and more, with thorough marketing strategies to help
them launch and grow their brand. Please see the examples on the Marketing Plan
pages.

How we can help:

+ Define you Mission/Business Goals
Determine your KPIs
Identify your buyer personas.
Define initiatives and strategies.
Define your marketing budget.
SWAT Analysis
Define Responsibilities

2. What is your philosophy in the creation of artwork to support such plans? .

We believe that strong lines of communication help the business and marketing
process. Communication compounded with research will make the entire brand project
strong and on target.

3. Do you have any experience providing similar services to municipal and/or
governmental entities?

Magnum has worked with many municipal and government entities including: City of
Vineland, CRDA (Atlantic City), The Wildwoods (New Jersey). We have specialized in
tourism marketing for 25 years and have worked with many school districts. We are
familiar with the process of working with organizations that require board acceptance
and approval.

4. Provide the name and title of everyone who would be providing professional services
to the Township — including the firm’s advisors and subcontractors — along with a
description of the responsibilities of everyone performing work and information about
their gualifications.

Please see the Key Member Pages to review the staff performing the word and their
qualifications. Magnum does not use advisors or subcontractors.

5. Provide a detailed description of proposed fees and costs. These should be clearly
broken down, and shall include all direct and indirect fees.
Please review the Cost Proposal page containing the fees and deliverables.

6. Provide a list at least five references and their contact information of clients for whom
you provide services like those heing requested in this RFP.

magnummark.com 13



{E Questionnaire

TEAM MEMBERS ' _
1. Are any of them current or former officials or employees of West Deer Township?
NO _ _

2. Are any a registered federal or state lobbyist?
NO _

3. Have any contributed in the past two years to a municipal official or candidate for
office at West Deer Township?
NO :

4. Do any have a direct financial, commercial, or business relationship with any official
or employse of West Deer Township?
NO

5. Disclose any gifts given by you or an “affiliated entity” to an official or employee of the
municipality.
NONE

6. List any additional potential or actual conflicts of interest that may exist relative to
contracting of services with West Deer Township.
NONE

magnummark.com 14



PORTFOLIO

magnummark.com
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BRANDS WE HAVE CREATED
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Brand Style Guides

Upper Darby School District
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Database Services

Patronology

Magnum has the ability to manage
database services including: customer
profitability, acquisition efficiency and
database maximization.

Services:

» Database Reporting

+ Promotional Analysis
Database Segmentation
Database Reinvestment
* Promotions Development
» Lovalty Development
» Customer Lifecycle
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(ﬁ) Database Services

TARGET PERSONAS

Magnum creates targeted personas to establish who we are trying to reach in the marketplace.
These demographics help us define who they are, where they come from and what they like.

See example below.

Demo: M/F 21+
Location: Within 10 Miles
Activities: Wineries

Demeo: Travelers 30+
Location: Within 25 Miles
Activities: Hiking, Kayaking

Demo: Couples 40+
Location: 25+ Miles
Activities: Shopping, History

Hotel: No Hotel: No Hotel: Yes
F&B: 1 Meal F&B: 2 Meals F&B: 3 Meals
Value: $100 Value: $250 Valtue: $900
magnummark.com
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‘u Case Study

Mount Airy Casino Resort

OVERVIEW

Mount Airy Casino needed to shed its image as another outdated place in the
Poconos. Mount Airy Casino took a major leap forward with a $50 million doliar
expansion creating the regions only AAA Four Diamond Hotel and a state-of-
the-art convention center. Not only does this make Mount Airy Casino a
powerhouse for hosting large comorate conferences, but it also opens up the
property as the perfect all-inclusive wedding venue facility. No property in the

region comes close to all the amenities that Mount Airy Casino has to offer. The MOU NT AI RY
ability for people to stay at a world-class hotel, dine at award winning CASINO - RESORT - SPA
restaurants, relax at a luxury spa, play a round of top-level golf all while

surround by the pulsating action on the casino floor, is truly a remarkable
experience.

Magnum was task with rebranding the casino’s image and all of the properties amenities. Magnum would be responsible
for marketing each segment of the property not only to raise brand awareness but generate meaningful ROI.

STRATEGY & EXECUTION
Magnum developed the brand positioning around " ' '3" R
“ExtraordinAIRY.” Not only did it represent the quality of | 2GRS TR : L|VE

the property but the unique spelling of the word could . ' " EXTRAORDiNAIRY
be exclusively used by Mount Airy Casino. \ _ !

Magnum art directed a high-end photo and video shoot oy LG A5 O @ !ﬁﬁl,,{ﬁl,ﬁ".“’ '
to build the asset library. All the amenities were = i -
represented, this provided a foundation of cohesive

imagery for the marketing campaign. A song was written and music was scored for the campaign.

Magnum developed the website, the email marketing program and the social media campaign with a focus on reaching
the marketing goals all while simultaneously staying within the brand strategy.

Magnum managed Mount Airy Casino’s Facebook and Instagram media channels. All activity was tracked through Google
Analytics and we created monthly reports showcasing highlights and conversions.

Boum Alry Eagina Resedt AL
RESULTS @ LRSI :
Magnum created a digital media strategy that targeted segmented groups with specific ;&Eﬁﬁ'ﬁé&ﬁ%ﬁﬁﬁﬁuﬂm
marketing messages. We tracked impression and clicks for all digital marketing. By
using GTM, we were able 1o track paid and organic conversions. We assigned values

for each amenity which gave us individual and totatl ROl amounts for the month.

STATS (1 Year)

Hotel Room Bookings: Up 34%
F&B Reservations: Up 27%
Ticket Sales: Up 29%

Digital Advertising Impressions: 300K ovon SRR
Social Media Interactions; 5M+ B Qeersn Dsw &¢

Magnum Integrated Marketing 20



VINELAND PUBLIC SCHOOLS
Magnum created a brand strategy and master
document that included a new logo, marketing

materials, collateral materials and a website for INEL AND
both the school district and the City of Vineland.

PUBLIC SCHOOLS

1 1mnks

VPCOMING EVENTS
1FI (M) Ledd#0srbeney Eay - Sl Bnkabann
VELIARNT) ol i - MKty

VineLA

1 ‘ K
~ o . .

T

HeME  poolr

Vineland Public Schools
www.vineland.org

City of Vineland, NJ
www.vinelandcity.org

magnummark.com 21



UPPER DARBY SCHOOL DISTRICT
Magnum rebranded the Upper Darby School District which consisted of 1 high school, 2 middle
schools and 10 elementary schools. The school district’s demographics were diverse; serving 41%
white, 42% black, 13% Asian and 4% Hispanic. Magnum created a new modern logo and
positioning that encompassed their new ideals. Magnum was responsible for developing all
communications collateral which included: brand standards, website graphics, social media
templates, school signage, banners and posters, internal communications and a teacher recruitment
campaign. In addition, Magnum also rebranded the Royals, Upper Darby's school sports logo.

