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Broward County Board of
County Commissioners

Bid #GEN2116476P1 - Advertising Agency Services

Creation Date Jan 28, 2019
Feb 1, 2019 3:25:33 PM EST

Start Date

End Date

Mar 20, 2019 5:00:00 PM EDT
Awarded Date Not Yet Awarded

GEN2116476P1

GEN2116476P1--01-01

Flat Fee Services - Year 1

Supplier Unit Price | Qty/Unit Total Price | Attch. Docs
Zimmerman Agency [Ad] First Offer - $74,689.00 | 12/ month $896,268.00 Y Y
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:

Unit price is monthly fee
Cactus Marketing Communications || First Offer - $80,000.00 | 12/ month | $960,00000 | Y Y

Product Code:
Agency Notes:

Supplier Product Code:

Supplier Notes: Proposed monthly fee (Flat Fee Services)
including all creative development fees, project management,
copy writing, digital media and content strategy, media buying,

etc.
Total Annual Hours: 6,898
Total Monthly Hours: 575

MMGY Global

|| First Offer - $83,245.00

12 / month |

$998,940.00 |

Y

Product Code:
Agency Notes:

Supplier Product Code: GEN2116476P1--01-01

Supplier Notes: MMGY Global's submission covers years 1, 2

and 3 of the stated contract.

Metropolitan Public Strategies || First offer - $99,083.00 | 12/ month | $1,188996.00 | Y Y
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
&Barr || First Offer - $99,500.00 | 12/ month | $1,19400000 | v Y
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
PPK | [First Offer - $103,335.00 | 12/ month | $1,240,02000 | Y Y
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
Aqua [Ad] | [First Offer - $123,916.00 | 12/ month | $148699200 | v Y
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
Starmark | [First Offer - $147,940.00 | 12/ month | $1,77528000 | v Y
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:

See PDF for Evaluation Criteria

See Excel Sheet for Pricing Support
Fuseideas | [First Offer - $161,667.00 | 12/ month | $1,940,004.00 | Y Y

Product Code:
Agency Notes:

3/21/2019

Supplier Product Code:

Supplier Notes: Please see Fuseideas' uploaded response

document for Pricing Support detail.
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Relebrand | [First Offer - $200,000.00 | 12/ month | $240000000 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Pace Communications Group, Inc. | [First Offer - $231,450.00 | 12/ month | $277740000 | v | v

Product Code:
Agency Notes:

Supplier Product Code:

Supplier Notes: All forms in the documents section have
been filled out and accepted within that designated area. All
additional required forms or forms from the document section
that required further action are included as uploads in this
section. Our presentation for evaluation criteria is also included
in as an upload in this section.

ModOp

| [First Offer - $264,148.00

12 / month | $316977600 | v | v

Product Code:
Agency Notes:

Supplier Product Code:

Supplier Notes: The attached monthly flat fee pricing is based
on the services to be provided by our team members as well as
estimated costs of all annual deliverables. This pricing does not
include Optional Services such as initial Brand Strategy and
Positioning or Website/APP design and development.

Nobox Marketing | [First Offer - $268,197.00 | 12/ month | $321836400 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

BVK | [First Offer - $291,666.66 | 12/ month | $349999992 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Paradise Advertising | [First Offer - $291,666.66 | 12/ month | $3499999.92 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Lightship Studios | [First offer - $660,475.00 | 12/ month | $792570000 | v | v

Product Code:
Agency Notes:

Supplier Product Code:
Supplier Notes:

GEN2116476P1--01-02 Flat Fee Services - Year 2

Supplier

Unit Price

Qty/Unit Total Price | Attch. Docs

Cactus Marketing Communications

First Offer - $70,000.00

12 / month $840,000.00 Y

Product Code:
Agency Notes:

Supplier Product Code:
Supplier Notes: Total Annual Hours: 6,022
Total Monthly Hours: 502

Zimmerman Agency [Ad]

|| First Offer - $74,689.00

12/ month | $896,268.00 | | v

Product Code:
Agency Notes:

3/21/2019

Supplier Product Code:
Supplier Notes:
Unit price is monthly fee
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MMGY Global

|| First offer - $75,712.00

12/ month | 90854400 | v | v

Product Code:
Agency Notes:

Supplier Product Code: GEN2116476P1--01-02
Supplier Notes: MMGY Global's submission covers years 1, 2
and 3 of the stated contract.

Metropolitan Public Strategies || First Offer - $99,083.00 | 12/ month | $1,188,996.00 | | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

&Barr | [First Offer - $102,485.00 | 12/ month | $1,229,820.00 | | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Aqua [Ad] | [First ffer - $102,850.00 | 12/ month | $123420000 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

PPK | [First Offer - $106,435.00 | 12/ month | $1,277,220.00 | | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Starmark | [First Offer - $147,940.00 | 12/ month | $1.77528000 | v | v

Product Code:
Agency Notes:

Supplier Product Code:
Supplier Notes:

See PDF for Evaluation Criteria
See Excel Sheet for Pricing Support

Fuseideas | [First Offer - $161,667.00 | 12/ month | $1,940,004.00 | | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Relebrand | [First Offer - $170,000.00 | 12/ month | $204000000 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Pace Communications Group, Inc. | [First Offer - $231,450.00 | 12/ month | $2,777,400.00 | | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

ModOp | [First Offer - $263,440.00 | 12/ month | $3,161,280.00 | | v

Product Code:
Agency Notes:

Supplier Product Code:

Supplier Notes: We have used estimates based on expected
deliverables, increasing video production and digital
experiences.

Nobox Marketing | [First Offer - $268,197.00 | 12/ month | $321836400 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

BVK | [First Offer - $291,666.66 | 12/ month | $3499.999.92 | | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Paradise Advertising | [First Offer - $291,666.66 | 12/ month | $349999992 | v | v
Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Lightship Studios | [First Offer - $644,758.00 | 12/ month | $7,737,096.00 | | v

Product Code:
Agency Notes:

Supplier Product Code:
Supplier Notes:

GEN2116476P1--01-03 Flat Fee Services - Year 3

Supplier

Unit Price | Qty/Unit

Total Price| Attch. | Docs

3/21/2019
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Cactus Marketing Communications || First Offer - $70,000.00 | 12/ month | $840,000.00 y

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes: Total Annual Hours: 6,022
Total Monthly Hours: 502

Zimmerman Agency [Ad] || First Offer - $74,689.00 | 12/ month | $896,268.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Unit price is monthly fee

MMGY Global || First Offer - $75712.00 | 12/ month | $90854400 | v | v

Product Code: Supplier Product Code: GEN2116476P1--01-03

Agency Notes: Supplier Notes: MMGY Global's submission covers years 1, 2
and 3 of the stated contract.

Metropolitan Public Strategies || First Offer - $99,083.00 | 12/ month | $1,188,996.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Aqua [Ad] | [First offer - $102,850.00 | 12/ month | $123420000 | v | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

&Barr | [First Offer - $105,560.00 | 12/ month | $1,266,720.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

PPK | [First Offer - $109,628.00 | 12/ month | $1,315,536.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Starmark | [First Offer - $147,940.00 | 12/ month | $177528000 | v | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

See PDF for Evaluation Criteria
See Excel Sheet for Pricing Support

Fuseideas | [First Offer - $161,666.00 | 12/ month | $1,939,992.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Relebrand | [First Offer - $170,000.00 | 12/ month | $204000000 | v | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

Pace Communications Group, Inc. | [First Offer - $231,450.00 | 12/ month | $2,777,400.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes:

ModOp | [First Offer - $262,440.00 | 12/ month | $3,149,280.00 | | v

Product Code: Supplier Product Code:

Agency Notes: Supplier Notes: We have used estimates based on expected
deliverables, increasing video production and digital
experiences.

Nobox Marketing | [First Offer - $268,197.00 | 12/ month | $321836400 | v | v

Product Code:
Agency Notes:

Supplier Product Code:
Supplier Notes:

3/21/2019
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GEN2116476P1

BVK | |First Offer - $291,666.66 | 12/ month | $3,499,999.92 | | v
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
Paradise Advertising | [First Offer - $291,666.66 | 12/ month | $349999992 | v | v
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
Lightship Studios | [First Offer - $654,349.00 | 12/ month | $7,852,188.00 | | v
Product Code: Supplier Product Code:
Agency Notes: Supplier Notes:
Supplier Totals
f Cactus Marketing Communications $2,640,000.00 (3/3 items)
Bid Contact Kristen Taylor Smith Address 2128 15th. Street
kristen@cactusinc.com Denver, CO 80202
Ph 303-455-7545
Bid Notes Thank you, please enjoy!
Agency Notes: Supplier Notes: Head Attch:
Thank you, please enjoy!
f Zimmerman Agency [Ad] $2,688,804.00 (3/3 items)
Bid Contact Angela Meredith Address TALLAHASSEE, FL 32308
ameredith@brightredagency.com
Ph 850-668-2222
Agency Notes: Supplier Notes: Head
Attch:
f MMGY Global $2,816,028.00 (3/3 items)
Bid Contact Hawley Montgomery Address 4601 Madison Avenue
hmontgomery@mmagyglobal.com Kansas City, MO 64112
Ph 816-471-5988
Bid Notes Thank you for including MMGY Global in your RFP process. Our team is excited and ready
to hit the ground running. We are confident that our industry knowledge and expertise in
advertising agency services for travel and hospitality brands will make us an ideal partner
for Greater Fort Lauderdale.
Our comprehensive proposal covers each year of the stated contract length and addresses
the full scope of work. If you have any questions while reviewing please feel free to reach
out to our team. Thank you again for the opportunity, we look forward to hearing from you!
Agency Notes: Supplier Notes: Head
Thank you for including MMGY Global in your RFP Attch:

process. Our team is excited and ready to hit the
ground running. We are confident that our industry
knowledge and expertise in advertising agency
services for travel and hospitality brands will make us
an ideal partner for Greater Fort Lauderdale.

Our comprehensive proposal covers each year of the
stated contract length and addresses the full scope of
work. If you have any questions while reviewing
please feel free to reach out to our team. Thank you
again for the opportunity, we look forward to hearing
from you!

f Metropolitan Public Strategies

Bid Contact Jason Heard

3/21/2019

$3,566,988.00 (3/3 items)
Address 1677 Lexington Avenue 2nd FI

BidSync
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jasonheard@gmail.com New York, NY 10029

Ph 415-642-9970

Bid Notes Please find attached the following items:
* RFP Response
* JV Agreement
* CBE Letter of Intent
* Workload history for MPS and SPARK
* Vendor Reference forms for MPS and SPARK
These documents apply to the entire bid.

Agency Notes:

Supplier Notes: Head
Please find attached the following items: Attch:
* RFP Response
* JV Agreement

* CBE Letter of Intent

* Workload history for MPS and SPARK

* Vendor Reference forms for MPS and SPARK
These documents apply to the entire bid.

f &Barr

Bid Contact Douglas White
douglas.white@andbarr.co
Ph 407-758-6509

Agency Notes:

$3,690,540.00 (3/3 items)

Address 600 E Washington Street
Orlando, FL 32801

Supplier Notes: Head
Attch:

f PPK

Bid Contact tom kenney
tkenney@uniteppk.com
Ph 813-393-8564

Agency Notes:

$3,832,776.00 (3/3 items)

Address 1102 N. Florida Ave.
Tampa, FL 33602

Supplier Notes: Head Attch:

f Aqua [Ad]

Bid Contact Dave DiMaggio
NewBiz@welcometoaqua.com
Ph 727-687-4670

Agency Notes:

$3,955,392.00 (3/3 items)
Address SAINT PETERSBURG, FL 33701

Supplier Notes: Head
Attch:

f Starmark

Bid Contact  Jacqui Hartnett
Ipuente@starmark.com
Ph 954-874-9000

Supplier Code VC0000039094
Agency Notes:

$5,325,840.00 (3/3 items)

Address 210 S. Andrews
Fort Lauderdale, FL 33301

Supplier Notes: Head
Attch:

f Fuseideas

Bid Contact Dennis Franczak
dfranczak@fuseideas.com
Ph 617-776-5800
Fax 617-776-5821

3/21/2019

$5,820,000.00 (3/3 items)

Address 8 Winchester Place
Suite 303
Winchester, MA 01890

BidSync
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Qualifications SB

Agency Notes: Supplier Notes: Head
Attch:
f Relebrand $6,480,000.00 (3/3 items)
Bid Contact Roberto S Schaps Address 800 Douglas Road
roberto@relebrand.com La Puerta del Sol, Suite 230
Ph 305-476-3536 Coral Gables, FL 33134
Agency Notes: Supplier Notes: Head
Attch:
f Pace Communications Group, Inc. $8,332,200.00 (3/3 items)
Bid Contact Julie Bricker Address 7301 North Federal Highway
julie@paceadv.com Studio B
Ph 561-931-2639 Boca Raton, FL 33487

Bid Notes  All monthly flat fee pricing includes costs for agency time and production costs. The
GFLCVB will not be billed for agency hours that are not utilized.

Agency Notes: Supplier Notes: Head
All monthly flat fee pricing includes costs for agency  Attch:
time and production costs. The GFLCVB will not be
billed for agency hours that are not utilized.

f ModOp $9,480,336.00 (3/3 items)
Bid Contact Nicole Taic Address 444 Brickell Ave Suite 900
nicole.taic@modop.com Miami, FL 33131

Ph 786-615-6720

Bid Notes Please note: Under the Year 1 field, we attached our response that will cover all three

years.
Agency Notes: Supplier Notes: Head
Please note: Under the Year 1 field, we attached our Attch:
response that will cover all three years.
f Nobox Marketing $9,655,092.00 (3/3 items)
Bid Contact Santiago Mas Address 3390 Mary Street
santiagomas@nobox.com MIAMI, FL 33129

Ph 786-427-5900

Bid Notes Hello GFLCVB team,
Thank you for the opportunity to participate in this first round of the RFP! As South Florida
locals and passionate advertising professionals, it would be an honor and a pleasure to
work in partnership with you.
After we got a positive response in the Q&A section, we decided to prepare a deck as our
reply to the Evaluation points instead of a Word or Excel file, as we thought it would better
illustrate our capabilities. The file is called: "NOBOX PROPOSAL | GFLCVB Bid
#GEN2116476P1 - Advertising Agency Services.pdf"
As requested in the Q&A section, we uploaded the Local Presence Form as one of the
check boxes didn't exist in the digital form (BidSync).
Looking forward to receiving your comments and next steps. Feel free to reach out with
any questions or additional request.
Warm Regards and Miles of Blessings,
The Nobox Team.

Agency Notes: Supplier Notes: Head
Hello GFLCVB team, Attch:
Thank you for the opportunity to participate in this first @

3/21/2019 BidSync
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round of the RFP! As South Florida locals and
passionate advertising professionals, it would be an
honor and a pleasure to work in partnership with you.
After we got a positive response in the Q&A section,
we decided to prepare a deck as our reply to the
Evaluation points instead of a Word or Excel file, as we
thought it would better illustrate our capabilities. The
file is called: "NOBOX PROPOSAL | GFLCVB Bid
#GEN2116476P1 - Advertising Agency Services.pdf"
As requested in the Q&A section, we uploaded the
Local Presence Form as one of the check boxes didn't
exist in the digital form (BidSync).
Looking forward to receiving your comments and next
steps. Feel free to reach out with any questions or
additional request.
Warm Regards and Miles of Blessings,
The Nobox Team.

f BVK

Bid Contact Mary DelLong
mary.delong@bvk.com
Ph 813-251-0398

Agency Notes:

$10,499,999.76 (3/3 items)
Address TAMPA, FL 33606

Supplier Notes: Head Attch:

f Paradise Advertising

Bid Contact Rudy Webb
rwebb@paradiseadv.com
Ph 727-821-5155

Agency Notes:

$10,499,999.76 (3/3 items)
Address Saint Petersburg, FL 33701

Supplier Notes: Head
Attch:

f Lightship Studios

Bid Contact ~ Andrew Perrott
andy@lightshipstudios.com
Ph 954-621-1350

Qualifications SB

Agency Notes:

$23,514,984.00 (3/3 items)

Address 4030 NE 6th Avenue
Oakland Park, FL 33334

Supplier Notes: Head
Attch:

* %

3/21/2019
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Bid Contact Dave DiMaggio

NewBiz@welcometoaqua.com

Ph 727-687-4670

Broward County Board of
County Commissioners

GEN2116476P1

Address SAINT PETERSBURG, FL 33701

Item # Line Item Notes Unit Price Qty/Unit Attch. Docs
GEN2116476P1--01-01 FlatFee  Supplier First Offer - $123,916.00 12/ month $1,486,992.00 Y Y
Services - Product
Year 1 Code:
GEN2116476P1--01-02 FlatFee  Supplier First Offer - $102,850.00 12 /month $1,234,200.00 Y Y
Services - Product
Year 2 Code:
GEN2116476P1--01-03 FlatFee  Supplier First Offer - $102,850.00 12 /month $1,234,200.00 Y Y
Services - Product
Year 3 Code:

3/21/2019

BidSync

Supplier Total

$3,955,392.00
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Iltem: Flat Fee Services - Year 1

Attachments

Broward GEN2116476P1 - AQUA.pdf

3/21/2019 BidSync p. 11
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MARKETING
COMMUNICATION
DESIGN

= ST. PETERSBURG
= NAPLES
= FT. LAUDERDALE

WelcomeToAqua.com

3/21/2019 BidSync p. 12


http://www.WelcomeToAqua.com

Broward County Board of
County Commissioners

Broward County / Greater Ft. Lauderdale
Solicitation GEN2116476P1

Advertising Agency Services

Submitted by:
Aqua Marketing & Communications, Inc.
360 Central Avenue, Suite 420
St. Petersburg, FL 33701
(727) 687-4670

Primary Contact:
Dave Di Maggio
727-687-4670

Submission Date: March 13,2019 5 pm

GEN2116476P1

3/21/2019
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Table of Contents

. Ability of Professional Personnel

Broward County/Greater Ft. Lauderdale
Solicitation GEN2116476P1

Advertising Agency Services
. Project Approach

. Past Performance Evidence of
Knowledge and Experience

. Workload of the Firm

Document Navigation:

Please click on any tab to go directly to
that section. Each page has a hyperlink in . Location
the lower left-hand corner that will return
you to the Table of Contents.

. Pricing Support

Aqua Marketing & Communications, Inc.
360 Central Avenue Suite 420

St. Petersburg, FL 33701 . Forms and Additional Information

WelcometoAqua.com
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o AQua

To Whom It May Concern:

We believe this response represents an exceptional opportunity in your search for Advertising Agency Services to serve
the needs of Broward County, and the Greater Ft. Lauderdale Convention & Visitors Bureau. Here’s why...

We have deep experience and years of success in tourism marketing — Our Principal and Key Staff have worked
together serving seven DMO’s in the state, including a number of hotels, resorts, airports and other tourism/travel
interests. Plus, many of our staff have their own background and experience with other bureaus and tourism clients,
including some right here in South Florida.

We’re experts in marketing Florida coastal destinations — With 37 coastal counties in the state, it's important to hire
a marketing partner that knows how to uniquely offer you as something more than beautiful beaches. We’ve proven our
ability to distinctly define Florida coastal destinations, and achieve historic visitation results.

We’re actively serving tourism clients — We’re currently Agency of Record for three, county-based tourism bureaus
in Florida, two of the state’s major municipalities whose economic vitality is dependent upon tourism, as well as hotels
and airports in the state.

We’re consistently ranked among the world’s best — Year after year, our work for clients is consistently ranked as
some of the best in the state as well as internationally. In addition, we are one of the most experienced destination
branding firms available, having developed and established a number of the most successful destination and economic
development brands in the state.

We have the established relationships you’ll need — Given that Destination Marketing is our firm’s primary area of
specialty, we already have the key partnership, media, production and other relationships in place that you’ll need to
meet your goals and objectives.

We know how to make an economic impact — We understand that it’s about more than occupancy, visitation or
“getting the numbers up.” It’s about economic impact. And we know how to devise visitation strategies that create the
greatest long-term economic impact for a destination.

We’re capable and proven in serving Counties in other areas as well — As specialists in serving governmental
entities, we also have experience serving the needs of airports, ports, municipal transit, convention centers, parks and
recreation departments, economic development efforts and much more.

Our background, experience, staff, current client base, and client results should assure you that we are by far the

most capable destination marketing firm to serve the GFLCVB. We eagerly await the opportunity to serve you and the
citizens of Broward County.

Sincerely,

i -

Dave Di Maggio, Presideht

—_

Partner

™ VISITFLORIDA. IGo gle

Aqua Marketing & Communications, Inc.
360 Central Avenue | Suite 420 | St. Petersburg, FL 33701
3/21/2019 (727) 687-467B|dBymCNelcomeToAqua.com p. 15
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== 1. Ability of Professional Personnel

1. Describe the qualifications and relevant experience of the Project Manager and all key staff that are
intended to be assigned to this project. Include resumes for the Project Manager and all key staff described,
including staffing to support media planning and buying. Include the qualifications and relevant experience
of all subconsultants’ key staff to be assigned to this project.

Headquartered in St. Petersburg, Florida, and with offices in Ft. Lauderdale and Naples, Florida, Aqua Marketing
& Communications, Inc. is one of the few firms in the country specializing in both destination marketing and
economic development. Our staff possesses extensive
experience in both fields and is one of the most highly
awarded firms in the destination marketing industry,
with recognition of its efforts on a regional, national and
international scale. Our staff has extensive experience
marketing Florida destinations through every phase

of brand life cycle as well as to every available visitor
niche market, with a proven expertise in Florida coastal
destinations.

The agency'’s tourism experience includes state, regional,
U.S. domestic and international markets and we have
devised award-winning campaigns utilizing all currently
available communication and marketing channels.
Aqua’s staff has extensive experience devising and

managing co-operative programs for clients — stretching client dollars to their fullest — including seeking and
acquiring co-sponsors for clients’ promotional efforts. Whether uniting your marketing in its efforts or putting
together partnerships designed to stretch your budget to its fullest, Aqua’s staff has created a number of
co-operative efforts including in-market partners, VISIT FLORIDA, American Express, and various airlines,
including JetBlue and more.

The firm deeply understands and is experienced in a wide-
range of niche travel targets, including, luxury, eco-nature,
sports, group/meetings, golf, weddings, fishing and boating,
and more. Additionally, Aqua’s staff is deeply experienced in
communicating with international markets, having created
and successfully executed a number of international
campaigns targeting potential travelers in Canada, Europe,
Central and South America, utilizing Spanish, Portuguese,
German, French and U.K. English.

ge o
Table of Contents a8
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Broward County Board of GEN2116476P1
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e 1. Ability of Professional Personnel

Although representing clients in one of the most competitive visitation

markets in the world, Aqua constantly devises new and innovative Osguest
strategies, allowing clients to surpass the competition and lead the Tbreakout
industry. With an exhaustively comprehensive branding process, Sasdige
including deep proprietary research, Aqua has been responsible 1 meeting

they'll love

for defining and establishing the brands of a number of the state’s
destinations, cities and counties - to historic results.

In addition to a range of tourism and hospitality clients, Aqua currently
serves three visitor bureaus in the state, two of the state’s major
municipalities whose economic vitality is dependent upon tourism,

as well as one of the state’s major airports.

Aqua believes that its mission is to achieve increasing economic impact
to our client communities, over simply achieving typical measures of
occupancy, ADR and REVPAR. Additionally, Aqua understands the

need for community involvement, engagement and embrace of your e e oo BT, WhiTON BEALH
. . OKALDOSA ISLAND
efforts, and is able to design and execute programs to encourage the 0 he s o R A I T o
OAS EmeraldComstFL

support of your community and esteem of your stakeholders.

Aqua’s digital capabilities far exceed most agency’s in the industry. The agency buys and manages all digital
media in-house, through its own trading platforms. In addition, Aqua is a Badged Google Partner, recognized
for its expertise and experience in Google buys. The agency is also a Google Street View Trusted Photographer,
a certification awarded only to pro-photographers and
agencies that fulfill specific performance and quality
requirements to become Google Trusted Photographers.

Google
Partner e
Street View
trusted

Aqua was formed in 2010 as a result of a split in the
ownership of Paradise Marketing & Communications

of St. Petersburg, Florida. Aqua was quickly vetted and
selected by a number of governmental clients within the state, including two, county-based visitors bureaus.
Aqua’s Principal, Dave Di Maggio was the Founding Principal of the former firm having formed Paradise in 2001.
Since its inception, Aqua has continued to gain clients in the governmental and non-governmental sectors,
including tourism, economic development and destination clients across the state.

Besides its offices in St. Petersburg and Naples, the firm maintains an office in Ft. Lauderdale.
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Current and former clients include:

The Emerald Coast Convention & Visitors Bureau (Okaloosa County, Florida)

The Bradenton Area Convention & Visitors Bureau (Manatee County, Florida)

The Punta Gorda/Englewood Visitor & Convention Bureau (Charlotte County, Florida)
The St. Petersburg/Clearwater Convention & Visitors Bureau (Pinellas County, Florida)
The Naples, Marco Island & the Everglades Convention and Visitors Bureau (Collier County, Florida)
The Amelia Island Tourist Development Council (Amelia Island, Florida)

The Seminole County Convention & Visitors Bureau (Seminole County, Florida)

The Bermuda Tourism Authority, Hamilton, Bermuda

The City of West Palm Beach, Florida

The City of Punta Gorda, Florida

The City of Dunedin, Florida

The Destin-Fort Walton Beach Airport

The Bermuda International Airport

Southwest Florida International Airport

The St. Petersburg/Clearwater International Airport

The Sarasota-Bradenton International Airport

Colonial Williamsburg, Williamsburg, Virginia

Snowmass Village, Aspen-Snowmass, Colorado

Sotherly Hotels, Williamsburg, Virginia

The Stonybrook Lodge, Bermuda

The Abaco Beach Resort, Bahamas

The Tradewinds Island Resorts, St. Pete Beach, Florida

The Guy Harvey Resort, St. Pete Beach, Florida

The Hotel Zamora, St. Pete Beach, Florida

The Colony Hotel, Palm Beach, Florida

The Inn on Fifth, Naples, Florida

The Marco Island Marriott, Florida
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Agency Project Manager and All Key Staff

Aqua Marketing & Communications, Inc. is headed by Dave Di Maggio, recognized as one of destination
marketing’s most awarded professionals. The firm’s staff understands the full gamut of requirements to
competitively define and market Florida destinations, and have done so for several in the state, leading to
international acclaim. Every single one of our staff is deeply experienced in their area of expertise as well as how
it applies to and is leveraged within the visitation industry. That experience includes advertising, public relations,
social media, lead conversion, events, collateral creation, video production, website creation and enhancement,
landing page development, database development/management, various forms of online marketing and more.

As a fully integrated, multi-functional marketing communications firm experienced and awarded in every aspect
of destination marketing, Aqua does not foresee the need for subconsultants in fulfilling the Scope as outlined in
the RFP. In the event that the client and agency agree that subconsultants may be beneficial to the County, Aqua
will source, competitively bid, and heavily negotiate any and all subconsultant relationships, and will not proceed
without written approval by the County.

Bios of the proposed Project Manager and Key Staff are as follows:
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Dave Di Maggio, President

Internationally awarded and recognized for his work in Tourism and Economic Development, Dave has spent his career
helping communities reach the highest levels of visitation and relocation in their histories. He’s aided cities, counties,
states and even countries develop dynamic tourism and economic development programs and has marketed a variety
of destinations through every phase of market cycle and brand life. His work has included developing a number of
destination brands in the state of Florida that have uniquely defined and positioned communities far beyond their
competition.

In 2010, Dave brought Aqua Marketing & Communications to life. As its President and CEO, he’s led award-winning
campaigns for clients through a broad range of industries, utilizing fully integrated marketing communications
strategies. Aqua’s result-driven solutions range from fundamental research, to brand development, marketing strategy,
communications development (including public relations and social media) paid media strategy, creative development
and design, online and interactive development and more. The firm carefully verifies its efforts for clients through
defined analytics and measurements. Headquartered in St. Petersburg, Florida, Aqua also has offices in

Fort Lauderdale, West Palm Beach and Naples, Florida.

Some of the accounts Dave has worked on include:

The Emerald Coast Convention & Visitors Bureau Cooper’s Hawk Winery & Restaurant
The Bradenton Area Convention & Visitors Bureau The Bermuda Office of Tourism
The Punta Gorda/Englewood Beach Hyatt Hotels

Visitor & Convention Bureau
The TradeWinds Island Resorts

Naples, Marco Island, Everglades

Convention & Visitors Bureau Pelican Bay

Seminole County Convention & Visitors Bureau The Stonington Beach Resort

The Amelia Island Convention & Visitors Bureau Bermuda International Airport

The St. Petersburg/Clearwater Bangor International Airport

Convention & Visitors Bureau St. Petersburg/Clearwater International Airport

The City of West Palm Beach, Florida Sarasota Bradenton International Airport

The City of Punta Gorda, Florida Southwest Florida International Airport

The City of Dunedin, Florida Destin-Fort Walton Beach Airport

Colonial Williamsburg
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Fran Vaccaro, Vice President, Account Services

Fran Vaccaro is one of the most skilled account directors in the field of hospitality and tourism, boasting more
than 25 years of experience as a travel and luxury brand expert.

At Aqua, Fran serves as Vice President overseeing the agency’s West Palm Beach office, but her expertise
extends well beyond South Florida.

Prior to joining Aqua, Fran was Vice President of Taglairino Advertising Group where she oversaw the advertising
and paid media programs for Discover The Palm Beaches, greatly contributing to four straight years of
unprecedented, record-breaking tourism successes for The Palm Beaches.

Fran has managed multi-million dollar, multi-channel, integrated media and creative campaigns, successfully
branded countless hospitality and destination accounts and seamlessly developed and executed large-scale
cooperative advertising programs. Fran was also named Advertising Person of the Year by the Advertising
Federation of Greater Miami.

Some of the tourism, travel and hospitality accounts Fran has worked on over the course of her career include:

The Emerald Coast Convention & Visitors Seminole County Economic Development

Bureau
Salvador Dali Museum

Discover The Palm Beaches
Starlite Cruises

Cultural Council of Palm Beach County
The Florida Orchestra

Ferretti Group America
Royal Palm, South Beach

The Knickerbocker Hotel, New York City
The Inn on Fifth, Naples, Florida

The Jefferson, Washington, DC
The Fontainebleau Hilton, Miami Beach

The Miami Seaquarium, Miami
The PGA National Resort and Spa

Naples, Marco Island, Everglades

Convention & Visitors Bureau Cooper’s Hawk Winery & Restaurant

Collier County Film Commission The Colony Hotel, Palm Beach

Banyan Cay Resort & Golf,

Collier County Museum
A Noble House Resort

The Seminole County
Convention & Visitors Bureau
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Katie Varano, Account Executive

Katie serves as the project manager overseeing our Naples, FL office and provides supplemental account and
media support for a number of clients both in and outside of the region.

Previously, Katie managed the Naples office of Paradise Advertising and Marketing (founded by Aqua President
Dave Di Maggio), overseeing the firm’s largest account, Naples, Marco Island and Everglades Convention and
Visitors Bureau, developing marketing campaigns and providing project management. Katie currently handles the
Punta Gorda/Englewood VCB account for Aqua, as well as the community of Pelican Bay, and others throughout
Southwest Florida.

In addition, Katie previously served as Media Planner for Universal McCann in New York, managing national and
regional budgets, implementing strategic campaigns and serving as liaison between vendors and clients regarding
added-value negotiations.

Katie also has experience supporting Southwest Florida International Airport, providing account service, strategic
planning and media plan management, further strengthening her expertise in tourism and hospitality marketing.

Some of the accounts Katie has worked on include:

The Bradenton Area
Convention & Visitors Bureau

The Punta Gorda/Englewood Beach
Visitor & Convention Bureau

Naples, Marco Island, Everglades
Convention & Visitors Bureau

The City of Punta Gorda, Florida
Pelican Bay

Inn on Fifth

Southwest Florida International Airport
Collier County Museums

Bacardi Superior Rum

Orion Bank
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Summer Wright, Account Executive

Summer is an Account Executive whose sunny personality and extensive experience as a business development
manager has been vital to her success in the destination marketing industry. Her experience includes managing
tourism accounts for numerous cities and states including the Alabama Tourism Department, Jacksonville CVB
and Mobile Bay CVB. From destination marketing to her entrepreneurial endeavors, Summer shines in everything
she does. Her diverse background working with clients in the health, sports, finance and luxury automotive
industries has contributed to her expertise in integrated marketing, brand awareness, project management and
account strategy. Summer excels at building strong relationships with her clients and her organizational skills are
top notch.

Summer loves how versatile the destination marketing industry can be, where each client has their own distinctive
story to tell. She has a knack for identifying emerging trends and markets, a skill she refined during her years
executing innovative campaigns for the Alabama Tourism Department and Mercedes Benz International. Outside
of the destination marketing industry, Summer explored entrepreneurship when she managed and ran her own
business. This endeavor left her well-rounded with tremendous insights into the client side of operations. Summer
brings her creative eye to Aqua Marketing & Communication where she pours her soul into every aspect of each
campaign. With her clients, Summer works to bring out and identify the destination’s unique personality and
successfully position it to make an impression on her client’s key demographics.

Originally from Trussville, Alabama, Summer earned a Bachelor of Arts in public relations from Auburn University.
In her free time, Summer enjoys fine tuning her secret drumming skills and cheering on her alma matter through

every sporting season.

Some of the accounts Summer has worked on include:

The Bradenton Area Donna Hicken Foundation/National Breast
Convention & Visitors Bureau Cancer Marathon

Alabama Tourism Department Jacksonville Jaguars Foundation
Jacksonville Convention & Visitors Bureau Regions Bank

Mobile Bay Convention & Visitors Bureau St Vincent’s Foundation

Mercedes Benz International

Birmingham Civil Rights Institute
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Elliot Cohen, Vice President, Campaign Strategy

Elliot has been on the front lines of high stakes public relations, marketing, campaign politics and crisis
communications for some of the nation’s largest organizations for almost 20 years.

He is a proven and award-winning strategist who has successfully represented organizations in both the private
and public sectors. A former television & radio reporter from New York and Miami, Elliot was first bitten by the PR
& campaign communications bug while serving as Communications Director on a campaign for a Tennessee state
representative in 2001.

Elliot creates, implements and measures successful marketing plans leading to increased ROI, brand awareness
and enhanced reputation. Plan development includes detailed situation analysis, development of strategic, sector
and opportunity-driven goals/objectives. He has extensive experience in the development of detailed public
relations, communication, external affairs and marketing tactics in support of approved strategies.

Elliot has earned several industry awards for his work, including the Florida Public Relations Association’s (FPRA)
Image Award, Grand All Image Award and Judges’ Award. He has received several Florida Society for Healthcare
Public Relations & Marketing (FSHPRM) Mark of Excellence awards, including for Crisis Communications,
Community Outreach, and Writing.

Elliot’s prior career work includes:

The City of West Palm Beach The Greene School, West Palm Beach
The City of Punta Gorda, Florida Mandel Public Library, West Palm Beach
The West Palm Beach Community Akerman Law Offices

Redevelopment Agency

Gladstone Law Group, Boca Raton
The City of Pompano Beach Community

Redevelopment Agency The Broward County Sheriff's Office

The City of Miami Lakes The Silver Companies, Boca Raton

Lynn University, Boca Raton Cooper’s Hawk Winery & Restaurant

Banyan Cay Resort & Golf,

Northstar Memorial Group A Noble 1 -
oble House Resort

Health First Hospitals & Health Insurance
Company

The Mandel JCC of the Palm Beaches
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Pat Cote, Media Director

Pat Cote is considered one of the nation’s top Media Directors in the field of destination Marketing. Known
throughout the industry, she offers more than 30 years of experience in devising strategic planning initiatives and
buying. Her illustrious career has spanned local, national, and global projects and roles with some of the world’s
most leading businesses and brands, including Anheuser-Busch, State Farm and McDonald’s.

At Aqua, Pat creates strategic plans for media buying, places ads, and ensures ad buying stays within budget.
She’s an early adopter of new technologies who is very strong at staying on the cutting edge of the latest trends in
digital media that allow her to deliver actionable and specific strategies that yield tangible, measurable results for
clients. Able to truly see the world through a global lens, Pat is recognized as one of the top destination marketing
experts in the country.

Pat has earned several industry awards for her work, most recently 18 Adrian Awards, including nine Gold, and is
responsible for overseeing the work of a team, which, under her leadership, was awarded a 2016 National ADDY
Award.

Some of the accounts Pat has worked on include:

The Emerald Coast
Convention & Visitors Bureau

The Naples, Marco Island, Everglades
Convention & Visitors Bureau

The Bradenton Area Halifax Area Advertising Authority

Convention & Visitors Bureau

The Punta Gorda/Englewood Beach
Visitor & Convention Bureau

The City of West Palm Beach, Florida
Anheuser Busch (St. Louis, MO)

State Farm (Bloomington, IL)
McDonald’s (Oak Brook, IL)

Sarasota Bradenton International Airport

Mote Marine Laboratory & Aquarium
(Sarasota, FL)

The Amelia Island
Convention & Visitors Bureau

Table of Contents

(Daytona Beach, FL)

New Smyrna Beach Area Convention and
Visitors Bureau (Volusia County, FL)

The Seminole County
Convention & Visitors Bureau

The Seminole County
Office of Economic Development

Space Florida (Cape Canaveral, FL)

All Children’s Hospital (St. Petersburg, FL)

The Museum of Fine Arts (St. Petersburg, FL)

Dali Museum (St. Petersburg, FL)

Mahaffey Theater (St. Petersburg, FL)

8% 15

p. 26



Broward County Board of GEN2116476P1
County Commissioners

() 1. Ability of Professional Personnel

Amber Coldren, Digital Marketing Director

Amber provides a broad scope of experience in all things digital, encompassing internet marketing, pay per
click advertising, search engine optimization, conversion tracking, social media development and strategy and
more. Her first taste of digital marketing came as early as 2001, when she was asked to join a team working on
internet projects at a time when digital marketing was still uncharted territory for many agencies. Starting with
e-newsletters and search engine marketing, Amber quickly learned how to strategically position clients in the
digital sphere.

In addition to Amber’s diverse experience in digital marketing, she has a proven track record of results and
leadership. She has worked for companies like TradeWinds Island Resort, Digital Synexus, Paradise Marketing
and Communications, and Mediagistic developing industry standards for clients across the world. Standards
which include social media best practices, media buying policies, website optimization guidelines and customer
loyalty programs. She has helped with corporate training and established teams of social and digital marketing
experts. In addition, Amber is Google Analytics and PPC certified.

In her over 15 years of experience she credits personalization to her success, mentioning that the secret is
knowing the brand, creating engaging, exciting content and developing a perfect combination of digital platforms
for effective communication and engagement.

Some of the accounts Amber has worked on include:

The Emerald Coast The Marco Island Marriott

Convention & Visitors Bureau
The Abaco Beach Resort

The Bradenton Area ]
Convention & Visitors Bureau Coconut Villas

The Punta Gorda/Englewood Beach Sunset Beach Resort

Visitor & Convention Bureau St. Lucia Tourism Board

The City of West Palm Beach, Florida Coconut Bay Resort and Spa

TradeWinds Island Resort Carillon Miami Wellness Resort

Naples, Marco Island & the Everglades

) . AskMe Weddings
Convention and Visitors Bureau

Captain John’s Fishing Charter

The Amelia Island
Convention & Visitors Bureau Pinellas Suncoast Transit Authority (PSTA)
The Seminole County National Baking Company

Convention & Visitors Bureau
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Thom Hart, Creative Director

Thom is one of the most recognized and highly awarded creatives in destination marketing.

Early in his successful 18-year career in the industry, Thom quickly climbed the ranks from Graphic Designer to
Assistant Creative Director at marketing firms HLA Group and Paradise Advertising & Marketing, Inc.

Thom’s work has consistently garnered Flagler Awards from Visit Florida, and Adrian Awards from Hospitality
Sales & Marketing Association International.

He graduated Magna Cum Laude from the University of Central Florida with a B.A. in Art/Graphic Design and a
minor in Business Administration.

Some of the tourism, travel and hospitality accounts Thom has worked on include:

The Emerald Coast Inn on Fifth

Convention & Visitors Bureau
Secrets of the Sea Marine Exploration

The City of West Palm Beach, Florida Center and Aquarium

The Bradenton Area Pelican Bay

Convention & Visitors Bureau
The Seminole County Office

The Punta Gorda/Englewood Beach of Economic Development

Visitor & Convention Bureau
The City of Deltona Office

Hotel Zamora of Economic Development
Naples, Marco Island, Everglades The Nassau County Board
Convention & Visitors Bureau of Economic Development
The Seminole County Sarasota-Bradenton International Airport

Convention & Visitors Bureau
The Southwest Florida International Airport

The Amelia Island ) )
Convention & Visitors Bureau Tampa International Airport
The City of Punta Gorda, Florida IMG Academy
Chiles Restaurant Group The Colony Hotel, Palm Beach
TradeWinds Island Resorts Banyan Cay Resort & Golf,
A Noble House Resort
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Megan Brewster, public Relations Director

Megan honed her public relations skills while with some of the most distinguished public relations firms in the

Big Apple, and has developed and executed national and local communications campaigns for a broad range of
clients in the health-care, arts, travel and tourism, food and beverage, consumer services, sports, real estate and
non-profit industries/sectors. Megan’s PR expertise lies in media relations, writing and strategic planning and also
includes social media support, media training, community relations and event planning.

Originally from the Boston area, Megan holds a Bachelor of Arts degree in Communications with an emphasis in
Public Relations, a minor in Spanish and a Certificate in Business from Seton Hall University. She was also a four-
year Big East Academic All-Star as a member of University’s Division | Diving Team.

Some of the accounts Megan has worked on include:

The Bradenton Area The National Children’s Study

Convention & Visitors Bureau
Petfinder.com

The Punta Gorda/Englewood Beach

Visitor & Convention Bureau First Watch Restaurants

Chiles Restaurant Group Friedreich’s Ataxia Research Alliance

The City of West Palm Beach, Florida World’s Finest Chocolate
The City of Dunedin, Florida Tampa Bay Radiation Oncology

Pelican Bay LiveFree! Coalition
Cooper’s Hawk Winery & Restaurant Mintco Financial

Coldwell Banker Real Estate The Lucky Dill

Moffitt Cancer Center Glazer Children’s Museum
American Society of Composers,

Authors and Publishers (ASCAP)

Association of National Advertisers (ANA)

HowStuffWorks.com
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2. - Michelle Lenhart, Content Developer

Michelle provides public relations and content development for a variety of the agency clients, including the
Bradenton Area Convention and Visitors Bureau, Pelican Bay, the Emerald Coast Convention and Visitors Bureau,
the Charlotte Harbor Visitor and Convention Bureau and Cooper’s Hawk.

Prior to joining Aqua, Michelle worked several years as a publicist, print and social media campaign manager at a
PR agency, where she provided publicity services for clients in a broad range of industries: non-profit, healthcare,
entertainment & lifestyle, sports, and governmental client sectors.

Other previous work experience includes ongoing web content and technology management and maintenance
through integration with back-office systems, and monitoring the web presence of company websites through
multiple media platforms. In addition to selecting highly effective SEO keywords for a number of press releases
and online website content, Michelle has assisted with website rebranding, and e-newsletter design, development
and dissemination.

Some of the key accounts Michelle has worked on include:

The Emerald Coast Convention City of West Palm Beach

& Visitors Bureau
Nordic Naturals

The City of Dunedin, Florida
Boiron

The Bradenton Area Convention & Visitors

Bureau Empath Health/Suncoast Hospice

The Punta Gorda/Englewood Beach WingHouse

Visitor & Convention Bureau DigiTrax Entertainment

Sunscreen Film Festival Lawrence Anthony Earth Organization

Pelican Bay Power Design, Inc.

Chiles Restaurant Group Chef Adrianne’s Vineyard Restaurant and

Cooper’s Hawk Winery & Restaurant Wine Bar

Live Free! Substance Abuse Prevention Redmond Trading Company

Coalition Jorgenson Center for Performing Arts
Hillsborough County Anti-Drug Alliance Hennion & Walsh
Vaso Medical
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Melissa Cederquist, Content Developer

Melissa works with travel and tourism clients to tell their story and promote their destination. Melissa knows that
tourism is one of the world’s highest-grossing industries generating profound economic impact for many of these
destinations. As part of the Aqua Marketing & Communications team, she is committed to making sure her clients
shine.

Melissa’s love for marketing destinations was first sparked during a year-long university study abroad program in
Valencia, Spain. There she saw how influential tourism is for a destination, and was inspired to make a career out
of it. Now, as a travel and tourism PR pro, Melissa excels at conveying authentic and newsworthy stories to local,
regional, and national outlets. Her abilities span from writing and creating PR content to planning and coordinating
media visits and press events.

Melissa is originally from Virginia but grew up in Naples, FL. In her free time, she enjoys paddle boarding,
exploring new cities and staying up to date on news and current affairs.

Some of the accounts Melissa has worked on include:

Alabama Gulf Coast The JW Marriott Marco Island Beach Resort

Convention & Visitors Bureau ] )
The Vinoy Renaissance St. Petersburg

Door County Visitor Bureau Resort & Golf Club

Fredericksburg and The Texas Hill Country Visit Mobile Alabama

Convention and Visitor Bureau
Visit St. Petersburg Clearwater

Green Bay Convention & Visitors Bureau
We Are Go Space Florida

Healdsburg Tourism Improvement District
Wisconsin Department of Tourism
McAllen Convention & Visitors Bureau
Nashville Convention & Visitors Bureau
Osthoff Lake Reort

Santa Rosa County
Tourist Development Office

The Dali Museum

s
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Kim Oliphant, Senior Art Director / Account Coordinator

Kim is a unique package of being one of destination marketing’s top Art Directors, as well as being a superb
Account Coordinator and strategist. Her passion for creating exceptional brands extends throughout her work,
infusing it with artwork that resonates powerfully with any audience.

A former Creative Team Manager for national retailer Montgomery Ward, Kim escaped the cold climes of Chicago
in 2001, and worked for Florida’s YP&B and Paradise Advertising & Marketing, Inc. before joining Aqua as Senior

Art Director.

In addition to her many talents as a graphic artist, Kim’s past experience with studio management and account
service has proven invaluable at Aqua. She excels in office management, media and production traffic, and

coding for online advertising.

Kim is a graduate of lllinois State University with a B.S. in Fine Arts and a concentration in Visual Communications.

Just some of the accounts Kim has worked on include:

The Bradenton Area
Convention & Visitors Bureau

The Punta Gorda/Englewood Beach
Visitor & Convention Bureau

The City of West Palm Beach, Florida

The Seminole County
Convention & Visitors Bureau

The Naples, Marco Island, Everglades
Convention & Visitors Bureau

The Amelia Island
Convention & Visitors Bureau

The Bermuda Office of Tourism

The St. Petersburg/Clearwater
Convention & Visitors Bureau

TradeWinds Island Resorts

Table of Contents
3/21/2019

w21
BidSync

The Seminole County
Office of Economic Development

The Collier County
Economic Development Council

The Southwest Florida International Airport
The Bermuda International Airport

Pinellas Suncoast Transit Authority (PSTA)
Manatee County Area Transit (MCAT)
Chiles Restaurant Group

Collier County Film Commission

Collier County Museums

The Salvador Dali Museum
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Amanda Zdzierak, Art Director

Amanda Zdzierak’s creative journey began in a photography studio. Working as a studio assistant at Vernon
Photography, she primarily helped with photo retouching and graphic design. Amanda graduated from the
University of South Florida with a bachelor’s degree in graphic design and went on to work at The Munce Group,
a retail marketing firm, in graphic design. She spent the next six years as a freelance graphic designer working on
projects for the Bradenton Area Convention and Visitors Bureau, Bright House Networks, Tracy Zych New York,
Clearwater Harbor Magazine, and others.

Amanda’s wealth of experience and a demonstrated ability to handle a wide scope of projects, from collateral to
website design and development, and keen eye, is sure to enhance Aqua’s award winning design team.

In her free time, Amanda enjoys blogging, traveling, spending time outside, and with her family.

Just some of the clients Amanda has worked with include:
The Emerald Coast Wadley and Zervos Attorneys

Convention & Visitors Bureau
Clearwater Harbor Magazine

The Bradenton Area

Convention & Visitors Bureau The Dutcher Group

The Punta Gorda/Englewood Beach YWCA-Tampa Bay

Visitor & Convention Bureau
The City of Punta Gorda, Florida
Manatee County, Florida

Paper Presence

Bright House Networks

Tracy Zych New York

Yanchuck, Berman
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John Fisher, Copywriter

John is an advertising copywriter with a background in creative writing. As a storyteller, John believes that writing
is one of the strongest ways people can connect with each other. Whether it is to inspire confidence, create desire
or bring a smile to the face of a consumer, he strives to write compelling brand narratives for the clients with
which he works. Finding the right words is John’s specialty.

John’s work is used across a number of media vehicles including print, TV, radio and on the web. He has been
fortunate enough to work with a variety of clients representing different industries, such as healthcare, higher
education and banking. With such a diverse background, John has expertise in helping to tell stories that drive
results and strengthen a brand’s identity. John earned two bachelor’s degrees from the University of South
Florida; one in English creative writing and the other in mass communications advertising. He also holds an MFA
in English creative writing from Antioch University — Los Angeles.

As a Florida native, John moved to Indiana for a new environment. He returned to the Sunshine State to work with
clients at Aqua. When not at work, John enjoys reading, writing, watching movies and TV, playing video games
and spending time with friends and family.

Some of the clients that John has worked with include:

The Emerald Coast Tipmont REMC

Convention & Visitors Bureau
Purdue University

The Bradenton Area

Convention & Visitors Bureau Heritage Communities

The Punta Gorda/Englewood Beach Tri-County Bank

Visitor & Convention Bureau ConMed Linvatec

The City of West Palm Beach, Florida Homes by WestBay

The City of West Pa/m Be'a?ch, Florida ZF TRW
Department of Sustainability
LTHC

First Merchants Bank
Franciscan Health

Vincennes University

Swan Dermatology & Aesthetic
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Krystina LiSi, Digital Strategist

Krystina Lisi serves as a Social Media Strategist at Aqua Marketing & Communications, helping to gather, define,
and clarify the insights that help drive our creative solutions and, ultimately, make a difference in our clients’
businesses. For more than seven years, Krystina has helped businesses grow by making them visible to local
customers who are searching for their products and services.

Krystina designs social media strategies to achieve marketing targets though managing, creating, and

publishing original, high quality content on all social platforms. A creative and innovative thinker, Krystina has

a deep understanding of technology and the people who use it. In the ever-changing world of digital marketing
technology that we face today, it’s Krystina’s swift adaptability that allows her to implement effective social media
strategy and search engine optimization for clients.

Some of the accounts Krystina has worked on include:

The Emerald Coast
Convention and Visitors Bureau

The Bradenton Area
Convention & Visitors Bureau

The Punta Gorda/Englewood Beach
Visitor & Convention Bureau

The City of West Palm Beach, Florida
Coconut Bay Resort

Carillon Miami

The Island of Saint Lucia

Disney Products/Cruises, travel agent

Privily Beauty Bar, web designer
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Tim Sinclair, Digital Development

Tim began studying web design and development in 1997 at Wisconsin Lutheran College in Milwaukee,
Wisconsin, graduating with his bachelor’s degree in 2001.

Tim is well known for web solutions that are beautiful, functional and modern, believing that technology should
never get in the way of simplicity and usability. This philosophy has resulted in designs that serve their intended
purpose while avoiding the technology frustration that has become commonplace in the web development
industry. Tim believes it is his responsibility to take a client’s vision and turn it into a reality through no-nonsense,
creative solutions that work.

Some of the accounts Tim has worked on include:

The Bradenton Area Thousand Trails RV Resorts

Convention & Visitors Bureau
The Bank of Tampa

Naples, Marco Island & the Everglades

GEN2116476P1

Convention & Visitors Bureau

The Emerald Coast
Convention and Visitors Bureau

The Seminole County
Convention & Visitors Bureau

The City of West Palm Beach, Florida
Pelican Bay, Naples, Florida
City of Deltona Economic Development

The Salvador Dali Museum
(St. Petersburg, Florida)

Encore Resorts
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Tampa Bay Buccaneers

Milwaukee Brewers

Tampa Bay Rays

The Bank of Central Florida
Cornerstone Custom Homes

Oak Manor Senior Living Community
University of Washington

Bayfront Medical Center

St. Anthony’s Hospital

All Children’s Hospital
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SheIIy Slitzer, Controller/Business Administrator

With over a decade of experience as an Accounting Manager/Controller, Shelly handles a variety of large tasks
within the agency, including financial planning and reporting, budgeting, forecasting, office operations and
management. Shelly is deeply experienced in governmental compliance and billing issues.

Prior to joining Aqua, Shelly served as an Accounting Manager for an electronic manufacturing company in
Exeter, New Hampshire.

Shelly graduated from Southern New Hampshire University with a Master’s in Business Administration where
she has been awarded nomination from the National Honor Society Delta Mu Delta for her excellent academic
achievement.

Some of the accounts Shelly has worked on include:

The City of Punta Gorda, Florida
The City of West Palm Beach, Florida

The Bradenton Area
Convention & Visitors Bureau

The Punta Gorda/Englewood Beach
Visitor & Convention Bureau

The Emerald Coast
Convention & Visitors Bureau

The Community of Pelican Bay, Florida

Metro Development Group
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Ashlee Carrasquillo, Administrative Assistant

Administrative Assistant Ashlee Carrasquillo brings her passion for helping others to Aqua Marketing and
Communications. Recognizing the level of integrity associated with her position, Ashlee enjoys being someone
everyone can rely on, from Aqua employees to third-party vendors. Whether it’s handling HR duties or managing
travel arrangements for members of the staff, Ashlee sees her role as an Administrative Assistant as an important
piece of day-to-day business operations, but one that works behind the scenes so everything else can run
smoothly.

Outside of the office, Ashlee enjoys reading, writing, perfecting her culinary skills, and expanding her knowledge
of neurology, human anatomy and physiology, and psychology.

Some of the accounts Ashlee has worked on include:
The City of West Palm Beach, Florida

The Bradenton Area
Convention & Visitors Bureau

The Punta Gorda/Englewood Beach
Visitor & Convention Bureau

The Emerald Coast
Convention & Visitors Bureau

Pelican Bay

Amerilife
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(0 2. Project Approach

2. Describe the prime Vendor’s approach to the project (message platform, channel strategy, integration).
Include how the prime Vendor will use subconsultants in the project.

As one of the country’s most awarded destination marketing firms, Aqua knows how to engage a new
destination client and quickly set them on a path of increased visitation, greater economic impact and
international recognition. Aqua’s staff is experienced in reinvigorating destination marketing programs at every
stage of brand development and life cycle.

The following represents the approach the agency has taken which has brought clients success. The agency is
able and willing to modify the approach to what may best serve the GFLCVB. It is only our general approach,
intended to give you an idea of how we typically engage new clients.

1. Account set up and Orientation — As soon as permitted after award, the client and agency meet
in person to introduce staff, establish communications protocols, ascertain established budgets and
timelines, and review next steps.

Although communication between client and agency can occur at any time, the agency meets with each
client on a weekly basis to ensure communication and steps toward project completions.

2. Discovery — Although already very familiar with the GFLCVB through other efforts in South Florida,
as well as research conducted for other clients, Aqua always “wipes the slate clean,” knowing how to
quickly understand the client and their efforts, needs and markets deeply and completely. The agency
will review the destination’s promotional history, conduct target research, review existing and past
research, interview key stakeholders, examine and review the County’s visitation infrastructure, conduct
a SWOT analysis, analyze the competitive set and much, much more.

If a client’s brand is yet to be determined or should be re-examined, that process is begun at this stage.

3. Unique positioning — The Discovery phase provides the agency with what is needed to recommend
a uniquely competitive position that the destination can take among other visitation alternatives.
Combined with and understanding of destination brand, the agency is then able to recommend the
message platform most likely to claim and reflect that position in a unique and innovative way.
Market resonance is assured through research/testing of the message platform.

4. Planning — Armed with insights drawn from Discovery, and the market assurance of a unique message
strategy, the agency then moves to the planning phase, recommending a channel strategy and
marketing communication tactics shown through the agency’s research to assure the strongest ROI
attainable. At this phase a clear goal, objectives, targets, budgets, timelines and more are recommended
for client review and approval.

5. Recommendations — Although the Planning phase provides overall strategy for our efforts, Aqua
will provide a variety of recommendations for client review and consideration, all leading to a unique
presentation of the destination based on a uniquely competitive position and message strategy.
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6.

Integration and Multi-Channel execution — Although your RFP is solely for Advertising, Aqua is a full-
service, integrated marketing communications firm. As such, it provides clients with cohesive marketing
communications involving simultaneous, comprehensive execution through a number of channels

and utilizing a variety of tactics. For the rare client that does not contract the agency for all marketing
communications services (advertising, public relations, social media, digital/web development), Aqua still
provides those clients with integrated, multi-channel recommendations. In those cases, Aqua typically
takes the lead role among the client’s marketing partners, suggesting overall strategy and the various
channel strategies and tactics that can assure coordinated execution across the board.

Therefore, at this point in our approach, Aqua would typically aid the client in coordinating other
marketing partners in their agreement with, understanding of, and execution of the recommended
strategy. It should be noted that during the execution phase, Aqua is always careful to execute with
other marketing partners’ needs in mind, providing efficiency and a responsible return on marketing
investment for the client.

Establishing Metrics and Analysis — Metrics and how we will analyze and judge our efforts takes place
well before we begin. With a clear goal, objectives, targets, messaging, budgets, timelines, and more
determined; Aqua suggests what metrics and analysis best determine Return on Investment and which
will best justify our efforts.

Aqua is able to go beyond typical measures of marketing effectiveness and even the typical
measurements used to judge destination success (ADR, REVPAR, Occupancy, etc.) The agency is
able to suggest deeper more meaningful analytics than those used by most DMOs, providing you with
information to make better, more highly competitive decision making.

Execution — With a firm plan and the measures to evaluate its outcomes, the agency sets forth with all
aspects of execution, negotiating and buying media and producing industry-leading creative execution.
Consistently, Aqua has proven time and again its ability to execute on time, and with incredible efficiency
and economy, striving for the best ROI available. The agency prefers a close client/agency relationship
during the execution phase, creating a solid team that assures client satisfaction with agency outcomes.
At this time, the agency is also sensitive to execute creative and production for other client marketing
partners as well, providing efficiency and a responsible return on marketing investment for the client.
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9.

10.

11.

Analysis and Reporting — On an ongoing basis, Aqua reports on its efforts using the metrics and
analytics pre-determined during the Planning phase. Typically, the agency reports to the client on a
monthly, quarterly and annual basis and, when necessary, can be counted on to present competently
and professionally to the client’s TDC, County Commission or other government or community groups
needing to understand the client’s efforts and outcomes. An important period of Analysis and Reporting
is the Annual Planning Cycle where the client and agency examine outcomes and plan for the following
year. For most clients, Aqua is recommending multi-year planning with and Annual Review, providing a
more balanced, forward-thinking approach to planning.

Account Management — Aqua’s approach involves skilled, proactive and consistent Account
Management, guiding agency processes and responses to client needs. Our Account Management
approach involves several features designed to assure client/agency success, including:

a. Set meeting times
b. Accurate and timely reports and recaps of all meetings

c. Clear and accurate reporting of metrics, analysis and ROI, along with recommendations to
the client

d. Strict oversight of budgets and timelines
And more

Use of Subconsultants — As a fully integrated, multi-functional marketing communications firm
experienced and awarded in every aspect of destination marketing, Aqua does not foresee the need for
subconsultants in fulfilling the Scope as outlined in the RFP. In the event that the client and agency agree
that subconsultants may be beneficial to the County, Aqua will source, competitively bid, and heavily
negotiate any and all subconsultant relationships, and will not proceed without written approval by the
County.
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Provide a sample timeline, for the entire agreement term, demonstrating the process/work program the Vendor
would use to fulfil the marketing mission of the GFLCVB; describe major milestones related to planning,
production and other recommendations.

As an experienced destination marketing firm in the state of Florida, Aqua is well aware of the typical annual
planning calendar and provides annual planning for each of its DMO clients, many of which exhibit multi-year
planning.

The following timeline provides a sample of what the timeline for the GFLCVB may include in its planning with
the agency, and assumes the typical October 1 start date. However, it should be noted that if it is the desire

of the County to develop and utilize a new destination brand for use beginning October 1, a decision regarding
agency assignment would need to be made by April 1 (at a minimum. Sooner if possible) to allow sufficient time
to engage the branding process effectively.

In the event the County intends to begin the branding process upon the October 1 budget year, Aqua would
concurrently engage the branding process while utilizing the existing brand in the short term. Once the brand
is determined, then the remainder of the campaign year may include revised messaging reflecting the newly
determined brand.

The following sample timeline reflects the latter scenario of concurrently developing a new brand while utilizing
the existing brand in the short term. It should be noted that this is a sample timeline, and not representative

of an Annual Plan. Any Annual Plan would show details of the media plan as well as any other details of other
marketing initiatives.
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@5 Sample Timeline - GFLCVB

Initiative  Oct-19 Nov-19 Dec-19 Jan-20 -20 Mar-20 Apr-20 May-20 Jun-20 Jul-20 Aug-20 Sep-20 Oct-20 Nov-20 Dec-20 Jan-21 Feb-21 Mar-21 Apr-21 May-21 Jun-21 Jul-21 Aug-21 Sep-21 Oct-22 Nov-22 Dec-22 Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22

- ] | |
- Brand . Community
Positioning Brand ssets Community Adoption

N a
determined = developed — Embrace Initiatives

Brand Reveal Event - RE?:‘:atl
Agency Discovery
Planning _
Agency Analysis and Reporting _
Annual Client/Agency Retreat
Annual Planning
Annual Plan To Client
Media Negotiation and Buying
Creative/Production Development
Annual Co-op Plan Deveopment
Co-op Plan Reveal Event
Co-op Plan Sales

Agency Activities Branding Initiative

Marketing

Existing Campaign Execution EXISTING
Acti

New Branding Campaign

Budget Determination for
Following Year

Partner Event —

Annual Camp: LEEE
Quarterly Analytics Review
Tourism Week Initiatives

Emergency/Crisis Planning

Planni Attend

Attend

TB  Attend Planning Attend

Florida Huddle Planning _ Planning
International Pow Wow _ Attend
World Travel Mart Attend Planning Atttend

CLIA Planning

Cruise 360

Cruise World

NTA

ABA

Others per plan

Planning

Planning

Attend
Planning

Attend

Attend

Planning
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Describe how the team would develop cost estimates and controls, indicating how they are updated, providing
specific examples of successful recommendations implemented and cost containment strategies used to
maintain project budget without sacrificing quality. Include the following:

Aqua’s specialization in and long history of serving governmental accounts gives you assurance that the
agency’s systems for developing cost estimates and controls are already in place and proven. The agency
takes the responsibility of helping each client carefully manage its budget, and assures there are no surprises or
sacrifices in quality.

