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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.

BidSync
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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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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

p.8



Broward County Board of GEN2116476P1

County Commissioners
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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Fuseideas

Bid Contact

Dennis Franczak Address 8 Winchester Place
dfranczak@fuseideas.com Suite 303
Ph 617-776-5800 Winchester, MA 01890

Fax 617-776-5821

Qualifications SB

ltem #

Line Item Notes Unit Price Qty/Unit Attch. Docs

GEN2116476P1--01-01 FlatFee  Supplier First Offer - $161,667.00 12 / month $1,940,004.00 Y Y

Services - Product

Year 1 Code:
Supplier
Notes:
Please
see
Fuseideas'
uploaded
response
document
for Pricing
Support
detail.

GEN2116476P1--01-02 FlatFee  Supplier First Offer - $161,667.00 12/ month $1,940,004.00 Y

Services - Product
Year 2 Code:

GEN2116476P1--01-03 FlatFee  Supplier First Offer - $161,666.00 12 / month $1,939,992.00 Y

Services - Product
Year 3 Code:

3/21/2019

Supplier Total $5,820,000.00

BidSync
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Fuseideas

Iltem: Flat Fee Services - Year 1

Attachments

Fuseideas_Response_to_ GEN2116476P1.pdf

3/21/2019 BidSync p. 11
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INTRODUCTION

Dear Selection Committee:

It’s not often that an RFP comes across our desks that fits so squarely in our wheelhouse. It’s even less often that a
prospective client is so perfect, so in need of what we do, so ridiculously a match for us, that we rally the entire
agency —high fives all around! Why is this perfect for us?

First, our full-service capabilities. Fuseideas is a digital-born, full-service advertising agency with expertise in the
disciplines required for the positioning, launching and long-term management of effective brands and campaigns.
Fuseideas manages an integrated portfolio of marketing and communication disciplines, all operating under one
roof.

Second, our wheelhouse. Fuseideas is regarded as one of the leading destination and tourism advertising agencies
in the country. We bring unparalleled experience in building strategic and creative plans which resonate in an ever-
changing landscape of media and consumer behavior.

Our experience includes Bermuda Tourism, Cayman Islands Tourism, Greater Miami & Beaches CVB, Tourism
Santa Fe, Massachusetts Office of Travel & Tourism, Visit Big Sky, Maine Tourism, Barbados, and Destination DC,
just to name a few. We also have extensive airport marketing experience working with clients such as San
Francisco International Airport, Hartsfield-Jackson Atlanta International Airport, and Nashville International
Airport to name just a few. But we know that experience only goes so far. You shouldn’t consider Fuseideas solely
because of experience. You need results to prove it.

Third, you are getting people who are recognized for being some of the most innovative in the industry. That’s why
we are sought after as expert speakers for some of the most prominent destination marketing organizations in the
country, including the Florida Association of Destination Marketing Organizations (FADMO), and Destinations
International.

Finally, and more importantly, we are a perfect fit as your new Advertising Agency of Record because of what we
stand for: measurable brand and destination marketing that will work in a rapidly changing world by helping your
destination attract visitors through the intersection of creativity, media and technology.

As you will read in our submission, today’s tourism and destination marketing environment is chaotic. There are
many competitive destinations with not enough differentiation, and a torrent of changing habits of how consumers
select where to travel. With the rapid changes in media and technology, it’s not going to get any easier.

Fuseideas was born to help destinations navigate this chaos, and to do so, we bring strategic thinking to maximize
opportunities, an ability to shift efforts in real time, constant innovation and the expertise to produce campaigns
that meet consumers’ needs and expectations.

Fuseideas was founded on the premise that we don’t accept the status quo. It’s not in our job description, and we
know it can’t be in yours going forward. We hope you take the time to meet us. We feel it will benefit the Greater
Fort Lauderdale Convention & Visitors Bureau (GFLCVB) and your stakeholders.

Sincerely,

Dennis Franczak

Dennis Franczak, Fuseideas, CEO

BidSync
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WE GIVE NEW BRANDS
A SPARK,

CHALLENGER BRANDS

A CHANCE,

AND COLOSSAL BRANDS
HUMANITY.

Fuseideas is a full-service marketing agency that

implements a strategic blend of technology, media
and creativity to help brands compete and win in a
rapidly evolving world and chaotic cultural landscape.
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INTRODUCTION

“THE INTERSECTION OF CREATIVE, MEDIA AND TECHNOLOGY"

Becoming one of the leading tourism marketing firms in the country was something that was put in motion in the
1990s. It was born out of a love of travel, but also a career that is unlike most agency founders.

Our founder and CEO, Dennis Franczak, worked in the Air Force building advanced weapons systems (true story)
and traveling extensively. When he left the Air Force in the mid-1990s to start his new career, he looked at
marketing and advertising in a completely different way and saw the power of people, technology, and media, and
understood how the intersection of those three would disrupt the tourism industry. This is why Fuseideas was born.

From day one, he looked at what was happening in the world around us and knew the world was changing faster
than destination organizations could keep up with. So he built an agency that was designed to not only keep up, but
stay ahead of these trends because he saw the world wasn’t going to slow down, and neither were consumers.

Tourism is an area that has been significantly impacted by the evolution of consumers, technology and media. From
millennials to Gen Z, how they consume content and feel about advertising are completely different from consumers
even a decade ago. The old norms of building traditional campaigns are in the past, and now it’s all about
engagement, emotional storytelling and the use of data and analytics to ensure that it’s all working. This is what
Fuseideas excels at, and is why destinations across the world call us in times of need.

The future of marketing for Fuseideas is about helping clients navigate this ever-changing intersection of media,
technology and creativity. Our DNA in digital gives us a step ahead and we will continue to innovate in using
personalization, predictive analytics, artificial intelligence and even blockchain to help support the ability to tell
brand stories in a world where the attention span gets shorter by the day.

Our promise to you is that as long as we work together, we will never accept the usual way of doing things, and we
will continue to share what’s happening in the world so you’ll know how to stay in front of these changes.

CORPORATE INFORMATION

» Founded: 2006

» Ownership: 100% Privately held, Veteran-Owned Business

» Number of Personnel: 65

» Structure: Limited Liability Company

» Headquarters: 8 Winchester Place, Suite 303, Winchester, MA 01890

» Additional Offices: Portland (ME), Prague (Czech Republic), San Francisco (CA)
» Website: www.fuseideas.com

» Phone: 617-776-5800

BidSync

AGENCY CAPABILITIES

Digital-born, Fuseideas has grown into a full-service advertising agency with
expertise in the disciplines required for the positioning, launching and long-
term management of effective brands and campaigns. Fuseideas manages an
integrated portfolio of marketing and communication disciplines, all
operating under one roof.

RUBBER

ROAD

Brand Strategy

Creative Services

Integrated Media Planning & Buying
Social Media & Content Marketing
SEO/SEM/PPC

Website/Apps/CMS & CRM Integrations

Inbound/Outbound/Lead Generation

Marketing Performance Dashboards

GREATER
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MEDIA PLANNING & BUYING EXPERTISE

WHY WE ARE REGARDED AS ONE OF THE BEST IN THE TOURISM INDUSTRY

Media used to be all about “where.” Not anymore. Now it’s about “when” too. Timing is becoming more and more
important, and that’s why we’re obsessed with getting in front of customers at the precise moment that they’re ready to
see, hear, learn, laugh, care, cry or buy. When you have the right “when” — you win.

Fuseideas has full-service media planning and buying capabilities across all forms of media. We plan, place and buy
almost $50MM in media per year and our media staff all have at least 10+ years of experience, with our team leadership
having over 20 years of experience. Our core strength is a seamless integration among all media services that results in a
coordinated and goal-oriented campaign strategy for our clients.

The key to our success is through our deep relationships with travel media partners who allow us to negotiate the best
added value for our tourism clients. We continually nurture these relationships in order to provide innovative
partnerships that will get results for our clients. As experts in building innovative media strategies and plans for
destinations on budgets of all sizes, we utilize our experience, our creativity and our deep understanding of technology

and societal trends that are causing the rapid changes in how destination marketing campaigns are planned and executed.

Our innovative approach to integrating traditional and nontraditional media is built upon some key pillars:

» Understanding that a destination must come to life throughout all elements of the campaign using common
messaging and themes to reinforce brand attributes

» Intelligent, hard-working creative needs to tell an effective story through a combination of paid media, owned media
(content), earned media (public relations) and shared media (social) as identified to the right

» Building a destination-specific mix of digital and other forms of media which help drive overall awareness and
mixed-media marketing through recommendations on paid advertising and media placements such as billboards,
print advertisements, radio advertisements, digital advertisements, event sponsorship, social media (Facebook,
Twitter, Instagram, LinkedIn) and other marketing opportunities

» Ensuring we are working with the public relations agency so that coordination will augment the paid media
campaign

» Knowing that the marketing strategy is only good until the campaign results come in — then it needs to be optimized

» Having the courage to try test opportunities by reaching new segments through innovative forms of media and
technology such as experiential marketing, artificial intelligence, virtual reality and augmented reality.

BidSync

Reputation Management
Public & Media Relations
Digital Influencing
Influencer Acquisition
Crisis Communications

Mobile
TV

Video (Pre/Post/In Stream)

Radio (Terrestrial/Online)
Digital Media
Programmatic

Rich Media

Paid Search

Re-Targeting

Paid Social

Experiential

OOH

Print

GREATER

Social Media

FB, Twitter, Instagram
YouTube

LinkedIn

Partnership Marketing
Co-Op Marketing
Sponsorships

Infographics

User Generated Content
Program Specific Podcasts
Live Help/Chat on Admissions
Search Engine Optimization
Email Marketing

FORT LAUDERDALE 3 FUSEIDEAS

GEN2116476P1



Broward County Board of GEN2116476P1
County Commissioners

TOURISM EXPERIENCE

Fuseideas provides extensive, specialized qualifications and experience in tourism and destination
marketing for leisure, groups, meeting and conventions, and we are regarded as one of the top agencies in abd~ |e BE %{UD A VISITFLORIDA.

the country for destination marketing. so much more

As part of our client relationships, we have provided AOR services to include brand strategy and

advertising, media planning and buying, as well as digital, website and social media content services. With /ﬁ Y &/&M s Majn e mm

Fuseideas, the GFLCVB has an agency partner that’s a step ahead of everyone else. ’ A
It's all here: There's Mare To Maine

More than 40% of our business is in destination marketing and 80% of all staff members in the agency
have worked on destination marketing accounts. The team members you will be working with have all — -

worked extensively in destination marketing and are regarded as trusted advisors to our tourism clients, as ‘At (W 0{ nT AH /M| /4 /l/” GREATER MIAM

they work tirelessly to keep up with the rapid changes in media, technology and consumer behavior that is b_m_) S, V/SITORS BURE

M VISITORS BUREAUV

impacting the tourism industry. Canada 1e

Within the consumer segment, Fuseideas has had expertise in a number of segments, with particular N

speciality in: Germany | ,ﬂ &“7 AYMANE X

» Wealthy & Ultra Wealthy the travel destination: | C Y Eier ]SL\V!)S.:'

» Millennials S 1G-SH Cirah 7 Chows BAC / LA e

» Generation Z

» Generation X pesTinarion

» Niche (Golf, Weddings, Water) QZ;{ g{(tfr A@gﬁ S Dc

» History & Cultural Enthusiasts '

» Outdoor

» Culinary .

» Multicultural (Hispanic, Asian) ] .! 5})&&%5! ENCE Wm . ..’f.;f DESTINATIONS
+ ROCHESTER irer soron ’0':? INTERNATIONAL

The clients to the right represent a sampling of our experience in the destination marketing category and
tour operators. We also have a rich portfolio of airport clients from across the country and are regarded as
leaders in this area as well. Some of our airport clients are included below:

. = | )
E e o el =/Z. Hartsfield-Jackson N

MA MA LA
Hlasl Office SPORTS gy

International 2 . . !
‘ Airport Green Al rmrt “ Atlanta International Airport. F LY SAN TA F E MASPORTSOFFICE COM . l“LR .....
< .
! — ] . AMERICAN QUEEN?®
Bos 4’ /——__ /’J $CO I I ette ALEXANDER+ROBERTS STEAMBOAT COMPANY
2ITTSAURGH > PHL :E{:aﬁﬁf?mh AIRPORT guided by travel CRIGINAL JCURNEY'S SINGE 1847

bostan logan Nashville International Airport”

INTERNAT ONAL AIRPORT

GREATER

FORT LAUDERDALE $3 FUSEIDEAS | 8

3/21/2019 BidSync p. 19



Broward County Board of

GEN2116476P1
County Commissioners

TOURISM EXPERIENCE

INCREASING VISITOR TRAVEL

None of what we do matters unless it works. Fuseideas is most proud of the success we’ve been able to help our destination
clients create, often measured in terms of increases in visitation. Below is a sampling of some of these achievements.

s&&%\ e Year-over-year double-digit increases in visitation, RevPar, ADR and lodging tax
BE IQ\,)’IUD A 12% increase in visitation in year 1 of the campaign with YOY increases years 2 and 3
so much more

L iI.I' PNOTES 10% increase in visitation YOY with record increases in ADR, RevPar and lodging tax

~” + 10% increase in YOY hotel ADR, 20% increase YOY lodging tax, and a 17% increase in second-home purchases (economic development)

Travel
‘A(bm_) 8% increase in visitation from L.A. market (focus of initiative)

‘ / r ; v e
lé\l"\n%]\)z 2] Year-over-year increases in visitation since 2015 with a record-breaking 19% YOY increase in visitation in 2018
A J.L' A A .

TLE CAv AN

GREATER
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ABOUT FUSEIDEAS

MEET THE AGENCY WHO LOOKS A LITTLE FARTHER AHEAD

Fuseideas is pleased to present our integrated team that will continue to support the GFLCVB account. The chart
to the right details our full organization as well as the team members (in green) who will work on your business.
Profiles for key staff members are included on the following pages.

Your team includes researchers, brand strategists, creative thinkers, technologists, media professionals, social
media and content thought leaders. Together, our team brings strategic, global thinking and an innovative
mentality to our work every day and this carries our clients further than they could ever have imagined. A full 80%
of our team has multiple years of tourism and destination marketing experience.

Our CEO, Dennis Franczak, has consistently been involved in our travel and tourism accounts. Dennis is
recognized as an expert in tourism marketing strategies and their application across generational segments.

Our lead strategist, Steve Mason, has been directly involved in many of our travel and tourism accounts, providing
senior-level counsel on planning and brand strategy. Steve has broad experience in travel, tourism, and destination
marketing, which will greatly benefit the GFLCVB.

Lauren Wilson is our account director for the GFLCVB, with senior level client service experience managing the
Visit South Walton account for over 3 years and most recently serving at the lead account director for the Greater
Miami and Beaches CVB website redesign project. She also serves as a strategist for Tourism Santa Fe,
contributing to our development and presentation of content marketing strategies and recommendations, as well
as meetings and conventions strategies and planning.

We also will bring an experienced project management team to support Steve and Lauren. The project managers
will be responsible for tracking all day-to-day tasks and schedules and ensure every deliverable is achieved for the
client. For the GFLCVB, we are providing one of our most experienced project managers, Lara Maskell. Lara has
extensive tourism experience and has been serving as project manager for Greater Wildwoods Tourist
Development Council and Tourism Santa Fe for the last 3 years.

Jon Meunier leads our media services team for the GFLCVB. He is one of our most experienced tourism media
professionals and will work with our media director, Tracie Chinetti, on bringing innovative media solutions that
will generate results.

And we are continually attracting top creative talent that will serve your account, with the team of executive
creative director Justin Cyganiewicz, senior copywriter Sam Ellison, and senior art director Jeff Scherdell.

Beyond the core team, we have a large number of in-house resources available to serve the GFLCVB to
include additional creative and media staff, digital strategists and engineers, and social media and content
marketing specialists.

Team bios are provided on the following pages.

BidSync

Planning
Team

DENNIS
FRANCZAK

CEO

G FUSEIDEAS

PUBLIC
RELATIONS

(2)

ommunications
Specialists

GREATER
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Production
Team
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DIGITAL
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ABOUT FUSEIDEAS

STRATEGIC PARTNERS AND BEING PART OF AN AGENCY ECOSYSTEM

Fuseideas is proud of our collaborative culture and proven ability to work with other agencies, consultants and partners
depending on the nature of the engagement.

We have a number of partners we have worked with or recommend for our tourism and destination marketing
engagements. These best-in-class providers are firms with whom we have worked, who can add to our capabilities, and
who provide fantastic value where needed:

» Simpleview (CRM/Digital)

» Longwoods International (Research)

» Destination Analysts (Research)

» DCI (Public Relations/Economic Development)
» Lou Hammond Partners (Public Relations)

Some recent examples include our work as global agency of record for Bermuda Tourism, where Fuseideas managed a 5-
agency team responsible for various elements of the account including public relations (with Lou Hammond), as well as
Canada representation, UK marketing, Germany representation, and Italy.

Most recently, as part of our work with Cayman Islands Department of Tourism, we are part of a 4-agency ecosystem that
supports elements of the account. This agency group includes the Richards Group, Fuseideas, Coyne Public Relations, and
Simpleview.

BidSync

simpleview, ,

S

Destination
Analysts

DO YCUR RESEARCH

Lengwoods

I NTERNATIONAL

dci
LH

AMMOND GROUP

GREATER
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MEET YOUR TEAM: LEAD STRATEGISTS

DENNIS FRANCZAK

Dennis is Fuseideas’ founder and has over 20 years of business experience, most
of which have been dedicated to marketing, interactive strategy, advertising and
public relations. Dennis has advocated for innovation and the combination of
technology, media and creative in marketing.

Dennis has been a leading marketer in the travel and tourism industry, having
worked with destinations such as Bermuda Department of Tourism, Maine
Office of Tourism, Massachusetts Office of Tourism, Tourism Santa Fe,
Destination DC, and Visit Big Sky. Winner of numerous awards, Dennis is
viewed as an innovative strategist who helps clients understand consumer
behavior and how to brand their products and services across multiple
platforms.

Winner of numerous awards, Dennis is viewed as an innovative strategist who
helps clients understand consumer behavior and how to best brand their
products and services across multiple platforms. Prior to starting Fuseideas, he
was partner and SVP at RDW Group. There, he built RDW’s interactive division
into a unit responsible for one-third of the company’s revenue. Dennis started
his career as an officer in the United States Air Force, where he managed
multimillion-dollar research and development projects.