“Po g0 Fortunate 1o
spend my days with the
Future of s city”

Andraw Dele
Third-Grade Taacher

” UPPER DARBY

SCHOCL DISTAICT

UPPER DARBY

SCHOOL DISTRICT

My studants’ succasses ore my
suecessas; U so provd of fhem
and all that fhay'Ve achieved”

Jennath Figuatea
Sllingual ¥Indergarten Teacher

U UPPER DARBY

ECHOQL MISTRIET

magnummark.com

UPPER DARBY
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Marketing Plan

SOBOBA CASINO RESORT

Magnum was hired by Soboba Casino Resort to

create a marketing plan/strategy to compete with
the very competitive Palm Springs California area.

DOBOBA

Background

Alter breaking ground anils replaoemant Sohobn Casinu In
southern Galifornle lats tast manth, the Schoba Band Of
LLigang Indlans has now announcad that it expects the new
729,000 gy Tt fanility ta be open by the summer of 2018
complele with an 83,500 gq ft easino ficor offaring 2,000 slols
along with 24 gaming tablea,

The federally-recognized Soboka Band O1 Lylsang Indiens
opanad i{s Soboba Caalno aomea 85 milea east of dewntown
Le= Angeles in 1994 and calebratad tha Riverside County
venue's 20th kirthday by announaing plang to move abaut gne
mille north to a larger 410-acra sita they hed purchesed & year
aarller,

As well ag an expandad gaming ficar, the plan for the
replacement aasino calls for the conatruction of & 200-room
hotel, & 15,000 2¢ ft conference denter, a sporta bar and sTx
faod outlets ao wall ap & spa and fitness center. The tribe
praviously stated that the finlshed developmant could employ
up te BOG peopls.

“’Tha Impmed iautllty promisaa o aapltalfze on wihat they lrlba
already hes by adding mers amanitles such as a hotel, shops
and an entertalnmaent venus,” reads a etatement from the
Soboba Band OFf Lylgeng Indiens, "This will not only bring
mere visitors to the baautiful San Jacinta Valley hut will crente
hundreds of jobs for lacala [and provids} & huge escnemis
boost for the eroe.”

VWehan it apang just oulside the clty of San Jaginto, the
teplacament Seboba Casino will glt approximately 32 milas
fram the Laka Elslinore Hotel And Gagino while the Moronge
Crsine Resort And Spa from tha Marenag Band Of Mizsion
Ingiens will ba 24 mitas awey naar tha village of Sabiazan.

ashoho.com

Competltlvo Analyms

* Moronga Gasing

« Cahyllla Casing

» Pachanga Resort & Casing
* Spa Fieaort Casino

= Agus Callents Caalng

« Fantasy Springa

= Spollight 28 Casing

+ Augusting Casing

Media T'u:tlcs

Overalll Objectivee & Strategy

Craate swareness and genarate buzz around Sobaoba’s Grand Opening by highlighting specifia offerings

targating a varlety of ssgmanta.

hocak and Faader Cratng Playara
‘Tranalant and Towrtat

Anlan VIP

Businesa Travelary

Gonventlons and Maolings Buslness
Hotet Buglnesa

Lalaure/Amanity Saakers

soboba.com

&onops

magnummark.com
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1u Marketing Plan

MONTREIGN

In helping redefine the re-imagined Monticello
Raceway, Magnum created one of the most
compelling and intriguing gaming brands to hit the
marketplace in years... Montreign.

With the daunting task of helping redefine the
Catskills region of upstate New York, Montreign is
the harbinger of an exciting lifestyle destination
resort community that will attract patrons for local
gaming and getaway visitors from Manhattan and
the surrounding markets.

MONTREIGN CASING
WMarketing Plan

Exgculve Bummary

Sltuatlon Anglyuy

Markst Anatyals

SWOT Anabyla

Goela & Oijacllves

Etratagle Ovandew

Faverabia Tourtami Trada

Fashioning Mankiasia

Advadlaing Sirategiea & Tactiea
Targel Conaumner Segmanta
Dighnl Btategles & Tactivs
Medha Sirategles & Tertkea
Advatiiting Sompanents

Pramotlonal Salaglen & Taoloa

Spacial Evanty

Tumaling

Budget Cvardaw

e @) MONTREION

: Market Analysis
: .
Tous bt —
il satrk e ol
[EY LY
Ve,

T T Pl B GOl ke TR, B, 1 30, 30 0 g od 180k, Fubura s i
BTN Y BN AN b BTG 1 b 21 TN

Thira ke 4 A M

kel bargal maskal,

: Bultan LR H ALY faod
w ; Cmice A % W
PP . Tt arsar i R
) e 120445 RAL]
Me. & You. e

[

b o

Panauan ED seene Cue
F_N Pt SR AU

s
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(u Marketing Plan

Resorts World Bimini Bahamas

Magnum launched a small boutique gaming property
48 nautical miles off the coast of Miami, Magnum had
to start to construct a marketing plan and campaign
strategy across all channels.

The result was a fully integrated marketing plan,
stunning creative, message development and
collateral that will not only increase room occupancy,
but build the Bimini and Resoris World brand in a

compelling and engaging manner. . s .,
e e o e ot e O |

Hiluslion Anakysls ;

Gurrent Blte Tratile Trend

Buckets and Communications Platforms

The Segmented Strategy : S vf/\\/\/

Ve gon antimaia the traifio for the aurrent als,
£0m using third oola suoh oo Qompelaaanm,

Tho aHa averages KOO0 vivlls por menth, bl wo ore nelebla to
I detect 5 trun eeasantl Irond fram Ihe dala providad,

Target Audience Target Audience Target Audlence @@‘imﬁ '
18-54+ Broad with HH 25-54+ Broad with HH 25-54+ Broad with HH Sltualan Anclys's !
income of Lower Middle  Income of Uppar Middle  income of Middle to Bearch Volume Trand - )
Segment Begment Upper Segment [— @ [P
Day Trip casual recreatlon party  Midwaek and weekend This gegment opens up the o : —_—
market that would fllthe boat 1o packages would be an resott to broader vacation [rp——
and from Elminl at & price polnt atiraction ta this segment seelers looking for a unique . W ——
that would generate trlps In and Introduse them to the way to enjoy ihe Bahamas . N wnt
mass. Eitnini and tha Rw they might not have heard v
experience plus be work well  about. .
for the AEP segment. The 1w L b a—

Deslination Wedding Market
fils this sagmentaswll. 0 an gan! ntacomt

Wa afet waw daomchea far ih va bap “Thia hatgs when
anleating o koyward atratogy far BEQ snd Pald Benrch

L

! &sifiny
| BAluGe AnTysin

I Search Yolume Trend

Gongle Tronds thawa us tha toarch leond for tha Lam “Dladnl
[ty Lona I Bah *

Boorchon far Fimol hova deqlingd slgnilicanty sinse R We
AHIG S0 RAASORD] AN 1oF ues nlerast BHTRING b the JURaK
manths,
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Tourism Experience

CRDA (Atlantic City) Wildwood (New Jersey)

How do you DO?