Cost estimates and controls start with a clearly defined client budget which the agency monitors precisely
throughout the budget year. As part of the monthly billing process, budget status is reported to clients each
month. The assigned Account Executive is responsible for budget status as well forecasting budget variables
dependent on potential agency/client decisions.

In the event of the use of third-party vendors, Aqua engages in competitively bidding several qualified
candidates, then heavily negotiates final costs. The agency does not proceed with the use of outside vendors
without the written approval of the client, and without a review of budget impact. Upon client approval, outside
vendors are not authorized to proceed without a clearly defined Purchase Order or Media Authorization issued
by the agency, reflecting the client-approved estimates.

Upon award, the agency closely supervises third-party vendors, assuring adherence to, and fulfilment of,

the agreed scope. No variance in delivery of scope or costs is permitted by the agency without written client
approval. In such instances, any change in costs requires a written re-estimate on the part of the vendor, with a
written re-estimate from the agency issued to the client for review and approval.

Specific examples of recommendations in place and the agency’s cost containment would include such
instances as:

1. Online media buys are placed reflecting the client-approved media strategy and budget. The trading
desk utilized by the agency is assigned a specific daily spend level, per specific buy parameters
reflecting the media plan’s targeting objectives. The spending is monitored daily by the agency, with the
agency actively adjusting spending as necessary in order to achieve target objectives, and assuring no
unnecessary spending on the part of the trading desk. Although adjustments within budget parameters
and meeting the media plan’s target objectives may take place, any substantial need for variance leading
to an agency recommendation to change buying parameters of the recommended spend would be
discussed with the client and any change presented in writing for client approval.
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2.

It is determined that a client’s broadcast video production, while in progress, may need production
adjustments that could require an additional day of shooting. The agency would first determine whether
the additional day is the result of 1. vendor issues, 2. unforeseen and uncontrollable events, 3. an
unforeseen opportunity to produce work of higher quality.

If 1. (vendor issues), the agency would place the responsibility of shooting an extra day on the vendor
and either require the extra day without cost, or possibly hold the vendor in default for the project,
leading to the agency finding a suitable resolution for all parties. If 2. (unforeseen and uncontrollable
events), the client would be notified and given several options (including the proposed additional day of
shooting) and advised of any additional costs. If additional costs might be incurred, the vendor would be
required to produce a written estimate of those costs with the agency supplying the client with a written
estimate for approval. If 3. (an unforeseen opportunity to produce work of higher quality) the client would
be notified and given the proposed option of an additional day of shooting, along with an explanation

of the ROI that could potentially be achieved as a result. The client would be advised of any additional
costs. If additional costs might be incurred, the vendor would be required to produce a written estimate
of those costs with the agency supplying the client with a written estimate for approval.

At the end of the day, Aqua only bills the client per the client-approved estimate. The only exception being those
cases Where the client may be billed less due to cost efficiencies achieved, or a client-approved change in
scope, reducing costs.

The billing, when received by the client, shows all documentation required to substantiate charges.

In short: There are no surprises.
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a. Provide samples of creative portfolio under agency’s current management as a measure of creative
capabilities and quality (include printed and digital collateral, out-of-home, broadcast).

Aqua is recognized as one of the top destination marketing firms in the country. Each year work for the agency’s
clients is awarded top honors statewide through The Flagler Awards sponsored by VISIT FLORIDA. Additionally,
Aqua’s work is recognized internationally through the Adrian Awards sponsored by Hospitality Sales and
Marketing International.

Aqua’s work for each client is centered on a specific message strategy designed to present the destination
uniquely within the marketplace, and reflecting and supporting the client’s brand. All work is based on and
verified through consumer research.

The agency’s creative work is typically part of an integrated multi-channel effort and contributes beyond
paid media channels to also lend message consistency to public relations, social media, marketing, website
initiatives, and more.

As pleased as we are of the many awards our work achieves for clients, we are even happier with its outstanding
results. Every single one of Aqua’s clients can point to our work clearly contributing to the highest levels of
visitation and economic impact ever achieved for the client.

Aqua can virtually guarantee that its creative work will draw consumer attention, lead to historic levels of
conversion, and place you far beyond your industry peers. The following are just a few samples of our award-
winning work for clients. More samples can be made available by request.
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Bradenton, Anna Maria Island, Longboat Key
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SHAKE UP
YOUR NEXT
GETAWAY.

Hotel Zamora / Castile Restaurant
Full-Page Branding Ads

fHOTEL ZAMORA

THEHOTE!

FOREGO BESERVATIONS

Dining at Florida’s newest adults-only hotel can only be described
as decadent. Come experience one-of-a-kind dining designed to
delight your deepest culinary desires. From teasing af to

tantalizing entrees, we're sure to whip up something unforgettable. s THERE'S A REASON WE HAVE

3701 GULF BLVD. ST PETE BEACH, FL 33706 | 727.456.8900 CASTILERESTAURANT.COM N() ]'.;II I)l) I 'F‘ p()OL 4
- - —

fHOTEL ZAMORA
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Destin, Ft. Walton Beach, Okaloosa Island
Full-Page Branding Ads

24 miles
of sandy shore

4 footprints
side-by-side

2 hearts

beating as one

ek s 24 frkes of SugarWHIS aand, 4 foolprines side-By-side and DESTIN
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Punta Gorda / Englewood Beach
Charlotte County, FL
Full-Page Branding Ads

Sound ke the perfect place i vy? Mo you have the chance

o make the perloct summer 5 ur tamily by sharing a chikihood photo of your
. Go onling for all the rules and 1o ur phoio 10 be in The nunning, Buikl something
armaring. Make your summer memones here.  PurelPlorida.com/ComePlayOutside

Ready for your next Big One?
Plan now at: www.PureFlorida.com/Fishing

Our Best Side is Outside™
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City of St. Petersburg, FL
Full-Page Branding Ads

(] -

Art scene. Bay scene. City scene. What a scene.

' SURPRISING

STPete

GEN2116476P1

Top sports. Top arts. Top chefs. Over-the-top excitement.

SURPRISING

(8T Pete

= SURPRISING

- STPete

a-
(=R
facebook.cons
B witsreomsirisingetpete
85 40
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Guy Harvey Outpost -
Full-Page Branding Ads

“I'll give you an adventure,
not just a beach vacation.”

Discover a whole new way to vacation with master marine wildlife artist, scientist
and uy Harvey. Experience Florida flts fishing at its extreme.
Fish offshore for big game, or swim with manatees. Learn to surf on jet-powered boards
o strap on a jet pack and fly over the Gulf of Mexico, At the end of the day, you find
libations, great dining, even a relaxing massage. The new Guy Harvey Outpost is a resort
experience like no other Ready to get out there? Guy's ready to take you there.

Aadderdinds- BEACH RESORT

91° 43 559194 -82° 4 4371047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com
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! othing renews your
spirit like being on water.”

listening to the water

over th ico. Relax i

ing N
Ready now to get out there? The new Guy Harvey Outpost s a resort experience like
10 other, and Guy's ready to take you there.

Arddetinis- BEACH RESORT

91° 43 559194” -82° 4 4811047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com

Experience a whole new way to vacation with master marine wildlfe artist, scientist
and conservationist Guy Harvey, Take a guided walk along our world-class beach.
Discover the mysteries of ocean life in a single tidal pool. Fish the cradle of Florida's
‘magnificent Gulf of Mexico, Learn to dive or surf on jet-powered boards, or strap on a
jet pack and fly over the Gulf of Mexico. Relax in our sparkling pools and dine overlooking
our beach. Ready now to get out there? The new Guy Harvey Outpost is a resort

experience lie no other, and Guy's ready to take you there. A 2

910 43 559194 -02° 4¢ 4871047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com
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Flying to the Sarasota-Bradenton are

We make it easy.

Sarasota Bradenton International Airport
Full-Page Branding Ads -
Inbound, Outbound and Trade Markets

Take the easy way out.

rts, Sarasota Bradenton
u want to be. It's the
sota-Bradenton area,

and area hotels. Traveling SARASOTA
ational is a breeze. You go BRADENTON
minutes. Al through an INTERNATIONAL

re you travel through a
ive, remember Sarasota
casy. www.srg-airport.com

We make it easy.

al Airport, 6000 Airport Circle, Sarasota, FL 342432105 941-FLY-2-5RQ

of the trip. Sarasota
g in and out of town easy,

SARASOTA
ng tc BRADENTON
e home. No navigating a INTERNATIONAL
a long drive home.

utes from parking to gate.

We make it easy.

00 Airport Circle, Sarasota, FL 34243:2105 941-FLY25R0  www.srg-airport.com

ghts to Sarasota Bradenton

igher yields. Its high

on Florida's desirable
ger demographic are just

easy, stress-free airport SARASOTA
wvironment — all just minutes. BRADENTON
(Il enjoy a welcoming, flexible INTERNATIONAL

tions, and th fits
operations, and the profits We make it easy.

)munications Executive www.srg-airport.com

I Airport, 6000 Airport Circle, Sarasota, FL 34243-2105 941-359-5200

s
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Floide Eolali e

Hier finden Sie das wirkliche Florida:
Inselstrénde mit puderweichem
Sand, charmante Dérfer am Strand
und freundliche Stadtchen inmitten
wundervoller Natur.

-4 Laden Sie die kostenlose
r
| otiie App herunter:
-~ Exvatich auf Tunos oder Google Play.
Planen Sie jetzt Ihren Besuch..

Anna Maria
Longboat

FLORIDAS WESTKUSTE

BradentonGulfislands.de

Broward County Board of
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Bradenton, Anna Maria Island,

Pocket Folder with Stitched Insert Pages
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Nassau

Longboat Key
Full-Page Branding Ad -
German Market

El Condado de Nassau Primera Costa de Florida - Su primers

opcian para negocios

Cugnchd ks £2koncs BITDeS primero gt a Amdeica, oo 6
g ormite e s Florta coeme 5 hogar detido & % ublchcash cxitern
hermeas. By on dia, del Condies o Ny qus clrics ballens y calidad

wern la

da vidh encepeicnal, jurds con muthis ol vestsjis que han backs s

primsers coifn pars Lan ampsesss, bassbibn

HEEER REBE R 213

NEEE FETAE EERDY BN SE LRETS SEERETEL

o ENRA B ST LTS SEE R S TEL R ER S
B ANEGS BEEE VUL GREANY EN 25 TANSS BE

I T g T

ESHARE RRATE SRR
W MEE AR

NELE AHEAR

3 5 i
BN SODAREDEN 0EN DR ERNEN A ANEE &

S EETHE £ AARE S @6 IATRE S5 BEHE

®o 43

BidSync

TRAZAR UN NUEVO CURSO PARA EL EXITO

GEN2116476P1

COURSE FOR SUCC

REFHE RKHBE B
ESEMITR MHIBITE

p. 55



Broward County Board of GEN2116476P1

County Commissioners

e 2.1 Creative Portfolio

Visitor Guide

Charlotte Harbor

Punta Gorpa
LEwooD BeacH

Punta Gorda/Englewood Beach
German Visitor Guide

Attraktionen Aktivitaten Anreise Unterkinfte

Naples, Marco Island & The
Everglades German Visitors
Guide and English/Foreign
Language Rack Brochures
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Responsive website for
The Flagler Financial District,
The City of West Palm Beach, Florida.

www.FlaglerFinancialDistrict.com

FLAGLER

TRl FNANCIAL
—=—== DISTRICT CONTACT @

THEDISTRICT ~ RELOCATION  INCENTIVES  CITY OVERVIEW

A Wesith of Possiiliries

“One of the top 25 cities

to do business in America”
- Inc. Magazine

DISTRICT ADVANTAGES INCENTIVES TOP REASONS CONTACT US
Welcome to the Flagler Financial District, South Florida’s premier urban corporate zone, exclusively nﬂ
dedicated to business and financial enterprise. Located in the City of West Palm Beach, the region's /\
mast relaxed and refined metropolitan area, the District offers your organization the opportunity to
thrive within a i i i in a city that offers America's most WEST PALM BEACH
di bination of busi ity and fulfilling lifestyle.

Tweets oy swroowness

Palm Beach MPO &/
Big group biking from & Tri_Aail
Park ta & CawnlownWPE EWPEgreen
@Sy BikeWPB @MyFDOT_SEFL
#BaPalmBaach

SkyBike G5 DkeTE
B5kn 10 Work woek Bagins Today! Join
@OowniowniWPE @westpaimach WEST PALM
@PamBeachMPO @S BikeWPD & derdale
@WPTV and BIKE TO WORK!
mi

oW OITEaitAS

LDMVESU CRED}TSUISSE“ el ,m,,,“ el E

DISTRICT ADVANTAGES

INCENTIVES
! C |
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150-page responsive site developed for the community
of Pelican Bay, Naples, Florida.

www.PelicanBay.org

REALTORS CAREERS STAFF  CONTACT

ABOUT AMENITIES ACTIVITIES DINING MEMBERS

You sre hare: Home Text 2oom: [ ON & Praepage

There’'s no place like home.
Especially when it's Pelican Bay.

Private beaches. Guif-side dining. Top-tier tennis. Chic shopping. Protected nature preserves, All
‘within the three square miles our members call home - and just cutside of stylish Naples, Florida.
At Pelican Bay, yourelegant residence is just the beginning... the key to world-class amenities and a
lifestyle not found anywhere else.

Welcome to
Pelican Bay.

NEWS CALENDAR WEE CAMS
Staying Safe While Enjoying the Great Aug 12 - Lorem Ipsum Dolor Adipisicing T
.;\ Curdoors in Pelican Bay Aug 17 - Commada Consequat =]
A \\‘ March 14 Workshop Announcement Aug 20 - Nostrud Exercitation Advertis e " I " 2
\ Aug 24 - Commodo Consequat
- NORTH SOUTH OSPREY
© MORE EVENTS BEACH BEACH NEST

W D MORE NEWS

G [ E-NEWS SIGN UP u E

# 3 % © VIEWFORECAST

Pelican
Bay was
founded
onthe
concepts
of
appreciation and
preservation of nature.

Just take a walk along the berm, boardwalks
and beaches to observe an astonishing
array of plants and animals in an

c |

s
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Responsive website for
The City of Punta Gorda, Florida.

www.ExplorePuntaGorda.com

T P Gorda vove o

FLORIDA

T S

SO MANY-REASON.

EXPLORE PUNTA GORDA, FLORIDA

Punta Gorda is the one Florida town that offers something for everyone. Its progressive, forward-thinking commitment to economic success
serves as the foundation for a community rooted in the best of American, small-town attributes. Punta Gorda's historic ambience and intimate

feeling are the backdrop for what may be the state’s most picturesque, enjoyable and accessible waterfront destination.

a

| Verizon T T PM o 01 -

Doing Business in Punta Living in Punta Gorda Take a Punta Gorda
Gorda Vacation

& explorepuntagorda.com &

Get in touch with us.

dafl.com

( Nrig . FL. All Righ Looking for the city Click here.

=
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Responsive website for
The Royal Room entertainment venue,
The Colony Hotel, Palm Beach, Florida.

APRIL 22-23 & 29-30 MAY 6-7 & 13-14 MAY 20-21 & 27-28
Karen N Jeff Harnar
SAmgY

JUNE 17-18 & 24-25 JULY 1-2, 8-9, 15-16, 22-23 & AUGUST 5- 6,12-13, 15-20,
29-30

Spencer Day 26-27 & SEPTEMBER 2-3
d

Style. Elegance. Pizzazz.

Thee Colony Pabm Beach RESERVATIONS
155 Hammeon Avenue, Palm Beach, FL 33480

561) 653.8100
Fhane: (561) 655-5430

Fax; (561) 8327318

It's where the stars shine on
Palm Beach.

Weapped in the stylish elegance and sophistication
of the workd's classic cabaret reoms, The Royal

Room, brings exciting performers to ane of
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Bradenton Area
Sports Commission

FLORIDA'S WEST COAST

i.
|
:
N
I

.
¢
-.i
8
ks
NI ¥
4
e

Premier Sports Campus
at Lakewood Ranch

5895 Post Boulevard
Lakewood Ranch, FL 34211

Your guide on where to train, hold your sports
event and take your game to the next level.

PremierSportsCampus.com
(941) 757-1582

Located in the Bradenton Area’s Lakewood Ranch community, it offers
22 FIFA regulation fields on its 140-acre campus, drawing thousands
for professional and amateur soccer tounaments and training. The
complex is managed by former US. Assistant Olympic Soccer Goach,
Tim Mulqueen

= 22FIFA reguiation, Gelebration- = Easy, ample parking

seeded, laser-leveled grass fieldS . Goncessions

= 65,000 feet of underground
state-of-the-art irrigation piping

= Field lighting for night play

A d e A B d L A

IMG Academy
From Major League Soccer, to collegiate to little
league, the Bradenton Area is the choice for 5500 34th St W,
Bradenton, FL 34210
soccer tournaments and training in the state of

Florida. The area continues to draw thousands.
every year to its superb, expertly run facilies
by some of the biggest names in American soccer.

., ‘ ! imgacademy.com
J 800-872-6425
|

to
The area gives you a broad selection of fields and facilities, from private to public, and offers and professional soccer players, IMG has the field covered. World-renowned for
an array oftraining and event-related services and support its revolutionary, proprietary training methodology utilized by the world's top
coaches and players, IMG offers the soccer programs, facilties and fields that
Just some of area facilties and organizations are shown below. For help, guidance or advice set the standard.
for your event, please callthe Bradenton Area Sports Gommission at (000) 000-0000 or = Cutting-edge 5,000-seat stadium = 4-lane track (2 turf, 2 composite)
email us at: Info@?7777772.com
= 12 fullsize professional quality = Govered turf practice fields

soccer fields = Game strategy/film room

Goalkeeper training area « Locker rooms and more

= 10,000 square-foot weight room

Bradenton Area Sports Commission
Facilities Playbook

Info@BradentonAreaSportsCommission.com ‘BradentonAreaSportsCommission.com

View the digital companion guide here:
http://www.nxtbook.com/nxtbooks/aqua/bacvb
sportscommission/

A winming Florida

sports destination.
T o g s

g

v e by e e P
w13 . T e e
s, wsoning e w0t
S ——
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Bradenton/Anna Maria Island/Longboat Key
Arts & Culture Guide

From the local to the legendary.
Inspiration and vision on a

hurman scale.

Welcome 10 an aea named the #2 best amall ans cly by AmaricanSiyle
Magarine = above places such as Aspen, Ashevle and Taos. And lor good
reason The visual arts permeate the destination, and can be discovered

and experenced easily at evary fum. Here art is as accessible as avisitlo a
beach side galler: on a stroll through an artist wiiage or discovened on publc
dsplay.

Enjoy an cver conversation with its creator in a local gallery such as Gracisla
Giles at he Rose-Gi
intriguing creations for sale in area shops, such as Anna Maria lsland's

Studio in Bradentor’s Village of the Ans. Or discover

Autists Guikd Gallery. Or enjoy art in public places such &s the sculplures
along the area’s Rverwalk

View the digital companion guide here:

http://www.nxtbook.com/nxtbooks/aqua/
bacvb_artscultureguide/

= =]
il

Arts & Culture Guidé

s
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CULINARY FARM AND
SEAFOOD EVENTS

L e —
gy

Your guide to 5 harvest

activities ang anbeuzlngma“gﬁwwf':f ; _ mmm T
FAST Je=giviet SRS
. FACTS | i it s

N J

EEL T B EEREEEEY
)3 g

H
L
=

| o { J £,

MANATEE COUNTY

*,
spfr E - x . -

Bradenton/Anna Maria Island/Longboat Key
Agri-Tourism Map

#VOABSOD[

View the digital companion guide here:
http://www.nxtbook.com/nxtbooks/aqua/
agritourismguide/
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Qutdoor

Destin
Fort:Walton:Beach
Okaloosa _.,

s
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Qutdoor

BRADENTON:

is BLUES FESTIVAL

December 7 2013 - BradentonBluesFestival.org

Englewood Beach

Last chance for Summer

o

PureFlorida.com
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To view our Broadcast Reel,
including Radio, go to:
http://bit.ly/AquaBroadcastSamples

www.BradentonGulfTslands.com -

.t-» ¥ ’ . - ‘
WEST PALM BEACH
L —
DESTIN
FT. WALTON BEACH
OKALOOSA ISLAND
FLORIDA
EMERALD
COAST EmeraldCoastFL.com
& 54
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Photography
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Consistently recognized year after year statewide and internationally for work in both tourism and economic
development, assures you that Aqua can promise work of the highest standard, will achieve results, and that will
be recognized by your peers as best in class.

The list that follows is only a partial list of our awards history.

Adrian Awards (HSMAI)

Bradenton Area CVB - Gold -
“Beaches and Brews” Bradenton Area Brewery Video

Bradenton Area CVB - Silver -
Craft Your Own Vacation Print Campaign

Bradenton Area CVB - Silver -
Public Relations Dallas Pop Up Event

Bradenton Area CVB - Bronze -
Craft Your Own Vacation Digital Campaign

Bradenton Area CVB - Bronze -
Craft Your Own Vacation Sweepstakes

Emerald Coast CVB - Silver - “Count On” Television

Bradenton Area CVB - Silver — Dog Days of Summer
Pet-Friendly Campaign

Bradenton Area CVB - Silver — Bradenton Area Sports Marketing Guide
Bradenton Area CVB - Bronze — Guys’ Gulfcoast Getaway

Bradenton Area CVB - Silver — Destination Press Kit ADRIAN AWARDS
Bradenton Area CVB — Bronze — Destination Branding Campaign
Collier County CVB - Gold — Summer Fun Guide

Collier County CVB — Gold — Digital Newsletter

Collier County CVB - Silver — Local Market Campaign

Amelia Island TDC - Silver — Group Landing Page

Amelia Island TDC - Silver — Online Advertising

Amelia Island TDC - Bronze — Group Mkt. Multimedia

Collier County CVB - Bronze - Digital Newsletter

Seminole County CVB - Bronze — Consumer Television

Seminole County CVB - Bronze — Web Site

Collier County CVB - Silver — Paradise Priced Perfectly Campaign
Collier County CVB - Bronze — Breaking Ice Web Ad

Collier County CVB — Bronze — Paradise Coast Arts & Culture Guide
Collier County CVB - Bronze — Paradise Coast German Visitor Guide
Seminole County CVB — Silver — AFreeNight.com Website

Seminole County CVB - Silver - Chompin’ Gator Web Ad

Seminole County CVB - Bronze — Crappie Campaign

Greater Naples Chamber of Commerce — Silver — Freedom Memorial Campaign
Collier County CVB - Silver — Paradise Priced Perfectly Campaign

Collier County CVB - Bronze — Breaking Ice Web Ad

Collier County CVB — Bronze — Paradise Coast Arts & Culture Guide

Collier County CVB - Bronze — Paradise Coast German Visitor Guide

Table of Contents o 57
3/21/2019 BidSync . 68



Broward County Board of
County Commissioners

(0 2.1 Creative Portfolio

Adrian Awards (HSMAI) - continued

Seminole County CVB - Silver — AFreeNight.com Website
Seminole County CVB - Silver — Chompin’ Gator Web Ad
Seminole County CVB - Bronze — Crappie Campaign

Greater Naples Chamber of Commerce — Silver — Freedom Memorial Campaign
Collier County CVB - Gold - Print Campaign

Collier County CVB - Silver — Television Spot

Collier County CVB - Silver — Print Advertisement

Collier County CVB - Silver — Print Advertisement

Collier County CVB - Silver — Television Campaign

Collier County CVB - Bronze — Overall Campaign

Collier County CVB - Bronze - Print Advertisement

Collier County CVB - Bronze — Print Advertisement

Charlie Chiang’s Restaurant — Gold — Market Intro. Campaign
Charlie Chiang’s Restaurant — Gold — Intro. Newspaper Series
Collier County CVB - Gold — Tampa Bay/Orlando Television
Collier County CVB - Gold - Interactive Press Kit

Tampa Bay Ghost Tours — Bronze — Brochure

Bermuda International Airport — Bronze — Complete Campaign
Bermuda International Airport — Bronze — Advertising Series
Bermuda International Airport — Bronze — Advertising Series
TradeWinds Island Resorts — Silver — Outdoor

Collier County CVB - Silver — Complete Campaign

Collier County CVB - Silver — Television

Collier County CVB - Silver — Visitor Guide

Collier County CVB - Bronze — Sales CD

Collier County CVB - Bronze — Destination Brochure

Collier County CVB - Bronze — Trade Show Exhibit

Collier County CVB - Bronze — Web Site

Bermuda International Airport — Bronze — Magazine
TradeWinds Island Resorts — Bronze — TV Campaign
TradeWinds Island Resorts — Bronze — Radio Campaign
TradeWinds Island Resorts — Bronze — Complete Campaign
St. Pete/Clearwater CVB — Gold — TV Campaign

Florida International Museum — Gold — Complete Campaign
St. Pete/Clearwater Area CVB — Gold — TV Rooms/Travel Sales
St. Pete/Clearwater Area CVB - Bronze - Fall TV

St. Pete/Clearwater Area CVB - Silver — Meeting Planner Resource Guide
St. Pete/Clearwater Area CVB — Bronze — Magazine Section
St. Pete/Clearwater Area CVB - Bronze — TV Spot

St. Pete/Clearwater Area CVB — Bronze — Complete Campaign
St. Pete/Clearwater Area CVB - Bronze — Television Rooms/Travel Sales
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Adrian Awards (HSMAI) - continued

St. Pete/Clearwater Area CVB - Bronze — Complete Campaign Rooms/Travel Sales
St. Pete/Clearwater Area CVB — Bronze — Special Advertising

St. Pete/Clearwater Area CVB - Gold — Complete Campaign Rooms/Travel Sales
St. Pete/Clearwater Area CVB - Silver — Special Advertising

St. Pete/Clearwater Area CVB - Silver — Advertising Series Rooms/Travel Sales

St. Pete/Clearwater Area CVB — Bronze — Television Rooms/Travel Sales

Telly Awards

Collier County CVB - National Finalist — TV Campaign

All Children’s Hospital — National Finalist — Grand Opening TV

All Children’s Hospital — National Finalist — Specialists Campaign
Collier County CVB - National Finalist — Television Campaign
Collier County CVB — National Finalist — Television Branding Spot
Collier County CVB - National Finalist — Television Branding Spot
Collier County CVB — National Finalist — Television Branding Spot
Collier County CVB - National Finalist — Television Branding Spot
Pinellas Suncoast Transit Authority — National Finalist — Television Branding Spot
Collier County CVB - National Finalist — Television Branding Spot

FLA/USA Visit Florida Flagler Awards

Emerald Coast CVB - Silver — Print Campaign — “A Destination You Can Count On”

Emerald Coast CVB - Silver — Television Campaign — “A Destination You Can Count On”
Bradenton Area CVB - Bronze — Holiday Travel TV Special - “Sun, Sand and Holiday Fun”
Bradenton Area CVB - Best in Show — Resource/Promotional Material/Trade — Sports Playbook
Bradenton Area CVB - Henry — Resource/Promotional Material/Trade — Sports Playbook
Bradenton Area CVB - Bronze — Niche Marketing — Dog Days of Summer Promotion

Bradenton Area CVB - Bronze — Resource/Promotional Material/Consumer — Agri-Tourism Mobile Tour Guide
Bradenton Area CVB - Finalist — Niche Marketing — Dog Days of Summer Promotion

Bradenton Area CVB - Finalist — Resource/Promotional Material/Consumer — Agri-Tourism Mobile Tour Guide
Bradenton Area CVB - Finalist — Resource/Promotional Material/Trade — Sports Playbook
Bradenton Area CVB - Silver — “Real. Authentic. Florida.” Radio Campaign

Bradenton Area CVB - Bronze - “Real. Authentic. Florida.” Print Campaign

Bradenton Area CVB - Bronze — Bradenton Gulf Islands Domestic Visitor Magazine
TradeWinds Island Resorts — Bronze — Meetings Market Margarita Mix Mailer

Collier County CVB - Finalist — Creative Partnering

Collier County CVB - Finalist — Internet Marketing

Seminole County CVB - Finalist - Magazine Crappie Ad

Collier County CVB - Finalist — Mixed Media Campaign

Collier County CVB - Henry Award — Mixed Media Campaign

Seminole County CVB - Finalist - Radio

Seminole County CVB - Finalist — Resource/Promotional Material — Trade

Amelia Island CVB - Finalist — Television

Collier County CVB - Finalist — Television

Collier County CVB - Henry Award — Television

Collier County CVB - Finalist — Website

Table of Contents o 59
3/21/2019 BidSync p. 71



Broward County Board of GEN2116476P1
County Commissioners

(0 2.1 Creative Portfolio

FLA/USA Visit Florida Flagler Awards - continued

Seminole County CVB - Finalist — Website

Seminole County CVB - Best of Show — Resource/Promotional Material — Trade
Amelia Island CVB - Finalist — Magazine

Amelia Island CVB - Finalist — Radio

Bubba Gump Shrimp Company - Finalist — Special Events

Collier County CVB - Finalist — Magazine

Collier County CVB - Finalist — Website

Salvador Dali Museum — Finalist — Out of Home

Seminole County CVB - Finalist — Website

Salvador Dali Museum — Best in Show Award — Dali & Film

Charlie Chiang’s Restaurant — Finalist — Print Advertisement

Collier County Museums — Finalist — Radio Campaign

Collier County CVB - Finalist — Destination Video

Collier County CVB - Finalist — Times Square Super Sign

Collier County CVB - Finalist — Television Branding Spot

Tampa Bay Ghost Tours — Best of Show — Web Site

Tampa Bay Ghost Tours — Henry Award — Web Site

Collier County CVB — Henry Award — Television Branding Spot

Collier County CVB - Finalist — Resource/Promo Material — Trade (Sales CD)
Collier County CVB - Finalist — Mixed Media (Paradise Coast brand)

Collier County CVB - Finalist — Internet Marketing (Post hurricane online)
Collier County CVB - Finalist — Web Site

TradeWinds Island Resorts — Henry Award — Outdoor

StarLite Cruises — Finalist — Multimedia Campaign

TradeWinds Island Resorts - Finalist — Magazine

St. Pete/Clearwater CVB — Henry Award — Annual TV/Florida’s Beach

St. Pete/Clearwater CVB — Henry Award — 2001 Visitor’s Guide

St. Pete/Clearwater CVB — Henry Award — Meeting Planners Resource Guide

Travel Weekly Magellan Awards
Collier County CVB — Gold — Television Campaign

The ADDY Awards

Bradenton Area CVB - Silver — The “Cure for Vacation Deficiency” Internet Commercial Campaign
Bradenton Area CVB - District Silver — Collateral/Brochure — Sports Playbook

Bradenton Area CVB - Silver — Collateral/Brochure — Sports Playbook

The City of West Palm Beach — Silver — “Lower Your Taxes, Not Your Standards” Television
TradeWinds Island Resorts — Silver — Elements of Advertising/Sound - “Just Let Go”
Seminole County CVB - Gold - Digital Sports Guide

Seminole County CVB - Gold — Chompin’ Gator Web Ad

Seminole County CVB - Silver — Consumer Ad Campaign

Collier County CVB - Silver — Photography/Sandman

Collier County CVB - Silver — Photography/Entire Campaign

All Children’s Hospital — Silver — Construction TV

Seminole County CVB - Gold — Gator Bites: Online Newsletter

Frank Stanley Beveridge — Silver — Website — Business to Business

Frank Stanley Beveridge — Silver — Stationery Package

The Florida Orchestra — Silver — Television
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The ADDY Awards - continued
The Florida Orchestra — Silver — Letterhead
Salvador Dali Museum - Silver — Daliwood: Outdoor Board

Salvador Dali Museum — Gold — Baroque Online Splash Page
Collier County CVB - Silver — Photography Campaign

Collier County CVB - Silver — Print Campaign

Freedom Memorial — Silver — Marketing Campaign

Freedom Memorial — Silver — Web Site

Salvador Dali Museum — Silver — Baroque Outdoor

Salvador Dali Museum - Silver — In Focus Online Splash Page
Collier County Museums — Silver — Brochure

The Inn on Fifth — Silver — Web Site

Collier County CVB - Silver — Destination CD

Collier County CVB - Regional Silver — Photography

Charlie Chiang’s Restaurant — Regional Silver — Color Ad
Tampa Bay Ghost Tours — Best of the Bay Logo

Tampa Bay Ghost Tours — Gold — Logo

Tampa Bay Ghost Tours — Gold — Campaign

Tampa Bay Ghost Tours — Silver — Web Site

Tampa Bay Ghost Tours — Silver — Rack Brochure

Tampa Bay Ghost Tours — Silver — Stationary Package

Tampa Bay Ghost Tours — Silver — Television

Pinellas Suncoast Transit Authority — Gold — Summer Haul Pass Radio
Pinellas Suncoast Transit Authority — Gold — Radio Music with Lyrics
Collier County Museums — Gold — Campaign

Collier County Museums - Silver — Old Florida Festival Radio
Collier County Museums — Silver — Old Florida Festival Radio
Collier County CVB - Gold — Photography Campaign

Charlie Chiang’s Restaurant — Gold — Color Ad

Charlie Chiang’s Restaurant — Silver — Color Ad

Charlie Chiang’s Restaurant — Silver — Color Ad

The Salvador Dali Museum — Gold — Outdoor

Pinellas Suncoast Transit Authority — Silver — Television
Pinellas Suncoast Transit Authority — Silver — Music

Pinellas Suncoast Transit Authority — Silver — Vehicle Graphics
Collier County CVB - Silver — Music

Animal House Pet Centers — Silver — In-Store Poster Dog
Animal House Pet Centers — Silver — In-Store Poster Lizard
Animal House Pet Centers — Silver — In-Store Poster Cat
Animal House Pet Centers — Silver — Television — Local

Animal House Pet Centers — Silver — Branding Campaign Mixed Media
SKAL - Silver — Event Poster

TradeWinds Island Resorts — Best of the Bay — Television
TradeWinds Island Resorts — Best of the Bay — Radio
TradeWinds Island Resorts — Best of the Bay — Musical Score
TradeWinds Island Resorts — Gold — Sound Design
TradeWinds Island Resorts — Gold — Musical Score
TradeWinds Island Resorts — Gold — Travel/Tourism Television
TradeWinds Island Resorts — Gold — Radio — Local — Single :60
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The ADDY Awards - continued

Pinellas Suncoast Transit Authority — Gold — Television — Local — Single :60

Pinellas Suncoast Transit Authority — Gold — Musical Score with Lyrics

Pinellas Suncoast Transit Authority — Gold — Animation/Special Effects

TradeWinds Island Resorts — Silver — Consumer Mixed Media Campaign

TradeWinds Island Resorts — Silver — Consumer Magazine Fractional Page

TradeWinds Island Resorts — Silver — Four-Color Infomercial

Pinellas Suncoast Transit Authority — Silver — Vehicle Graphics — Wrap

Pinellas Suncoast Transit Authority — Silver — Musical Score/Sound Design

Florida International Museum — National Award of Excellence — Cuban Missile Crisis Print Campaign
Florida International Museum — Regional Gold — Cuban Missile Crisis Print Campaign
Florida International Museum — National Award of Excellence — Cuban Missile Crisis Print Campaign
Florida International Museum — Regional Gold — Cuban Missile Crisis Print Campaign
Florida International Museum — Regional Silver — Cuban Missile Crisis B&W Newspaper
Florida International Museum — Regional Silver — Cuban Missile Crisis Poster Series
Florida International Museum — Gold — Radio — Bomb Shelter

Florida International Museum — Gold — Mixed Media Campaign — Cuban Missile

Florida International Museum — Silver — Logo — Cuban Missile

Florida International Museum — Gold — Newspaper — Cuban Missile

Florida International Museum — Silver — Broadcast — Krushiev

Florida International Museum — Silver — Broadcast — Kennedy

Florida International Museum — Gold — Poster — Cuban Missile Crisis

Florida International Museum - Best of Bay — Poster — Cuban Missile Crisis

Florida International Museum — Silver — Newspaper — Duck & Cover

St. Pete/Clearwater CVB - Silver — Annual TV/Florida’s Beach

Pinellas County — Silver — Coffee Table Book

Pinellas Suncoast Transit Authority — Gold — Transit — Bikes on Buses

Pinellas Suncoast Transit Authority — Silver — Transit — Job Opportunities

Pinellas Suncoast Transit Authority — Silver — Transit — Employment

Pinellas Suncoast Transit Authority — Silver — Transit — Job Opportunities

Pinellas Suncoast Transit Authority — Silver — Out of Home — Work Opportunities
Pinellas Suncoast Transit Authority — Silver — Broadcast — Trolley Intro

Florida International Museum - Silver — Newspaper

Eckerd Corporation — Silver — Consumer Magazine

Derby Lane — Gold - Local TV

Eckerd Corporation — Gold — Sales Promotion

Florida International Museum — District Gold — Outdoor-Empires of Mystery (Alien)
Florida International Museum - District Gold — Outdoor-Empires of Mystery (Decapitator)
Florida International Museum - District Gold — Outdoor-Empires of Mystery (Tomb Guard)
Florida International Museum — District Gold — Outdoor Campaign-Empires of Mystery
Salvador Dali Museum — District Gold — Collateral-Warhol Condensed Invitation

Florida International Museum — District Silver — Radio Campaign-Empires of Mystery
Pinellas Suncoast Transit Authority — District Silver — Out of Home-Vehicle Exterior
Yesawich, Pepperdine & Brown — District Silver — Self Promotion-Poster

Florida International Museum — Gold — Outdoor-Empires of Mystery (Alien)

Creative Club of Tampa Bay — Gold — Self Promotion-Poster

Salvador Dali Museum — Gold — Collateral-Warhol Condensed Invitation

Florida International Museum — Silver — Outdoor-Empires of Mystery

Florida International Museum — Silver — Radio-There is a place
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The ADDY Awards - continued

Florida International Museum - Silver — Multi-media Campaign-Empires of Mystery
Florida International Museum - Silver — Outdoor-Empires of Mystery

Florida International Museum - Silver — Radio-Empires of Mystery

Salvador Dali Museum — Silver - Newspaper-Pop In Ad

Salvador Dali Museum — Silver — Newspaper-Pop In Ad

Salvador Dali Museum — Silver — Newspaper-Drag Yourself In Ad

Salvador Dali Museum — Silver — Newspaper-Drag Yourself In Ad

Derby Lane - Silver — Outdoor Campaign

Redwoods Restaurant — Silver — Collateral Material-Poster

Pinellas Suncoast Transit Authority — Silver — Out of Home-Vehicle Sign
Pinellas Suncoast Transit Authority — Silver — Out of Home-Vehicle Sign
Yesawich, Pepperdine & Brown — Silver — Self Promotion-Poster

Creative Club of Tampa Bay — Merit — Self Promotion

Florida International Museum — Merit — Newspaper-Empires of Mystery
Florida International Museum — Merit — Newspaper Campaign-Empires of Mystery
Florida International Museum - Merit — Radio-Virgin Sacrifice

Derby Lane — Merit — Radio Campaign

Pinellas Suncoast Transit Authority — Merit — Multi-media Campaign-Bikes on Buses
St. Pete/Clearwater Area CVB - Silver — National TV

Florida International Museum - Silver — Radio

Florida International Museum — Pick of the Pros — Radio

Pinellas Suncoast Transit Authority — Merit — Out of Home — Shelter

Pinellas Suncoast Transit Authority — Merit — Out of Home — Bus Exterior
Florida International Museum — Silver — Newspaper

Florida International Museum - Silver — Newspaper

Florida International Museum — Gold — Radio

St. Pete/Clearwater CVB - Silver — Television

Pinellas Suncoast Transit Authority — Merit — Out of Home — Vehicle Exterior
St. Pete/Clearwater CVB - Silver — Consumer Service Spot

St. Pete/Clearwater CVB - Silver — Consumer Service Spot

Pinellas Suncoast Transit Authority — Merit — Out of Home — Shelter

Florida International Museum — Gold — Out of Home — Board (Titanic Teaser)
Florida International Museum - Gold — Out of Home - Board

Florida International Museum - Silver — Out of Home Campaign

Florida International Museum — Gold — Out of Home Campaign

AFCI Marketing Awards
(Association of Film Commissioners International)
Collier County Film Commission — Third Place — Website

27th Annual Healthcare Advertising Awards (National)

All Children’s Hospital — Silver — Magazine Ad — New Hospital Construction

All Children’s Hospital — Silver — Online Ad — New Hospital Construction

All Children’s Hospital — Bronze — TV — New Hospital Construction

All Children’s Hospital — Merit — Outdoor — New Hospital Construction

All Children’s Hospital — Merit — Total Campaign with TV-New Hospital Construction
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b. Provide tourism case studies that measure return on investment (ROI) on work developed under the
agency’s existing executive or creative management. Note - no speculative creative work specific to
GFLCVB will be considered in the RFP evaluation and ranking.

Aqua is happy to present its client case studies verifying the outstanding results it achieves for its clients. Every
single one of Aqua’s clients can point to the agency’s work clearly contributing to the highest levels of visitation
and economic impact ever achieved for the client.

It should be noted that although Aqua is recognized as one of the top destination marketing firms in the country,

it also has client experience in related County marketing communications such as airports, ports, County
services and more.
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Destin, Fort Walton Beach, Okaloosa Island, Florida

Before Aqua became the agency of record for the Emerald Coast
Convention and Visitors Bureau in December of 2016, the destination

typically did not advertise heavily during the fall and winter seasons as DESTIN
those were traditionally lighter seasons in regards to visitation. Aqua saw FT. WALTON BEACH
an opportunity to improve fall/winter visitation from geo-targeted markets OKALOOSA ISLAND
that could potentially yield the highest economic impact to the area. FLORIDA

Additionally, Aqua wanted to expand the destination’s reach beyond what
was traditionally a drive market and increase direct flights to the in-market Destin-Fort Walton Beach Airport.
With these goals in mind, Aqua created a 2017-2018 campaign.

The target audiences was adults (families and couples) 25-54 with a household income of $150,000 or more in
specific geographic locations. Geo-targeted markets included Chicago, Cincinnati, Minneapolis/St. Paul, MN,
St. Louis, MO-IL, Detroit, MI, Atlanta, Columbus, OH, Springfield, IL, Toronto, Indianapolis, IN and Orlando.

Considering the campaign would advertise the destination in new, more distant markets, it was likely this
audience would be learning about Destin, Fort Walton Beach, Okaloosa Island for the first time. Because
planning a vacation can be time consuming, stressful and expensive, Aqua wanted visitors to know that this
was a vacation they and their family could rely on, or “count on.” Designed to highlight the various activities
and attractions throughout the area, the “Count on” campaign reassured first-time audiences the destination
could deliver a transformative vacation.

Cable television was used in key geo-targeted markets to kick off each campaign period. Following a cable TV
push, weather-triggered advertising ran on strategically placed out-of-home digital boards (such as near malls,
airports and busy roads and sidewalks) as well as through mobile skins in geo-targeted markets on weather
networks/weather online properties. Print advertisements ran in major publications such as Martha Stewart
Living and Southern Living. “Count on” messaging was reflected on the destination website and in its monthly
e-newsletters. On social media, “Count on” ads targeted couples, families, golf, fishing, dining and meetings
audiences on Facebook, Twitter and Instagram. Public Relations initiatives included inviting national media,
journalists and bloggers to the destination, as well as writing press releases and attending out-of-state events
to promote the area.

Following a fall/winter campaign push, the destination experienced its most dramatic increase in tourism
traffic and dollars spent while in the market ever. This outstanding increase in visitation is most predominantly
illustrated by a reported 22.85% increase in bed-tax revenue since moving to an aggressive fall/winter

media spend. Equally impressive, for fiscal 2019, November 2019 tax collection was up a remarkable 51%
over November 2018. The campaign is credited with an astounding increase in social media activity with
engagement up an incredible 11,455%, reach/impressions skyrocketing up 3,639% and organic fans/followers
growing by 25%. Website activity, during the fall/winter months, improved dramatically with a staggering
99.67% increase in web traffic, an unprecedented 102.60% increase in new users and page views increasing
by 35.08% compared to the previous year.
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Full-Page Branding Ads
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TV Spot
http://bit.ly/AquaBroadcastSamples

DESTIN
FT. WALTON BEACH
OKALOOSA ISLAND
FLORIDA

EmeraldCoastFL.com
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HTML Banner Ad — 300 x 250

Y

2 bottles

of sunscreen

DESTIN DESTIN
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GEN2116476P1
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Punta Gorda/Englewood Beach, Florida

“Our Best Side is Outside” 4

In the fall of 2015, the Charlotte Harbor and the Gulf Islands M

Visitor & Convention Bureau sought to rebrand the destination SM

in an effort to increase visitation and compete with neighboring @U NTA @@@DA
counties. To aid the VCB in its efforts, Aqua was tasked with ENGLEWQQD ; : EACH
evaluating the County’s tourism Brand and making subsequent

recommendations. The Charlotte Harbor Gulf Island Coast

To that end, a period of Discovery ensued, consisting of an inventory of the destination’s various visitor activities
and attributes, a study of competitor brands, primary research of potential visitors, and more.

One of the main takeaways of the Discovery was that the area’s robust set of outdoor and outside experiences
are particularly strong vis-a-vis the competitive set. Emphasizing these experiences as a position is unique within
the state, and balances what might be considered “negative” aspects of the destination (e.g., lack of shopping
and rainy-day activities).

The other findings and conclusions of the Discovery were chronicled in a Discovery Report, provided to the VCB
administration in September 2016. For example, through the Discovery, it was determined the destination name
needed to change. Aqua recommended the Brand name include the two major visitor areas of the destination,
Punta Gorda and Englewood. To ensure the word “beach” was used, the community of Englewood was renamed
as “Englewood Beach,” as the beach is the community’s primary draw. Punta Gorda’s obvious inclusion is due
to the fact that it is the only incorporated municipality in the destination and the name of the airport. Thus, the
name was changed to, Punta Gorda/Englewood Beach.

Through the Discovery process, Aqua defined the Punta Gorda/Englewood Beach area as, “a relaxing, more
secluded Florida destination that offers all the best of Florida’s wonderful outdoor experiences and lifestyle.
From beaches to boating, hiking to harbor tours, fishing to nature discovery; to sun, shelling and shark teeth,
Punta Gorda/Englewood Beach offers visitors more of what they come to Florida for: relaxation and discovery
in an outdoor vacationland.”

In order to position the destination vis-a-vis other destinations in the state, and particularly in relation to the
competitive set, Aqua devised the Brand Positioning Statement, “The Punta Gorda/Englewood Beach area is
the one Florida destination that provides all the best of Florida’s coveted outdoor activities all in one place.”

The Discovery and Brand Strategy process led to the creation of other Brand elements, including logos,
taglines and more. As a result of Aqua’s branding recommendations, the Punta Gorda/Englewood Beach area
has enjoyed an increase in visitation, including an estimated 417,700 visitors in 2017 compared to 406,700 in
2016. Additionally, Aqua’s Brand recommendations have resulted in an increase of $28,386,900 in total visitor
economic impact in 2017 compared to the previous year — a 5.1% increase.
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Punta Gorda / Englewood Beach
Charlotte County, FL
Full-Page Branding Ads

Sound ke the perfect place i vy? Mo you have the chance

o make the perloct summer 5 ur tamily by sharing a chikihood photo of your
. Go onling for all the rules and 1o ur phoio 10 be in The nunning, Buikl something
armaring. Make your summer memones here.  PurelPlorida.com/ComePlayOutside

Ready for your next Big One?
Plan now at: www.PureFlorida.com/Fishing

Our Best Side is Outside™
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Branding Guidelines
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Online Banner Advertising - Animation links below

http://welcometoaqua.com/Charlotte/summer/300x250/SummerCampaign.html
http://welcometoaqua.com/Charlotte/summer/160x600/SummerCampaign160x600.html
http://welcometoagua.com/Charlotte/summer/728x90/SummerCampaign728x90 proofing.html
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Facebook Promotion

Build Something Amazing
Share For a Chance to Win!
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Running on the beach in Englewood!
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German Visitor Guide
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Trade Show Display
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g ’ Trade Show Pop-Up Banners
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Bradenton, Anna Maria Island, Longboat Key
“Real. Authentic. Florida.” 4

Aqua’s relationship with Manatee County tourism began in 2011 with
the County choosing the agency through RFP to brand and position
the County as a visitation destination. It was the first time the County
had considered its brand and how it might best compete against other
areas within one of the most highly competitive vacation destinations in
the world.

Through an extensive process involving research methodologies and proven strategies, Aqua accurately
identified the area’s most competitive position, and defined a new destination brand within the state of Florida.
The brand was deployed consistently and comprehensively throughout all the destination’s marketing efforts,
and as a result, inquiry to the area jumped over 30 percent with visitation to the area increasing 33 percent from
its top markets of visitor origin.

Given the success of the Branding effort, the County once again selected the agency through a strenuous RFP
process as its Agency of Record, allowing Aqua to apply its talent and experience to the CVB’s broad-based
advertising and marketing efforts. The subsequent creation and rollout of the destination’s advertising campaign
brought with it national and international acclaim, with the agency’s work lauded by Hospitality Sales and
Marketing International as some of the best worldwide, and Visit Florida’s Flagler Awards recognizing the efforts
as among the best in the state.

As a result, in 2013 the Bradenton Area CVB awarded the Bureau’s domestic Public Relations account to
Aqua, and since that time, the agency has overseen the successful development and execution of an extensive
PR campaign devised to support and complement the overall marketing plan. As such, Aqua’s PR team has
executed media missions in top DMAs, overseen successful FAM trips and press events and earned coverage
in outlets including the Wall Street Journal, USA Today, Toronto Star, New York Times, Boston Globe and more.
To date, the PR efforts have garnered more than 575 million impressions, and achieved close to $6.6 million in
media value — stretching the CVB’s marketing budget exponentially.

As a result of all marketing efforts, in 2014, the Bradenton Area experienced its fourth consecutive year of
record-breaking visitation, with year-over-year visitation to the destination surging to 2,839,300 - the highest
count in the destination’s history and up 5.5 percent over three years. The destination saw a total economic
impact of $994,743,400, an increase of 9.4 percent over the year before.

A five year review also indicates an unprecedented pattern of growth, with the destination having experienced a
32.3 percent increase in total visitors, a 39.7 percent increase in tourism’s economic impact and a 21.2 percent
increase in tourism jobs.

Most importantly, the destination has experienced a dramatic percentage increase relative to its competitive set,
indicating that it is achieving greater share of market.
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Bradenton Area
Convention Center

Powel

Braclenton Crosley Estate

Anna Maria Island
Longboat Key

FLORIDA’S WEST COAST |2k (Chonsmrmsriaan

Logo and Other Department Sub-Brands Bradenton Area

Bradenton Area
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Crosley Estate
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il AR ot i [ R b " o Convention Center

Sable Santana
General Manager b (oA i i i o ARk 1

Sable.Santana@BACVB.com
Ph: 941.742.4062 Fax: 941.729.1820

=

Bradenton Area

Convention Center

BradentonAreaConvention(]

Stationery Package
Brand Application Across Departments

BradentonAreaConventionCenter,com

e
Table of Contents o 83

3/21/2019 BidSync p. 95



Broward County Board of
County Commissioners

88 - :
e 2.1 Creative Portfolio

FLORIDA'S WEST COAST

GEN2116476P1

- el o L ottt |
BRANMD GUIDELINES

i brand, ot of theme sbious, unkue ind defiring

térnt e contrained ute of specic colors helgato caarly

Brand Palette Elements and Thelr Use

Bt the arer'swater. A nearby competitor was dready using

aries phyally, Unussal for 8 deitination howener the
thof the deingtion.

A of blue: bhshed, "
1 sy, White, L reflectng the
. colerin noes, g ang nd lattice, dowdq.
Branding . i
. . i -back, e
Guidelines
idandy and bams ind buddingt on the manland).
n wde L e e Teall
“etgan dlamants of phrmeal ply 41 cokee, mhan

possbie.

gt ey Bund ke | 1]

i o Howers, 0
owand
Stamingatong weistn compan.
™ st g s
use s smilar cobor Tnerebine  brcader, i of s, induding turqusise has been developed, hong wih ceganic
hernanti of . Thiskrcad
wedisting from the competition
Therefure, nd s R shoud
14t fwebiite. ")
Honar dy of emphazas.
How ¥ bat L direting
therue.

SEABLUE 52 0 EY 0K

i m e

8

-4 0E WY K
_ bt

£ - o

£ P WEATIGHEOMEC0

i

Arra Maria iandiLong

¢ ey Braed Guide | 12]

Bradenton 2
Anna Maria Island
Longboat Key

' FLORIDASWESTKUSTE

Hhicehaben S

e Aok dem Fescland hoben Sic
cinmlie Geleenhe die Mogliche

e suhentische

Einkasfmoghchkcren,
andsoga Sporeserans

e Flrid

Touristenfiihrer

German
Visitor Guide

Eclt Auttoctis o lovida:

aushentische Florida.

B4 BRADENTON /ANNA MARIA ISLAND / LONGBOAT KEY

Hiera Floid Weitere Informationen inden S auf wwwbradentongulfisands de

s

I
Table of Contents oo 84

3/21/2019 BidSync




Broward County Board of GEN2116476P1
County Commissioners

88 - :
e 2.1 Creative Portfolio

Bradenton ®.
Anna Maria [sl:md
Longhoat Key

FUORIATINTET COMET,

Public Relations Kit and
Credit Card Style USB Flash Drive

PRESS KN
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Bradenton

FLOBDAS WEST COAST

Brand Ambassador Kit and

AMBASSADOR KIT Credit Card Style USB Flash Drive

Leverage the power of our most valuable marketing asset

PLUG . GRAB a PLAY

TAP

DISPLAY
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Bradenton Area

Sports Commission

FLORIDA’S WEST COAST

Your guide on where to train, hold your sports
event and take your game to the next level.

Sports Market

Premier Sports Campus
at Lakewood Ranch

5895 Post Boulevard
Lakewood Ranch, FL 34211
coNTACT:
PremierSportsCampus.com
(941) 757-1582

Located in the Bradenton Area’s Lakewood Ranch community, it offers
22 FIFA regulation fields on its 140-acre campus, drawing thousands
for professional and amateur soccer tournaments and training. The
complex is managed by former U.S. Assistant Olympic Soccer Coach,
Tim Mulqueen.

= 22 FIFA regulation, Celebration- = Easy, ample parking
seeded, laser-leveled grass fields Concessions

= 65,000 feet of underground = Field lighting for night play
state-of-the-art irrigation piping

IMG Academy

From Major League Soccer, to collegiate to little

league, the Bradenton Area is the choice for 5500 34th St W,

Bradenton, FL 34210

soccer tournaments and training in the state of
Florida. The area continues to draw thousands
every year to its superb, expertly run facilities

o
imgacademy.com
800-872-6425

operated by some of the biggest names in American soccer. B - N
From camp programs, to prep school program, to the intense training of collegiate
The area gives you a broad selection of fields and facilities, from private to public, and offers and professional soccer players, IMG has the field covered. World-renowned for
an array of training and event-related services and support. its Y, proprietary training utilized by the world's top
coaches and players, IMG offers the soccer programs, facilities and fields that

Just some of area facilities and organizations are shown below. For help, guidance or advice set the standard.

for your event, please call the Bradenton Area Sports Commission at (000) 000-0000 or

Cutting-edge 5,000-seat stadium = 4-lane track (2 turf, 2 composite)

email us at: Info@????????.com
= 12 full-size professional quality = Covered turf practice fields
soccer fields = Game strategy/film room
= Goalkeeper training area u Locker rooms and more

10,000 square-foot weight room

8 Info@BradentonAreaSportsCommission.com BradentonAreaSportsCommission.com
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Film Commission
Production Guide
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Wou know it 1akes meons than the perfect lecation to make the perfect
scene. A miion details need 1o come into place. More and more.
shaoters, denclors, scouts and offer production profestianals are
discavering that it all comes togethor on Florida's weat coast in the
Bradonton Ama. Hern's why:

One of Flarkia's most diverse array of locations - From historic
locations such & antebelum plantatord by Gataby-erh marsions, bom

deep woods to quaint downbowns, from classic bassball parks to broad,

suniny bnches, the aeon. s 1o have it all in ona, neal package,

417200177

Birding Guide

centives - Boyond thoss
cMernd by the State of
Florida, your production in
the Bradenton area could be
whigitile for incontaes up 1o
0% of your production costs.
San th Beadanton Asaa Film
Commission for detais.
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A great place to ignite
your birding passion.

Just south of Tampa
Bay and removed
from che husele and
bustle of much of
Florida, people have
discovered their
love of birding, The
Bradenton Area is
home to fascinating
native,as well as
rare species, and
may be one of the
best areas in the seate
o visit and sight cach
one. The area provides a
place where you can asily
and quickly leave the urban
world behind, and wichin
minutes find yourself immersed
inco natures wild side.

m 87
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“The area's many parks and preserves offer casy access

o great birding locations, and many offer facilities
perfectly planned to give you sightings of che ared' unique
populations, The Bradencon Area i also home o several
locations of

the Great

Florida Birding

and Wildiife

“Trail — the staés 2,000
mile,self-guided route of over
500 birding and wildife Tamp
viewing sites throughour  Bradenton ®
Florida. And theres one Area

more bonus: the area s also

a haven for observing rare migratory species

as they make seasonal scopovers along Florida's
Gulf Coast.

So don your hiking boos or sneakers, pick a crail, reach for
your binoculars and let your soul soar.

240 Days
Pf Sunshine__
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International Online Banners
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FLORIDA'S WEST COAST

www.BradentonGulflslands.com

TV Spot
http://bit.ly/AquaBroadcastSamples
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Headquarters Office Design

i
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Convention Center Signage
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Integrated Digital Campaign Performance Case Study —

Guys’ Gulfcoast Getaway Promotion
Quietly tucked away on Florida’s central west coast just south of the w. N A
Tampa/St. Petersburg area and north of Sarasota, the Bradenton/

destination to many. For decades this “quiet gem” was a little less known G u y s

in the state, and needed to find ways to target new visitation segments [ BN B

$rULF

Anna Maria Island/Longboat Key area had long been a favorite vacation

and position itself against larger, known rivals.

Noticing that the visitation industry had long marketed “girls’ getaways,”

the CVB surveyed the destination’s attributes and considered whether QA gT
a “guys’ getaway” in the destination could be a marketable way to raise S
awareness. Although the market provides a broad assortment of activities GETAWAY
and interests that could target a male-specific market, no effort had ever
been made to do so. With an abundance of motorsports, fishing, cigar Beaches « Beer + Billiards
bars, craft breweries, and more, the CVB decided the time was right for B8q - 33“’““ * Bonding

what may be the industry’s first “Guys Gulfcoast Getaway” promotion. 'I'HE MANI.V wiv
TO GET AWAY

The giveaway was promoted through a broad, multi-channel approach.

Besides advertising and public relations efforts, a coordinated online

and social media campaign was developed creating social media posts, online promotion, and entry via social
media. Email databases were employed through the CVB’s own lists and third parties. Understanding the
impact of females on male travel decisions, paid and other marketing channels targeted the destination’s usual
demographic profile of (1) female 25 to 54 with family and (2) female 25 to 54 as couple with total household
income of $100,000 and up. However, public relations efforts shifted to more directly target male interests.

The entire social media and online effort created a measured 4,381,306 impressions. Through the campaign
period, the CVB’s Facebook page received an additional 2,451 new fans. Total Facebook impressions jumped
sharply by 1,023%. Public Relations efforts targeted a total of 260 media outlets targeting men’s interests and
travel. The campaign received 1,393 direct entries for the giveaway. During the period, traffic to the destination’s
website soared by 31%, with overall visitation for the destination jumping to its highest levels in history, surging
to 2,839,300 — a 5.5% over three years. Expenditures in commercial lodgings jumped 10.6% over the previous
year and a whopping 24% over the two prior years.

The effort was recognized by HSMAI as one of the best promotional campaigns internationally, and awarded
through its annual Adrian Awards. It was also recognized as among the best in the state by VISIT FLORIDA and
awarded through its annual Flagler Awards.
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Print Advertisement
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Integrated Digital Campaign Performance Case Study —
Dog Days of Summer Promotion

The rise of pet-friendly travel is a significant trend with the THE

traveling public. Aware of the trend, Aqua noted that its client,

Bradenton/Anna Maria Island/Longboat Key, had an unusually OG DAY’
large number of pet-friendly accommodations, numerous dog o OF S
parks (including two dedicated dog beaches), pet-friendly

restaurants and more. Given that traveling with pets would be S U M M E R
more likely with the drive market, Aqua created the promotional

campaign, Dog Days of Summer, specifically targeted the

summer drive market, and more specifically, dog owners.

To raise awareness of the campaign, and to help push it

viral, Aqua devised a promotion that would allow “One Lucky

Dog” to win the vacation of their dreams for “the entire family.” Advertising (online and offline) offered a prize
package that included a 4-day, 3-night stay in one of the area’s pet-friendly accommodations, plus a package
of dog-centric prizes, passes to dog-friendly restaurants in the area and more. Campaign communication also
publicized an innovative Visitors Guide to the area specifically for dog owners, with tips for travel, listings of pet-
friendly properties and restaurants, dog parks and beaches, area pet hospitals, groomers and more.

Along with advertising, an online landing page and more, Aqua’s public relations team also publicized the
campaign, encouraging entry. With the campaign currently running, Aqua’s public relations team also publicized
the winners before and during their stay in the market. Additionally, a coordinated online and social media
campaign was developed creating social media posts, online promotion, and entry via social media. Email
databases were employed through the CVB’s own lists and third parties.