STEVE MASON

Dennis serves on various leadership committees with the Ad Club of Boston,
Massachusetts Interactive Technology Exchange, Destinations International,
the Publicity Club of New England, AMA, and the Cable Telecommunications
Association of Marketing.

Dennis is a prominent speaker at conferences across the country on topics of
deep interest to destinations trying to manage and thrive in a world of
continuous marketing disruption. He has spoken at the 2015 and 2017
Destinations International Annual Convention, the American Marketing
Association (AMA), the Nebraska Tourism Conference, Destinations
International CEO Summit, and twice at the Florida Association of Destination
Marketing Organizations.

» Relevant Experience: Tourism Santa Fe, Bermuda Tourism, Maine Tourism,
Massachusetts Office of Tourism, Greater Miami & Beaches CVB, Wildwoods
Tourism, Destination DC, Visit Big Sky, San Francisco International Airport,
Philadelphia International Airport, Nashville International Airport, American
Queen Steamboat Company, Collette Vacations, Alexander+Roberts
Luxury Tours

GEN2116476P1

Steve leads the tourism and government practice for Fuseideas, where he » Relevant Experience: Tourism Santa Fe, Northern New Mexico Air Alliance,
supervises the strategy, account and PR services department for the tourism, Maine Office of Tourism, Bermuda Tourism, Wildwoods Tourism, Rochester
government and economic development staff. Steve has over 25 years of (MN) CVB, Visit Big Sky, Bangor International Airport, San Francisco
experience leading strategies and marketing campaigns for the Maine DOT, International Airport, Rhode Island Airport Corporation, Alexander+Roberts
Maine Turnpike, Maine Office of Tourism, Maine Lottery, Vermont Lottery, New Luxury Tours

Hampshire Lottery, Bermuda Tourism, Tourism Santa Fe, Bangor International

Airport, Continental Airlines, The Delta Queen Steamboat Co., Bay Ferries, and

San Francisco International Airport.

Steve works with government clients to develop innovative strategic marketing
plans, conduct research and engage all appropriate stakeholders. Steve is known
for his deep level of strategic thinking and commitment to client relationships.

GREATER
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LAUREN WILSON

Account Director - Travel Category Expert

Lauren has more than 10 years of agency experience with a focus on account
management for tourism/hospitality clients, primarily in Louisiana and the
Southeast United States. She has managed numerous integrated marketing
campaigns for DMOs, launched a new DMO brand and deployed CRM systems to
enhance visitor experience at a luxury hotel.

Lauren received her bachelor’s and master’s degrees in English Literature from
Tulane University, and has lived in New Orleans since 2001. Previously, Lauren
has worked at Zehnder Communications as an account supervisor and at the
Windsor Court Hotel as a customer experience manager.

LARA MASKELL

Project Manager

Lara has over eight years of experience as a project manager, focusing on verticals
in government, tourism and B2C. As a project manager, Lara is an innovative
problem solver who is highly organized, driven and enthusiastic about
coordinating day-to-day and long-term schedules for key accounts executing
integrated marketing campaigns with deliverables in print, digital, broadcast and
social.

Lara’s passion for the travel industry is one of the reasons why she joined
Fuseideas three years ago.

BidSync

MEET YOUR TEAM: ACCOUNT SERVICE

Lauren’s clients have received multiple tourism and advertising industry awards,
including HSMAI Gold Awards, the Florida Governor’s Conference Flagler
Awards, PRSA recognition, local and regional ADDY awards and Exhibitor
Magazine’s People’s Choice Awards. Lauren is a past president of the New
Orleans chapter of the American Marketing Association and volunteered in the
press center for the fifth anniversary of Hurricane Katrina.

» Relevant Experience: Greater Miami & Beaches CVB, Visit South Walton,
Windsor Court Hotel, Hyatt Regency New Orleans, Sheraton New Orleans

She has previously worked at Vail Resorts as a travel agent and has her master’s
degree from the School of Sport, Tourism and Hospitality Management at Temple
University. She has worked on award-winning work for Connecticut Lottery and
Tourism Santa Fe, and other client experience includes William Paterson
University, Healthworks, Maine Lottery and Vermont Lottery.

» Relevant Experience: Tourism Santa Fe, Wildwoods Tourism, City of Newport,
Massachusetts Department of Conservation and Recreation

GREATER
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MEET YOUR TEAM: CLIENT SERVICES

STEVE MYERS

VP of Client Services

Steve is a 25-year agency and technology veteran, and has been in the digital
space since 1995. Steve has spent time in Boston and San Francisco leading
strategic, digital and creative thinking for brands like adidas, LEGO, General
Motors, P&G, Project (RED), HUMMER, British Airways, Puma, Bose and many
others.

A senior strategic marketer, he has led teams across a variety of industries and
advertising/marketing disciplines, design and development programs,
ecommerce, and has recent hands-on experience with large-scale digital
transformation and technology consulting projects.

CHRISTINA BARAN

Director of Project Management

An extremely versatile advertising project manager/creative services manager,
Christina has almost 20 years of agency experience executing integrated print,
digital, broadcast and direct response campaigns for clients big and small.

Christina joined Fuseideas from H&L Partners where she wore multiple hats
servicing the McDonald’s business. Prior to joining H&L, she spent 15 years at
MullenLowe overseeing creative services on accounts such as Acura, Capital
One, Emblem Health, General Motors, HSBC, JetBlue, MassMutual, U.S.
Cellular, Four Seasons Hotels and Resorts, LendingTree and S.C. Johnson.

BidSync

As VP of client services, Steve is responsible for leading the client service
offering, and partnering with Fuseideas clients to deliver the best work possible
to solve their business challenges. He will work closely with the account team to
ensure a client-first, service-oriented approach to managing the business. Steve
is based in Winchester, but travels frequently to other Fuseideas offices and
client locations. When he is not working, his 14-year-old twin boys keep him
pretty busy.

» Relevant Experience: British Airways, Disney, Royal Caribbean

Christina works tirelessly behind the scenes across all departments to make sure
the right people are in place to get your work done on time, on budget and to the
highest standard of quality.

» Relevant Experience: Four Seasons Hotels and Resorts, Massachusetts Office
of Travel & Tourism

GREATER
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MEET YOUR TEAM: CREATIVE

JUSTIN CYGANIEWICZ

Executive Creative Director

Over the past 20 years, Justin’s passion for storytelling, design, technology,
typography and photography has taken him from Plymouth State University to
the leading edge of advertising. Logging tenure at shops like RDW Group, MMB,
and DigitasLBi, he earned his chops by creating award-winning integrated
campaigns, digital experiences, websites, mobile platforms, and cross-channel
activations for well-known global brands like General Motors, Saturn, Procter &
Gamble, Staples, Subway, New Balance, ESPN, Deutsche Bank, Fidelity, and Blue
Cross Blue Shield.

At Digitas, Justin led the digital creative on all consumer lines of business for
Bank of America, including the integrated campaign, small business, home loans,
mobile, and the (RED) partnership. His work has been honored at Cannes, in the
Communications Arts Annual, and at the Hatch Awards. Most recently, he served
as an integrated group creative director working at Fidelity Investments, leading
personal investing and trying to make everyone's "someday" come to life.

SAM ELLISON

Senior Copywriter

Sam is a senior copywriter, brand storyteller, and social/content specialist. With
experience on big brands and small companies alike, Sam brings his digital and
social expertise to the Fuseideas team. Before coming to Fuseideas, Sam was a
copywriter at Isobar, DigitasLBi, and Havas Worldwide, where he specialized in
creating copy for digital and social campaigns, video, and content creation. An
avid traveler, Sam has a passion for finding what makes a destination unique.

Sam’s client experience includes Wyndham Hotels, Goodyear, Bank of America,
Bully Boy Distillers, Bose, Cracker Barrel, Liberty Mutual, Coca-Cola, Sprite,
Sears, Citibank, and vitaminwater.

BidSync

GEN2116476P1

With his camera never far from reach, Justin still carves out time to travel, surf,
snowboard, bike, play soccer and patiently teach others the correct pronunciation
and spelling of his last name.

» Relevant Experience: Tourism Santa Fe, Wildwoods Tourism, Bangor
International Airport, San Francisco International Airport, Rhode Island
Airport Corporation

» Relevant Experience: Tourism Santa Fe, Wyndham Hotels

GREATER

FORT LAUDERDALE @ FUSEIDEAS | 15

p. 26



3/21/2019

Broward County Board of
County Commissioners

MEET YOUR TEAM: CREATIVE

JEFF SCHERDELL

Jeff Scherdell is an art director by trade, but he has experience in a number of
different roles. From film and photography to editing and coding, Jeff’s versatility
helps add value to all of his client work. A four-year Fuseideas veteran, Jeff
brought smart digital thinking to projects big and small, with experience on video
and branding as well as email, CRM and web design. Jeff has worked on a
number of clients including: Tourism Santa Fe, Big Sky, Bermuda, Tourism
Germany, Boston Bruins, Bose, San Francisco International Airport, Pittsburgh
International Airport, Maine Lottery, and Connecticut Lottery.

SHAUN STANWOOD

Shaun mixes his deep technical expertise in graphic design, web design, and
motion graphics with a holistic understanding of the big brand picture. Whether
he’s designing interactive experiences, video storyboards, online and offline
advertising, or print collateral, he brings cutting-edge insight into the latest
design and new media possibilities.

Shaun’s client experience includes Tourism Santa Fe, Bose, Bermuda Tourism,
Cayman Islands, Philadelphia International Airport, Greater Miami & Beaches
CVB, Pittsburgh International Airport, Iona College, William Paterson
University, Wildwoods Tourism, Dean College, Visit Big Sky, Florida Polytechnic,
San Francisco International Airport, and Virginia Commonwealth University.

BidSync

» Relevant Experience: Tourism Santa Fe, Big Sky, Bermuda, Tourism Germany,
San Francisco International Airport, Pittsburgh International Airport

» Relevant Experience: Tourism Santa Fe, Bermuda Tourism, Greater Miami &
Beaches CVB, Wildwoods Tourism, Cayman Islands, Visit Big Sky,
Philadelphia International Airport, Pittsburg International Airport,
San Francisco International Airport

GREATER
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MEET YOUR TEAM: MEDIA

TRACIE CHINETTI

VP, Media Services
Tracie is a media professional with over 30 years experience in planning, buying » Relevant Experience: Utah Tourism, Bermuda Tourism, The Wildwoods CVB,
and managing media campaigns. Tracie’s experience encompasses traditional TF Green Airport, Visit Big Sky, San Francisco Airport

media, direct response and programmatic buying. Prior to joining Fuseideas as
associate media director/broadcast, she was employed as the associate director/
broadcast at Blitz Media and as senior vice president/director of broadcast
services at Pro Media, Inc.

Tracie’s national and regional media experience includes University of
Baltimore, Norfolk State University, Morehead State University, Iona College,
Utah Office of Tourism, Bermuda Tourism, Connecticut Lottery, Maine Lottery,
Staples, Greater Media Radio, Hood Dairy, BJ’s Wholesale Club, Blue Cross Blue
Shield of Massachusetts, Pizza Hut, Filene’s, Filene’s Basement, WCVB-TV,
Wendy’s Inc., Disney on Ice, Ringling Bros. and Barnum & Bailey Circus,
Rockland Trust, TD Banknorth, Unos, Breville, Boston Medical Center and Tufts
Medical Center.

JON MEUNIER

Director of Digital Media and Analytics

As one of Fuseideas’ most experienced media practitioners, Jon has handled all » Relevant Experience: Tourism Santa Fe, Wildwoods CVB, Visit Big Sky,
touch points of integrated media campaigns, from initiating market research to Bermuda Tourism, Greater Miami & Beaches CVB, San Francisco
developing fully integrated media strategies and plans to delivering post- International Airport, Rhode Island Airport Commission, Northern New
campaign analytics. Mexico Air Alliance

Prior to Fuseideas, Jon held the position of media designer at the Boston-based
media agency Mediastruction, where he gained experience in buying across
all media channels, including digital, print, radio, TV and out of home.
Jon holds dual bachelor’s degrees in communications and psychology from
Boston College.

GREATER
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MEET YOUR TEAM: MEDIA

NATALIE MARSH

Natalie’s career includes 10 years in media strategy, planning, buying and media
management. Natalie has built strong, productive relationships with decision-
makers, and negotiated broadcast, print, outdoor and digital campaigns that
boost return on investment.

A graduate from Boston University's School of Communication, Natalie has
extensive experience in retail, entertainment, higher education, consumer goods,
healthcare and tourism industries.

When she isn't fiercely working, you can find her enjoying a nice glass of wine in
the North End, fundraising for the Jimmy Fund and Dana Farber, and enjoying
time with her husband and two beautiful daughters.

MARIA SALVO

Maria Salvo is a digital specialist who has been with Fuseideas for four years.
She is a graduate of Boston University where she majored in business
management with a marketing minor.

Maria is responsible for the tactical management of client campaigns, managing
in-flight optimizations and making sure all campaigns are set up to correctly
build to the established goals. She has an eye for detail, and loves to pour over
analytics reports looking for any information that could improve campaign
performance.

Maria works with Wildwoods CVB and Rhode Island Airport Commission, as
well as Tourism Santa Fe, Bose Professional, SFO, Norfolk State University,
William Paterson University, and Healthworks.

BidSync

» Relevant Experience: The Wildwoods CVB, TF Green Airport, Visit Big Sky,
San Francisco Airport

» Relevant Experience: Tourism Santa Fe, The Wildwoods CVB, T.F. Green
Airport, Visit Big Sky, San Francisco Airport

GREATER
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MEET YOUR TEAM: CONTENT MARKETING

ALAINE HANSEN

Social Media Specialist

As part of the digital strategy and social media team here at Fuseideas, Alaine is » Relevant Experience: Tourism Santa Fe, Greater Miami & Beaches CVB,
responsible for assisting in content strategy for our clients and our brand — Wildwoods Tourism, Destination DC, Visit Big Sky, San Francisco
working with team members on the planning, implementation and evaluation International Airport, Philadelphia International Airport, Nashville

for digital channels. International Airport, American Queen Steamboat Company,

Alexander+Roberts Luxury Tours

Prior to joining Fuseideas, she worked as a social media consultant for the
Seacoast area of New Hampshire, and also held a social media coordinator
position for a full-service creative agency in downtown Portsmouth. Alaine
graduated from the University of New Hampshire with a bachelor’s degree

in communication, with a minor in French studies, and an associate’s degree in
marketing.

MARY LANE

Content Marketing Specialist

Mary Lane joins Fuseideas from Merrimack College, where she served as the Mary’s authentic story-telling ability helps clients get in front of the right
assistant director of content marketing at the college. While there, she led the audiences at the right time with the right message, making her a critical asset to
development and implementation of multichannel content marketing strategies our clients.

for the college.

Mary found her passion for content and social media marketing while working
as a brand manager/social media specialist at New England Confectionary
Company. With NECCO never having tapped the social space, Mary drove the
efforts to create their first-ever social channels, bringing the rich history of the
company to life.

GREATER
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EXPERIENCE: REFERENCES

CUSTOMER REFERENCE LIST

GEN2116476P1

Fuseideas has worked with dozens of destinations throughout our history and has strong references from each one. At Fuseideas, we pride ourselves in helping clients reach their objectives. Our results-driven success
is a direct outcome of the relationships we’ve built through successful partnerships with our clients. Our references can describe how we have helped them develop comprehensive creative and media campaigns that
resulted in very successful results. These references can also describe our dedication, creativity, accountability, and more importantly, how we stop at nothing to succeed for them.

TOURISM SANTA FE

Tourism Santa Fe

Randy Randall
Executive Director

P: (505) 955-6209 / (800) 984-9984
rrandall@santafenm.gov

Years Performed: 2015 — Present

Scope of Work: Agency of Record,
Brand & Marketing Strategy, Creative,
Media Planning & Buying

WILDWOODS TOURISM

Ben Rose

Executive Director

P: (609) 846-2657
brose@wildwoodsnj.com

Years Performed: 2015 — Present

Scope of Work: Agency of Record,
Brand & Marketing Strategy, Creative,
Media Planning & Buying

BERMUDA TOURISM

William Griffith
Former Director of Tourism; Bermuda Tourism

Current Director of Tourism, Barbados Tourism
P: (246) 836-5836

billyg@visitbarbados.org

Years Performed: 2012 — 2015

Scope of Work: Global Agency of Record,
Brand & Marketing Strategy, Creative, Media
Planning & Buying, Social Media, Content,
Website, CRM, Analytics

Reason for Loss: The BDOT was abolished in
favor of a private authority. Fuseideas was
extended an additional year beyond our 3-year
contract, but Fuseideas did not rebid when the
RFP was issued.

VISIT BIG SKY

Kitty Clemens
Former CEO

P: (406) 599-9490
Years Performed: 2013 — 2017

Scope of Work: Agency of Record,
Brand & Marketing Strategy,
Creative, Media Planning & Buying,
Social Media Strategy

Reason for Loss: CEO left for a
new position and agency work was
brought in-house by new CEO.

SAN FRANCISCO
INTERNATIONAL AIRPORT

Charles Schuler

Director of Communications
P: (650) 821-5031
charles.schuler@flysfo.com

Years Performed: 2015 — Present

Scope of Work: Agency of Record,
Advertising, Website Development, Brand
Strategy, Promotions, Social Media

Budget: Over $500,000 Annually

BidSync
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APPROACH: OVERVIEW

We understand the fluid and changing nature of managing a tourism account and have the right mix
of strategy, experience and expertise to help you. Here is how we can leverage our experience to help
the GFLCVB:

» Senior staff immersed in travel and tourism — Because of the depth of experience and
professional expertise of our senior staff, you won’t have to “teach us” how to run a tourism
account. We are fast, nimble and continuously use analytics to help make predictive decisions and
improve campaign performance. Further, our strategic planning capabilities will provide a road
map to help the GFLCVB grow travel visitation, consumer spending, increase meetings and
conventions, as well as meet the needs of your industry and community partners.

» Brand immersion and “listen first” approach to stakeholder engagement — Local,
in-market stakeholder engagement and relationship management is a foundation of what we do
and is critical for building the most effective campaigns. The keys to success for our work is the
ability to unite the stakeholders and people of the GFLCVB behind our efforts. Fuseideas has
extensive experience in building consensus among stakeholder groups and this will be core to our
strategic planning and creative process. We also know there are a very diverse set of key
stakeholders within the GFLCVB that we will need to engage with such as the CVB staff, visitor
center, convention center staff, Broward County Board of County Commissioners, Broward
County Tourist Development Council officials, city and town officials, tourism industry
stakeholders (hotels, attractions, restaurants, tour operators, etc.), environmental stakeholders,
aviation department, Port Everglades department, parks and recreation, and the general public.