Cawing | Beach | Bining | Shepping

magnummark.com 26



Tourism Experience

MAKE EQME
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Resort World Bimini
O et

ME " 5 RESC3AY
L ) 11asa

ira e a s o e e 1 et o
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Pechanga Casino
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{u Portfolio

Social Media Ads

 LOVEWHERE YOU DO TT. il |

Be a Teacher in Phitadelphial

VALENTINES % | IR

Wi MODATIONS
_ DOLPHINSWIM o

. MEALPLAN T

. AGUADRVENTURE

ATLANTIS

PARADIGE WSLAND, OAHAM AT

N IEV A DD
*L"ﬂ

2020

Be Counted at
CEensus.Nv.gov
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Portfolio

Websites

A

NDBIE AKRDUF r " cotmaer

—-_— —

City of Vineland, NJ Alliance for Decision Education
www.vinelandcity.org www.alliancefordecisioneducation.org

RESIDENTS

Vineland Public Schools Borough of Avalon
www.vineland.org www.boroughofavalon.com

magnummark.com 30



Cﬁ) Cost Proposal

Business & Marketing

INCLUDES: Interview with Stakeholders, Marketing Plan,

Plan Media Strategy, Social Media Strategy. $15,000
; INCLUDES: Logo Concepts, Final Logo Digital Files, Style

Logo Redesign Guide, Artwork for Signage. $5,000

Brand | dentity Material INCLUDES: Business cards, envelopes, lstierhead, social $3.500

magnummark.com

media templates, ad templates, billboard templates.
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Proposal:
Brand Identity Consultant

Mt Dozt 3

TOWNSHIPS 1
#LME@HEH"E EOLETY P

West Deer Township
109 East Union Rd.
Cheswick, PA 15024

Proposal Deadline: 13 May 2021

Avant Marketing Group
1982 Concourse Drive, Suite 150
St. Louis, MO 63146
www.avantmarketing.com




Avant

MALLETING CAOUS

Executive
Summary

When implementing new branding, communities totally focus on their marketing
objectives and ignore the most important target audience, current residents, and
businesses. Unlike a brand for a product or service, the brand for a community
cannot be dictated from the top down — it requires the contribution of its
stakehaolders to be accepted and successful.

The Avant Marketing Living the Brand process ensures the engagement of your
community throughout the entire process. Our approach gains input, feedback,
and consent from internal stakeholders. In this way, both residents and
businesses gain ownership of the brand identity and have potential of becoming
Brand Fanatics — who are your best and most cost-efficient means of promoting
your community.

And when the brand identity is based on the shared values of the community, the
brand becomes a driving compass point that generates “propulsive energy” for
the entire community.

[n addition, many firms that compete for community branding assignments focus
on creating an advertising slogan versus truly defining the community and its
values. Though the slogan may seem unique, it lacks identifying brand values
that form the cornerstone of the community’s identity .

Avant Marketing focuses on defining the shared values of the community and
then develops key messages, stogans and taglines that transiate those values
relevant to the different audiences that are defined in our marketing plan.

West Deer Township is seeking a consultant for the following tasks:
» Determine a business and marketing plan for the Township
through interviews with stakeholders
« Redesign the Township logo, and associated artwork for
Sighage, efc. _
= Creation of brand identity materials

Based on the above scope, Avant Marketing Group is uniquely qualified for
this assignment. Our proposal provides for both a comprehensive brand
design process and while also gaining authorship from the community
through market research. From the initial research to final creative
development - we offer a turn-key solution for community branding that is
both cost effective and comprehensive.
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Firm Profile

Avant Marketing Group is a Market Pianning firm located in St. Louis, Missouri.
Qur specialization is focused on brand development and management for
enterprises — including townships and counties, Branding is what we do and is
our core expertise. Our clients utilize our market research to both develop and to
grow brand equity for their communities, improve their economy and to attract
visitors.

We have a long list of clients who have benefited from our branding process
including Cabarrus County, North Carolina; Florence, South Carclina; Bayfield,
Colorado; Salinas, California; University City, Missouri; Medford, Oregon; DeWit,
Michigan; and Humboldt, Saskatchewan. We have recently completed the
branding project for Ferguson, Missouri — which was one of the most challenging
projects in our brand portfolio.

City of Salinas, City of Universiy City and Downtown Medford all have unique attributes, but
they have all employaed the Avant Marketing Living the Brand development process to
identify their communities and to engage economic devefopment.

Avant Marketing was established in 2004 and has conducted both quantitative
and qualitative brand equity research in the United States as well as in 38
countries infernationally.

Our research is the basis of our Living the Brand approach to brand
management and brand equity development that is practiced by communities
ranging from 2,400 to 220,000 in population as well as diversified corporations
and companies conducting business around the globe. We are a small firm by
design, with 10 employees headquartered in St, Louis.
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Questionnaire
Response

1. What is your experience in the development of business and marketing
plans?

As a market planning firm, business and market planning are at the core of our
expertise. Mark Vogel, Senior Partner leads the planning efforts based on his 35
years of business and marketing leadership with category-leading companies
including Kohler Co., Andersen Windows, and Louisiana Pacific. He established
Avant Marketing Group in 2004 and has developed planning for clients in the
government, agriculture, finance, and technology categories.

2. What is your philosophy in the creation of artwork to support such
plans?

Offering fully integrated branding services, all our work, including creative
execution is based on our research with stakeholders. While some creative
departments tend to ignore research, we see it as vital in developing a brand that
will truly resonate and assist in meeting the business and marketing plan
objectives.

3. Do you have any experience providing similar service to municipal
andfor governmental entities?

As mentioned in our firm profile, we have over 16 years of experience in
providing brand development services for municipalities and counties across the
country from California to South Carolina, In addition, we have developed
branding for federal government agencies including the U.S. Treasury,
Department of the Interior, and USDA Rural Development.

4. Provide the name and title of everyone who would be providing
professional services to the Township - including the firm’s advisors
and subcontractors — along with a deseription of the responsibilities of
everyone performing work and information about their qualifications.

1
M a_rk_ Vogel
Marketing &
Creative Strategy
[ ]
) . b J
Paul Kate - Amber Phillips
VandenElzen fo
o Lammert . Marketing
Project Admini . :
Manager mmlstratlve u Strateglst
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Mark Vogel - Senior Partner

Mark will lead the brand creative, strategy, and market plan development. He will
design all research and moderate all focus group meetings. He will also oversee
creative direction for the graphic elements of the new brand identity.

Mark is responsible for the platform development of Cabarrus Gounty, DeWitt,
Bayfield, Salinas, University City, Florence, and Medford. He began his career
leading corporate strategic plans and marketing activities. Most notably, he was
Director of Advertising for the Kehler Company and Director of Marketing for
Minnesota-based Andersen Windows. In those positions, Mark developed the
brand positioning for both brands that is still used today. He is recognized as a
leading branding expert with extensive international branding experience.