The entire social media and online effort created a measured 497,461 impressions, exceeding the targeted goal
by 61%. Through the campaign period, the CVB’s Facebook page received an additional 2,336 new fans. Total
Facebook impressions jumped sharply to 293,125, exceeding the targeted goal by 86.9%. Public Relations
efforts targeted over 400 media outlets targeting pet interest and travel and were picked up by a significant
number of outlets, including Pet News Radio, and the Miami market’s El Nuevo Herald. Press interest, also
generated press FAM trips to the area to learn more about the destination. The campaign received 2,707 direct
entries for the giveaway. During the period, traffic to the destination’s website soared by 31%, with overall
visitation for the destination jumping to its highest levels in history, surging to 2,839,300 — a 5.5% over three
years. Expenditures in commercial lodgings jumped 10.6% over the previous year and a whopping 24% over the
two prior years.

The effort was recognized by HSMAI as one of the best promotional campaigns internationally, and awarded
through its annual Adrian Awards. It was also recognized as among the best in the state by VISIT FLORIDA and
awarded through its annual Flagler Awards.
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0CDarg
SUMMER

Win The Ultimate Vacation for
You and your Pet

ion for the whole family! From pet-friendly

and your Best Friend. And some lucky dog can have it all
Enter now at: BradentonGulfislands.com/DogDays.

Print Advertisement

It’s time

fora

Doggone

Vacation

~.

All you need for the
BEST dog-friendly
= || getaway in Florida.

Dog Days Digital Guide

View the digital guide here:
http://www.nxtbook.com/nxtbooks/aqua/bacvb_dogdays2014/
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- Four Night stay at Pet friendly Tortuga Resort
on Anna Maria Island
- 5000 Gift Certificate to a Chiles Group
Restaurant
- Four Tickets to South Florida Museum
- Four Beach Chairs and umbrella for 4 days
- Four Beach Bikes - for 4 days
~Two Paddieboard Rentals for a day
- One Tandem Kayak for a day
- One Portrait by the Sea value of $300.00

Facebook Sweepstakes Entry

Mobile Campaign

Neww Tricks for
Traveling with your Pet
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Naples, Marco Island & the Everglades
“Florida’s Last Paradise.”

By almost any measure, efforts on behalf of Naples, Marco Island & the

Everglades are considered some of the most successful destination

marketing efforts in the state. Starting at virtually zero, the destination Naples

soon surpassgd its peers in gll measure§ of visitation §ucces§, and then. MarCO ISland

became consistently recognized statewide as well as internationally for its e _ W
e S

advertising/marketing efforts.

Everglades

PARADISE COAST™

Background

Initially, the destination had no unifying destination brand or image.

No clear message strategy had been established for the destination. Its

media strategy was scattered, spreading meager funds across far too many markets. And unfortunately, in
comparison to its competitive set, the destination was substantially underfunded.

Recommendation

The recommendation was to establish a distinct, competitive brand for the destination, allowing it to stand
apart from its competitive set, as well as to define itself uniquely within the state of Florida. The message
strategy was to continually present a strong positioning message, stating the destination’s strong differences
from its competitive set while enticing the visitor with brand-appropriate imagery of highly desirable and unique
experiences. The initial media plan dropped several traditional markets for the destination and concentrated
media to origin markets of the highest, most likely return.

Execution

Through careful research and planning, the destination was strategically positioned as, “Florida’s Last
Paradise” - setting it apart from the rest of the state. The area was branded, “The Paradise Coast” — for the first
time branding the general geographic area of the state. Media was pulled from traditional out-of-state markets
and concentrated heavily in southeast Florida — a market of visitor origin that had shown a strong, historic level
of visitation to the destination.
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Examples of Final Brand Expression

Big Morgan Ismnd — 632 pom.
Leaving fnﬂv"g‘-&n‘ foctprints.
Taking mething éut memories.

Naples @
Marco Island
e
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German Visitors Guide

English/Foreign
Language Rack
Brochures

German Website
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Marco Island
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Yo Wt ornemeen in Florida's Last Paradise”
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Amelia Island, Florida -
-“C ke memories.” A \/l ?LIA & ISL D
ome ma 1 \\\\\4
Amelia Island sits off Florida’s northeast coast. A true island F L o R I D A
accessed by bridge or boat, the destination is graced by a slow

pace, exudes southern charm and is the only place in the U.S. that

has been under eight different flags. Two large properties, the Ritz-Carlton and the Amelia Island Plantation
share offerings with several charming B&B’s and a few small mid-sized properties.

In late 2007, the Amelia Island Tourism Development Council set forth to re-examine the Amelia Island brand,
and to ensure that its brand was carefully defined in the marketplace.

To that end, a period of discovery ensued, considering:

The destination’s promotional history An inventory of the destination’s various visitor

Its visitation history activities and attributes

An inventory of the destination’s properties A study of its competitive set

An in-depth analysis of its visitor profile

To acquire the data and information, a variety of methods and activities were engaged, including:

Meetings with management staff of area “Town-Hall”-type meetings open to the industry
properties and public at large
Touring area properties Meetings with the Tourist Development Council

Visiting on-island attractions/attributes

As part of the in-depth analysis of the visitor profile, target market primary research was undertaken in the form
of qualitative focus groups in markets of lift and drive.

Discovery Results

Through research and discovery, it was determined that Amelia drew a strong drive market from the southeast
U.S. heavily composed of couples, families and reunions that returned to the island often, over and over again.
To them, the island was their own and a special place of memories.More than other destinations, Amelia
Island represented the opportunity for a distinct “break” from life for its targets. An island separated from

the mainland, an ambience from another time, a distinctly different environment, activities unlike elsewhere
(such as horseback riding on the beach); allowed the visitor to transcend everyday life in a way rarely found
elsewhere in the country.

Brand Definition

Given Amelia’s great return visitation, and to capitalize on a primary motivation to travel, Amelia Island was
positioned as a destination where great moments can be treasured like none other — a place that offers
experiences that stay with you, creating the memories of a lifetime.

Positioning Line and Brand Expression
Potential visitors were invited to “Come Make Memories”. A distinct color palette was developed for the
destination, and the visual feeling and tone of communication radiated a sense of timelessness.
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wam&rum;;nm come from?

w

Examples of Final Brand Expression
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When does a moment become a memory?
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Seminole County, Florida
— “Florida’s Natural Choice.” |

Seminole County, Florida lies immediately east of Orange County/ SEM/NO[ E @L/}\/ TY

Orlando and is one of five counties ringing the Greater Orlando . .
Metroplex. Florida’s Natural Choice

An area considered “North Orlando” by many, the county offers accommodations and theme park proximity

at lower prices on its west side, but moving east offers a vast area of natural wilderness. Beyond the theme
parks, the area offers abundant boating and fishing, superb canoe and kayaking, and great opportunities for bird
watching and wildlife viewing. The county is crisscrossed with one of the most extensive trail systems for hiking
and biking in the country.

In 2009, the Convention & Visitors Bureau sought to re-consider its brand and how it was going to market.
It hoped to more strongly define a unique position within the state, and one that would work more synergistically
with Orlando.

To that end, a period of discovery ensued, considering:

The destination’s promotional history An inventory of the destination’s various visitor

Its visitation history and visitor travel patterns activities and attributes

An inventory of the destination’s properties A re-examination of its competitive set

An in-depth analysis of its visitor profile

Data for the assignment was acquired through CVB staff, VISIT FLORIDA, and meetings with area properties.
As part of the in-depth analysis of the visitor profile, target market primary research was undertaken in the form
of qualitative focus groups in drive markets throughout the state.

Discovery Results

Through research, discovery and dialogue with the client, it was determined that given the destination’s budget
as well as travel patterns and visitor expectations within the Central Florida area, the overall marketing strategy
would be to primarily target the in-state drive market. Research determined that Florida residents were familiar
with the Orlando area, and very willing to look beyond it for something different.

Additionally out-of-state visitors to the area were open to spending part of their vacation time somewhere
besides the theme parks. Third-party research also revealed that a huge increase in interest for both “green”
and “nature-based” travel.

Brand Definition

Given the destination’s immense natural offerings within close proximity to Orlando, as well as the in-state drive
market mostly escaping urban areas during weekend travel, the area was positioned as offering easy access to
experience the outdoors, nature and wildlife.

Positioning Line and Brand Expression

Capitalizing on an existing line for the county, and paying off through strong brand expression, Seminole County

was offered as “Florida’s Natural Choice”, with dramatic scenes of wildlife and outdoor adventure available in the
county, mere minutes from urban sprawl. Potential visitors were invited to escape the rest of Florida and discover
exciting outdoor adventure, through a brand expression that contrasted the “usual” expected Florida destination

with Seminole’s exciting offerings.
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Our attractions have more hite.

Just beyond Orlando,
the real magic begins.

Examples of Final Brand Expression
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The City of West Palm Beach, Florida -
“Business. Life. Balanced.”

Program Synopsis

The City of West Palm Beach is the oldest large municipality in the South m

Florida Metropolitan area, and had long been known for its history (including

the City’s plotting by industrialist and railroad magnate Henry Flagler) and city WEST PALM BEACH
attributes attracting residents of substantial wealth. In recent years, however,

following the de-urbanization of the city’s central core and the recession,

West Palm Beach found itself on a slow road to recovery, with its economic vitality depending more and more on
economic development.

Situation Overview

The City had not attempted to purposely brand or establish itself as a defined offering to potential business or
industries considering relocation. However, with research indicating an imminent and major influx of visitors in the
next five to ten years, a recovering downtown core and new administration making economic development a top
priority (including the appointment of a Director of Economic Development), the City set out in search of an agency
with proven success in economic development, branding and destination marketing to develop a new brand
representative of the City and spearhead the definition and rollout of an integrated

economic development marketing plan. Aqua was selected through RFP over multiple local and national firms

in contention.

Audience

To ensure city-wide acceptance and support of the economic development brand and its successful roll-out,
Aqua first focused on residents, businesses and stakeholders residing in the City to ensure buy-in. It next
identified businesses in the financial industry located in markets of lift as top targets for the external plan.
The second year of the plan is designed to focus on another important industry to the City: Marine.

Objectives
Aqua set out to:

Combat the recent resistance to development in the City

Obtain input from key stakeholders including government officials, residents and area developers
Renew passion and initiative, streamlining area development

Build on momentum while honing and refining the City’s efforts to revitalize and restore its economy
Establish a competitive position within the state and nation

Unveil the first economic development marketing brand for the City

Highlight important entities (e.g. the airport, downtown)

Determine the City of West Palm Beach’s business targets and efforts required to lure specific business
types to the area

Devise an integrated marketing plan for the City and the implementation of its new brand

Assist the city in attracting and retaining new businesses through the rollout of the plan
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The City of West Palm Beach, Florida -
“Business. Life. Balanced.” (continued)

Strategies

Aqua understood that although brands may be expressed externally through various marketing and
communication, a true, solidly rooted brand will be understood internally and expressed locally as well.

As such, Aqua’s strategy was to first create a brand around which the City would band, focusing on the
delineation of distinct (and important) districts within West Palm Beach, and uniting businesses with a common
direction and goal.

Next, it would identify the most impactful economic drivers / targets for the City and utilize marketing and
promotion of the brand to attract businesses in these important industries to the city: finance and boating.

Tactics
In order to establish the City of West Palm Beach’s economic development brand, Aqua first
unleashed a comprehensive process that included:

Evaluation of current brand and market position
Interviews with internal stakeholders
Community attributes assessments

Assessments of the City’s infrastructure and economic drivers (e.g. public transportation, airport,
health, etc.)

Formal research and competitor research

Review of the history of partner participation and key targets

After it completed the discovery period and determined the City of West Palm Beach’s business targets and efforts
required to lure specific business types to the area, Aqua unveiled Economic Development Branding: “Business.
Life. Balance.” It also provided the City with a brand definition, brand guidelines, messages, targets, a logo, tagline
and suggested usage and more- all unique from the competitive set. The brand integrated seamlessly with and
encapsulated the economic development initiatives and efforts already in progress. The firm also assisted West
Palm Beach Mayor Muoio with its introduction.

Aqua then got to work rolling out the new brand and ensuring internal adoption, beginning with the establishment
of an important economic district found within the City: its financial district.

First, to delineate the Financial District and ensure its continued growth to draw businesses from afar, Aqua drew
from geographic boundary and the historical significance of its namesake, naming the district after American
industrialist Henry Flagler, and then provided solutions for the physical demarcation of the Flagler Financial
District. This included the design of a logo and the creation of place-making devices including, ground level
monuments, sidewalk displays, community art and pole banners.
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The City of West Palm Beach, Florida -
“Business. Life. Balanced.” (continued)

Results

After it saw universal adoption of the new brand, the immediate success of the Flagler Financial District and a
positive impact on the downtown core, the City of West Palm Beach saw something unprecedented take place:
the acceptance of the economic development plan as the overall city brand.

With the completion of the City’s economic development brand and the subsequent creation of the Flagler
Financial District, and after aiding in achieving City-wide buy-in, Aqua was next tasked with the development an
economic development marketing plan, complete with marketing, public relations and social media components
all designed to attract important targets to the City. Following roll-out of the marketing plan and in just the first
year alone, the PR team secured unprecedented coverage both in-market (surrounding the unveiling of the Flagler
Financial District) and penetrated national media as well, with top editorial wins including a multiple page spread
about the District in top target Newsweek as well as stories in Inc.com, Upscale and Financial Advisor Magazine,
to name a few, reaching an audience of more than 9 million businessmen and women with powerful messaging
about the perks of relocating to West Palm Beach.

Wl an
A WEST PALM BEACH

WEST PALM BEACH

Business. Life. Balanced:™

West Palm Beach Logo and
mn Branding Guidelines

WEST PALM BEACH

.

BRAND STANDARDS MANUAL

....... P b Jeri Muoio

N R s | erl Muols
- O onn PR Branded
—~ Sl WEST PALM BEACH iioics ko Business Cards
S & and Letterhead
fw
] e T
ET X Mﬂ
[ WEST PALM BEACH
o T e o Business. Life. Balanced™
as
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WEST PALM BEACH

http://bit.ly/AquaBroadcastSamples

TV Spot
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“One of the Top 25 cities
to do Business in America’

— Inc. Magazine

INVIGORATING ARTS AND ENTERTAINMENT SCENE

SUPERB RESIDENTIAL CHOICES AND LIVABILITY
EASY, RELAXED COMMUTES

GREAT WORKFORCE IN PLACE

ENERGETIC URBAN HUB

Come see for yourself. For your personalized information
package, contact Chris Roog at: 561.822.1416

BusinessLifeBalanced.com

The exciting metropolitan center of the Palm Beach
region, the City of West Palm Beach has al the
right ingredients for business success: a welcoming
supportive community, a pro-business government,
and lower costs of doing business than other

areas of the country. Near-perfect weather, easy
commutes, a rich cultural environment, and small-
town feel combine to create South Floridas most
relaxed, refined and vibrant lifestyle.

(WP

WEST PALM BEACH

Business. Life. Balanced:

Branding Ad

(W) P

WEST PALM BEACH

Insider Newsletter

Movember 14, 7015

DID YOU KNOW...

‘West Palm Beach 5 the oldest
mamicipatity in South Florida.
(We edgec out Miami by two
Rars.)

SPECIAL VIDEO EDITION

The latest and greatest
from WPB-TV!

WPB-TV FEATURED VIDEO

FOR ALL VIDEDS, CLICK IMAGES TO WATCH

Branded e-Newsletter

8% 105
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Business.
LLife.
Balanced:™

we®

WEST PALM BEACH WEST PALM BEACH

FLORIDA
FLORIDA

WEST PALM BEACH
FLORIDA

Online Banner Advertising - Animation links below
http://welcometoaqua.com/WestPalmBeach/Profits 160x600/index 160x600.html
http://welcometoaqua.com/WestPalmBeach/Profits 728x90/index 728x90.html
http://welcometoaqua.com/WestPalmBeach/Profits 300x250/index 300x250.html
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NEWSWEEK MAGAZINE - 10-page spread features
West Palm Beach as “Wall Street of the South”;
garners $33,906.01 in PR value.

Egypt’s High-Risk Baby Boom  Wall St. Follows Trump o Florida

T PRGHT | FLEW INTD.
WEST Faade B v

LOCALS CALL BANKERS- RO

CALL UNITED PLANNERS
800-966-8737

-
20m7

’ .\;pril
SUBSCRIBE FREE

'alm Beach, Fla.,, Sees ltself As 'Wall Street Of The South’

The migration of Northeast asset managers, hedge

fund managers and other financial professionals to
West Palm Beach, Fla., is continuing at a steady pace,
according to Kelly Smallridge, president and CEO of the

OTHER ARTICLES

BofA Shakes Up Merrill Lynch
Leadership Under New Chief

Business Development Board of Palm Beach COUNTY.  You Can't Put A Price On
Although the ity b bit f i ke Culture
though the activity has tapered a bit from its pea
I o v o, whn ta ey soma rominr | CFP ratemionals Decars
B hedge funds elevated it to national news, “there isn't a
S - week when | dan't have a company or Twa CONETE MR"  pppunive armicLes
[ L R g =he teidls Financiod Advisor, The Northeast, she says, *is a
very ripe region for us”

Lessons Learned & Years Inte
The Bull Market

Financial Advisor - WPB 2017:
Financial Advisor Magazine positions
West Palm Beach as
“Wall Street of the South”

Mayor’s Breakfast and Brand Reveal
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FLAGLER -
Fl NANC'AL Flagler Flnangégsiirlnc;
DISTRICT

Flagler Financial District Logo

F mmlf@@fﬁ]]ﬁ]3|ﬂv}ﬁ|"{i$§||l| SouthiElori
doitinthelrishtplace

ABROAD RANGE OF AVAILABLE OFFICE SPACE Th g forcn b the beit busisriam i

the avea the Flagier Frurwial Cistrict i prosed
ACEDNG \CT OFFERmIG 10-call West Pabes Beach s howm —a ity o

Mapaie calied " of the top 15 cities 10 8
THE SYNERGY OF RELATED BUSINESSES i e amaaAra’™ s - Mkl i

bt ipecthcaly catering 5o the datiect
THE PERFECT ENVIRONMENT FOR CLIENT st of b il e Diatrict offers.

ENTERTAINMENT AND AFTER-HOURS RELAXATION  the segions prossmety 10 gibal weath and e,
corvervenie of imermational travel Watch pous

PROMIMITY TO GLOBAL WEALTH busirtss theive tharks 1 & stsong comemunity
Hound ey Seuth Floridis e selined ared
SET AMONG ONE OF AMERICAS MOST weleard kocaben.

VIBRANT AND WALKABLE DOWNTOWNS

Tify

Print ad for Flagler Financial District

“One of the top 25 cities
to do business in America”

iy e e e e s e e

DISTRICT ADVANTAGES

(ERGY OF

THE PERFECT ENVIRONMENT FOR CLIENT

PROXIMITY TO GLOBAL WEALTH

s
VIBRANT AND WALKABLE DOWNTOWNS

Responsive website for the Flagler
Financial District,

The City of West Palm Beach, FL
www.FlaglerFinancialDistrict.com Palm Beach Relocation Guide features

FlaglerFina

Flagler Financial District
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The City of Punta Gorda, Florida ¢ N
“Florida’s Harborside Hometown” /

A\ "
Program Synopsis
The City of Punta Gorda is the urban core and county seat for

Charlotte County, Florida. It is predominantly a residential area

made up mostly of retirees from the upper Midwest and Northeast. F'lorida’s Harborside Hometown
Although easily characterized as a quaint, laid-back town on a

picturesque harbor, and popular with tourists, the city itself has made no distinct or direct claim vis-a-vis

other areas in the state. Although visited repeatedly by tourists, the area is generally somewhat unknown and
considered off the beaten path. Many current residents have expressed how they “stumbled upon” Punta Gorda
either passing through on their way to somewhere else, or on a visit to relatives in the area.

Situation Overview

City leadership recognized the importance of increasing economic development, residential relocation, and
tourism to the city’s future economic growth. They further recognized that without a strongly declared brand

or message, the city does not have much of a “position” in the state relative to others. Locally, it may be the
quiet “next door neighbor.” Outside the area, there may be little recognition of the area. The city engaged Aqua
Marketing & Communications to research the attributes, strengths, weaknesses, and opportunities of the city
and create a branded identify to serve as a launch point for future economic development and communications
initiatives.

In addition, Aqua was tasked with analyzing the city’s current communications structures and develop a plan for
improving communication efforts targeting both in-market residents as well as out-of-market target audience.
Addressing a lack of adequate inquiry fulfillment was identified as a priority.

Audience

With an exceptionally attentive and engaged citizenry in Punta Gorda, successful adoption of any new branding
campaign required buy-in from key community stakeholders and community groups. Following extensive
research and market testing, the new branding was strategically introduced in-market. Having successfully
developed the branding, and following successful community adoption, Aqua is now implementing a marketing
strategy aimed at three key target audiences. Those audiences include potential business relocation candidates,
potential residential relocation candidates, and tourists.

Objectives

YEAR ONE
Conduct in-depth research to identify the character, strengths, and attractive attributes of the city

Analyze the city’s current brand and marketing position
Create comparative market analysis of Punta Gorda relative to competing communities

Develop a new brand identity highlighting and capitalizing on those positive aspects of the city

Table of Contents en 109
3/21/2019 BidSync p. 121



Broward County Board of GEN2116476P1
County Commissioners

(0 2.1 Creative Portfolio

The City of Punta Gorda, Florida
“Florida’s Harborside Hometown” (continued)

YEAR TWO
Develop strategies and structures for improving city communications

Implement the new branding across multiple platforms and materials
Engage community leaders to spark adoption of branding
Provide brand application guidance and direction

Create new website highlighting branding and messaging to reach three key target audiences

Tactics

The agency’s methodology included a discovery period designed to give agency staff as much knowledge and
information as is possible in order to understand the city, its attributes, citizenry, history and more in order to
fully prepare the agency for the process of branding and creating a suitable marketing or communications plan.
The elements and stages used are as follows:

Internal Audit: The Internal Audit is the first phase of discovery. Through the internal audit we gain an
understanding of the internal opinion of Punta Gorda’s current brand and the opportunities that may be
obtained through rebranding.

External Audit: Review and analysis of any past research executed to identify or understand the
community’s potential targets with special attention as to why businesses may consider the community.
An in-depth study of how competitive communities are going to market. A review and analysis of any data
the City may have reflecting historic business relocation to or retention in the community. Primary research
conducted to determine the targets’ views and beliefs about the community, reasons for relocating to or
visiting the community, and their perceived views and beliefs about the competitive set.

After the discovery period was completed, a comprehensive report was presented to Punta Gorda leadership.
Citizens and city staff of Punta Gorda claimed that the town is truly unique, and the discovery process affirmed
that position. An enclave that is a bit removed from the rest of Florida, its incredible harborside location, its
distinct and growing downtown entertainment district, and its involved, connected citizenry make it an unusual
community and one offering many positive attributes.

Taking the data from the discovery period Aqua developed a unique city identity, including:

Positioning Statement
Brand Description
Brand Promise

Key Brand Words and Phrases
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The City of Punta Gorda, Florida
“Florida’s Harborside Hometown” (continued)
Following the development of the new brand identity, Aqua launched a community-wide adoption campaign,

meeting with Chambers of Commerce, leading community groups, and others to generate acceptance and
acquire stakeholder support.

Simultaneously, Aqua assisted the city with internal adoption on all platforms including signage, letterhead,
business cards, marketing materials, website, social media, wayfinding, and other media.

Final Phase

Aqua is currently beginning year three of working with the City of Punta Gorda. This current phase includes
the development of a new website to communicate to the three target groups. An aggressive public relations
campaign will push the new branding and marketing efforts beyond the immediate area to reach potential
business relocation candidates across the country.

City of Punta Gorda Logo
and Branding Guidelines ® \

(T
=3 Punta Gorda

PUHM Gorda Florida's Harborside Hometown

BRAND GUIDE
Brand Palette Application Example

features of a brand are s visual expressions

c -
identity abrand and separate it from s competition Design Structure

thecity's

“family” with those in
the area with whom it may work cooperatively.

AN

(4 John smit

(341) 555-1212
PU"[ ('] Gord ('] Y 5 i ottt | 1 otprs s | 3
JSmith@CityofPuntaGordaFL.com

CITY OF PUNTA GORDA
326 WEST MARION AVENUE, PUNTA GORDA, FL 33350

e
Business Card
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www.ExplorePuntaGorda.com

7= Dynta Gorda  vowe

FLORIDA

'WORK HERE

i.

SO MANY REASONS:TO

EXPLORE PUNTA GORDA, FLORIDA

Purita Gorda is the one Florida town that offers something for everyone. Its pi
serves as the foundation for a community rooted in the best of American, small-town attributes. Punta Gorda's historic amblence and intimate
feeling are the backdrop for what may be the state's most picturesque, enjoyable and accessible waterfront destination,

14 i 10 eCHNOMIC Suctess

Brand Release Flyer

City of Punta Gorda Launches

New Branding & Marketing Effort

The City of Punta Gorda has taken a major step
towards improving economic growth and
creating a year-round economy to sustain the
city.

The City Council has unanimously approved a
new branding effort. The new brand will be the
cornerstone for upcoming efforts to enhance
business attraction and retention as well as
visitation to the city. The branding also marks
the start of a new city-led communications effort
to present a consistent, unified message and
image.

\ e
Florida's Harborside Hometown

The brand is the result of a year-long market study and analysis by the firm Aqua Marketing &
‘Communications which has created and led rebranding and marketing efforts for cities across Florida
and beyond.

Cities that carefully define themselves through branding efforts are better able to offer themselves as a
clear alternative to others, and more likely to separate from the din of the marketplace. Successful
branding efforts define a ity as unique among others and clearly offer why the city is more desirable
over the alternatives.

Once determined, the municipal brand becomes part of everything a city does. It's reflected in
advertising and public relations and on its website and social media. But it's also reflected in what
events the city considers, how its representatives answer the phone, how the various city partners
reflect their role in relation to the brand, how the city identifies itself within the city limits, and much,
much more.

In short, when branding is done correctly, the brand touches and becomes a part of everything the city
says and does in its communications.

A “brand” is how our target defines us. It's what our city means to them, how they view our city in
relation to themselves — and especially how they view our city in relation to other cities.

Now that the branding has received city leadership approval, Punta Gorda is beginning a major effort to
roll it out in numerous public venues and platforms.

“In recent years, cities have realized the value of creating a brand image to attract businesses, residents, and
tolirists) Some cities have even|moved on to overhauling their existing brand tojhelp stimulate growth and
investment.”

Forbes 10/23/2017
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Punta Gorda approves new logo
By JONATHAN SCHOLLES
STAFF WRITER

PUNTA GORDA — In an attempt to market itself to a younger audience
Wednesday, Punta Gorda adopted a new city logo, tagline and strategic
branding plan.

City Council unanimously OK’d a modern yet minimalistic vision of Punta
Gorda’s landscape, including a sailboat skating across the blue water,
while the sun radiants and fills in the rich, yellow sky.

The city's new tagline will be, “Florida's Harborside Hometown.”

Vice Mayor Gary Wein said Punta Gorda needs to be aware of a potential
generational shift, which likely will swing from the Baby Boomers to
Generation X and Millennials.

This shift may occur over a 20-year window, and the city would have to
consider “appropriate growth” to attract new residents.

“QOur demographics, in the long term and inability to really attract the
Millennial generation in the future, and here we are sitting between two
major communities that that's what their focus is,” Wein said, pointing
to North Port and Babcock Ranch, which market to Millennials.

“And Babcock Ranch markets itself as the hometown to Millennials, not
the Baby Boomers, which is our demographics. And that, perhaps, has
become our Achilles heel,” he said.

Wein said as the branding plan develops, the city needs to focus on
“appropriate evolution our community, because it's going change, we're
going change, our kids are going to change.”

The Punta Gorda metropolitan area is the oldest in the state with 36
percent of its population above the age of 64, according to data
compiled by A Place for Mom, a Seattle-based senior care referral
service. The next closest is Sebestian-Vero Beach, which has a senior
population of 29 percent.
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City of Punta Gorda
Branded Wayfinding Signage

Punta Gorda

e Chariotis Harbor Gu ksland Coast

Dog Park Rules

Branding Adoption
Signage and Logo Usage

Hours of Operation 30AM - Dusk

The it o 2 cosnd cn My o meky rarmwrce

& Pinta orda

HOUNDS ON HENRY

LARGE
DOG AREA

T N

30 Ibs & OVER
G Hinta borda
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Playground Rules

Welcome! For your playground enjoyment, please obey
the following rules to prevent injury to yourself or others:

« This is a City of Punta Gorda park and is regulated by the
City Code of Ordinances.

* You assume all risk and responsibility for use of the
playground equipment.

* Adult supervision is recommended at all times.
« This playground is intended for children 2-12 years of age.
* Be safe, avoid running, pushing, or shoving.

* Wear proper footwear — Fully enclosed, rubber soled shoes
are recommended.

* Grills and glass containers are prohibited.

= Only service animals are allowed in the playground.

* This is a non-smoking facility.

* Please do not use this equipment during inclement weather.

* This playground has been made accessible to all persons
with varying abilities.

* Use each play structure as it is intended. Improper use may
result in injury.

SLIDES SWINGS

+ Do ot cimb upsdng surtae, Use = Do ot it swingchin, o swig ooy

- Do ot stand cose 0.8 mowig v, Wk

HORIZONTAL LADDER
= Doratsarat

oncs. Everyons

Hours of Operation are Dawn to Dusk

Please report broken equipment or anything that requires
immediate attention to public works at 941-575-5050
www.CityofPuntaGordaFL.com

&
Punta Gorda

GEN2116476P1
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City of St. Petersburg, Florida
“Surprising St. Pete”

For decades, St. Petersburg was perceived nationally as a dated,
nondescript community populated by wintering senior citizens loitering on

the city’s iconic green benches. The area was a regular punch line during
monologues on late night television shows. And unfortunately, local and s T
regional residents largely accepted that national perception. But in fact, e e
the city was experiencing a genuine renaissance, with trendy eateries, lively

entertainment venues, professional sports teams, intriguing museums and
world-class attractions just waiting to be discovered.

St. Petersburg launched a campaign to define the city as a vibrant, current place to visit, prove that the city has
much to offer, and dispel assumed perceptions about St. Petersburg. Initially, there was a thorough review of
the market situation, competing entertainment/dining/retail areas, and the city’s assets and attributes. After an
analysis of that review, a new brand was created, positioning the community as “Surprising St. Pete.”

Rather than attempt to communicate broadly about the varied neighborhoods throughout the area, it was
determined to focus on St. Petersburg’s revitalized downtown, and allow the “halo effect” to enhance
perceptions of the greater metropolitan area. To prove that downtown was genuinely surprising, extensive efforts
were made to identify unique and undiscovered experiences that could be highlighted along with downtown’s
well-known entities.

The brand was fully expressed — including tagline, logo, graphic design and messaging — for use in all media.
A comprehensive campaign was developed that was executed in print ads, broadcast commercials, new
website, public relations, and well thought-out social engagement plan. In addition, a partnership program was
developed to educate downtown businesses on the city’s marketing program and motivate them to actively
participate and contribute to ongoing promotional efforts.

The “Surprising St. Pete” campaign was successful in raising the profile of downtown St. Petersburg to city
residents and the broader Tampa Bay area. Visitation increased significantly for restaurants, entertainment
venues and attractions. In addition, the city government leveraged the strategy and campaign elements to
support efforts of the local economic development council.

Services Provided:
Marketing strategy

Regional positioning strategy vis-a-vis alternatives
Advertising

Public Relations

Website Development

Social Engagement Plan
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City of St. Petersburg, FL
Full-Page Branding Ads

Top sports. Top arts. Top chefs. Over-the-top excitement.

SURPRISING

(8T Pete

(] -

Art scene. Bay scene. City scene. What a scene.

' SURPRISING

STPete

a -
(=R
Dine it. Shop it. Walk it. Fly it.
. SSURPR|S|NG
STPete
s
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B OO [ surprising 5t pete

& & A [) wwwsurprisingstpete.com

=

Website

GEN2116476P1

SURPRISING

STPete

ONIOILNS
ONILIOX3

SURPRISING DINING ARTS & CULTURE SHOPPING NIGHTLIFE SPORTS ATTRACTIONS

IT'S HAPPENING HERE

¥ you havent been 1o St Pete lnely, g1 ready 10 be pleasandy surprised. From codl new nighiciubs,
galieries and sHops 1 e Laiest cining SENsABONS, 1Here's & whole new oify 1o explone. And e ans.
2cene - recognized 83 e NATON'S DESL Dy Amevican Shle Magazing - |is? KBeps geming bener, with

an alk-star lneup of perorming arts, the new Dali museum and much more.

el

Visitfor & waseriront lestival, one of many mrilling sponts avents, e colorl Sanrday Moming

Market or just come stroll Beach Drive or Central Avenue's 800 block 1o experience the

translormation. And while much has changed, youl still find what has atways made 5t Peie a

tavorite in Tampa Bay: charming wabedront parks and bay vews, pedesiian-iendly streots and an
' won find l

* First Fricay 5t. Pete Get Dowrown Music
Serios.

* Comedy Series: First Sun. manthly.
: Jazz Jam. First Mon. monthly.

* Tea Dances. First and Third Wed. manthly.
* Tea Dances. First and Third Wed. monthly.
TO KILL A MOCKING BIRD.

TOKILL A MOCKING BIRD.

Boston Pops Esplanace Orchestra Presents
The Strsisand Songbook

TFO Cotfes: Baloved Daliets

An Intimate Collaboration: Season IV
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TradeWinds Island Resorts

St. Pete Beach, Florida W ’
“Just Let Go”

ISLAND RESORTS ON ST. PETE BEACH

At 1,240 rooms, the TradeWinds Islands Resort is the largest resort property on Florida’s west coast.
With a marketing budget of $2.5 million, the resort wanted to do more that fill room nights: it wanted to
create a distinct brand to stand the test of time and rival its competitive set.

Starting with the resort in 2001, Aqua’s staff was tapped to create the first brand for the resort. The resort
consisted of three, distinct waterfront properties that needed to be united as a single product offering.
After a period of deep discovery, including consumer research, the resorts brand was launched; inviting
potential guests to, “Just Let Go” with bookings suddenly surging 11% in targeted markets.

With the success of the branding effort and subsequent campaign, the resort turned its attention to the internal
application of the brand. Through a multi-million dollar renovation project, the brand, right down to its color
palette and resonating tagline were applied to every facet of the property.

Campaign after campaign have pushed the boundaries of marketing innovation, won international recognition
and achieved incredible results. Aqua’s staff has applied its abilities across a broad range of marketing
channels including television, in-room communication, online, print, direct response and more; and has

aided the resort in building both leisure and group business.

After having Aqua refresh the resort’s branding in 2011 (ten years after the initial brand development) the
property is still with the firm today. Most recent results from Aqua’s work have been credited with pushing
the resort to far outpace its competition and helped the resort realize a 13% increase in ADR from targeted
markets, and a 10% increase in ancillary spend from the local/regional markets. Guest spending per

stay of guests from the targeted markets increased 14.5% with some markets reaching as high as 17%.
As significantly, the resort showed a whopping 13.7% increase in RevPAR — nearly doubling the comp set’s
increase for the period, and more than doubling the percentage of ADR increase during the period.

The latest campaign has generated $5,047,526 in total revenue from the targeted markets. The return on
investment calculated at 38:1. Total summer period revenue for the resort from guests of the targeted markets
contributed 32% of the total revenue or the resort, showing clear and substantial response and impact far
outpacing the competitive set and standards for the industry.
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Why just get away
when you can get it all?

Want in on a sectet? Now is the perfect time to escape,
cape, ur

o Wind ang p,
and TradeWinds gives you more bang for yog @ have fun. The weather is nicer, beaches quieter,

ach, e
Master a paddleboard. Relax With a soothing sy Fly over the wg
8 Massage. Dine, spe,
€. Shop,

all you neeq fo, the best y,

with a jet pack

while sipping tropical drinks. It's Orjust laze by the pool

Acation ever, all in one place.

ISLAND RESORTS ON ST. PETE BEACH

®
ﬂc}t’ (e,t' 80. JustLetGo.com/TAMPA | 800.808.9835 | St. Pete Beach, FL 33706

You pack your things.

\Why just get away, when you can get it il ° °
can get it a ,WW,\La)'JA more bang fo,
with more to do and fun to have than g, ore bang for you ch and comes oaces
ly € in Florida, |,
. Le.

ark. Dine. shop, o Just laz
aze

other pig,
Play on the gulf's only offshore water p, am to surf. Fly over the water with a Jet pack

by the pool

Its

ISLAMD RESORTS ON ST. PETE BEACH

Right here in Tampa Bay, there's one quif beach resort with all you need 1o
reconnect. From watersports to nightlifie, from a soothing spa to a choice
of great restawrants, TradeWinds has what you need to

“Just Let Go”. Ready for some “Us” time? Plan now mnnej,;jt- ‘d- 3,_‘

woww. JustletGo.com | B66.JustletGo | St. Pete Beach, FL 33706
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all you neeq 1o
You need for the pest vacation ever, all in one place.

We’ll pack your stay.

ISLAND RESORTS ON ST. PETE BEACH

®
};jt (d’ 8&. www.JustLetGo.com | 866.JustletGo | St. Pete Beach, FL 33706

Resort Branding Ads
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Guy Harvey Outpost
St. Pete Beach, Florida
“Get Out There”

Master marine wildlife artist, scientist and conservationist

Guy Harvey has devoted fans around the globe for his distinctive artwork and
adventure-themed fashions and accessories. In extending his brand into the
hospitality industry however, the company had little experience in attracting a

OUTPOST

clientele broad enough to sustain a successful resort operation in a major market. A 1adetinar~ BEACH RESORT

Background

Aqua was tapped to market the first Guy Harvey Outpost resort property in the United States. Located on St.
Pete Beach, Florida, the hotel needed to remain faithful to the Guy Harvey brand, promote water sports and
adventure-themed activities, yet compete in a competitive marketplace for visitors seeking the benefits of a
traditional Florida vacation.

Recommendation

The recommendation was to effectively communicate the Guy Harvey brand in all external marketing efforts,
while representing vacation experiences that appealed to the greatest number of potential guests. Rather than
focusing heavily on diving and marine conservation — which connect to a narrower market segment — Aqua
developed a brand message that encouraged vacationers to “Get Out There” and experience fun-filled Florida
outdoor activities like paddle boarding, surfing, shelling and fishing.

Execution

Because of the strong visual component of the overall Guy Harvey brand, the graphic approach for branding
the resort drew significantly from his distinctive artwork. Aqua created a comprehensive marketing campaign
that included print advertising, direct mail, email marketing, collateral, and radio and television advertising.
Photography developed by the agency conveyed a well-defined sense of adventure consistent with the Guy
Harvey brand while strongly positioning the resort against competitive properties along Florida’s Gulf Coast. In
addition to outreach resources, Aqua also further communicated the brand on-site with everything from identity
programs for the resort’s restaurants and retail outlets to signage, door hangers and stationery.

Result

Through comprehensive a comprehensive branding program, Guy Harvey was able to successfully launch his
themed resort concept in the United States. Strong reservations activity has been generated from Guy Harvey
specific media outlets along with the general marketplace.
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, othing renews your
spirit like being on water.”

Guy Harvey Outpost —
Full-Page Branding Ads

“I'll give you an adventure,
not just a beach vacation.”

i boards, o strap on a jet pack and fly
over ico. Rel sparkling pools and i s

y Harvey ——
1o ofher, and Guy's ready to take you there. A e inds- BEACH RESORT

o1° 43 550104 -82° 44 487104
St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com

Discover a whole new way to vacation with master marine wildlife artist, scientist
and uy Harvey. Experience Florida flts fishing at its extreme.
Fish offshore for big game, or swim with manatees. Learn to surf on jet-powered boards
o strap on a jet pack and fly over the Gulf of Mexico, At the end of the day, you find
libations, great dining, even a relaxing massage. The new Guy Harvey Outpost is a resort
experience like no other Ready to get out there? Guy's ready to take you there.

Aadderdinds- BEACH RESORT

91° 43 559194 -82° 4 4371047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com

Experience a whole new way to vacation with master marine wildife artist, scientist
and conservationist Guy Harvey, Take a guided walk along our world-class beach.
Discover the mysteries of ocean lfe in a single tidal pool. Fish the cradle of Floridas
‘magnificent Gulf of Mexico. Learn to dive or surf on jet-powered boards, or strap on a
jet pack and iy over the Gulf of Mexico, Relax in our sparkling pools and dine overlooking
our beach. Ready now to get out there? The new Guy Harvey Outpost is a resort
experience like no other, and Guy’s ready to take you there.

A e iinds- BEACH RESORT

o1° 43 5591987 -82° 4 487104”

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com

s
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c. Provide explanations and samples of how the team approaches the development brand architecture for a
destination or travel product.

Headquartered in St. Petersburg, Florida, and with offices in Naples and Ft. Lauderdale, Aqua Marketing &
Communications, Inc. is a full-service marketing communications firm specializing in destination marketing and
tourism. The firm’s core competency is brand analysis, development, planning and execution. The firm’s staff
is responsible for successfully developing several destination brands in the state of Florida, to award-winning
results.

Aqua provides a deep, studied approach to destination brand analysis and development that assures that your
destination will achieve unprecedented success and lead to historic results.

The agency’s staff have successfully originated brands for the following Florida destinations, communities and
governmental entities, as well as having devised the strategic direction and planning necessary to execute the
destination’s branding programs.

Manatee County CVB (Bradenton, Anna Maria Island, Longboat Key)

Okaloosa County CVB (Destin, Ft. Walton Beach, Okaloosa Island)

The Amelia Island CVB

The Collier County CVB (Naples, Marco Island & The Everglades)

The Charlotte County VCB (Punta Gorda/Englewood Beach)

The Seminole County CVB

The City of West Palm Beach

The City of Punta Gorda

The City of St. Petersburg

The City of Deltona

The Seminole County Department of Economic Development

The Pinellas County Department of Economic Development

The TradeWinds Island Resort, St. Pete Beach

StarlLite Cruise Lines, Clearwater
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Process

Aqua provides a solid, methodical approach to brand review and development that has proven successful for
other Florida destinations, ultimately leading to their attaining record-breaking results. Though already very
familiar with the GFLCVB through other efforts in South Florida, as well as through research conducted for other
clients, Aqua always “wipes the slate clean,” and approaches all branding projects with a clear, objective view of
the destination.

At the beginning of the process, Aqua defines all aspects of the project, and works with your destination to
establish anticipated outcomes. The process is timelined, with clear due dates, roles and responsibilities, with
costs detailed and agreed to prior to any work being performed by the agency. Clear reporting protocols are
established, and Aqua can be expected to provide both written and oral reports of the process and of the
agency’s work at established key mile stones during and throughout the course of the project.

The process is based on exhaustive research that includes analysis of your destination infrastructure, visitation
attributes, target research, one-on-one stakeholder interviews, in-depth comp. set analysis, SWOT analysis,
press and social media listening and more. In addition, AQua recommends appropriate programs to assure
community understanding and embrace of your new brand, assuring adoption and reflection by your community.

The resulting plan includes brand application through every communication marketing channel and consumer
point of contact, consistently and at all times.

A simplified description of Aqua’s branding process is as follows. Though typical for most clients, the process
can be tailored to your specific destination and reflect your unique needs.

Step 1: Internal Audit

The Internal Audit is the first phase of discovery. Through the internal audit we gain an understanding of the
internal opinion of the destination’s current brand and the opportunities that may be obtained through re-
branding.

Activities during this step include:

A. Analysis of current brand and market position — A review of the current brand, its expression, its
historical development and use, its intended impact in the market, and a review of graphic expression
and brand standards.

B. Destination attributes assessment — A review of the destination’s “reasons to visit” and “things to do”.
Besides experiencing the attributes first-hand, our staff will listen to the CVB or other stakeholders, as
well as review what descriptions of the area and reasons to visit are being made by the hospitality and
travel community.

C. Promotional history of the destination — A review of how the destination has historically presented
itself publicly to potential targets, with an emphasis on its central promise and distinctive destination
attributes.

D. History of partners’ participation — A review of how destination partners (airport, accommodations,
attractions, VISIT FLORIDA etc.) may have understood, attempted to help disseminate, or have
influenced the community’s brand. A determination will be made as to these partners willingness to
participate in future brand dissemination.
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Step 1: Internal Audit (continued)

E.

Inquiry review and analysis — Analysis of historic inquiry and the destination’s inquiry conversion. What
potential visitors have expressed interest in the destination and how the destination has reacted and
responded to those inquiries. Analysis will consider market conditions, what may have been historically
offered through various marketing and communication channels (personal contact, advertising, website
analytics, etc.)

Stakeholders input - It is customary to meet with and consider input and opinion regarding branding
and competitive positioning from the destination’s Key Stakeholders. Those may include:

Market-leading properties and accommodations

The local airport

Local attractions

TDC members

Political stakeholders

County Commissioners

Area Chambers of Commerce

Area media outlets

Key businesses and industries

Key cultural and lifestyle stakeholders

Any others who may affect, or be affected by, area visitation or who may evaluate branding execution
and outcomes.

Step 2: External Audit
A. Past visitation marketing research — Review and analysis of any past research conducted by the

Table of Contents
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County or other tourism interests in order to identify or understand the destination’s potential target
market. Especially any that may have been used to establish the direction of the destination’s current
brand.

Competitive review and analysis — An in-depth study of how competitive destinations are going to
market to attract visitors, with special attention to brand expression, visitation experience promises,
incentives, messaging, graphic standards, attempted destination position, media used, and competitors
destination attributes.

Target history and visitation patterns — Strongly aligned with when and why visitors choose a
destination, a review of visitation history and patterns provides an understanding of the targets and
their potential, future motivations. It also provides the basis for choosing candidates for further market
research.
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Step 2: External Audit (continued)
D. Market research - Primary research conducted to determine the potential visitors’ knowledge of
and response to the existing destination brand, and as importantly, those of the competitive set. This
information provides important insight into what the most competitive brand definition and market
position may be for the destination. Care is taken to recruit respondents that have visited the destination
as well as have also visited the competitive set. Research methodology may involve focus groups or
large sample in-depth interviews.

In addition to primary research, the agency will conduct press and social media listening, obtaining an
objective understanding of how the target views and what they believe about the destination and the
comp. set.

Note: Many clients who engage in ongoing research with third-party research firms may have already
taken this step and have the data in place. In those instances, the agency will review the data with the
client and research firm to gain the insights into the current brand and those of the competitive set.

Step 3: Strategic Brand Planning and Development
A. Analysis and assessment of all items from internal and external audits — Includes agency’s report to
the client and discussion with client and research partners regarding all findings.

B. Initial brand and market positioning recommendations to client — Includes a discussion of potential
brand directions, reasons for their consideration and potential applications through all marketing
communications channels, definition of Brand Personality. Through dialogue and considerations of
the CVB staff, the firm will prepare for finalizing potential directions for testing.

C. Preparation of potential brand directions for testing — Preparation will be dependent upon the
determined research methodology. Client will review and approve all executions of directions prior
to research.

Step 4: Market Testing
A. Research — Utilizing the determined research methodology, the various potential brand directions will
receive the review and reaction of potential visitors. Care is taken to ensure that respondents have
previously visited the destination as well as other competing destinations. Research methodology may
involve focus groups or large sample in-depth interviews.

B. Review and Analysis - Involving agency recommendation as well as CVB and research group
discussion, a determination will be made as to what brand and message direction has the strongest
potential vis-a-vis the competitive set.
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Step 5: Execution — Educate. Excite. Unite.

A. Creation of pilot messages and Brand Standards Manual — Upon completion of research and testing,

the agency will develop initial example messages for communications channels of the clients choosing.
Additionally, the agency will create a Brand Standards Manual for use by all parties who will need to
understand or communicate the brand.

Plan for external application and dissemination — Working with the CVB, the agency will offer a plan
for external application and communication of the brand through others. Plans will suggest tactics for
brand adoption through industry and travel partners (hotels, resorts, airports, etc.) as well as methods to
turn visitors into brand ambassadors.

Understanding and adoption by internal audiences and constituencies — Working with the CVB, the
agency will offer strategies to announce and convey the new brand to internal groups such as CVB staff,
hospitality industry, area Chambers of Commerce, governmental boards or other important stakeholder
groups. The agency will volunteer to help address those groups and explain the process, the research,
and the competitive advantages of the new brand approach. Every effort will be made to educate, excite
and unite the County’s constituencies in adoption and support of the new brand.

The purpose of this step is not to ask permission or to get input, but to excite the destination regarding
the new brand and to unite it behind the new direction.

Step 6: Post Analysis

The agency strongly suggests that a period of post analysis take place, allowing for review of brand
implementation, determining of market penetration and continued probability of brand success.
This effort allows the CVB and the agency to tweak and adjust branding efforts to assure a precise,
sustainable and competitive brand. Typically, agency clients work with the agency to establish a
program of ongoing research designed to assure continued brand resonance in the marketplace.
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Reporting

Throughout the process and especially at pre-determined, key points; Aqua provides written and oral reporting
of the process, analysis, revelations, results, determinations, and conclusions. The reporting is both for working
with your destination to provide direction for the next step, but also to document the conclusions and findings
that will be considered long-term.

As a firm experienced in working with governmental clients, Aqua can be counted on to clearly and competently
report to any boards, committees or councils as needed by the client. Some examples of various written reports
typically provided during the process include the following:
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At the conclusion of the analysis and brand re-evaluation or redevelopment, Aqua is able to provide complete
destination planning including, but not limited to the following:

Overall CVB long-term plan

Overall, integrated Marketing Plan, including:

- Public Relations Plan

- Advertising Plan
- Social Media Plan

- Digital Communications Plan

- In-Market Brand Ambassadors Plan

- Group marketing, meetings or sports marketing plan

- Event planning

BRADENTON AREA CVB
STRATEGIC
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limited service accommodation types. This creates
unique “community” feeling for the islands, with local
experiences such as shopping and dining offerings
unique to the area. As with most coastal areas of the
State, visitors enjoy a wide variety of activities related
to proximity to the water. Beyond simply enjoying the
beach, vsitors enjoy boating, fishing, diving, boutiaue
shopping, and more.

‘The mainland, including Bradenton and Paimetto,
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Beyond understanding the agency’s process in developing a destination brand and its corresponding
architecture and use, the following case studies of Aqua’s brand initiatives for clients provides examples of how
our firm approaches the task.
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“Our Best Side is Outside.” 4

Charlotte County lies in Southwest Florida, just south of Sarasota d

and north of Ft. Myers. A coastal area, laced by remote and o

pristine offshore islands, the area is renowned for its fishing and @&j NTA @@RDA
boating and has long been considered one of the world’s top

sport fishing destinations. Its centerpiece, Charlotte Harbor, ENGLEWQ@D BEACH
is Florida’s second-largest open water estuary, formed by the The Charlotte Harbor Gulf Island Coast

blending of saltwater from the Gulf of Mexico with freshwater

from the Peace, Myakka and Caloosahatchee rivers. The area’s main municipality lies adjacent to the harbor. In
2004, the town was devastated by Hurricane Charley, the strongest hurricane to make U.S. landfall since 1960.
Since then, the town has undergone an exceptional renaissance and today is an exciting, eclectic mix of superb
restaurants, diverse attractions, activities, history and culture.

Originally contracting Aqua in 2012, the County had historically marketed itself as Charlotte Harbor and the Gulf
Islands. Although previous firms had attempted branding, none had done so with any deep rigor or lasting effect.

On re-contracting Aqua in 2015, the County requested that Aqua consider branding the County for tourism
purposes, and asked the agency to engage what by then had been a proven process to distinctly and
competitively define destinations within the state of Florida.

To that end, a period of discovery ensued, considering:
The destination’s promotional history
Its visitation history
An inventory of the destination’s properties
An inventory of the destination’s various visitor activities and attributes
An in-depth study of its competitive set

An in-depth analysis of its visitor profile

To acquire the data and information, a variety of methods and activities were engaged, including:
Meetings with management staff of area properties

Touring area properties
Visiting over 55 area attractions and activities

Meetings with key in-market stakeholders
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As part of the in-depth analysis of the visitor profile, target market primary research was undertaken in the form
of qualitative focus groups in markets of lift and drive.

Discovery results

Through research and discovery, it was determined that the County’s image was vague and that previous
marketing as “Charlotte Harbor and the Gulf Islands” was doing little to define the County’s location or
attraction to visitors. The singular link between all the County’s visitor assets were its outstanding, broad array
of outdoor activities. Additionally, the group of assets stood as a unique collection vis-a-vis the competitive
sets, as well as with other destinations in the state. Unusual for other destinations in the state, research showed
that males might participate more in the decision to visit the area, than in decisions to visit other areas of the
state. Additionally, due to awareness issues, the County had far fewer international visitors than. other areas of
Florida’s west coast.

Conclusion

It was Aqua’s recommendation to brand and market the area as Florida’s best opportunity to experience all of
the best of the state’s highly favored and enjoyable outdoor activities. The brand would need to equally resonate
with males and well as females, and need to provide an attractant to international visitors.

Naming

Given that geographic specificity is import to travel search, and that the County’s concentrated clusters of
visitor assets and accommodations where centered in two, main areas, it was recommended to transition
the destination’s brand name to, “Punta Gorda & Englewood Beach.” For name continuity, a secondary line
of, “Charlotte Harbor and The Gulf Island Coast” was also recommended. The naming also allowed greater
association with the destination’s own airport, and a growing provider of visitor lift to the market — the Punta
Gorda Airport.

Positioning
The destination was positioned as:

‘The Punta Gorda/Englewood Beach area is the one Florida destination that provides all the best of Florida’s
coveted outdoor activities all in one place.”

Brand Description
The destination’s brand description was expressed as:

“Punta Gorda / Englewood Beach is a relaxing, more secluded Florida destination that offers all the best of
Florida’s wonderful outdoor experiences and lifestyle. From beaches to boating, hiking to harbor tours, fishing to
nature discovery; to sun, shelling and shark’s teeth, Punta Gorda & Englewood Beach offer visitors more of what
they come to Florida for: relaxation and discovery in an outdoor vacationland.”

Brand Tagline
Summing the Brand and Position, the following tagline was developed and confirmed through research:

“Our Best Side is Outside.”
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Punta Gorda / Englewood Beach
Charlotte County, FL
Full-Page Branding Ads

Sound ke the perfect place i vy? Mo you have the chance

o make the perloct summer 5 ur tamily by sharing a chikihood photo of your
. Go onling for all the rules and 1o ur phoio 10 be in The nunning, Buikl something
armaring. Make your summer memones here.  PurelPlorida.com/ComePlayOutside

Ready for your next Big One?
Plan now at: www.PureFlorida.com/Fishing

Our Best Side is Outside™
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Branding Guidelines
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Online Banner Advertising - Animation links below

http://welcometoaqua.com/Charlotte/summer/300x250/SummerCampaign.html
http://welcometoagua.com/Charlotte/summer/160x600/SummerCampaign160x600.html
http://welcometoaqua.com/Charlotte/summer/728x90/SummerCampaign728x90 proofing.html
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Build Something Amazing

Share For a Chance to Win!

Facebook Promotion

COME PLAY
PEAREUISIDE.

Punta Build Something Amazing
Gorda/Englewood ‘Share For a Ghance to Win!
Beach .

fReaiPureFlonda

Home

Apout

Poios SH ARE allegiant i Enter in 3 easy steps:
' Upload a childhood photo of
o YOUR SUMMER -
: MEMORIES
-

Vigeos

i  Share with your friends and stay
for yoU w-"“‘” ¢ tuned toseeif youre a winner!
Reviews a trip to the Punta Gordaj L — £
Hotes Englvewood Beach,
Florida area!
Ernlerest
Posts 13 Weekly Winners will receive:
Exclusive Summer Essentials Prize Pack
VouTube

1Grand Prize Winner will receive:
7-night island getaway for 410

Includes: Allegant Air travel vouchers,
ommodations, and up (o $600 in gift
cards for dining, groceries and more!

Punta Build Something Amazing
Gorda/Englewood Share For aChance to Wit
Beach

Like Us [IEES ¢ Pusta Gorda/ Englewood Beach Al s

Upioad a Photo Chosae File | s fle chesen p

Enter a caption for your |
submzsion
Fro
‘Your Emal Address Lies
Events
o Waeos
Rvirws
State
Notes
g to the offl nukes Pinterest
Posts
ouTube Lnter

Share this contest with your friends and check out our partners: Allegiant Air and Palm Island Resort!
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Punta Gorpa
EnGLEwooD BEAcH

The Charlotte Harbor Gulf Island Coast

Adventure Journal Visitor Guide

Adventure Jovrinal
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German Visitor Guide
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PunTta GorbA
EncLEwoOD BeAcH

The Charlotte Harbor Gulf Island Coast

FLORIDA

Our Best Side is Outsige.*
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The Charlotte Harbor Gulf Island Coast
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“Real. Authentic. Florida.”

The Brand Bradenton

Through research and the process of discovery, it was Anna Maria Island
deterrpipeq that Mgna’Fee Cqunty would b.est present itself Lon g']:oat Key
as a visitation destination using the name:

Bradenton/Anna Maria Island/Longboat Key. FLORIDA’S WEST COAST

The brand defines the area as a place offering one of Florida’s most
unique and relaxing island and mainland destinations — an “anti-city”, non-glitzy, laid back experience providing
a liberating release from everyday life.

Branding included a striking new logo, complete visual identity system and exhaustive guidelines for application
across all aspects of CVB marketing and operations. The Agency also created the new tagline that summarizes
the area’s vacation experience as “Real. Authentic. Florida.”

Brand Execution

Once developed and approved by the CVB and key County stakeholders, the brand was then tested in Boston
and Chicago to validate findings and conclusions identified during earlier research. Upon confirmation, the brand
was executed across all aspects of the destination’s marketing, including advertising, public relations, website,
digital marketing and social media.

To assure widespread adoption throughout the area, the Agency introduced the brand to the community with
highly visible events. In addition, they developed a comprehensive brand ambassador program so that strategic
visitation-related businesses and organizations would know, understand and embrace the brand.

Due to the Agency’s efforts to unite the community around the brand, the area embraced the brand beyond
visitation marketing. The Agency aided in transitioning the visitation brand to a community brand, applying it to
the Bradenton Area Economic Development Corporation, Manatee County Area Transit, road signage, and other
County departments and operations.
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BradentonGulfislands.com

Branding Ads
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Bradenton Area

Convention Center

Powel

Braclenton Crosley Estate

Anna Maria Island
Longboat Key

FLORIDA’S WEST COAST

Bradenton Area

SPORTS

----..---lllnl't?n-_n.. COMMISSION

Bradenton Area

Film Commission

Logo and Other Department Sub-Brands Bradenton Area

Arts &? Culture

YT TP [T T IR TN Y e

.l MM il | e

Sable Santana
General Manager

Sable.Santana@BACVB.com
Ph: 941.742.4062 Fax:941.729.1820

e | i i e A i i

=

Bradenton Area

Convention Center

BradentonAreaConvention(

Stationery Package
Brand Application Across Departments

BradentonAreaConventionCenter,com
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Bradenton ®.
Anna Maria [sl:md
Longhoat Key

FUORIATINTET COMET,

Public Relations Kit and
Credit Card Style USB Flash Drive

PRESS KN

;
2 AR i

iR .’ﬂ‘rr—.r

Bradenton

FLOBDAS WEST COAST

Brand Ambassador Kit and

AMBASSADOR KIT Credit Card Style USB Flash Drive

Leverage the power of our most valuable marketing asset

PLUG . GRAB a PLAY

TAP

DISPLAY
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Film Commission
Production Guide

Welco m.:Wefve |

Wou know it 1akes meons than the perfect lecation to make the perfect
scene. A miion details need 1o come into place. More and more.
shaoters, denclors, scouts and offer production profestianals are
discavering that it all comes togethor on Florida's weat coast in the
Bradonton Ama. Hern's why:

One of Florida's most diverss array of locations - From historic

locations such & antebelum plantatord by Gataby-erh marsions, bom

deep woods to quaint downtowns, from classic baseball parks to broad,

suniny bnches, the aeon. s 1o have it all in ona, neal package,

417200177

Birding Guide

A great place to ignite
your birding passion.

Just south of Tampa
Bay and removed
from che husele and
bustle of much of
Florida, people have
discovered their
love of birding, The
Bradenton Area is
home to fascinating
native,as well as
rare species, and
may be one of the
best areas in the state
o visit and sight cach
one. The area provides a

Anna Maria Island
Longboat Key

place where you can easily
and quickly leave the urban
world behind, and within
minutes find yourself immersed
inco nacure’s wild side.
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of Yowr shot.

Incentives - Bayond those
eftarnd by tha State of
Flerida, your production in
jorlanpw Bl /0 Days
ehgitsle for incantaes up 1o .
emmenahiily Of Sunshine
Sow tha Beadonton Arva Film E; 4
Commission for detals. Near-perfect, year-round
waather lets you plan with
fewer contingencies.

“The area's many parks and preserves offer casy access

o great birding locations, and many offer facilities
perfectly planned to give you sightings of che ared' unique
populations, The Bradencon Area i also home o several
locations of

the Great

Florida Birding

and Wildiife

“Trail — the staés 2,000
mile,self-guided route of over
500 birding and wildlife Tamp
viewing sites throughour  Bradenton ®
Florida. And theres one Area

more bonus: the area s also

a haven for observing rare migratory species

as they make seasonal scopovers along Florida's
Gulf Coast.

So don your hiking boos or sneakers, pick a crail, reach for
your binoculars and let your soul soar.
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International Online Banners
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FLORIDA'S WEST COAST

www.BradentonGulflslands.com

To view this TV spot, go to:
http://bit.ly/AquaBroadcastSamples
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WEST PALM BEACH

“Business. Life. Balanced.”

Program Synopsis

The City of West Palm Beach is the oldest large municipality in the South Florida Metropolitan area, and had long
been known for its history (including the City’s plotting by industrialist and railroad magnate, Henry Flagler) and
city attributes attracting residents of substantial wealth. In recent years, however, following the de-urbanization
of the city’s central core and the recession, West Palm Beach found itself on a slow road to recovery, with its
economic vitality depending more and more on economic development.