» A trusted agency partner — We are a trusted partner of Simpleview and our efforts will
dovetail into their web and CRM efforts. We have also worked seamlessly with our destination
clients’ public relations agencies to maximize awareness and utilize the earned media in a way that
augments paid media and digital efforts.

» Continuously innovating and looking ahead for the GFLCVB — Fuseideas is one of the
most capable and experienced agencies in the country when it comes to creative innovation for
tourism and destination clients. Our innovative approach is integrated with media, social media,
and even earned media to maximize every impression. Our creative gets noticed because we know
what today’s travelers are looking for. We don’t look backward. We look forward, and we look
forward to making your campaigns resonate with an entirely new generation of consumers.

BidSync

» “Storytelling” creative that gets noticed in a crowded market — Our team has won major
creative awards such as Emmys, Effies (for effectiveness marketing), and Tellys (for television
production excellence). Beyond our destination marketing credentials, we have worked on brands
that we all would recognize, like Disney, American Express and Bose. What happens when that
experience gets harnessed to the strategy we develop for the GFLCVB? Creative that resonates on
an emotional level and talks effectively to your intended audiences in a way that is designed to
provoke a positive response.

» Proven ability to maximize your budget — We want your $4M media budget to work like a
$10M media budget. In order to do that, we have to be accountable and have the ability to make
optimizations in near real-time. At Fuseideas, we have invested in the people and tools to offer our
clients superior predictive analytics capabilities, using our dashboard platform “Datorama.” By
capturing and analyzing campaign data on a near real-time basis, we can share performance day
to day, as well as summarize and report overall campaign results while identifying insights for
future planning.

» Added value — We also bring the ability to provide added value on a regular basis that goes
beyond monetary consideration. Although we have substantial experience in global destination
marketing, we bring best practices from our other sectors — entertainment, sports, and higher
education. For many clients, we conduct multicultural, multilingual advertising and digital
marketing in Europe, Asia and the Americas. We’ve implemented Spanish-language marketing
programs and promotions for many leading brands. As an example, our work in higher education
allows us to build innovative programs targeted at young millennials and the next generation,
Generation Z.

» Rigorous attention to detail — Given our extensive experience in large, integrated media
campaigns, we have robust quality control mechanisms to manage the creative output and ensure
creative gets delivered to the appropriate partners seamlessly and effectively.

The bottom line is that you won’t find an agency that will work harder or wants this account more
than we do. We can help the GFLCVB, your industry partners and your other constituents drive
business, visitation and tax revenue and make Greater Fort Lauderdale one of the best marketed
destinations in the state of Florida and the country.

GREATER
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CAMPAIGN PROCESS OVERVIEW FOR GREATER FORT LAUDERDALE

The following diagram summarizes and highlights how we build sustainable and effective tourism marketing campaigns for Greater Fort Lauderdale, as well as the Aviation Department, Port Everglades

Department, and Parks and Recreation Department. This process has been proven effective with dozens of clients because it is nimble and flexible depending on the size of the campaign and it puts a premium on

keeping stakeholders engaged on a regular basis. It also ensures that strategy is present throughout the entire process.

DISCOVERY &
RESEARCH

Ny o

This initial phase allows us to
assess the current landscape at
GFLCVB, listen and learn, and
understand the tourism
stakeholder ecosystem.

During this time, we engage the
team at the GFLCVB, the key
industry stakeholders,
government officials, and also
gather data, review existing
quantitative and qualitative
research, and set the
foundation for the engagement.

STRATEGY &
PLANNING

CREATIVE
CONCEPTS &
REFINE

IMPLEMENT &
LAUNCH

GREATER FORT LAUDERDALE STAKEHOLDER ENGAGEMENT -+ STRATEGIC ALIGNMENT =
THE FOUNDATION FOR CONSENSUS AND LONG-TERM SUCCESS

ONGOING

MEASUREMENT &
OPTIMIZATION

Ny Ny o Ny Ny

Our initial strategy is based on our
discovery activities and forms the
foundation of everything we do.
During strategy we distill messaging
and brand insights, and in
partnership with the GFLCVB and the
partner agencies, build the marketing
plans needed for the campaign.

Strategy is an ongoing process
throughout the entire relationship
because we use analytics and
performance measurement to assist
us in strategy development.

Based on overall strategic approach,
brand strategy and messaging, we
create concepts, test (if necessary)
and refine the creative concepts which
will be produced and subsequently
used for implementation and launch.

BidSync

This is where the campaign is
produced and launched, across all
forms of media, including but not
limited to TV, video, digital, social
media, OOH, and print, depending
on the overall approved marketing

plans.

Each month we review all
campaign performance metrics
and KPIs and make strategic
optimizations to maximize ROL.
This also informs our strategic
and creative approach for the

subsequent campaigns.
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SAMPLE TIMELINE

The following sample timeline will allow us to hit the ground running, and one that we believe will result in a successful long-term success for the GFLCVB.
We have provided an overall schedule with sample deliverables for each stage. We would of course need to discuss this schedule in collaboration with you
to ensure we meet your goals and objectives for major milestones on time. As you review the schedule, we make the following notes and assumptions:

» Discovery and Research immediately upon contract notification

» Develop interim ongoing campaigns using existing creative during peak visitation while new campaign is developed

» Creative development with initial brand concepts presented in July 2019

» Have a Fall Campaign ready by September 2019 and roll-out of internal (tourism industry stakeholder “pride” campaign)
» Use Fall 2019 to gather additional campaign assets for 2020 campaigns and beyond

Phase Sample Deliverables Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb

2019 2019 2019 2019 2019 2019 2019 2019 2019 2019 2020 2020

REENGRCANNTO WA Kickoff Meeting
Destination Immersion
Industry Stakeholder Interviews
Focus Groups
Quantitative Research (if necessary)

Findings Presentation

Brand Strategy Positioning Strategy
Development Messaging & Brand Strategy
Message Testing

Development of Marketing Plans
- Paid Media

- Shared/Owned Media Content

- Reputation/Earned Media

Creative Concept 3 Creative Concepts
Development Test Creative Concepts
Revision To Final

Present to Stakeholders

Produce & Launch Develop existing campaigns Initial Creative Concepts

Produce new Campaign Elements

Update branded materials (where applicable)
Stakeholder Pride Launch (Internal)
Implement Plans (Paid, Owned, Shared)

Final Concept Tested/Approved

Measure & Optimize Follow-on Strategy
Creative Consultation

Media Planning Support New Campaign Ready for Launch

GREATER
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PROJECT MANAGEMENT: ESTIMATES & CONTROLS

Fuseideas has an open and transparent culture and we bring this approach to our clients every day.
We have a full set of fiscal, cost and project management controls which allow us to manage and
report on the status of the account. Furthermore, because we have a very high number of public and
government clients, we have an extra set of standards of accountability that we must adhere to.

MULTIPLE LAYERS OF OVERSIGHT

The performance of your account rests with multiple people on the team to ensure a strong
relationship, as well as quality deliverables, and rigorous cost controls. There will be an agency
principal assigned to your business, in this case the agency CEO. The GFLCVB account strategist will
ensure that all the strategy and marketing assignments are part of a cohesive plan. Your GFLCVB
account director will ensure the strength of the relationship and foster communication, as well as
direct all the tasks related to the business. The project manager will be responsible for all the day-to-
day tasks and ensure successful delivery of the tasks on budget. The agency controller will run all
financial reports to ensure we are properly billing and reconciling expenses.

DAILY COMMUNICATION

There will be ongoing daily communications with the GFLCVB team members and our agency team.
We encourage our team members, regardless of function to get to know their respective counterparts
at GFLCVB in order to foster collegial and friendly working relationships built on trust. This also
allows for a healthy exchange of ideas and helps keep the relationship and deliverables
moving forward.

WEEKLY STATUS MEETINGS

Each week, a regularly scheduled status meeting will take place between the GFLCVB and Fuseideas
project teams to review the status of current deliverables and discuss upcoming projects. This
meeting is a valuable tool in keeping projects on schedule. We will also review analytics and ROI to
ensure our work is meeting financial goals and agreed upon KPIs.

PRICING TRANSPARENCY

We believe in value-added pricing models for our client relationships. Many of our relationships are
retainer based where we provide a set of services for a fixed fee each month. In cases of specific
projects or task orders, we prepare a draft estimate and review it with the client before pricing is
finalized and approved. This ensures that the GFLCVB has full transparency into our estimates
before final approval.

BidSync

MEDIA RECONCILIATION

Using Freewheel (Strata), which integrates into our financial management system, Fuseideas
reconciles our media performance on a quarterly basis and we prepare a full accounting and audit of
media placed, paid and owed. Each quarter or campaign cycle, we review this with the client team. In
cases of under-delivery by the media vendor, we either apply credits on the next media buy or refund
the client. However, our process is so robust, we typically deliver within 1% of plan vs. an industry
average of 10%.

STATUSITRAFFIC REPORTS

Each week, our account team meets with the client account team to go over all active projects. This is
helpful for managing multiple assignments and projects concurrently. This meeting is led by the
account director and the project manager.

OUTSIDE PRODUCTION AND OUT-OF-POCKET EXPENSES

When outside vendors are needed to deliver on an assignment (i.e., printers, photographers, etc.),
Fuseideas will request quotes from at least three vendors and then will pick the vendor who provides
the best value. We will work with Florida-based vendors wherever possible if advantageous.

TIMESHEETS

As a best practice, Fuseideas keeps a full set of time sheets for each staff member on the GFLCVB
account that can be audited at any time.

GREATER
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CREATIVE PORTFOLIO: AIRPORT CAMPAIGN

Relax. __

Qantas now flies
nonstop from SFO >SYD.

flysfo.com/qantas

» QANTAS.COM

SFO*DEL

The only nonstop to
New Delhi from the
U.S. West Coast

Lz
T T —— ; .‘.' .\

SFO »- DEL

The only nonstop
to New Delhi from
the US. West Coast

SFO*DEL

The only nonstop to Delhi from the U.S5. West Coast

Zantas now tlies

rorstop fram SFQ > SYLL

% ANTAS.COM
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CREATIVE PORTFOLIO: AIRPORT CAMPAIGN

@ MONUMENTAL: NONSTOP

fefi gt

YOUR AIRPORT. YOURWORLD. NONSTOP.

15+ destinations worldwide, now with service te Indie  llysfocom/monsiop

YOUR AIRPORT. YOUR WORLD. NONSTQOP.

115+ destinations worlcwide, now with service to liji flysfo.ccm/nonstop

o~

YOUR AIRPORT. YOUR WORLD. NONSTOP.

1151 destinations worldwide, now nonstop to Singapore flysfo.com/nonstop

RPORT. YOUR WORL
115+ destirations worlcwide, now with service to Panama flysfo.com/nonstop
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CREATIVE PORTFOLIO: DIGITAL ADVERTISING AND PPC/SEARCH ENGINE MARKETING

We believe digital marketing augments traditional media and drives prospective visitors farther down the conversion funnel. Each of these types of media support an overall program and also reduce the cost per

Broward County Board of
County Commissioners

GEN2116476P1

lead. With our origins as a digital agency, Fuseideas is well-versed in executing innovative and effective digital marketing strategies across a variety of media channels. The fact that we are also a full-service agency
will ensure that we integrate seamlessly with traditional media plans and augment broadcast, print and OOH efforts with digital marketing techniques, such as:

vV Vv VvV VvV VvV VvV VvV VvV v V9

Paid search - Capture lower-funnel hand-raisers - Text ads targeted to those already searching relevant info

Endemic display - Aligning brand with relevant sites/content - Parent, education, local news sites, etc.

Paid social - Increase awareness and engagement - Influence page likes, share photos, boost content
Email - Email marketing is still an effective way to reach potential consumers and will be core to our strategy

TRENDING

School Yesterday

Reviewed

BENS = RASALRONES »  GEALTE > (FEESIVE~  BENLESTAIEG MOME~  THNESTU OO »  NEBDING ~»  DESTOIPHILLE  WARRDINE 4

1 Here's Wiy We Didn't Walk Out of

2 Tweaty Years Later: Vetr! Cucina

CLIENT: WILDWOODS

——— Philﬂd[}ll]hia 0000 PUBLISHER: UNDERTONE

EXECUTION: INTERACTIVE BILLBOARD

» 3,993,566 impressions

» 1,762,839 interactions

» 44.14% interaction rate

» $0.03 cost per interaction

CASE STUDY

LS

Campaign Goals Solution

N N . - - ¢ Aavaroged on rarocive Sitoant ot hgh gring

POON ITADLON DO DIADNEE X Dy O reere \ - ot o ri h

ROF O DETELrOn he varow offor g of e covtncion o oWe Laon
10 C T8 20, MOre

= OV CICK TR, 33 wheM DROMOrng arem
v aalle e o e v CID S0MON DONG DOV SN TISID RODOT OF 1000

o

3/21/2019

NOTE: This ad unit was so
successful that Undertone uses it as
their own case study for the unit

Click To View Demo
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Programmatic display - Hyper-targeted solution for reaching the right audience in the most cost-efficient manner - Geographical, behavioral, contextual, psycho. targeting
Re-targeting - Reach users who have been to the site and did not take action or have recently searched for relevant content - Site re-marketing, search re-marketing

Online video - Leverage video content online to hyper-targeted audience (millennials and young moms) - Pre-roll, in-stream, video with graphic overlays
Online radio - Deliver message to a personal audience, hone in on target audience - Strong CTA leads to direct action through banners

Rich media - High-impact units that command attention and offer channels to interact with brand - Page-grabber units, sliding billboards, interactive displays
Native/Content - Educate and inform - In-feed ads, sponsored content, Buzzfeed, etc.

eecon NTBT 7 1212 PM CLIENT: BIG SKY
& expedia.com PUBLISHER: ADTHEORENT

EXECUTION: MOBILE RICH MEDIA
INTERSTITIAL

V7N
[ w— v

BIG - SKY

2,467,441 impressions
101,071 clicks

4.10% CTR

40,122 landing page visits
1.63% visit rate

$0.62 cost per visit

LEARN MORE

GREATER
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CREATIVE PORTFOLIO: SOCIAL MEDIA

Social Media is one of our core services and an integral part of our relationships. Our social media services are identified in the
diagram to the right and we have had some very successful social media initiatives, including;:

» 2,500% increase in social media engagement during our work for Bermuda Tourism

» A 15.33% click rate with engagement up 300% in the first 3 months of our campaign for Visit Big Sky

» 40 million impressions on our organic campaign for Germany Tourism
» 1600% increase in Instagram engagement for our client Tourism Santa Fe

Social media marketing is an exponential augmenter of paid media if done properly. Audiences, their behaviors and their
attentions are constantly shifting as much as channels are constantly changing, and it is critical for brands to understand what
these changes are and how it will impact their businesses.

Visit Santa Fe, New Mexien
Sporsored - 3

v Uk Page

From tai gating at the opera to BC/ectic & ‘resceo sounds, there's
alwiry s AXC 10ment on SIage in Santa Fe

SANTAFE CRGITHECITYDIFFEREN

Great Performances, Memorable Veruves warn Moen

Discove The City Citlerend

Q0 2hang Lan, Bob Martin ed 276 othws 15 Commarts 47 Shues
) ke Com ~om & Share

207,135 impressions
12,522 clicks
4.21% CTR

Wis 1 Bints Fe, Now Mexico
SConored '

WIEE wleh haringe andd imelass traditizon, Mative Ampdizan culture s

slive and wed n SntaFe

SANITAFE OHGTHECIIYDFEERENT
A Crosgroads of cultures
Vg T Ciy D oo

(4 v ]

1 Likn v Gomment

481,549 impressions
15,733 clicks
3.27% CTR

e Like Page

Loarw Nare

2Commants %

=~ fibare

hios

[\9 Juan Estrada shared a post
- LR

Vit Senta Feo, New Mexico
014 9

LR Yage

Looking for an immersive Comemporary an experence? From
Meow Wolf 1o the walkabie Railyard Arts District Samta Feis e
must-see City for the art lover

SANTAFE OROTHEQTYDFFERENT

viorant Visual Arts Learn More

Visit The City Differemt

oY Like ) Comment A Share o

252 page likes
384 post shares
1,615 post reactions

468,820 impressions
14,273 clicks
3.90% CTR
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& yisit Big SKy MT
VIa-SRY Sponsored -

Not your average traffic blocker. Experience
Montanga's speclacular beauty in and around Big
Sky, MT.

Visit Big Sky MT
Public & Government Service I*
17,456 people like this.

QO 22K 103 Comments 2 Shares

QY Rl oAy

wilkdwoodian) Whatewr rou e up for

I the Wildwoods, you can do as much, of as litde
a8 you like. Stan phinning your Wildaooos®
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wildwoodan The Wikdwoods by down with it

n the Wisdvoods, you can o as much, o aslittle,
as you like. Star planning yeur Wedwoode'

-_.rv’

BIG SKY

ONT AN

FACEBOOK

» 1,654,777 impressions

» 85,628 actions

» 5.17% engagement rate

» 33,788 web clicks (2.04% CTR)
» $0.34 average cost per click

INSTAGRAM

» 546,020 impressions

» 34,492 actions

» 6.31% engagement rate

» 2,321 web clicks (0.42% CTR)
» $1.76 average cost per click

stagram

ars Mors -

nlloag 0

<]

widvoodsn| Flan your vist today

In the Wildwoods, yos can do as much, o as ittle,
238 you hike. Start planning your WAOwOCs
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CREATIVE PORTFOLIO: SOCIAL MEDIA

& Vie't Big Sky MT 4~ Visit Eig Sky MT

mEm SAr I’qn Lo L ™ ] W SEY  SDOrSorec - v FacebOOk

Here n 3ig Sky, M™, 0ur DUEZOOT recrez®izn comes In many 10rme Here n 3ig Siky, M, our 0utdoo” racreation comes 11 many farma. 4 1,654 777 impressions
Pueddkeboard in llwe mcening, whlewsle: 1af! or like n Jw alermoon, wid lish Pzddiedoard n the maorneng, whitewaser -aft ¢e hika in the efternoon and han .

in the evening = all in a Big Sky Day. Start plarni~g ypour surmer act viiss In the evening — all in a B'g Sky Day. Star planring your eummer activites 3 85,628 actions

now! #VisitRinSky now! ¥Visi SigSky
] » 5.17% engagement rate

» 33,788 web clicks (2.04% CTR)
» $0.34 average cost per click

SPONSORED

Visit Big Sky MT -

e

Whitewnter Naft Big Sy Paddieboard Sig Shy Hice 813 Sky Fish W) Sky
Loy Mo Learn Nare wearn More
Phow credt: Gkorlss Inzrelund Proo credi: Love Street Mecl Proto coadi: Stephane Gagre Phata coacil Me
Instagram
“  Visit Big Sky MT ‘]mtag'tan } 546,920 impressions

wawxy Sponsored - &

o » 34,492 actions
Nol your average Iraffic blocker. Experience visitbigsky - 34,49

Montana's spectacular beauty in and around Big Spensered » 6.31% engagement rate
Sky, MT. » 2,321 web clicks (0.42% CTR)

» $1.76 average cost per click

)

Spot Wildlife, Hike and Fish All in a Big Sky Day
One of the locals posing [or he camera! Visit Big Sky.
M1 and Yellowstone National Park...