Mark received his B.S. in Communications from the University of [llinois,
Champaign/Urbana.

Paul VandenElzen — Project Manager

Paul will manage this project. He will be responsible for research recruitment,
managing the brand research process and assist with interviews. He has five
years of experience project managing for municipat branding including efforts for
Bayfield, Florence, DeWitt, and Cabarrus County along with the current effort for
Ferguson, Missouri.

He received his B.S. in Marketing and Psychology from the University of
Wisconsin Whitewater and serves on the board of directors for the local area
non-profit, Launch St. Louis.

Kate Lammert - Associate

Kate is a founding partner of the Avant Marketing Group and has over 20 years
of market planning experience. She has filled a critical role in all previous
community branding projects. As part of her responsibility for this project, Kate

will monitor schedules and provide general office support.

Kate received her B.S. Degree from Lake Forest College in Lake Forest, lllinois.

Amber Phillips — Associate

Amber is the newest member of the Avant Marketing Group and will provide
background research and project support for this assignment. Amber received
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her B.S. in Liberal Arts and a Business Administration Minor from Southern
lllinois University — Edwardsville.

We are a small firm by design which ensures that senior management is "hands-
on” with every project.

5. Provide a detailed description of proposed fees and costs. These
should be clearly broken down and shall include all direct and indirect
fees.

Avant Marketing provides branding services based on a fixed price project cost.
In this way, there is no additional cost surprises or need {o manage our firm’s
hours against chjectives.

In addition, we do not charge for reasonable travel or out-of-pocket costs.

|iienitost s .| Trabivanionlay

. R I " '.|ill_i'|'illi:."i_[-:.]. _. .
Stage | - 20 In-Depth Interviews with West $8,500
Research Deer Township leaders

Two focus groups with community
organization members

Stage Il - Development and approval of the $18,000
Eranding West Deer Township Brand Platform

Deliver Three Logo and Brand
Essence Options

Stage 1ll - Brand Style Guide & Collateral $3,500
Marketing Designs

Business and Marketing
implementation Plan

Project Total $30,000

Avant Markeling Group | 1982 Concourss Drive, Suite 150 | St Louis, Missouri 83146 | 3145767700 T



)
Avant

MAREETING GROUF

Avant Marketing Group

6. Provide a list of at least five references and their contact information of
clients for whom you provide services like those being requested in
this RFP.

Cabarrus County,
North Carolina

Brand Development
|| and Marketing Plan

Kasia Thopon |
Communications &
Outreach Manager

65 Church Street SE

Concord, NC 28025
Ph: 704.920.2336

Email;
kthompson@cabarruscounty. us

City of Florence,
South Carelina

Brand
Development,
Market Planning
and Brand Launch

Tim Norwood
Downtown
Development
Commiitee Leader

324 West Evans St
Florence, 3C 29501

Ph: 843.519.0803

Email:

thorweod@med-enrell.com

Town of Bayfield, Chris LaMay 1199 Bayfield Parkway

Colorado Town Manager Bayfield, CO 81122

Brand Development Ph: 970.884,9544

and Market Email:

Planning clamay @bavfieldgov.on

City of University Shelley Welsch 6801 Delmar Blvd.

City, Missouri Former Mayor of University City, MO 63130
University City

Brand Ph: 314.505.8608

Development, Email;

Marke! Planning shelleywelsch@ucitymo.com

and Brand Launch
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Additional Responses

Answer the following question pertaining to any individuals who will be
providing services under the proposed contract.

1. Are any of them current or former officials or employees of West Deer
Township?

No

2. Are any a registered federal or state lobbyist?

No

3. Have any contributed in the past two years to a municipal official or
candidate for office in West Deer Township?

No

4. Do any have a direct financial, commercial, or business relationship
with any official or employee of West Deer Township?

No

§. Disclose any gifts given by you or an “affiliated entlty” to an official or
employee of the municipality.

None

6. List any additional potential or actual conflicts of interest that may
exist relative to contracting of services with West Deer Township.

None
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Project Approach

In develeping the messaging recommendations for the new brand, Avant
Marketing will employ its proprietary Living the Brand development process for
this project. The Living the Brand process has several direct benefits:

= |{ connects peaple to your brand

= [t generates ownership of township, business, and developmental strategies among
community leadership

» It gives West Deer Township a clearer sense of purpose and common direction
= |t guides the way your community sells and promotes its image
* It provides criteria for business priorities and community decisions

* It crystallizes what is great about your community tied together under a common
theme

If properly developed, the new West Deer Township brand will not only instill a
strong sense of pride with existing residents and businesses but will act as a
strong “calling card” for potential residents, businesses, and visitors to the
community.

The developed comprehensive Brand Identity Platform is made up of four
components:

Brand Vision — To Be
Brand Mission - To Do

Brand Values — To Behave

Brand Position — To Compare

Pesition What Wa
{To Compars) Promise
Valugs Beliafg That Guide
{To Behave) Our Behavier
Misslon Why We ExlstAnd
{To Do) How Wi Add Valus
Vision 4 IR et o Want
{ToBo) S & ToRecoms

These four components are then distilled into memorable shorthand that
becomes the internal “Battle Cry” and external tagline that we refer to as the
Brand Essence — To Distifl. Through our approach, we ensure that your
community, including community leadership, businesses and residents are fully
engaged.
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Project Action Plan

Following is the recommended action plan.

Stage | — Brand Research
As a market planning firm, market research is the basis of all brand development
projects.

Avant Marketing Group will then meet and interview leadership and community
leaders. Our plan includes a minimum of 20 in-depth interviews,

We will also organize and conduct 2 community town hall meetings/focus groups
with participants recruited from community organizations.

In-Depth Interviews

Critical to our brand development approach is the engagement of the internal
audiences in the process. To do so, we are recommending at least 20 members
of Township and community leadership be recruited to participate in an in-depth
interview concerning the brand identity and messaging. Participants can include
elected leadership, business leaders, and community leaders (non-profit as well
as faith-based leadership).

Each interview will be designed for 30 minutes in length and will focus on the
following:
¢ \Visionary input to define the community in 5-10 years
¢ Identification of shared values of the community
+ Identification of both positive and negative current assets of the
community, including: g
o Whatis great about living in West Deer Township?
0 What would you like to see changed in the community?
o What do people outside of West Deer Township perceive about
the community?
¢ What is the community's greatest asset?
o When someone is visiting, what attractions do you recommend
experiencing?

Focus Groups
The focus groups will be organized to gain similar information as in the in-depth

interviews but will also provide an extended focus on the shared values of the
community and review of potential positioning statements derived from the in-
depth interviews. Each session will be scheduled for 80 minutes in length and
can be held at a cenvenient community center.

10
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Stage Il - Branding
Based on the above research Avant Marketing Group will deliver a
comprehensive Brand Platform and Logo for review and approval.