Situation Overview

To date, the City had not attempted to purposely brand or establish itself as a defined offering to potential
businesses or industries considering relocation. However, with research indicating an imminent and major influx
of visitors in the next five to ten years, a recovering downtown core and new administration making economic
development a top priority (including the appointment of a Director of Economic Development), the City set out
in search of an agency with proven success in economic development, branding and destination marketing

to develop a new brand representative of the City and spearhead the definition and rollout of an integrated
economic development marketing plan. Aqua was selected through RFP over multiple local and national firms in
contention.

Audience

To ensure city-wide acceptance and support of the economic development brand and its successful roll-out,
Aqua first focused on residents, businesses and stakeholders residing in the City to ensure buy-in. It next
identified businesses in the financial industry located in markets of lift as top targets for the external plan.
The second year of the plan is designed to focus on another important industry to the City: Marine.

Objectives
Aqua set out to:
Combat the recent resistance to development in the City
Obtain input from key stakeholders including government officials, residents and area developers
Renew passion and initiative, streamlining area development
Build on momentum while honing and refining the City’s efforts to revitalize and restore its economy
Establish a competitive position within the state and nation
Unveil the first economic development marketing brand for the City
Highlight important entities (e.g. the airport, downtown)

Determine the City of West Palm Beach'’s business targets and efforts required to lure specific business
types to the area

Devise an integrated marketing plan for the City and the implementation of its new brand

Assist the city in attracting and retaining new businesses through the rollout of the plan
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Aqua understood that although brands may be expressed externally through various marketing and
communication, a true, solidly rooted brand will be understood internally and expressed locally as well.

As such, Aqua’s strategy was to first create a brand around which the community would rally, focusing on the
delineation of distinct (and important) districts within West Palm Beach, and uniting businesses with a
common direction and goal.

Next, it would identify the most impactful economic drivers / targets for the City and utilize marketing and
promotion of the brand to attract businesses in these important industries to the city: finance and boating.

Tactics
In order to establish the City of West Palm Beach’s economic development brand, Aqua first unleashed a
comprehensive process that included:

Evaluation of current brand and market position
Interviews with internal stakeholders
Community attributes assessments

Assessments of the City’s infrastructure and economic drivers (e.g. public transportation, airport, health,
etc.)

Formal research and competitor research

Review of the history of partner participation and key targets

After Aqua completed the discovery period and determined the City of West Palm Beach’s business targets and
efforts required to lure specific business types to the area, Aqua unveiled Economic Development Branding:
“Business. Life. Balanced.” It also provided the City with a brand definition, brand guidelines, messages, targets,
a logo, tagline and suggested usage and more— all unique from the competitive set. The brand integrated
seamlessly with and encapsulated the economic development initiatives and efforts already in progress. The firm
also assisted West Palm Beach Mayor Muio with its introduction.

Aqua then got to work rolling out the new brand and ensuring internal adoption, beginning with the
establishment of an important economic district found within the City: its financial district.

First, to delineate the Financial District and ensure its continued growth to draw businesses from afar, Aqua drew
from geographic boundary and the historical significance of its namesake, naming the district after American
industrialist Henry Flagler, and then provided solutions for the physical demarcation of the Flagler Financial
District. This included the design of a logo and the creation of place-making devices including, ground level
monuments, sidewalk displays, community art and pole banners.

Results

After it saw universal adoption of the new brand, the immediate success of the Flagler Financial District and a
positive impact on the downtown core, the City of West Palm Beach saw something unprecedented take place:
the acceptance of the economic development plan as the overall city brand.

With the completion of the City’s economic development brand and the subsequent creation of the Flagler
Financial District, and after aiding in achieving City-wide buy-in, Aqua was next tasked with the development
of an economic development marketing plan, complete with marketing, public relations and social media
components all designed to attract important targets to the City.
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WEST PALM BEACH

Business. Life. Balanced.”

SM

Logo

Palette Elements and Use

bd Palette Elements and Their Use

-3

WEST PALM BEACH

e is used effctively.

ing alone versus n comparisn.
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BRAND STANDARDS MANUAL

PALM FROND

OCEAN BREEZE

BANANA
KEY LIME

SKY BLUE
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.

West Pl s, Florc sand tandards | 12|

Economic Development Logo

Citys waterfrontlocation.

tothe name.
“Business.Life. Baanced:”

Logo Use

1. The thvee circes with dvided colors.
2. The letters "W P*and 8" centered among their circles.

3. The Cityname i the font, Agenda Light.

@R

WEST PALM BEACH

mark (SM) s shown atal imes, i every use.

West Pl Beach,Florids Band standards 13|

West Palm Beach Branding Guidelines

@R
WEST PALM BEACH

Business. Life. Balanced™

Stationery Package

401 CLEMATIS STREET
WEST PALM BEACH, FL 33401
561.355.2001

Loe i

WEST PALM BEACH

Business. Life. Balanced™
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Headline Goes Here.

Subhead goes here!

Powerpoint Templates

MR

WEST PALM BEACH

Headline Goes Here.

Subhead goes here!
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WEST PALM BEACH
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ﬁ FINANCIAL
DISTRICT

THE DISTRICT  RELOCATION  CITY OVERVIEW  DISTRICT PARTNERS CONTACT Q
A et of Ponnitilitien

“One of the top 25 Cities
to do Business in America”

- Inc. Magazine

DISTRICT ADVANTAGES. INCENTIVES TOP REASOMS.
LOREM IPSUM DOLOR SIT AMET, CONSECTETUR adipisicing elit, sed do eiusmod tempaor nﬂ
Immumnmgammmam It enin i, quis ullamen A
laborks nisi ut aliquip Lorem Ipsum dolor sit amet, consectetur adipisking elit,

sed do elusmaod tempor Incldkdunt ut labore et dolare magna akiqua. Ut enim ad miném venlam. WEST PALM BEACH

DISTRICT NEWS .

Lorem ipsum dodor sit amet, consectetur
adipisicing et sed 80 eiusmod

Tempor inckdidunt ut labore et dolore magna
aliqua ut enim ad

Minim veniam, quis nostrud sed exercitation WEST PALM

© READ MORE

... aﬂlilmd I MorganStanley SANDPOINTE uc

Responsive website for
The Flagler Financial District,
The City of West Palm Beach, Florida.

www.FlaglerFinancialDistrict.com S C A
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Mayor’s Breakfast and Brand Reveal

FLAGLER
2R FINANCIAL
L S8 DISTRICT

ity of West PalmB each

FLAGLER
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DISTRICT

Flagler Financial District Placemaking
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“One of the Top 25 cities
to do Business in America’

— Inc. Magazine

INVIGORATING ARTS AND ENTERTAINMENT SCENE The exciting metropolitan center of the Palm Beach
region, the City of West Palm Beach has all the
SUPERB RESIDENTIAL CHOICES AND LIVABILITY right ingredients for business success: a welcoming
supportive community, a pro-business government,
and lower costs of doing business than other
EASY, RELAXED COMMUTES areas of the country. Near-perfect weather, easy
- commutes, a rich cultural environment, and small-
GREAT WORKFORCE IN PLACE town feel combine to create South Florida’s most

relaxed, refined and vibrant lifestyle.

ENERGETIC URBAN HUB

)P

WEST PALM BEACH

Come see for yourself. For your personalized information
package, contact Chris Roog at: 561.822.1416

BusinessLifeBalanced.com

Branding Ad
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Business.
Life.
Balanced™

WEST PALM BEACH WEST PALM BEACH

FLORIDA
FLOCRIDA

WEST PALM BEACH
FLORIDA

Online Banner Advertising - Animation links below
http://welcometoaqua.com/WestPalmBeach/Profits 160x600/index 160x600.html
http://welcometoaqua.com/WestPalmBeach/Profits 728x90/index 728x90.html
http://welcometoaqua.com/WestPalmBeach/Profits 300x250/index 300x250.html
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“Florida’s Last Paradise.”

By almost any measure, efforts on behalf of Naples, Marco Island & the Naples @

Everglades are considered some of the most successful destination

marketing efforts in the state. Starting at virtually zero, the destination Marco ISIand
soon surpassed its peers in all measures of visitation success, and then _:N,Wv'
became consistently recognized statewide as well as internationally for its

advertising/marketing efforts. Everglades

PARADISE COAST™

Background

Initially, the destination had no unifying destination brand or image.

No clear message strategy had been established for the destination. Its media strategy was scattered,
spreading meager funds across far too many markets. And unfortunately, in comparison to its competitive set,
the destination was substantially underfunded.

Recommendation

The recommendation was to establish a distinct, competitive brand for the destination, allowing it to stand
apart from its competitive set, as well as to define itself uniquely within the state of Florida. The message
strategy was to continually present a strong positioning message, stating the destination’s strong differences
from it competitive set while enticing the visitor with brand-appropriate imagery of highly desirable and unique
experiences. The initial media plan dropped several traditional markets for the destination and concentrated
media to origin markets of the highest, most likely return.

Execution

Through careful research and planning, the destination was strategically positioned as, “Florida’s Last
Paradise” — setting it apart from the rest of the state. The area was branded, “The Paradise Coast” — for the first
time branding the general geographic area of the state. Media was pulled from traditional out-of-state markets
and concentrated heavily in southeast Florida — a market of visitor origin that had shown a strong, historic level
of visitation to the destination.
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Examples of Final Brand Expression

Big Morgan Isiand — 632 pm.
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Taking nething éut memories.
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f
“Florida’s Natural Choice.” SEMINOLE COUNTY
Seminole County, Florida lies immediately east of Orange County/ Florida’s Natural Choice

Orlando and is one of five counties ringing the Greater Orlando Metroplex.

An area considered “North Orlando” by many, the County offers accommodations and theme park proximity

at lower prices on its west side, but moving east offers a vast area of natural wilderness. Beyond the theme
parks, the area offers abundant boating and fishing, superb canoe and kayaking, and great opportunities for bird
watching and wildlife viewing. The County is crisscrossed with one of the most extensive trail systems for hiking
and biking in the country.

In 2009, the Convention & Visitors Bureau sought to re-consider its brand and how it was going to market. It
hoped to more strongly define a unique position within the state, and one that would work more synergistically
with Orlando.

To that end, a period of discovery ensued, considering:

The destination’s promotional history An inventory of the destination’s various visitor

A . L activities and attributes
Its visitation history and visitor travel patterns

] o ) A re-examination of its competitive set
An inventory of the destination’s properties

An in-depth analysis of its visitor profile

Data for the assignment was acquired through CVB staff, Visit Florida, and meetings with area properties.
As part of the in-depth analysis of the visitor profile, target market primary research was undertaken in the form
of qualitative focus groups in drive markets throughout the state.

Discovery Results

Through research, discovery and dialogue with the client, it was determined that given the destination’s budget
as well as travel patterns and visitor expectations within the Central Florida area, the overall marketing strategy
would be to primarily target the in-state drive market. Research determined that Florida residents were familiar
with the Orlando area, and very willing to look beyond it for something different.

Additionally out-of-state visitors to the area were open to spending part of their vacation time somewhere
besides the theme parks. Third-party research also revealed that a huge increase in interest for both “green” and
“nature-based” travel.

Brand Definition

Given the destination’s immense natural offerings within close proximity to Orlando, as well as the in-state drive
market mostly escaping urban areas during weekend travel, the area was positioned as offering easy access to
experience the outdoors, nature and wildlife.

Positioning Line and Brand Expression

Capitalizing on an existing line for the County, and paying off through strong brand expression, Seminole County
was offered as “Florida’s Natural Choice”, with dramatic scenes of wildlife and outdoor adventure available in
the County, mere minutes from urban sprawl. Potential visitors were invited to escape the rest of Florida and
discover exciting outdoor adventure, through a brand expression that contrasted the “usual” expected Florida
destination with Seminole’s exciting offerings.
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“Come make memories.” AM ELIA\\EISLAND
[m ] R | D A

F L

Amelia Island sits off Florida’s northeast coast. A true island

accessed by bridge or boat, the destination is graced by a slow

pace, exudes southern charm and is the only place in the U.S. that has been under eight different flags. Two
large properties, the Ritz-Carlton and the Amelia Island Plantation share offerings with a several charming
B&B’s and a few small mid-sized properties.

In late 2007, the Amelia Island Tourism Development Council, set forth to re-examine the Amelia Island brand,
and to ensure that its brand was carefully defined in the marketplace.

To that end, a period of discovery ensued, considering:

The destination’s promotional history An inventory of the destination’s various visitor

Its visitation history activities and attributes

An inventory of the destination’s properties A study of its competitive set

An in-depth analysis of its visitor profile

To acquire the data and information, a variety of methods and activities were engaged, including:

Meetings with management staff of area “Town-Hall”-type meetings open to the industry
properties and public at large
Touring area properties Meetings with the Tourist Development Council

Visiting on-island attractions/attributes

As part of the in-depth analysis of the visitor profile, target market primary research was undertaken in the form
of qualitative focus groups in markets of lift and drive.

Discovery Results

Through research and discovery, it was determined that Amelia drew a strong drive market from the southeast
U.S. heavily composed of couples, families and reunions that returned to the island often, over and over again.
To them, the island was their own and a special place of memories.More than other destinations, Amelia
Island represented the opportunity for a distinct “break” from life for its targets. An island separated from

the mainland, an ambience from another time, a distinctly different environment, activities unlike elsewhere
(such as horseback riding on the beach); allowed the visitor to transcend everyday life in a way rarely found
elsewhere in the country.

Brand Definition

Given Amelia’s great return visitation, and to capitalize on a primary motivation to travel, Amelia Island was
positioned as a destination where great moments can be treasured like none other — a place that offers
experiences that stay with you, creating the memories of a lifetime.

Positioning Line and Brand Expression
Potential visitors were invited to, “Come Make Memories”. A distinct color palette was developed for the
destination, and the visual feeling and tone of communication radiated a sense of timelessness.
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Guy Harvey Outpost
St. Pete Beach, Florida
“Get Out There”

Master marine wildlife artist, scientist and conservationist

Guy Harvey has devoted fans around the globe for his distinctive artwork and
adventure-themed fashions and accessories. In extending his brand into the
hospitality industry however, the company had little experience in attracting a

OUTPOST

clientele broad enough to sustain a successful resort operation in a major market. A 1adetinar~ BEACH RESORT

Background

Aqua was tapped to market the first Guy Harvey Outpost resort property in the United States. Located on St.
Pete Beach, Florida, the hotel needed to remain faithful to the Guy Harvey brand, promote water sports and
adventure-themed activities, yet compete in a competitive marketplace for visitors seeking the benefits of a
traditional Florida vacation.

Recommendation

The recommendation was to effectively communicate the Guy Harvey brand in all external marketing efforts,
while representing vacation experiences that appealed to the greatest number of potential guests. Rather than
focusing heavily on diving and marine conservation — which connect to a narrower market segment — Aqua
developed a brand message that encouraged vacationers to “Get Out There” and experience fun-filled Florida
outdoor activities like paddle boarding, surfing, shelling and fishing.

Execution

Because of the strong visual component of the overall Guy Harvey brand, the graphic approach for branding
the resort drew significantly from his distinctive artwork. Aqua created a comprehensive marketing campaign
that included print advertising, direct mail, email marketing, collateral, and radio and television advertising.
Photography developed by the agency conveyed a well-defined sense of adventure consistent with the Guy
Harvey brand while strongly positioning the resort against competitive properties along Florida’s Gulf Coast. In
addition to outreach resources, Aqua also further communicated the brand on-site with everything from identity
programs for the resort’s restaurants and retail outlets to signage, door hangers and stationery.

Result

Through comprehensive a comprehensive branding program, Guy Harvey was able to successfully launch his
themed resort concept in the United States. Strong reservations activity has been generated from Guy Harvey
specific media outlets along with the general marketplace.
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! othing renews your
spirit like being on water.”

Guy Harvey Outpost -
Full-Page Branding Ads

“I'll give you an adventure,
not just a beach vacation.”

listening to the water

over th ico. Relax i

ing N
Ready now to get out there? The new Guy Harvey Outpost is a resort experience like 5
e Sy S e/ ey A (Ztdadetinds— BEACH RESORT

91° 43 559194” -82° 4 4811047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com

Discover a whole new way to vacation with master marine wildlife artist, scientist
and uy Harvey. Experience Florida flts fishing at its extreme.
Fish offshore for big game, or swim with manatees. Learn to surf on jet-powered boards
o strap on a jet pack and fly over the Gulf of Mexico, At the end of the day, you find
libations, great dining, even a relaxing massage. The new Guy Harvey Outpost is a resort
experience like no other Ready to get out there? Guy's ready to take you there.

Aadderdinds- BEACH RESORT

91° 43 559194 -82° 4 4371047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com

Experience a whole new way 1o vacation with master marine wildlife artist, scientist
and conservationist Guy Harvey. Take a guided walk along our world:-class beach.
Discover the mysteries of ocean life in a single tidal pool. Fish the cradle of Floridas
‘magnificent Gulf of Mexico, Learn to dive or surf on jet-powered boards, or strap on a
jet pack and fly over the Gulf of Mexico. Relax in our sparkling pools and dine overlooking
our beach. Ready now to get out there? The new Guy Harvey Outpost s a resort

experience lie no other, and Guy's ready to take you there. A 2

910 43 559194 -02° 4¢ 4871047

St. Pete Beach, Florida | 855.Guy Harvey | www.GoGetOutThere.com
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“Surprising St. Pete”

For decades, St. Petersburg was perceived nationally as a dated, s T

nondescript community populated by wintering senior citizens loitering on

the city’s iconic green benches. The area was a regular punch line during

monologues on late night television shows. And unfortunately, local and regional residents largely accepted that
national perception. But in fact, the city was experiencing a genuine renaissance, with trendy eateries, lively

entertainment venues, professional sports teams, intriguing museums and world-class attractions just waiting to
be discovered.

St. Petersburg launched a campaign to define the city as a vibrant, current place to visit, prove that the city has
much to offer, and dispel assumed perceptions about St. Petersburg. Initially, there was a thorough review of
the market situation, competing entertainment/dining/retail areas, and the city’s assets and attributes. After an
analysis of that review, a new brand was created, positioning the community as “Surprising St. Pete.”

Rather than attempt to communicate broadly about the varied neighborhoods throughout the area, it was
determined to focus on St. Petersburg’s revitalized downtown, and allow the “halo effect” to enhance
perceptions of the greater metropolitan area. To prove that downtown was genuinely surprising, extensive efforts
were made to identify unique and undiscovered experiences that could be highlighted along with downtown’s
well-known entities.

The brand was fully expressed — including tagline, logo, graphic design and messaging — for use in all media. A
comprehensive campaign was developed that was executed in print ads, broadcast commercials, new website,
public relations, and well thought-out social engagement plan. In addition, a partnership program was developed
to educate downtown businesses on the city’s marketing program and motivate them to actively participate and
contribute to ongoing promotional efforts.

The “Surprising St. Pete” campaign was successful in raising the profile of downtown St. Petersburg to city
residents and the broader Tampa Bay area. Visitation increased significantly for restaurants, entertainment
venues and attractions. In addition, the city government leveraged the strategy and campaign elements to
support efforts of the local economic development council.

Services Provided:
Marketing strategy

Regional positioning strategy vis-a-vis alternatives
Advertising

Public Relations

Website Development

Social Engagement Plan
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City of St. Petersburg, FL
Full-Page Branding Ads
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Destin, Fort Walton Beach, Okaloosa Island, Florida

Aqua became the agency of record for the Emerald Coast Convention
and Visitors Bureau in December of 2016 following an extensive pitching

process. Even before conducting the Discovery process, it was apparent DESTIN

that the destination needed a better, more geographically defined brand FT. WALTON BEACH

name than its current, “Heart of Florida’s Emerald Coast.” OKALOOSA ISLAND
FLORIDA

Aqua conducted an in-market Discovery in March of 2017, and visited

local attractions and restaurants, experienced area activities, and explored the destination similar to how a
visitor would. Following the Discovery, during which Aqua leadership met with Key Stakeholders, the need for
brand review and redirection became the main focus of both Aqua

and the CVB.

At the time, the destination was going to market as the “Heart of Florida’s Emerald Coast”. Unfortunately, while
the name “Emerald Coast” was once unique to the destination, it had been adopted by other counties and
communities along Florida’s Panhandle, including direct competitors. While adding “Heart of” further defined
the brand name to a specific region, it wasn’t enough to place the destination geographically in Florida. It has
been Aqua’s experience that destinations attract more visitors when their brand name contains at least one of
the major communities that make up the destination. This is due to how potential visitors research destinations
before making travel plans, and to ensure the destination Brand was included in search results for cities in and
around the area.

In this case, there were three major communities to consider, Destin, Fort Walton Beach, and Okaloosa Island.
Through conducting focus groups, Aqua discovered that Destin had the most name recognition among
potential visitors in Columbus, Ohio and Atlanta, Georgia. While the names Fort Walton Beach and Okaloosa
Island had little to no name recognition, their inclusion was recommended because of the words “Beach” and
“Island” and the connotations associated with them.

Therefore, using conclusions made from the Discovery process, studying the comp-set, past agency
experience, and third-party research, it was determined the destination should be rebranded as “Destin, Fort
Walton Beach, Okaloosa Island.” This more definite branding is used in both copy and visual representations of
the Brand, and across all media channels. Following client feedback, the visual presentation of the brand was
further defined to include both the “Destin, Fort Walton Beach, Okaloosa Island” logo as well as a simplified
“Emerald Coast” logo. This informal branding process resulted in new logos, a new color palette and a new
layout for print and digital advertising.

Since Aqua’s involvement in the marketing efforts for the destination, Destin, Fort Walton Beach, Okaloosa
Island has experienced an enormous increase in tourism traffic and visitor dollars spent while in the market.
This increase in visitation is most predominantly illustrated by a 22% increase in bed-tax revenue over the first
twelve months. Even more impressive, for fiscal 2019, November 2019 tax collection was up a remarkable 51%
over November 2018.
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TV Spot
http://bit.ly/AquaBroadcastSamples
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HTML Banner Ad — 300 x 250

Y
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d. Provide explanations and samples of how the team approaches group sales marketing for a destination or
travel product.

As destination marketing specialists, Aqua has years of experience in group sales marketing for destinations and
thoroughly understands how to reach and convert planners into attendees. The agency’s experience includes the
meetings and events markets, executive meetings, association, SMERF, sports marketing and convention center
and meeting venues marketing.

Fundamental to our philosophy on how to approach meetings/group marketing is the belief that, as with the
leisure consumer, we have to sell and offer the destination. We believe that a meeting or group event can be held
anywhere, but the environment beyond a meeting’s four walls defines and sells the destination as a meetings
location. And as with all destination marketing, group marketing has to reflect the destination brand.

In working with destination clients, Aqua becomes part of the sales team, and is able to plan and execute group
marketing tactics turnkey — even attending destination sales marketing events with clients as well as organizing
and executing direct sales missions for clients.

In approaching a new destination client, the agency does all the standard due diligence and discovery as it
would other aspects of CVB marketing: determining meeting venues and infrastructure, history of how the
destination has approached sales, history of who has attended the destination and who currently is contracted,
etc. After analysis, the agency typically works with the client to identify targets and events of highest return,
then rolls out new programs and tactics to reach and convert those targets.

The development of sales materials and tradeshow environments

Sales mission planning and execution

FAM tour planning, organization and execution

At-distance sales missions, including Virtual Trade Shows

Sales training and development of strategic “talking points”
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850-651-7647

Emerald Coast Convention Center,
Destin, Ft. Walton Beach,
Okaloosa Island, FL
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Bradenton Area Meetings Photography
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For more information, call 941-722-3244. BradentonAreaConventionCenter.com

Bradenton Area Convention Center, Manatee County, FL
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Florida’s Natural Choice

Seminole County Branded Tradeshow Booth
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Bradenton Area Branded Pop Up Tradeshow Display
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Powel Crosley Estate, Manatee County
Branded Event Sales Kit and Inserts
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E Fowel Crostey, Tr.
&\ W a)eo%/mﬁ Inventor, industrialist, & &ntrepreneur.

“ at the
Powel Crosley, Jr. was an American

inventor, industrialist, and entrepreneur
and the designer and first owner of Sea

Congratulations. Not only on your upcoming wedding, but also on finding its perfect
location: the historic Powel Grosley Estate.

many “firsts” in consumer products,
and especially in broadcasting and
automobiles, Crosley was a close
Imagine your event amid the grandeur of a bygone era. You and your guests wil walk n the friend of neighbors John and Mable

footsteps of the titans of America’s Roaring 20s, as your event creates a history all its own. Ringling.
s is where fairytales come true, in the area’s most impressive venue, on the shimmefing
shores of Sarasota Bay. With an output and genius frequently

compared to Thomas Edison, Powel
Here, every view offers stunning scenes, creating picturesque memories of a lfetime. Crosiey i eatedivey sopadiand
Whether your guest lst is 20 or 1,000, you'l ind the Crosiey easiy adapts to become the I e ]
your guest list is AN, asily - products and inventions during his
perfect setting. Indoors, outdoors, from intimate dinners to gala weddings and receptions, i s e by e ]
all you need for the perfect affair is allin one place. as the first mass-produced consumer
radio. Yet Crosley’s inventiveness also
Come discover the area's most impressive venue and all you need for the most perfect established a range of appliances,
event possible advances in automobile engineering
and the invention of lighting for
nighttime baseball.

PowelCrosle

Lagout & Roptal Information

First Floor 1st Floor
Basic Rental

$2500 | Monday - Thursday | Noon - 11pm
$3500 | Friday or Sunday | Noon - 11pm

$4500 | Saturday | Noon - 11pm

1st Floor & Bayside Lawn ot e
Full Rental asqF. 468
Ceilng Height 12
e 4
$3200 | Monday - Thursday | Noon - 11pm o
$4200 | Friday or Sunday | Noon - 11pm 32
2
$5200 | Saturday | Noon - 11pm
2w xaw
1056
! 24
‘ Rentals includes all public areas on the 1st & 2nd floors, six restrooms (upstairs & down), patio & paviion 5 150
5 = 60
- Banquet Seating 72
Boardroom Seating 40
BUS‘HCSS MCCT\HQS Dimension WxL 19'x 24"
Avasa. Rt 456
$500 | One room non-exclusive use of the estate between 7 am - 11 pm | & Hours Max .
Available 4 months in advance of event date, excludes Great Room. m;“ﬂvhed‘;w
$1000 | Exclusive use of the estate between 7am - 11pm | 8 Hours Max Classroom Seating

Banquet S

ng
Boardroom Seating

Available 4 months in advance of event date.

Dining Room

Ao
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1. Indicate how the team will handle account management of the annual advertising budget, including creative
production, digital production, and media placements.

Aqua prides itself on strong account management including thorough account planning. Every one of the
agency’s accounts is managed through an Annual Plan constructed through the agency’s initiation and guidance.
The plan takes into consideration research, overarching strategy, client goals and objectives, budgets, timelines
and more. Plans are typically fully integrated (Advertising, Public Relations, Social Media, Digital and more),

with budgets assigned per agreement between client and agency and reflecting the annual estimated costs of
execution per each marketing component. All plans reflect specific tactics and costs. For most clients, Aqua
recommends multi-year planning with an Annual Review, providing a more balanced, forward-thinking approach
to planning.

The agency has in effect a number of account management processes and controls to ensure clear
communication between client and agency as well as the careful management of all assignments, including
budgets and timelines.

1. Clear definition and agreement on goals, objectives and outcomes.
Before we begin work for any client, whether a single project or the overall
account, the agency believes in taking the time to work with the client to
determine and agree on what is to be achieved, why it is to be achieved, and
how the effort will be reviewed and evaluated.

2. Input and discovery

Aqua believes that clear input and understanding is necessary for the agency
to do its best for each client. The agency believes in diving in deep and
understanding client histories, specific problems that need to be overcome,
client philosophies, competitive issues, the client’s targets, the political
environment and more. Clients should expect that the agency will engage a
formal Discovery Period, reviewing client’s promotional history, analyzing the
competitive set, conducting formal research, and putting ourselves in your
customer environment and experiencing the destination first-hand.

ssAqua

Client: [ Brad: VB
Refe

Job Number: | BACVB-0219-16 | ;i
job Title: | Co-Op Digital Guides - Ay
TIMELI

Copy/Content Roughto Feedback/
e wa [ 15|

Copy/Content Rough to
Ly N/A | ges 2/16 | Traffic Out: 2/21

MEDIUM:
Print. I [ Digital } X

[ Broadcast:
[Other: I
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3. Documentation and clear, consistent communication

Clear and consistent communications are a hallmark of the agency and the core of any good relationship.

The agency believes in setting up planned formal systems for communication with clients and is careful to
document all meetings, expectations and outcomes. The agency believes in planning specific meeting times on
a regular basis, with client approved agendas, and suggested topics for upcoming meetings. Additionally,

if issues need to be clarified or reviewed, the agency takes the

initiative to reach out to clients, vendors and others and act as a

facilitator. Usually within 24 hours of any meeting or contact, the s AQua

agency issues a Meeting Report documenting the client/agency -

discussion and recording the meeting outcomes. The agency also m:,i’ff“"”wmm -

is careful to create written plans, budgets, planned review dates

for work, creating a clear path for progress and documenting all e e e -
agreements. ot )

2. Agponcy peasensid nama st ungin sptcns. Chent bl choss 13 making 8 decaion, bt
et Ageecy Eronms adtonsl sherabees g s’ e 8 gt of e

] s s e
puboatiorns. Upon recspt Agency wil connect wih Chest I v counts, costs and

ponaity o

4. Planned, consistent meeting times el i
Aqua believes in planned and consistent meeting times with clients. T '
Meetings encourage clear communication, and when planned on a (S
regular basis at specific times, allow work and issues to be handled

in an organized fashion. Aqua prefers meeting in person, but can also

facilitate at-distance meetings using Skype, FaceTime, GoToMeeting

and other methods. With most clients at a distance from the agency,

Aqua has developed strong abilities to make at-distance meetings

easy and effective.

5. Specific, assigned personnel

Aqua believes that assigning the right staff and keeping them in place for a client provides consistent, effective,
efficient service over time. All client teams are headed by a dedicated Account Executive who is responsible
for the overall account function and for marshalling all agency services on behalf of the client. In addition, the
agency utilizes an experienced Traffic Manager/Client Planner who ensures that work is initiated and produced
on time and within budget.
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6. Timelining of every campaign,
and all project components and
initiatives

From the simplest project to an

entire Annual Plan, Aqua believes

in timelining as an essential part of
assignment management. Timelining
details the specific actions to be taken,
and assigns a defined due date to all
necessary actions/deliverables. It also
helps the client know in advance when
important client review points may
occur.

7. Client review at key project
milestones

Aqua knows and understands that
projects will be more successful and
run more smoothly and efficiently for
all involved when key review dates
are established for the client. Whether
budget review, creative milestones,

or post analytics, Aqua makes sure
clients are “in the loop” without having
to ask. Furthermore, the agency does
not proceed without client review and
approval.

8. Budget management and reporting
As good stewards of client funds,

Aqua is careful to define budgets

in advance of doing work, and on a
regularly scheduled basis provides clear,
consistent reporting as to how funds are
used and to the budgetary status of the
account.
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Project Timeline

Wk1 ' Wk2 Wk3 Wk6  Wk7

Wk4  Wk5

Internal Audit
Analysis of current brand
Attributes assessment
Promotional history
Search/inquiry review
Stakeholders input/engage

External Audit
Past visitation review
Comp review/analysis
Past target patterns
Primary market research

Brand Planning

& Development
Past visitation review
Comp review/analysis
Past target patterns
Primary market research

Dissemination &
Adoption

External plan
Brand touchpoints plan
New partners plan
Brand maintenance plan

Mar 12

Wk8 | Wk9 ‘Wk10 Wk1l Wk12 Wk13 Wk14 Wk15 Wk16

Mar 19

Brand Finalization
Complute finalization and
billing of all Branding Assignmant

components 1o chent’s satidaction

Team Introductions
Introduction of agency pevsannel
Ietraduction 1o/between vendors
(Determmine roles, resporsibilities, and
reparting

Determine “Red Zone" Work
Assignment of immediate concerm
Assignaments between April 1 and Oct.1

Review and Finalize Plan

Goals, Objectives, Strategles

Set Anshytics and Reporting Plan

Ascertain budgets, allocations, timeframes.

Execution Plan
Review current media plans and schedules.
. and other
Obeain existing BACYD media and production files
Review and discuss Preferred Vendors
Notify media of agency’s AR status.

|
=
A
—
[

Froject C Budget Frojection of 31-Oct-12.x1s

:-AQU&

Mar 26 April 2 April 9

Client Budget Summary & Tracking

Prajuct € Rudgat Sumanary

PROJECT € Outside Services $150,000
Project Vendors and Tasks Amount Inveiced Date Invoiced
. Fien: Ty n I 2433658 s.»u.ﬁ‘
Szt name badges
pins and ribbons
Jayan Films and Productions - Telwvigien production gnd Stilly

it
Jayan Fims and Productions - Aadw Productin

§24,226.56 -
$L.875.00 30-Aug-12
$2,014.82 30-Aug-13

Convention Center

Branded gift itens

& Additional S1aM

1,000 adaitional Brand pins and nbbons

Theas 9x0 Tradeshow drapes

Wisit Florida visitor center Dusatrans

Branded Stationery Package for BACYE and sub-brands

WETV.Com video edit to create 15 for online use

Pizsh Vigtors Dualy Card 013 FIETISE
QR Tag assignmrant 014 22470
Irterior Cesigns application 010 26-Oct-12] 6,529.00
—_— Pren K& w/USB] 016 ki)
Ambaseador kit program w/USE and Partner decal =015 TBD
Sales Kits/Foiders -018 TBD
Ficliday Card/Gresting 0% TBo
Total Expenses to Date £96,047.13 52,342.94
Bud, inis 3 53 952.87 97,657.06
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2. Indicate research, overall business intelligence and tourism industry knowledge specific to destination
marketing organizations (DMOs) or a tourism product.

As specialists in destination marketing, with years of experience spanning eight different DMOs, including one
foreign country, Aqua’s staff is well versed in the industry and understands the ongoing intelligence necessary to
keep clients at the top of the field.

In addition, the agency has formalized its own proprietary internal program of market intelligence providing staff
and clients with ongoing analysis of both travel and marketing trends.

On an ongoing, regular basis; the agency constructs and directs primary research for clients, providing deep
insights into the visitation consumer’s beliefs, motivations, and reasons for travel. As specialists in Florida
destinations, the ongoing research provides deep insights into the Florida travel landscape and has provided an
existing understand of Broward/Ft. Lauderdale visitation as well.

Consistently, on an ongoing basis agreed upon between client and agency, the agency reviews each client’s
competitive set. Typically, the agency performs and reports the analysis on a quarterly basis, but no less than an
annual basis prior to annual planning. Reporting is provided in the manner dependent on client need and budget,
but usually takes place in formal meetings dedicated to reporting and providing the various written reports and
summaries necessary for clients to understand and review the competitive data.

On a constant and ongoing basis, the agency utilizes its substantial cadre of key industry contacts to acquire
competitive data, and to covertly monitor competitive activities. With a number of clients and client initiatives
across the state, the agency is able to utilize a substantial reach in the industry and leverage a myriad of
relationships to our clients’ advantage.

Additionally, it should be understood that as a firm specializing in destination marketing, Aqua is a member of
several key industry organizations, providing the opportunity to associate broadly and consistently with the
industry, uncovering various trends and changes, and to closely monitor a variety of destinations pertinent to
client intelligence.
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a. Indicate how the team can leverage value-added opportunities.

Aqua’s media team does more than accurately and efficiently target using the latest, most innovative tactics
available. It constantly seeks, sources, and negotiates some of the best value-added opportunities in the
industry.

At the heart of achieving incredible value-added opportunities, is the media department’s renowned negotiating
ability. The media department uses a number of proprietary tactics and media research tools to assure the best
ROI possible through each media outlet. And although all media is carefully selected and heavily negotiated,

all buys are also pushed for extra value. Overall, AQua negotiates media to meet all objectives and leverage

all budgets to include at least 45-50% in added value, defraying creative costs and ensuring that we provide
elements that allow for partner participation.

An example is a recent buy for one of Aqua’s clients:

1.

At the beginning the agency’s client-planning cycle, several media were invited to submit proposals
for the client, with the agency quoting one of the media initiatives with a budget set at $2 million.

The agency required submittals to include national exposure, co-branded custom content, a
sweepstakes component, strong online/digital exposure, events and live segments featuring the client.

ABC National submitted a proposal with all above requested elements, at which point, the agency
revised the budget to $1.3 million — a 35% reduction in budget. After negotiation by the agency,
ABC National kept all required elements intact as presented and met the revised budget of $1.3 million.

After further consideration of ABC’s proposal, the agency maintained that the submission was not as
aligned as it should be to reach the client’s need for a heavy-up concentration in prime and peak season
markets. The agency then negotiated heavy-up TV in spot markets (:30 brand television and :15/:15
vignettes) to increase client exposure. The 13 market heavy-ups included strongly rated, Good Morning
America and daytime programming including The View (not “rotators”).

The agency then cited the need for ABC’s event package needing to move to a larger event to increase
exposure. The package was then moved from a primetime TV program to the CMA Music Fest in one
of the client’s key markets, offering the ability to increase exposure at and during the event, and
providing the client with the opportunity to choose the country music artist associated with the event.
The association included production of an in-market segment produced by ABC featuring the country
music artist.

As part of moving from a regional mix of stations to true national exposure, the agency negotiated
increased exposure of the client through the use of ABC'’s live streaming app.

A sweepstakes package was negotiated into the proposal by the agency, further heightening awareness
of the client and encouraging online engagement and increasing direct traffic to the client’s website.
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Overall, the above added elements within the “reduced” budget parameters provided a strong National and
Regional presence, in-market events, sweepstakes and national and spot television through the year and is set
to deliver:

Table of Contents

3/21/2019

182,481,610 total impressions

Net CPM of $7.01 (Well under industry standard for digital)
Promotion and Events driving new awareness of the client
Client partner participation throughout the year

Creative development/assets included in the total cost of the package
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b. Indicate how the team would handle industry co-op advertising opportunities and leveraged media buys
and sponsorships.

Whether you’re asking 1. How the agency would handle any opportunity for the destination to participate in co-
op available to the industry at large, or 2. How the agency would handle your in-market partner co-op program,
Aqua is extensively experienced in both areas.

In-Market Partner Co-op Program:

Aqua’s staff has been instrumental in designing co-op programs that lead the industry and have been emulated
and adopted by several destinations around the state, including VISIT FLORIDA. For many clients, Aqua has
re-tooled the traditional DMO co-op program from the ground up, devised exciting new promotional
opportunities for partners, re-ignited market interest in co-op, and handled the entire program turnkey —

freeing clients of the detail, tedium and costs of running the program.

Unlike few in the industry, Aqua provides in-person sales staff for your effort along with an online sales portal
that has been praised by clients and partners alike for its ease of use.

The agency’s first step is to establish a sales and program baseline by examining your co-op history, the
offerings you typically make available to your partners, as well as analyzing previous sales tactics and sales
outcomes and response.

Aqua then looks beyond your historic offerings (particularly beyond traditional media buys) to develop and
recommend new opportunities allowing your partners to reach your targets as those targets consider your
destination. The agency considers any of a number of opportunities that may be available, such as unrealized
website monetization, sponsorships, inclusion in public relations and social media, content inclusion, co-
branding opportunities and more.

24 miles
of sardy shore

4 footprints
e by 4k

1 pa;ner

¥ AR count on

Emerald Coast Online Co-op Sales Portal

Welcome to the Emerald Coast Co-op Program!

wih the Emerald Goasl Comventio

The 2019 co-op plan is only avaiable 10 pariners of the Emerald Coast Corvention & Vistors Buresu. f you're already a parined, you

Thank yeu for pantnering sioe's Bureau ICVE). We are vory excited %0 be working with you to Bulomatcally got one free print ad and

igital ad 50 1t 15 Bma 80 1ot s know Your chaices! Ad

position Destn, F dostination. By becomng a CVE parner, you wil rocono appertunities | s us for nominal coats if you want mars oopor

BEdRoNal reach ANd SWSIGNOEE MeGArdIng YOUr DUSingss through our SIFAteGIC paid, ownad, Samed and sharsd meda intiatves. Through

1 in magazines such s Southern Living, Garden & Gun and Foad & Wire, on several

Reserving your partner co-op adverts
o and promotions o the CVB and across the CVB's social and PR platicems. -

imply browse and splect your placements irom the cfierings
ot the ke g .

o will then st aned cne of g

representativ on & first come, first served basia 0 donl let your opportunilies

Food & Wi Magazing - VISIT FLORIDA Saction Msy 2018 e
Order iotal: $3

PRINT - Food & Wine Magazin - VSIT FLORIDA Secion May 219 kserion

Pesce! & Wine Magashs

¥ o e s 00 TECWeRS 00 i b e ot et
I, commuriy 0 eat, ik, riartun and imves bese. Evory day and
Food & Wino Magazng - WISIT FLOBEIA Secton May 2018 - Bl
Order total: § 3 Mabence: 5% Feniale, Media Age of 50, 14 394 000
A

“ Creutmes 524795
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K¥.LA The Carsinas. WE.VA, TH, IL, TX
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Aqua then suggests new and invigorating ways to re-introduce your program to your partners, exciting the
market to participation. If deemed necessary, a range of sales promotional tactics are offered to spur attention
and drive sales. The agency can provide a full presentation of the program to your market including co-op
events, co-op opportunities sales materials, online store, in-person sales and overall program promotion. At the
beginning of the process, Aqua also provides sales forecasting for budgeting.

As with any third-partner involvement, media offering proposals or groups offering to provide partnership

or sponsorship opportunities are heavily vetted and negotiated by the agency, with the agency assuring
maximum value to the destination and partners. The agency would require third-party vendors to extend special
consideration of your destination, and along with offers of maximized value, provide exclusive offers not available
to others.

Throughout the process, Aqua is able to provide current, up-to-the-minute sales reporting, and in the end,
accurate and transparent accounting for the program. At the program’s end, the agency finalizes all transactions,
provides a complete accounting along with an analysis of sales and an overall analysis of program success and
areas of improvement for the future.

Reach Your Customers

Before They Arrive!
PERFECT
TARGETING

Target Your Customers Through I
The Emerald Coast Partner Program

Reach your potential customers like never before. Joining the Emerald
strategically placed, targeted marketing designed to reach our visitors -
before they arrive. This is a great way to gain a competitive advantage, EASY
attract more customers, increase sales, and drive profits.

SIGN UP
From presenting you at area Welcome Centers, to the destination 4
website, to inclusion in area Public Relations and more, the
Emerald Coast Partner Program offers you thousands in media
value for only a minimal investment. And with several levels
available, there are a range of choices and prices just right for you.

ESTIN
FT. WALTON BEACH

Simply Pick a Level and go to Market O Do AN

Platinum Plus , Emerald
ForLoding o

Bronze Silver  Gold  Platinum

H
Welcome Centers X x x X X
Websites x x x x X x
Sweeps & Promos x x x x x
Visitor Guide X X X X
Email x x x
PR X X X
Shared Assets x x x 3 hours
ECCC x X from Gulf to Table
Co-ops X X oo
Training X X 4 courses

cosT $500 $750 $1,000  $1,500 $1,000 $2,000
VALUE $20000  $22,500  $23,000  $35,000 $35,000 $27,000

5 senses
delighted
© Easy Sign up at OkaloosaPartners.com

Emerald Coast Co-op Sales Sheet

Delight all your senses with an array of dishes featuring seafood only DESTIN
i ) FT. WALTON BEACH
OKALOOSA ISLAND
FLORIDA

EMERALD
COAST

EmeraldCoastFL.com

VISIT FLORIDA Annual Guide Co-op Opportunity

s
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Co-op Opportunities Available to the Industry:

As with any media buy or third-party purchase on behalf of the client, the agency always seeks added value and
the assurance of client opportunities that won’t be made to others. Due to the agency’s extensive contacts and
stature in the industry, the agency is typically made aware of opportunities in advance of others.

As with all third-party buys, the agency looks at several opportunities for the client and heavily negotiates

any proposal offered to the client. Those brought to the agency aren’t simply relayed to the client without
consideration of benefit to the client. The agency takes time to consider whether the co-op opportunity is of any
real value and whether it is a true “opportunity.”

Although the agency is able to source and acquire a range of media and sponsorship opportunities for clients,
the agency is also able to envision and suggest opportunities to the media or other partners, expanding the
number of opportunities for the client and driving co-op opportunities in the client’s favor.

VISIT FLORIDA London Market
Co-op Opportunities

S SANDSUNWINTERFUN.Com, A Seat.
o YouR FLORIDA HOLIDAY HAS ARRIVED. r@

Anna Maria Island |
Longboat Key |
Anna Maria Island PE——
Longboat Key [
Digital Outdoor Boards Digital Posters in Victoria Station
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Leveraged Media Buys:

Aqua leverages all media buys, for every client, through every media vendor. The agency’s ability to strongly
leverage all buys starts with a media department that’s known and respected by the media industry. When we let
media know what we’re trying to achieve for clients and what we expect, they sit up and listen. They know at the
onset of discussions that we expect to arrive at more opportunities, added value and greatly reduced costs.

For media to qualify for the agency’s RFP submissions, they must meet an initial list of added value requirements
across the media platform. Once the proposal is submitted, all “added-value” components are reviewed against
all other proposals. In all instances, a second-round of submission is then executed by the agency in order to
refine and ensure all requirements are met. Any additional buys made throughout the year must be included in
the “complete” budget and not as individual “lesser” dollar volume buys. This allows for incremental “added
value” opportunities. Additional leverage is also utilized after reviewing all final submissions from all vendors in
order to incorporate and negotiate opportunities uncovered across the RFP process.

A great example of our ability to extend client budgets is Okaloosa County (Florida’s Emerald Coast). Taking over
in midyear from a previous firm, the agency had a media budget of just $1.6 million. Aqua was able to negotiate
$1.1 million in total added value, bringing the budget to $2.7 million - increasing the spend budget by 68%.

The next year, with a full year’s budget of $4.2 million, the feat was repeated.
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Sponsorships:

Aqua strongly believes in the power of media sponsorships and uses them to strategically unite the client

with specific audiences. Sponsorships are incorporated within the overall annual plan and as with all media
opportunities, they are carefully evaluated and heavily negotiated. All sponsorship opportunities must conform to
and reflect the client’s overall marketing goals. Aqua never takes a vendor or partners’ estimation of value at face
value. The agency takes a great deal of time and effort to quantify sponsorship value, many times requiring the
vendor to provide third-party proof of valuation.

A great example of the agency aiding a client’s sponsorship opportunity is shown in the Bradenton Area’s
sponsorship of Pirate Fest in Pittsburgh. With Bradenton the home of Pirates Baseball Spring training, a Sister
City relationship between the two cities and plenty of direct flights from Pittsburgh, the CVB had decided to
target the Pittsburgh area for more visitation. Part of the CVB'’s increasing penetration in the Pittsburgh market
through advertising and PR, sponsorships where also a consideration. The CVB united with the Pittsburgh
Pirates to become a major sponsor of the team’s annual “Pirate Fest,” making a direct ask of Pirates fans to
attend Spring training in the area, and increasing awareness of the Bradenton/Anna Maria Island/Longboat Key
area throughout the greater Pittsburgh market. The three-day Pirate Fest event initiated Spring Training for the
team and was the beginning of season ticket sales.

The sponsorship package included a manned booth at the three-day event at Pirates’ Stadium (PNC Park), live
remotes and interviews on KDKA radio, drivetime and run-of-station spots during Spring Training and Regular
Season, Presenting Partner status at the team’s heavily trafficked Guest Services location, first-base rotational
signage, and premium placement in the team’s annual Yearbook and seasonal publication, “First Pitch.”

Although clients are always happy with the extra inclusions of a sponsorship and heavily negotiated costs, in
this case the Bradenton Area CVB had a bigger reason to be happy: Efforts directed toward the Pittsburgh area
moved the destination into becoming one of its top ten markets of origin.

e

First Base Rotational Signage in PNC Park, Pittsburgh

s
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BEACHES Rz, =
BASEBALL Annﬂﬁfﬁf{%ﬁf
BRADENTON et

Winter Home of the Pittsburgh Pirates BradentonGulflslands.com

streets and beachside bo

Tradeshow Booth Drape for Pirate Fest ) the freshest Florida seafood: O simply
ride ho k into tranquil bay waters.
Best of all,it's just four hours away
through Sarasota-Bradenton International
Airport. Learn more online now.

Bradenton
Anna Maria Island
Longboat K.

FLORIDA'S WEST COAST

RELATIONS

s B D RERY T ¥ R
. o - e 11 Bradenton
Bradenton, Anna Maria Island, Longboat Key fiiua L . LR

B une o e it e

Branded Guest Relations Room at PNC Park

s
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Sponsorships (continued):

Another great example is our recent Windy City Live promotion on WLS television, Chicago, for Okaloosa County
tourism (the “Emerald Coast”).

As part of the overall strategy to reach markets at greater distances and at times other than peak season, areas
of the upper Midwest and the Chicago metroplex were geo-targeted. After initiating the agency’s media RFP
process, Aqua selected the ABC affiliate WLS to work with the agency to develop a promotional sweepstakes to
reach the station’s extensive audience through multiple channels (besides live reach).

Offered deep in one of Chicago’s coldest winter’s ever, the sweepstakes promised the potential winner and 3
guests a trip to the client’s destination, including airfare and accommodations. Entrants were encouraged to visit
the abc7chicago.com/windycitylive website for promotion details and to enter to win, and to also “Check out all
the Emerald Coat has to offer” while on the website. Additionally, besides live segment and website promotion,
the station pushed the sweepstakes through its social media channels.

As part of package negotiations, Aqua obtained:

On-line drawing for the package

Promotional promos run during the live segment leading up to the drawing

An on-air live interview with the client

Repeats of show featuring giveaway segment (up to 6 times)

Live 5-minute segment during the show, promoting the Emerald Coast
In-studio audience provided “Emerald Coast” goodie bags during live segment
Co-operative mentions of in-market, destination partners

Opt-in inclusion for the client’s database marketing efforts

Client appearing live on Windy City Live, on ABC affiliate, WLS
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e 2.3 Media Planning and Buying
Sponsorships (continued):
Within just 5 days, the sweepstake received almost 2,000 entries, with more than 1,300 electing to receive more

information about the Emerald Coast and their participating, in-market partner. The opt-in ratio was 66% higher
than average for the program.
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== 3. Past Performance Evidence of Knowledge and Experience

3. Describe prime Vendor’s experience on projects of similar nature, scope and duration, along with
evidence of satisfactory completion, both on time and within budget, for the past five years. If Vendor
is submitting as a Joint Venture, then Joint Venture’s experience shall include the experience of Joint
Venture and each Joint Venture partner. Provide a minimum of three projects with references.

Vendor should provide references for similar work performed to show evidence of qualifications and
previous experience. Refer to Vendor Reference Verification Form and submit as instructed. Only
provide references for non-Broward County Board of County Commissioners contracts. For Broward
County contracts, the County will review performance evaluations in its database for vendors with
previous or current contracts with the County. The County considers references and performance
evaluations in the evaluation of Vendor’s past performance.

In addition to information requested on the Vendor Reference Verification Form, append the following
information for each project/reference:

a. List Firm’s project manager and other key professionals involved on the project/contract.
b. Identify if the project included any of the following:

i. Minority Demographic markets, including U.S. Domestic, African American, women owned,
LGBT+ and Latino markets.

ii. Provide description of the organization’s services, creative portfolio examples, and specific
account processes (e.g. contract structure, billing, communication protocols with vendor and
client, etc.)

iii. Indicate the company’s specific expertise in integrated marketing communications.

iv. I[dentify any examples of co-op advertising opportunities and leveraged media buys and
sponsorships provided under project/contract.

Given that governmental accounts — especially DMOs — are the agency’s areas of specialty, virtually all of Aqua’s
experience is of a “similar nature, scope and duration.”

As such, Aqua has been selected through RFP and contracted through multi-year agreements to perform the
specific tasks enumerated by your RFP, and more.

Such accounts aren’t “projects” that achieve satisfactory completion, but in-depth, ongoing client relationships
requiring the agency to simultaneously manage a large number of projects for each DMO and which all must

be completed on time and on budget. The best evidence of “satisfactory completion” is the multi-year re-
contracting the agency typically receives at the end of any contract period. Typically, once contracted, accounts
are re-contracted, even though going through RFP process to do so. As example, last year Manatee County,
after its first 5-year contract period, re-contracted with Aqua for 7 more years.

Per request, we have supplied the answers requested Vendor Reference Verification Form and are appending the
following information for each project/reference as follows:

s
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The Emerald Coast Convention and Visitors Bureau
Destin, Fort Walton Beach, Okaloosa Island

Okaloosa County, Florida DESTIN

FT. WALTON BEACH
OKALOOSA ISLAND

Contracted in 2017 after an extensive review of national firms, the
FLORIDA

Okaloosa County Tourism Development Council chose Aqua as its
marketing communications firm through an exhaustive RFP process.
Originally the client had issued an RFP that allowed for separate contracts for Research, Paid Media, Creative
Services, and Social Media. However, the County awarded Aqua all four contracts, assuring that the client could
be delivered services in an integrated, coordinated and comprehensive manner. It should be noted that at the
time of award, the client had experienced six different Executive Directors in the previous seven years.

Without a plan, research, or any communications assets in place, Aqua immediately went to work to analyze the
client’s needs, position in the market, and to create both an interim and long-term plan. Along with the plan, the
agency focused on establishing an ongoing program of visitor research, re-establishing the destination brand,
redeveloping the destination’s website, and creating the client’s photographic and video assets.

In just its first year, which included three changes in the Tourism Department’s Executive Directorship, as well
as a 75% turnover in TDC membership, Aqua’s efforts resulted in a 22% leap in tourism tax increases for the
County, with March of 2018 coming in at over 30% compared to the same period the previous year. For fiscal
2019, November 2019 tax collection was up a remarkable 51% over November 2018.

Throughout the period above, the agency managed all aspects of the client’s $6 million marketing budget and
utilized all marketing channels including Paid Media, Social Media, Public Relations and Creative Services.

Through separate RFP and contracting, the agency was recently awarded the Okaloosa County Airports
account.

Project Manager and Key Professionals Involved in the Project

Project Manager: Dave Di Maggio

Account Executive: Fran Vaccaro

Media Director: Pat Cote

Digital Media Director: Amber Coldren

Public Relations: Michelle Lenhart

Social Media: Krystina Lisi

Creative Direction: Thom Hart

Art Direction: Amanda Zdzierak

Copywriting: John Fisher
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The Emerald Coast Convention and Visitors Bureau (continued)

Minority Demographic Markets

Although not discriminating on the basis of race, ethnicity or sexual orientation, Okaloosa County does not
strategically target minority demographics, but targets per specific factors determined to drive economic impact
while demonstrating messaging that demonstrates openness and inclusivity.

Organization’s Services, Portfolio Examples, Account Processes

Organization’s Services

Aided by the agency, The Emerald Coast Tourism Department manages an $6.5 million media budget and
utilizes an integrated marketing approach, simultaneously engaging Advertising, Public Relations, Social Media,
Digital Communications, Online/Web Strategies and Promotions and more through a unified, coordinated brand
message strategy through all channels.

Creative Portfolio Examples

The resulting work, an ongoing, integrated annual effort has been recognized by VISIT FLORIDA’S Flagler
Awards as among the best in the state, and by HSMAI’s Adrian Awards as among the best internationally.
The work has been credited with aiding the County achieve a 22% increase in tourism tax collections in 2018.
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Destin, Ft. Walton Beach,
Okaloosa Island Visitor Guide

‘Heritage of the Harbor

~rimares.

Destln

Fort,WaIton*Beach_ /

Outdoor

s
Table of Contents se 207
3/21/2019 BidSync p. 219



Broward County Board of GEN2116476P1
County Commissioners

e 3. Past Performance Evidence of Knowledge and E

HTML5 Banner Ad — 300 x 250
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2 bottles 4 smiling
of sunscreen happy faces
DESTIN DESTIN DESTIN
EMERALD FT. WALTON BEACH EMERALD FT. WALTON BEACH EMERALD FT. WALTON BEACH
COAST OKALOOSA ISLAND COAST OKALOOSA ISLAND COAST OKALOOSA ISLAND

1 great
family vacation

DESTIN DESTIN DESTIN
EMERALD FT. WALTON BEACH EMERALD FT. WALTON BEACH FMERALD FT. WALTON BEACH
COAST OKALOOSA ISLAND COAST OKALOOSA ISLAND COAST OKALOOSA ISLAND
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DESTIN |
FT. WALTON BEALH WOME  MEDIAASHSTANCE  PRESSNNT  CONTACTUS
ox

Destin, Fort Walton Beach,
Ckaloosa Island

Media Room.

DESTIN
FT. WALTON BEACH
OKALOOSA ISLAND
FLORIDA
EMERALD LEARN MORE LEARN MORE S
COAST EmeraldCoastFL.com
TV spot Online Media Room Complete with Photo/Video Gallery, Fast Facts
http://bit.ly/AquaBroadcastSamples and Press Assistance Request Form EmeraldCoastFLMedia.com
as
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The Emerald Coast Convention and Visitors Bureau (continued)

Account Processes

The County contracted Aqua through a multi-year contract for all marketing services based on a percentage of
anticipated media budget and projected monthly staff man-hours, which is paid to the agency through a monthly
retainer. The County is billed each month, with the agency demonstrating all documentation of man-hours per
assigned agency staff, along with proof of all vendor/third-party performance, vendor billing to the agency, and
proof of payment to the vendors. The account is managed by a dedicated Account Executive who serves as
the primary contact and day-to-day manager for the account. The Account Executive is aided in her efforts by
agency department heads responsible for the agency’s performance of each of the client’s marketing channels
(media, creative, social media, and public relations). The Account Executive is in direct, day-to-day client
contact and communication, but the client can directly access any of the department heads responsible for the
agency'’s performance of each of the client’s marketing channels. The Account Executive and her account team
hold a joint staff meeting at the beginning of each week, and a joint client/agency meeting once a week. The
Account Executive is responsible for organizing all monthly reporting of analytics to the client, as well as all staff
presentations to the County’s Tourism Development Council.

Co-Op Opportunities and Leveraged Media Buys and Sponsorships provided under contract:

The agency has provided the client with a co-op program that includes extending co-op opportunities to the
client’s local, in-market partners, as well as sourcing and negotiating co-operative opportunities for the client
itself. In addition, Aqua has provided leveraged media buys and sponsorships as part of its services to the
clients.

Co-Op Program

The goal of the Emerald Coast co-op program is to engage partner participation. Unlike many other DMOs, the
tourism department was seeking new ways to revive participation and engagement with its in-market partner
base, so developed the co-op program solely for that purpose. A such, it is a highly subsidized program
providing tremendous marketing exposure to the partners for a nominal cost.

The program was deployed in two phases, the first providing a selection of Partner Packages designed to
encourage partnerships with the CVB. Phase two involved opportunities through traditional paid media, highly
subsidized by the client. The agency devised all communication and sales materials for the program. Partners
were encouraged to sign up online through a proprietary sales portal developed by the agency. The CVB
managed all partner invoicing and billing.
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Emerald Coast Online Co-op Sales Portal

Welcome to the Emerald Coast Co-op Program!
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PReserving your pariner co-op advestising wih the CVE has never been easier. Simply browse and select your placenents fram thel listed besow, ren (8 out the order loem and press the “Place My Order” buton. You wil ihen be nolified of receipt and one of our
listed beforw, then fill cut the order form and press the *Place My Order” bution. You will then be notified of receipt and one of representatives will follow up with you 1o finalze your order. Orders are taken on o first-come, first served basis 50 don't ket your cpportuniies
reprosentatives wil follow up with you 8 finalize your arder. Orders are faken on  first-come, first served basis 50 don lot your sall o]

w0l oual

Order ctal: $3

Order total: $0
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PERFECT
TARGETING

Target Your Customers Through
The Emerald Coast Partner Program
Reach your potential customers like never before. Joining the Emerald

Coast Partner Program takes your business to new heights with

strategically placed, targeted marketing designed to reach our visitors

before they arrive. This is a great way to gain a competitive advantage,
attract more customers, increase sales, and drive profits.

From presenting you at area 3

‘website, to inclusion in area Public Relations and more, the
Emerald Coast Partner Program offers you thousands in media
value for only a minimal investment. And with several levels
avallable, there are a range of choices and prices just right for you.

£, WALTON BEACH Food & Wine Magazine -
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The Emerald Coast Convention and Visitors Bureau (continued)

Leveraged Media Buys

With all of the client’s buys, added value was required by the agency from each media vendor. To do so, at RFP
the agency listed “Across the Platform” a desired list of “added value” opportunities needed in order to qualify
for submission review. Once the proposals were submitted, all “Added-Value” components were reviewed
against all other proposals. In all instances, a second-round of submission was required of vendors, in order

to refine/ensure all requirements are met. Any additional buys made throughout year had to be included in the
“complete” budget and not as individual “lesser” dollar volume buys, allowing for incremental “added value”
opportunities.

Additional leverage was also utilized after reviewing all final submissions across all vendors to incorporate
and negotiate great ideas to “ask” of another vendors in order to ensure strong reach and continuity across all
vendors.

A specific example, was the agency’s recent buy for the client with ABC national, which was conducted
as follows:

In an effort to extend the client’s budget, the agency broadcasted the opportunity for media vendors to bid on
the client’s entire $4.5 million media budget. The intent was to achieve maximum interest, maximum desire to
negotiate, and maximum added value. Although the entire budget was broadcast, the intent wasn’t to spend the
client’s entire media budget with any single vendor, but to encourage several large vendors of national reach to
first provide their best package opportunities, then to heavily negotiate with a few select vendors for added value
and lower costs on just a portion of the client’s overall media budget.