I EARN MORE =

004 132 7

Learn More

QY A

visitbigsky Check out that view! Many of our
Visit Big Sky MT " summer activities lead to amazing

B TTanIEEN destinations — take #hlking the ... more
17,458 pecple like this.

OO 22K 103 Comments 2 Shares
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CREATIVE PORTFOLIO: WEBSITE DESIGN AND CONTENT CREATION

With over a decade of destination/convention experience and years of website architecture,
design, development and maintenance expertise, Fuseideas is prepared to support your
immediate and long term online objectives. At Fuseideas, technology and innovation leveraged
with creativity is integrated into the entire ecosystem of the agency. We understand how to build
technologically advanced digital solutions that offer best-in-class usability, design and security,
and we have partnered with a variety of clients on a number of solutions similar to what we
would be doing for the GFLCVB. These include clients such as:

Greater Miami and The Beaches CVB
Bermuda Tourism

Cayman Islands Department of Tourism
Tourism Santa Fe

San Francisco International Airport
Oakland Housing Authority
Philadelphia International Airport
Pittsburgh International Airport
Alexander+Roberts

Collette Vacations

vV VvV VvV VvV VvV VvV VvV VvV VvV v v

American Queen Steamboat Company

Fuseideas has been a leading innovator with CMS, CRM, and Digital Marketing solutions across
a variety of platforms. Fuseideas has also been able to develop innovative,“first of its kind”
solutions that are regarded as some of the best in the industry. These include:

» The first integration of a commercial CMS and Adobe InDesign, which reduced the
need to copy and paste content from brochures into the website.

» The world’s first search engine for cancer genomes that allows people with cancer to
input their cancer gene, and have it matched to an appropriate, global clinical trial to
help treat their disease.

» The first indoor wayfinding mobile app for an Airport.

» We are also working with Amazon to build Amazon Alexa/Echo technology into our
website solutions to help our clients in the area of customer service.

Ultimately, the best web experiences must be mobile first and take into consideration the rapid
changes in what consumers expect today. This is built on personalization and lead nurturing and
the following example highlights our work with the Greater Miami CVB.

* " [N ’ BER JirmwhrnDhew > »

L - a 9

MAN

" -

FIND YOUR
CAYMANKIND

A

SANTA FE THE CITY DIFFERENT
£2 Bost Sma..' Citylin the LS
Comle Vast Trepeisr

<;T‘I‘T‘,’r\§ . .

» ENTER OUR GIVEAWAY
AND GET TO KNCW SFO

Svidwenl

+ - m————— .

ALEXANDER+ROBERTS 800-220-22%

MORE OF JAPAN
REVEAI FD
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CREATIVE PORTFOLIO: DIGITAL STRATEGY & WEB

URL Meeting Planner Portal
» www.miamiandbeaches.com oce
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CREATIVE PORTFOLIO: DIGITAL STRATEGY & WEB

CAYMAN ISLANDS DEPARTMENT OF TOURISM SR

Digital Web Agency of Record — Websites Redesign, CMS, and CRM Initiatives

ISLANDS

Dive Website ouR

Due to our expertise in Destination Marketing and our successful track record with Bermuda, Fuseideas was hired in
2016 by Cayman Islands Tourism. Their existing CMS was extremely out of date with many unsupported modules
and we were required to immediately manage their global ecosystem that included 10 separate websites. They also
had no existing digital strategy and were not effectively using their CRM solution (Salesforce).

e e

Fuseideas immediately set about developing a new web redesign, CMS implementation, and a new CRM

implementation strategy.
GETT'NG HERE

URLSs
https://www.visitcaymanislands.com 1A r—————— S ——— *
https://www.visitcaymanislands.com/en-us/cayman-cookout B s

https://www.visitcaymanislands.com/en-us/culinary-capital

https://www.visitcaymanislands.com/en-us/only-in-cayman/summer

Solutions

Stabilized the existing platform while the new websites were being built (ENATES BB H AT R T ,
Re-platforming 10 sites into 1 CMS platform (Kentico) - '

Developed a CRM strategy and selected the CRM partner, Simpleview “— SREALDAG
Integrating the CMS platform (Simpleview) into the CMS platform for seamless CRM and e-marketing automation | "

Implemented a website for the dive niche which will easily convert to the new CMS platform Thank You for Another \‘\,ﬂ ~
Migrate hosting into a more scaleable Amazon Cloud solution Wonderful Year
of Memories and

Tasks Included Culinary Delights!

» Discovery
UI/UX
Usability Testing Culinary Capital
Content Planning and Strategy Ty R S
CRM Integration I, |
Website Redesign s | @ v ==
Kentico CMS Installation = K> i T ‘
Inbound/Outbound Marketing

v Vv VvV Vv Vv v Vv

Technical Infrastructure/Considerations IN '[H; CULINARY CAPITAL
» Hosting: Amazon Cloud Services UF THE CARIBBEAN

CMS: Kentico 11 | e Lk .

CDN: Akamai Database:

SQL Server Analytics Package

Google Analytics

CRM: Simpleview GREATER

Phase 2: Amazon Echo, IBM Watson (AI) FORT LAUDERDALE @ FUSEIDEAS 34
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CREATIVE PORTFOLIO: DIGITAL STRATEGY & WEB

L4 1 2 »
OO0 U roumsuSeuFeTreCtyl x  # 00 B rounsinuam < |+

€ 0 C 8 NpsUsnesyine ity areeninoe L s C @ NotSecure | www.foundinmismi.com * B

Leam More Book Now t Itineraries

found.,

MIAN

#FOUNDINMIAMI

SANTA FE THE CITY DIFFERENT

[rash look of Miam,'s sights, smelli, ond so &
Miani. Follow us on o oumeyihcvah a diverse |J caps :v‘ neigiborhoods, and get

#2 Best Sma.. ity in the us
Conde Nast Traveler

a Soaking Up Sunny Isles Beach

SANTA FE THE CITY DIFFERENT - WWW.SANTAFE.ORG/THE_CITY DIFFERENT FOUND IN MIAMI - WWW.FOUNDINMIAMI.COM

® 00§ csoreBende MR Taud: x4

< C 0 hnpslstagevsitsymanilirds.comban-ugicayman-caling w . :

GREAT Dcszowm' |

Get ccupons and special affers for the doy of your crukse shin vsk and even more deals for
Auturs stayy.

WHEN 15 YOUR CRUISE SHIP ARRVING?
o el

ON VAT SHP WILL YOU! BE AFRIVING ™

X - O N
- il .y .
» - N X X . -
: 3 . 3 2 . o “
. - - . - S & 3 5] R
g . . " % -t
- -
. -~ : -
“ : AT " X 2
- > ' P
. - -

CAYMAN ISLANDS - STAGE.VISITTCAYMANISLANDS.COM/EN-US/CAYMAN-CALLING
GREATER
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CREATIVE PORTFOLIO: RISPANIC & MULTICULTURAL

Background: Fuseideas has been fortunate to work with a number of brands targeting Hispanic audiences. Almost
20% of our work is dedicated to multicultural audiences including Hispanic, African American, and Chinese. Below
are some sample projects and campaigns that target these audiences. Clients include Bose, Comcast/Xfinity, ESPN
Deportes, HBO Latin America, Univision, Redford University and William Paterson University.

BT T LH

MY FULL POTENTIAL.
T0 MAK \MILY
PROU VE !
MYSE ') , #
PASSION AND MAKE L 2
IT HAPPEN. TO LEARN - POTENTIAL.
FROM MY MISTAKES.
T0 DO WHAT | SET OUT
T0 DO.

sssssssssssss

Los altavoces ShowMatch™ DeltaQ™ brindan una
mejor cobertura y una claridad vocal excepcional.

SEITITITELET \VILAM
: 'll,"' I“ v N IxYsA | '\11 R\( )V
.

-.wmnm—’ S YA AN MOV M2 TW WYY N L) MY

vl qundwend /e SLLPOWTR
e WILL. PDWER.

UN LUGAR SIN PERDON

-‘5::—:';"

T el o o et s e e
401 PR

LAWSH WCvOInE 5

R —

Fll HS D
L Y S YN
" » ) s .

Yau signed up to watch the atars af lomortew,
now you get to see the stars of today.

GREATER
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CREATIVE PORTFOLIO: PRINT COLLATERAL SAMPLES

Destinations International

ITS A BRAND NEW DAY

AUGUST 1-3,2016 M/NNEAPOLIS, MN

DMAI

ALIGLIST 13

Adidas

#techfit

GEN2116476P1

Globe Manufacturing

NO HALFTIME.

NO SEVENTH INNING STRETCH.

NO TIME OUTS.

GLOBE

ATHLETI EAR F R FIREFI HTER

GLOBETURNOUTGEAR.COM

DuPont™
DuPont™ KEVLAR® brand fiber provides high-strength,

GLOBE and designs art
Kevlar permanent flame and thermal resistance, and proven durability. —and designs are trader

BidSync

White Rock Distilleries

Where smooth and sophisticated meel,

Exzacarce (2 ke W

GREATER
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CREATIVE PORTFOLIO: 00H

-¥
_BIG-SKY
i o MO NTANA
BIGGEST p
SKIING

p L | SAMERICA : BOU”DLE”
_ biggestskiinginamerica.com
AY \A% N %c

MLEASE PUAY REBSOMSIELY. Chds wary By dadl ¢

Ei B G cioTreRY.0RG

BIG:SKY

MONTANA

BIGGEST
AN
BOVNDLESS oo

biggestskiinginamerica.com

Qut here; there are no limits. BOU”DLSSS.

visitbigskymt.com

BIG-SKY
BIGGEST 5w, MONTANA
SKIING 7 _' _ :

SAMERICA BOVNDLESS

biggestskiinginamerica.com

GREATER
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CREATIVE PORTFOLIO: BROADCAST

The below link will bring you to our Vimeo page where you can explore a wide range of our video work. These include a range of
budgets from $10,000 up to $250,000. We produce well over two dozen TV and video productions a year.

https://vimeo.com/fuseideas

GREATER
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ROCHESTER, MN: BRANDING CASE STUDY

Situation Overview:

With an $84 million expansion of the city’s civic center and the launch of the groundbreaking Destination Medical Center initiative by the city, state and Mayo Clinic, the RCVB (Rochester Convention and Visitors
Bureau), RASC (Rochester Amateur Sports Commission) and MCC (Mayo Civic Center) formed a brand task force to find an agency partner that could help them with the development of a new brand strategy for
the city. Plus, each of the three organizations wanted to update their brand identity to better reflect the expanded role each would play in the future.

Fuseideas was selected because of the strong strategic insights presented during the RFP process, and because of the agency’s experience in destination marketing and demonstrated capabilities with brand
strategy development and implementation.

Goals and Objectives:
The goals for Rochester, MN were:
» Develop a strategic brand identity, naming, and positioning for Rochester, MN
» Create new names and logos for the RCVB, RASC and MCC
» Provide brand guidelines to assure consistent and effective implementation
» Produce a comprehensive strategic marketing plan for the destination and the three organizations

Challenges:
The principal challenges that we faced were:
» Developing a holistic destination brand strategy for a destination dominated by medical services/the Mayo Clinic
» A complicated branding assignment involving three very independent organizations
» The delicate issue of renaming the Mayo Civic Center, given the strong loyalty to the Mayo name in Rochester
» Navigating through the interests and agendas of the numerous stakeholder groups

Strategic Insights:
» The primary challenge for Rochester, MN is place identity, given the much better known Rochester, NY — the need to overcome that confusion is critical
» At its core, Rochester, MN is a city that provides exceptional care and groundbreaking advancements in medicine and technology
» People outside of the Upper Midwest have little awareness of Rochester, MN and do not know that it is a vibrant city with a substantial downtown center

» There are many exciting things happening in Rochester, MN that make it highly relevant as a site for meetings and conventions relating to medical, biotech, pharmaceuticals, technology, education and
economic development

» Important that the brand identity for the destination convey a contemporary, vibrant, positive image

GREATER
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ROCHESTER, MN: BRANDING CASE STUDY

Fuseideas Research & Discovery Process

Our work began with a multistep discovery process designed to provide us with an extremely solid foundation of knowledge and key insights that would become the building blocks of brand strategy. The following
are highlights:

Key Findings from the Research

1. Review Existing Research/Information Our research allowed our strategy and creative teams to focus on mapping both emotional and rational

benefits of the destination to the different stakeholder groups. This process identified six different areas
from which to work and allowed us to develop a brand platform, creative strategy and a marketing plan
that would address each of the key points that would resonate with the stakeholders.

» Included prior research done by the RCVB, plus several reports on visitor satisfaction, etc.

2. New Research

3/21/2019

» Quantitative and qualitative — online surveys of visitors, inquirers, meeting planners and event
organizers, plus more than 60 one-on-one interviews with key stakeholders

3. Brand Immersion (Online and On Site)
» In addition to substantial desktop research, one week spent on site touring and experiencing the city

4. Stakeholder Engagement
» Group discussions in addition to one-on-one interviews, plus brand task force meetings

5. Brand Audit
» Thorough review of current and prior brand identity and brand communications

6. Key Metrics
» Identification and recommendation of KPIs and key measures for go-forward evaluation

7. Current Trends/Third-Party Research

» Gathering and presenting relevant tourism trends plus important third-party research relevant to
Rochester, MN’s situation

8. Competitive Review

» Comprehensive review and analysis of competitive cities, sports organizations and convention
facilities across the Upper Midwest, plus analysis of naming practices across the U.S.

9. Summary SWOT Analysis
» Insightful analysis of strengths, weaknesses, opportunities and threats

10. Summary of Discovery Findings

» Detailed report and presentation of all discovery findings to brand task force and leadership of RCVB,
RASC and MCC

BidSync

A full report of this project can be provided upon request, or we would be happy to share it if given an

opportunity to present to you.

COMMUNITY, STAKEHOLDERS, VISITORS, CLIENTS

EMOTIOCNAL BENEFITS

Safe, Secure Flace

Friendly, Welcoming, Caring Meogle
=mpathy for Medical Viskcrs and Familias
“eeing of Unique Locz! Flavor
Fxcitament and Snargy - New Things
Happening, Sense of Community
Confidenca in Quality of Care

BRAND
PROMISE
A remarkable

visitor experience

in a city with caring
and innovative

RATIONAL BENEFITS
Downtown / City Conter

Hotels/Range of Lodgirg Cplions

Close Proximity of Lodgirg & Cowntown
SKyways & Subways, Mayo Civic Center,
Sporte Facilities, Farks, Growing/improving
Restaurants. Nichtli‘'e CTA Trainng
Frogram/Focus o1 Hospitaity,

Customer Serviee & Visitar Fxparience,
Engaged Cormimunily, Takenled People

PERSONALITY
Friendly. Welcoming.
Caring. Geruine.

ATTRIBUTES
Mayo Clinic.
Downtown /Skywalks.
Hotals & Hosphtality/Service.
Community of Talented People.

CULTURE

Minnesota Nice 8 Kind.

Caring. Empathatic.
Family Orientad.

Innovative. Hard Working.

VISUAL ICONS
Downtown Skyline.
Flummer Bullding.

Assisi Heights. Canada Geese.
Corn Cobk Water Tower.
Silver Lake Park. Zumbro River.

GREATER
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VALUES
Care for Others.
Honesty. Ethical. Rellable.
Service. Education. Community

LEGEND

Wiliam W. Mayo &
Mother Mary Alfred Moes.,

Sisters of St. Francis.

Mayo Brothers.
Mayo Clinic. IEM. Innovatian.
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ROCHESTER, MN: BRANDING CASE STUDY

Benefits Pyramid

Understanding the benefits that Rochester, MN provides is key to organizing ideas

and information for destination brand communications. THE ESSENTIAL

CHARACTER &
NATURE OF THE BRAND

(PERSONALITY & CORE VALUES)

From the foundation of real assets and features, through the rational and emotional
benefits provided, all the way to the top level where the “experience benefit” and
character of the brand are identified, this model summarizes important elements of
the total destination brand.

EMOTIONAL/PSYCHOLOGICAL BENEFITS
(HOW DOES THE DESTINATION MAKE YOU FEEL?)

RATIONAL BENEFITS PROVIDED
BY THE DESTINATION’S
ATTRIBUTES/FEATURES

TANGIBLE, VERIFIABLE, PHYSICAL
ATTRIBUTES/FEATURES OF THE
DESTINATION

3/21/2019 BidSync

Friendly, Kind, Caring,
Innovative, Genuine, Ethical,
Community-Minded, Welcoming

Safety. Convenience. Experience of
friendly Caring People. Exceptional
Medical Quality of Care. Remarkable
Customer Service. Enjoyment of Local
Flavor. Enrichment From History.
Benefits of Innovation/Can-Do Spirit

GREATER

FORT LAUDERDALE FUSEIDEAS

Safe, Secure Place, Friendly, Welcoming,
Caring People. Empathy for Medical Visitors
and Families. Feeling of Unique Local
Flavor,Excitement and Energy - New Things
Happening, Spirit of Innovation/Can
Do/Dare to Do. Sense of Community,
Confidence in Mayo Clinic, Quality of Care

Downtown /City Center, Hotels/Range of Lodging
Options, Close Proximity of Lodging & Downtown,
Skyways & Subways Infrastructure, Mayo Civic
Center, Sports Facilities, Parks, Growing/Improving
Restaurants, Nightlife, CTA Training Program, Focus
on Hospitality/Service, Unique History/Heritage.
Strong, Engaged Community of Talented Pecple

Downtown, Mayo Clinic, Mayo Civic Center, 3rd Street,
Neighborhoods/Districts, Skywalks/Subways, Peace
Plaza, Parks, Trails, Silver Lake, Sports Facilities, Assisi
Heights, Plummer Building, Mayowood, St. Mary's,
Soldiers Field Veterans Memorial, the Arts, University
of Minnesota, RCTC, Hotels, Restaurants, Retail
Establishments, Airport & Transportation Systems,
Public Buildings, Government Center, Zumbro River,
Cormn Cob Water Tower, Giant Canada Geese

GEN2116476P1
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ROCHESTER, MN: BRANDING CASE STUDY

Naming, Creative and Concept Development and Testing

Fuseideas produced a number of concepts (see logo designs, tagline, naming options) below, and from that, also developed extensive message and creative testing. Testing included quantitative and qualitative

studies, with online surveys and a series of focus groups with Rochester, MN area residents. Testing with the target segments that matter most to Rochester, MN helped to identify the way forward by creating
consensus among key stakeholders and leadership. Testing included logo treatments and taglines as seen below:

Taglines:

1

ROCHESTER

MINNESOTA

— WNNESOTR"e —

e ROCHESTER

ROCHESTERE

» America’s City of Care and Innovation
» Life. Changing. Experience.