Brand Platform

Once we have completed the research input, we will then construct our
recommended Brand Platform for approval. The brand platform will serve as the
foundation for all messaging components. The Platform will consist of our
proposed Mission, Vision, Shared Values and Brand Positioning. Finally, the
brand platform will include a Brand Essence — a memorable shorthand statement
that sums up the Brand Positioning and can also be used as a tagline.

Logo Development

Based on the approved Brand Platform, including Brand Positioning, Avant
Marketing will create three (3) logo options for client review and approval. Each
unique logo will feature a recommended Brand Essence (tagline or slogan) as
well as color palette specifications.

Stage Il — Marketing

To complete the branding process, Avant Marketing Group will deliver the West
Deer Township Brand Style Guide — including collateral marketing materials
along with the Brand Business and Marketing Plan.

Brand Style Guide & Caollateral Designs

Avant Marketing will develop the complete West Deer Township Brand Style
Guide based on the approved logo and research conducted. This will be a
comprehensive siyle guide including usage and non-usage standards for all
communications compenents such as photographic standards for print materials.

Collateral designs to be provided with the Brand Style Guide will include all
required designs to represent the Township in print, in signage and online. The
style guide will include all variations of the lego such as white and grayscale
applications, and iterations for light and dark backgrounds.

Business & Marketing Plan
Avant Marketing will complete a Brand Implementation Plan with priorities and

brand launch strategy focused on engaging residents and stakeholders. This
plan will inciude a recommended approach to the Brand Launch Event, strategies
for communications to both internal and prioritized external audiences and a
comprehensive prometion plan,

The plan wiil dictate how the messaging established in the brand platform will be
applied io all potential audiences and stakeholders. This will include:
+ West Deer Township community

1
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Avant Marketing Group

Businesses

Community organizations
Elected officials

Visitors

Other Governmental Agencies
Developers & Investars

| 1982 Concourse Drive, Suite 150 | St. Louis, Missouri 63146 | 3145767700 T
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Case Studies

With over 15 years of experience in developing and deploying brands, here are
several municipalities that have benefited from Avant Marketing’s work.

Cabarrus County, North Carolina

As one of the fastest growing areas in the Charlotte metro area, Cabarrus County
enlisted the Avant Marketing Group to develop a new brand identity for its
county.

Avant Marketing utilized one-on-one interviews, focus groups, and surveying to
gain insight into the community and its shared values. The Brand Positiching

_ developed for the County is:

Cabarrus County respects tradition with a focus on progress. We
enjoy a strong collaboration among our businesses, government,
and our communities in meeting our challenges.

We are united by our shared values of family, faith, collaboration,
and strong traditions that instill our exceptional work ethic and
great sense of community pride.

The new brand identity was launched in October 2017. The following link
provides a full detail of the branding process, and is an example of how we
suggest communications be managed fo keep the public infermed:
httos:/fwww.cabarruscounty. us/resources/america-thrives-here-the-story-of-
cabarrus-countys-brand

CABARRUS COUN TY

13
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Florence, South Carolina

Florence, South Carolina recently enlisted the services of Avant Marketing to
develop its new economic development brand identity. In the region, Florence’s
progressive development has been nearly unnoticed. Through both private and
public funding, Florence has substantial improvements to its community including
a revitalized downtown area, library, performing arts center, medical school
investments as well as being home to two of South Carolina’s best medical care
institutions.

Through our research, we identified that the most valuable assets to Florence is
its progressive attitude as well as the friendliness of its residents. This led to the
following Brand Positioning:

A beacon of praogress, Florence is one of South Carolina’s most
future-oriented communities. We are focused on being a model for
growth and prosperity while ensuring a quality of life that is
supported by exceptional education opportunities, superior
healfthcare services, and an enjoyable social environment.
Progress, investment, and a strong sense of community define
Florence — a place full of fife.

The “Full Life. Full Forward.” slogan emphasizes both the quality of life and
progressive atiitude of the community. Florence conducted its official Brand
Launch under our recommendations and Living the Brand Training was
conducted with business and community leaders.

It should be noted that the Downtown Economic Development Committee
initiated the branding activity. Based on the strength of the branding, it is being
adopted by the City of Florence, Florence County, and the key public venues —
including the Florence Civic Center.

F FULL LIFE. FULL FORWARD. "

LORENCE

SOUTH CAROLINA .:iii
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Medford, Oregon

The City of Medford, Oregon has had to redefine itself. Where Medford once
thrived as the central trading area for timber and agriculture, it has now
repositioned itself with investment in the service and educational sectors.

The general perception of Downtown Medford followed the decline in commerce
that occurred a decade ago. Businesses closed and both regional residents as
well as tourists had no reason to visit the urban center of the community. [n the
past few years, through joint efforts between the City government and private
investment, Downtown Medford is once again thriving with restaurant, theater,
government, and education districts.

Madford selected the Avant Marketing Group to re-brand its downtown area to
reflect the upgraded environment. By doing so, the marketing effort will have a
branding “flagship” that will assist in increasing awareness, traffic, and revenues
for the area business.

Through our research, we developed the following Medford Brand Positioning:

Downtown Medford is both old and new, offering an authentic eclectic
environment of restaurants, shops, services, and activities that thrive
on the respect for history while focused on meeting the cultural,
entertainment and social needs of today’s Southern Oregonian.

Historically centered. J Progressively inspired.

15
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City of University City, Missouri

University City is an inner-ring suburb in St. Louis County, Missouri. With a
population of 35,000 residents, it is one of the oldest suburbs in the county and
was one of Missouri’s first planned communities. It is adjacent to St. Louis City
and Washington University.

The community is extremely diverse with activist residents. Unfertunately, in
recent years, several misconceptions of the community have been established.
The perceptions of crime and a weak school system have influenced external
audiences from visiting or considering the community for relocation.

Through a formal selection process, Avant Marketing was selected for the brand
research and development assignment and to manage the public
communications marketing program. Our process developed the following
University City Brand-Pgsiticning:

University City is a diverse and forward-thinking global community that
offers a beftter quality of life for those seeking a vibrant environment in
which to work, play, or to call home.

[Neighborhood
to the ].'ld

niversity iy
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Bayfield, Colorado

Bayfield is a small community located on the Colorade western slope and in the
Four Pcints southwestern region of the state. Near Durango, it is

commonly known as a “bedroom community” for the larger city and lacked its
own brand identity.

Through a formal competitive process, Avant Marketing was selected to develop
a new community brand identity and brand marketing plan. Interviews with
cemmunity and business leaders and a well-attended focus group were
conducted as part of the market research.

Though the community is viewed as “rural’, there was opportunity to recognize
many of the achievements of the community and its people. A strong school
systern, nationally-recognized library, state champion football team and growing
industries — all happening within the scenic beauty of the Pine River Valley,
provided an excellent platform for the brand development.

The developed Brand Positioning for Bayfield is as follows;

Bayfield is a welcoming community that values diverse growth in our
schools, residents and businesses which enhances our cultural fabric.
We respect independence, foster education, and value our natural
scenic environment. We are a community family focused on the quality
of iife for every resident — an authentic small-fown experience in the
Heart of the Pine River Valley.