The process resulted in several media proposals of substantial value from such vendors as:
ABC National
Meredith Publishing
Garden & Gun
Hearst Media
Cox Media Group
National Geographic Traveler
Bonnier Group
Z Media

And more

Although a number of vendors were considered and negotiated, the client and agency agreed ABC National,
Meredith Publishing and Garden & Gun would be selected for inclusion in the buy after even more negotiation
from the agency.
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As an example of a winning vendor’s final negotiated package, ABC'’s final package included such items as:

Emerald Coast -
National Live with Kelly and Ryan Activation

7
BACHEL_R

Table of Contents
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, &

699 total spots providing over 30,507,000 total
impressions

On-the-air contest including live “trivia wheel” spin
references of the client on Kelly and Ryan Live, featuring
Kelly Ripa and Ryan Seacrest

5-Minute Spotlight on ABC’s News Showcase,
integrating the client’s brand messaging within ABC’s
highest-rated weekend news program

The opportunity to” Own The Sky” over the Super Bow!
LI, with banner flyovers in the client’s largest target
market of visitor origin

Messaging within ABC'’s network of in-taxi entertainment
—-ABC’s Taxi TV

Presence within the ABC Live Streaming App

Choice among a cadre of available celebrity talent for
co-branded content on a number of ABC program
platforms, such as The Bachelor

_‘&j l:- R 1.0, ABRAMS

Entertainment News
Jimmy Kimmel Live * Jeopardyl

Live with Kelly & Ryan

ABC’s Taxi TV - In-Taxi Entertainment
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The Bradenton Area Convention and Visitors Bureau
Bradenton, Anna Maria Island, Longboat Key

Manatee County, Florida Bradenton

Anna Maria Island

as a visitation destination, Aqua was later awarded the bureau’s Longboat Key

Initially contracted to re-brand and re-define Manatee County

advertising & marketing contract, through RFP after besting a group
of firms drawn nationally. A year later, the agency was also awarded
the destination’s Public Relations contract. With a client budget

of $2.3 million, the agency advises the client on advertising, marketing and PR strategy, including providing
specific plans and executing a wide variety of marketing, advertising and public relations tactics designed to
draw visitors to the Bradenton, Anna Maria Island, Longboat Key area. Tactics target leisure travel, group and
meetings travel as well as sports and sports travel.

FLORIDA’S WEST COAST

From a Public Relations standpoint, Aqua provides and executes an annual PR plan that includes media
relations, familiarization tours, crisis communications, promotions and events. The agency achieved an
estimated nearly $6.7 million in media value over the last year, with the destination attaining an estimated
$844,880,200 in economic impact directly attributed to visitation.

Having originally contracted Aqua in 2011, the County has recently re-contracted the agency for 7 years.
Though the client has separate web development and Social Media vendors, the agency takes the lead role
among all vendors in providing client marketing direction, including strategy and direction of the other vendors
areas. Annually Aqua provides an integrated marketing campaign for the client, utilizing all marketing channels
(including promotion).

Work by the agency on behalf of the destination is consistently recognized as some of the best tourism/travel
marketing worldwide by Hospitality Sales and Marketing International, as well as being recognized as some of
the best in the state through VISIT FLORIDA’s annual Flagler Awards.

The County is experiencing its eighth consecutive year of record-setting growth in visitation and resulting

economic impact, consistently achieving double-digit increases in economic impact each year. In addition, the
County has experienced a 25% growth in tourism employment.

Project Manager and Key Professionals Involved in the Project

Project Manager: Dave Di Maggio

Account Executive: Summer Wright

Account Coordinator:  Kim Oliphant

Media Director: Pat Cote

Digital Media Director: Amber Coldren

Public Relations: Megan Brewster

Creative Direction: Thom Hart

Art Direction: Amanda Zdzierak

Copywriting: John Fisher
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The Bradenton Area Convention and Visitors Bureau (continued)

Minority Demographic Markets

Although not discriminating on the basis of race, ethnicity or sexual orientation, Manatee County does not target
minority demographics via media buys, but does through messaging, purposely demonstrating openness and
inclusivity throughout its program. The work also includes messaging to international markets.

A L sl T
der tellsten Freizeitmiglichkeiten
in Bradenton wnd Umgebung

B, Zeit fur Romantik! Die sonnenverwshnten
Strénde und prachtigen Sonnenuntergange
machen die Region Bradenton zur perfekten
- Urlaubsdestination fiir Paare. GenieBen Sie eine
Paarmassage am Strand oder ein Candle-Light-
Dinner im Strandbistro.

SpaB und Abente
wie friher: Kinder
und Erwachsene; 1

Holen Sie sich sandige FiiBe! Beobachten J-" lieben TreeUmph. Ein 1%

Sie Végel am Bean Point auf Anna Maria Hindernisparcours aus Ziplines,
Island. Suchen Sie nach Muscheln am Coquina Netzen und einem Hochse\\garlen 3
Beach, der laut Condé Nast Traveler iber den 2 in den Baumen!

schonsten Sand in Florida verflgt. Oder spielen
Sie Volleyball am Manatee Beach.

/'“‘~ Unterknfte fiir alle! Von gemitlichen
Hauschen tber Villen bis hin zu Hotels
@ oder Resorts bietet die Region Bradenton
wirklich fir jeden Geschmack das Richtige.

@ Wie wire es
mit einem
Stadtbummel?

Bradentons
atmosphérische
Innenstadt bietet
Kleinstadtwarme und
unprétentidse Kultur.
Zu den Favoriten der
Einheimischen zéhlen das
South Florida Museum
und der Riverwalk-Park.

N

Skurrile Einzigartigkeit: Bradentons Village
of Arts ist ein vielfaltiges Gemisch aus 20er-
Jahre-Bungalows in bunten Farben, Restaurants

und Herbergen, Kunstgalerien, Yogastudios und
Handwerksladen.

AN Neben den indivi
Boutiquen tiberall in der Region Bradenton lockt

auch die Aussicht, in den Ellenton Premium
Outlets ein Schnappchen zu finden - 25 bis 65%
Rabatt auf Designer- und Markenware!

—

/#TN, Boutiquenparadies: in Anna Maria Islands Pine
o Astoben auf dem Wasser: Starten Sie Avenue, bekannt als ,grinste kleine HauptstraBe
mit dem Kajak oder Paddleboard vom Amerikas*, findet man besondere Geschften,
makellosen Strand und halten Sie in denen es von Kunsthandwerk bis zu frisch
i Kristalilaren Meor Aussohat nach gebackenen Donuts alles zu kaufen gibt.

Seektihen, Delfi nen und Schildkroten.

/@ Auf einer Bootstour lassen sich spielende Delfine

zwischen sanften Wellen aus der Nahe beobachten.
Erleben Sie einen wunderschénen
Sonnenuntergang auf dem Wasser.

Bradenton ~*
Anna Maria Island
Long‘buat Kcy

FLORIDAS WESTKUSTE
BradentonGulflslands.com

WPy
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== 3. Past Performance Evidence of Knowledge and Experience

The Bradenton Area Convention and Visitors Bureau (continued)

Organization’s Services, Portfolio Examples, Account Processes

Organization’s Services

Aided by the agency, The Bradenton Area Convention & Visitors Bureau manages a $2.3 million marketing
budget and utilizes an integrated marketing approach, simultaneously engaging Advertising, Public Relations,
Social Media, Digital Communications, Online/Web Strategies and Promotions and more through a unified,
coordinated brand message strategy through all channels.

Creative Portfolio Examples

Based on the destination’s brand developed by Aqua, the agency’s work for the client reflects an integrated
annual effort that has been recognized by VISIT FLORIDA’s Flagler Awards as among the best in the state, and
by HSMAI's Adrian Awards as among the best internationally. The work has been credited with aiding the County
achieve its highest levels of visitation, economic impact and tourism job growth in the County’s history. The work
also includes messaging to international markets.

-l o v .
Discover Hlnida
the beaten patin.

Bradenton
Anna Maria Island
Longboat Key

Branding Ads

Take a vacation He
typical Florila vacation.

Bradenton
Anna Maria Island
Longboat Kcy

b Bradenton
8 Anna Maria Island 8
Longboat Key -

s
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3. Past Performance Evidence of Knowledge and Experience
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Bradenton 2
Anna Maria Island
Longboat Key
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i

s walre Flrids

Touristenfiihrer

Kennenlrnen und ine echc uthentishe Erfshrang = chen

German
Visitor Guide

i andesen Gegenden Floridas Sernde
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DENTON | ANNA MARIA ISLAND | LONGBOAT KEY
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|
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== 3. Past Performance Evidence of Knowledge and Experience

Bradenton ®.
Anna Maria [sl:m:l
Longhoat Key

FLORIAT AT CameT,

Public Relations Kit and
Credit Card Style USB Flash Drive

PRESS KIT

2 AR

Brand Ambassador Kit and
Credit Card Style USB Flash Drive

Leverage the p: Jur most ab arketing asset

PLUG . GRAB

TAP

e
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Bradenton Area

Sports Commission

FLORIDA’S WEST COAST i

Your guide on where to train, hold your sports
event and take your game to the next level.

GEN2116476P1

.= 3. Past Performance Evidence of Knowledge and Experience

Sports Market

From Major League Soccer, to collegiate to little
league, the Bradenton Area is the choice for
soccer tournaments and training in the state of
Florida. The area continues to draw thousands
every year to its superb, expertly run facilities
operated by some of the biggest names in American soccer.

The area gives you a broad selection of fields and facilties, from private to public, and offers

an array of training and event-related services and support.

Just some of area facilities and organizations are shown below. For help, guidance or advice
for your event, please call the Bradenton Area Sports Commission at (000) 000-0000 or

8 Info@BradentonAreaSportsCommission.com

Premier Sports Campus
at Lakewood Ranch

5895 Post Boulevard
Lakewood Ranch, FL 34211
P
PremierSportsCampus.com
(941) 757-1582

Located in the Bradenton Area’s Lakewood Ranch community, it offers
22 FIFA regulation fields on its 140-acre campus, drawing thousands
for professional and amateur soccer tournaments and training. The
complex is managed by former U.S. Assistant Olympic Soccer Coach,
Tim Mulqueen.

= 22 FIFA regulation, Celebration- = Easy, ample parking
seeded, laser-leveled grass fields Concessions

= 65,000 feet of underground = Field lighting for night play
state-of-the-art irrigation piping

IMG Academy

5500 34th St W,
Bradenton, FL 34210

o
imgacademy.com
800-872-6425

From camp programs, to prep school program, to the intense training of collegiate
and professional soccer players, IMG has the field covered. World-renowned for
its ionary, proprietary training utilized by the world’s top
coaches and players, IMG offers the soccer programs, facilities and fields that
set the standard.

= Cutting-edge 5,000-seat stadium = 4-lane track (2 turf, 2 composite)

= 12 full-size professional quality = Covered turf practice fields
soccer fields = Game strategy/film room
= Goalkeeper training area u Locker rooms and more

10,000 square-foot weight room

BradentonAreaSportsCommission.com

Table of Contents » 218

3/21/2019 BidSync

p. 230



Broward County Board of
County Commissioners

Film Commission
Production Guide

Wou know it 1akes meons than the perfect lecation to make the perfect
scene. A miion details need 1o come into place. More and more.
shaoters, denclors, scouts and offer production profestianals are
discavering that it all comes togethor on Florida's weat coast in the
Bradonton Ama. Hern's why:

One of Flarkia's most diverse array of locations - From historic
locations such & antebelum plantatord by Gataby-erh marsions, bom

deep woods to quaint downtowns, from classic baseball parks to broad,

suniny bnches, the aeon. s 1o have it all in ona, neal package,

417200177

Birding Guide

A great place to ignite
your birding passion.

Just south of Tampa
Bay and removed
from che husele and
L bustle of much of
. Florida, people have
discovered their

Bradenton Area is
home to fascinating
native, as well as
rare species, and
may be one of the
best areas in the seate
o visit and sight each
one. The area provides a
place where you can easily
and quickly leave the urban
world behind, and within
minutes find yourself immersed
inco nacure’s wild side.

Anna Maria Island
Longboat Key
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8 3. Past Performance Evidence of Knowledge and Experience

Incentives - Boyond thoss
cMpend by tha State of
Florida, your prosduction i
ey 240 Days
epelowiddll Of Sunshine
San th Beadanton Asaa Film
Commission for detais.

“The area's many parks and preserves offer casy access

o great birding locations, and many offer facilities
perfectly planned to give you sightings of che ared' unique
populations, The Bradencon Area i also home o several
locations of

the Great

Florida Birding

and Wildiife

“Trail — the staés 2,000

mile,self-guided route of over

500 birding and wildlife Tamp
viewing sites throughour  Bradenton ®

Florida. And theres one Area

more bonus: the area s also

a haven for observing rare migratory species

as they make seasonal scopovers along Florida's

Gulf Coast.

So don your hiking boos or sneakers, pick a crail, reach for
your binoculars and let your soul soar.

p. 231



Broward County Board of
County Commissioners

== 3. Past Performance Evidence of Knowledge and Experience

International Online Banners

Outlets premium para b' S
so-ﬁsﬁc’:idas e lon:;s

Anna Maria Island
+  Discover Longlmm }-\L'_\'
' America

.com FLORIDA'S WEST COAST

Brazil-Portuguese

Weltklasereservate in der Nahe Des réserves natureles fumeuses dans le
der Inselstrénde monde entier, proches des plages des Tles

Anna Maria Island - s Anna Maria Island
ey LDnL’lu_l:ﬂ E‘\::_\' Ore e LDHﬂlm:ﬂ E\_L-_\.

© America o k * America
oM FLORIDA'S WEST COAST A Tl TR com FLORIDA'S WEST COAST

German French

World cass preserves close
to Island Beaches

¥ ."’\nna ':\-"Ln'ia |:~'L‘1m§
Longlmal I‘\r:_\'

\ nna :\"Ia.rl.'l |ﬁl;1m§
Lonﬂln_l:n E\r:_\'

Discover *  Discover
© America ' America
COm FLORIDA'S WEST COAST .com FLORIDA'S WEST COAST
Canada United Kingdom
(1]
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FLORIDA'S WEST COAST

www.BradentonGulflslands.com

To view this TV spot, go to:
http://bit.ly/AquaBroadcastSamples

s
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== 3. Past Performance Evidence of Knowledge and Experience

The Bradenton Area Convention and Visitors Bureau (continued)

Account Processes

The County has contracted Aqua through a multi-year contract for Advertising, Creative, Public Relations,
Branding and general Marketing Direction. All agency services are based on a percentage of anticipated media
budget and projected monthly staff man-hours, which is paid to the agency through a monthly retainer.

The County is billed each month, along with proof of all vendor/third-party performance, vendor billing to the
agency, and proof of payment to the vendors. The account is managed by a dedicated Account Executive who
serves as the primary contact and day-to-day manager for the account. The Account Executive is aided in her
efforts by agency department heads responsible for the agency’s performance of each of the agency’s services
to the client. The Account Executive is in direct, day-to-day client contact and communication, but the client can
directly access any of the department heads responsible for the agency’s performance of each of the client’s
marketing channels. The Account Executive and her account team hold a joint staff meeting at the beginning of
each week, and a joint client/agency meeting once a week. The Account Executive is responsible for organizing
all monthly reporting of analytics to the client, as well as all staff presentations to the County’s Tourism
Development Council.

Co-Op Opportunities and Leveraged Media Buys and Sponsorships provided under contract:

The agency has provided the client with a complete, turnkey co-op program that includes extending co-op
opportunities to the client’s local, in-market partners, as well as sourcing and negotiating co-operative
opportunities for the client itself. In addition, Aqua has provide leveraged media buys and sponsorships as part
of its services to the clients.

LR I R -
il I

“ (ViggeeThgi Yo
B TYPICAL FLORIDA
e

Bradenton ~2
Anna Maria Island
Long}voat Kcy
FLORIDA'S WEST COAST.
BradentonGulfislands.com

941-746-4131
SouthFloridaMuseum.org

Bradenton Area Co-op Opportunity -
VIST FLORIDA Annual Guide

s
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The Bradenton Area Convention and Visitors Bureau (continued)

3. Past Performance Evidence of Knowledge and Experience

Co-Op Program
In 2016, Aqua totally revamped Manatee County’s Co-Op program and took over all aspects of the program; from
identifying opportunities, co-op sales, promotion, partner communication, Visitor Guide sales, ad creation, billing

and more. The agency handles the entire program turnkey for the client, rebating an agreed amount back to the
client at the end of each year’s program. The result has been the greatest partner involvement and total sales in
the County’s history, along with innovative opportunities for partners. The program has proven to be the most
innovative and forward-thinking DMO partner program in the state.

Welcome to the Bradenton Area CVB
Co-op Sales Portal

Mt o s ks Wil o reel in e kg ore, o sk orees. o e Lo righl it in the right place ot the right Gme. The same goes ke
attracting arwa visihors 1 you business. Parinering with the Bradenton Area Comvention and Visitors Bureas [BACVE) through ow co-op
PROGram: puts your Dusiness in ont of potental vishors befor they amve.

And rosonving your £0-0p BdvarBsing wah the CVE has rover bisn saskor! Simply biowss and ssiuct your placemonts from the olirings
st bk, then 3 cut the oeder form and pross the Place My Ovder” bution. You wil thes be notSed f recoipt and ono of our
represontatves wil follow U wilh wou 10 Bnakae your order

CGVE FLLFILLUENT - 2010-200 Benenion Asea Viskor Guids

PRINT - 2016 VESIT FLORIDA Arnual Guide

Bradenton Area Online
Co-op Sales Portal

BOV0 VEIT FLOFINA Anvvas Cusie - Flesseus 10 Purchass

1 MET FLORIDA Anrual Guide

TR s s crewary commsmer utiimant piso for VISIT FLORIDA s guice
parning ™
raderon Ares wil hirog 3 bl gt 6 pramofing the Sostnaton, weh
2.3 e o sch kg afscen erkees

& Batrion:

D choncs conaima gt (b comeetic and nsecratora, n § VESIT
FLORIA Trskoema Corters 8% By il gbae

G
Cruaicns 46000y

iptsn smonk spcamves TH0.000 pae viaws arncaly
Tising:

At PR in Janey 019,

“RErathons Uniy. Limvisdo 4 Pasnin

Friee: 1290

Fuev s rerrg

PRINT - unlinervared Flerda v

VB FULFILLMENT - 3013-2000 Bradenton Asea Wiskor Guice

CVE FULFILLMENT - Beilsl Digital Oiicle i

VB FULFILLWENT - Agritcusiaen Digital Guinio
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The program was revamped based on consumer research
conducted by the agency and client that provided insight
into consumer reaction to co-op advertising as well as
identifying the best points to reach consumers with co-
operative messages during the consumer destination-
selection pathway. The resulting co-op opportunities
moved the client and partners away from traditional

and print media toward more digital and online use.

In addition, it provided partners with opportunities for
consumer consideration as the potential visitor planned
their vacations as opposed to traditional advertising
exposure. The program monetized the CVB’s website for
the first time, as well as allowed direct media exposure
for partners as a result of website retargeting.

Order total: $0
| Furs i el ageee 0 our Ak i e L
LT -.?‘.
GET A COMPETITIVE ADVANTAGE, ATTRACT MORE CUSTOMERS,
INCREASE SALES, AND DRIVE PROFITS!
P
i
‘ -effective advertising
FEU—
Katie@WelcomeToAqua.com
[ Bradenton 3‘# ]
Anna Mtam Lsland
Visit MyAdBuy.com today for more details. Longboat Key L
FLORIDA'S WEST COAST
Bradenton Area Co-op Sales Sheet
as 223

BidSync p. 235



Broward County Board of
County Commissioners

GEN2116476P1
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The Bradenton Area Convention and Visitors Bureau (continued)

Leveraged Media Buys

As with all of the agency buys, added value has always been required by the agency from each media vendor.
To do so, at RFP the agency lists “Across the Platform” a desired list of “added value” opportunities needed in
order to qualify for submission review. Once the proposals are submitted, all “Added-Value” components are
reviewed against all other proposals. In all instances, a second round of submission is required of vendors, in
order to refine/ensure all requirements are met. Any additional buys made throughout year are included in the
“complete” budget and not as individual “lesser” dollar volume buys, allowing for incremental “added value”

opportunities.

Additional leverage is also utilized after reviewing all final submissions across all vendors to incorporate and
negotiate great ideas to “ask” of another vendors in order to ensure strong reach and continuity across all

vendors.

b 12:02 PM 7% -

NEW YORK
W YORK +

RADAR HOURLY DAILY

WIND: NW at 9mph
PRESSURE: 30.65in

Living with a p
Vacation Deficiency? §

CLICK HeRe FOR TREATMENT UI’THNS FLORIDA'S WEST COAST

# AccuWeather

No SIM % 125 AM

® m.accuweather.com M
@ AccuWeather 5
Washington, DC v 81 .

CLICK HeRe FOR
TREATMENT OPTIONS
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For example, part of the agency’s overall media recommendation includes
AccuWeather in select northern markets. For the AccuWeather buy, the agency
negotiates significant “high-impact” units to be built by AccuWeather. In addition,
the agency achieves strong, incremental impressions with the buy to create reach

and awareness at no additional charge.

In another example, the client and agency worked together to establish a concert
series featuring an ongoing variety of artists at various concert venues throughout
the County. In order to achieve attendance needed to fill the venues and achieve
financial goals, the agency promoted the series regionally, primarily through radio.

In doing so, the agency required all media vendors to meet all baseline expectation
and requirements of the buy. Furthermore, the agency required outlets to produce all

spots promoting the concerts. And although the

radio buys would be paid by the client directly,
required media recognize agency rates (net vs.
gross). In addition, the agency solicited ideas
from the media outlets for ticket grabs, social
media posts and a variety of online exposure.

Further examples would be the agency’s
demands of any online/digital vendor. In

those instances, the agency typically utilizes
pre-roll buys that the vendor must provide
under “market value.” All units must appear

as top placement on top performing sites and
monitored for delivery and adjusted weekly

for optimization. The agency negotiates high-
impact units design and built by the vendor per
the client’s brand requirements.

mn 224
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BRADENTON GULF ISLANDS

CONCERT SERIES PRESE

An Evening with
Judy Cellins

Friday, March 8 at 7:30 PM
Manatee Performing Arts Center
502 3rd Ave. W,, Bradenton, FL 34205

Judy Collins has inspired audiences
with sublime vocals, boldly vulnerable
songwriting, personal fe iriumphs and
a firm commitment to social activism.
The Grammy Award-winning Collins is
known for her iconic 50-album body of

work that features hits *“Someday Soon!
“Send in the Clowns” and “Tur! Turn! Turn!
(To Everything There Is a Season)”

B-J. Thomas

Thursday, March 21 at 7 PM
The Center of Anna Maria Island
407 Magrolia Ave, Anna Maria, FL 34216
B.J. Thomas owns one of the most
distinctive voices in American pop music.
- with 15 Top 40 pop hits, 10 Top 40
country hits, 5 Grammys, 2 Dove awards
and 15 Gold and Platinum Records.
BJ. has also released his first new studio
album in seven years with Curb Records.
Signature hits include: *Raindrops Keep
Fallin’ On My Head", “(Hey Won't You
Play) Another Somebody Done Somebody
Wrong Song’, and more.

Upcoming Performancesin the
Bradenton Gulf Tstands Concert Senies:

MARSHALL TUCKER BAND - COMING SOON APR

Bwy your tickets today!

Performances to be held in various venues in the Sponsored by
Bradenton Area. Purchase your tickets at: BRADENTON

i ) HERALD
ManateePerformingArtsCenter.com —_—
Bradenton.com
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The Punta Gorda/Englewood Beach Visitor and Convention Bureau 4

Charlotte County, Florida

Having been selected by Charlotte County as its Tourism Creative ﬂ o

Services firm in 2013, Aqua was awarded the VCB’s Public FUNTA @@@DA
Relations account in 2015. In 2017 Aqua began providing paid

media services for the VCB, as well as providing specific digital and ENGLEWQOD BEACH
social media recommendations. Although awarded contracts for The Charlotte Harbor Gulf Island Coast

two, specific areas of marketing communications, Aqua takes a holistic approach to providing agency services
and a “channel agnostic” approach to its recommendations and provision of services.

Last year’s summer visitation campaign, which included a social media promotional component proved to be
one of the VCB’s most successful campaigns to date. Most recently, the agency has provided in-market services
to acquire and develop improved social media assets for the VCB.

Over the years, Aqua has provided crisis communications counsel which have included the crafting of
messaging, talking points for key department staff, advice and content for website messaging, coordination
with VISIT FLORIDA, and more. Most recently, Aqua has provided counsel and advice on handling red tide in
the region.

The most recent summer campaign produced the best results of any campaign ever produced for the VCB.
Web inquiry for the period increased significantly, with sessions up 39% over the previous year. Also, the
destination saw a 33% increase in the number of New Users to the CVB website. Visitation to the destination
increased by an astonishing 5.8% for Q2/Q3. In regards to the economic impact of the campaign, estimated
direct expenditures increased by an impressive 8%, occupancy shot up 12.5%, the average daily rate of
accommodations in the area rose by 4% and TDT collections soared to a 10% increase from the period of
May — August the previous year.

Aqua has been counted on to present reporting to the Charlotte TDC, as well as aid the TDC in moderating its
discussions. In addition, the agency has worked to strengthen relationships between the VCB and area partners
such as the City of Punta Gorda, area hotels and attractions, the local airport as well as the region’s carrier,
Allegiant Airlines.

Project Manager and Key Professionals Involved in the Project

Project Manager: Dave Di Maggio

Account Executive: Katie Varano

Media Director: Pat Cote

Digital Media Directir.: Amber Coldren

Public Relations: Melissa Cederquist

Social Media: Krystina Lisi

Creative Direction: Thom Hart

Art Direction: Amanda Zdzierak

Copywriting: John Fisher
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The Punta Gorda/Englewood Beach Visitor and Convention Bureau (continued)

Minority Demographic Markets
While the County does not specifically target minority demographics through media buys, it purposely and
proactively targets minority demographics through messaging, creating marketing communication expressing

invitations to visit across all races, ethnicities and sexual orientations. The work also includes messaging to
international markets.

LT
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() 3. Past Performance Evidence of Knowledge and Experience

The Punta Gorda/Englewood Beach Visitor and Convention Bureau (continued)

Organization’s Services, Portfolio Examples, Account Processes

Organization’s Services

Awarded both the County Advertising and Public Relations contracts, Aqua aids the County by developing and
executing an integrated campaign of communications reflecting a centralized theme, based on the destination’s
brand. The agency works with the client to produce messaging engaging Advertising, Public Relations, Social
Media, Digital Communications, Online/Web Strategies and Promotions and more through a unified, coordinated
brand message strategy through all channels.

Creative Portfolio Examples

Having worked with the destination for several years, the agency’s work for Charlotte County has been credited
with aiding the County achieve its highest levels of visitation, economic impact and tourism job growth in its
history. The agency’s current work for the County reflects the recent destination brand creation and development
by the agency based on deep research combined with the agency’s broad understanding of the Florida visitation
consumer. The work also includes messaging to international markets.
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e 3. Organization’s Structure and Experience

Punta Gorda / Englewood Beach
Charlotte County, FL
Full-Page Branding Ads

“ng a chikthood photo of your
wx photo 10 D8 in e nureing. Buikl something

Ready for your next Big One?
Plan now at: www.PureFlorida.com/Fishing

Our Best Side is Outside™
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Branding Guidelines

‘Lp ewtunes o » brand aee it visaal expersion. b :
Punta Gorpa . g A O
EnGLEwoOD BeacH

sunshine,
The Charlotte Harbor Gulf Island Coast
SUNSHINE

BRAND GUIDE e g -

SUNSHINE - As.a Forida destination, the susfsrays - and baachis - haw kang been appeafing to vistors. The
th biaed - L -

the milies of protected shonsing 1o natune trads, #6

WATER - From inland rivers, thiough Charste Harbor.

tandards

Loge Color: Full €olar Standards

of ourbuand, Thensions, i "

A ame
PunTa GO-RM

EncLEwooD BeAcH MY process. o Mustrate the hieraschry o the elements. a print
g ‘advertisermant sherm here cleasty defres the

pivcintagin of wach color o beatored that make |
Up the Beandd. W s important bo hote the emphanis 5
placed on sachas s evident in size and pacement

within the overall design strecture.

’ PANTONE
. While CMYX coboes ane the “true” colors of our logo, an alernative
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EncLewoor BeacH [ ———

oy e ——
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== 3. Organization’s Structure and Experience

— :
T—— v i !
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2 PUNTA GORDA' SRR PR, ¢ Punta Gorpa
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Online Banner Advertising - Animation links below

http://welcometoaqua.com/Charlotte/summer/300x250/SummerCampaign.html
http://welcometoagua.com/Charlotte/summer/160x600/SummerCampaign160x600.html
http://welcometoaqua.com/Charlotte/summer/728x90/SummerCampaign728x90 proofing.html
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Build Something Amazing

Share For a Chance to Win!
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Build Something Amazing

‘Share For a Chance to Win!

Facebook Promotion

- - Enter in 3 easy steps:

1 Upload a childhood photo of
your favorite summer memory

* Tellus why this is your favorite
memory in your caption

. Share with your friends and stay

Home

Aaut

ereis SHARE

s YOUR SUMMER

She MEMORIES

L for your chance towin

FEvens a trip to the Punta Gordw I —

Hotes Englewood Beach, J'
Florida area!

Ernlerest
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VouTube

1Grand Prize Winner will receive:

7night sland getaway for 4 to

Palm Island Resort!

Includes: Allegant Air travel vouchers,
ommodations, and up (o $600 in gift

cards for dining, groceries and more!

ke Us
Upload a Photo

Enter a caption for your
P —

Your Emal Address.
oy

State
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FOR ENTERING!
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Share this contest with your friends and check out our partners: Allegiant Air and Palm Island Resort!
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Trade Show Pop-Up Banners
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The Punta Gorda/Englewood Beach Visitor and Convention Bureau (continued)

Account Processes

The County has contracted Aqua through two, multi-year contracts for 1. Advertising and 2. Public Relations.
All agency services are based on a percentage of projected monthly staff man-hours, which is paid to the
agency through a monthly retainer. The County is billed each month, along with proof of all vendor/third-party
performance, vendor billing to the agency, and proof of payment to the vendors. The account is managed by a
dedicated Account Executive who serves as the primary contact and day-to-day manager for the account.

The Account Executive is aided in her efforts by agency department heads responsible for the agency’s
performance of each of the agency’s services to the client. The Account Executive is in direct, day-to-day client
contact and communication, but the client can directly access any of the department heads responsible for
the agency’s performance of each of the client’s marketing channels. The Account Executive and her account
team hold a joint staff meeting at the beginning of each week, and a joint client/agency meeting once a week.
The Account Executive is responsible for organizing all monthly reporting of analytics to the client, as well as all
staff presentations to the County’s Tourism Development Council.

Co-Op Opportunities and Leveraged Media Buys and Sponsorships provided under contract:

The agency works with the client on an annual co-op program that includes extending co-op opportunities to
the client’s local, in-market partners, as well as sourcing and negotiating co-operative opportunities for the
client itself. In addition, Aqua has provided leveraged media buys and sponsorships as part of its services to the
clients.
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The Punta Gorda/Englewood Beach Visitor and Convention Bureau (continued)

Co-Op Program
The agency works with the client to design and execute all communication for the program, helps with sales and
produces all co-op advertising.

GEN2116476P1

The Best Way to

Reach Area Visitors
Updated for 2019!

Reach area visitors before they even arrive. Our destination’s
official Adventure Journal puts your ad in front of visitors as.
they're planning their visit!

This year, the guide has been updated to include a growing
number of unique activities and attractions in the area.
Reflecting how potential visitors make travel decisions,

the Adventure Journal inspires visitors to experience all our
area has to offer.

2019 Features

Inspiring presentations of our area activities

Purita Gomoa
Esciswooo Beac

UPDATED *
CONTENT =

60,000 EARLY

in a unique “Adventure Journal” format COPIES SIGN-UP

Reaches domestic and international travelers,
meeting professionals and travel agents

Handy, pocket-sized reference, encouraging retention

Digital version of guide on destination website and
promoted with paid advertising

Benefits to you

The official response piece for all visitors requesting
information about our area

60,000 copies distributed:
In response to all phone and email requests
for visitor information
At area accommodations, attractions and regional
visitor centers, including the brand new Punta Gorda/
Englewood Beach Visitor Information Center
At trade shows, sales expos, regional airports
and Visit Florida's official state Welcome Centers

DISCOUNT

Completed ad order and
materials due

September 28, 2018

Publication Date

January 2019

4

PunTa Gorpa
EncGLEwWoOD Beack

the last year, with
over 35,000 page views for the current 2018 version so far

FREE ad design and formatting.

10% DISCOUNT for sign up by September 21, 2018

SUBMIT your order in 4 easy steps!

‘The Charlotte Harbor Gulf Island Coast

ADVERTISING
ONTACT:

Katie Varano
Katie@WelcometoAqua.com
(717 586-1233

Punta Gorda/Englewood Beach
Co-op Sales Sheet

COME PLAY

OUTSIDE.

Punta Gorpa
EnGLEwooD BeAcH

Punta Gorda/Englewood Beach -
Travel Journal Visitor Guide Co-op Opportunity

If you're someone who already feels most at home with a paddle
in your hand, or you're interested in giving it a try for the first
time, this is a great place for paddlers of all skill levels. The area
offers an incredible amount (almost 60) of paddling trails, plus
places to rent, get a guided tour, and more than 30 launch points.

There's so much to explore; barrier islands, tidal creeks,
estuary bays, upland rivers and Charlotte Harbor. The area
features an official Blueway Trails system that s part of an
extensive Statewide Florida Greenways and Trails system, an

network of , trails and
throughout the state. A lot of people hit
the trail on stand-up paddle 2
boards. Plenty of outfitters,
guides and lessons are
offered throughout the
area. Offering amazing
guided adaptive
adventures for
people of all abilities,
Selkie Adaptive
Paddle strives to get
everyone out on the
water to explore our
beautiful waterways,

This is where
T got my first
addleboard

esson and
Tve headed
back ever
since. With (aunches from
Stump Thss Beach State Tark
and Don Redro Tsland State
Qark,, Hooked on SUP has the
largest fleet of paddleboards,
kayaks, and tmined staff in
the area. This is an experience
Tl remember forever

HookedOnBUP.com (941)504-1699

Don Pedro Islend - 8450 Placida Bd., Placida, FL 33946

Stump Pase Locationm - 900 Gulf Blvd., Englewood, FL 34223

37

Cape Haze Marina
CGreat place to get out
on the water

Tutle B:yICanAas
fully Famished ~ Tumaculate ~

Just minuctes from the waterfiont,
enjoy friendl service and easy
access to top attiactions.

Microtel.com (941) 6246339
VWi-fi, Bool. Dock, Beach!

(981) 98-0111
Charlotts Gounty Chambsr
of Commerce

All the area’s info on what to do.
wher 10 go.

ton’s wanna inn Fishermen’s Village OharlottedountyOhanber. org

On Manasoa Key, nested between the ors  Watertont Shopping,Dining, Resort &

Gulf of Mexico and Lemon Bay in aring from Fis ark Marna. Your tay and play estinaion on

a8 i has fous

s for ruise up the Peace

inset cisa on Charlot ullservice

| beenafav o fam
genaratons. Experience ono ofour 80 calt ©
unis, oach uith kitchen facltes, decorated  Enjoy workd-lass bac feep
to'wiap you n od Florida char fising with one of our aul

941.474.3431 wannaBinn.c

941.639.0069 KingFisherFlest.com  800.639.0020 Fishvile.com

Punta Gorda/Englewood Beach -
VIST FLORIDA Annual Guide Co-op Opportunity
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(981) 473-2335

e loved the spacious showroom.
live wusic and wotorcycle riding
BertsElack¥idov. con
(941) 883-8000

Place in the Sun Charlotte Harbor
Vacation Rentals Aquatic Preserves
Great selection. Boat and snorkeling
Home away fiom home. Eco-sdventuss.
W) Elorida Skydive Cluly ttary Expross FlaosintheBun.cam Eco.azce. con/F00
We experienced the thiil and Bannlooo Tarm. (941) 475-6808 (941) 575-5861
of alfatimel Acres of pottery and tropical
SepaiveSNTLorda.con Gl
(981) 875-8554 PotteryExpress.cor
(981) 505-8400

The w&uﬂs& Grill
at Stump Cass
Dine on the Intracoastal
Watenaays of Englewood.
Theldghthousedrill.net
“Best Bunsets in Englevood”

74 Gamily Tan Fark
A world of wotorsports. camping,
and beautiful Florida wildemess.

7afand1yfunpark. con
(981) 875-8944
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The Punta Gorda/Englewood Beach Visitor and Convention Bureau (continued)

In addition, the agency has put together the VCB, area partners

along with industry partners outside of the county to expand 4 COME PLAY <

co-op opportunities. An example was the creation on a “Summer — OUTS!GE . = /J
Memories” photo contest, encouraging increased engagement with o * '
the destination and consideration of the destination for summer ———

travel. The client and agency worked together to involve Allegiant i sgﬁgESUWAER

Air and Palm Island Resort to contribute the sweepstakes grand o

MENIORIES.
prize, as well as assets for the landing page and promotion of the [
contest, and arranged for both partners to promote the contest on e
their channels as well. The contest received thousands of qualified, =
targets participants and results in almost 30,000 website page views.
Facebook ads, targeting Allegiant markets, generated over 69,593

impressions and 1,930 clicks. The associated Twitter Contest Support

generated 59,593 impressions and 5,586 clicks.

One of the largest and grandest co-op opportunities outside of the local, in-market
partner program involved the agency working with the client on a multi-DMO
campaign with Allegiant Airlines, the principal
carrier of Punta Gorda’s local airport. With the _
client working to get three primary DMOs in the 3 PuntA GORDA'g
Southwest Florida region to co-operate, the GE_“;?:?E“

agency arranged for Allegiant to place the buy e

and do the creative. The three DMOs provided Allegiant with creative materials
for the creation of radio spots for each target market, :15 and :30 second
Facebook videos, display ads through Sojern and native content featuring

four articles. Collectively, the three DMOs were referred to as the “Beaches
and Islands of Southwest Florida.” The campaign promoted various aspects
of Southwest Florida, such as beaches, dining, nature and wildlife, and things
to do. All ads included a mention of nonstop Allegiant flights to the area and
featured a logo for the “Beaches and Islands of Southwest Florida.” Articles
that were part of the native content and Facebook videos called out specific
cities from the DMOs, such as Punta Gorda or Fort Myers.

As a result, more than 4,000 (trackable) itinerary conversions were generated
o o S by the promotion. By tracking conversion from social and display advertising,
find your own the campaign resulted in more than 10,000 definite visitors and millions in
élice of paradise direct expenditures to the region. The campaign delivered more than 3.2
million impressions for display ads, 2.7 million impressions for paid social
and 2.9 million impressions for native content that was shared 3,824 times.
Sojern display ads saw a 50% conversion rate. As an example of how well
the campaign performed, Punta Gorda/Englewood Beach alone received
millions of dollars in direct expenditures, saw an emphatic increase of 5.8%

only at allegiant com in visitation during Q2/Q3, experienced an impressive 12.5% increase in
o e A Sz occupancy and saw TDT collections soar by 10% for the period of May -

Seats and dates are limited. Restrictions apply.
See allegiant.com for details.

August 2017.

The results of the 2017 Southwest Florida/Allegiant Co-op Campaign were so outstanding that Visit Sarasota
has joined the 2018 campaign, creating a larger media buy that could reach more potential visitors for all
partnered DMOs.
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() 4. Workload of the Firm

4. For the prime Vendor only, list all completed and active projects that Vendor has managed within the past
five years. In addition, list all projected projects that Vendor will be working on in the near future. Identify any
current or future clients with any potential conflicts of interest.

Projected projects will be defined as a project(s) that Vendor is awarded a contract but the Notice to
Proceed has not been issued. Identify any projects that Vendor worked on concurrently. Describe Vendor’s
approach in managing these projects. Were there or will there be any challenges for any of the listed
projects? If so, describe how Vendor dealt or will deal with the projects’ challenges.

Completed and Active Projects in the Last Five Years Worked on Concurrently

The Bradenton Area Convention & Visitors Bureau

Charlotte County Visitor & Convention Bureau *
The City of Dunedin, FL *
The City of West Palm Beach, FL *

The community of Pelican Bay, Collier County, FL
The Chiles Restaurant Group, Anna Maria Island, FL
The Sunscreen Film Festival, St. Petersburg, FL
The Hotel Zamora, St. Pete Beach, FL *
Manatee County Transit Department *
Cooper’s Hawk Winery & Restaurants, Chicago, IL

The Colony Hotel, Palm Beach, FL *
The City of Punta Gorda, FL *
Banyan Cay, West Palm Beach, FL (residential development) *
The Okaloosa County Tourism Development Dept, Destin, FL *
Charlotte Harbor National (Golf Club), Port Charlotte, FL *
Longboat Key Club Resort, Longboat Key, FL *
Fiddler’s Creek, Naples, FL *

Metro Development Group, Tampa (Real Estate Development)
The Destin-Fort Walton Beach Airport, Okaloosa County, FL Government
Sotherly Hotels, Williamsburg, VA *

Currently, there are no client contracts awarded without a Notice to Proceed. Additionally, there are no current or
future clients with any potential conflicts of interest with the Broward County/Ft. Lauderdale CVB.

Working on a humber of clients, each with a number of contracts concurrently, involves superb Account
Management and project planning, excellent traffic procedures, and the ability to quickly scale in response to
client need.

Aqua never overpromises in its ability to deliver its services, and doesn’t pursue accounts it can’t handle.

As destination marketers experienced in handling accounts of the size and scope of the Broward/Ft.Lauderdale
CVB, Aqua foresees no issues, conflicts or challenges in providing the complete scope of services and
described in the RFP.
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== 5. Evaluation Criteria - Location

5. Refer to Vendor’s Business Location Attestation Form and submit as instructed. A Vendor with a principal
place of business location (also known as the nerve center) within Broward County for the last six
months, prior to the solicitation submittal, will receive five points; a Vendor not meeting all of the local
business requirements will receive zero points. The following applies for a Vendor responding as a
Joint Venture (JV): if a member of the JV has 51% or more of the equity and meets all of the local business
requirements, the JV will receive three points; if a member of the JV has 30 to 50% of the equity and meets
all of the local business requirements, the JV will receive two points; and if a member of the JV has 10% to
29% of the equity and meets all of the local business requirements, the JV will receive one point.

Headquartered in St. Petersburg, Florida, Aqua also maintains an office in Ft. Lauderdale, and has maintained
that address for over a year.

Address: 1451 NW 62 Street
Ft. Lauderdale Business ID is: 1701207

Ft. Lauderdale tax ID# 748715

CITY OF FORT LAUDERDALE | BUSINESS TAX DIVISION
BUSINESS TAX YEAR 2018-2019

100 N. Andrews Avenue, " Floor, Fort Lauderdale, Florida 33301 l I'
(954) 828-5195

8|

Business ID: 1701207 Business Name: AQUA MARKETING & COMMUNICATIONS INC
Business Address: 1451 NW 62 ST # 300
Tax Category:  MARKETING CONSULTANT Taxit 748715 Fee:

AQUA MARKETING & COMMUNICATIONS INC
DAVE DIMAGGIO

360 CENTRAL AVE

ST PETERSBURG, FL 33701

***DI H AND POST THIS RECEIPT IN A CONSPICUOUS PLACE™*
Se ETACI 08 S
Business ID: 1701207
Tax Number:
Business Name: ke
- AQUA MARKETING & COMMUNICATIONS INC
Business Address: 1451 NW 62 ST # 300
Business Contact: DIMAGGIO, DAVID

« This Receipt is issued for the period commencing October 1st and ending September 30th of
the years shown above.

«  If you have moved out of the city, please email businesstax@fortlauderdale.gov and include
the Business ID #.

« Atransfer of business location within the city limits is subject to zoning approval. Complete a
Business Tax Transfer Application and bring it to our office to obtain the necessary approval.

= If you have sold your business, please provide us with a copy of the Bill of Sale.

+ ATransfer fee of 10% of the annual business tax fee applies. The fee shall not be less than
$3.00, nor greater than $25.00.

Please be advised that this i ofa i Tax Receipt i that the i you
intend to conduct is a use permitted by the City Zoning Code for the location at which you intend
to operate. The issuance of a Business Tax Receipt in no way certifies that the property located
at this address is in i with other provisi of the City Code of Ordinances.

BUSINESS TAX DIVISION
100 N. Andrews Avenue, 1+ Floor, Fort Lauderdale, Florida 33301
Phone (954)828-5195 | Fax (954)828-5881

www fortlauderdale.gov
Rev. 6/6/2018

s
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() 6. Price

6. Provide proposed monthly fee for Flat Fee Services for the Initial Term (three years). Refer to ITEM
RESPONSE FORM. Proposed monthly fee (Flat Fee Services) must include all creative development
fees, project management, copy writing, digital media and content strategy, media buying, etc. Price
must be submitted, in BidSync, by the time of solicitation due date in order to be responsive to solicitation
requirements.

Points for price will be calculated as follows:
(lowest proposed price/proposer’s price) x 10 = Price Score

Aqua provides flexible pricing solutions for its clients and is willing to consider any number of options that work
best for GFLCVB. The agency bases its fees on a blended agency rate of $155 for all positions.

Given that your RFP requests pricing for each of the first three years of the contract, Aqua has provided the
following costs for each year of the contract:

Year One:

Per our response on BidSync, Aqua is proposing a monthly fee of $123,916.

$82,249 for agency fees and services.

$41,667 for outside “hard costs” such as photography, video/editing, brochure/guide printing, research.

Year Two:

Per our response on BidSync, Aqua is proposing a monthly fee of $102,850.

$72,850 for agency fees and services.

$30,000 for outside “hard costs” such as photography, video/editing, brochure/guide printing, research.

Year Three:

Per our response on BidSync, Aqua is proposing a monthly fee of $102,850.

$72,850 for agency fees and services.

$30,000 for outside “hard costs” such as photography, video/editing, brochure/guide printing, research.
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en Pricing Support

7. Provide an average monthly projection of level of effort, including a breakdown of the hourly fees by job
classification, and total hours for each job classification, for the proposed project team, to the Flat Fee
Services by month (proposed in item no. 6).

Provide Salary Rates for any positions not included in the Flat Fee Services that might be required in the
provision of Optional Services, Adverse Impact Services, and Initial Branding Services.

Aqua provides flexible pricing solutions for its clients and is willing to consider any number of options that work
best for GFLCVB. The agency bases its fees on a blended agency rate of $155 for all positions.

Given that your RFP requests pricing for each of the first three years of the contract, Aqua provides the following
pricing support for each year of the contract:

Year One:
Job Classification Hourly Fee Total Hours Total Monthly Fee
Per Month

President/Strategic Direction $155 20 $3100.00

Account Supervisor $155 60 $9300.00

Account Executive $155 65 $10,075.00

Account Coordinator $155 50 $7,750.00

Media Director $155 60 $9300.00

Digital Marketing/Media Director $155 80 $12,400.00

Traffic Manager $155 40 $6,200.00

Creative Director $155 30 $4,650.00

Art Director $155 35 $5425.00

Video/Content Director $155 30 $4,650.00

Copywriter $155 30 $4,650.00

Bookkeeper $155 50 $7,750.00

Outside Vendor Hard Costs N/A N/A $41,667.00

$123,916.00

Salary Rates for Optional Services, Adverse Impact Services, and Initial Branding Services

In the event of need of Optional Services, Adverse Impact Services, and Initial Branding Services other agency
staff such as Public Relations, Social Media or more may be involved. In such an event their involvement will be
estimated in advance for client review and approval.

As shown above, the agency bases its fees on a blended agency rate of $155 for those and all agency positions.
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Year Two:
Job Classification Hourly Fee Total Hours Total Monthly Fee
Per Month

President/Strategic Direction $155 17 $2,635.00

Account Supervisor $155 51 $7,905.00

Account Executive $155 55 $8,525.00

Account Coordinator $155 43 $6,665.00

Media Director $155 51 $7,905.00

Digital Marketing/Media Director $155 68 $10,504.00

Traffic Manager $155 34 $5,270.00

Creative Director $155 26 $4,030.00

Video/Content Director $155 26 $4,030.00

Art Director $155 30 $4,650.00

Copywriter $155 26 $4,030.00

Bookkeeper $155 43 $6,665.00

Outside Vendor Hard Costs N/A N/A $30,000.00

$102,850.00

Salary Rates for Optional Services and/or Adverse Impact Services

In the event of need of Optional Services and/or Adverse Impact Services other agency staff such as Public
Relations, Social Media or more may be involved. In such an event their involvement will be estimated in
advance for client review and approval.

As shown above, the agency bases its fees on a blended agency rate of $155 for those and all agency positions.
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Year Three:
Job Classification Hourly Fee Total Hours Total Monthly Fee
Per Month

President/Strategic Direction $155 17 $2,635.00

Account Supervisor $155 51 $7,905.00

Account Executive $155 55 $8,525.00

Account Coordinator $155 43 $6,665.00

Media Director $155 51 $7,905.00

Digital Marketing/Media Director $155 68 $10,504.00

Traffic Manager $155 34 $5,270.00

Creative Director $155 26 $4,030.00

Video/Content Director $155 26 $4,030.00

Art Director $155 30 $4,650.00

Copywriter $155 26 $4,030.00

Bookkeeper $155 43 $6,665.00

Outside Vendor Hard Costs N/A N/A $30,000.00

$102,850.00

Salary Rates for Optional Services and/or Adverse Impact Services

In the event of need of Optional Services and/or Adverse Impact Services other agency staff such as Public
Relations, Social Media or more may be involved. In such an event their involvement will be estimated in
advance for client review and approval.

As shown above, the agency bases its fees on a blended agency rate of $155 for those and all agency positions.
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SCOPE OF SERVICES

Project Overview

Contractor shall provide creative brand development services, production services, media planning,
including buying and designing strategic marketing campaigns for the Greater Fort Lauderdale
Convention & Visitors Bureau (GFLCVB), as well as project-specific-work for the Aviation Department
(Airport), Port Everglades Department (Port), and Parks and Recreation (operated under separate
budgets). Project-specific work for the Port, Airport, and Parks and Recreation will be separately
determined and authorized as needed. Additional County departments or divisions may be added by
County at any time upon written notice by the GFLCVB Contract Administrator, which notice shall
specify the Contract Administrator and any applicable budget limitations for that department or
division.

Services Description

Contractor shall provide Flat Fee Services (as described below) on a due course basis without the
requirement of specific written authorization from the GFLCVB for the Flat Fee Services payment per
Section 5.1 of the Agreement. The Flat Fee Services include all Services associated with media ad
buys where the cumulative Fiscal Year cost of the purchased media is up to Four Million Dollars
(54,000,000).

In addition, Contractor shall provide Commissioned Media Services consisting of media ad buys
where the cumulative Fiscal Year cost of purchased media is in excess of Four Million Dollars
(54,000,000). Commissioned Media Services may only be undertaken after Contractor receives a
fully executed Work Authorization, followed by a Notice to Proceed.

Contractor must provide Services that maximize revenue generation for Greater Fort Lauderdale’s
tourism industry, Airport, and Port.

Managerial Approach

Contractor will ensure that the persons responsible for Contractor’s performance of the Services
under this Agreement and, to the extent applicable (collectively “Key Personnel”) are appropriately
trained and experienced and have adequate time and resources to perform in accordance with the
terms of this Agreement. To the extent Contractor seeks or is required to make any change to the
composition of the Key Personnel, Contractor will provide County with thirty (30) days’ advance
written notice (or as much advance notice as is possible if thirty (30) days’ notice is not possible)
regarding such changes and the management plan associated with such changes. County shall not
be responsible for any additional costs associated with a change in Key Personnel.

Communication & Reports

Contractor shall provide such periodic reporting as may be requested by any Contract Administrator.
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Flat Fee Services

Contractor shall provide the following Flat Fee Services:

A.

Brand Strategy and Creative Services:

1.

10.

Development of a research-based brand and marketing and advertising creative
strategy for both the domestic and international markets and provide
recommendations.

Development and production of results-driven marketing and advertising creative to
support overall media and brand strategy.

Design and graphics services, including the creation and implementation of original
creative, designs, artwork, layout and design templates, typography and illustrations,
photography and other related elements that present a consistent brand for print, TV,
out-of-home (billboards), email, social media, apps and online advertising.

Editorial services including copywriting, fact-checking, proofreading and editing of all
materials placed or handled by Contractor.

Production services necessary to create promotional materials from concept to final
format, including those required for relevant media and added value placements and
delivery to media vehicles as required.

Supervision of photography and video production (including overseeing the direction
of photo and video shoots and creative asset selections).

Project management related to production work.

Development and production of the Annual Marketing Communications Plan in a
manner and format approved by County.

Collateral projects including copy, design, production, studio services, Contractor
selection and management (as required) and print production management (including
attending press checks when required). Collateral projects to include annual vacation
guide, meetings guide, Superior Small Lodging directory, Visitors Map brochure and
others as needed.

Maintain digital vacation planner and meeting planner brochures making updates as
necessary on multiple platforms for optimal user experience.
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Implement a monthly email marketing program including the creation and
deployment of newsletters for leisure and group sales audiences, with a goal of open
rates and Click Through Rates (i.e., the percentage of people visiting a web page who
access a hypertext link to a particular advertisement) that meet and exceed industry
standards.

Develop a content marketing strategy to deploy across a variety of platforms including
digital content design, programming and production; this may also include mobile app
design and development.

Account Maintenance:

Delivery of all native and finished layered photoshop files to County, upon request,
including Airport, Port, and Parks.

Assist in the management of all County digital assets including photo library, video
footage and delivery of media-related assets such as reader response forms, etc.

Conduct weekly status calls/in-person meetings with GFLCVB internal marketing team
and partner agencies (social, public relations, and global representation firms)
regarding all active projects, and maintain highly responsive email and phone
communications. These weekly status calls/in-person meetings are non-billable and
included in the Flat Fee Services, but do not apply towards the calculation of any Flat
Fee Differential as defined in the Agreement.

Attend stakeholder meetings, such as the Tourist Development Council (“TDC”) and
the Marketing Advisory Committee (“MAC”), and others hospitality and industry
meetings as needed.

Compile monthly reports including analytics of the impact of executed media
strategies and tactics, as well as provide recommendations for improvement for all
Key Performance Indicators and generate custom reports and analytics, as needed.

Create, produce and participate in presentations to County boards and committees,
partners or other groups as requested and needed.

Complete monthly billing with all appropriate back-up documents, including detailed
time sheets, media proof of performance and detailed invoices (including pre-
approved reimbursables), original line item receipts and comprehensive billing recap
including projections through end of the Fiscal Year.

Purchase unique specialty items for promotional purposes.

Special projects including design and production of support materials and tradeshow
elements including displays.
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Design and conduct quantitative and qualitative market research, survey and annual
reports as requested.

Compile and submit award applications for top associations in marketing and tourism.

C. Media Planning

1.

3/21/2019

Develop and execute a comprehensive, strategic, research-based, integrated, and
evolving mixed media annual media plan targeting key audiences and market
segments in both domestic and international regions (in consultation with Global
Representation Firms, retained by the CVB). Recommend appropriate media
channels, including digital, email, print, TV, radio and out of-home, and to adhere to
specific goals.

Create and implement a comprehensive co-op media plan with broad-based
participation (with hotels and other tourism attractions, e.g. print, digital, radio,
vacation planner, etc.). Contractor will secure creative assets, ad sales and
recruitment, billing and collection of partner contributions and reporting of leads.

Monthly digital reporting and analysis of all advertising including optimization
recommendations. Provide Return on Investment insights with measurable results
including: 1) Increase in visitors to GFLCVB website and/or digital vacation planner; 2)
Increase in awareness and intent to visit Broward County (i.e. searches for flights and
hotels, as well as bookings); 3) Monthly budget reviews, media verification and
invoicing; 4) Audit all media buys for accuracy and provide proof of performance
including tear sheets, photo sheets, screenshots and run reports, and ensure “make
good accommodations” as necessary.

Optimize media buys on an ongoing basis to control the effectiveness of advertising
and impact spend, evaluating new media opportunities and determining efficient and
effective media mix.

Negotiate across all media channels, obtaining competitive pricing, with a strong
focus on leveraging strategic added value (ideally at least 50% of net media buy, e.g.
advertorials, targeted emails, etc.).

If requested by County and subject to prior written approval as to each media buy,
media buys cumulatively up to Four Million Dollars (54,000,000) each Fiscal Year.
After securing all required approvals and before completing the media buy,
Contractor will notify the Contract Administrator of the intended media buy to verify
it conforms with what was originally approved and to secure a written Notice to
Proceed.
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Contractor may not mark-up expenses associated with any media buy up to the
$4,000,000 amount cumulatively each Fiscal Year provided in this section as all costs
(other than the actual charges by the media outlet where the advertising will be run)
are included in the Monthly Flat Fee.

Commissioned Media Services

If requested by the applicable Contract Administrator(s) and subject to fully executed Work
Authorizations and subsequent Notices to Proceed as to each media buy, media buys cumulatively
in excess of Four Million Dollars ($4,000,000) for the cost of the purchased media, during each Fiscal
Year. After securing all required approvals and before completing the media buy, Contractor will
notify the Contract Administrator of the intended media buy to verify it conforms with what was
originally approved and to secure a Notice to Proceed.

Optional Services

Optional Services includes any other related services (other than Flat Fee Services or Commissioned
Media Services) deemed by County necessary to the successful implementation of the GFLCVB
advertising program to promote the destination or any aspect of the destination, or for Aviation,
Port, or Parks, relating to the County’s advertising program.

All such additional services shall require execution of an appropriate Work Authorization setting
forth the specific services to be provided and the cost and timing. Optional Services for GFLCVB may
only include Initial Branding Services and Adverse Impact Services (as defined below) and will be
limited by the not-to-exceed amounts set forth in the Agreement, Section 5.2. Initial Branding
Services and Adverse Impact Services include strategy and media-implementation plans (excluding
costs of media buys).

A. Initial Branding Services: Services relating to the development, implementation, and
publication of new branding for the GFLCVB.

B. Adverse Impact Services: Services relating to a unique occurrence impacting the South
Florida area that has a significant material adverse impact on tourism in Broward County (e.g.
post-hurricane, regional public health crisis, etc.)

C. Social Media Services: Services relating to the creation and posting of organic content and
engaging with users on social media. This is inclusive of developing and executing
campaigns and daily organic content; providing twenty-four-hour monitoring of owned
social media channels; and engaging with users quickly, accurately, and in the proper
brand-voice. This Optional Service does not include paid social media promotions, which
are instead considered a part of the Scope of Services in 5.C.1.

D. Website Design Services: Services relating to developing and implementing a website that
reflects new branding.
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Supplier Response Form

Standard Instructions to Vendors
Request for Proposals, Request for Qualifications, or Request for Letters of Interest

Vendors are instructed to read and follow the instructions carefully, as any misinterpretation or failure to
comply with instructions may lead to a Vendor’s submittal being rejected.

Vendor MUST submit its solicitation response electronically and MUST confirm its submittal in
order for the County to receive a valid response through BidSync. Refer to the Purchasing
Division website or contact BidSync for submittal instructions.

A. Responsiveness Criteria:

In accordance with Broward County Procurement Code Section 21.8.b.65, a Responsive Bidder [Vendor]
means a person who has submitted a proposal which conforms in all material respects to a solicitation.
The solicitation submittal of a responsive Vendor must be submitted on the required forms, which contain
all required information, signatures, notarizations, insurance, bonding, security, or other mandated
requirements required by the solicitation documents to be submitted at the time of proposal opening.

Failure to provide the information required below at the time of submittal opening may result in a
recommendation Vendor is non-responsive by the Director of Purchasing. The Selection or Evaluation
Committee will determine whether the firm is responsive to the requirements specified herein. The
County reserves the right to waive minor technicalities or irregularities as is in the best interest of the
County in accordance with Section 21.30.f.1(c) of the Broward County Procurement Code.

Below are standard responsiveness criteria; refer to Special Instructions to Vendors, for Additional
Responsiveness Criteria requirement(s).

1. Lobbyist Registration Requirement Certification
Refer to Lobbyist Registration Requirement Certification. The completed form should be
submitted with the solicitation response but must be submitted within three business days of County’s
request. Vendor may be deemed non-responsive for failure to fully comply within stated timeframes.

2. Addenda
The County reserves the right to amend this solicitation prior to the due date. Any change(s) to this
solicitation will be conveyed through the written addenda process. Only written addenda will be
binding. If a “must” addendum is issued, Vendor must follow instructions and submit required
information, forms, or acknowledge addendum, as instructed therein. It is the responsibility of all
potential Vendors to monitor the solicitation for any changing information, prior to submitting their
response.

B. Responsibility Criteria:

Definition of a Responsible Vendor: In accordance with Section 21.8.b.64 of the Broward County
Procurement Code, a Responsible Vendor means a Vendor who has the capability in all respects to
perform the contract requirements, and the integrity and reliability which will assure good faith
performance.

The Selection or Evaluation Committee will recommend to the awarding authority a determination of a

Vendor’s responsibility. At any time prior to award, the awarding authority may find that a Vendor is not
responsible to receive a particular award.
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Failure to provide any of this required information and in the manner required may result in a
recommendation by the Director of Purchasing that the Vendor is non-responsive.

Below are standard responsibility criteria; refer to Special Instructions to Vendors, for Additional
Responsibility Criteria requirement(s).