» A Caring Community

» Inspiration City
» Feel The Warmth
» Leading/Loving

MINNESOTA'S

ROCHESTERMY Rl hiG bk

N\ZLHE I ER

ROCHESTER

AMERIZ/S CITY 0 LARE 2 INHOVITION

Rochester Destination Logos
% of Participants Rating #1 Rochester Destination Taglines
% of Participants Rating #1
40.6
36.9 366 36.5 347 35 34.7
3.1 - 305 313
|
26.5
21
16.1
169 168 69 177 167 15.4 143 1,5, 15.2
‘ 10 9.9
2.3 6.25 = 41 44
o 59 . 3
B i
I 2 anll. .Eub - - 4 mEN-
. America's City of Care  Life. Changing. A Caring Community  Inspiration City Feel the Warmth Leading/Loving
Citysczpe Yellow/Blue R Heart Within Heart /bove Orange Rcchester 3lock R 2 R
and Innovation Experience.
Wrocus Greups N=49  MVsito-List N=119  lveatPleanerlist N=244  ® Uninvited Participants N =49 W Focus Groups N =43 W Visitor List N =119 ® Event Planner List N = 244 ¥ Uninvited Participants N = 45
GREATER
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ROCHESTER, MN: BRANDING CASE STUDY

Chosen Concept

The concept that was chosen and successfully tested concept is identified below. A logo and tagline are expressions of brand strategy and must resonate with both internal and external audiences. Our new brand
strategy for Rochester, MN is well represented by the logo and tagline:

The “Cityscape” logo design was conceived and created to accurately reflect the
many exciting things happening in “America’s City of Care and Innovation”. On its
surface, the distinctive skyline immediately establishes Rochester as a legitimate
city, not just a large town in Minnesota. With bright, overlapping colors, one
immediately gets a sense of warmth and welcome. With notable elements like the
historic and iconic Plummer Building and the Mayo Clinic, a spirit of innovation
MINNESOTA'S AMERICA'S and industry is also conveyed. The overall feeling is one that aligns well with

ROCH ESTER g'.TNYN%FVﬁﬁ%EN everything that Rochester stands for today.

Naming Strategy and “The Branded House”

Once the final logo was developed, we then started working on naming the Convention and Visitors Bureau, the Sports Commission, and the Convention Center. We also needed to ensure it tied together visually.

Fuseideas recommended a branded house strategy, so that the umbrella destination brand identity would be reinforced in each of the three organizations’ new brand identities. The branded house strategy is
effective for brands that seek to build greater awareness and equity in the primary or umbrella brand — an approach especially appropriate for organizations with a limited ability to gain visibility and share of
voice. Consistent design theme, color palette and fonts contribute to the brand identity system created for Rochester, MN and it’s newly named Experience Rochester (Formerly Rochester Convention and Visitors
Bureau), Rochester Sports (formerly Rochester Amateur Sports Commission), and Rochester Convention and Event Center (formerly Mayo Civic Center).

MINNESOTA'S s

ROCHESTER

CONVENTION
& EVENT CENTER

MINNESOTA'S s

ROCHESTER

2% SPORTS

EXPERIENCE

MINNESOTA'S s

ROCHESTER

GREATER
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ROCHESTER, MN: BRANDING CASE STUDY

Marketing Plan

GEN2116476P1

An important part of our assignment was to work with our client to develop a comprehensive strategic marketing plan for the destination, and for each of the partner organizations:

» Experience Rochester, MN
» Rochester, MN Sports

» Rochester MN Convention and Event Center
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APPROACH TO GROUP SALES MARKETING FOR DESTINATIONS

Our approach to group sales marketing begins with learning and listening to gain an
understanding of the types of groups that align well with the destination’s offerings, and what
groups are proven to build occupancy and RevPar. Another consideration is seasonality and
looking for opportunities with group market segments that can provide much needed bookings in
softer periods.

Examples that illustrate our experience and understanding of group sales marketing include our
work for the Bermuda Department of Tourism, and our work to:

» Support group bookings for destination weddings

» Promote group sales for sport fishing

» Development and promotion of a new type of group — Girls’ Getaways
» Of course, promotion of meetings and conventions

In each of these examples our approach focused heavily on the beauty of the destination and the
quality of the experience that the groups could expect to enjoy there. Unique features of the
island were communicated as well as the ease of getting there.

We have found that a key aspect for group sales marketing is to illustrate the experience that
group members will enjoy there, to engage and entice the target audience. Enabling people to put
themselves in the picture, so to speak, is a powerful way to make a connection that helps drive
conversions.

For meetings and conventions, we developed a strategy of spotlighting “What’s On The Agenda
After The Agenda” — this new approach for Bermuda Tourism produced a substantial lift in
group sales leads.
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For Tourism Santa Fe, we are addressing the marketing challenge of being a smaller destination not well
known for meetings and conventions by amplifying the brand positioning of Santa Fe as The City Different.
After examining meetings and conventions industry trends we identified an opportunity for Santa Fe to
capitalize upon the growing desire among meeting planners to be able to provide more immersive destination
experiences in unique places. Santa Fe’s rich cultural authenticity coupled with its distinctive architecture,
cuisine, traditions and natural beauty, plus the fact that Santa Fe offers meeting and event venues are so
completely different from the typical meeting spaces enabled us to create a new theme, “Meet Different in the
City Different.”

As you will see in the example creative, we are bringing this new approach to life. It will be accompanied
across multiple channels with a content marketing strategy designed to engage and provide value to meeting
and event planners in segments that are proven prospects for bookings in Santa Fe.

We will apply our experience and knowledge to benefit you with an approach that borrows from our previous
work with other destinations as shown in the examples above, with a customized strategy for achieving the
objectives by working with you.
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PROCESS: PROJECT MANAGEMENT AND COMMUNICATION

Project management and communication are process pillars that will be very important for the GFLCVB campaign Below: Fuseideas develops and finalizes a very detailed project schedule for each
initiatives. Given our experience, Fuseideas is well-equipped to manage complex projects such as this and we have a series of of our campaigns as well as an overall status sheet that is reviewed weekly with

protocols in place to manage the relationship that include: the GFLCVB staff for all projects. We also reconcile all media placed and
purchased through Strata, now called FreeWheel.

» Kickoff meeting — This early meeting allows us to meet your team and other agency partners to ensure that all
goals and objectives for the relationship are fully outlined and understood. We use this time to plan the overall

engagement for the entire relationship, including but not limited to the parameters for discovery, strategy, creative, Client Status Report (Reviewed Weekly)

social media, the marketing calendar and interaction with all project stakeholders. FUSEDEAS S .

» Brand immersion and stakeholder engagement — As described previously, relationship management is a —— e mEme. R
foundation of our company and allows us to cultivate the relationships and learn what is needed to be successful. At | — it ———
the very early stages of the assignment, we will immerse ourselves in the GFLCVB by visiting and meeting with e S -~ el e e e
government officials, businesses, attractions, restaurants and hotels. We will meet with all your appropriate @~ 55 ———
stakeholders and project team members as needed to ensure the relationship is cultivated for maximum success. We o e R S -
also view this as an ongoing activity so we will continue to nurture these relationships. = . e

""" E=F 11 s
» In-market presence and representation — Fuseideas is committed to provide our staff in-market according to e —— ST = —
the needs of the GFLCVB. We also would be willing to commit a full-time resource in-market after discussions on the = —————r—r
role and responsibilities with the GFLCVB. e R s |l 9 D
i bl
» Interagency management and coordination — As part of the agency ecosystem, Fuseideas can take the lead = SRS B
and manage and coordinate all partners on this assignment, including the research, DCI and Simpleview. We will Campaign/Project Schedule
have daily interaction with each other to ensure all deliverables for the GFLCVB account are being presented in a e : : ttn_Sin See el de e e
timely and quality manner. o s - SRR
o P K ey e Pag < *» g
» Weekly status meetings — Each week, a regularly scheduled status meeting will take place between the GFLCVB e 2 : . -
and Fuseideas project teams to review current deliverables and discuss upcoming ones. This meeting is an invaluable et L n -
tool in keeping the project on schedule. We also review analytics and ROI to ensure our work is meeting financial e Lol L 2 "o
goals and objectives. ——— < . »oa
e~ S : —
» Daily communication — There will be ongoing daily communications with the GFLCVB team members and our o = 2 R
agency team. We encourage our team members, regardless of function to get to know their respective counterparts at T - ) moE A
the GFLCVB in order to foster collegial and friendly working relationships built on trust. This also allows for a Py Sete e ww W i
healthy exchange of ideas and helps keep the relationship and deliverables moving forward. iﬁé&'mm :,;. ” 5. :
» Regular in-person and virtual meetings/presentations — Due to our commitment to local service and the Media Reconciliation Report (from Strata)

fact we have clients across the country, there will be ongoing regular instances where in-person meetings or
presentations are recommended and others where virtual meetings (via GoToMeeting) will suffice. Frequency and
duration will be discussed with the GFLCVB.

» Project extranet — To help ensure quality control and feedback mechanisms, we will set up our project extranet
(called “Basecamp”) which will be the document repository for all items related to the project. The GFLCVB team
members will have 24/7/365 access but also will be notified by email when new documents are posted.
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» Accountability from agency principals — We pride ourselves on being independently owned, accountable and
accessible for our clients. Our agency is big enough to handle all your needs, yet small enough to have senior
management available to you and in touch with your account’s needs. The GFLCVB will have all agency principals
(including the CEO) direct contact information for 24/7/365 client escalation. Maintaining 24/7/365 availability to
our clients is something we are very proud of and our references will confirm that we are accountable for our work GREATER

and will stop at nothing to help a client achieve their goals. FORT LAUDERDALE FUSEIDEAS 49
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APPROACH: RESEARCH

At Fuseideas, we are big believers in research and we have utilized it effectively for our tourism clients for many
years. After reviewing your research, it is clear that the GFLCVB enjoys a large amount of research and these
studies should be continued. It is also clear that you have been utilizing some of the best research vendors
available including DK Shifflet, Dean Runyan Associates, and Tourism Economics.

After looking at what research you currently have, we don’t believe a brand new extensive research study needs
to take place. However, there are some areas that we may recommend to supplement the research you do have.
The two that come to mind include the following:

» Benchmark Image Study: To establish unaided and aided awareness of Greater Fort Lauderdale as a
vacation destination, especially in comparison to competitive destinations and to gain insights to current
perceptions of Greater Fort Lauderdale.

» Image and ROI Study: Executed post campaign, a tracking study to measure awareness, perceptions (to
be compared against the benchmark study findings) and ROI measurement in terms of incremental
visitation and visitor spending for the Greater Fort Lauderdale campaign.

No matter what research we have available to us, we believe research serves as the foundation for hard-working
sustainable strategic planning. It builds marketing intelligence and insights to focus brand strategy and
campaigns on the most compelling messages and content, to connect with your audiences in a meaningful way,
and ultimately to achieve marketing goals.

Further, we applaud the use of third-party vendors because we believe independent research is helpful in
building and maintaining stakeholder support. We have substantial experience in utilizing research projects
for our clients. Our involvement in research has involved everything from qualitative work such as focus groups
to quantitative studies with extensive surveys, and we have done hundreds of projects.
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APPROACH: RESEARCH

BENCHMARK IMAGE STUDY AND IMAGE AND ROI STUDY

Fuseideas would work closely with the GLFCVB and Longwoods International to plan and execute
an initial Benchmark Study, and then (one or two years down the road) a post-campaign image and
ROI tracking study.

The image and ROI studies can be done on a mutually agreed ongoing schedule. Doing this will
ensure that the GLFCVB has complete insights to the effectiveness of its brand strategies and
campaigns. This information will inform continuing campaign refinements and support continuous
improvement in destination marketing. Ultimately, it will also provide credible measurement of ROI
(return on investment) for campaign spending, which can be critical information for key
stakeholders as well as GLFCVB leadership.

Like ourselves, Longwoods International has deep experience in tourism research. Their firm has a
long history of success with image/branding research for clients like Colorado, Hawaii, Canada, the
U.S. Department of Commerce, Michigan and New Mexico. In addition, in order to measure bottom-
line campaign ROI, Longwoods will provide the GLFCVB an unbiased, independent measure of the
effectiveness of your marketing program. Our approach would use a tested and proven large-scale
survey methodology to measure the impact of your campaign on:

» Brand awareness

» Detailed brand image, over 40 key attributes
» Intentions to visit Greater Fort Lauderdale

» Incremental visits due to advertising

BidSync

Longwoods works with your existing partner, Tourism Economics, a division of Oxford Economics,
to project the data for estimates of:

» Incremental tax dollars generated by the campaign
» Jobs generated by your marketing program

Conservative control procedures are employed to back out the effect of factors other than the
campaign, such as the economy, competitive marketing, etc. The Longwoods ROI methodology has
successfully withstood scrutiny from legislators, budget advisors, academics and the media for over
25 years. It has won peer awards for best practices from the Travel & Tourism Research Association,
Georgia Tech, the Marketing Research & Intelligence Association, and the Advertising Research
Foundation (ARF). Longwoods’ work on the “Pure Michigan” campaign for the Michigan Economic
Development Corporation received the prestigious David Ogilvy Award from the ARF for excellence
in advertising research.

Our approach of credible, independent research is essential not only for refining our campaign
strategy, but also for building the case that marketing Greater Fort Lauderdale is not a cost, but
rather an investment and revenue generator for the taxpayers. Finally, we will employ the
Longwoods ROI study to measure the potential “Halo Effect” of tourism promotion on Fort
Lauderdale’s image for economic development: a place to live, start a career, start a business, retire
or purchase a second home.

Longwoods’ research for a number of states and cities has demonstrated that people who are
exposed to destination advertising are significantly more positive to a place on all these measures,
suggesting that tourism can serve as the “first date” for economic development. A point of view that
we at Fuseideas support wholeheartedly.
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MEDIA OVERVIEW

MEDIA PLANNING & BUYING CAPABILITIES

One of our major core strengths is our full-service, in-house and integrated media planning and buying services across all forms of media. Our major differentiator is a seamless integration among all media
services that results in a coordinated and goal-oriented campaign strategy for our clients, but one that fits very tightly into a holistic creative strategy because we believe media and creative cannot exist in
a vacuum.

Reputation Management
Public & Media Relations

Facebook / Instagram

CAMPAIGN Twitter

Digital Influencing LinkedIn
INTEGRATION .

Influencer Acquisition Pinterest

Crisis Communications g YouTube

Social Influencers
E A R N E D M E D | A User Generated Content

Partnership / Co-op

SHARED
MEDIA

TV/OTT/FEP

Online Video (Pre-Roll)

Radio (Terrestrial/Streaming)
Digital Display

Rich Media Display
Programmatic (RTB)

Retargeting Display
Paid Social

Paid Search (PPC)
Out of Home
Experiential

Website Landing Pages
Blogs / Infographics
Video Content /Vlogs
Audio Content / Podcasts
Print / Magazines Email Marketing

GREATER
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MEDIA: DRIVING ADDED VALUE

At Fuseideas, we pride ourselves on being strong negotiators, and we use our deep understanding of
media and strong working relationships with our vendors to increase the value of all of our media
campaigns. The Fuseideas media team works tirelessly to negotiate the best value for our clients so
that through multiple rounds of negotiations, our team is able to have a plan that maximizes value,
reach and of course, budget.

Fuseideas seeks to achieve a 4:1 (or 25%) added-value goal as a minimum.

We also understand that negotiated value does not just pertain to price — a low cost placement will
not work if it is not the RIGHT placement. While price negotiation is certainly important, we don’t
just take bonus impressions to show a value on a chart. It is equally important that every spot, ad,
digital impression support the goals of the campaign and reach your audience at the optimum time.

It’s also easier to negotiate when you have vendors who approach your business as a partnership. We
work with vetted vendors to develop programs that increase the value through favorable pricing,
targeted bonus elements, key placements and new opportunities. At the same time, we at Fuseideas
take the time to educate vendors on your brand and how these vendors can leverage their offerings to
maximize value for the brand.

One example that highlights our ability to negotiate strong added value that extends a client’s market
reach/frequency in a unique way is the iHeart Weekend of Romance promotion we developed and
negotiated entirely as added value on top of a media buy for our client Rhode Island Airport
Commission (TF Green Airport).

The promotion consisted of the following;:

BidSync

iHeart and TF Green invite listeners to submit a picture of their favorite couple; the stations will post
them on a dedicated web site and run a contest to “like” the pics. The couple with the most “likes” will
win a trip to Montreal to see Elton John on 10/4.