As an added brand communication, Avant Market wrote and preduced Bayfield's
brand anthem, "Back in Bayfield” — which can be heard at:
hitps:/iwww . youtube .comiwatch ?v=4z8f2VWuMh90

BAYFIELD

COLORADO » Where Stars Shine Bright

17
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City of Salinas, California

Need/Opportunity

Salinas, California is a city of approximately 150,000 residents located in
Monterey County of Central California. Home of John Steinbeck, its history is well
documented in several of his novels. The community is agriculturally based —
supplying over 85 percent of the country’s leafy produce.

In recent times, increased crime and gang activity have distorted the image of the
community. As Monterey County's largest city, this image has been detrimental
to both resident and business development growth Avant Marketing was selected
through a national search to research and develop a naw brand identity for the
community.

Included in the brand development was creation of the brand song, My Salinas.
The brand anthem, along with accompanying community visuals, can be viewed
at: https://www.youtube.com/watch?v=mgRYSWrSOAY

Please note that the visuals do not constitute a promotional video and are
intended cnly to accompany the song for presentation context.

Intended Audiences
Primary:  Salinas Residents
Secondary: Prospective Residents and Businesses; California Tourists

Goals & Objectives
Define a true brand for the community that resonates with residents, potential
residents and businesses that unifies all stakeholders to a common identity.

Salinas Overview and Branding Process

Avant Marketing conducted focus groups and cne-cn-cne interviews with over 80
residents that included both civic and business leaders of the community. In
addition, over 180 residents participated in an online survey for brand
development input. Finally, a validation online survey was initiated with 45
previous research participants.

Brand Platform Formation
Avant Marketing developed the following brand platform for Salinas:

BRAND VISION:
A progressive and diverse community focused on the quality of life and
prosperity of all residents.

BRAND MISSION:
We embrace our history, values, and diversity, while promoting prosperity of
our land and people.

18
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BRAND VALUES:

*  \We respect and value our land and resources

= \We take pride in the strong work ethic of our psople

= e honor our history, heritage, and diversity

= We are truly committed to family, neighborhood, and community
= We are focused on growth and the quality of life for all residents

BRAND POSITION:
Salinas is a good place with good people...to grow and prosper... with full
respect for our land, heritage, and diversity.

BRAND ESSENCE;
Salinas — Rich in Land. Rich in Values.

BRAND MARKETING SLOGAN:
El Sabor de la Vida (The Flavor of Life)

SALINAS

RICH IN LAND | RICH IN VALUES

19
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West Deer Township

"Proposal of Service :

Mr. Daniel Mator, Township Manager
West Deer Township
109 East Union Road
Cheswick, PA 15024

RE: Request for Proposal
Dear. Mr. Mator,

It is with great excitement that we submit the following proposal to West Deer Township for
brand identity and comprehensive markeling and communications support. We believe our
track record of positive collaboration and market execution in this space will serve you well as
we partner together to provide West Deer Township with a full-service solution to your
current needs. The Impact Group's dynamic and innovative approach to the markeling and
communications process will deliver results driven by extensive collabeoration with the West
Deer Township team and a critical examination of your community.

Based in Hudson, Ohio, our firm offers a host of capabilities featuring a talented team of
professionals with diverse backgrounds and one thing in common: resulls. We have a
successful history of driving results for clients with a strong emphasis on governmaent
branding, community engagement, and government support. Qur services encompass a wide
range of strategies, including those needed to carry out a highly tactical and targeted
economic developmental plan. These include hyper-targeted message development, speed to
market delivery, proprietary content generation and actionable implementation strategies.

Since 2000, The Impact Group has assisted townships, local governments, corporate clients,
K-12 education, state agencies, boards of developmental disabilities, higher education and
non-profits in developing and strengthening their marketing and public relations strategies,
specializing in a holistic approach to communications and planning. We are at our best while
helping others reach their goals and believe in the tremendous power of relationships as a
driving force with our clients and stakeholders.

Please contact me at 330-329-5680 or tspeaks@igpr.com if you have any questions regarding
our proposal or qualifications. Thank you in advance for your consideration.

Sincerely,
Tom Speaks

Principal and Co-Founder
The Impact Group




West Deer Township has a need for a strategic partner to assist with developing
content and design that supports butis not limited to logo design, social
media content development and marketing, brand collateral development and
digital marketing strategy. This partnership would provide alignment of all
brand materials, while also laying the strategic foundation for execuling tactics
to effectively raise awareness of the organization’s history, mission and overall
goals. y parlnering with The Impact Group, West Deer Township will have an
enlire team dedicated to executing and managing ail pro ects.

West Deer Township
has a need for:

Rebranding - Logo

Graphic Design

Strategic Planning

Public Relations

Advancement & Growth Strategy

Comprehensive Communications Services

—ATE

Are you in the dark?
Let us light the way.




Why Choose The Impact Group?

The Impact Group is a full-service integrated marketing agency based in
Northeast Ohio, serving a full range of clients across the country. We have
been helping clients achieve their goals for more than 2 years.

Team members of The Impact Group are regularly sought out as experts in
innovative marketing tactics, pushing the limits to drive traffic, generate
excitement and create awareness for government clients. The Impact
Group is constantly looking for new and distinct ways to get the message
of its clients to the right audience in the right place at the right time.

Our company’s key differentiator is an approach to marketing
communications that is rooted in the political campaign methodology
(speed to market, hyper-targeted audiences, buying seasons, strategic
messaging and use of creative technologies). Our intellectual property

resides in our ability to apply a proprietary messaging methodology to any
and all forms of media ~ new and traditional.

What sets us apart from other agencies, is our people. ur team at The
Impact Group are fun, professional, creative, know the government space
and have a great success rate with clients.

You just got noticeq




Available Servies

~ We want our clients to be aware of the full scope of capabilities that our team can provide. The . -
Impact Group is a team of experts who work with multiple local governments and understand the
government world, From providing excellent marketing communications strategies engaging:
residents to providing extra help with your communication and branding needs. The Impact
Group has the experience and staff you need. We can provide monthly marketing and
communications services within your budget that encompass tactics, such as (but not limited to):

Strategic planning
Content development
Social media strategy and updates
Content calendars
Increased followers/audience
Targeted interaction and communication with digital audience
Digital marketing '
Brand awareness
Event promotion
E-newsletters
Crisis communications support
Messaging
On-site coordination and support
Press releases
Social media monitoring
Marketing collateral design
Logo
Event flyers
Posters
Signage

Public Relations
Press releases
Training
Content pitching
Website audit and update recommendations
Audits
Content development
Video/drone
Photography
Conduct monthly and/or as needed with in-person communications meetings

West Deer Township

Proposal of Service



Meet your team!
“The Impact Group'is a talented team of full-service marketing professicnals with diverse backgroun'ds and one fhing in .
common: resulis. The Impact Group has a successful track record of driving results for townships, local governments,

. school districts, municipalities, corporate clients, business-to-business clients and nonprofits through community
-engagement, messaging, branding, staff training and market execution,

Our team is composed of individuals that specialize in areas such as Strategic Planning, Rebrands, Website
Development Digital Lead Generation Campaigns, Community Engagement ijects, Soclal Medla, Organ!zational
Devalopment, Public Relations, Professional Speaking and morel

Tom Speaks, Principal and Co-Founder

Co-founder of The impact Group, Tomn is a strategic thinker, professional speaker, pollster and recognized expert in
community engagaemant, No matter the problemn or question that arises, he knows how to guids you through even the
toughest of challenges. If Tom’s involved, you're going to get resuits and achieve succsss.