1. Litigation History

a. All Vendors are required to disclose to the County all “material” cases filed, pending, or resolved
during the last three (3) years prior to the solicitation response due date, whether such cases
were brought by or against the Vendor, any parent or subsidiary of the Vendor, or any
predecessor organization. Additionally, all Vendors are required to disclose to the County all
“‘material” cases filed, pending, or resolved against any principal of Vendor, regardless of whether
the principal was associated with Vendor at the time of the “material” cases against the principal,
during the last three (3) years prior to the solicitation response. A case is considered to be
“‘material” if it relates, in whole or in part, to any of the following:

I. A similar type of work that the vendor is seeking to perform for the County under the
current solicitation;

ii. An allegation of fraud, negligence, error or omissions, or malpractice against the
vendor or any of its principals or agents who would be performing work under the
current solicitation;

iii. A vendor’s default, termination, suspension, failure to perform, or improper
performance in connection with any contract;

iv. The financial condition of the vendor, including any bankruptcy petition (voluntary and
involuntary) or receivership; or

V. A criminal proceeding or hearing concerning business-related offenses in which the
vendor or its principals (including officers) were/are defendants.

b. For each material case, the Vendor is required to provide all information identified in the Litigation
History Form. Additionally, the Vendor shall provide a copy of any judgment or settlement of any
material case during the last three (3) years prior to the solicitation response. Redactions of any
confidential portions of the settlement agreement are only permitted upon a certification by
Vendor that all redactions are required under the express terms of a pre-existing confidentiality
agreement or provision.

c. The County will consider a Vendor’s litigation history information in its review and determination of
responsibility.

d. If the Vendor is a joint venture, the information provided should encompass the joint venture and
each of the entities forming the joint venture.

e. Avendor is required to disclose to the County any and all cases(s) that exist between the County
and any of the Vendor’s subcontractors/subconsultants proposed to work on this project during
the last five (5) years prior to the solicitation response.

f. Failure to disclose any material case, including all requested information in connection with each

such case, as well as failure to disclose the Vendor’s subcontractors/subconsultants litigation
history against the County, may result in the Vendor being deemed non-responsive.

2. Financial Information

a. All Vendors are required to provide the Vendor's financial statements at the time of submittal in
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Each Vendor shall submit its most recent two years of financial statements for review. The
financial statements are not required to be audited financial statements. The annual financial
statements will be in the form of:

i. Balance sheets, income statements and annual reports; or
ii. Tax returns; or
iii. SEC filings.

If tax returns are submitted, ensure it does not include any personal information (as defined under
Florida Statutes Section 501.171, Florida Statutes), such as social security numbers, bank
account or credit card numbers, or any personal pin numbers. If any personal information data is
part of financial statements, redact information prior to submitting a response the County.

If a Vendor has been in business for less than the number of years of required financial
statements, then the Vendor must disclose all years that the Vendor has been in business,
including any partial year-to-date financial statements.

The County may consider the unavailability of the most recent year’s financial statements and
whether the Vendor acted in good faith in disclosing the financial documents in its evaluation.

Any claim of confidentiality on financial statements should be asserted at the time of submittal.
Refer to Standard Instructions to Vendors, Confidential Material/ Public Records and
Exemptions for instructions on submitting confidential financial statements. The Vendor’s failure to
provide the information as instructed may lead to the information becoming public.

Although the review of a Vendor's financial information is an issue of responsibility, the failure to
either provide the financial documentation or correctly assert a confidentiality claim pursuant the
Florida Public Records Law and the solicitation requirements (Confidential Material/ Public
Records and Exemptions section) may result in a recommendation of non-responsiveness by the
Director of Purchasing.

3. Authority to Conduct Business in Florida

a.

3/21/2019

A Vendor must have the authority to transact business in the State of Florida and be in good
standing with the Florida Secretary of State. For further information, contact the Florida
Department of State, Division of Corporations.

The County will review the Vendor’s business status based on the information provided in
response to this solicitation.

It is the Vendor’s responsibility to comply with all state and local business requirements.

Vendor should list its active Florida Department of State Division of Corporations Document
Number (or Registration No. for fictitious names) in the Vendor Questionnaire, Question No. 10.

If a Vendor is an out-of-state or foreign corporation or partnership, the Vendor must obtain the
authority to transact business in the State of Florida or show evidence of application for the
authority to transact business in the State of Florida, upon request of the County.

A Vendor that is not in good standing with the Florida Secretary of State at the time of a
submission to this solicitation may be deemed non-responsible.
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standing throughout the contractual period of performance.
4. Affiliated Entities of the Principal(s)

a. All Vendors are required to disclose the names and addresses of “affiliated entities” of the
Vendor’s principal(s) over the last five (5) years (from the solicitation opening deadline) that have
acted as a prime Vendor with the County. The Vendor is required to provide all information
required on the Affiliated Entities of the Principal(s) Certification Form.

b. The County will review all affiliated entities of the Vendor’s principal(s) for contract performance
evaluations and the compliance history with the County’s Small Business Program, including
CBE, DBE and SBE goal attainment requirements. “Affiliated entities” of the principal(s) are those
entities related to the Vendor by the sharing of stock or other means of control, including but not
limited to a subsidiary, parent or sibling entity.

c. The County will consider the contract performance evaluations and the compliance history of the
affiliated entities of the Vendor's principals in its review and determination of responsibility.

5. Insurance Requirements

The Insurance Requirement Form reflects the insurance requirements deemed necessary for this
project. It is not necessary to have this level of insurance in effect at the time of submittal, but it is
necessary to submit certificates indicating that the Vendor currently carries the insurance or to submit
a letter from the carrier indicating it can provide insurance coverages.

C. Additional Information and Certifications

The following forms and supporting information (if applicable) should be returned with Vendor’s submittal.
If not provided with submittal, the Vendor must submit within three business days of County’s request.
Failure to timely submit may affect Vendor’s evaluation.

1. Vendor Questionnaire
Vendor is required to submit detailed information on their firm. Refer to the Vendor Questionnaire
and submit as instructed.

2. Standard Certifications
Vendor is required to certify to the below requirements. Refer to the Standard Certifications and
submit as instructed.

Cone of Silence Requirement Certification
Drug-Free Workplace Certification
Non-Collusion Certification

Public Entities Crimes Certification
Scrutinized Companies List Certification

©Coo T

3. Subcontractors/Subconsultants/Suppliers Requirement
The Vendor shall submit a listing of all subcontractors, subconsultants, and major material suppliers,
if any, and the portion of the contract they will perform. Vendors must follow the instructions included
on the Subcontractors/Subconsultants/Suppliers Information Form and submit as instructed.

D. Standard Agreement Language Requirements
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shall be considered a part of a Vendor’'s submittal and will be considered by the Selection or
Evaluation Committee.

2. The applicable Agreement terms and conditions for this solicitation are indicated in the Special
Instructions to Vendors.

3. Vendors are required to review the applicable terms and conditions and submit the Agreement
Exception Form. If the Agreement Exception Form is not provided with the submittal, it shall be

deemed an affirmation by the Vendor that it accepts the Agreement terms and conditions as
disclosed in the solicitation.

4. If exceptions are taken, the Vendor must specifically identify each term and condition with which it is
taking an exception. Any exception not specifically listed is deemed waived. Simply identifying a
section or article number is not sufficient to state an exception. Provide either a redlined version of
the specific change(s) or specific proposed alternative language. Additionally, a brief justification
specifically addressing each provision to which an exception is taken should be provided.

5. Submission of any exceptions to the Agreement does not denote acceptance by the County.
Furthermore, taking exceptions to the County’s terms and conditions may be viewed unfavorably by
the Selection or Evaluation Committee and ultimately may impact the overall evaluation of a Vendor’s
submittal.

E. Evaluation Criteria

1. The Selection or Evaluation Committee will evaluate Vendors as per the Evaluation Criteria. The
County reserves the right to obtain additional information from a Vendor.

2. Vendor has a continuing obligation to inform the County in writing of any material changes to the
information it has previously submitted. The County reserves the right to request additional
information from Vendor at any time.

3. For Request for Proposals, the following shall apply:

a. The Director of Purchasing may recommend to the Evaluation Committee to short list the most
qualified firms prior to the Final Evaluation.

b. The Evaluation Criteria identifies points available; a total of 100 points is available.

c. If the Evaluation Criteria includes a request for pricing, the total points awarded for price is
determined by applying the following formula:

(Lowest Proposed Price/Vendor’s Price) x (Maximum Number of Points for Price) =
Price Score

d. After completion of scoring, the County may negotiate pricing as in its best interest.
4. For Requests for Letters of Interest or Request for Qualifications, the following shall apply:
a. The Selection or Evaluation Committee will create a short list of the most qualified firms.

b. The Selection or Evaluation Committee will either:
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i. Rank shortlisted firms; or
il If the solicitation is part of a two-step procurement, shortlisted firms will be requested to
submit a response to the Step Two procurement.

F. Demonstrations

If applicable, as indicated in Special Instructions to Vendors, Vendors will be required to demonstrate the
nature of their offered solution. After receipt of submittals, all Vendors will receive a description of, and
arrangements for, the desired demonstration. In accordance with Section 286.0113 of the Florida
Statutes and pursuant to the direction of the Broward County Board of Commissioners, demonstrations
are closed to only the vendor team and County staff.

G. Presentations

Vendors that are found to be both responsive and responsible to the requirements of the solicitation
and/or shortlisted (if applicable) will have an opportunity to make an oral presentation to the Selection or
Evaluation Committee on the Vendor’s approach to this project and the Vendor’s ability to perform. The
committee may provide a list of subject matter for the discussion. All Vendor’s will have equal time to
present but the question-and-answer time may vary. In accordance with Section 286.0113 of the Florida
Statutes and the direction of the Broward County Board of Commissioners, presentations during
Selection or Evaluation Committee Meetings are closed. Only the Selection or Evaluation Committee
members, County staff and the vendor and their team scheduled for that presentation will be present in
the Meeting Room during the presentation and subsequent question and answer period.

H. Public Art and Design Program

If indicated in Special Instructions to Vendors, Public Art and Design Program, Section 1-88, Broward
County Code of Ordinances, applies to this project. It is the intent of the County to functionally integrate
art, when applicable, into capital projects and integrate artists’ design concepts into this improvement
project. The Vendor may be required to collaborate with the artist(s) on design development within the
scope of this request. Artist(s) shall be selected by Broward County through an independent process. For
additional information, contact the Broward County Cultural Division.

I. Committee Appointment

The Cone of Silence shall be in effect for County staff at the time of the Selection or Evaluation
Committee appointment and for County Commissioners and Commission staff at the time of the Shortlist
Meeting of the Selection Committee or the Initial Evaluation Meeting of the Evaluation Committee. The
committee members appointed for this solicitation are available on the Purchasing Division’s website
under Committee Appointment.

J. Committee Questions, Request for Clarifications, Additional Information

At any committee meeting, the Selection or Evaluation Committee members may ask questions, request
clarification, or require additional information of any Vendor’s submittal or proposal. It is highly
recommended Vendors attend to answer any committee questions (if requested), including a Vendor
representative that has the authority to bind.

Vendor’'s answers may impact evaluation (and scoring, if applicable). Upon written request to the
Purchasing Agent prior to the meeting, a conference call number will be made available for Vendor
participation via teleconference. Only Vendors that are found to be both responsive and responsible to
the requirements of the solicitation and/or shortlisted (if applicable) are requested to participate in a final
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K. Vendor Questions

The County provides a specified time for Vendors to ask questions and seek clarification regarding
solicitation requirements. All questions or clarification inquiries must be submitted through BidSync by the
date and time referenced in the solicitation document (including any addenda). The County will respond
to questions via Bid Sync.

L. Confidential Material/ Public Records and Exemptions

1.  Broward County is a public agency subject to Chapter 119, Florida Statutes. Upon receipt, all
submittals become "public records" and shall be subject to public disclosure consistent with Chapter
119, Florida Statutes. Submittals may be posted on the County’s public website or included in a public
records request response, unless there is a declaration of “confidentiality” pursuant to the public
records law and in accordance with the procedures in this section.

2. Any confidential material(s) the Vendor asserts is exempt from public disclosure under Florida
Statutes must be labeled as “Confidential”, and marked with the specific statute and subsection
asserting exemption from Public Records.

3. To submit confidential material, three hardcopies must be submitted in a sealed envelope, labeled
with the solicitation number, title, date and the time of solicitation opening to:

Broward County Purchasing Division
115 South Andrews Avenue, Room 212
Fort Lauderdale, FL 33301

4. Material will not be treated as confidential if the Vendor does not cite the applicable Florida Statute(s)
allowing the document to be treated as confidential.

5. Any materials that the Vendor claims to be confidential and exempt from public records must be
marked and separated from the submittal. If the Vendor does not comply with these instructions, the
Vendor’s claim for confidentiality will be deemed as waived.

6. Submitting confidential material may impact full discussion of your submittal by the Selection or
Evaluation Committee because the Committee will be unable to discuss the details contained in the
documents cloaked as confidential at the publicly noticed Committee meeting.

M. Copyrighted Materials

Copyrighted material is not exempt from the Public Records Law, Chapter 119, Florida Statutes.
Submission of copyrighted material in response to any solicitation will constitute a license and permission
for the County to make copies (including electronic copies) as reasonably necessary for the use by
County staff and agents, as well as to make the materials available for inspection or production pursuant
to Public Records Law, Chapter 119, Florida Statutes.

N. State and Local Preferences
If the solicitation involves a federally funded project where the fund requirements prohibit the use of state

and/or local preferences, such preferences contained in the Local Preference Ordinance and Broward
County Procurement Code will not be applied in the procurement process.
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Except where otherwise prohibited by federal or state law or other funding source restrictions, a local
Vendor whose submittal is within 5% of the highest total ranked Vendor outside of the preference area
will become the Vendor with whom the County will proceed with negotiations for a final contract. Refer to
Local Vendor Certification Form (Preference and Tiebreaker) for further information.

P. Tiebreaker Criteria

In accordance with Section 21.31.d of the Broward County Procurement Code, the tiebreaker criteria
shall be applied based upon the information provided in the Vendor's response to the solicitation. In order
to receive credit for any tiebreaker criterion, complete and accurate information must be contained in the
Vendor’s submittal.

1. Local Vendor Certification Form (Preference and Tiebreaker);
2. Domestic Partnership Act Certification (Requirement and Tiebreaker);
3. Tiebreaker Criteria Form: Volume of Work Over Five Years

Q. Posting of Solicitation Results and Recommendations

The Broward County Purchasing Division's is the location for the County's posting of all
solicitations and contract award results. It is the obligation of each Vendor to monitor the website in order
to obtain complete and timely information.

R. Review and Evaluation of Responses

A Selection or Evaluation Committee is responsible for recommending the most qualified Vendor(s). The
process for this procurement may proceed in the following manner:

1. The Purchasing Division delivers the solicitation submittals to agency staff for summarization for the
committee members. Agency staff prepares a report, including a matrix of responses submitted by
the Vendors. This may include a technical review, if applicable.

2. Staff identifies any incomplete responses. The Director of Purchasing reviews the information and
makes a recommendation to the Selection or Evaluation Committee as to each Vendor’s
responsiveness to the requirements of the solicitation. The final determination of responsiveness
rests solely on the decision of the committee.

3. At any time prior to award, the awarding authority may find that a Vendor is not responsible to receive
a particular award. The awarding authority may consider the following factors, without limitation:
debarment or removal from the authorized Vendors list or a final decree, declaration or order by a
court or administrative hearing officer or tribunal of competent jurisdiction that the Vendor has
breached or failed to perform a contract, claims history of the Vendor, performance history on a
County contract(s), an unresolved concern, or any other cause under this code and Florida law for
evaluating the responsibility of a Vendor.

S. Vendor Protest
Sections 21.118 and 21.120 of the Broward County Procurement Code set forth procedural requirements

that apply if a Vendor intends to protest a solicitation or proposed award of a contract and state in part
the following:
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. Any protest concerning the solicitation or other solicitation specifications or requirements must be

made and received by the County within seven business days from the posting of the solicitation
or addendum on the Purchasing Division’s website. Such protest must be made in writing to the
Director of Purchasing. Failure to timely protest solicitation specifications or requirements is a
waiver of the ability to protest the specifications or requirements.

Any protest concerning a solicitation or proposed award above the award authority of the Director
of Purchasing, after the RLI or RFP opening, shall be submitted in writing and received by the
Director of Purchasing within five business days from the posting of the recommendation of award
for Invitation to Bids or the final recommendation of ranking for Request for Letters of Interest and
Request for Proposals on the Purchasing Division's website.

Any actual or prospective Vendor who has a substantial interest in and is aggrieved in connection
with the proposed award of a contract that does not exceed the amount of the award authority of
the Director of Purchasing, may protest to the Director of Purchasing. The protest shall be
submitted in writing and received within three (3) business days from the posting of the
recommendation of award for Invitation to Bids or the final recommendation of ranking for
Request for Letters of Interest and Request for Proposals on the Purchasing Division's website.

For purposes of this section, a business day is defined as Monday through Friday between 8:30
a.m. and 5:00 p.m. Failure to timely file a protest within the time prescribed for a proposed
contract award shall be a waiver of the Vendor's right to protest.

As a condition of initiating any protest, the protestor shall present the Director of Purchasing a
nonrefundable filing fee in accordance with the table below.

Estimated Contract Amount Filing Fee
$30,000 - $250,000 $ 500
$250,001 - $500,000 $1,000
$500,001 - $5 million $3,000
Over $5 million 5,000

If no contract proposal amount was submitted, the estimated contract amount shall be the
County’s estimated contract price for the project. The County may accept cash, money order,
certified check, or cashier’s check, payable to Broward County Board of Commissioners.

T. Right of Appeal

Pursuant to Section 21.83.d of the Broward County Procurement Code, any Vendor that has a
substantial interest in the matter and is dissatisfied or aggrieved in connection with the Selection or
Evaluation Committee’s determination of responsiveness may appeal the determination pursuant to
Section 21.120 of the Broward County Procurement Code.

1.

3.

3/21/2019

The appeal must be in writing and sent to the Director of Purchasing within ten (10) calendar days
of the determination by the Selection or Evaluation Committee to be deemed timely.

As required by Section 21.120, the appeal must be accompanied by an appeal bond by a Vendor
having standing to protest and must comply with all other requirements of this section.

The institution and filing of an appeal is an administrative remedy to be employed prior to the
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appeal.
U. Rejection of Responses

The Selection or Evaluation Committee may recommend rejecting all submittals as in the best interests
of the County. The rejection shall be made by the Director of Purchasing, except when a solicitation was
approved by the Board, in which case the rejection shall be made by the Board.

V. Negotiations

The County intends to conduct the first negotiation meeting no later than two weeks after approval of the
final ranking as recommended by the Selection or Evaluation Committee. At least one of the
representatives for the Vendor participating in negotiations with the County must be authorized to bind
the Vendor. In the event that the negotiations are not successful within a reasonable timeframe
(notification will be provided to the Vendor) an impasse will be declared and negotiations with the first-
ranked Vendor will cease. Negotiations will begin with the next ranked Vendor, etc. until such time that all
requirements of Broward County Procurement Code have been met. In accordance with Section
286.0113 of the Florida Statutes and the direction of the Broward County Board of Commissioners,
negotiations resulting from Selection or Evaluation Committee Meetings are closed. Only County staff
and the selected vendor and their team will be present during negotiations.

W. Submittal Instructions:

1. Broward County does not require any personal information (as defined under Section 501.171,
Florida Statutes), such as social security numbers, driver license numbers, passport, military ID,
bank account or credit card numbers, or any personal pin numbers, in order to submit a response
for ANY Broward County solicitation. DO NOT INCLUDE any personal information data in any
document submitted to the County. If any personal information data is part of a submittal, this
information must be redacted prior to submitting a response to the County.

2. Vendor MUST submit its solicitation response electronically and MUST confirm its
submittal in order for the County to receive a valid response through BidSync. It is the
Vendor’s sole responsibility to assure its response is submitted and received through BidSync by
the date and time specified in the solicitation.

3. The County will not consider solicitation responses received by other means. Vendors are
encouraged to submit their responses in advance of the due date and time specified in the
solicitation document. In the event that the Vendor is having difficulty submitting the solicitation
document through Bid Sync, immediately notify the Purchasing Agent and then contact BidSync
for technical assistance.

4. Vendor must view, submit, and/or accept each of the documents in BidSync. Web-fillable forms
can be filled out and submitted through BidSync.

5. After all documents are viewed, submitted, and/or accepted in BidSync, the Vendor must upload
additional information requested by the solicitation (i.e. Evaluation Criteria and Financials
Statements) in the ltem Response Form in BidSync, under line one (regardless if pricing
requested).

6. Vendor should upload responses to Evaluation Criteria in Microsoft Word or Excel format.

7. If the Vendor is declaring any material confidential and exempt from Public Records, refer to
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Confidential Material/ Public Recordgggf’ﬁa %&%@%ﬁ%s for instructions on submitting confidential

material.

After all files are uploaded, Vendor must submit and CONFIRM its offer (by entering password) for
offer to be received through BidSync.

If a solicitation requires an original Proposal Bond (per Special Instructions to Vendors), Vendor
must submit in a sealed envelope, labeled with the solicitation number, title, date and the time of
solicitation opening to:

Broward County Purchasing Division
115 South Andrews Avenue, Room 212
Fort Lauderdale, FL 33301

A copy of the Proposal Bond should also be uploaded into Bid Sync; this does not replace the
requirement to have an original proposal bond. Vendors must submit the original Proposal Bond,
by the solicitation due date and time.

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an

original

signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to
finish filling out your bid.

Username NewBiz@welcometoaqua.com

Password

*

Save Take Exception Close

* Required fields

3/21/2019
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Bid #GEN2116476P1 - Advertising Agency Services

Time Left 5days, 23 hrs
Bid Started Feb 1,2019 3:25:33 PM EST
Bid Ends Mar 1, 2019 5:00:00 PM EST

Bid Comments  Scope of Work:
The County is seeking a firm to provide creative brand development services, production services, media planning,
including buying and designing strategic marketing campaigns for the Greater Fort Lauderdale Convention & Visitors
Bureau (GFLCVB), as well as project-specific-work for the Aviation Department (Airport), Port Everglades Department
(Port), and Parks and Recreation.

NOTE: PRICE IS A MATTER OF RESPONSIVENESS- FAILURE TO SUBMIT PRICING, AS STATED IN THE
SPECIAL INSTRUCTIONS TO VENDORS, WILL RESULT IN A FINDING OF NON-RESPONSIVENESS.

Goal Participation:

This solicitation includes participation goals for Broward County certified County Business Enterprises. Refer to Special
Instructions and the Office of Economic and Small Business Development Requirements section for additional
information.

Questions and Answers:

The County provides a specified time for Vendors to ask questions and seek clarification regarding the requirements of the
solicitation. All questions or clarification inquires must be submitted through BidSync by the date and time referenced in
the solicitation document (including any addenda). The County will respond to questions via Bidsync. The County is not
obligated to respond to any project specific questions received after the listed deadline. Vendors must submit questions
through the Question and Answer Section (available in BidSync).

Submittals:
Vendor MUST submit its solicitation response electronically and MUST confirm its submittal in order for the County to
receive a valid response through BidSync. Refer to the Purchasing Division website or contact BidSync for submittal
instructions.

It is the Vendor's sole responsibility to assure its response is submitted and received through BidSync by the date and
time specified in the solicitation. The County will not consider solicitation responses received by other means.

Vendors are encouraged to submit their responses in advance of the due date and time specified in the solicitation
document. In the event that the Vendor is having difficulty submitting the solicitation document through BidSync,
immediately notify the Purchasing Agent and then contact BidSync for technical assistance.

GEN2116476P1--01-01 Flat Fee Services - Year 1
Description
Product Code Unit Price Qty/Unit Total Price
$123916.00 12/ month $1486992.00
Notes for Buyer Attachments
GEN2116476P1--01-02 Flat Fee Services - Year 2
Description
Product Code Unit Price Qty/Unit Total Price
$105328.00 12/ month $1263936.00
Notes for Buyer Attachments
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Evaluation Criteria
Advertising Agency Services

GEN2116476P1

Evaluation Criteria

Total
Points

Ability of Professional Personnel

1) Describe the qualifications and relevant experience of the Project Manager and all key

staff that are intended to be assigned to this project. Include resumes for the Project
Manager and all key staff described, including staffing to support media planning and
buying. Include the qualifications and relevant experience of all subconsultants’ key
staff to be assigned to this project.

10

Project Approach

2) Describe the prime Vendor’'s approach to the project (message platform, channel

strategy, integration). Include how the prime Vendor will use subconsultants in the
project.

Provide a sample timeline, for the entire agreement term, demonstrating the
process/work program the Vendor would use to fulfil the marketing mission of the
GFLCVB; describe major milestones related to planning, production and other
recommendations.

Describe how the team would develop cost estimates and controls, indicating how
they are updated, providing specific examples of successful recommendations
implemented and cost containment strategies used to maintain project budget without
sacrificing quality. Include the following:

2.1. Creative Portfolio:

a. Provide samples of creative portfolio under agency's current management as
a measure of creative capabilities and quality (include printed and digital
collateral, out-of-home, broadcast).

b. Provide tourism case studies that measure return on investment (ROI) on
work developed under the agency's existing executive or creative
management. Note - no speculative creative work specific to GFLCVB will be
considered in the RFP evaluation and ranking.

c. Provide explanations and samples of how the team approaches the
development brand architecture for a destination or travel product.

d. Provide explanations and samples of how the team approaches group sales
marketing for a destination or travel product.

2.2. Account Management:

a. Indicate how the team will handle account management of the annual
advertising budget, including creative production, digital production, and
media placements.

b. Indicate research, overall business intelligence and tourism industry
knowledge specific to direct marketing organizations (DMOs) or a tourism
product.

15

10
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Evaluation Criteria Total
Points

2.3. Media Planning and Buying:
10
a. Indicate how the team can leverage value-added opportunities.

b. Indicate how the team would handle industry co-op advertising opportunities
and leverage media buys and sponsorships.

Past Performance Evidence of Knowledge and Experience

3) Describe prime Vendor’s experience on projects of similar nature, scope and duration, 20
along with evidence of satisfactory completion, both on time and within budget, for the
past five years. If Vendor is submitting as a Joint Venture, then Joint Venture’s
experience shall include the experience of Joint Venture and each Joint Venture
partner. Provide a minimum of three projects with references.

Vendor should provide references for similar work performed to show evidence of
qualifications and previous experience. Refer to Vendor Reference Verification
Form and submit as instructed. Only provide references for non-Broward County
Board of County Commissioners contracts. For Broward County contracts, the County
will review performance evaluations in its database for vendors with previous or
current contracts with the County. The County considers references and performance
evaluations in the evaluation of Vendor’s past performance.

In addition to information requested on the Vendor Reference Verification Form,
append the following information for each project/reference:

a. List Firm's project manager and other key professionals involved on the
project/contract.

b. Identify if the project included any of the following:

i. Minority Demographic markets, including U.S. Domestic, African American,
women owned, LGBT+ and Latino markets.

ii. Provide description of the organization's services, creative portfolio
examples, and specific account processes (e.g. contract structure, billing,
communication protocols with vendor and client, etc.)

ii. Indicate the company's specific expertise in integrated marketing
communications.

iv. ldentify any examples of co-op advertising opportunities and leverage
media buys and sponsorships provided under project/contract.

Workload of the Firm

4) For the prime Vendor only, list all completed and active projects that Vendor has 5
managed within the past five years. In addition, list all projected projects that Vendor
will be working on in the near future. Identify any current or future clients with any
potential conflicts of interest.

Projected projects will be defined as a project(s) that Vendor is awarded a contract
but the Notice to Proceed has not been issued. Identify any projects that Vendor
worked on concurrently. Describe Vendor's approach in managing these projects.
Were there or will there be any challenges for any of the listed projects? If so, describe
how Vendor dealt or will deal with the projects’ challenges.
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Evaluation Criteria Total
Points

Location (5 Points)

5) Refer to Vendor’s Business Location Attestation Form and submit as instructed. 5
A Vendor with a principal place of business location (also known as the nerve center)
within Broward County for the last six months, prior to the solicitation submittal, will
receive five points; a Vendor not meeting all of the local business requirements will
receive zero points. The following applies for a Vendor responding as a Joint Venture
(JV): if a member of the JV has 51% or more of the equity and meets all of the local
business requirements, the JV will receive three points; if a member of the JV has 30
to 50% of the equity and meets all of the local business requirements, the JV will
receive two points; and if a member of the JV has 10% to 29% of the equity and meets
all of the local business requirements, the JV will receive one point.

Price

6. Provide proposed monthly fee for Flat Fee Services for the Initial Term (three years). 10
Refer to ITEM RESPONSE FORM. Proposed monthly fee (Flat Fee Services) must
include all creative development fees, project management, copy writing, digital media
and content strategy, media buying, etc. Price must be submitted, in BidSync, by the
time of solicitation due date in order to be responsive to solicitation requirements.

Points for price will be calculated as follows:
(lowest proposed price/proposer’s price) x 10 = Price Score

Pricing Support

7. Provide an average monthly projection of level of effort, including a breakdown
of the hourly fees by job classification, and total hours for each job 10
classification, for the proposed project team, totaling to the Flat Fee Services
by month (proposed in item no. 6).

Provide Salary Rates for any positions not included in the Flat Fee Services
that might be required in the provision of Optional Services, Adverse Impact
Services, and Initial Branding Services.

TOTAL NUMBER OF POINTS 100
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VENDOR QUESTIONNAIRE AND STANDARD CERTIFICATIONS
Request for Proposals, Request for Qualifications, or Request for Letters of Interest

GEN2116476P1

Vendor should complete questionnaire and complete and acknowledge the standard certifications and submit with
the solicitation response. If not submitted with solicitation response, it must be submitted within three business days

of County's request. Failure to timely submit may affect Vendor's evaluation.

If a response requires additional information, the Vendor should upload a written detailed response with
submittal; each response should be nhumbered to match the question number. The completed questionnaire
and attached responses will become part of the procurement record. It is imperative that the person completing the

Vendor Questionnaire be knowledgeable about the proposing Vendor's business and operations.

1.

Legal business name: Aqua Marketing & Communications, Inc.

2. Doing Business As/ Fictitious Name (if applicable): n/a
3. Federal Employer |.D. no. (FEIN): 27-4195922
4. Dun and Bradstreet No.: N/A
5. Website address (if applicable): http://welcometoagua.com
360 Central Avenue
6. Principal place of business address: SUte 420
360 Central Avenue
7. Office location responsible for this project; St 420
8. Telephone no.: 727-687-4670 Fax no.: n/A
9. Type of business (check appropriate box):
v) Corporation (specify the state of incorporation): Fiorida
Sole Proprietor
Limited Liability Company (LLC)
Limited Partnership
General Partnership (State and County Filed In)
Other - Specify
10. List Florida Department of State, Division of Corporations document number (or registration number if fictitious
name): P10000099100
11. List name and title of each principal, owner, officer, and major shareholder:
a) David M. Di Maggio
b)
c)
3/21/2019 BidSync
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12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Broward County Board of
d) County Commissioners

AUTHORIZED CONTACT(S) FOR YOUR FIRM:

Name: Dave Di Maggio
Title: President/CEO
E-mail: DaveD@welcometoaqua.com

Telephone No.: 727-687-4670

Name: Fran Vaccaro
Title: vice President, Account Services
E-mail: NewBiz@welcometoaqua.com

Telephone No.: 727-798-0942

Has your firm, its principals, officers or predecessor organization(s) been debarred
or suspended by any government entity within the last three years? If yes, specify
details in an attached written response.

Has your firm, its principals, officers or predecessor organization(s) ever been
debarred or suspended by any government entity? If yes, specify details in an
attached written response, including the reinstatement date, if granted.

Has your firm ever failed to complete any services and/or delivery of products
during the last three (3) years? If yes, specify details in an attached written
response.

Is your firm or any of its principals or officers currently principals or officers of
another organization? If yes, specify details in an attached written response.

Have any voluntary or involuntary bankruptcy petitions been filed by or against
your firm, its parent or subsidiaries or predecessor organizations during the last
three years? If yes, specify details in an attached written response.

Has your firm's surety ever intervened to assist in the completion of a contract or
have Performance and/or Payment Bond claims been made to your firm or its
predecessor's sureties during the last three years? If yes, specify details in an
attached written response, including contact information for owner and surety.

Has your firm ever failed to complete any work awarded to you, services and/or
delivery of products during the last three (3) years? If yes, specify details in an
attached written response.

Has your firm ever been terminated from a contract within the last three years? If
yes, specify details in an attached written response.

Living Wage solicitations only: In determining what, if any, fiscal impacts(s) are a
result of the Ordinance for this solicitation, provide the following for informational
purposes only. Response is not considered in determining the award of this
contract.

Living Wage had an effect on the pricing.

If yes, Living Wage increased the pricing by % or decreased the pricing by
%.

Cone of Silence Requirement Certification:
The Cone of Silence Ordinance, Section 1-266, Broward County Code of Ordinances prohibits certain
communications among Vendors, Commissioners, County staff, and Selection or Evaluation Committee members.
Identify on a separate sheet any violations of this Ordinance by any members of the responding firm or its joint
ventures. After the application of the Cone of Silence, inquiries regarding this solicitation should be directed to the
Director of Purchasing or designee. The Cone of Silence terminates when the County Commission or other awarding
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authority takes action which ends the solicitation. county commissioners

The Vendor hereby certifies that: (check each box)

v/ The Vendor has read Cone of Silence Ordinance, Section 1-266, Broward County Code of Ordinances; and

v

The Vendor understands that the Cone of Silence for this competitive solicitation shall be in effect beginning

upon the appointment of the Selection or Evaluation Committee, for communication regarding this solicitation
with the County Administrator, Deputy County Administrator, Assistant County Administrators, and Assistants
to the County Administrator and their respective support staff or any person, including Evaluation or Selection
Committee members, appointed to evaluate or recommend selection in this RFP/RLI process. For
Communication with County Commissioners and Commission staff, the Cone of Silence allows
communication until the initial Evaluation or Selection Committee Meeting.

v/ The Vendor agrees to comply with the requirements of the Cone of Silence Ordinance.

Drug-Free Workplace Requirements Certification:
Section 21.31.a. of the Broward Counl’Ee_/fProcurement Code requires awards of all competitive solicitations requirin
[

Board award be made only to firms ce

ying the establishment of a drug free workplace program. The program mus%

consist of:

1.

Publishing a statement notifying its employees that the unlawful manufacture, distribution, dispensing,
possession, or use of a controlled substance is prohibited in the offeror's workplace, and specifying the
actions that will be taken against employees for violations of such prohibition;

Establishing a continuing drug-free awareness program to inform its employees about:

a. The dangers of drug abuse in the workplace;

b. The offeror's policy of maintaining a drug-free workplace;

c. Any available drug counseling, rehabilitation, and employee assistance programs; and

d. The penalties that may be imposed upon employees for drug abuse violations occurring in the workplace;

Giving all employees engaged in performance of the contract a copy of the statement required by
subparagraph 1;

Notifying all employees, in writing, of the statement required by subparagraph 1, that as a condition of

employment on a covered contract, the employee shall:

a. Abide by the terms of the statement; and

b. Notify the employer in writing of the employee's conviction of, or plea of guilty or nolo contendere to, any
violation of Chapter 893 or of any controlled substance law of the United States or of any state, for a
violation occurring in the workplace NO later than five days after such conviction.

Notifying Broward County government in writing within 10 calendar days after receiving notice under
subdivision 4.b above, from an employee or otherwise receiving actual notice of such conviction. The notice
shall include the position title of the employee;

Within 30 calendar days after receiving notice under subparagraph 4 of a conviction, taking one of the
following actions with respect to an employee who is convicted of a drug abuse violation occurring in the
workplace:

a. Taking appropriate personnel action against such employee, up to and including termination; or

b. Requiring such employee to participate satisfactorily in a drug abuse assistance or rehabilitation program
approved for such purposes by a federal, state, or local health, law enforcement, or other appropriate
agency; and

Making a good faith effort to maintain a drug-free workplace program through implementation of
subparagraphs 1 through 6.

The Vendor hereby certifies that: (check box)

v

The Vendor certifies that it has established a drug free workplace program in accordance with the above

requirements.
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Non-Collusion Certification:

Vendor shall disclose, to their best knowledge, any Broward County officer or employee, or any relative of any such
officer or employee as defined in Section 112.3135 (1) (c), Florida Statutes, who is an officer or director of, or has a
material interest in, the Vendor's business, who is in a position to influence this procurement. Any Broward County
officer or employee who has any input into the writing of specifications or requirements, solicitation of offers, decision
to award, evaluation of offers, or any other activity pertinent to this procurement is presumed, for purposes hereof, to
be in a position to influence this procurement. Failure of a Vendor to disclose any relationship described herein shall
be reason for debarment in accordance with the provisions of the Broward County Procurement Code.

The Vendor hereby certifies that: (select one)

v The Vendor certifies that this offer is made independently and free from collusion; or

The Vendor is disclosing names of officers or employees who have a material interest in this procurement and is
in a position to influence this procurement. Vendor must include a list of name(s), and relationship(s) with its
submittal.

Public Entities Crimes Certification:

In accordance with Public Entity Crimes, Section 287.133, Florida Statutes, a person or affiliate placed on the
convicted vendor list following a conviction for a public entity crime may not submit on a contract: to provide any
goods or services; for construction or repair of a public building or public work; for leases of real property to a public
entity; and_may not be awarded or perform work as a contractor, supplier, subcontractor, or consultant under a
contract with any public_entity; and may not transact business with any Publlq entity in excess of the threshold
amountt growdded i_n ts 287.017 for Category Two for a period of 36 months following thé date of being placed on the
convicted vendor list.

The Vendor hereby certifies that: (check box)

v The Vendor certifies that no person or affiliates of the Vendor are currently on the convicted vendor list and/or
has not been found to commit a public entity crime, as described in the statutes.

Scrutinized Companies List Certification:

Any company, principals, or owners on the Scrutinized Companies with Activities in Sudan_List, the Scrutinized

Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel

![_Ast |§$Fro_r|1||_b|ted from submitting a response to a solicitation for goods or services in an amount equal to or greater
an $1 million.

The Vendor hereby certifies that: (check each box)

v/ The Vendor, owners, or principals are aware of the requirements of Sections 287.135, 215.473, and 215.4275,

Florida Statutes, regarding Companies on the Scrutinized Companies with Activities in Sudan List the
Scrutinized Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies
that Boycott Israel List; and

v)  The Vendor, owners, or principals, are eligible to participate in this solicitation and are not listed on either the
Scrutinized Companies with Activities in Sudan List, the Scrutinized Companies with Activities in the Iran
Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel List; and

v) If awarded the Contract, the Vendor, owners, or principals will immediately notify the County in writing if any of its

principals are placed on the Scrutinized Companies with Activities in Sudan List, the Scrutinized Companies
with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel List.

I hereby certify the information provided in the Vendor Questionnaire and Standard Certifications:

David M. Di Maggio President 2-23-2019

*AUTHORIZED SIGNATURE/NAME TITLE DATE
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Broward County Board of GEN2116476P1
Vendor Name: Aqua Marketing & Communications, Inc.  County Commissioners

* | certify that | am authorized to sign this solicitation response on behalf of the Vendor as indicated in Certificate as
to Corporate Principal, designation letter by Director/Corporate Officer, or other business authorization to bind on
behalf of the Vendor. As the Vendor's authorized representative, | attest that any and all statements, oral, written or
otherwise, made in support of the Vendor's response, are accurate, true and correct. | also acknowledge that
inaccurate, untruthful, or incorrect statements made in support of the Vendor's response may be used by the County
as a basis for rejection, rescission of the award, or termination of the contract and may also serve as the basis for
debarment of Vendor pursuant to Section 21.119 of the Broward County Procurement Code. | certify that the
Vendor's response is made without prior understanding, agreement, or connection with any corporation, firm or
person submitting a response for the same items/services, and is in all respects fair and without collusion or fraud. |
also certify that the Vendor agrees to abide by all terms and conditions of this solicitation, acknowledge and accept
all of the solicitation pages as well as any special instructions sheet(s).

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out
your bid.

Username NewBiz@welcometoaqua.com

Password *

Save Take Exception Close

* Required fields
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Description
Product Code Unit Price
$105328.00
Notes for Buyer Attachments
Print Page Close

BidSync

Qty/Unit
12/ month

GEN2116476P1
Total Price
$1263936.00
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Broward County Board of
County Commissioners

Vendor Reference Verification Form

Vendor is required to submit completed Reference Verification Forms for previous projects
referenced in its submittal. Vendor should provide the Vendor Reference Verification Form to
its reference organization/firm to complete and return to the Vendor’s attention. Vendor should
submit the completed Vendor Reference Form with its response by the solicitation’s deadline. The
County will verify references provided as part of the review process. Provide a minimum of three
(3) non-Broward County Board of County Commissioners’ references.

BidSync

GEN2116476P1
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Broward County Board of GEN2116476P1
County Commissioners

BRIGVWARD

COUNTY Vendor Reference Verification Form

Broward County Solicitation No. and Title:

GEN2116476P1, Advertising Agency Services

Reference for:  Aqua Marketing & Communications. Inc.

Organization/Firm Name providing reference:
The Bradenton Area Convention & Visitors Bureau

Contact Name: E|liott Falcione Title: Executive Director Referencedate: 5 43,5919

Contact Email: gjjot falcione @bacvb.com Contact Phone: 944-705-1287

Name of Referenced Project: ptassional Advertisina & Public Relations Services

Contract No. Date Services Provided: Project Amount:
17-1254MS 9-29-2017 to 8-30-2022 $866,672 annually/$4,333,36

Vendor’s role in Project: Prime Vendor |:|Subconsultant/Subcontractor
Would you use this vendor again?  [y/]Yes [ ]No If No, please specify in Additional Comments (below).

Description of services provided by Vendor:
Strategic direction, research, planning, media buying, creative/design services, Public Relations, co-op

program.
Please rate your experience with the Needs Satisfactory Excellent Not
referenced Vendor: Improvement Applicable

1. Vendor’s Quality of Service

a. Responsive ] |:| |:|

b. Accuracy ] [] ]

c. Deliverables ] ] []
2. Vendor’s Organization:

a. Staff expertise [l ] D

b. Professionalism ] |:| |:|

c. Turnover ] [] []
3. Timeliness of:

a. Project [ D |:|

b. Deliverables ] [] ]
4. Project completed within budget ] |:| |:|
5. Cooperation with:

a. Your Firm ] [] []

b. Subcontractor(s)/Subconsultant(s) ] |:| |:|

c. Regulatory Agency(ies) J |:| |:|

Additional Comments: (provide on additional sheet if needed)

***THIS SECTION FOR COUNTY USE ONLY™***

Verified via: EMAIL VERBAL Verified by: Division: Date:

All information provided to Broward County is subject to verification. Vendor acknowledges that inaccurate, untruthful, or incorrect statements made in support of this response may be used by the
County as a basis for rejection, rescission of the award, or termination of the contract and may also serve as the basis for debarment of Vendor pursuant to Section 21.119 of the Broward County
Procurement Code.
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Broward County Board of GEN2116476P1
County Commissioners

Vendor Reference Verification Form

Vendor is required to submit completed Reference Verification Forms for previous projects
referenced in its submittal. Vendor should provide the Vendor Reference Verification Form to
its reference organization/firm to complete and return to the Vendor’s attention. Vendor should
submit the completed Vendor Reference Form with its response by the solicitation’s deadline. The
County will verify references provided as part of the review process. Provide a minimum of three
(3) non-Broward County Board of County Commissioners’ references.
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County Commissioners
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Vendor Reference Verification Form

Broward County Solicitation No. and Title:
GEN2116476P1, Advertising Agency Services

Reference for:

Agua Marketing & Communications, Inc.
Organization/Firm Name providing reference:

The Punta Gorda/Englewood Visitor & Convention Bureau

Contact Name: Chip Futch Title: Marketing Director Reference date:  2.13.2019
Contact Email: chip Futch@charlottecountyfl.gov Contact Phone: g41.743-1900
Name of Referenced Project: 1| Tourism Creative Services and 2. Public Relations Contract
Contract No. Date Services Provided: Project Amount:
2018000464 and P.O. #2019001174 2-07-2019 to 2-06-2022 $325,000 annually/$975,000 total

Vendor's role in Project: m Prime Vendor DSubconsultant/Subcontractor
Would you use this vendor again? |Z|Yes DNO If No, please specify in Additional Comments (below).

Description of services provided by Vendor:
Strategic direction, research, planning, media buying, creative/design services, Public Relations, co-op

program.
Please rate your experience with the Needs Satisfactory Excellent Not
referenced Vendor: Improvement Applicable

1. Vendor's Quality of Service
a. Responsive
b. Accuracy
c. Deliverables

[]
N

2. Vendor's Organization:
a. Staff expertise
b. Professionalism
c. Turnover

3. Timeliness of:
a. Project
b. Deliverables

4. Project completed within budget

5. Cooperation with:
a. Your Firm
b. Subcontractor(s)/Subconsultant(s)
c. Regulatory Agency(ies)

15 1 O
HOO O 00 DO O

o | I S
NN N NN RRN AN

Additional Comments: (provide on additional sheet if needed)

***THIS SECTION FOR COUNTY USE ONLY*™

Verified via: EMAIL VERBAL Verified by: Division: Date:

All information provided to Broward County is subject to verification. Viendor acknowledges that inaccurate, untruthful, or incorrect statements made in support of this response may be used by the

County as a basis for rejection. rescission of the award, or termination of the contract and may also serve as the basis for debarment of Vendor pursuant to Section 21.119 of the Broward County
Procurement Code
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Broward County Board of GEN2116476P1
County Commissioners

Vendor Reference Verification Form

Vendor is required to submit completed Reference Verification Forms for previous projects
referenced in its submittal. Vendor should provide the Vendor Reference Verification Form to
its reference organization/firm to complete and return to the Vendor’s attention. Vendor should
submit the completed Vendor Reference Form with its response by the solicitation’s deadline. The
County will verify references provided as part of the review process. Provide a minimum of three
(3) non-Broward County Board of County Commissioners’ references.
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Broward County Board of GEN2116476P1
County Commissioners

BRCGWARD
Y COUNT Vendor Reference Verification Form
(F L O R | D A

Broward County Solicitation No. and Title:
GEN2116476P1, Advertising Agency Services

Reference for:

Aqua Marketing & Communications, Inc.
Organization/Firm Name providing reference:

The Emerald Coast Convention & Visitors Bureau

Contact Name: jennifer Adams Title: Executive Director Reference date:  2.13.2019
Contact Email: j54ams@myokaloosa com Contact Phone: g50.685-6137
Name of Referenced Project: sgreement for Advertising/Marketing-Social Media-Research-Public Relations
Contract No. Date Services Provided: Project Amount:
C17-2525-TDD 2-08-2017 to  2-07-2019 $771,996 annually/$1,543,992

Vendor's role in Project: |Z|Prime Vendor DSubconsultant/Subcontractor

Would you use this vendor again? |Z|Yes |:|No If No, please specify in Additional Comments (below).

Description of services provided by Vendor:
Strategic direction, research, planning, media buying, creative/design services, Public Relations, co-op

program.
Please rate your experience with the Needs Satisfactory Excellent Not
referenced Vendor: improvement Applicable

1. Vendor's Quality of Service
a. Responsive
b. Accuracy
c. Deliverables

OO
NN
[

2. Vendor's Organization:
a. Staff expertise
b. Professionalism
c. Turnover

RO OO

3. Timeliness of:
a. Project
b. Deliverables

N AN NN N

4. Project completed within budget

5. Cooperation with:
a. Your Firm
b. Subcontractor(s)/Subconsultant(s)
c. Regulatory Agency(ies)

O
000 O OO0 Uodo ood
ROO 0O OO

NN

Additional Comments: (provide on additional sheet if needed)

***THIS SECTION FOR COUNTY USE ONLY***

Verified via: EMAIL VERBAL Verified by: Division: Date:

All information provided to Broward County is subject to verification. Vendor acknowledges that inaccurate, untruthful. or incorrect statements made in support of this response may be used by the
County as a basis for rejection. rescission of the award, or termination of the contract and may also serve as the basis for debarment of Vendor pursuant to Section 21.119 of the Broward County
Procurement Code
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Supplier Response Form
DOMESTIC PARTNERSHIP ACT CERTIFICATION FORM (REQUIREMENT AND TIEBREAKER)

Refer to Special Instructions to identify if Domestic Partnership Act is a requirement of the solicitation or acts only as a tiebreaker. If
Domestic Partnership is a requirement of the solicitation, the completed and signed form should be returned with the Vendor’s
submittal. If the form is not provided with submittal, the Vendor must submit within three business days of County’s request. Vendor
may be deemed non-responsive for failure to fully comply within stated timeframes. To qualify for the Domestic Partnership
tiebreaker criterion, the Vendor must currently offer the Domestic Partnership benefit and the completed and signed form must be
returned at time of solicitation submittal.

The Domestic Partnership Act, Section 16 V2 -157, Broward County Code of Ordinances, requires all Vendors contracting with the
County, in an amount over $100,000 provide benefits to Domestic Partners of its employees, on the same basis as it provides
benefits to employees’ spouses, with certain exceptions as provided by the Ordinance.

For all submittals over $100,000.00, the Vendor, by virtue of the signature below, certifies that it is aware of the requirements of
Broward County’s Domestic Partnership Act, Section 16-2 -157, Broward County Code of Ordinances; and certifies the following:
(check only one below).

1. The Vendor currently complies with the requirements of the County’s Domestic Partnership Act and
provides benefits to Domestic Partners of its employees on the same basis as it provides benefits to
employees’ spouses

v 2. The Vendor will comply with the requirements of the County’s Domestic Partnership Act at time of
contract award and provide benefits to Domestic Partners of its employees on the same basis as it
provides benefits to employees’ spouses.

3. The Vendor will not comply with the requirements of the County’s Domestic Partnership Act at time
of award.

4. The Vendor does not need to comply with the requirements of the County’s Domestic Partnership
Act at time of award because the following exception(s) applies: (check only one below).

The Vendor is a governmental entity, not-for-profit corporation, or charitable organization.

The Vendor is a religious organization, association, society, or non-profit charitable or educational
institution.

The Vendor provides an employee the cash equivalent of benefits. (Attach an affidavit in
compliance with the Act stating the efforts taken to provide such benefits and the amount of the
cash equivalent).

The Vendor cannot comply with the provisions of the Domestic Partnership Act because it would
violate the laws, rules or regulations of federal or state law or would violate or be inconsistent with
the terms or conditions of a grant or contract with the United States or State of Florida. Indicate
the law, statute or regulation (State the law, statute or regulation and attach explanation of its

applicability).
David M. Di Maggio President Aqua Marketing & Comn 2-23-2019
Authorized Signature/Name Title Vendor Name Date

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
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. . . . Broward County Board of . . GEN2116476P1
signature. (See Electronic Signatures in Global and Natm@ﬁé@a}mﬁgﬁg’g for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com

Password *

Take Exception Close

* Required fields
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Broward County Board of GEN2116476P1
County Commissioners

#s AQua

MARKETING & COMMUNICATIONS, INC.

February 23, 2019

To Whom it May Concern:

Understanding and attempting to conform to the requirements of the County’s CBE Participation Goal, agency
staff were assigned to review the list of County CBE vendors and to verify qualified sub-vendors prior to
submission of GEN2116476P1 - Advertising Agency Services. However, at the time of this submission no suitable
CBE vendor(s) had been identified.

Fully supportive of the County’s CBE efforts, upon award, the agency assures that it will identify and contract
with suitable CBE vendors meeting the County’s CBE Participation Goal by the time of contracting.

Sincer -

(4

Dave Di Maggio
President

360 Central Avenue « Suite 420 « St. Petersburg, FL 33701
(727) 892-9280 - Info@WelcomeToAqua.com *» www.WelcomeToAqua.com
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Broward County Board of

County Commissioners

&
BR;::?:VV(ARD APPLICATION FOR EVALUATION OF
GOOD FAITH EFFORTS

DFFICE OF ECONOMIC AND
EMALL BUSINZSS DEVELOPMENT

GEN2116476P1 - Advertising Agency
RLI/BID No.:

. Advertising Agency Services
Project Name:

Aqua Marketing & Communications, Inc.
Prime Contractor:

360 Central Avenue, Suite 420, St. Petersburg, FL 33701
Address:

727-687-4670
Phone:

. DaveD@welcometoaqua.com
Email:

The undersigned representative of the Prime Contractor attests that he/she has authority
to bind the Prime Contractor and certifies that the Prime Contractor has made Good Faith
Efforts, as defined in Section 1-81.5 of the Broward County Business Opportunity Act of
2012, as amended (the “Business Opportunity Act’), to meet the County Business
Enterprise (CBE) goal established for this solicitation by contacting CBE-certified firms to
serve as subcontractors for the Project. However, Prime Contractor has been unable to
recruit enough CBE-certified firms to meet the CBE participation goal. Consistent with
the requirements of the Business Opportunity Act, Prime Contractor hereby submits
documentation (attached to this form) of its recruitment efforts, for evaluation by Broward
County’s Office of Economic and Small Business Development (OESBD), to determine
whether Prime Contractor’s efforts are sufficient to be deemed Good Faith Efforts, in lieu
of goal attainment, under the Business Opportunity Act.

Prime Contractor understands that a determination of Good Faith Efforts to meet the CBE
participation goal is contingent upon the information provided by Prime Contractor with
this application and the other factors listed in Section 1-81.5(d) of the Business
Opportunity Act, as applicable with respect to this solicitation. See § 1-81.5(d), County
Code of Ordinances. Prime Contractor acknowledges that the determination of Good
Faith Efforts is made by the OESBD Director and is not subject to appeal.

Signature:
[ a . 0
- David M. Di Maggio, Pf’e/si%nt
Name / Title:
2-23-2019
Date:
Rev.: June 2018 Compliance Form No. 006
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Broward County Board of GEN2116476P1
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Supplier Response Form

LITIGATION HISTORY FORM

The completed form(s) should be returned with the Vendor’s submittal. If not provided with submittal, the Vendor must submit within three
business days of County’s request. Vendor may be deemed non-responsive for failure to fully comply within stated timeframes.

v There are no material cases for this Vendor; or
Material Case(s) are disclosed below:

Is this for a: (check type) If Yes, name of Parent/Subsidiary/Predecessor:
| Parent, [ | Subsidiary, or

Predecessor Firm? Or No

Party

Case Number, Name,
and Date Filed

Name of Court or other tribunal

Type of Case Bankruptcy | Civil Criminal | Administrative/Regulatory

Claim or Cause of Action and Brief
description of each Count

Brief description of the Subject
Matter and Project Involved

Disposition of Case Pending Settled Dismissed
(Attach copy of any applicable Judgment Vendor’s Favor [ | Judgment Against Vendor
Judgment, Settlement Agreement
and Satisfaction of Judgment.) If Judgment Against, is Judgment Satisfied? | | Yes [ |No
Opposing Counsel Name:
Email:
Telephone Number:
Vendor Name:

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com

Password *

Take Exception Close
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Broward County Board of GEN2116476P1
County Commissioners

Supplier Response Form
AFFILIATED ENTITIES OF THE PRINCIPAL(S) CERTIFICATION FORM

The completed form should be submitted with the solicitation response but must be submitted within three business days of
County’s request. Vendor may be deemed non-responsive for failure to fully comply within stated timeframes.

a. All Vendors are required to disclose the names and addresses of “affiliated entities” of the Vendor’s principal(s) over the last
five (5) years (from the solicitation opening deadline) that have acted as a prime Vendor with the County.

b. The County will review all affiliated entities of the Vendor’s principal(s) for contract performance evaluations and the
compliance history with the County’s Small Business Program, including CBE, DBE and SBE goal
attainment requirements. “Affiliated entities” of the principal(s) are those entities related to the Vendor by the sharing of
stock or other means of control, including but not limited to a subsidiary, parent or sibling entity.

c. The County will consider the contract performance evaluations and the compliance history of the affiliated entities of the
Vendor's principals in its review and determination of responsibility.

The Vendor hereby certifies that: (select one)

v|No principal of the proposing Vendor has prior affiliations that meet the criteria defined as “Affiliated entities”

| Principal(s) listed below have prior affiliations that meet the criteria defined as “Affiliated entities”

Principal’'s Name:

Names of Affiliated Entities: 4

Principal’'s Name:

Names of Affiliated Entities: 4

Principal’'s Name:

Names of Affiliated Entities: 4

Authorized Signature Name:
Title:
Vendor Name:

Date:

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
signature. (See Electronic Signatures in Global and National Commerce Act for more information.)
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County Commissioners

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com

Password *

Take Exception Close

* Required fields
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Broward County Board of GEN2116476P1
mmissioners

Suppﬁ?uenrt’V ﬁcésponse Form
AGREEMENT EXCEPTION FORM
The completed form(s) should be returned with the Vendor’s submittal. If not provided with submittal, it shall

be deemed an affirmation by the Vendor that it accepts the terms and conditions of the County’s Agreement
as disclosed in the solicitation.

The Vendor must either provide specific proposed alternative language on the form below. Additionally, a brief
justification specifically addressing each provision to which an exception is taken should be provided.

v There are no exceptions to the terms and conditions of the County Agreement as referenced in the
solicitation; or

The following exceptions are disclosed below: (use additional forms as needed; separate
each Article/ Section number)

Term or Condition Insert version of exception or Provide brief justification
Article / Section specific proposed alternative for change
language

Vendor Name: NewBiz@welcometoaqua.com

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an
original signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.
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By completing this form, your bid has not yet be@lico&hﬁbgmt;tedm oPlease click on the place offer button tosfieisher
ﬁlhng out your bld ounty Commissioners

Username NewBiz@welcometoaqua.com

Password *

Save Take Exception Close

* Required fields
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Broward County Board of GEN2116476P1
County Commissioners

Supplier Response Form
RFP-RLI-RFQ LOCAL PREFERENCE AND TIE BREAKER CERTIFICATION FORM

The completed and signed form should be returned with the Vendor’s submittal to determine Local Preference eligibility,
however it must be returned at time of solicitation submittal to qualify for the Tie Break criteria. If not provided with
submittal, the Vendor must submit within three business days of County’s request for evaluation of Local Preference.
Proof of a local business tax should be submitted with this form. Failure to timely submit this form or local business tax
receipt may render the business ineligible for application of the Local Preference or Tie Break Criteria.

In accordance with Section 21.31.d. of the Broward County Procurement Code, to qualify for the Tie Break Criteria, the
undersigned Vendor hereby certifies that (check box if applicable):
v The Vendor is a local Vendor in Broward County and:
a. has a valid Broward County local business tax receipt;
b. has been in existence for at least six-months prior to the solicitation opening;
c. ata business address physically located within Broward County;
d. in an area zoned for such business;
e. provides services from this location on a day-to-day basis, and
f.  services provided from this location are a substantial component of the services offered in the Vendor's
proposal.
In accordance with Local Preference, Section 1-74, et. seq., Broward County Code of Ordinances, a local business
meeting the below requirements is eligible for Local Preference. To qualify for the Local Preference, the undersigned
Vendor hereby certifies that (check box if applicable):
v)  The Vendor is a local Vendor in Broward and:
a. has a valid Broward County local business tax receipt issued at least one year prior to solicitation
opening;
b. has been in existence for at least one-year prior to the solicitation opening;
c. provides services on a day-to-day basis, at a business address physically located within the Broward
County limits in an area zoned for such business; and
d. the services provided from this location are a substantial component of the services offered in the
Vendor's proposal.

1451 NW 62 Street
Ft. Lauderdale, FL 33309

Local Business Address: £

Vendor does not qualify for Tie Break Criteria or Local Preference, in accordance with the above requirements. The
undersigned Vendor hereby certifies that (check box if applicable):  The Vendor is not a local Vendor in Broward
County.

David M. Di Maggio President Aqua Marketing & Communications 2-23-2019
AUTHORIZED TITLE COMPANY DATE
SIGNATURE/NAME

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original signature.
(See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com
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Password

Take Exception Close

* Required fields
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Broward County Board of
County Commissioners

CITY OF FORT LAUDERDALE | BUSINESS TAX DIVISION I
% BUSINESS TAX YEAR 2018-2019 ‘ﬁﬁ

100 N. Andrews Avenue, 157 Floor, Fort Lauderdale, Florida 33301
(954) 828-5195

el GEN2116476P1.

Business ID: 1701207 Business Name: AQUA MARKETING & COMMUNICATIONS INC
Business Address: 1451 NW 62 ST # 300
Tax Category: MARKETING CONSULTANT Tax#: 748715 Fee:

AQUA MARKETING & COMMUNICATIONS INC
DAVE DIMAGGIO

360 CENTRAL AVE

ST PETERSBURG, FL 33701

- ***DETACH AND POST THIS RECEIPT IN A CONSPICUQUS PLACE™ %
Business ID:
Tax Number: 1701207
Business Name: 748715
v . AQUA MARKETING & COMMUNICATIONS INC
BUSlneSSAddreSS. 1451 NW 62 ST # 300
Business Contact: DIMAGGIO, DAVID

« This Receipt is issued for the period commencing October 1st and ending September 30th of
the years shown above.

« If you have moved out of the city, please email businesstax@fortlauderdale.gov and include
the Business ID #.

» Atransfer of business location within the city limits is subject to zoning approval. Complete a
Business Tax Transfer Application and bring it to our office to obtain the necessary approval.

= |If you have sold your business, please provide us with a copy of the Bill of Sale.

« ATransfer fee of 10% of the annual business tax fee applies. The fee shall not be less than
$3.00, nor greater than $25.00.

Please be advised that this issuance of a Business Tax Receipt establishes that the business you
intend to conduct is a use permitted by the City Zoning Code for the location at which you intend
to operate. The issuance of a Business Tax Receipt in no way certifies that the property located
at this address is in compliance with other provisions of the City Code of Ordinances.

BUSINESS TAX DIVISION
100 N. Andrews Avenue, 1¢ Floor, Fort Lauderdale, Florida 33301
Phone {954)828-5195 | Fax (954)828-5881
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County Commissioners

Supplier Response Form

RFP-RFQ-RLI LOCATION ATTESTATION FORM (EVALUATION CRITERIA)

The completed and signed form and supporting information (if applicable, for Joint Ventures) should be returned
with the Vendor’s submittal. If not provided with submittal, the Vendor must submit within three business days of
County’s request. Failure to timely submit this form and supporting information may affect the Vendor’s
evaluation. Provided information is subject to verification by the County.

A Vendor’s principal place of business location (also known as the nerve center) within Broward County is
considered in accordance with Evaluation Criteria. The County’s definition of a principal place of business is:

1. As defined by the Broward County Local Preference Ordinance, “Principal place of business means
the nerve center or center of overall direction, control and coordination of the activities of the bidder
[Vendor]. If the bidder has only one (1) business location, such business location shall be considered
its principal place of business.”