Flight Dates: 9/3-30 (:30 in Boston to air 3 weeks)
Markets: Boston and Providence, secondary coverage into Worcester and Fall River
Stations:
Boston
WXKS - Adult CHR 107.9 - “Kiss 108”
WZLX - Classic Rock 100.7
WBZ-AM - News Radio 1030
Providence
WHUJY - Rock 94.1
WSNE - Hot Adult Contemporary 93.3
WWBB - Classic Hits 101.5
Promotional elements:
iHeart to create promo site/page
On-Air Promos - 60X per station (360X)
Dedicated presence on contest page w hyperlink
EBlast - WHJY, WSNE WWBB 1x each (3x)

Ad units (sales ads)
:30 - 128x Boston, 192x Providence
Will reach 51.6% of Adults 25-54 3.0x in Providence, and 26.1/3.1 in Boston
TF Green to provide:
Tagline, e.g. brought to you by TF Green airport and X airline, now flying to Montreal
:30 ad copy (station will record it)

Jpeg
Round trip tickets
iHeart to provide:
Two-night hotel stay
Two tickets to Elton John

This promotion was entirely added value on a 4-week, $23,000 media buy in Providence and Boston.
Its value ended up being double the spend!
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MEDIA: CO-0P AND SPONSORSHIP EXPERIENCE

The first step with any co-op advertising opportunity is for us to evaluate its value and provide a
recommendation and rationale to you and your team. We have very deep and broad experience with co-
op advertising in many forms. To illustrate how our team would handle industry co-ops, we will share
descriptions of different actual examples that we have done:

AIRLINE CO-0PS:

We planned, managed and executed numerous airline co-op campaigns during the years that we served
the Bermuda Department of Tourism.

With JetBlue, we developed and executed a digital advertising co-op targeting consumers according to the
profiling segmentation study we executed for Bermuda Tourism, plus email lists from the
airline.

With Delta Airlines, we developed and executed print advertising to support new daily service from
LaGuardia to Bermuda, with integrated social media support.

In the important Canadian market, we planned and implemented numerous co-ops with West Jet
promoting West Jet Vacations in Bermuda, with both consumer and travel trade elements.

We also developed and executed co-op programs with Allegiant, British Airways, US Air, and United.

PARTNER CO-0PS:

With our travel and tourism clients, we have had many opportunities to pursue and create, as well as
review and accept co-op proposals with different types of partners that offered unique ways to amplify
and extend our clients’ brand messages to new and/or larger audiences. Our approach is demonstrated in
these examples:

For the Maine Office of Tourism, we pursued and established a co-op partnership with two key entities
that we identified as being critical to the success of a new app we were developing to promote Maine
lobster as a key culinary attraction. We were successful in creating partnerships with the University of
Maine and its Marine Biology department, plus the Maine Restaurant Association, enabling us to have
highly credible information about Maine Lobster from the University and a tie-in to the Maine Restaurant
Association database to be able to help visitors find places to enjoy Maine lobster during their stay.

For Tourism Santa Fe, we helped forge co-op partnerships with Los Alamos and Taos, New Mexico to
participate in and support an effort to promote new air service to Santa Fe Regional Airport. This resulted
in expanded funding and additional photo assets for the campaign.

For Bermuda Tourism, we developed a co-op partnership with the Sport Fishing and Dive organizations
on the Island to help secure media funding and to develop offers to make available to prospective visitors.

BidSync

MEDIA CO-0PS:

We have extensive experience with placing media buys through co-op advertising programs. We
understand the need to balance the criteria of the entity providing the co-op funds with the targets of our
client. For example:

Most of the advertising funds for our clients WCVB-TV and WMUR-TV (Hearst/ABC/Boston and
Manchester) are obtained through co-op programs with Warner Brothers (Ellen) and ABC. Ellen requires
the buys be targeted toward Women 25-54 target, but we pair that commercial with one for News, which
is an Adult 25-54 demo. We purchase the strong female stations but also stations with a more balance
demo, such as those with Country and Classic Hits formats. We also leverage the buys on the female
stations to negotiate bonus on the male-skewing stations in their ownership group. We have developed
strong relationships with the co-op partners, which has allowed us considerable flexibility in deviating
from the requirements. ABC has allowed us to run outside of the defined dayparts and reimbursed us for
streaming when it was not included in the approved media list. Warner Brothers approved co-op outside
of the flight dates when it was important for market-specific competitive issues, and approved 100% trade
reimbursement instead of the normal 50%. This has allowed us to construct stronger, more targeted buys
for our clients, through the co-op partnership. Co-op partners have very specific requirements from the
buying guidelines to the application forms to reimbursement requirements and we put a process in place
that ensures our delivery of all required paperwork.

We arranged many valuable media co-ops for Bermuda Tourism that provided excellent media exposure
at reduced costs but also native content and assets that Bermuda Tourism was able to use on an ongoing
basis. With Garden & Gun Magazine, we arranged to have an insert created that featured several lifestyle
influencers on the island. The photos and articles generated by the magazine became content that
Bermuda has used on its website, ongoing. Through a digital buy with Orbitz, we arranged to have Orbitz
send a trio of vloggers to the island to capture and share unique experiences with their followers and
others. The videos produced became part of the video asset library for Bermuda Tourism. Arranging these
and other sorts of added-value co-ops as part of the media plan has been very beneficial to our clients.

In addition to sponsorships, we often negotiate and arrange sponsorship agreements on behalf of our
clients. Examples include:

With ABC, we helped create a weather segment sponsorship package that resulted in live shots from
Bermuda appearing in the New York market during morning GMA broadcasts, providing millions of
impressions each month for Bermuda.

For Tourism Santa Fe, we managed the sponsorship agreement for a Samantha Brown travel program
presenting Santa Fe through her popular travel series on PBS and cable TV.

For our TF Green — Providence Airport client, we facilitated a sponsorship package with the NFL’s New
England Patriots that included substantial exposure to the loyal fans of the team through in-stadium
signage, radio and digital advertising, and naming rights for TF Green as The Official Airport of the New
England Patriots.

For Bermuda Tourism, we arranged a sponsorship package of the Boston Red Sox that enabled us to place
Bermuda promotional materials and messaging in all of the VIP suites at Fenway Park.

These are just a few examples from our travel and tourism clients. Our experience is broad, across higher
education, lifestyle brands, sports and entertainment, lotteries and more.
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CO-0P MEDIA EXAMPLE: TRAVEL ALBERTA

Proj En ment:

Open a new market opportunity for Travel Alberta in the Los Angeles DMA through a co-op/partnership
marketing campaign using digital and experiential with personalized marketing.

Situation Overview:

Travel Alberta knew Los Angeles could be a key market for them but did not have any real data about the types
of audiences and consumers that were coming to, or would be interested in, Alberta. To help build some data
intelligence, Fuseideas, along with an experiential agency and Travel Alberta, developed a marketing co-op
opportunity with the Los Angles Kings and the Los Angeles Lakers.

Audience:

The primary target for this campaign were fans and sponsors of the Los Angeles Kings and the Los Angeles
Lakers. The purpose of this campaign was to gather data to explore these audiences further and see which
audience segments we could reach to drive visitation with Alberta. RESRY

TAKE FLIGHT?
Strategy:

Fuseideas and our experiential partner, Cenergy, felt a co-op test opportunity with the Los Angeles Kings and
the Los Angeles Lakers would allow for data gathering. We thought CRM leads and a content strategy around

personalization would be a great way to engage with consumers in this key opportunity market for Travel
Alberta.

Solution and Tactics:

Travel Alberta, Cenergy and Fuseideas developed an innovative digital and experiential solution in partnership
with the Los Angeles Kings and Los Angeles Lakers as an opportunity to collect valuable CRM prospect data
and also test conversions through a fun and interactive experience.

Fuseideas created an experience which encouraged visitors at the Staples Center to answer five simple
psychographic questions on an iPad. Based on those answers, the users received a customized and personalized
1:1 video of what their ideal Alberta vacation experience would be. Technology to do this was very innovative as
Fuseideas had a bank of over 30 different clips from which to draw from. Based on the answers to the
questions, Fuseideas built the video in real time and the solution subsequently emailed a link of their
personalized Alberta vacation video. The data collected during this experience was integrated into their CRM
system and used for later marketing by Travel Alberta.

Dennis Video

Successful Results:

There were a number of successful outcomes from this campaign that included:

» Over 40,000 new leads from a previously untapped audience

» Increase in 8% visitation from the LA market the following year

» A more robust understanding of the LA market in general for future marketing

Brian Video

Learnings:
Fuseideas proved to the client through this project that there were key learnings for future initiatives:

» Test campaigns for new markets can be successful

» The combination of creativity, media and technology can be a powerful combination for marketing initiatives
» Gathering data allows us to use it strategically in future campaigns

» Personalized marketing to a 1:1 level is a core strategy for destination marketers to differentiate today

BidSync
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SPONSORSHIP EXPERIENCE: CONNECTICUT LOTTERY COMMISSION

Project/Engagement:
Develop a strategic co-op/partnership and sponsorship marketing campaign for CT Lottery

Situation Overview:
As we developed our plan, we knew there were a number of strategic considerations we needed to address:
» Sports viewers are also likely lottery players, but there are no professional sports teams in Connecticut
» Viewership in CT is fragmented between NY and Boston teams
» There is a great affinity for UCONN Huskies, but:
» CLC did not want a huge on-campus presence
» Radio coverage was weak
» TV inconsistent

Solutions:
Brought SNY in as a partner, shifting budget from low reaching, less engaging tactics
SNY is a NY-based sports network, but offers Hartford DMA sponsorships

Negotiated a comprehensive package of in-game, pre/post, specialty programming, and digital identifying CLC as a sponsor of the men’s
and women’s game coverage

Solutions:
Built affinity with key sports franchise with little to no additional cost to client with an additional $1M in added value for the promotion

UCONN.

HUSKIES

GREATER
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SPONSORSHIP EXPERIENCE: CONNECTICUT LOTTERY COMMISSION

Media Recap

2015-2016
Connecticut Lottery
Recap on SNY
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SPONSORSHIP EXPERIENCE: RHODE ISLAND AIRPORT CORPORATION

Project/Engagement:

Develop a strategic co-op/partnership and sponsorship marketing campaign for T.F. Green Airport with the Boston Red Sox

Situation Overview:
» T.F. Green had an existing partnership with the New England Patriots but wanted Fuseideas to develop a partnership with
the Boston Red Sox in order to have a year-round sports sponsorship presence

» T.F. Green wanted to continue to build awareness of their services and benefits, but did not want to launch a major
campaign prior to their pending rebranding initiative

Limited creative assets

Needed to be able change out the creative to match the new brand as soon as it is approved

Messaging needed to be flexible so they could run service-specific ads if necessary, e.g., new airlines, flights or concessions
Developed customized Spring Training packages to Florida

vV Vv VvV Vv Vv

Limited budget had to cover Boston and Providence, including Worcester, Fall River-New Bedford, as well as New London

Results:

» Developed a customized package with NESN identifying T.F. Green as a sponsor the Red Sox broadcasts
» Package included live reads, which were front loaded for exposure prior to the creation of the TV spot

» Digital was used to drive to the web site for flight information and bookings

» Saw increase of 10% in passenger load during key promotional windows

BidSync
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SPONSORSHIP EXPERIENCE: RHO%DE iSLAND AIRPORT CORPORATION

Rhode island Airport Corporation @-JSHUHS

Sponsorship Plan
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

Gt

Fuseideas is pleased to provide a case study for our work as Agency of Record for Tourism Santa Fe.

Santa Fe

PONY RIDE

Relationship:

Agency of Record

Brand Strategy

Advertising and Media Campaigns
Creative Concepts and Production
Media Planning and Buying

Social Media/Content Generation

vV Vv Vv VvV Vv v V9

Digital Marekting

Contract Duration:
» 2015 — Present

Project Team:

» Steve Mason, Lead Strategist

» Jill Atwood, Account Director

» Lauren Wilson, Account Director
» Lara Maskell, Project Manager

Minority Demographics
» Hispanic/Latino
» LGBT+

Our reference for this case study is as follows:
Randy Randall

Executive Director
GO TO SANTAFE.ORG/THECITYDIFFERENT
TC SEE AND HEAR WHY YOU SHOULD VISIT SANTA FE.

Tourism Santa Fe
P: 505-955-6209
P: 800-984-9984
E: rrandall@santafenm.gov GREATER
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

Nature of the Relationship: Agency of record to include research, creative & brand strategy, Below: The following represent some of the research efforts as well as screens of the brand strategy
media planning & buying, social media strategy, integration with public relations (managed by presentation that we gave to the Tourism Santa Fe CVB and the hundreds of tourism stakeholders. Three
Lou Hammond) campaign variations on “The City Different” were put forth and creative tested.

Overview & Challenges: In 2015, despite an initial strong sentiment to hire a local agency,
Tourism Santa Fe engaged Fuseideas to develop a comprehensive brand, and subsequent
campaign designed to reposition Santa Fe as a year-round destination. They wanted to debunk
myths, increase visibility, and target new niche audiences, as well as create real audience
engagement for the destination. As we began our assignment, we were faced with some key
challenges:

» A destination image associated almost solely with desert-like weather and landscapes

» Pressure from more established competitive destinations with bigger budgets (e.g.,
Charleston, Aspen, Austin)

» Inconsistent presentation of the brand and brand messages
» A desire to increase fall and winter business

Research Methodology: In order to build an effective brand strategy, Fuseideas conducted an
extremely extensive discovery and research process:

» Distilled third-party research made available to us by Tourism Santa Fe
» Leveraged Longwoods International research from their work with the state of New Mexico

» Conducted focus groups with over 100 tourism industry stakeholders from the various
groups (attractions, restaurants, museums, store owners, hotels, history and culture)

» Conducted a profiling and segmentation study to identify audience behavior personas

Brand Strategy: Our core Santa Fe creative strategy was to develop a platform that leveraged
Santa Fe’s unique offerings. This included culture, history, outdoor adventure, cuisine and the
arts, but in its OWN UNIQUE WAY that only Santa Fe could own. Santa Fe has its own way of
doing things (which is a source of pride among the stakeholders), so we tried to blend the
familiar with the different in a way that would resonate with their intended audiences. We knew
we could use common phrases and ideas that people could understand but we turned it into a
way that was unique to Santa Fe to help draw the connection.

Santa Fe
AIR TRAFFIC

We knew their tagline, “The City Different,” was core to their heritage and should be moved front
and center to differentiate them and allow them to compete with such cities as New Orleans,
Charleston, Savannah and Austin. Our creative for “The City Different” campaign focused on the
aspects of the authentic Santa Fe that we knew would resonate with the target personas
identified in our media strategy.

Results: Since Fuseideas became agency of record, Tourism Santa Fe has seen year-per-year
double-digit increases in visitation, RevPar, ADR and lodging tax. Our creative and media
planning has won numerous tourism awards for being innovative and ground-breaking, and
we’ve also received praise for maximizing their marketing budget.
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

The “City Different” brand platform has undergone two creative refreshes and both have achieved extremely successful results. Below are
samples of our integrated creative across all forms of media to include digital, TV, print, and OOH from our original campaign.
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

Below is the 2018 campaign refresh for our “City Different” brand platform. We have show the print samples due to the
richness of the creative. We developed a full set of digital, social, OOH and other media assets as part of the media plan.
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

MEETINGS/GROUP BUSINESS

Fuseideas has routinely created specific targeting campaigns for destinations that focus on industry
professionals like meeting and event planners and travel agents. Included are a couple of recent
placements for their MICE business which has seen a 15% increase since we began our efforts.

Original Campaign New Campaign 2019
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

SANTA FE CAMPAIGNS — NNMAA / FLY SANTA FE

Fuseideas has strategized, planned and executed three campaigns (two consecutive spring/summer campaigns and one winter campaign) on behalf of the Northern
New Mexico Air Alliance (NNMAA) to promote direct flight routes between Santa Fe Airport (SAF) and Denver, Phoenix and Dallas airports, along with connecting
flights originating from Southern California. The campaign’s objective was to showcase the different destinations in Northern New Mexico, including Santa Fe, Los

Alamos, Taos and Taos Ski Valley, and increase load factor for direct and connecting flights in/out of SAF. Results from this campaign include:

» Over 52 million media impressions delivered between digital display, rich media display and out-of-home airport advertising

» Over 115,000 clicks directed to the FlvSantaFe.com website

» Total of 66,448 flight searches and 2,812 flight bookings attributed to the winter 2018 and spring/summer 2018 campaigns, according to Adara Impact Analytics*
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PAST PERFORMANCE CASE STUDY: TOURISM SANTA FE

TOURISM SANTA FE RESULTS AND ACCOMPLISHMENTS

Over our four-year partnership with Tourism Santa Fe, Fuseideas has worked with Tourism Santa Fe on the
following accomplishments: 120,000,000

Media Impressions Engagements

400,000
300,000
200,000
100,000

0
FY16 FY17 FY18 FY16 FY17 FY18

Site Visits

90,000,000
Strategy, planning and execution of a fully integrated multimedia campaign along with two multichannel

creative executions that promotes leisure and business travel to Santa Fe, New Mexico 60,000,000

30,000,000
Over 300 million media impressions delivered across print, digital display, rich media display, native display,

sponsored content, out of home, pre-roll video, social media and paid search (and soon, OTT/streaming TV)

Over 1 million media engagements with the Santa Fe brand, including clicks, interactions, and shares

Almost 1 million trackable website visits attributed to media and marketing efforts, including 700,000
sessions on The City Different dynamic video landing page, making it the third most visited page on the 400,000

santafe.org website since its launch in January 2016 300000
Successful brand launch in Austin, TX, in summer 2016 using print, digital display and out of home that 200.000
resulted in a 421% increase in web sessions, 173% increase in direct traffic and a 19% increase in organic '
search traffic from this market 100,000
Provided marketing support for various Santa Fe campaign efforts, including Celebrate Global Arts & Culture, 0
Artists in Residence, and Kids Free Spring Break FY16 FY17 FY18
Lead marketing efforts for a strategic partnership between Tourism Santa Fe and Northern New Mexico Air
Alliance (NNMAA) between 2017—2018 MLSAT- 1L 03 .
Consistently provide Santa Fe with added value through negotiated media rate discounts, strategic bonus - .
distribution and delivery, and complementary creative production, resulting in an estimated $2 million in —-— ,,:,,;
additional media value attained for Tourism Santa Fe -
Santa Fe has seen an estimated $1,131,760 in hotel revenue generated from all trackable media and marketing -
efforts since our strategic data partnership with Adara Impact Analytics began in July 2017. Additional -
success metrics: S =
527,445 hotel searches and 4,266 hotel bookings
300,797 flight searches and 11,057 flight bookings
4,447 full-funnel bookings (i.e., booking occurred by site visitors who saw an ad), resulting in a 185,551 4,441

minimum estimated $565,000 in incremental revenue attained by media and marketing efforts

GREATER
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TOURISM SANTA FE REFERENCE FORM

L 4
s COUNTY VYeandor Refarence Yerification Form

Broward County Solicitation Mo. and Title:
GEN2118476P1. Advertising Agency Services

Reference for! ¢ c-idaas

Organization/Firm Name providing reference:
Touriem Santa Fa

Contact Name: Randy Randall Title: Executive Director Reference date: 225119

Contact Email: rronda|iici santa-fe.nm.us Contact Phane! 505 0556209
Name of Referenced Froject: Touristm marketing for Tourism Santa Fe/City of Santa Fe

Contract No. Cate Setvices Provided: Project Amount:

15-0127 Feb. - 201% v Current Approx. S1- S2 Million annuall

VYendor's role in Project: Frime Vendor [ ]Subconsultant/Subcontractor
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Description of services providad by Yendor:
Markseting/ad agency
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1. Vendor's Quality of Service
a. Responsive

b. Accuracy
c. Deliverables

O

2. Vendor's Crganization:
a. Staff expertise
b. Professionalism
c. Tumover

3. Timeliness of:
a. Proect
b. Deliverables

O EEE

4. Project completed within budget
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¢. Regulatory Agencylies)
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

New Jersey

Fuseideas is pleased to provide a sample campaign that we recently accomplished for the Greater Wildwoods

Tourism Authority in Wildwood, New Jersey.