BDon Polyak, Frincipal and Co-Founder
Go-founder of The Impact Group, Don is the architect for your campaign strategy. He is the person to go to whenever you
need market insight. His approach to marketing provides a winning strategy for your campaigns.

Krista Rodriguez, Vice President of Client Fuffiiment

Krista is the brand guru. She has an incredible eye for the right look and feel to meet all of your needs. Her attention to detai
is also conveyed in her approach to ensuring our contsnt is appropriate for your goals and meets your expectations,

Aurora Wilson, Accourtt Coordinator

Aurora fs responsible for supporting Account Leads with client profects, assisting with writing and proofing content and working on strateglc
planning Initiatives. With expertise In client refations and speciaf project managemant, Aurora brings a hiah level of orgarization to her work and is
dedicated to meeting client needs.

Joe Sausaman, Art Director

Joe is a builder. Ha seas each new project as an empty canvas and then hits the ground running. With experlise in desian, Joa brings an
air of snthusiasnt to the group and can always lighten the mood. That, palred with his lightning fast turnaround, makes for an Impressive
combination for the benefit of all vour design projects.

Roger Hoover, Creative Director

Roger’s vision for clients has helpsd to grow businesses and nonprofits, revitalize city blocks and inspire communities. Roger has dedicated himself
full-time to a career in photegraphy and videography, His genre-bending portfolio touches the worlds of art, advertising, portrailure and community
activism.

Tylar Whidden, Copy Editor/Cantent Strategist

Tyler is Copy Editor and Centant Strateqist for The Impact Group, bringing a wide range of experiance in creative and professional writihg. A
praduced playwright and former comic, he adds the creathvily and Nair 1IGPR clients look for when adding a distinctive voica to thelr content. Tyler
specidlizes in education, rtanagement, promotional development, and community engagement. He's a dedicated parner who gets excited helping
clients achievs their goals.

Fernanda Fraziar, Controfler

Ferrmanda fs our financial guru. She is in charge of anything that has a monetary impact, including biling and client audits. As
a jack-of-all-rades, she will ensure your account is accurately managed and can answer any guestion relating to the finances
and axecution of each project.

The Impact Team is subject to change based on overall needs of the client



Creative Process

Our creative process is simple; we collaborate with clients to initiate the
foundation of content development, messaging and overall creative
design and then take the lead in development, creative revisions and
finalizing of all materials for the client’s needs. Upon outlining tactics

for execution, The Impact Group design team will create an overall
brand standard and then execute options of marketing designs.
Options are presented for the client’s review and approval. Upon
approval, The Impact Group will finalize assets.




Statement of Work

The Impact Group will partner with Ucq BecpRw | of gy to develop ™ pl b dcl rgwk _repgjo
_| b npmt doc marketing campaigns that generate brand awareness and support across multiple
marketing channels, All campaigns will approach marketing efforts holistically - developing
content; graphic designs, messaging, strategic tactics and execution of tactics - always

- remaining on brand and focused on target markets as outlined by the client.

Deliverable #1: Economic Development Plan

Step 1: Meet with city officials from West Deer Township for a discovery session

Step 2: Interview key stakeholders identified from the discovery session

Step 3: The Impact Group team will construct recommendations, organize a practical plan to
execute and create a GANTT chart of prioritized and innovative tactics to execute the
proposed plan. ' _

Step 4: The Impact Group will reconvene with West Deer Township's leadership team to
present the resources and recommendations developed in Step 1. An organized game plan
will be implemented so The Impact Group and West Deer Township may execute the agreed-
upon marketing plan accordingly.

Deliverable #2: Rebranding - Logo

Step 1: Discovery session with key stakeholders for background information
Step 2: Design and develop options based on information

Step 3: Set up 5 focus groups with community members

Step 4: Take feedback back to design to develop two final options

Step 5: Present options to decision maker and decide on the #1 option

Deliverable #3: Creation of brand identity materials
Step 1: identify the needed brand identity materials through another discovery meeting
Step 2: Develop brand guidelines that will include: color code, fonts, alternative fonts, proper

usage of the logo, etc.
Step 3: Creation of materials needed based on the townships needs

We offer the following examples to spotlight our work in action.

West Deer Township

Proposal of Service



Statement of Work

Key Campaign Summary

Please see below for an example of a key strategy campaign we produced for the State of Ohlos Anti-

- human Trafficking Campaign. Our keys to success are the relationships we build with our clients and

- understanding their needs. With West Deer Township, we will have oom meetings or come to you if
needed, once a month to be sure we are all on task. Our account and design teams are always available.
Whether it is for bramstormmg strategles or 5|mple creative changes, we turn prOJects around fast,
creative and efficient.
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Social Media Campaign Examples

Instagram Posts Facebook Banner and Post
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Promotional Advertising Examples
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Promotional Advertising Examples
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Food and Beverage Examples

MAI.TED
2 e
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Outdoor Collateral Examples
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Don't take our word for it,
ask our clients.

William White, Township Manager
Radnor Township

610-688-5600

wwhite@radnor.org

Kevin Yaugher, President
Marc’s Industries
216.265.7700
kyaugher@marcs.com

Amy Jordan, President

Hudson Community Foundation
330.655.3580
amyjordan@myhcf.org

Phil Herman, Superintendent
Hudson City Schools
330.653.1200
HermanP@hudson.edu

Mike Mallis, City Manager

City of Bedford

440,232,1600

mmallis@bedfordoh.gov

Gerard Neugebauer, Mayor of Green
The City of Green

330.858.5052
mayorneugebauer@gmail.com

Nancy Foglesong, Superintendent
Morrow Gounty Board of DD
419.947.9222
nfoglesong@meorrowdd.com

Matt Montgomery, Superintendent
Revere Local School District
330.523.3202
mmongomery@revereschools.org

Lori McCleese, Executice Director
Junior Achievement

330.620.1302

lori.mccleese@ja.org

Ed Kraus, Mayor of Solon

The City of Solon
440.349.6720
ekraus@solonohio.org

Edward Stark, Superintendent

Trumbull County Board of
Developmental Digabilities
330.652.9800
edwardstark@tcbdd.org

John Price, President & CE

Subrosa Cyber Solutions
330.474.9318
john.price@subrosacyber.com

Additional references available upon requeast.