2. A principal place of business refers to the place where a corporation's officers direct, control, and
coordinate the corporation's day-to-day activities. It is the corporation's ‘nerve center’ and in practice it
should normally be the place where the corporation maintains its headquarters; provided that the
headquarters is the actual center of direction, control, and coordination, i.e., the ‘nerve center’, and
not simply an office where the corporation holds its board meetings (for example, attended by
directors and officers who have traveled there for the occasion).

The Vendor’s principal place of business in Broward County shall be the Vendor’s “Principal Address” as
indicated with the Florida Department of State Division of Corporations, for at least six months prior to the
solicitation’s due date.

Check one of the following:

~1 The Vendor certifies that it has a principal place of business location (also known as the nerve center) within
Broward County, as documented in Florida Department of State Division of Corporations (Sunbiz), and
attests to the following statements:

1. Vendor’s address listed in its submittal is its principal place of business as defined by Broward County;

2. Vendor’s “Principal Address” listed with the Florida Department of State Division of Corporations is the
same as the address listed in its submittal and the address was listed for at least six months prior to
the solicitation’s opening date. A copy of Florida Department of State Division of Corporations
(Sunbiz) is attached as verification.

3. Vendor must be located at the listed “nerve center” address (“Principal Address”) for at least six (6)
months prior to the solicitation’s opening date;

4. Vendor has not merged with another firm within the last six months that is not headquartered in
Broward County and is not a wholly owned subsidiary or a holding company of another firm that is not
headquartered in Broward County;

(&)}

. If awarded a contract, it is the intent of the Vendor to remain at the referenced address for the duration
of the contract term, including any renewals, extensions or any approved interim contracts for the

3/21/2019 BidSync p. 307



. . . roward County Board of GEN2116476P1
services provided under this contracﬁ; Commissioners

6. The Vendor understands that if after contract award, the County learns that the attestation was
erroneous, and upon investigation determines that the error was willful or intentional on the part of the
Vendor, the County may, on that basis exercise any contractual right to terminate the contract. Further
any misleading, inaccurate, false information or documentation submitted by any party affiliated with
this procurement may lead to suspension and/or debarment from doing business with Broward
County as outlined in the Procurement Code, Section 21.119.

If the Vendor is submitting a response as a Joint Venture, the following information is required to be
submitted:

a. Name of the Joint Venture Partnership
b. Percentage of Equity for all Joint VVenture Partners
c. Acopy of the executed Agreement(s) between the Joint Venture Partners

v) Vendor does not have a principal place of business location (also known as the nerve center) within Broward
County.

Vendor Information:
Vendor Name: Aqua Marketing & Communications, Inc.

Vendor’s address listed in its submittal is:

360 Central Avenue
Suite 420
St. Petersburg, FL 33701

The signature below must be by an individual authorized to bind the Vendor. The signature below is an
attestation that all information listed above and provided to Broward County is true and accurate.

David M. Di Maggio President Aqua Marketing & Comn 2-23-2019
Authorized Title Vendor Name Date
Signature/Name

Please enter your password below and click Save to save your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.
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Password *

Take Exception Close

* Required fields
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Supplier Response Form

SUBCONTRACTORS/SUBCONSULTANTS/SUPPLIERS REQUIREMENT FORM
Request for Proposals, Request for Qualifications, or Request for Letters of Interest

The following forms and supporting information (if applicable) should be returned with Vendor’s submittal. If not
provided with submittal, the Vendor must submit within three business days of County’s request. Failure to timely
submit may affect Vendor’s evaluation.

A

C.

The Vendor shall submit a listing of all subcontractors, subconsultants and major material suppliers (firms), if

any, and the portion of the contract they will perform. A major material suPpIier is considered any firm that

rovides construction material for construction contracts, or commodities for service contracts in excess of
50,000, to the Vendor.

If participation goals apply to the contract, only non-certified firms shall be identified on the form. A non-
certified firm is a firm that Is not listed as a firm for attainment of Far’um ation goals (ex. County Business
Enterprise or Disadvantaged Business Enterprise), if applicable to the solicitation.

This list shall be kept up-to-date for the duration of the contract. If subcontractors, subconsultants or s_uPpIiers
are stated, this does not relieve the Vendor from the prime responsibility of full and complete satistactory
performance under any awarded contract.

After completion of the contract/final Payment, the Vendor shall certify the final list of non-certified
sufbcontragtors,t su?consultants, and suppliers that performed or provided services to the County for the
referenced contract.

The Vendor has confirmed that none of the recommended subcontractors, subconsultants, or suppliers’
principal(s), officer(s), afﬁllateis) or any other related companies have been debarred from doing business
with Broward County or any other governmental agency.

If none, state “none” on this form. Use additional sheets as needed. Vendor should scan and upload any additional
form(s) in BidSync.

1.

Subcontracted Firm’'s Name: NONE - DOES NOT APPLY

Subcontracted Firm’s Address:

Subcontracted Firm’s Telephone Number:

Contact Person’s Name and Position:

Contact Person’s E-Mail Address:

Estimated Subcontract/Supplies Contract Amount:

Type of Work/Supplies Provided:

Subcontracted Firm’'s Name: NONE - DOES NOT APPLY

Subcontracted Firm’s Address:

Subcontracted Firm’s Telephone Number:
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Contact Person’s Name and Position: County Commissioners

Contact Person’s E-Mail Address:

Estimated Subcontract/Supplies Contract Amount:

Type of Work/Supplies Provided:

3. Subcontracted Firm’s Name: NONE - DOES NOT APPLY

Subcontracted Firm’s Address:

Subcontracted Firm’s Telephone Number:

Contact Person’s Name and Position:

Contact Person’s E-Mail Address:

Estimated Subcontract/Supplies Contract Amount:

Type of Work/Supplies Provided:

4. Subcontracted Firm’s Name: NONE - DOES NOT APPLY

Subcontracted Firm’s Address:

Subcontracted Firm’s Telephone Number:

Contact Person’s Name and Position:

Contact Person’s E-Mail Address:

Estimated Subcontract/Supplies Contract Amount:

Type of Work/Supplies Provided:

| certify that the information submitted in this report is in fact true and correct to the best of my knowledge.
David M. Di Maggio President Aqua Marketing & Communic: 2-23-2019
Authorized Signature/Name Title Vendor Name Date

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
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signature. (See Electronic Signatures in Global and Natlogﬁﬁgﬂ:wgfgg&gf’or more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com

Password *

Take Exception Close

* Required fields
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Supplier Response Form

VOLUME OF PREVIOUS WORK ATTESTATION FORM

The completed and signed form should be returned with the Vendor’s submittal. If not provided with submittal, the
Vendor must submit within three business days of County’s request. Failure to provide timely may affect the
Vendor’s evaluation. This completed form must be included with the Vendor’s submittal at the time of the opening
deadline to be considered for a Tie Breaker criterion (if applicable).

The calculation for Volume of Previous Work is all amounts paid to the prime Vendor by Broward County Board of
County Commissioners at the time of the solicitation opening date within a five-year timeframe. The calculation of
Volume of Previous Work for a prime Vendor previously awarded a contract as a member of a Joint Venture firm
is based on the actual equity ownership of the Joint Venture firm.

In accordance with Section 21.31.d. of the Broward County Procurement Code, the Vendor with the lowest dollar
volume of work previously paid by the County over a five-year period from the date of the submittal opening will
receive the Tie Breaker.

Vendor must list all projects it received payment from Broward County Board of County Commissioners during the
past five years. If the Vendor is submitting as a joint venture, the information provided should encompass the joint
venture and each of the entities forming the joint venture. The Vendor attests to the following:

Item Project Title S%'Lﬁﬁ?g&n/ Department Date Paid to Date
No. Number: or Division Awarded Dollar
. Amount

1

2

3

4

5

Grand Total | /A

Has the Vendor been a member/partner of a Joint Venture firm that was awarded a contract by the County?
Yes No v

If Yes, Vendor must submit a Joint Vendor Volume of Work Attestation Form.

Vendor Name: Aqua Marketing & Communications, Inc.

David M. Di Maggio President 2-13-2019
Authorized Signature/ Name Title Date

VOLUME OF PREVIOUS WORK ATTESTATION JOINT VENTURE FORM

If applicable, this form and additional required documentation should be submitted with the Vendor’s submittal. If
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timely submit this form and supporting documentation may affect the Vendor’s evaluation.

The calculation of Volume of Previous Work for a prime Vendor previously awarded a contract as a member of a
Joint Venture firm is based on the actual equity ownership of the Joint Venture firm. Volume of Previous Work is
not based on the total payments to the Joint Venture firm.

Vendor must list all projects it received payment from Broward County Board of County Commissioners during the
past five years as a member of a Joint Venture. The Vendor attests to the following:

Solicitation/ Paid to
Department JV
Item . . Contract g Date . Date
No. Project Title Number: or Division Awarded Eq.);uty Dollar
0 Amount
1
2
3
4
5

Grand Total | /A

Vendor is required to submit an executed Joint Venture agreement(s) and any amendments for each project listed
above. Each agreement must be executed prior to the opening date of this solicitation.

Vendor Name: Aqua Marketing & Communications, Inc.

David M. Di Maggio President 2-23-2019
Authorized Signature/ Name Title Date

Please enter your password below and click Save to save your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Usemame NewBiz@welcometoaqua.com

Password eececcees *

Take Exception Close
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Supplier Response Form
SCRUTINIZED COMPANIES LIST REQUIREMENT CERTIFICATION FORM

The completed and signed form(s) should be returned with the Vendor’s submittal. If not provided with submittal, the
Vendor must submit within three business days of County’s request. Vendor may be deemed non-responsive for failure to
fully comply within stated timeframes.

Any company, principals, or owners on the Scrutinized Companies with Activities in Sudan List, the Scrutinized
Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel List is
prﬂhibited from submitting a response to a solicitation for goods or services in an amount equal to or greater than $1
million.

The Vendor, by virtue of the signature below, certifies that:

a. The Vendor, owners, or principals are aware of the requirements of Sections 287.135, 215.473, and 215.4725
Florida Statutes, regarding Companies on the Scrutinized Companies with Activities in Sudan List, the Scrutinized
Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel
List; and

b. The Vendor, owners, or principals, are eligible to participate in this solicitation and are not listed on either the
Scrutinized Companies with Activities in Sudan List, the Scrutinized Companies with Activities in the Iran Petroleum
Energy Sector List, or the Scrutinized Companies that Boycott Israel List; and

c. If awarded the Contract, the Vendor, owners, or principals will immediately notify the County in writing if any of its
principals are placed on the Scrutinized Companies with Activities in Sudan List, the Scrutinized Companies with
Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel List.

David M. Di Maggio President Aqua Marketing & Cc 2-23-2019
Authorized Signature/Name  Title Vendor Name Date

Please enter your password below and click Save to save your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original signature.
(See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com

*

Password eeecccee

Take Exception Close

* Required fields
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Supplier Response Form

Security Requirements

A. General Security Requirements and Criminal Background Screening:

1.

All contractor and sub-contractor personnel requiring unescorted access to Broward County facilities
must obtain a County issued contractor identification badge (contractor ID badge); except as
specifically stated herein.

2. The background screening requirements for obtaining a contractor ID badge will depend on the facility

to which unescorted access is being requested. Contract Administrators or designees and contractors
may contact Broward County Security at (954) 357-6000 or FMsecurity@broward.org for the required
background screening requirements associated with access to specific facilities. Contract
Administrators will communicate all current and appropriate requirements to the contractor and sub-
contractor throughout the contract period.

B. General Facilities:

1.

Contractor and sub-contractor personnel servicing and requiring unescorted access to General
Facilities must have a County issued contractor ID badge (contractor ID badge) which will be the
responsibility of the contractor to obtain. Depending upon the request, the badge may carry electronic
access privileges. The badge must be visible and worn at all times together with the contractor’s
company/business contractor ID badge. Similar to employee security/ID badges, requests for
contractor ID badges are initially approved by the requesting agency director or designee and then
submitted to Facilities Management Division (FMD) Security for final approval.

2. The issuance of a contractor ID badge for unescorted access to General Facilities requires a “Level 1”

6.

FDLE background check, which can be conducted by the Florida Department of Law Enforcement
(FDLE). This “Level 17 FDLE background check is the contractor's responsibility and should be
included in the bid price. FDLE background checks can be done by the contractor by phone at (850)
410-8109 or online at https://web .fdle.state.fl.us/search/app/default

Upon completion of the background check, the contractor must attach a copy of the results to the
contractor’s application for a contractor ID badge. The Project Manager or designee utilizing the
service of the contractor will be the “Sponsor” and will either provide the contractor with a Contractor
ID Badge Request Form or assist the contractor in completing an on-line application for the County
issued contractor ID badge.

Requests for a contractor ID badge requiring an FDLE background check may require lengthy
processing and review by the Broward Sheriff's Office (BSO). Contractors and subcontractors must
therefore submit the request to Broward County Security at least two (2) weeks prior to the start of
service by the contractor. When identification badges are ready, Broward County Security will contact
the contractor to arrange pick up. Upon pick up, the applicant must present a valid Florida
identification and must be accompanied by his or her supervisor. Broward County Security will then
supply contractor ID badge valid for the anticipated period within which the work will be performed.
The validity period must be clearly stated on the Contractor ID Badge Request Form; however, the
period of validity will not exceed one (1) year. Background checks will be required for renewal of
contractor ID badge. At the termination of the contract and separation of employee services, the
contractor is responsible for the collection and return of all contractor ID badge to the Project Manager
and/or to Broward County Security.

Compliance with the County’s security requirements is part of the overall contract performance
evaluation. Final payment will, in part, be contingent on the return of all contractor ID badges issued to
contractor personnel.

Broward County Security is located at Governmental Center East, 115 South Andrews Avenue Fort
Lauderdale, FL 33301. Telephone (954) 357-6000.

7. All contractors must wear distinctive and neat appearing uniforms with vendor's company name. Sub-

contractor personnel must also have Broward County issued contractor IDs and meet the same
security requirements and uniform standards as the primary contractor.

8. Contractors will not be allowed unescorted on the job site without proper County issued contractor ID
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Facilities Critical to Security and Public Safety:

Many Broward County government facilities will have areas designated as critical to security and public
safety, pursuant to Broward County Ordinance 2003-08 Sections 26-121 and 26-122, as may be
amended. The issuance of a contractor ID badge for unescorted access to facilities critical to security and
public safety may entail a comprehensive statewide and national background check. Unescorted access
to certain facilities occupied by the Broward Sheriff's Office (BSO) and the State Attorney’s Office will
require a national fingerprint-based records check per the Criminal Justice Information System (CJIS)

policy.

A contractor employee found to have a criminal record consisting of felony conviction(s) shall be
disqualified from access to the State Attorney’s Offices and certain BSO facilities. A contractor employee
with a record of misdemeanor offense(s) may be granted access if the System Security Officer (CSO),
Terminal Access Coordinator (TAC), and FDLE determines that the nature of the offense(s) do not
warrant disqualification. Applicants shall also be disqualified on the basis of confirmations that arrest
warrants are outstanding for such applicants.

Contractor Work Crews:

Background investigations are generally not required for each member of a contractor work crew working
on county premises and outside a building or structure. Examples are landscape crews and roofers. If it is
necessary to enter the building or structure unescorted, these work crew members should obtain a
contractor ID badge. If not, work crew members must be escorted at all times by the project manager, or
designee, and must be under the direct supervision of a foreperson for the contractor. The foreperson
must be aware of the crew members’ whereabouts, has completed the appropriate background check for
the location and type of work being undertaken, and has been issued and is displaying a contractor 1D
badge.

All members of a night cleaning crew must complete a background investigation appropriate to the
requirements of the facility and so should all work crew members not escorted when working at a critical
county facility.

Notwithstanding, the using agency is best positioned and suited to determine the safeguards and
requirements that should be in place to manage the risks and consequences associated with the roles
and activities of contractor, subcontractor, and work crews, when requesting a contractor ID badge. The
agency is aware of the characteristics of the client population being served by the classes of persons, the
need to safeguard high-value assets, and the requirement to comply with all statutory requirements
governing background investigations.

Other Vendors:

Consultants, delivery personnel, and vending machine operators, without a County issued contractor
badge, may obtain a Visitor pass and should be escorted by County personnel when accessing and
working in designated non-public and employee work areas at both general facilities and facilities critical
to security and public safety.

Port Everglades Locations:

1. The Port Everglades Department requires persons to present, at port entry, a valid driver's license,
and valid reason for wishing to be granted port access in order to obtain a temporary/visitor ID
badge. For persons who will visit the Port more than 15 times in a 90 day period, a permanent
identification badge must be obtained and paid for by the contractor for all employees, subcontractors,
agents and servants visiting or working on the port project. A restricted access badge application
process will include fingerprints and a comprehensive background check. Badges must be renewed
annually and the fees paid pursuant to Broward County Administrative Code, Section 42.6. For further
information, please call 954-765-4225.

2. All vehicles that are used regularly on the dock apron must have a Dockside Parking Permit. Only a
limited number of permits will be issued per business entity The fee is $100.00 per
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permit/vehicle. Individuals requestln@oanp@cmﬂyisqwag possess a valid Port-issued Restricted Accass

Area badge with a "Dock" destination. Requests for Dockside Parking Permits must be submitted in
writing, on company letterhead, to the ID Badge Office. Applicants must demonstrate a need for
access to the dock apron. Requests shall be investigated, and approved, if appropriate justification is
provided. Supporting documentation must be supplied, if requested. Dock permits are not
transferable and must be affixed to the lower left corner of the permitted vehicle's windshield. Should
the permit holder wish to transfer the permit to another vehicle during the term of issuance, the permit
will be removed and exchanged at no charge for a new permit. Only one business entity
representative will be permitted on the dock at a time at the vessel location.

The Federal Government has instituted requirements for a Transportation Worker |dentification
Credential (TWIC) for all personnel requiring unescorted access to designated secure areas within
Port Everglades. The contractor will be responsible for complying with the applicable TWIC
requirements. For further information, please call 1-855-347-8371, or go on line to
https://www.tsa.gov/for-industry/twic.

G. Airport Security Program and Aviation Regulations:

1.

2.

3/21/2019

Consultant/contractor agrees to observe all security requirements and other requirements of the

Federal Aviation Regulations applicable to Consultant/contractor, including without limitation, all
regulations of the United States Department of Transportation, the Federal Aviation Administration
and the Transportation Security Administration, and the Consultant/contractor agrees to comply with
the County's Airport Security Program and the Air Operations area (AOA) Vehicle Access Program,
and amendments thereto, and to comply with such other rules and regulations as may be reasonably
prescribed by the County, and to take such steps as may be necessary or directed by the County to
insure that sub lessees, employees, invitees and guests observe these requirements. If required by
the Aviation Department, Consultant/contractor shall conduct background checks of its employees in
accordance with applicable Federal regulations.
If as a result of the acts or omissions of Consultant/contractor, its sub lessees, employees, invitees or
guests, the County incurs any fines and/or penalties imposed by any governmental agency, including
without limitation, the United States Department of Transportation, the Federal Aviation Administration
or the Transportation Security Administration, or any expense in enforcing any federal regulations,
including without limitation, airport security regulations, or the rules or regulations of the County,
and/or any expense in enforcing the County's Airport Security Program, then consultant/contractor
agrees to pay and/or reimburse the County all such costs and expenses, including all costs of
administrative proceedings, court costs, and attorneys' fees and all costs incurred by County in
enforcing this provision. Consultant/contractor further agrees to rectify any security deficiency or
other deficiency as may be determined as such by the County or the United States Department of
Transportation, Federal Aviation Administration, the Transportation Security Administration, or any
other federal agency. In the event consultant/contractor fails to remedy any such deficiency, the
County may do so at the cost and expense of consultant/contractor. The County reserves the right to
take whatever action is necessary to rectify any security deficiency or other deficiency.

Operation of Vehicles on the AOA: Before the consultant/contractor shall permit any employee of
consultant/contractor or any sub consultant/subcontractor to operate a motor vehicle of any kind or
type on the AOA (and unless escorted by an Aviation Department approved escort), the
consultant/contractor shall ensure that all such vehicle operators possess current, valid, and
appropriate Florida driver's licenses. In addition, any motor vehicles and equipment of
consultant/contractor or of any sub consultant/subcontractor operating on the AOA must have an
appropriate vehicle identification permit issued by the Aviation Department, which identification must
be displayed as required by the Aviation Department.

Consent to Search/Inspection: The consultant/contractor agrees that its vehicles, cargo, goods, and
other personal property are subject to being inspected and searched when attempting to enter or
leave and while on the AOA. The consultant/contractor further agrees on behalf of itself and its sub
consultant /subcontractors that it shall not authorize any employee or other person to enter the AOA
unless and until such employee other person has executed a written consent-to-search/inspection
form acceptable to the Aviation Department. Consultant/contractor acknowledges and understands
that the forgoing requirements are for the protection of users of the Airport and are intended to reduce
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incidents of cargo tampering, aircrafF@aE{Qtagmsﬁﬁgﬂgfand other unlawful activities at the S\Fr'\f)zc}}t§47fi?(1)r
this reason, consultant/contractor agrees that persons not executing such consent-to-
search/inspection form shall not be employed by the consultant/contractor or by any sub
consultant/contractor at the Airport in any position requiring access to the AOA or allowed entry to the
AOA by the consultant/contractor or by any sub consultant/contractors.

5. The provisions hereof shall survive the expiration or any other termination of this contract.
H. Water and Wastewater Services (WWS):

1.

2.
3.
4.

Contractors/Consultants may receive a WWS ID Badge and/or Access Card and/or Keys while
working at WWS facility work sites. These items provide modified access to certain areas and
systems otherwise restricted to non-WWS employees and can only be obtained from the WWS
Security Manager. These items may be rescinded at the discretion of the WWS Security Officer. The
WWS ID Badge, Access Card and/or Keys remain the property of Broward County and must be
returned to your WWS contact person at the end of the contract/project.

All contractors will complete and sign the WWS Contractor/Consultant Security Memorandum and
provide a copy of their Driver’s License to be recorded on Schlage Card Access System Profile.

A lost or stolen ID Badge and/or Access Card and/or Keys must be reported to the Security Manager
immediately.

WWS may terminate access to any contractor who acts inappropriately while on County property and
has the right to contact BSO if necessary to have the contractor removed and/or file charges against
them.

.  Additional Security Requirements for Parks and Recreation:

1.

3/21/2019

Contractor expressly understands and agrees that a duty is hereby created under this Contract that
requires contractor to provide ongoing disclosure throughout the term of this Contract as provided for
herein relative to the criminal background screening required by this Section.

Contractor shall perform criminal background screening as identified in Item 3 below on its officers,
employees, agents, independent contractors and volunteers who will be working under this contract in
any County park (“collectively referred to as “County Park Property”). Further, if contractor is permitted
to utilize subcontractors under this contract, contractor shall perform or ensure that the background
screening as required in Item 3 below is conducted on any permitted subcontractor, which term
includes the subcontractor’s officers, employees, agents, independent contractors and volunteers
who will be working under this contract on County Park property.

Contractor shall not permit any person who is listed as a sexual predator or sexual offender on the
Florida Department of Law Enforcement, Sexual Offenders and Predators Website or the United
States Department of Justice, National Sex Offender Public Website, to provide any services for
contractor on County Park Property. All persons subject to the criminal background screening under
this contract shall be rescreened annually based on the date of initial screening.

Contractor shall maintain copies of the results of the criminal background screening required by this
Section for the term of this contract and promptly forward copies of same to County, upon its request.

Contractor shall be required to furnish to County’s Parks and Recreation Project Manager, on a
monthly basis, an Affidavit affirming the persons listed in the Affidavit have been background
screened as required in ltem 3 above and have been deemed eligible by contractor to work on
County Park property. Contractor’'s monthly Affidavit shall update information from the previous
Affidavit by reconfirming the status of persons who have previously been deemed eligible as provided
for above and updating the list, when applicable, to specifically identify new persons providing
services for contractor under this Contract who have been background screened as required in ltem 3
above and deemed eligible to work on County Park Property. The Contract Administrator may, in his
or her discretion, permit contractor to furnish the monthly Affidavit in an electronic format.

In the event contractor obtains, or is provided, supplemental criminal background information,
including police reports and arrest information, which potentially disqualifies a person previously
deemed eligible by contractor to provide services under this contract, contractor shall take immediate
action to review the matter; however, during such review time and until a determination of eligibility is
made by contractor based on the requirements of this Section, contractor shall immediately cease
allowing the person to work on County Park Property. Additionally, contractor shall be required to
inform any person background screened pursuant to this Section who is providing services under this
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7.
8.

contract, to notify contractor within P@r%arémgéaﬂ%urs of any arrest related to sexualc;'r%'\l'gc;oe;ﬁ7 tct

which has occurred after the person was deemed eligible to work on County Park Property.
Contractor shall, by written contract, require its permitted subcontractors to agree to the requirements
and obligations of this Section.

County may terminate this contract immediately for cause, with Notice provided to contractor, for a
violation related to contractor’s failure to perform the required background screening on its officers,
employees, agents, independent contractors and volunteers who will be working under this
Agreement on County Park Property. County may also terminate this contract immediately for cause,
with Notice provided to contractor, if County determines contractor failed to ensure that its permitted
subcontractors, as defined in Item 2 above, have been background screened as required in this
section prior to performing any services under this Agreement on County Park Property. Contractor
will not be subject to immediate termination in the event County determines a violation of this Section
was outside the reasonable control of contractor and contractor has demonstrated to County
compliance with the requirements of this Section.

County may terminate this contract for cause if contractor fails to provide the monthly Affidavit to
County as provided for under Item 5 above, and contractor does not cure said breach within five (5)
days of Notice provided to contractor.

Please enter your password below and click Save to update your response.
Please be aware that typing in your password acts as your electronic signature, which is just as legal and binding as an original
signature. (See Electronic Signatures in Global and National Commerce Act for more information.)

To take exception:

1) Click Take Exception.

2) Create a Word document detailing your exceptions.

3) Upload exceptions as an attachment to your offer on BidSync's system.

By completing this form, your bid has not yet been submitted. Please click on the place offer button to finish filling out your bid.

Username NewBiz@welcometoaqua.com

Password

*

Take Exception | l Close ]

* Required fields

3/21/2019
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Project: Advertising Agency
Contract Manager: Sophia Jones

Broward County Board of

INSTAOA R REVARRARENTS

GEN2116476P1

U lyorsd

Each Occuryence Agpgregate

GENERAL LIABILITY - Broad form Bodily injury
Commercial General Liability
[ Premises—COperations Property Damage
O XCU Explosion/Collapse/Underground $1.000,000 32,000,000
Products/Completed Operations Hazard Combined Bodily Injury and Property e e
[ Contracival Insurance Damage
] Broad Form Property Damage :
Independent Contractors Personal Injury
Personal Injury )
Per Occurrence or Claims-Made: Lradudsie Genplsted Oueations
M Per Occurtence 0 Claims-Made
Gen'l Agpregate Limit Applies per:
nProject o Policy oloc. o Other
AUTO LIABILITY —_—
# Comprehensive Form o M | Bodily Injury (each person)
H Ouned —_r— .
Hired Bodily Injury (each accident)
Non-owned

Pro D
A Any Auto, If applicable Jen et
Note: May be waived if no driving will be done in Combined Bodily Injury and Property $500,000
performance of services/project. Damage
1 EXCESS LIABILITY / UMBRELLA 7] 7}
Per Occurrence or Claims-Made:
o Per Ocowmrence 0O Claims-Made
Note: May be used to supplenient minimum lability
coverage requirements.
H WORKER'S COMPENSATION N/A Bach Aceident STATUTORY LIMITS
Note: U.S. Longshoremen & Harbor Wovkers' Act &
Jones Act is requived for any activities on or about
navigable waler.
B EMPLOYER’S LIABILITY Fach Accident $106,000
£l CYBER LIABILITY M | If claims-made form:

Extended Reporting Period of: years

*Maximum Deductible: $10k
# PROFESSIONAL LIABILITY (ERRORS & N/A I claims-made form: $1,000,000
OMISSIONS)

Extended Reporting Period of: 2 years

*Maximum Deductible; $10k
Emm;gﬂﬁﬂfﬁgmwﬁ R o Dy *Maximum Deductible (Wind and/or | Not to exceed 5% of completed | Completed

d ) Fiood); value Value

Note: Covernge must be “All Risk”, Completed Value.

*Maximum Deductible: $10k
Description of Operations: “Broward County™ shall be listed as Certiticate Holder and endorsed as an additional insured for lisbility. Policies shatl be endorsed to provide
30 days written notice of cancellation to Certificate Holder, 10 days” notice of cancellation for non-payment. Contractors insurance shall provide primary coverage and
shall not require condribution from Certificate Holder. *Contractor is respensible for alf Deductibles.

ighaTy gy
- g

PR

15 enecmninBmerd.o
]

Cow 2010208

2B
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County Commissioners

MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN
Events, Tradeshows, Missions

EVENT LOCATION | cONTACT | monTH |SHARE| gegmenT
RCMA Regional Meeting M°f;‘:§;czay' AngellaLopez | oo | No Multcultural
TEAMS Conference Losew Saskisfeber | oerame Sports
AAU Convention Cnnlond Carol Hudson | ot 2018 Sports
Intl Travel Agent Forum (Home Based TA East) Cancun Gonzalo Rubio OCT 2018 Tourism Sales
Mark Travel Conference Cancun Gonzalo Rubio OCT 2018 Tourism Sales
FIT Latin America B"Z"g‘;?::s' Gabriel Martinez OCT 2018 Tourism Sales
China Fort Lauderdale Sales Mission Shai’;;{;“f S 8D —— Tourism Sales
Austin City Limits Music Festival Austin Noelle Stevenson OCT 2018 Underground
OUTshine Film Festival Fort Lauderdale Noelle Stevenson OCT 2018 Underground
Produced by NYC New York Noelle Stevenson OCT 2018 Underground

Gilbert Villard /
IMEX America Las Vegas Steve Aird / Dion Yes Group/Convention
James Ed Simon | OCT 2018

FALL DC Client Event, Gold Cup Event & Appts Washington, D.C. Ro;;rj::]:? ! OCT 2018 Yes Group/Convention
NE CVB Reps Events/ Fall Event Philadelphia Steve Aird OCT 2018 No Group/Convention
Tallahassee Society of Association Executives - Education Day Tallahassee Elena Gladstone OCT 2018 No Group/Convention
Great Bridal Expo Fort Lauderdale Anna Levin OCT 2018 Weddings
WeTrade Colombia \(;:r[::r::a‘ Richard Gray OCT 2018 Yes LGBT+
DEMA Las Vegas Dawson Pritchett NOV 2018 Sports
Connect Faith - Conference & Appointment Show Ontario, CA Angella Lopez NOV 2018 Yes Multicultural
Jamaican Jerk Festival Promotion NOV 2018 No Multicultural
Cruise World Fort Lauderdale ca(;iﬁ::;ﬁ;;s h NOV 2018 Tourism Sales
National Tour Association Milwaukee Caitlan Etchevers NOV 2018 Tourism Sales
Signature Las Vegas Caitlan Etchevers NOV 2018 Tourism Sales
World Travel Market UK London T8D NOV 2018 Tourism Sales
Caribbean Sales Missions Bahamas 78D NOV 2018 Tourism Sales
Ecuador Mission Ecuador 8D NOV 2018 Tourism Sales
International Emmy Awards New York Noelle Stevenson NOV 2018 Underground
IFP & Underground Film Event with Independent Filmmakers New York Noelle Stevenson NOV 2018 Underground
Tallahassee Client "Tailgate" Event Tallahassee Elena Gladstone NOV 2018 Yes Group/Convention
MPI Great Lakes - Annual Education Summit Nora Gorman NOV 2018 Group/Convention
ASAE Partner Conference Ed Simon NOV 2018 No Group/Convention

3/21/2019
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Broward County Board of
County Commissioners

GEN2116476P1

MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN
Events, Tradeshows, Missions

EVENT LOCATION | CONTACT | monTH |SHARE| gegmenT
14th Annual Pharma Summit New Jersey Steve Aird NOV 2018 No Group/Convention
VISIT FLORIDA's Florida Encounter EleGr:ﬁhSrlta\j;t:rr;e / NOV 2018 No Group/Convention
Association Executive Exchange TBD NOV 2018 No Group/Convention
Conference Direct Partner Program TBD NOV 2018 Group/Convention
World Travel Market London Richard Gray NOV 2018 Yes LGBT+
NGLCC Washington, D.C. Richard Gray NOV 2018 Yes LGBT+
December Destination Preview Fort Lauderdale Angella Lopez DEC 2018 No Multicultural
National Coalition of Black Meeting Planners New Orleans Q:):;:I:tik:;zl DEC 2018 Yes Multicultural
Winterfest Boat Parade Destination Preview Fort Lauderdale Sports Team DEC 2018 Sports
Orange Bowl Semi Final Football Championship okhaNone; | Sepoumiton: | pesonyi Sports
America's Cup Tour Operator Event Las Vegas TBD DEC 2018 Tourism Sales
Expedia Partner Seminar Las Vegas Gonzalo Rubio DEC 2018 Tourism Sales
X-LIVE Music Las Vegas Noelle Stevenson DEC 2018 Underground
Focus Location Show London Noelle Stevenson DEC 2018 Underground
Expo Expo! International Association of Exhibition Executives (IAEE) Annual Tradeshow Elena Gladstone DEC 2018 No Group/Convention
CVB Reps.com Holiday Event Ro;;:dj:r::zsal DEC 2018 No Group/Convention
VISIT FLORIDA - Marketing Committee Summit Ed Simon DEC 2018 Group/Convention
Association Executives of North Carolina- Annual Trade Show North Carolina Gilbert Villard DEC 2018 No Group/Convention
Stylistics Steppers Conference JAN 2019 No Multicultural
Religious Conference Mgmt - RCMA Greensboro Angella Lopez JAN 2019 Yes Multicultural
Tourism Day Tallahassee Carol Hudson JAN 2019 Sports
Connect LGBT/Multicultural/WWomen Sports in Sports Summit Fonbeonive REsins JAN 2019 Sports
AAA Vacations Midwest & Sales Mission Columbus Gonzalo Rubio JAN 2019 Tourism Sales
Florida Huddle Daytona Caitlan Etchevers JAN 2019 Tourism Sales
American Bus Assn Louisville Caitlan Etchevers JAN 2019 Tourism Sales
FITUR Madrid, Spain TBD JAN 2019 Tourism Sales
Spain Sales Mission Spain TBD JAN 2019 Tourism Sales
NATPE Miami Noelle Stevenson JAN 2019 Underground

Rosa Mendoza /
Professional Convention Management Assn (PCMA)- Annual Meeting Nora Gorman / Steve No Group/Convention
Aird Ed Simon JAN 2019
DC GFLCVB Quarterly Special Event Washington, D.C. R°;; r':"ja":q:z:/ JAN2019 | Ne |Group/Convention
FL Wedding Expo Fort Lauderdale Anna Levin JAN 2019 Weddings
3/21/2019 BidSync
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GEN2116476P1

MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN

Events, Tradeshows, Missions

EVENT LOCATION | cONTACT | monTH | SHARE| segmeNT
Great Bridal Expo Boston & NYC Anna Levin JAN 2019 Weddings
Atlantis Los Angeles Richard Gray JAN 2019 Yes LGBT+
Connect - Diversity Birmingham Angella Lopez FEB 2019 Yes Multicultural
Black History Month Promotion/Marketing FEB 2019 No Multicultural
Visit Lauderhill Sola Festival FEB 2019 No Multicultural
FIVB Beach Volleyball VIP Client Experience FortLavdeoms SportsTeam | ceg o019 Sports
ANATO Colombia TB8D FEB 2019 Tourism Sales
Connect Travel Orlando TBD FEB 2019 Tourism Sales
Colombia Sales Mission Colombia TBD FEB 2019 Tourism Sales
NY/NJ Travel Agent Event NewJ::;rgNew Caitlan Etchevers FEB 2019 Tourism Sales
North Carolina Sales Mission North Carolina Gonzalo Rubio FEB 2019 Tourism Sales
Pollstar Music Conference / AEG TBA Noelle Stevenson FEB 2019 Underground
LGBT Event promoting OUTshine Film Festival TBD Noelle Stevenson FEB 2019 Underground
Chicago Sales Mission Chicago Nora Gorman FEB 2019 Yes Group/Convention
XSITE Tallahassee Elena Gladstone FEB 2019 No Group/Convention
NY Client Event New York Steve Aird FEB 2019 Yes Group/Convention
Association Management Company INSTITUTE Annual Meeting (AMC) Steve Aird FEB 2019 No Group/Convention
Great Bridal Expo New Jersey Anna Levin FEB 2019 Weddings
Great Bridal Expo Miami Anna Levin FEB 2019 Weddings
Great Bridal Expo Fort Lauderdale Anna Levin MAR 2019 Weddings
Jazz in the Gardens Destination Preview Hollywood, FL Angella Lopez MAR 2019 No Multicultural
UREE D e Gondens MAR2019 | "°° Multicultural
World Congress of Sports California Carol Hudson MAR 2019 Sports
AAA Vacations Northeast Foxborough, MA Gonzalo Rubio MAR 2019 Tourism Sales
ITB Berlin Germany TBD MAR 2019 Tourism Sales
Visit USA Italy Italy TBD MAR 2019 Tourism Sales
South California Sales Mission (Cruise) San Diego Caitlan Etchevers MAR 2019 Tourism Sales
Virginia Sales Mission Virginia Gonzalo Rubio MAR 2019 Tourism Sales
Tour Connection NY New York Noelle Stevenson MAR 2019 Underground
For the Love Music Festival Fort Lauderdale Noelle Stevenson MAR 2019 Underground
SXSW Music Festival Austin Noelle Stevenson MAR 2019 Underground

Bﬁiéync
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County Commissioners

MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN
Events, Tradeshows, Missions

EVENT LOCATION | coNTACT | monTH | SHARE| segmeNnT
e o % : Rosa Mendoza / 3
Destination Management Association International (DMAI) Washington, D.C. DisnJames MAR 2019 Yes Group/Convention
Incentive Travel Exchange LaeVegas Gilbert Villard MAR 2019 No Group/Convention
NORTHSTAR Independent Planner Expo TBD MAR 2019 No Group/Convention
Great Ideas Conference (ASAE) Roea Mendoza / No Group/Convention
Ed Simon MAR 2019 i
Society of Independent Show Organizers - CEO Summit Steve Aird MAR 2019 No Group/Convention
MPI - MidAmerica (MAC) Conference - Northern Kentucky & Ohio Chapters Kentucky & Ohio Nora Gorman MAR 2019 No Group/Convention
VISIT FLORIDA - VIP Events Chicago Nora Gorman MAR 2019 No Group/Convention
PCMA Partner Conference TBD MAR 2019 Group/Convention
Convention Sales Professionals International (CSPI) Annual Conference Rosa Mendoza MAR 2019 No Group/Convention
IT™B Berlin Richard Gray MAR 2019 Yes LGBT+
Washi , D.C. Client: Washi .D.C. Angell
ashington, D.C. Clients Event ashington, D.C ngella Lopez APR 2019 No Multicultural
Tortuga Music Festival Sports Destination Preview RELEaE" Sprieilaain APR 2019 Sports
Knoxville Carol Hudson /
NASC Saskia Fisher APR 2019 Sports
Colorado Springs |  Carel Hudson/
ACES Conference prng Saskia Fisher | APR 2019 Sports
MIC/ISL Barcelona Barcelone 189 APR 2019 Sports
Seatrade Miami Caitlan Etchevers APR 2019 Tourism Sales
Home Based Travel Agent Forum West Las Vegas Gonzalo Rubio APR 2019 Tourism Sales
: i ;
World Travel Market Brazil Brazi TBD APR 2019 Tourism Sales
. : Caitlan Etchevers / .
Cruise3sixty Fort Lauderdale Gonzalo Rubio APR 2019 Tourism Sales
s - . it .
Cruise One Training Seminar Fort Lauderdale Caitlan Etchevers APR 2019 Tourism Sales
Visit USA Peru Lima, Peru Gabriel Martinez APR 2019 Tourism Sales
Scandinavian Sales Mission Scandinavia TBD APR 2019 Tourism Sales
Tour Connection NY Los Angeles Noelle Stevenson APR 2019 Underground
Locations Managers Guild International Awards Los Angeles Noelle Stevenson APR 2019 Underground
Tortuga Rock the Ocean Music Festival Fort Lauderdale Noelle Stevenson APR 2019 Underground
Fi i ival |
ort Rock Music Festiva Fort Lauderdale Noelle Stevenson APR 2019 Underground
i 3 Rosa Mendoza / g
DC GFLCVB Quarterly Special Event Washington, D.C. Dion James APR 2019 Group/Convention
4 i il ;
GA MPI Tech Summit Gilbert Villard APR 2019 Group/Convention
" Dion James / .
Potomac Chapter MPI - Derby Days Washington, D.C. Rosa Mendoza APR 2019 No Group/Convention
T - ir i
VISIT FLORIDA - VIP Events Steve Aird APR 2019 No Group/Convention
PCMA Education Foundation Partnership Summit TBD APR 2019 No Group/Convention

3/21/2019

BidSync

p. 326



Broward County Board of
County Commissioners

GEN2116476P1

MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN
Events, Tradeshows, Missions

SHARE

EVENT LOCATION CONTACT MONTH SEGMENT
vy Rosa Mendoza / .
XDP - (ASAE Springtime) Dioh James APR 2019 Yes Group/Convention
HELMSBRISCOE Partner Fair Elona Giadstoried No |Group/Convention
Nora Gorman APR 2019 &
IGLTA NYC Richard Gra Y +
: ¥ | apr2019 [ "*° LeeT
i |
CHAT Energy Summit Fort Lauderdale MAY 2019 No Multicultural
Hawaii Carol Hud
Connect Leadership Summit i Ao, rreeen MAY 2019 Sports
TBD Carol Hudson /
Florida Sports Foundation Summit Saskia Fisher MAY 2019 Sports
T8D Carol Hudson
Sport Accord i MAY 2019 Sports
TM Wi V itl tch i
G est Las Vegas Caitlan Etchevers MAY 2019 Tourism Sales
AAA Sales Calls - Florida Florida Gonzalo Rubio MAY 2019 Tourism Sales
hi isit Flori issi hi Tl i
China Visit Florida Sales Mission China BD MAY 2019 Tourism Sales
Canadian Sales Mission Canada Gabriel Martinez MAY 2019 Tourism Sales
Billboard Award! TBA Noelle St
illboard Awards loelle Stevenson MAY 2019 Underground
International Research Foundation (IRF) Event Nora Gorman MAY 2019 No Group/Convention
CVENT - CONNECT Annual Conference & Show Elena Gladstone MAY 2019 No Group/Convention
5 New York & g :
New York/PA Sales Mission Pennsylvania Steve Aird MAY 2019 Yes Group/Convention
Atlanta Sales Mission Atlanta Gilbert Villard MAY 2019 Yes Group/Convention
NE CVB R i Ai /i i
E CVB Reps Events/ Spring Event Steve Aird MAY 2019 No Group/Convention
; . o Rosa Mendoza / ¢
Mid-Atlantic Sales Mission Dion James MAY 2019 Yes Group/Convention
Rosa Mendoza / ;
AMPs Annual Golf Tournament Dion James MAY 2019 No Group/Convention
Carolina Chapter MPI Event & Sales Calls Gilbert Villard MAY 2019 No Group/Convention
Wisconsin Society of Association Executives Annual Event Nora Gorman MAY 2019 No Group/Convention
I |
National Senior Games Nougeraus ool irdon JUN 2019 Sports
Connecticut Sales Mission Connecticut Caitlan Etchevers JUN 2019 Tourism Sales
Hospitality R tions Traini Omah. G lo Rubi i
ospitality Reservations Training maha onzalo Rubio JUN 2019 Tourism Sales
i York Ci Y Il
Le Book Connections New York City New York Noelle Stevenson JUN 2019 Underground
Association of Independent Commercial Producers NYC New York Noelle Stevenson JUN 2019 Underground
i ival
Luminato Festiva Toronto Noelle Stevenson JUN 2019 Underground
A ; ; ; y .
MPI - South Florida Annual Event Gilbert Villard JUN 2019 No Group/Convention
IBTM - Americas TBD JUN 2019 No Group/Convention
Nora Gorman / Dion
Meeting Professionals International (MPI)- World Education Conference (WEC) James Gilbert Villard / No Group/Convention
Steve Aird JUN 2019
P i Tl /f i
CMA Education Conference BD JUN 2019 No Group/Convention
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MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN

Events, Tradeshows, Missions

EVENT LOCATION | CONTACT | MONTH | SHARE| segmENT
LGBT Week New York City Richard Gray JUN 2019 Yes LGBT+
LGBT Conference Sao Paulo, Brazil Richard Gray JUN 2019 Yes LGBT+
GTM East Fort Lauderdale Caitlan Etchevers JUL 2019 Tourism Sales
Pennsylvania Sales Mission Pennsylvania Gonzalo Rubio JUL 2019 Tourism Sales
Orlando Sales Calls Orlando Gonzalo Rubio JUL 2019 Tourism Sales
Argentina/Chile/Uruguay Sales Mission Argenﬂr;;CyhnlelUr Gabriel Martinez JUL 2019 Tourism Sales
e . ) Touri |
UK Sales Mission United Kingdom TBD JUL 2019 ourism Sales
Florida Society of Association Executives (FSAE)- Annual Conference Elena Gladstone JUL 2019 No Group/Convention
Experient E4 TBD JUL 2019 No Group/Convention
" " Rosa Mendoza / <
DC GFLCVB Quarterly Special Event Washington, D.C. Dion James JUL 2019 Group/Convention
Association Executives of North Carolina Annual Meeting Gilbert Villard JUL 2019 No Group/Convention
Chicago Client Event/ Sales Mission Chicago Nora Gorman JUL 2019 Yes Group/Convention
X Rosa Mendoza / .
CVB Reps Summer Event Washington, D.C. Dion James JUL 2019 No Group/Convention
Boston Sales Mission & Event Boston Steve Aird JUL 2019 Yes Group/Convention
s y’ .
DMAI Annual Ed Simon JUL 2019 No Group/Convention
Society of Incentive Travel Executives (SITE)- Florida / Caribbean Summer Summit Gilbert Villard JUL 2019 No Group/Convention
JUL/AUG
Hamb TBI
FIVB Beach Volleyball World Championships amiurg B 2019 Sports
American Tennis Association AUG 2019 No Multicultural
Louisville Carol Hudson /
Connect Sports Conference Saskia Fisher AUG 2019 Sports
g Caitlan Etchevers/ .
ASTA Global Convention Hollywood Gonzalo Rubio AUG 2019 Tourism Sales
Brazil Sales Mission Brazil TBD AUG 2019 Tourism Sales
Toronto Sales Mission Toronto TBD AUG 2019 Yes Group/Convention
ISI S g i ; )
VISIT FLORIDA - Governor's Conference on Tourism Ed Simon AUG 2019 No Group/Convention
. Nora Gorman / "
Kellen Company Global Summit Gilbert Villard AUG 2019 Yes Group/Convention
Destination Florida - Northstar Miami TBD AUG 2019 No Group/Convention
CONNECT Marketplace TBD AUG 2019 No Group/Convention
Nora Gorman /
5 3 Soa ¢ < Rosa Mendoza / .
American Society of Association Executives (ASAE) - Annual Meeting & Tradeshow Elena Gladstone / Yes Group/Convention
Dion James AUG 2019
MPI - Southeast Education Conference- State of Florida Gilbert Villard AUG 2019 No Group/Convention
NGLCC Conference Tampa Richard Gray AUG 2019 Yes LGBT+
USTA Diversity & Inclusion Program New York Albert Tucker SEP 2019 No Multicultural
Black Meetings & Tourism DC Program DC Albert Tucker SEP 2019 No Multicultural
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MASTER TRADESHOW CALENDAR

MASTER: 2018-2019 GFLCVB TRADESHOW MASTER PLAN
Events, Tradeshows, Missions

SHARE

EVENT LOCATION CONTACT MONTH SEGMENT
hbotbabiiasahio i sep2019 | N° Multicultural
. Caitlan Etchevers / :
NACTA Annual Convention Colorado Gonzalo Rubio SEP 2019 Tourism Sales
La Cita TBD TBD SEP 2019 Tourism Sales
Delta Vacations Product Launch/Training Atlanta Gonzalo Rubio SEP 2019 Tourism Sales
TOP Resa Paris, France Gabriel Martinez SEP 2019 Tourism Sales
Gemany Sales Mission Germany TBD SEP 2019 Tourism Sales
LA & NY Production Mission TBA Noelle Stevenson SEP 2019 Underground
Artopia Fort Lauderdale | Noelle Stevenson SEP 2019 Underground
Connections Le Book Chicago Chicago Noelle Stevenson SEP 2019 Underground
Primetime Emmy Awards Los Angeles Noelle Stevenson SEP 2019 Underground
New York Area Special Event New York & Steve Aird Group/Convention
Pennsylvania SEP 2019

Minneapolis Sales Mission Minneapolis Nora Gorman SEP 2019 Yes | Group/Convention
Texas Sales Mission Texas Elena Gladstone SEP 2019 Yes | Group/Convention

; ; Rosa Mendoza / .
DC GFLCVB Quarterly Special Event Washington, D.C. Dion James SEP 2019 No Group/Convention
Great Bridal Expo New York Anna Levin SEP 2019 Weddings
Florida Sports Foundation Roundtables TBD Carol Hudson TBD Sports

Colorado Carol _Hudson/
USOC Colorado Sales Mission Saskia Fisher TBD Sports
New York Carol Hudson /

NY Sales Mission Saskia Fisher TBD Sports
CCRA Power Solutions TBD Caitlan Etchevers T8D Tourism Sales
LGBT Event promoting OUTshine Film Festival London Noelle Stevenson T8D Underground
Music Festival Partnership with Live Nation TBD Noelle Stevenson T8D Underground

3/21/2019
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Iltem: Flat Fee Services - Year 2

Attachments

Broward GEN2116476P1 - AQUA.pdf
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Standard Instructions to Vendors
Request for Proposals, Request for Qualifications, or Request for Letters of Interest

Vendors are instructed to read and follow the instructions carefully, as any misinterpretation or
failure to comply with instructions may lead to a Vendor's submittal being rejected.

Vendor MUST submit its solicitation response electronically and MUST confirm its submittal
in order for the County to receive a valid response through BidSync. Refer to the
Purchasing Division website or contact BidSync for submittal instructions.

A. Responsiveness Criteria:

In accordance with Broward County Procurement Code Section 21.8.b.65, a Responsive Bidder
[Vendor] means a person who has submitted a proposal which conforms in all material respects to
a solicitation. The solicitation submittal of a responsive Vendor must be submitted on the required
forms, which contain all required information, signatures, notarizations, insurance, bonding, security,
or other mandated requirements required by the solicitation documents to be submitted at the time
of proposal opening.

Failure to provide the information required below at the time of submittal opening may result in a
recommendation Vendor is non-responsive by the Director of Purchasing. The Selection or
Evaluation Committee will determine whether the firm is responsive to the requirements specified
herein. The County reserves the right to waive minor technicalities or irregularities as is in the best
interest of the County in accordance with Section 21.30.f.1(c) of the Broward County Procurement
Code.

Below are standard responsiveness criteria; refer to Special Instructions to Vendors, for
Additional Responsiveness Criteria requirement(s).

1. Lobbyist Registration Requirement Certification
Refer to Lobbyist Registration Requirement Certification. The completed form should be
submitted with the solicitation response but must be submitted within three business days of
County’s request. Vendor may be deemed non-responsive for failure to fully comply within stated
timeframes.

2. Addenda
The County reserves the right to amend this solicitation prior to the due date. Any change(s) to
this solicitation will be conveyed through the written addenda process. Only written addenda will
be binding. If a “must” addendum is issued, Vendor must follow instructions and submit required
information, forms, or acknowledge addendum, as instructed therein. It is the responsibility of all
potential Vendors to monitor the solicitation for any changing information, prior to submitting their
response.

B. Responsibility Criteria:

Definition of a Responsible Vendor: In accordance with Section 21.8.b.64 of the Broward County
Procurement Code, a Responsible Vendor means a Vendor who has the capability in all respects to
perform the contract requirements, and the integrity and reliability which will assure good faith
performance.

The Selection or Evaluation Committee will recommend to the awarding authority a determination of
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a Vendor's responsibility. At any time prior to award, the awarding authority may find that a Vendor is
not responsible to receive a particular award.

Failure to provide any of this required information and in the manner required may result in a
recommendation by the Director of Purchasing that the Vendor is non-responsive.

Below are standard responsibility criteria; refer to Special Instructions to Vendors, for Additional
Responsibility Criteria requirement(s).

1. Litigation History

a. All Vendors are required to disclose to the County all “material” cases filed, pending, or
resolved during the last three (3) years prior to the solicitation response due date, whether
such cases were brought by or against the Vendor, any parent or subsidiary of the Vendor, or
any predecessor organization. Additionally, all Vendors are required to disclose to the
County all “material” cases filed, pending, or resolved against any principal of Vendor,
regardless of whether the principal was associated with Vendor at the time of the “material’
cases against the principal, during the last three (3) years prior to the solicitation response.
A case is considered to be “material” if it relates, in whole or in part, to any of the following:

A similar type of work that the vendor is seeking to perform for the County under
the current solicitation;

ii.  An allegation of fraud, negligence, error or omissions, or malpractice against the
vendor or any of its principals or agents who would be performing work under the
current solicitation;

iii. A vendor’s default, termination, suspension, failure to perform, or improper
performance in connection with any contract;

lv.  The financial condition of the vendor, including any bankruptcy petition (voluntary
and involuntary) or receivership; or

v. A criminal proceeding or hearing concerning business-related offenses in which
the vendor or its principals (including officers) were/are defendants.

b. For each material case, the Vendor is required to provide all information identified in the
Litigation History Form. Additionally, the Vendor shall provide a copy of any judgment or
settlement of any material case during the last three (3) years prior to the solicitation
response. Redactions of any confidential portions of the settlement agreement are only
permitted upon a certification by Vendor that all redactions are required under the express
terms of a pre-existing confidentiality agreement or provision.

c. The County will consider a Vendor's litigation history information in its review and
determination of responsibility.

d. If the Vendor is a joint venture, the information provided should encompass the joint venture
and each of the entities forming the joint venture.

e. Avendor is required to disclose to the County any and all cases(s) that exist between the
County and any of the Vendor's subcontractors/subconsultants proposed to work on this
project during the last five (5) years prior to the solicitation response.

f. Failure to disclose any material case, including all requested information in connection with
each such case, as well as failure to disclose the Vendor's subcontractors/subconsultants
litigation history against the County, may result in the Vendor being deemed non-responsive.

2. Financial Information

a. All Vendors are required to provide the Vendor's financial statements at the time of submittal
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in order to demonstrate the Vendor's financial capabilities.

Each Vendor shall submit its most recent two years of financial statements for review. The
financial statements are not required to be audited financial statements. The annual financial
statements will be in the form of:

i. Balance sheets, income statements and annual reports; or
ii. Tax returns; or
ii. ~SEC filings.

If tax returns are submitted, ensure it does not include any personal information (as defined
under Florida Statutes Section 501.171, Florida Statutes), such as social security numbers,
bank account or credit card numbers, or any personal pin numbers. If any personal
information data is part of financial statements, redact information prior to submitting a
response the County.

If a Vendor has been in business for less than the number of years of required financial
statements, then the Vendor must disclose all years that the Vendor has been in business,
including any partial year-to-date financial statements.

The County may consider the unavailability of the most recent year’s financial statements and
whether the Vendor acted in good faith in disclosing the financial documents in its
evaluation.

Any claim of confidentiality on financial statements should be asserted at the time of
submittal. Refer to Standard Instructions to Vendors, Confidential Material/ Public
Records and Exemptions for instructions on submitting confidential financial statements. The
Vendor's failure to provide the information as instructed may lead to the information
becoming public.

Although the review of a Vendor's financial information is an issue of responsibility, the failure
to either provide the financial documentation or correctly assert a confidentiality claim
pursuant the Florida Public Records Law and the solicitation requirements (Confidential

Material/ Public Records and Exemptions section) may result in a recommendation of non-

responsiveness by the Director of Purchasing.

3. Authority to Conduct Business in Florida

3/21/2019

a.

f.

A Vendor must have the authority to transact business in the State of Florida and be in good
standing with the Florida Secretary of State. For further information, contact the Florida
Department of State, Division of Corporations.

The County will review the Vendor’s business status based on the information provided in
response to this solicitation.

It is the Vendor’s responsibility to comply with all state and local business requirements.

Vendor should list its active Florida Department of State Division of Corporations Document
Number (or Registration No. for fictitious names) in the Vendor Questionnaire, Question
No. 10.

If a Vendor is an out-of-state or foreign corporation or partnership, the Vendor must obtain the
authority to transact business in the State of Florida or show evidence of application for the
authority to transact business in the State of Florida, upon request of the County.

A Vendor that is not in good standing with the Florida Secretary of State at the time of a
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submission to this solicitation may be deemed non-responsible.

If successful in obtaining a contract award under this solicitation, the Vendor must remain in
good standing throughout the contractual period of performance.

4. Affiliated Entities of the Principal(s)

5.

a. All Vendors are required to disclose the names and addresses of “affiliated entities” of the

C.

Vendor's principal(s) over the last five (5) years (from the solicitation opening deadline) that
have acted as a prime Vendor with the County. The Vendor is required to provide all
information required on the Affiliated Entities of the Principal(s) Certification Form.

The County will review all affiliated entities of the Vendor’s principal(s) for contract
performance evaluations and the compliance history with the County’s Small Business
Program, including CBE, DBE and SBE goal attainment requirements. “Affiliated entities” of
the principal(s) are those entities related to the Vendor by the sharing of stock or other
means of control, including but not limited to a subsidiary, parent or sibling entity.

The County will consider the contract performance evaluations and the compliance history of
the affiliated entities of the Vendor's principals in its review and determination of
responsibility.

Insurance Requirements

The Insurance Requirement Form reflects the insurance requirements deemed necessary for
this project. It is not necessary to have this level of insurance in effect at the time of submittal,
but it is necessary to submit certificates indicating that the Vendor currently carries the
insurance or to submit a letter from the carrier indicating it can provide insurance coverages.

C. Additional Information and Certifications

The following forms and supporting information (if applicable) should be returned with Vendor's
submittal. If not provided with submittal, the Vendor must submit within three business days of
County’s request. Failure to timely submit may affect Vendor's evaluation.

1. Vendor Questionnaire
Vendor is required to submit detailed information on their firm. Refer to the Vendor
Questionnaire and submit as instructed.

2. Standard Certifications
Vendor is required to certify to the below requirements. Refer to the Standard Certifications
and submit as instructed.

P20 o

Cone of Silence Requirement Certification
Drug-Free Workplace Certification
Non-Collusion Certification

Public Entities Crimes Certification
Scrutinized Companies List Certification

3. Subcontractors/Subconsultants/Suppliers Requirement

The Vendor shall submit a listing of all subcontractors, subconsultants, and major material
suppliers, if any, and the portion of the contract they will perform. Vendors must follow the
instructions included on the Subcontractors/Subconsultants/Suppliers Information Form
and submit as instructed.
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Standard Agreement Language Requirements

The acceptance of or any exceptions taken to the terms and conditions of the County'’s
Agreement shall be considered a part of a Vendor’s submittal and will be considered by the
Selection or Evaluation Committee.

The applicable Agreement terms and conditions for this solicitation are indicated in the Special
Instructions to Vendors.

Vendors are required to review the applicable terms and conditions and submit the Agreement
Exception Form. If the Agreement Exception Form is not provided with the submittal, it shall
be deemed an affirmation by the Vendor that it accepts the Agreement terms and conditions as
disclosed in the solicitation.

If exceptions are taken, the Vendor must specifically identify each term and condition with which it
is taking an exception. Any exception not specifically listed is deemed waived. Simply identifying
a section or article number is not sufficient to state an exception. Provide either a redlined
version of the specific change(s) or specific proposed alternative language. Additionally, a brief
justification specifically addressing each provision to which an exception is taken should be
provided.

Submission of any exceptions to the Agreement does not denote acceptance by the County.
Furthermore, taking exceptions to the County’s terms and conditions may be viewed unfavorably
by the Selection or Evaluation Committee and ultimately may impact the overall evaluation of a
Vendor’s submittal.

Evaluation Criteria

The Selection or Evaluation Committee will evaluate Vendors as per the Evaluation Criteria.
The County reserves the right to obtain additional information from a Vendor.

Vendor has a continuing obligation to inform the County in writing of any material changes to the
information it has previously submitted. The County reserves the right to request additional
information from Vendor at any time.

For Request for Proposals, the following shall apply:

a. The Director of Purchasing may recommend to the Evaluation Committee to short list the
most qualified firms prior to the Final Evaluation.

b. The Evaluation Criteria identifies points available; a total of 100 points is available.

c. If the Evaluation Criteria includes a request for pricing, the total points awarded for price is
determined by applying the following formula:

(Lowest Proposed Price/Vendor's Price) x (Maximum Number of Points for Price)
= Price Score

d. After completion of scoring, the County may negotiate pricing as in its best interest.
For Requests for Letters of Interest or Request for Qualifications, the following shall apply:
a. The Selection or Evaluation Committee will create a short list of the most qualified firms.

b. The Selection or Evaluation Committee will either:
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i. Rank shortlisted firms; or
i. If the solicitation is part of a two-step procurement, shortlisted firms will be requested to
submit a response to the Step Two procurement.

F. Demonstrations

If applicable, as indicated in Special Instructions to Vendors, Vendors will be required to demonstrate
the nature of their offered solution. After receipt of submittals, all Vendors will receive a description
of, and arrangements for, the desired demonstration. In accordance with Section 286.0113 of the
Florida Statutes and pursuant to the direction of the Broward County Board of Commissioners,
demonstrations are closed to only the vendor team and County staff.

G. Presentations

Vendors that are found to be both responsive and responsible to the requirements of the solicitation
and/or shortlisted (if applicable) will have an opportunity to make an oral presentation to the Selection
or Evaluation Committee on the Vendor's approach to this project and the Vendor's ability to
perform. The committee may provide a list of subject matter for the discussion. All Vendor's will
have equal time to present but the question-and-answer time may vary. In accordance with Section
286.0113 of the Florida Statutes and the direction of the Broward County Board of Commissioners,
presentations during Selection or Evaluation Committee Meetings are closed. Only the Selection or
Evaluation Committee members, County staff and the vendor and their team scheduled for that
presentation will be present in the Meeting Room during the presentation and subsequent question
and answer period.