Relationship:

Agency of Record

Brand Strategy

Advertising and Media Campaign
Creative Concepts and Production
Media Planning

Social Media Coordination

Contract Duration:
2016 — Present

Project Team:

Steve Mason, Lead Strategist
Kim Rochette, Account Director
Lara Maskell, Project Manager

Minority Demographics
Hispanic/Latino
LGBT+

Our reference for this case study is as follows:

Wildwoods (NJ) Tourism & Convention Bureau
Ben Rose

Director of Marketing

P: (609)-846-2657

E: brose@wildwoodsnj.com

BidSync
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Overview & Challenges:

» Fuseideas was hired in 2016 as the Greater Wildwoods Tourism Authority’s agency of record to help them rebuild their tourism brand and improve

occupancy after years of flat or declining numbers

» The previous agency’s tourism campaigns were not effectively reaching the potential target audience for this New Jersey vacation destination; it was
lacking creativity, reach, targeting and innovation

» The brand strategy team, media team, and creative team worked with the client to gather information, obtain independent research and apply industry

best practices to develop an integrated media plan that addressed all segments of their target — proportionate to their potential spend

Stakeholder Engagement:

Stakeholder Engagement was a critical foundation of the onboarding process with the Wildwoods. Our work began with a multistep discovery process
designed to provide us with an extremely solid foundation of knowledge and key insights that would become the building blocks of brand strategy. The
research included a number of elements:

» In-depth interviews and discussions with GWITA board, and Convention Center staff
Meeting and interviewing with elected City officials (Mayor and Commissioners)

Review existing research/information — Included prior research done by the Wildwoods, plus several reports on visitor satisfaction, etc.

Chamber of

New research/quantitative and qualitative — Online surveys of residents, visitors, inquirers, meeting planners and event organizers
Commerce

Meeting with the Wildwoods Chamber of Commerce

Meeting with members of the Wildwood Motel Association

60 one-on-one interviews with key stakeholders in the industry (hotels, restaurants, attractions)

Guided brand immersion with one week spent on site touring and experiencing the Wildwoods and surrounding area
Town hall meetings and group discussions to understand the local perspective of the destination

Brand audit — Thorough review of current and prior brand identity and brand communications

Key metrics — Identification and recommendation of KPIs and key measures for go-forward evaluation

v Vv VvV VvV VvV VvV VvV VvV Vv Vv v

Current trends/third-party research — Gathering and presenting relevant tourism trends plus important third-party research relevant to Wildwoods’
situation

» Competitive review — Comprehensive review and analysis of competitive cities, sports organizations and convention facilities across New Jersey,
Central and Western NY, Eastern PA, Delaware

» Summary SWOT analysis — Insightful analysis of strengths, weaknesses, opportunities and threats
» Summary of discovery findings — Detailed report and presentation of all discovery findings to the brand task force and leadership of GWITA

GREATER

FORT LAUDERDALE & FUSEIDEAS | 71

3/21/2019 BidSync p. 82



Broward County Board of GEN2116476P1
County Commissioners

PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Brand & Creative Strategy:

Market research as well as their existing data showed that Wildwoods skewed heavily to --UNE UF THE KEY STR ATEG I ES -I-HE RESE ARCH LED US TU w AS TU

multigenerational families and millennial women with young children. Wildwoods offered a vacation

that had “something for everyone” no matter how old or adventurous they were — thus “As Wild As TARG ET M U LTI G EN ERATIUN AL FAM I LI ES TH AT VACATIUN TOGETH ER”

You Want To Be” was developed and tested with the consumer target audience.

Advertising & Media Strategy:

Develop an integrated multimedia approach that builds awareness, generates engagement and drives
intent among an audience of individuals, families and grandparents using the “As Wild As You Want
To Be” creative platform:

Priority: Advertise Wildwood, NJ, March—May as a week(s)-long vacation destination
Secondary:

» Remind audiences of Wildwood’s attractions in summer months (June and July) for weekend

travel

» Select media based on its ability and effectiveness to target each audience segment in
Wildwood, NJ’s priority markets

» Leverage annual spend to maximize efficiencies and negotiate added value opportunities
with various media partners

» Extend the reach and engagement of social media channels through paid social
advertisements

» Build a plan that encompasses the entire consumer consideration funnel from awareness to
conversion

GREATER
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Media Research & Audience Identification Strategy: Media Strategvy — Market Selection Considerations:
» Identified three distinct targets based on MRI/Scarborough, Cubeyou, nSight for Travel, and ADARA Analytics

» First-party data included web visits, visitor guide requests and historical booking data, as

» Prioritized targets based on first-party research from Wildwoods Tourism database well as competitive analysis

» One of the key strategies the research led us to was to target multigenerational families that vacation together
» Primary Markets:

> New Jersey

> North and central counties ¥ >
> Philadelphia o =

» Secondary Markets:

» Parents and influencers: »  Millennials »  Empty Nesters > Baltimore "
» A 25-49 »  A18-34 > A55+ » Hartford TN ,
» Children: A 14-18 »  Always connected » TV is trusted information source T . w
» Heavy online » Internet, smartphone, laptop, tablet » Moderate online » International Markets: o N Al
> Quebec 0}
» Planning Considerations »  Planning Considerations »  Planning Considerations > Montreal :;f&y
> Online media »  Heavy online media » TV :;w"' ¥
TV / Pre-roll »  Pre-roll video » Radio / Streaming WY f1
»  Social media »  Social media »  Online .
» OOH ) OOH knife ) Lo

pry
momic Zone (EE2)
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

GEN2116476P1

Fuseideas takes a very results-oriented approach to our advertising strategy in order to drive prospective customers through the conversion funnel. We use high-reach strategies for awareness and the more digital
and measurable forms of media in order to drive engagement and conversion. We approached the Wildwoods advertising pan with this in mind and you will see how it manifested itself on the following pages.

Awareness

Awareness

» Builds reach and visibility » Builds brand awareness and
across a broader audience maintains presence

» Allows for positioning in key » Aligns with content relevant to
market locations both millennial and parent
demos

» Allows for an advertiser’s
message to be experienced in a
memorable and emotional way

3/21/2019

Awareness

Radio

» Amplifies the reach and

frequency of a brand’s message

and adds a personal and
emotional element through
audio

» Coordinate flighting to align
with event and/or weekend
calendars to drive visitors

Awareness, Engagement &
Conversion

Awareness, Engagement &
Conversion

Digital Social Media

» Generates awareness via the use »
of video units and large, high
impact banners

Create customizable ad types
and serve via Facebook and
Instagram networks

Reach and communicate with
current and prospective
vacationers using detailed
targeting (i.e., demographics,
interests and behaviors)

» Connects with audience in 3
content-relevant environments

v

Highly targetable and

measurable way to drive
consumers from consideration to
action; allows for visually 3
impactful creative through rich
media

Low cost, high performance

GREATER
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Conversion

Paid Search

Capture low hanging fruit by
placing the brand’s message in
front of an audience that is
actively searching for relevant
information (i.e., “hand
raisers”

Best method for driving
qualified traffic to the website
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

OOH:

Provide Wildwood, NJ, with the greatest opportunity for reach and visibility in key markets

ML

4

» Seek out billboard positioning on key, major highways that will allow for the broadest audience exposure and

establish market presence e
» Leverage a network of taxi toppers, bus shelters, and/or aerial billboards in rival beach towns /

. L f WildwoodsNJ.com
Video/TV: - e 2o

Extend the reach of Wildwood’s brand messaging through the use of television and online video — to maximize
campaign reach and frequency

» Primary Target — Parents and Grandparents

» Philadelphia DMA — Utilized broadcast and cable to maximize reach
» Prime — Targeted, engaging, first run programming to build reach
4

Early Morning — News programming engages the audience, and has broad viewing across the target; efficiently
builds on the reach and provides frequency

» NJ Cable - Targeted networks to increase reach; low-cost ROS for frequency — Allows us to buy an expensive
market like NYC DMA

» Supported with online video (pre-roll) for parent and millennial audience

» Focus on in/around drive markets to Wildwood, NJ, to develop preference and engagement with an audience
that is in your backyard

» Flight campaign throughout winter and spring while target audience is planning summer vacations

GREATER
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Digital Display:

With a limited budget, we needed to be as innovative and resourceful as possible in our digital
strategy. We had a number of elements that proved successful:

» Brand Safety Measures:

> Fuseideas digital campaign was executed through our trusted programmatic partners and
ad networks that buy premium inventory on Comscore top sites to ensure ads were seen on
trusted safe sites

> We negotiated competitive but fair CPM rates, to ensure we can still afford premium
inventory — to ensure brand safety

» Programmatic

> Deliver Wildwood’s message to the most relevant audiences via highly efficient, real-time
bidding model

> Add multiple targeting layers to ensure brand safety, eliminate wasted impressions and
effectively reach the desired target

» Re-Marketing

> Captured a lower-funnel audience by targeting online users who have already expressed
interest in Wildwood or relevant content through two types of re-marketing:

> Search Re-Marketing — Targeted prospects who are searching for terms that
coincide with travel or Wildwood’s competitors

> Enables Wildwood to combine the intent and precision from search with
scale and creative opportunities from display

> Site Re-Marketing — Delivered display ads to previous site visitors with the goal
of driving them back to the Wildwood website

> Effectively re-engaged with prospects after they have left the site to keep
Wildwood top-of-mind and ultimately drive action

> Endemic sSites
> TripAdvisor used for branding and to drive engagement

GEN2116476P1

BidSync
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

PUBLISHER: UNDERTONE Viewers of this rich media ad can choose

EXECUTION: INTERACTIVE BILLBOARD their level of “wild” and be shown what in

, , the Wildwoods they might like to do.
» 3,993,566 1Impressions

» 1,762,839 interactions
> 44.14% interaction rate
» $0.03 cost per interaction

< Philadelphia oeso

NEWS »  RISTAURANTS v  BEALTE ~  UFEGSIVLE REALESTATCGMCME~  THINGSTO 00 +  WEDDING ~  DESTOF PNILLT  MABALINE 4

Ciose (i) /

TRENDING

1 Here's Why We Didn't Walk Out of
School Yesterday

2 Twenty Vears Later: Vetri Cucina
Reviewed

CASE STUDY

2X

8X

NOTE: This ad unit was so successful that Undertone
uses it as their own case study for the unit

Campaign Goals Solution

. . . . . vcogcd.rr-vu:‘w>:nai q‘rrc
O P Inne DRGNS % DD e "cvaouc’v nga ol o carcion 15 8 MG Laen
. ’ 10 C T 00 Mo

. DO CICK T, 30 et o
SkEwte e PRRMImg BUen + O 30000 DOND [A9w SN TITAG QO™ OF K0

I | Click To View Demo
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Paid Social Media:

Sustagram

» Worked hand in hand with organic social media efforts to augment and support digital display media
> Allowed us to create captivating photos/videos and relevant messaging using multiple ad types
> Created unique campaigns for each target audience, allowing a tailored message and target parameters
> Extended reach and drive traffic to website in defined geotargets

> Used learnings from social media listening tools and priority markets to ensure proper positioning of ads in an effort to
gain exposure and continue to build Wildwood’s social performance

> Recommendations included ongoing A/B testing with optimizations

Paid Search (SEM): e ;
QY Riloavy Rjloa v n
» We used paid search ads to capture an audience of “hand raisers” who were already seeking out information related to Wildwood, = w##osdi whatewr roue up for whkdvwoodsn) The Widwoods b dawn wi i WRIWOGOKY PIan YOU! WS 100ty
’ n the \\n-.n:uu:. You can do as mueh, of as | te n the Wisdvoods, you cas do as much, o ..::n.me. In the Wildwoods, you tan do as '."ILC'. o as Ittle,
NJ, and/or I‘elevant keywords a8 you like. Stan plhinning your Wildaoods am you like. Star planning yeur Wadwoods 88 you hike. Start planning your WIONOCS
> Was among the most effective and cost-efficient channels for producing website traffic and online conversions
> Created separate campaigns that spoke to all of Wildwood’s offerings: Gl o v g e ol
4 Campaign that focused on Wildwood keywords (branding) 1 WOVEOIR, W SO0 3 I, 36 TTUGH, /U TN eeiens! ™ A uuln.:n-w\ ® vis o KW D “": \;“'"'"" T'-"""""" orse “*’-“r”"‘“‘""‘“

> Campaign that focused on family summer destinations (i.e., beaches, water parks, mini golf, etc.)
> Campaign that focused on millennial audience (golf, restaurants, etc.)

> Created unique ads that detail relevant content on the website

> Helped us obtain a high quality score which in turn reduced the CPC and increased the average rank

I's Tour Vooeticn, Be a5 Wi 25 You Weat ba Be [raVeusVacstion. Be ar Will g2 You Want e 52 13 Your Vaesthen Be c2WM 0z You Want .o Be

ey 4 varsions wwe Porws Codas A ITET whin serPusrbes st M hosta r PUA R ARt S B B o V0w S AW AT b VN T D & P o e vham i Conllas o FIET st sand haarban wnd B Bvsn o
Lom v aont e s ro, srepasts Yopong el oede, e et S el PSRRI e A ety Wil acadie b Cent e e N L T T
aveime e S,

Lamr Mave LA Vv LA M

Mobile Execution:

CLIENT: WILDWOODS
PUBLISHER: ADTHEORENT
EXECUTION: SMARTPHONE FLEX

b 2,001,1422 impressions
» 28,954 clicks

» 0.97% CTR

» 16,988 interactions

» 0.57% interaction rate

» $1.47 cost per interaction

GREATER
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Radio:
» Extended the reach and frequency of Wildwood's message through the use of terrestrial and streaming radio in the Philadelphia market: 92 .5

> . . . . 5 Y N .
) Reach local audience in summer months Phll'cl(l&lp]_]l'd S (J()llllt]}-’ Station

Remind families of Wildwood’s local, weekend attractions

v

Run spots Monday—Thursday to capture audience before the upcoming weekend (while forecast is in view)

v

Flighting for 2 weeks mid-June and 2 weeks in mid-July

» Used radio spots to deliver Wildwood’s brand message and promote attractions to weekend visitors

» “Weekend" message tags were added to the end of radio script to help support weekend drive markets:
> Station personalities recorded and endorsed the Wildwood brand initiatives

» Focused on Philadelphia market where the opportunity for visits were the strongest based on drive distance

Greatest Hits
60s, 70s and 80s

GREATER
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Social Media:

Beyond the website and our paid social media strategy, we have provided a framework for the internal team at
the Wildwoods to provide content to prospective audiences 7 days a week/365 days a year.

Our organic social media plan was developed with the following in mind:

» Relevant content targeting the core audiences in their preferred social channels (Grandparents - Facebook;
Parents - Facebook and Instagram; Millennials - Instagram and Twitter)

» Immediate relevant content supplemented by seasonal, long-term planned content
» Use of retail strategy in terms of offers and specials to drive action
» Development of content which has high engagement potential to augment the paid and earned media budget

Twitter
G Wiwoode Now Jersey F oo

Not a bad start to a Wednesday... The perks of being up for the sunrise @ W

' #Wildwoods

Facebook
B v

the whole family! @@ ¥

or-treat, haunted house and more!

B AM - 3Ot 2018 trors Wikdwood N

108

Happy Halloween from the Wildwoods! &

T8 T W waatansd OF Movey s Py OMoDariesl! Cove 0t 000 oy he
N Wiow BUTMOIC APeTence - Tt St CrTian Yaaton of mermment, roler
CORMnrs. 18- whwis Dawr. Oreliedl, Drafwursl & Mo

LIVE ENTERTAINMENT

IN FRONT OF THE FERRIS WHEEL

FRIDAY, 0CT. 5
6:30 - 10:30 PM - ALL SOULED OUY

SATURDAY. OCT. 6

1 =5 PM - THE MORNING AFTER BAND
6:30 - 1030 PM - JOE BACHMAN & THE PARTY

SUNDAY.OCT. 7

i “
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A view that never gets old...

Instagram

e

-

P
-

) in the Wi ds is sure 10 be a spookitacular good time for
Festivities will include a Halloween movie & treats at Byrme Plaza, a trunk-

Check out our Events Calendar for details: https://bit.ly/IMrqos) I

= Wildwoods, New Jersey shared a post
Oct10d 2142 AM

(S
=

Nl
SR

& wSMANBAVERNY
. = ’

n -:’\"

\.i‘-: ‘?rl{‘ ;

2P Wilkdwoods, New Jersey

October 16 at 11:33 AM

o

whdwmatnn The Widwnot B Lhow 5~
s Rl e R S

Comtn S Sy 1 7 B Mnghe, 30
O e L TR
Srony
POTYROY UrTRcVE S Your 3O 4
WONG B3 W00 19 by Voned et
Beach I the USA"
Sharvmetd T Vit b o PN e
B
B e L A )
PR T 10 PUrCha
BCPWWTZ OCE DTV e

GEN2116476P1

SATURDAY THE FA 609-729- 4000 Ticrermastert
Fuint cussic B & BEYOND WEEKEND | ===

------------------------ T

weuticleinaiier con

FRIDAY NIGHT

DANCEPARTY [ | Do boes & Bk O ORCERT

C Center N
TFrankic {kakn @ * (fm“‘\‘ (hecker

.’.M.‘{-’Jf'. LI

149 s

= TICKETS ONSALE @ wsovooouni roscw
O oo G ()W MAY1L2018AT 9AM =

N 12 13, 2018 740000 B N

Ansiversary Celedraton! Event will feature

(elebroting 15 Years of | combiimen, SRR ARt Se
‘é‘bLOUS -535 ~ v of Conmerce Checher! Ot your o

~2

NEO

WHawooa ana

yo7s

’ 218 s

Enjoy a Bonfire on the Beach this Saturday, October 20, at 17th Avenue in
North Wildwood from 6 p.m.-10 p.m There will be live entertainment &
refreshments! Bring a blanket or beach chair and enjoy a fun night on the

beach 6

Admission is $10. Children under 12 are $2.