West Deer Township

Proposal of Service

Extra References

Ted Yates

Mayor, City of Twinsburg
10075 Ravenna Rd.
Twinsburg, OH 44087
tyates@twinsburg.oh.us

David Basil

Mayor, City of Hucdlson
115 Executive Parlkway
Hudson, OH 44236
dbasi@hudson.oh.us

Todd Younkin

Director, Fairfield County Parks
407 E. Main St.

Lancaster, OH 43130
tyounkin@fairfisldcountyparks.org

Andrew Brown

Director, Sandusky CGounty Pariks
1970 Countryside Place

Fremont, CH 43420
abrown@sanduskycountyparks.com

Arnis Biondo

Director, Centerville-Washington Park District

221 N. Main St
Centervills, OH 45459
abiendo@cwpd.org

Larry Collins

City Manager, City of Louisville
216 8. Mill St,

Loutsville, OH 44641
cltymanager@louisvileohio.org

Anthony DiCicco

Mayor, City of Mayfield Heights
6154 Mayfleld Rd.

Mayfield Heights, OH 44124
anthonydicicco®@mayfieldheights.org

Pat Moslier

Mayor, City of Hamilton

345 High St.

Harniiton, OH 45011
pat.moeller@hamiiton-oh.gov

John Pribonic

Mayor, City of Stow
3760 Darrow Rd.
Stow, OH 44224
JPibonic@stow.oh.us

Ben Garlich

Mayor, Village of Middiefleld
14860 N, State Ave.
Middlefield, OH 44082
bgarlich@middlefieldohio.com

Bill Goney

Mayor, Village of Boston Heights
45 E. Boston Mil's Rdl.

Boston Helghts, OH 44236
b.goncy@bostonheightsvilage.com

Nicholas Molnar

Mayor, City of Macadonia
9691 Valley View Rd.
Macedonia, OH 44056
nmolnar@macedonia.oh.us

Additional references available upon request.



Testimonials

wl W NN B N B b e ---~~~-~

“The Impact Group has a fantastic, high energy, creative stalf who are a pleasure Lo work with, They are
responsive and truly care about their clients. The work they have done lor my organization has truly
been invaluable and | highly recommend them?

President, Hudson Community Foundation - Amy Jordan

comrmunication, The Impact Group employs a cadre of professionals skilled in all aspects of public
relations)”

Superintendent, Trumbull County Board of Developmental Disabilities - Ed Stark

“The Impact Group took our ideas and created an amazing brand for our business. They conlinue to

|

come up with great icddcas all the time, Would recommend their services to anyone

Owner, Mohr Stamping - Amber Mohrman

Without the Impact Group being part of our organization, the community would not have
seen the growth and success it has in recent years. The Impact Group brought core
competencies to the table at a time when our community was in critical need. Their facilitation
and plans provided the tools Lo implernent a reshaped vision that brought financial stability
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l "The Impact Group is a great resource for public relations, strategic planning and crisis
|
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i and growth to the City.
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\ Former City Manager, City of Huber Heighis - Rob Schonuner

/
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OOK at you. -
You just got noticed. -
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Budget Considerations

Job #1: Economic Development Plan
Determine and deliver business marketing strategy plan for the township through community engagement

Time Frame; Occursin months 1-6
Total Investment: $22,500

Job #2: Branding Campaign Creation
Rebranding the township with a logo design and associated artwork for sighage and other materials.

Time Frame: Qccurs in months 4-9
Total Investment: $18,500

Job #3 Deslgn Support Materials
Continued creation of brand identity materials in support of previous deliverables

Time Frame: Occurs in months 9-12
Total Investment: $13,000

Optional: Extra Capablilities

Extra initiatives to coincide with or follow up client work above. obs could include: community engagement,
support outreach, social media posting, building business databases, media, business spotlight campaign,
promotional strategies, crisis communication support, etc.

Time Frame: After initial contract
Total Investment: TBD

$4,500/month for 12 months (July 1, 2021- June 30, 2022)

Total Investment - $54,000

*This budget does not include additional hard costs. For example: printing, postage,
boosting ads on sccial wmedia, etc. The allotted time per month is 34 hours. If additional
time is required beyond the scopa of this project, The Impact Group will first seek client
approval, then bill at an hourly rate of $135 per hour.

- IGPR GOM
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West Deer Township RFP Questionnaire
#1: What is your experience in the development of business and marketing plans?
We have a 20-year history in developing community engagement, marketing plans, branding, and strategic
messaging for government comimunities. Qur experience goes beyond our work with our clients, Our
principals here at The Impact Group are seen and recognized as experts within the space, speaking at
statewide organizations, colleges, and for professional groups on the subject matter.
Please refer to attached proposal for additional experience infermation
#2: What is your philosophy in the creation of artwork to support such plans?
We have a trademarked strategic messaging approach called, “3-30-3.” With this approach, it allows for our
client’s strategic message to meet their audience and their audiences preferred messaging preferences. This

includes a visual strategy as well as a written strategy.

Our team has a deep expertise and experience in everything from web, social, print, advertising, and working
with the media.

Our creative process is simple; we collaborate with clients to initiate the foundation of content development,
messaging and overall creative design and then take the lead in development, creative revisions and finalizing
of all materials for the client’s needs. Upon outlining tactics for execution, The Impact Group design team will
create an overall brand standard and then execute options of marketing designs. Options are presented for
the client’s review and approval. Upon approval, The Impact Group will finalize assets.

#3: Do you have any experience providing similar services to municipal and/or governmental entities?

Yes. It is actually our area of expertise. For 20 years, The Impact Group has been well known for its expertise
in government. This is one of our core competencies. We work with everyone from townships, governments,
boards of health, statewide departments, county departments, cities, and schoaols.

Please refer to attached proposal for additional experience information

#4: Provide the name and title of everyone who would be providing professional services to the Township
- including the firm’s advisors and subcontractors — along with a description of the responsibilities of
everyone performing work and information about their qualifications.

Please see attached

#5: Provide a detailed description of proposed fees and costs. These should be clearly broken down and
shall include all direct and indirect faes.

Please see attached

#6: Provide a list at least five references and their contact information of clients for whom you provide
services like those being requested in this RFP,

Please see attached



West Deer Township Conflict of Interest Questionnaire

Answer the following guestions pertaining to any individuals who will be providing services under the
proposed contract.

#1: Are any of them current or former officials or employees of West Deer Township?
No.

#2: Are any a registered federal or state lobbyist?

No.

#3: Have any contributed in the past two years to a municipal official or candidate for office at West Deer
Township?

No.

#4: Do any have a direct financial, commercial, or business relationship with any official or employee of
Woest Deer Township?

No.
#5: Disclose any gifts given by you or an “affiliated entity” to an official or employee of the municipality.
N/A.

#6: List any additional potential or actual conflicts of interest that may exist relative to contracting of
services with West Deer Township.

N/A.