H. Public Art and Design Program

If indicated in Special Instructions to Vendors, Public Art and Design Program, Section 1-88,
Broward County Code of Ordinances, applies to this project. It is the intent of the County to
functionally integrate art, when applicable, into capital projects and integrate artists’ design concepts
into this improvement project. The Vendor may be required to collaborate with the artist(s) on design
development within the scope of this request. Artist(s) shall be selected by Broward County through
an independent process. For additional information, contact the Broward County Cultural Division.

I. Committee Appointment

The Cone of Silence shall be in effect for County staff at the time of the Selection or Evaluation
Committee appointment and for County Commissioners and Commission staff at the time of the
Shortlist Meeting of the Selection Committee or the Initial Evaluation Meeting of the Evaluation
Committee. The committee members appointed for this solicitation are available on the Purchasing
Division's website under Committee Appointment.

J. Committee Questions, Request for Clarifications, Additional Information

At any committee meeting, the Selection or Evaluation Committee members may ask questions,
request clarification, or require additional information of any Vendor’s submittal or proposal. It is
highly recommended Vendors attend to answer any committee questions (if requested), including a
Vendor representative that has the authority to bind.

Vendor’'s answers may impact evaluation (and scoring, if applicable). Upon written request to the
Purchasing Agent prior to the meeting, a conference call number will be made available for Vendor
participation via teleconference. Only Vendors that are found to be both responsive and responsible
to the requirements of the solicitation and/or shortlisted (if applicable) are requested to participate in
a final (or presentation) Selection or Evaluation committee meeting.

3/21/2019 BidSync p. 985



Broward County Board of GEN2116476P1
County Commissioners

K. Vendor Questions

The County provides a specified time for Vendors to ask questions and seek clarification regarding
solicitation requirements. All questions or clarification inquiries must be submitted through BidSync
by the date and time referenced in the solicitation document (including any addenda). The County
will respond to questions via Bid Sync.

L. Confidential Material/ Public Records and Exemptions

1. Broward County is a public agency subject to Chapter 119, Florida Statutes. Upon receipt, all
submittals become "public records” and shall be subject to public disclosure consistent with
Chapter 119, Florida Statutes. Submittals may be posted on the County's public website or
included in a public records request response, unless there is a declaration of “confidentiality”
pursuant to the public records law and in accordance with the procedures in this section.

2. Any confidential material(s) the Vendor asserts is exempt from public disclosure under Florida
Statutes must be labeled as “Confidential”’, and marked with the specific statute and subsection
asserting exemption from Public Records.

3. To submit confidential material, three hardcopies must be submitted in a sealed envelope,
labeled with the solicitation number, title, date and the time of solicitation opening to:

Broward County Purchasing Division
115 South Andrews Avenue, Room 212
Fort Lauderdale, FL 33301

4. Material will not be treated as confidential if the Vendor does not cite the applicable Florida Statute
(s) allowing the document to be treated as confidential.

5. Any materials that the Vendor claims to be confidential and exempt from public records must be
marked and separated from the submittal. If the Vendor does not comply with these instructions,
the Vendor's claim for confidentiality will be deemed as waived.

6. Submitting confidential material may impact full discussion of your submittal by the Selection or
Evaluation Committee because the Committee will be unable to discuss the details contained in
the documents cloaked as confidential at the publicly noticed Committee meeting.

M. Copyrighted Materials

Copyrighted material is not exempt from the Public Records Law, Chapter 119, Florida Statutes.
Submission of copyrighted material in response to any solicitation will constitute a license and
permission for the County to make copies (including electronic copies) as reasonably necessary for
the use by County staff and agents, as well as to make the materials available for inspection or
production pursuant to Public Records Law, Chapter 119, Florida Statutes.

N. State and Local Preferences

If the solicitation involves a federally funded project where the fund requirements prohibit the use of
state and/or local preferences, such preferences contained in the Local Preference Ordinance and
Broward County Procurement Code will not be applied in the procurement process.

O. Local Preference

Except where otherwise prohibited by federal or state law or other funding source restrictions, a
local Vendor whose submittal is within 5% of the highest total ranked Vendor outside of the
preference area will become the Vendor with whom the County will proceed with negotiations for a
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final contract. Refer to Local Vendor Certification Form (Préferehce and Tiebreéker) for further
information.

P. Tiebreaker Criteria

In accordance with Section 21.31.d of the Broward County Procurement Code, the tiebreaker criteria
shall be applied based upon the information provided in the Vendor's response to the solicitation. In
order to receive credit for any tiebreaker criterion, complete and accurate information must be
contained in the Vendor's submittal.

1. Local Vendor Certification Form (Preference and Tiebreaker);
2. Domestic Partnership Act Certification (Requirement and Tiebreaker);
3. Tiebreaker Criteria Form: Volume of Work Over Five Years

Q. Posting of Solicitation Results and Recommendations
The Broward County Purchasing Division's website is the location for the County's posting of all

solicitations and contract award results. It is the obligation of each Vendor to monitor the website in
order to obtain complete and timely information.

R. Review and Evaluation of Responses

A Selection or Evaluation Committee is responsible for recommending the most qualified Vendor(s).
The process for this procurement may proceed in the following manner:

1. The Purchasing Division delivers the solicitation submittals to agency staff for summarization for
the committee members. Agency staff prepares a report, including a matrix of responses
submitted by the Vendors. This may include a technical review, if applicable.

2. Staff identifies any incomplete responses. The Director of Purchasing reviews the information
and makes a recommendation to the Selection or Evaluation Committee as to each Vendor’s
responsiveness to the requirements of the solicitation. The final determination of responsiveness
rests solely on the decision of the committee.

3. At any time prior to award, the awarding authority may find that a Vendor is not responsible to
receive a particular award. The awarding authority may consider the following factors, without
limitation: debarment or removal from the authorized Vendors list or a final decree, declaration or
order by a court or administrative hearing officer or tribunal of competent jurisdiction that the
Vendor has breached or failed to perform a contract, claims history of the Vendor, performance
history on a County contract(s), an unresolved concern, or any other cause under this code and
Florida law for evaluating the responsibility of a Vendor.

S. Vendor Protest

Sections 21.118 and 21.120 of the Broward County Procurement Code set forth procedural
requirements that apply if a Vendor intends to protest a solicitation or proposed award of a contract
and state in part the following:

1. Any protest concerning the solicitation or other solicitation specifications or requirements
must be made and received by the County within seven business days from the posting of
the solicitation or addendum on the Purchasing Division’s website. Such protest must be
made in writing to the Director of Purchasing. Failure to timely protest solicitation
specifications or requirements is a waiver of the ability to protest the specifications or
requirements.
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Any protest concerning a solicitation or proposed award above the award authority of the
Director of Purchasing, after the RLI or RFP opening, shall be submitted in writing and
received by the Director of Purchasing within five business days from the posting of the
recommendation of award for Invitation to Bids or the final recommendation of ranking for
Request for Letters of Interest and Request for Proposals on the Purchasing Division's
website.

Any actual or prospective Vendor who has a substantial interest in and is aggrieved in
connection with the proposed award of a contract that does not exceed the amount of the
award authority of the Director of Purchasing, may protest to the Director of Purchasing. The
protest shall be submitted in writing and received within three (3) business days from the
posting of the recommendation of award for Invitation to Bids or the final recommendation of
ranking for Request for Letters of Interest and Request for Proposals on the Purchasing
Division's website.

For purposes of this section, a business day is defined as Monday through Friday between
8:30 a.m. and 5:00 p.m. Failure to timely file a protest within the time prescribed for a
proposed contract award shall be a waiver of the Vendor's right to protest.

5. As a condition of initiating any protest, the protestor shall present the Director of Purchasing a

nonrefundable filing fee in accordance with the table below.

Estimated Contract Amount Filing Fee
$30,000 - $250,000 $ 500
$250,001 - $500,000 $1,000
$500,001 - $5 million $3,000
Over $5 million 5,000

If no contract proposal amount was submitted, the estimated contract amount shall be the
County's estimated contract price for the project. The County may accept cash, money
order, certified check, or cashier’'s check, payable to Broward County Board of
Commissioners.

T. Right of Appeal

Pursuant to Section 21.83.d of the Broward County Procurement Code, any Vendor that has a
substantial interest in the matter and is dissatisfied or aggrieved in connection with the Selection or
Evaluation Committee’s determination of responsiveness may appeal the determination pursuant to
Section 21.120 of the Broward County Procurement Code.

1. The appeal must be in writing and sent to the Director of Purchasing within ten (10) calendar

2.

days of the determination by the Selection or Evaluation Committee to be deemed timely.

As required by Section 21.120, the appeal must be accompanied by an appeal bond by a
Vendor having standing to protest and must comply with all other requirements of this
section.

3. The institution and filing of an appeal is an administrative remedy to be employed prior to the

institution and filing of any civil action against the County concerning the subject matter of the
appeal.

U. Rejection of Responses
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The Selection or Evaluation Committee may recommend rejecting all submittals as in the best
interests of the County. The rejection shall be made by the Director of Purchasing, except when a
solicitation was approved by the Board, in which case the rejection shall be made by the Board.

V. Negotiations

The County intends to conduct the first negotiation meeting no later than two weeks after approval of
the final ranking as recommended by the Selection or Evaluation Committee. At least one of the
representatives for the Vendor participating in negotiations with the County must be authorized to
bind the Vendor. In the event that the negotiations are not successful within a reasonable timeframe
(notification will be provided to the Vendor) an impasse will be declared and negotiations with the
first-ranked Vendor will cease. Negotiations will begin with the next ranked Vendor, etc. until such
time that all requirements of Broward County Procurement Code have been met. In accordance with
Section 286.0113 of the Florida Statutes and the direction of the Broward County Board of
Commissioners, negotiations resulting from Selection or Evaluation Committee Meetings are
closed. Only County staff and the selected vendor and their team will be present during
negotiations.

W. Submittal Instructions:

1. Broward County does not require any personal information (as defined under Section
501.171, Florida Statutes), such as social security numbers, driver license numbers,
passport, military ID, bank account or credit card numbers, or any personal pin numbers, in
order to submit a response for ANY Broward County solicitation. DO NOT INCLUDE any
personal information data in any document submitted to the County. If any personal
information data is part of a submittal, this information must be redacted prior to submitting a
response to the County.

2. Vendor MUST submit its solicitation response electronically and MUST confirm its
submittal in order for the County to receive a valid response through BidSync. ltis
the Vendor's sole responsibility to assure its response is submitted and received through
BidSync by the date and time specified in the solicitation.

3. The County will not consider solicitation responses received by other means. Vendors are
encouraged to submit their responses in advance of the due date and time specified in the
solicitation document. In the event that the Vendor is having difficulty submitting the
solicitation document through Bid Sync, immediately notify the Purchasing Agent and then
contact BidSync for technical assistance.

4. Vendor must view, submit, and/or accept each of the documents in BidSync. Web-fillable
forms can be filled out and submitted through BidSync.

5. After all documents are viewed, submitted, and/or accepted in BidSync, the Vendor must
upload additional information requested by the solicitation (i.e. Evaluation Criteria and
Financials Statements) in the Item Response Form in BidSync, under line one (regardless if
pricing requested).

6. Vendor should upload responses to Evaluation Criteria in Microsoft Word or Excel format.
7. If the Vendor is declaring any material confidential and exempt from Public Records, refer to
Confidential Material/ Public Records and Exemptions for instructions on submitting

confidential material.

8. After all files are uploaded, Vendor must submit and CONFIRM its offer (by entering
password) for offer to be received through BidSync.
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9. If a solicitation requires an original Proposal Bond (per Special Instructions to Vendors),
Vendor must submit in a sealed envelope, labeled with the solicitation number, title, date and
the time of solicitation opening to:

Broward County Purchasing Division
115 South Andrews Avenue, Room 212
Fort Lauderdale, FL 33301

A copy of the Proposal Bond should also be uploaded into Bid Sync; this does not replace

the requirement to have an original proposal bond. Vendors must submit the original
Proposal Bond, by the solicitation due date and time.
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VENDOR QUESTIONNAIRE AND STANDARD CERTIFICATIONS
Request for Proposals, Request for Qualifications, or Request for Letters of Interest

Vendor should complete questionnaire and complete and acknowledge the standard certifications and submit with
the solicitation response. If not submitted with solicitation response, it must be submitted within three business

days of County's request. Failure to timely submit may affect Vendor's evaluation.

If a response requires additional information, the Vendor should upload a written detailed response with
submittal; each response should be numbered to match the question number. The completed questionnaire
and attached responses will become part of the procurement record. It is imperative that the person completing

the Vendor Questionnaire be knowledgeable about the proposing Vendor's business and operations.

1.

2.

10.

11.

3/21/2019

Legal business name:Aqua Marketing & Communications, Inc.
Doing Business As/ Fictitious Name (if applicable):N/A
Federal Employer 1.D. no. (FEIN):27-4195922

Dun and Bradstreet No.:N/A
Website address (if applicable): http://welcometoaqua.com

Principal place of business address: 360 Central Avenue
Suite 420
St. Petersburg, FL 33701

Office location responsible for this project: 360 Central Avenue
Suite 420
St. Petersburg, FL 33701

Telephone no.:727-687-4670 Fax no.:N/A

Type of business (check appropriate box):

[¥] Corporation (specify the state of incorporation):Florida
["] Sole Proprietor

[C] Limited Liability Company (LLC)

I Limited Partnership

[T] General Partnership (State and County Filed In)

[C] Other - Specify

List Florida Department of State, Division of Corporations document number (or registration number if fictitious

name): P10000099100

List name and title of each principal, owner, officer, and major shareholder:

a) David M. Di Maggio
b)
c)
d)
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12. AUTHORIZED CONTACT(S) FOR YOUR FIRM:

13.

14.

15.

16.

17.

18.

19.

20.

21.

Name: Dave Di Maggio

Title: President/CEO

E-mail: DaveD@welcometoaqua.com
Telephone No.: 727-687-4670

Name: Fran Vaccaro

Title: Vice President, Account Services
E-mail: NewBiz@welcometoaqua.com
Telephone No.: 727-798-0942

Has your firm, its principals, officers or predecessor organization(s) been debarred
or suspended by any government entity within the last three years? If yes, specify
details in an attached written response.

Has your firm, its principals, officers or predecessor organization(s) ever been
debarred or suspended by any government entity? If yes, specify details in an
attached written response, including the reinstatement date, if granted.

Has your firm ever failed to complete any services and/or delivery of products during
the last three (3) years? If yes, specify details in an attached written response.

Is your firm or any of its principals or officers currently principals or officers of
another organization? If yes, specify details in an attached written response.

Have any voluntary or involuntary bankruptcy petitions been filed by or against your
firm, its parent or subsidiaries or predecessor organizations during the last three
years? If yes, specify details in an attached written response.

Has your firm's surety ever intervened to assist in the completion of a contract or
have Performance and/or Payment Bond claims been made to your firm or its
predecessor's sureties during the last three years? If yes, specify details in an
attached written response, including contact information for owner and surety.

Has your firm ever failed to complete any work awarded to you, services and/or
delivery of products during the last three (3) years? If yes, specify details in an
attached written response.

Has your firm ever been terminated from a contract within the last three years? If
yes, specify details in an attached written response.

Living Wage solicitations only: In determining what, if any, fiscal impacts(s) are a
result of the Ordinance for this solicitation, provide the following for informational
purposes only. Response is not considered in determining the award of this
contract.

Living Wage had an effect on the pricing.

If yes, Living Wage increased the pricing by% or decreased the pricing by%.

Cone of Silence Requirement Certification:
The Cone of Silence Ordinance, Section 1-266, Broward County Code of Ordinances prohibits certain
communications among Vendors, Commissioners, County staff, and Selection or Evaluation Committee
members. Identify on a separate sheet any violations of this Ordinance by any members of the responding firm or
its joint ventures. After the application of the Cone of Silence, inquiries regarding this solicitation should be directed
to the Director of Purchasing or designee. The Cone of Silence terminates when the County Commission or other
awarding authority takes action which ends the solicitation.

The Vendor hereby certifies that: (check each box)

I
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[1Yes [¥No

Yes [v¥INo

OYes [¢|No

Yes [¥INo

Yes [v¥INo

Yes [v¥INo

[Yes [¥INo

[Yes [¥|No

[lYes No
CIN/A

The Vendor has read Cone of Silence Ordinance, Section 1-266, Broward County Code of Ordinances; and
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The Vendor understands that the Cone of Silence for this competitive solicitation shall be in effect beginning

upon the appointment of the Selection or Evaluation Committee, for communication regarding this
solicitation with the County Administrator, Deputy County Administrator, Assistant County Administrators,
and Assistants to the County Administrator and their respective support staff or any person, including
Evaluation or Selection Committee members, appointed to evaluate or recommend selection in this
RFP/RLI process. For Communication with County Commissioners and Commission staff, the Cone of
Silence allows communication until the initial Evaluation or Selection Committee Meeting.

The Vendor agrees to comply with the requirements of the Cone of Silence Ordinance.

Drug-Free Workplace Requirements Certification:

Section 21.31.a. of the Broward County Procurement Code requires awards of all comEetitive solicitations
requiring Board award be made only to firms certifying the establishment of a drug free workplace program. The
program must consist of:

1.

Publishing a statement notifying its employees that the unlawful manufacture, distribution, dispensing,
possession, or use of a controlled substance is prohibited in the offeror's workplace, and specifying the
actions that will be taken against employees for violations of such prohibition;

Establishing a continuing drug-free awareness program to inform its employees about:

a. The dangers of drug abuse in the workplace;

b. The offeror's policy of maintaining a drug-free workplace;

c. Any available drug counseling, rehabilitation, and employee assistance programs; and

d. The penalties that may be imposed upon employees for drug abuse violations occurring in the
workplace;

Giving all employees engaged in performance of the contract a copy of the statement required by
subparagraph 1;

Notifying all employees, in writing, of the statement required by subparagraph 1, that as a condition of

employment on a covered contract, the employee shall:

a. Abide by the terms of the statement; and

b. Notify the employer in writing of the employee's conviction of, or plea of guilty or nolo contendere to, any
violation of Chapter 893 or of any controlled substance law of the United States or of any state, for a
violation occurring in the workplace NO later than five days after such conviction.

Notifying Broward County government in writing within 10 calendar days after receiving notice under
subdivision 4.b above, from an employee or otherwise receiving actual notice of such conviction. The
notice shall include the position title of the employee;

Within 30 calendar days after receiving notice under subparagraph 4 of a conviction, taking one of the

following actions with respect to an employee who is convicted of a drug abuse violation occurring in the

workplace:

a. Taking appropriate personnel action against such employee, up to and including termination; or

b. Requiring such employee to participate satisfactorily in a drug abuse assistance or rehabilitation
program approved for such purposes by a federal, state, or local health, law enforcement, or other
appropriate agency; and

Making a good faith effort to maintain a drug-free workplace program through implementation of
subparagraphs 1 through 6.

The Vendor hereby certifies that: (check box)

4

The Vendor certifies that it has established a drug free workplace program in accordance with the above

requirements.

Non-Collusion Certification:
Vendor shall disclose, to their best knowledge, any Broward County officer or employee, or any relative of any such
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officer or employee as defined in Section 112.3135 (1) (c), Florida Statutes, who is an officer or director of, or has
a material interest in, the Vendor's business, who is in a position to influence this procurement. Any Broward
County officer or employee who has any input into the writing of specifications or requirements, solicitation of
offers, decision to award, evaluation of offers, or any other activity pertinent to this procurement is presumed, for
purposes hereof, to be in a position to influence this procurement. Failure of a Vendor to disclose any relationship
described herein shall be reason for debarment in accordance with the provisions of the Broward County
Procurement Code.

The Vendor hereby certifies that: (select one)

[¥| The Vendor certifies that this offer is made independently and free from collusion; or

[I The Vendor is disclosing names of officers or employees who have a material interest in this procurement
and is in a position to influence this procurement. Vendor must include a list of name(s), and relationship(s)
with its submittal.

Public Entities Crimes Certification:

In accordance with Public Entity Crimes, Section 287.133, Florida Statutes, a person or affiliate placed on the
convicted vendor list following a conviction for a public entity crime may not submit on a contract: to provide any
goods or services; for construction or repair of a public building or public work; for leases of real property to a
public entity; and may not be awarded or perform work as a contractor, s_ugplier, subcontractor, or consultant
under a contract with any public entity; and may not transact business with any ﬁubllc entity in excess of the
threshold amount provided in s. 287.017 for Category Two for a period of 36 months following the date of being
placed on the convicted vendor list.

The Vendor hereby certifies that: (check box)

[vl The Vendor certifies that no person or affiliates of the Vendor are currently on the convicted vendor list and/or
has not been found to commit a public entity crime, as described in the statutes.

Scrutinized Companies List Certification:

Any company, ﬁrinci_pa!s, or owners on the Scrutinized Companies with Activities in Sudan List, the Scrutinized
Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott
Israel List is prohibited from submitting a response to a solicitation for goods or services in an amount equal to or
greater than $1 million.

The Vendor hereby certifies that: (check each box)

[vl The Vendor, owners, or principals are aware of the requirements of Sections 287.135, 215.473, and
215.4275, Florida Statutes, regarding Companies on the Scrutinized Companies with Activities in Sudan
List the Scrutinized Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized
Companies that Boycott Israel List; and

[vl The Vendor, owners, or principals, are eligible to participate in this solicitation and are not listed on either the
Scrutinized Companies with Activities in Sudan List, the Scrutinized Companies with Activities in the Iran
Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel List; and

[vl If awarded the Contract, the Vendor, owners, or principals will immediately notify the County in writing if any of
its principals are placed on the Scrutinized Companies with Activities in Sudan List, the Scrutinized
Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that
Boycott Israel List.
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| hereby certify the information provided in the Vendor Questionnaire and Standard Certifications:

David M. Di Maggio President 2-23-2019
*AUTHORIZED SIGNATURE/NAME TITLE DATE

Vendor Name: Aqua Marketing & Communications, Inc.

* | certify that | am authorized to sign this solicitation response on behalf of the Vendor as indicated in Certificate as
to Corporate Principal, designation letter by Director/Corporate Officer, or other business authorization to bind on
behalf of the Vendor. As the Vendor's authorized representative, | attest that any and all statements, oral, written or
otherwise, made in support of the Vendor's response, are accurate, true and correct. | also acknowledge that
inaccurate, untruthful, or incorrect statements made in support of the Vendor's response may be used by the
County as a basis for rejection, rescission of the award, or termination of the contract and may also serve as the
basis for debarment of Vendor pursuant to Section 21.119 of the Broward County Procurement Code. | certify that
the Vendor's response is made without prior understanding, agreement, or connection with any corporation, firm or
person submitting a response for the same items/services, and is in all respects fair and without collusion or fraud.
| also certify that the Vendor agrees to abide by all terms and conditions of this solicitation, acknowledge and
accept all of the solicitation pages as well as any special instructions sheet(s).
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LOBBYIST REGISTRATION REQUIREMENT CERTIFICATION FORM

The completed form should be submitted with the solicitation response but must be submitted within three business
days of County’s request. Vendor may be deemed non-responsive for failure to fully comply within stated timeframes.

The Vendor certifies that it understands if it has retained a lobbyist(s) to lobby in connection with a competitive
solicitation, it shall be deemed non-responsive unless the firm, in responding to the competitive solicitation, certifies
that each lobbyist retained has timely filed the registration or amended registration required under Broward County
Lobbyist Registration Act, Section 1-262, Broward County Code of Ordinances; and it understands that if, after awarding
a contract in connection with the solicitation, the County learns that the certification was erroneous, and upon
investigation determines that the error was willful or intentional on the part of the Vendor, the County may, on that basis,
exercise any contractual right to terminate the contract for convenience.

The Vendor hereby certifies that: (select one)

It has not retained a lobbyist(s) to lobby in connection with this competitive solicitation; however, if retained after
the solicitation, the County will be notified.

[] It has retained a lobbyist(s) to lobby in connection with this competitive solicitation and certified that each lobbyist
retained has timely filed the registration or amended registration required under Broward County Lobbyist
Registration Act, Section 1-262, Broward County Code of Ordinances.

It is a requirement of this solicitation that the names of any and all lobbyists retained to lobby in connection

with this solicitation be listed below:

Name of Lobbyist:
Lobbyist’s Firm:
Phone:

E-mail:

Name of Lobbyist:

Lobbyist’s Firm:

Phone:

E-mail:

Authorized Signature/Name: David M. Di Maggio Date: 2-23-2019

Title: President

Vendor Name: Aqua Marketing & Communications, Inc.
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DOMESTIC PARTNERSHIP ACT CERTIFICATION FORM (REQUIREMENT AND
TIEBREAKER)

Refer to Special Instructions to identify if Domestic Partnership Act is a requirement of the solicitation or acts
only as a tiebreaker. If Domestic Partnership is a requirement of the solicitation, the completed and signed form
should be returned with the Vendor’'s submittal. If the form is not provided with submittal, the Vendor must
submit within three business days of County’s request. Vendor may be deemed non-responsive for failure to fully
comply within stated timeframes. To qualify for the Domestic Partnership tiebreaker criterion, the Vendor must
currently offer the Domestic Partnership benefit and the completed and signed form must be returned at time of
solicitation submittal.

The Domestic Partnership Act, Section 16 %2 -157, Broward County Code of Ordinances, requires all Vendors
contracting with the County, in an amount over $100,000 provide benefits to Domestic Partners of its employees,
on the same basis as it provides benefits to employees’ spouses, with certain exceptions as provided by the
Ordinance.

For all submittals over $100,000.00, the Vendor, by virtue of the signature below, certifies that it is aware of the
requirements of Broward County’s Domestic Partnership Act, Section 16-2 -157, Broward County Code of
Ordinances; and certifies the following: (check only one below).

O 1. The Vendor currently complies with the requirements of the County’s Domestic
Partnership Act and provides benefits to Domestic Partners of its employees on the same
basis as it provides benefits to employees’ spouses

2. The Vendor will comply with the requirements of the County’s Domestic Partnership Act at
time of contract award and provide benefits to Domestic Partners of its employees on the
same basis as it provides benefits to employees’ spouses.

O 3. The Vendor will not comply with the requirements of the County’s Domestic Partnership
Act at time of award.

O 4. The Vendor does not need to comply with the requirements of the County’s Domestic
Partnership Act at time of award because the following exception(s) applies: (check only
one below).

O The Vendor is a governmental entity, not-for-profit corporation, or charitable
organization.

O The Vendor is a religious organization, association, society, or non-profit charitable or
educational institution.

O The Vendor provides an employee the cash equivalent of benefits. (Attach an affidavit in
compliance with the Act stating the efforts taken to provide such benefits and the
amount of the cash equivalent).

[l The Vendor cannot comply with the provisions of the Domestic Partnership Act because
it would violate the laws, rules or regulations of federal or state law or would violate or be
inconsistent with the terms or conditions of a grant or contract with the United States or
State of Florida. Indicate the law, statute or regulation (State the law, statute or
regulation and attach explanation of its applicability).

David M. Di Maggio President Aqua Marketing & 2-23-2019
Communications, Inc.
Authorized Signature/Name Title Vendor Name Date
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Office of Economic and Small Business Requirements: CBE Goal Participation

A.

3/21/2019

In accordance with the Broward County Business Opportunity Act of 2012, Section 1-81, Code of
Ordinances, as amended (the “Business Opportunity Act”), the County Business Enterprise
(CBE) Program is applicable to this contract. All Vendors responding to this solicitation are
required to utilize CBE firms to perform the assigned participation goal for this contract.

The CBE participation goal will be established based on the expected expenditure amount for
the proposed scope of services for the project. The Office of Economic and Small Business
Development (OESBD) will not include alternate items, optional services or allowances when
establishing the CBE participation goal. If the County subsequently chooses to award any
alternate items, optional services or allowances as determined by OESBD and the Contract
Administrator to be related to the scope of services, OESBD may apply the established CBE
participation goal. In such an instance, the County will issue a written notice to the successful
Vendor that the CBE participation goal will also apply to the alternate items, optional services
or allowances. Vendor shall submit all required forms pertaining to its compliance with the CBE
participation goal, as applicable. Failure by Vendor to submit the required forms may result in
the rejection of Vendor’s solicitation submittal prior to the award or failure to comply with the
contract requirements may have an impact on the vendor performance evaluation post award,
as applicable.

CBE Program Requirements: Compliance with CBE participation goal requirements is a matter of
responsibility; Vendor should submit all required forms and information with its solicitation
submittal. If the required forms and information are not provided with the Vendor’s solicitation
submittal, then Vendor must supply the required forms and information no later than three (3)
business days after request by OESBD. Vendor may be deemed non-responsible for failure to
fully comply with CBE Program Requirements within these stated timeframes.

1. Vendor should include in its solicitation submittal a Letter Of Intent Between
Bidder/Offeror and County Business Enterprise (CBE) Subcontractor/Supplier for each
CBE firm the Vendor intends to use to achieve the assigned CBE participation goal. The
form is available at the following link:
http://www.broward.org/EconDev/Documents/CBELetterOfintent.pdf

2. If Vendor is unable to attain the CBE participation goal, Vendor should include in its
solicitation submittal an Application for Evaluation of Good Faith Efforts and all of the
required supporting information. The form is available at the following link:
http://www.broward.org/EconDev/WhatWeDo/Documents/GoodFaithEffortEval.pdf

OESBD maintains an online directory of CBE firms. The online directory is available for use by
Vendors at https://webapps4.broward.org/smallbusiness/sbdirectory.aspx.

For detailed information regarding the CBE Program contact the OESBD at (954) 357-6400 or
visit the website at: http://www.broward.org/EconDev/SmallBusiness/

If awarded the contract, Vendor agrees to and shall comply with all applicable requirements of
the Business Opportunity Act and the CBE Program in the award and administration of the
contract.

1. No party to this contract may discriminate on the basis of race, color, sex, religion,
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national origin, disability, age, marital status, political affiliation, sexual orientation,
pregnancy, or gender identity and expression in the performance of this contract.

. All entities that seek to conduct business with the County, including Vendor or any Prime

Contractors, Subcontractors, and Bidders, shall conduct such business activities in a fair
and reasonable manner, free from fraud, coercion, collusion, intimidation, or bad faith.
Failure to do so may result in the cancellation of this solicitation, cessation of contract
negotiations, revocation of CBE certification, and suspension or debarment from future
contracts.

If Vendor fails to meet or make Good Faith Efforts (as defined in the Business
Opportunity Act) to meet the CBE participation commitment (the “Commitment”), then
Vendor shall pay the County liquidated damages in an amount equal to fifty percent
(50%) of the actual dollar amount by which Vendor failed to achieve the Commitment, up
to a maximum amount of ten percent (10%) of the total contract amount, excluding costs
and reimbursable expenses. An example of this calculation is stated in Section 1-81.7,
Broward County Code of Ordinances.

. Vendor shall comply with all applicable requirements of the Business Opportunity Act in

the award of this contract. Failure by Vendor to carry out any of these requirements
shall constitute a material breach of the contract, which shall permit the County to
terminate this contract or to exercise any other remedy provided under this contract, the
Broward County Code of Ordinances, the Broward County Administrative Code, or other
applicable laws, with all such remedies being cumulative.

. Vendor shall pay its CBE subcontractors and suppliers, within fifteen (15) days following

receipt of payment from the County, for all completed subcontracted work and supplies.
If Vendor withholds an amount from CBE subcontractors or suppliers as retainage, such
retainage shall be released and paid within fifteen (15) days following receipt of
payment of retained amounts from the County.

Vendor understands that the County will monitor Vendor’s compliance with the CBE
Program requirements. Vendor must provide OESBD with a Monthly Utilization Report
(MUR) to confirm its compliance with the Commitment agreed to in the contract; timely
submission of the MUR every month throughout the term of the contract, including
amendment and extension terms, is a condition precedent to the County’s payment of
Vendor under the contract.
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LITIGATION HISTORY FORM

The completed form(s) should be returned with the Vendor’s submittal. If not provided with submittal, the Vendor
must submit within three business days of County’s request. Vendor may be deemed non-responsive for failure to

fully comply within stated timeframes.

There are no material cases for this Vendor; or
O Material Case(s) are disclosed below:

Is this for a: (check type)

[1Parent, []Subsidiary,
or

[“1Predecessor Firm?

If Yes, name of Parent/Subsidiary/Predecessor:

OrNo []

Party

Case Number, Name,
and Date Filed

Name of Court or other
tribunal

Type of Case

Bankruptcy [ | Civil []  Criminal []  Administrative/Regulatory [ ]

Claim or Cause of Action
and Brief description of
each Count

Brief description of the
Subject Matter and Project
Involved

Disposition of Case

(Attach copy of any
applicable Judgment,
Settlement Agreement and
Satisfaction of Judgment.)

Pending [] Settled [ ] Dismissed [ ]

Judgment Vendor’s Favor [] Judgment Against Vendor [ ]

If Judgment Against, is Judgment Satisfied? [ |Yes [ |No

Opposing Counsel

Name:
Email:
Telephone Number:

Vendor Name:
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AFFILIATED ENTITIES OF THE PRINCIPAL(S) CERTIFICATION FORM

The completed form should be submitted with the solicitation response but must be submitted within three

business days of County’s request. Vendor may be deemed non-responsive for failure to fully comply within
stated timeframes.

a. All Vendors are required to disclose the names and addresses of “affiliated entities” of the Vendor’s

principal(s) over the last five (5) years (from the solicitation opening deadline) that have acted as a prime
Vendor with the County.

b. The County will review all affiliated entities of the Vendor's principal(s) for contract performance
evaluations and the compliance history with the County’s Small Business Program, including CBE,
DBE and SBE goal attainment requirements. “Affiliated entities” of the principal(s) are those entities
related to the Vendor by the sharing of stock or other means of control, including but not limited to a
subsidiary, parent or sibling entity.

c. The County will consider the contract performance evaluations and the compliance history of the affiliated
entities of the Vendor's principals in its review and determination of responsibility.

The Vendor hereby certifies that: (select one)
No principal of the proposing Vendor has prior affiliations that meet the criteria defined as “Affiliated entities”

[ Principal(s) listed below have prior affiliations that meet the criteria defined as “Affiliated entities”

Principal’'s Name:
Names of Affiliated Entities:
Principal’s Name:
Names of Affiliated Entities:
Principal’'s Name:

Names of Affiliated Entities:

Authorized Signature Name:
Title:

Vendor Name:

Date:
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AGREEMENT EXCEPTION FORM

The completed form(s) should be returned with the Vendor’s submittal. If not provided with submittal,
it shall be deemed an affirmation by the Vendor that it accepts the terms and conditions of the
County’s Agreement as disclosed in the solicitation.

The Vendor must either provide specific proposed alternative language on the form below.
Additionally, a brief justification specifically addressing each provision to which an exception is taken
should be provided.

There are no exceptions to the terms and conditions of the County Agreement as referenced in
the solicitation; or

O The following exceptions are disclosed below: (use additional forms as needed; separate
each Article/ Section number)

Term or Insert version of exception or Provide brief justification for
Condition specific proposed alternative change
Article / Section language

Vendor Name: NewBiz@welcometoaqua.com
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RFP-RLI-RFQ LOCAL PREFERENCE AND TIE BREAKER CERTIFICATION FORM

The completed and signed form should be returned with the Vendor's submittal to determine Local
Preference eligibility, however it must be returned at time of solicitation submittal to qualify for the Tie
Break criteria. If not provided with submittal, the Vendor must submit within three business days of
County’s request for evaluation of Local Preference. Proof of a local business tax should be
submitted with this form. Failure to timely submit this form or local business tax receipt may render
the business ineligible for application of the Local Preference or Tie Break Criteria.

In accordance with Section 21.31.d. of the Broward County Procurement Code, to qualify for the Tie
Break Criteria, the undersigned Vendor hereby certifies that (check box if applicable):
The Vendor is a local Vendor in Broward County and:
has a valid Broward County local business tax receipt;
has been in existence for at least six-months prior to the solicitation opening;
at a business address physically located within Broward County;
in an area zoned for such business;
provides services from this location on a day-to-day basis, and
services provided from this location are a substantial component of the services offered
in the Vendor's proposal.
In accordance with Local Preference, Section 1-74, et. seq., Broward County Code of Ordinances, a
local business meeting the below requirements is eligible for Local Preference. To qualify for the
Local Preference, the undersigned Vendor hereby certifies that (check box if applicable):
The Vendor is a local Vendor in Broward and:
a. has a valid Broward County local business tax receipt issued at least one year prior to
solicitation opening;
b. has been in existence for at least one-year prior to the solicitation opening;
c. provides services on a day-to-day basis, at a business address physically located
within the Broward County limits in an area zoned for such business; and
d. the services provided from this location are a substantial component of the services
offered in the Vendor's proposal.
Local Business Address: 1451 NW 62 Street
Ft. Lauderdale, FL 33309
Vendor does not qualify for Tie Break Criteria or Local Preference, in accordance with the above

requirements. The undersigned Vendor hereby certifies that (check box if applicable): The Vendor
is not a local Vendor in Broward County.

P o0 T

David M. Di Maggio President Aqua Marketing & 2-23-2019
Communications,
Inc.
AUTHORIZED TITLE COMPANY DATE

SIGNATURE/NAME
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RFP-RFQ-RLI LOCATION ATTESTATION FORM (EVALUATION CRITERIA)

The completed and signed form and supporting information (if applicable, for Joint Ventures) should
be returned with the Vendor's submittal. If not provided with submittal, the Vendor must submit within
three business days of County’s request. Failure to timely submit this form and supporting
information may affect the Vendor's evaluation. Provided information is subject to verification by the
County.

A Vendor's principal place of business location (also known as the nerve center) within Broward
County is considered in accordance with Evaluation Criteria. The County’s definition of a principal
place of business is:

1. As defined by the Broward County Local Preference Ordinance, “Principal place of
business means the nerve center or center of overall direction, control and coordination
of the activities of the bidder [Vendor]. If the bidder has only one (1) business location,
such business location shall be considered its principal place of business.”

2. A principal place of business refers to the place where a corporation's officers direct,
control, and coordinate the corporation's day-to-day activities. It is the corporation's
‘nerve center’ and in practice it should normally be the place where the corporation
maintains its headquarters; provided that the headquarters is the actual center of
direction, control, and coordination, i.e., the ‘nerve center’, and not simply an office where
the corporation holds its board meetings (for example, attended by directors and officers
who have traveled there for the occasion).

The Vendor's principal place of business in Broward County shall be the Vendor’s “Principal
Address” as indicated with the Florida Department of State Division of Corporations, for at least six
months prior to the solicitation’s due date.

Check one of the following:

[1 The Vendor certifies that it has a principal place of business location (also known as the nerve
center) within Broward County, as documented in Florida Department of State Division of
Corporations (Sunbiz), and attests to the following statements:

1. Vendor's address listed in its submittal is its principal place of business as defined by
Broward County;

no

Vendor's “Principal Address” listed with the Florida Department of State Division of
Corporations is the same as the address listed in its submittal and the address was
listed for at least six months prior to the solicitation’s opening date. A copy of Florida
Department of State Division of Corporations (Sunbiz) is attached as verification.

3. Vendor must be located at the listed “nerve center” address (“Principal Address”) for at
least six (6) months prior to the solicitation’s opening date;

4. Vendor has not merged with another firm within the last six months that is not
headquartered in Broward County and is not a wholly owned subsidiary or a holding
company of another firm that is not headquartered in Broward County;

5. If awarded a contract, it is the intent of the Vendor to remain at the referenced address for
the duration of the contract term, including any renewals, extensions or any approved
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interim contracts for the services provided under this contract; and

6. The Vendor understands that if after contract award, the County learns that the attestation
was erroneous, and upon investigation determines that the error was willful or intentional
on the part of the Vendor, the County may, on that basis exercise any contractual right to
terminate the contract. Further any misleading, inaccurate, false information or
documentation submitted by any party affiliated with this procurement may lead to
suspension and/or debarment from doing business with Broward County as outlined in
the Procurement Code, Section 21.1109.

If the Vendor is submitting a response as a Joint Venture, the following information is required
to be submitted:

a. Name of the Joint Venture Partnership

b. Percentage of Equity for all Joint Venture Partners
c. A copy of the executed Agreement(s) between the Joint Venture Partners

Vendor does not have a principal place of business location (also known as the nerve center)
within Broward County.

Vendor Information:

Vendor Name: Aqua Marketing & Communications, Inc.

Vendor’s address listed in its submittal is:

360 Central Avenue

Suite 420

St. Petersburg, FL 33701

The signature below must be by an individual authorized to bind the Vendor. The signature below is
an attestation that all information listed above and provided to Broward County is true and accurate.

David M. Di Maggio President Aqua Marketing & 2-23-2019
Communications, Inc.
Authorized Title Vendor Name Date

Signature/Name
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SUBCONTRACTORS/SUBCONSULTANTS/SUPPLIERS REQUIREMENT FORM
Request for Proposals, Request for Qualifications, or Request for Letters of Interest

The following forms and supporting information (if applicable) should be returned with Vendor's
submittal. If not provided with submittal, the Vendor must submit within three business days of
County’s request. Failure to timely submit may affect Vendor's evaluation.

A, The Vendor shall submit a listing of all subcontractors, subconsultants and major material
suppliers (firms), if any, and the portion of the contract they will perform. A major material
supplier is considered any firm that provides construction material for construction contracts,
or commodities for service contracts in excess of $50,000, to the Vendor.

B. If participation goals apply to the contract, only non-certified firms shall be identified on the
form. A non-certified firm is a firm that is not listed as a firm for attainment of participation
goallqls (e)l(.. County Business Enterprise or Disadvantaged Business Enterprise), if applicable
to the solicitation.

C. This list shall be kept up-to-date for the duration of the contract. If subcontractors,
subconsultants or suppliers are stated, this does not relieve the Vendor from the prime
responsibility of full and complete satisfactory performance under any awarded contract.

D.  After completion of the contract/final payment, the Vendor shall certify the final list of non-
certified subcontractors, subconsultants, and suppliers that performed or provided services
to the County for the referenced contract.

E. The Vendor has confirmed that none of the recommended subcontractors, subconsultants, or
sugpllers’ principal(s), officer(s), afflllate(%? or any other related companies have been
debarred from doing business with Broward County or any other governmental agency.

If none, state “none” on this form. Use additional sheets as needed. Vendor should scan and upload
any additional form(s) in BidSync.

1. Subcontracted Firm’'s Name: NONE - DOES NOT APPLY
Subcontracted Firm’'s Address:
Subcontracted Firm's Telephone Number:

Contact Person’'s Name and Position:
Contact Person’s E-Mail Address:

Estimated Subcontract/Supplies Contract Amount:

Type of Work/Supplies Provided:

2. Subcontracted Firm's Name: NONE - DOES NOT APPLY
Subcontracted Firm's Address:
Subcontracted Firm's Telephone Number:
Contact Person’s Name and Position:

Contact Person’s E-Mail Address:
3| 4l
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VOLUME OF PREVIOUS WORK ATTESTATION FORM

The completed and signed form should be returned with the Vendor’'s submittal. If not provided with
submittal, the Vendor must submit within three business days of County’s request. Failure to provide
timely may affect the Vendor's evaluation. This completed form must be included with the Vendor’s
submittal at the time of the opening deadline to be considered for a Tie Breaker criterion (if
applicable).

The calculation for Volume of Previous Work is all amounts paid to the prime Vendor by Broward
County Board of County Commissioners at the time of the solicitation opening date within a five-year
timeframe. The calculation of Volume of Previous Work for a prime Vendor previously awarded a
contract as a member of a Joint Venture firm is based on the actual equity ownership of the Joint
Venture firm.

In accordance with Section 21.31.d. of the Broward County Procurement Code, the Vendor with the
lowest dollar volume of work previously paid by the County over a five-year period from the date of
the submittal opening will receive the Tie Breaker.

Vendor must list all projects it received payment from Broward County Board of County
Commissioners during the past five years. If the Vendor is submitting as a joint venture, the
information provided should encompass the joint venture and each of the entities forming the joint
venture. The Vendor attests to the following:

Item Project Title Solicitation/ Department or Date Paid to Date
Contract o
No. ) Division Awarded Dollar
Number:
Amount
1
2
3
4
5
Grand Total | N/A

Has the Vendor been a member/partner of a Joint Venture firm that was awarded a contract by the
County?  Yes ] No

If Yes, Vendor must submit a Joint Vendor Volume of Work Attestation Form.

Vendor Name: Aqua Marketing & Communications, Inc.

David M. Di Maggio President 2-13-2019
Authorized Signature/ Name Title Date
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VOLUME OF PREVIOUS WORK ATTESTATION JOINT VENTURE FORM

GEN2116476P1

If applicable, this form and additional required documentation should be submitted with the Vendor’s

submittal. If not provided with submittal, the Vendor must submit within three business days of
County's request. Failure to timely submit this form and supporting documentation may affect the

Vendor's evaluation.

The calculation of Volume of Previous Work for a prime Vendor previously awarded a contract as a

member of a Joint Venture firm is based on the actual equity ownership of the Joint Venture firm.
Volume of Previous Work is not based on the total payments to the Joint Venture firm.

Vendor must list all projects it received payment from Broward County Board of County

Commissioners during the past five years as a member of a Joint Venture. The Vendor attests to the

following:
Solicitation/ Department Paid to
Iltem Proiect Title Contract or%ivision Date JV Date
No. J Number: Awarded | Equity % Dollar
Amount
1
2
3
4
5
Grand Total | N/A

Vendor is required to submit an executed Joint Venture agreement(s) and any amendments for each

project listed above. Each agreement must be executed prior to the opening date of this solicitation.

Vendor Name: Aqua Marketing & Communications, Inc.

David M. Di Maggio

3/21/2019

President
Authorized Signature/ Name Title
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SCRUTINIZED COMPANIES LIST REQUIREMENT CERTIFICATION FORM

The completed and signed form(s) should be returned with the Vendor's submittal. If not provided with submittal,
the Vendor must submit within three business days of County's request. Vendor may be deemed non
responsive for failure to fully comply within stated timeframes.

Any company, principals, or owners on the Scrutinized Companies with Activities in Sudan List, the Scrutinized
Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott

Israel List is prohibited from submitting a response to a solicitation for goods or services in an amount equal to or
greater than $1 million.

The Vendor, by virtue of the signature below, certifies that:

a. The Vendor, owners, or principals are aware of the requirements of Sections 287.135, 215.473, and
215.4725 Florida Statutes, regarding Companies on the Scrutinized Companies with Activities in Sudan
List, the Scrutinized Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized
Companies that Boycott Israel List; and

b. The Vendor, owners, or principals, are eligible to participate in this solicitation and are not listed on either
the Scrutinized Companies with Activities in Sudan List, the Scrutinized Companies with Activities in the
Iran Petroleum Energy Sector List, or the Scrutinized Companies that Boycott Israel List; and

c. If awarded the Contract, the Vendor, owners, or principals will immediately notify the County in writing if
any of its principals are placed on the Scrutinized Companies with Activities in Sudan List, the Scrutinized
Companies with Activities in the Iran Petroleum Energy Sector List, or the Scrutinized Companies that
Boycott Israel List.

David M. Di Maggio President Aqua Marketing & 2-23-2019
Communications, Inc.
Authorized Signature/Name  Title Vendor Name Date
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Security Requirements

A.  General Security Requirements and Criminal Background Screening:

1. All contractor and sub-contractor personnel requiring unescorted access to Broward
County facilities must obtain a County issued contractor identification badge (contractor
ID badge); except as specifically stated herein.

2. The background screening requirements for obtaining a contractor ID badge will depend
on the facility to which unescorted access is being requested. Contract Administrators or
designees and contractors may contact Broward County Security at (954) 357-6000 or
FMsecurity@broward.org for the required background screening requirements
associated with access to specific facilities. Contract Administrators will communicate all
current and appropriate requirements to the contractor and sub-contractor throughout the
contract period.

B. General Facilities:

1. Contractor and sub-contractor personnel servicing and requiring unescorted access to
General Facilities must have a County issued contractor ID badge (contractor ID badge)
which will be the responsibility of the contractor to obtain. Depending upon the request,
the badge may carry electronic access privileges. The badge must be visible and worn at
all times together with the contractor’'s company/business contractor ID badge. Similar to
employee security/ID badges, requests for contractor ID badges are initially approved by
the requesting agency director or designee and then submitted to Facilities Management
Division (FMD) Security for final approval.

2. The issuance of a contractor ID badge for unescorted access to General Facilities
requires a “Level 1” FDLE background check, which can be conducted by the Florida
Department of Law Enforcement (FDLE). This “Level 1” FDLE background check is the
contractor's responsibility and should be included in the bid price. FDLE background
checks can be done by the contractor by phone at (850) 410-8109 or online at
https://web.fdle.state.fl.us/search/app/default_

3. Upon completion of the background check, the contractor must attach a copy of the
results to the contractor’s application for a contractor ID badge. The Project Manager or
designee utilizing the service of the contractor will be the “Sponsor” and will either provide
the contractor with a Contractor ID Badge Request Form or assist the contractor in
completing an on-line application for the County issued contractor ID badge.

4. Requests for a contractor ID badge requiring an FDLE background check may require
lengthy processing and review by the Broward Sheriff's Office (BSO). Contractors and
subcontractors must therefore submit the request to Broward County Security at least
two (2) weeks prior to the start of service by the contractor. When identification badges
are ready, Broward County Security will contact the contractor to arrange pick up. Upon
pick up, the applicant must present a valid Florida identification and must be
accompanied by his or her supervisor. Broward County Security will then supply
contractor ID badge valid for the anticipated period within which the work will be
performed. The validity period must be clearly stated on the Contractor ID Badge
Request Form; however, the period of validity will not exceed one (1) year. Background
checks will be required for renewal of contractor ID badge. At the termination of the
contract and separation of employee services, the contractor is responsible for the
collection and return of all contractor ID badge to the Project Manager and/or to Broward
County Security.

5. Compliance with the County’s security requirements is part of the overall contract
performance evaluation. Final payment will, in part, be contingent on the return of all
contractor ID badges issued to contractor personnel.

6. Broward County Security is located at Governmental Center East, 115 South Andrews
Avenue Fort Lauderdale, FL 33301. Telephone (954) 357-6000.

7. All contractors must wear distinctive and neat appearing uniforms with vendor's company
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name. Sub-contractor personnel must also have Broward County issued contractor IDs
and meet the same security requirements and uniform standards as the primary
contractor.

8. Contractors will not be allowed unescorted on the job site without proper County issued
contractor ID badges.

Facilities Critical to Security and Public Safety:

Many Broward County government facilities will have areas designated as critical to security

and public safety, pursuant to Broward County Ordinance 2003-08 Sections 26-121 and 26-

122, as may be amended. The issuance of a contractor ID badge for unescorted access to
facilities critical to security and public safety may entail a comprehensive statewide and
national background check. Unescorted access to certain facilities occupied by the Broward
Sheriff's Office (BSO) and the State Attorney’s Office will require a national fingerprint-based
records check per the Criminal Justice Information System (CJIS) policy.

A contractor employee found to have a criminal record consisting of felony conviction(s) shall
be disqualified from access to the State Attorney’s Offices and certain BSO facilities. A
contractor employee with a record of misdemeanor offense(s) may be granted access if the
System Security Officer (CSO), Terminal Access Coordinator (TAC), and FDLE determines
that the nature of the offense(s) do not warrant disqualification. Applicants shall also be
disqualified on the basis of confirmations that arrest warrants are outstanding for such
applicants.

Contractor Work Crews:

Background investigations are generally not required for each member of a contractor work
crew working on county premises and outside a building or structure. Examples are
landscape crews and roofers. If it is necessary to enter the building or structure unescorted,
these work crew members should obtain a contractor ID badge. If not, work crew members
must be escorted at all times by the project manager, or designee, and must be under the
direct supervision of a foreperson for the contractor. The foreperson must be aware of the
crew members’ whereabouts, has completed the appropriate background check for the
location and type of work being undertaken, and has been issued and is displaying a
contractor ID badge.

All members of a night cleaning crew must complete a background investigation appropriate
to the requirements of the facility and so should all work crew members not escorted when
working at a critical county facility.

Notwithstanding, the using agency is best positioned and suited to determine the safeguards
and requirements that should be in place to manage the risks and consequences associated
with the roles and activities of contractor, subcontractor, and work crews, when requesting a
contractor ID badge. The agency is aware of the characteristics of the client population being
served by the classes of persons, the need to safeguard high-value assets, and the
requirement to comply with all statutory requirements governing background investigations.

Other Vendors:

Consultants, delivery personnel, and vending machine operators, without a County issued
contractor badge, may obtain a Visitor pass and should be escorted by County personnel
when accessing and working in designated non-public and employee work areas at both
general facilities and facilities critical to security and public safety.

Port Everglades Locations:

1. The Port Everglades Department requires persons to present, at port entry, a valid
driver's license, and valid reason for wishing to be granted port access in order to obtain
a temporaryl/visitor ID badge. For persons who will visit the Port more than 15 times in a
90 day period, a permanent identification badge must be obtained and paid for by the
contractor for all employees, subcontractors, agents and servants visiting or working on
the port project. A restricted access badge application process will include fingerprints
and a comprehensive background check. Badges must be renewed annually and the
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fees paid pursuant to Broward County Administrative Code, Section 42.6. For further
information, please call 954-765-4225.

All vehicles that are used regularly on the dock apron must have a Dockside Parking
Permit. Only a limited number of permits will be issued per business entity. The fee is

GEN2116476P1

$100.00 per permit/vehicle. Individuals requesting a permit must possess a valid Port-

issued Restricted Access Area badge with a "Dock" destination. Requests for Dockside
Parking Permits must be submitted in writing, on company letterhead, to the ID Badge
Office. Applicants must demonstrate a need for access to the dock apron. Requests
shall be investigated, and approved, if appropriate justification is provided. Supporting
documentation must be supplied, if requested. Dock permits are not transferable and
must be affixed to the lower left corner of the permitted vehicle's windshield. Should the
permit holder wish to transfer the permit to another vehicle during the term of issuance,
the permit will be removed and exchanged at no charge for a new permit. Only one
business entity representative will be permitted on the dock at a time at the vessel
location.

The Federal Government has instituted requirements for a Transportation Worker
Identification Credential (TWIC) for all personnel requiring unescorted access to
designated secure areas within Port Everglades. The contractor will be responsible for

complying with the applicable TWIC requirements. For further information, please call 1-

855-347-8371, or go on line to https://www.tsa.gov/for-industry/twic.

Airport Security Program and Aviation Regulations:

1. Consultant/contractor agrees to observe all security requirements and other requirements

3.

of the Federal Aviation Regulations applicable to Consultant/contractor, including without
limitation, all regulations of the United States Department of Transportation, the Federal
Aviation Administration and the Transportation Security Administration, and the
Consultant/contractor agrees to comply with the County's Airport Security Program and
the Air Operations area (AOA) Vehicle Access Program, and amendments thereto, and
to comply with such other rules and regulations as may be reasonably prescribed by the
County, and to take such steps as may be necessary or directed by the County to insure
that sub lessees, employees, invitees and guests observe these requirements. If
required by the Aviation Department, Consultant/contractor shall conduct background
checks of its employees in accordance with applicable Federal regulations.

If as a result of the acts or omissions of Consultant/contractor, its sub lessees,
employees, invitees or guests, the County incurs any fines and/or penalties imposed by
any governmental agency, including without limitation, the United States Department of
Transportation, the Federal Aviation Administration or the Transportation Security
Administration, or any expense in enforcing any federal regulations, including without
limitation, airport security regulations, or the rules or regulations of the County, and/or any
expense in enforcing the County's Airport Security Program, then consultant/contractor
agrees to pay and/or reimburse the County all such costs and expenses, including all
costs of administrative proceedings, court costs, and attorneys' fees and all costs
incurred by County in enforcing this provision. Consultant/contractor further agrees to
rectify any security deficiency or other deficiency as may be determined as such by the
County or the United States Department of Transportation, Federal Aviation
Administration, the Transportation Security Administration, or any other federal agency. In
the event consultant/contractor fails to remedy any such deficiency, the County may do
so at the cost and expense of consultant/contractor. The County reserves the right to
take whatever action is necessary to rectify any security deficiency or other deficiency.
Operation of Vehicles on the AOA: Before the consultant/contractor shall permit any
employee of consultant/contractor or any sub consultant/subcontractor to operate a
motor vehicle of any kind or type on the AOA (and unless escorted by an Aviation
Department approved escort), the consultant/contractor shall ensure that all such vehicle
operators possess current, valid, and appropriate Florida driver's licenses. In addition,
any motor vehicles and equipment of consultant/contractor or of any sub
consultant/subcontractor operating on the AOA must have an appropriate vehicle
identification permit issued by the Aviation Department, which identification must be
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displayed as required by the Aviation Department.
Consent to Search/Inspection: The consultant/contractor agrees that its vehicles, cargo,
goods, and other personal property are subject to being inspected and searched when
attempting to enter or leave and while on the AOA. The consultant/contractor further
agrees on behalf of itself and its sub consultant /subcontractors that it shall not authorize
any employee or other person to enter the AOA unless and until such employee other
person has executed a written consent-to-search/inspection form acceptable to the
Aviation Department. Consultant/contractor acknowledges and understands that the
forgoing requirements are for the protection of users of the Airport and are intended to
reduce incidents of cargo tampering, aircraft sabotage, thefts and other unlawful activities
at the Airport. For this reason, consultant/contractor agrees that persons not executing
such consent-to-search/inspection form shall not be employed by the
consultant/contractor or by any sub consultant/contractor at the Airport in any position
requiring access to the AOA or allowed entry to the AOA by the consultant/contractor or
by any sub consultant/contractors.
The provisions hereof shall survive the expiration or any other termination of this contract.

Water and Wastewater Services (WWS):

1.

3.

4.

Contractors/Consultants may receive a WWS ID Badge and/or Access Card and/or Keys
while working at WWS facility work sites. These items provide modified access to certain
areas and systems otherwise restricted to non-WWS employees and can only be
obtained from the WWS Security Manager. These items may be rescinded at the
discretion of the WWS Security Officer. The WWS ID Badge, Access Card and/or Keys
remain the property of Broward County and must be returned to your WWS contact
person at the end of the contract/project.

All contractors will complete and sigh the WWS Contractor/Consultant Security
Memorandum and provide a copy of their Driver’s License to be recorded on Schlage
Card Access System Profile.

A lost or stolen ID Badge and/or Access Card and/or Keys must be reported to the
Security Manager immediately.
WWS may terminate access to any contractor who acts inappropriately while on County
property and has the right to contact BSO if necessary to have the contractor removed
and/or file charges against them.

Additional Security Requirements for Parks and Recreation:

1.

Contractor expressly understands and agrees that a duty is hereby created under this
Contract that requires contractor to provide ongoing disclosure throughout the term of
this Contract as provided for herein relative to the criminal background screening
required by this Section.

Contractor shall perform criminal background screening as identified in Item 3 below on
its officers, employees, agents, independent contractors and volunteers who will be
working under this contract in any County park (“collectively referred to as “County Park
Property”). Further, if contractor is permitted to utilize subcontractors under this contract,
contractor shall perform or ensure that the background screening as required in Item 3
below is conducted on any permitted subcontractor, which term includes the
subcontractor’s officers, employees, agents, independent contractors and volunteers
who will be working under this contract on County Park property.

Contractor shall not permit any person who is listed as a sexual predator or sexual
offender on the Florida Department of Law Enforcement, Sexual Offenders and
Predators Website or the United States Department of Justice, National Sex Offender
Public Website, to provide any services for contractor on County Park Property. All
persons subject to the criminal background screening under this contract shall be
rescreened annually based on the date of initial screening.

Contractor shall maintain copies of the results of the criminal background screening
required by this Section for the term of this contract and promptly forward copies of same
to County, upon its request.

Contractor shall be required to furnish to County's Parks and Recreation Project Manager,
on a monthly basis, an Affidavit affirming the persons listed in the Affidavit have been
backaround screened as required in Iltem 3 above and have been deemed eligible by

BidSync

GEN2116476P1

p. 1014



3/21/2019

7.

8.

9.

Broward County Board of

County Commissioners
contractor to work on County Park property. Contractor's monthly Affidavit shall update
information from the previous Affidavit by reconfirming the status of persons who have
previously been deemed eligible as provided for above and updating the list, when
applicable, to specifically identify new persons providing services for contractor under
this Contract who have been background screened as required in Item 3 above and
deemed eligible to work on County Park Property. The Contract Administrator may, in his
or her discretion, permit contractor to furnish the monthly Affidavit in an electronic format.
In the event contractor obtains, or is provided, supplemental criminal background
information, including police reports and arrest information, which potentially disqualifies
a person previously deemed eligible by contractor to provide services under this contract,
contractor shall take immediate action to review the matter; however, during such review
time and until a determination of eligibility is made by contractor based on the
requirements of this Section, contractor shall immediately cease allowing the person to
work on County Park Property. Additionally, contractor shall be required to inform any
person background screened pursuant to this Section who is providing services under
this contract, to notify contractor within forty-eight (48) hours of any arrest related to
sexual misconduct which has occurred after the person was deemed eligible to work on
County Park Property.
Contractor shall, by written contract, require its permitted subcontractors to agree to the
requirements and obligations of this Section.
County may terminate this contract immediately for cause, with Notice provided to
contractor, for a violation related to contractor’s failure to perform the required
background screening on its officers, employees, agents, independent contractors and
volunteers who will be working under this Agreement on County Park Property. County
may also terminate this contract immediately for cause, with Notice provided to
contractor, if County determines contractor failed to ensure that its permitted
subcontractors, as defined in Item 2 above, have been background screened as required
in this section prior to performing any services under this Agreement on County Park
Property. Contractor will not be subject to immediate termination in the event County
determines a violation of this Section was outside the reasonable control of contractor
and contractor has demonstrated to County compliance with the requirements of this
Section.
County may terminate this contract for cause if contractor fails to provide the monthly
Affidavit to County as provided for under Item 5 above, and contractor does not cure said
breach within five (5) days of Notice provided to contractor.
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