B Wildwoods, New Jersey shared a post
' October 29 at 8:57 AM - @
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Wikdwood from 11 am.- 8 pm!
smiling_butterfiy$18 Gellzabeth.malo

wildwoodun] I's 3 boastiful day in the
Wikswooas for seafood & musc! *3 @

.
Come out and enjoy the Seatocod & Music
Fesval along Atantic Avenue between

Avenues n
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PAST PERFORMANCE CASE STUDY: THE WILDWOODS

Results:
. o o MEDIA HIGHLIGHTS
Since the beginning of our relationship, we have had YOY increases in visitation, ADR,
RevPar, and lodging tax. TV » Over 1,100 TV spots across two major markets (Phil/NY), inc. airtime in CMA Awards,
Bachelor Finale, DWTS
We also have had significant media accomplishments. Our media performance was also » Philadelphia TV posted at a 116% over-delivery, resulting in 46.6 added GRPs as bonus
successful as evidenced in the table to the right. ($23,485 value)
Out of Home » Philadelphia market delivered 15% over the contracted number of spots, resulting in 87K
bonus flips
» NJ market delivered 34% over the contracted number of spots, or 134K bonus flips ($22k
value total for both)
Online Video » Over 1.7M video impressions served with an 88% completion rate (+21% higher than

industry benchmark) and 0.51% click rate (+34% higher than industry benchmark)

Digital Display » Rich media display resulted in 57% interaction rate (IR) and outperformed the industry
benchmark by 954%

» Standard display through search RT resulted in 0.19% CVR, 58% higher than campaign
average, and delivered 2,166 post-impression site visits, the most of any tactic

Paid Social » 1.3M Facebook impressions served, which delivered by more than +75% over the
estimated output

» Overall 1.47% CTR was 63% higher than industry benchmark and $0.27 CPC was 57%
more efficient than industry BM

Paid Search » Campaign delivered a 7.49% CTR, which is 244% higher than the industry benchmark of
2.13%

» Avg CPC of $0.21 is 86% more efficient than industry benchmark of $1.55

GREATER
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THE WILDWOODS REFERENCE FORM

Broward County Board of
County Commissioners

L
BRCVWARD o
- COUNTY Vendor Reference Verification Form

Broward County Solicitation No. and Title:
GEN2116476P1, Advertigng Agency Services
“Reference for: Fyopideas

Qrganization/Firm Name providing reference:

Greater Wildwoods Tourism Improvement and Development Authority

Contact Name: Ben Rose Title: Director Marketing/FReference date: 207719
Contact Email: prosg i wildwoodsnj.com Contact Phone: gng.g46-2657

Name of Referenced Project: Creative and WMedia Services
Contract No. Cate Services Provided: Project Amount:

12-6-2016 January '"17 lv  Thmu Dec. 2019 Total Contract $1.8 MM
Vendor's role in Project: EPrime Vendor DSubconsultanb‘Subcont’ac’tor

Would you use this vendor again? m\'es DNo If No, please specify in Additional Comments (below ).

Description of services provided by Vendor:
Marketing and Advsrtising - creative, madia, etc.

Plaase rata your axparience with the Needs Satisfactory Excellent Not
rafaranced Vendor: Improvement Applicabde
1. Vendors Quality of Senvice
3. Responsive
b. Accuracy
¢. Deliverables

]
N
N

2. Vendors Crganization:
a. Staff expertise
b. Professionalism
c. Tumover

LIO0 [

3. Timeliness of:
a. Project
b. Deliverables

4. Project completed within budget

10 O OO0 OO0 OO
OO0 O 0O OO0 O
REE H BN BEE BEE

OO0 O 4d

S. Cooperation with:

a. Your Firm

h. Subcontractoris¥Subconsultant{s)

¢. Regulatory Agencylies)
Additional Cammenrnts: (paees ok e i et Dozl

P IR R G PR SC AT BT A T

il sl e (LS5 R I | RE N [ Ciw i I I Y
wlrlo “alos predidiz Jovac Vou'ly 2oubetloezm:islor venio SEcIamedioz hrl taizu o, Ll lM) o nio Il AatimIcls wale noapiod Il TR TP LIy e wll ¥ he
LR TR TR CI R E P R W TR TTTTRETT e F PR TT) g TR ST TR SR TS AT o TR TRRETY RV BRI E IR E VTR FTRE T (TR TTIT TR TR SR TR ST E TORL BN TR T FTUR B STV TR T

F oo e Ved.
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GEN2116476P1

PAST PERFORMANCE CASE STUDY: BIG SKY

Nature of Relationship: Agency of Record, Media Planning & Buying, Creative & Brand Strategy, Social
Media Strategy from 2013 — 2017; account transitioned with hiring of new CEO

Why We Are Proud of This Case Study: This was one of Fuseideas most successful client relationships
and shows our philosophy in how we work with clients. There are a number of reasons why we are proud of
this work, namely:

Strong relationships with the local stakeholders in Big Sky

A need for us to be resourceful with their limited budget ($1M) in order to achieve maximum impact

Record results in visitation increases year over year

Success in economic development, where sales of second homes skyrocketed during our tenure

Achieving every major objective from when we started the relationship

Increase in lodging tax revenue for the CVB

Winning the 2016 Montana Governor’s Award for Best Tourism Campaign (see lower right photo)
The case study specifics are identified below:

Goals and Objectives: The goals for Visit Big Sky when Fuseideas started were very clearly articulated to
us:

1. Generate increased visitation, especially in the summer months, when visitation is traditionally lower
2. Reposition the brand as more than a skiing destination
3. Contribute to overall economic growth of the region

Project size is measured in the thousands of hours.
To respect client privacy reference contact is available under separate cover.

Strategy: We conducted a thorough examination of research data, as well as other sources and developed a
repositioning strategy to associate Big Sky with a wide range of other outdoor adventure and recreation in
addition to skiing. Most importantly, we chose to leverage Big Sky’s close proximity to Yellowstone National
Park.

Creative: We developed distinct strategic creative approaches for winter and summer, just as we had
developed distinct media strategies for both seasons. While our winter creative leveraged the Biggest Skiing
in America™ by featuring fabulous images of skiing, snowboarding and snowmobiling, our new summer
creative featured whitewater rafting, bison, zip lines, mountain biking, fly fishing and Yellowstone’s iconic
geysers.

Media Strategy: In order to maximize their budget against better-funded competitive destinations,
Fuseideas developed an innovative media strategy to out-perform the competition. Seeking to maximize
precious media dollars, our plan included a media mix with 45% digital, 27% print, 14% OOH, 7% SEM with
the balance in paid social media and radio. For summer, a focus on such drive markets as Montana,
Washington, Idaho, Wyoming, North Dakota, South Dakota, Minnesota and Calgary, and for winter, a focus
shift to direct flight markets such as Minneapolis, Chicago, Seattle, New York and Los Angeles.

We also were very innovative with digital media — including programmatic display, endemic display and
native content — which was hyper-targeted to reach the most relevant travel consumer in these key markets,
and we leveraged some strategic partnerships with NPR to reach older, affluent listeners as well as other
strong media partnerships (i.e., National Geographic, TripAdvisor) to deliver maximum value and ROI to
Visit Big Sky.

BidSync

BIG-SKY

M ONTANA

We're just an hour away from Yellowstone and the perfect place to launch your summer vacation.
Come visit “the little town that's next to everything” and you'll find whitewater rafting,
backcountry hiking and so much more. Learn more at visitbigskymt.com.

Outhiere; thete arenotimits, BOVNDLESS.

3333333
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PAST PERFORMANCE CASE STUDY: BIG SKY

Fuseideas worked diligently with Visit Big Sky to develop a series of performance indicators that
would allow us to determine whether we were successful. These KPIs included online and offline
measurements (i.e. visitor guide requests) but also included more business oriented results such
as ADR, RevPar, and Lodging Tax increases.

Below: Fuseideas was honored to attend the 2016 Montana Governors
Conference on Tourism and engage with numerous stakeholders throughout
the State, and we were particularly grateful for winning the award for the
Montana Tourism Campaign of the year.

First Year Results (2014-2015) oy h_ wm‘w PV CEEE | — onTamn  MMNTEZRNE
Summer 2015 campaign resulted in over 26 M media impressions in market ¥ ' e ‘
Overall visits to the VisitBigSkyMT.com website were up 42% YoY during May-Sept

Digital media directly resulted in 70,000 visits to the website — an 85% YoY increase
Digital media delivered a .31% CTR & 73% visit rate, outperforming industry benchmarks
Social media resulted in a 15.33% click rate with engagement up 300% in the first 3 months

Year Over Year (YoY) Results

Excellent growth in impression volumes

300% YoY increase in visitor guide requests

Big Sky & Yellowstone Welcome Center saw a 73% YoY increase in visitor foot traffic
10% increase in YoY hotel ADR

17% increase in second home purchases (economic development)

20% increase YoY Lodging Tax Increase

The table to the right has additional YoY insights for comparison of our winter campaigns and we VISIT BIG SKY WINTER CAMPAIGN HISTORICAL PERFORMANCE

have the same data available for our summer campaigns.

Impression Volume by Media Click Volume by Online Media
40,000,000 ' 180,000 i
32,713,283
30,000,000 w (W— 135,000
11,799
23,10),000
20,000,000 | 17 356 041 _— 90,000
—

B Social 1128 44530

10,000,000 B SEM 45,000 , )
w OOH M Sociel
M Print B SEM

0 | M Digital Display M Digital Display

FY14 FY15 FY16 FY17 FY14 FY15 FY16 FY17

» The Big Sky Winter campaign experienced a marked increased in both impressions and click
performance since FY14, with a 11% increase in impressions Y/Y and a 52% increase in
clicks Y/Y

GREATER
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BIG SKY REFERENCE FORM

BRIGAWARD

- COUNTY VYendor Reference Yerification Form

Broward County Solicitation No. and Tile:

GEN2116476P1, Advertising Agency 3ervices

“Reference for:

Fuseldeas

Organization/Firm Name providing reference:
Visit Big Sky

Contact Name: Kitty Clemens Title: Executive Director Referencedatel  mnsporg

Contact Email: inya demens.com Contact Phene: 4085959490

Name of Referenced Project: visit Big 8ky Destination Marketing Program of Work

Contract No. Date Services Provided: Project Amount:
MNAA 04/01/2014 o 06012017 $ 2.000,000.00

Vendor's role in Project: D Prime VYendor |:|Subcmsultant!Suboontractor
Would you use this vendor again? Yes []No If No. please spedcify in Additional Comments (helow).

Description of services provided by Yendor:
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Plaasa rata your axperiance with tha Needs Satisfactory ~ Excellent Not
refaranced Yandor: Improvement Applicable
1. Vendor's Quality of Service
a. Responsive
b. Accuracy
¢. Deliverables
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2. Vendor's Crganization:
a. Staff expertise
b. Professionalism
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Broward County Board of GEN2116476P1
County Commissioners

PAST PERFORMANCE CASE STUDY: BERMUDA TOURISM
BERMUDA

so much more

o [ |
]

Fuseideas is pleased to present our successful work for Bermuda Department of Tourism.

Relationship:

Global Agency of Record

Brand Strategy

Advertising and Media Campaign
Creative Concepts and Production
Media Planning

Social Media/Content Generation
Web/Digital

v Vv VvV VvV VvV VvV V9

Contract Duration:
» 2012 — 2016

Project Team:

» Steve Mason, Lead Strategist

» Dennis Franczak, Strategist

» Laura Dunn, Account Director (No longer at the agency)

» Kristin Ingeneri, Project Manager (No longer at the agency)

Minority Demographics
» African-American

%
-
=
>
0
1Ll
-

» LGBT+
Our reference for this case study is as follows: e A mmhg
» William Griffith under the stalactites, there’s soymilith more tc stic you in
. . . BorrgliSe- T'<"‘P°" V°“"°'\U'2"°“" S0 mut,h mor L :
» Former Director of Tourism; Bermuda Tourism , D

)

» Current Director of Tourism, Barbados Tourism
» P:(246) 836-5836
» E: billyg@visitbarbados.org

GREATER
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Broward County Board of
County Commissioners

PAST PERFORMANCE CASE STUDY: BERMUDA TOURISM

GEN2116476P1

Nature of Relationship: Global agency of record, research, brand strategy, creative, media
planning & buying, website development, social media & content marketing

Situation Overview and Challenges: Fuseideas was selected as the global agency of record due
to our scientific, data-driven, integrated approach as well as an understanding of how to measure the
success of our campaign efforts. We needed to bring this discipline to Bermuda, but when we began
work on the account, there were many challenges:

» Decline in visitors and revenue over several years

Intense worldwide competition for leisure and group/business meetings
Lack of product evolvement on the island

Non-support of tourism initiatives by stakeholders

Limited knowledge of customer needs and wants

Inability to target ideal visitors

Lack of clarity on Bermuda’s true product

Confused perceptions of Bermuda among potential visitors

Desire to be a year-round destination

vV VvV VvV VvV VvV VvV VvV Vv Vv

Need to maximize media against better-funded competitors

Research Approach: “Big Data” to Drive Media & Creative Strategy: Fuseideas conducted
an extensive research study to formulate our brand strategy. One of the more innovative ways we
developed the brand, is that we saw an opportunity in an asset that Bermuda Tourism was ignoring
— their visitation arrival cards. We realized we would be able to get a true statistical analysis of
Bermuda’s core customer by performing an original profiling and segmentation study by digitizing
those cards and running an Experian Mosaic analysis on them. We then used that analysis as a key
basis for developing “personas” with which to customize creative, and also identify new audience
opportunities and use the analysis for the foundation of an integrated 3-year media strategy and
content marketing plan that was designed to augment their marketing budget.

Creative Insight & Brand Positioning: Bermuda is an authentic, safe, all-inclusive island
experience with more to offer than pink beaches and gorgeous water

Once you get there, you find something you never expected

Bermuda leaves you wanting more ... one vacation there isn’t enough

BidSync

Creative Strategy: As we developed our positioning strategy based on the research, we arrived at a
simple message that we knew would resonate but would need to evolve over time. We landed on “So
Much More” as the foundation of the brand in order to dispel myths of Bermuda that had built up
over decades of bad marketing. We knew we could use this tagline as the foundation, but evolve the
creative over time, building upon the foundation:

» Year 1: (Brand Launch) Dispel the myth that Bermuda was an old and tired brand with only
pink sand beaches

» Year 2: Evolve “So Much More” to a more persona-based approach targeting our key audience
profiles (based on the profiling and segmentation study) and use messaging that allowed us to
further help people identify with Bermuda

» Year 3: With “So Much More” established, we continued our creative evolution with a deeper
focus on the emotional connection to Bermuda as well as niche interests (weddings, dive, golf)
and strong digital and media partner opportunities

» Year 4: All about the Bermuda experience with a concentration on media partnerships to
create native content for the web, social media and more

Results
» 12% leisure visitor increase first year

» 20%—25% year-over-year increase in positive brand sentiment through brand tracking
studies

» 2,500% increase in social media engagement in the first year

» 300% increase, year-over-year for the 3 years

» Groups and international visits increased 5% in the first year

» 100% increase in site traffic (Europe) with over 50% decrease in bounce rate
» 30% increase in U.S. site traffic

» 25% added value achieved through media negotiations

GREATER
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Broward County Board of GEN2116476P1
County Commissioners

PAST PERFORMANCE CASE STUDY: BERMUDA TOURISM

As described in the brand strategy section, research is an extremely important foundation for any brand

strategy, creative campaign, media strategy, and also long-term content marketing strategy. .. : National Tourism
2010 BDOT Maste;r Plan
As part of our full-service efforts for Bermuda, Fuseideas conducted an extensive research study to Focus Groups v Ongoing

formulate our brand strategy. Details are described below but also summarized in the diagram to the right. Campaign Results

2012 One-on-one

Interviews, : .
Research Approach: FOCE:GrSS;S STRATEGIC <4 Analysis of
To overcome the many challenges facing Bermuda Tourism, we conducted a number of research initiatives: PLAN N I NG :  Website Traffic
Engaged with all key local stakeholders on the island in the tourism and hospitality industry to help build 2013 Benchmark :
consensus for the tourism initiatives Study-Awareness : g(aé?rjfports

: nput

Conducted focus groups in five cities (Boston, NYC, Toronto, Washington DC, and Miami) to gain customer _ A :
insights into brand perceptions and traveler preferences BTA Exit Surveys Visitor Pro filing

.
aaaaaaaaaa

Developed a comprehensive brand strategy based on the National Tourism Master Plan’s existing & Segmentation
consumer research insights

Utilized exit surveys to obtain customer satisfaction data

Performed the behavioral profiling study by digitizing 6+ years of Bermuda Customs and Immigration

Visitor Cards completed by those entering Bermuda by air Right: The visitor arrival data e oy -
identified core Bermuda Niche Segments ‘ > + (B) Flourishing Families
customers but also showed « (C) Booming With Confidence

Strategic Considerations from the Research: three “opportunity” segments - (D) Suburban Style

. . . that allowed us to allocate - (€) Thriving Boomers

There were a number of key strategic considerations that came from the research that we needed to media dollars. This strategy « F) Promising Familes

address: helped maximize budget and + (G) Young, City Solos

Use the profiling and segmentation study as a key basis for identifying new audience opportunities and as introduce Bermuda to a new , 9l e L e

. . . o« e customer base. Opportunity Customers « (1) Family Union

the basis for a 3-year creative and 3-year media strategy that maximized budget + U1 Ankmms Years

Build a comprehensive master marketing plan for use by all the agency partners (PR and in-country - (K) Significant Singles

representation agencies in Canada, UK, Germany and Italy) e

. . . . . . . . . . . (“) Fm n uum

Launch the brand on-island first in order to build pride within the destination and help turn the population - (N) Pastoral Pride

into brand ambassadors “ \\' *(O) Singles and Starters
. . . . . ") (P) Cultural Connections

Build a robust social media engagement and content marketing program with agency and local resources to \. + (Q) Goiden Year Guardians

augment the paid media budget Low Margin Expension (R) Aspirational Fusion

Galvanize the integration of brand messages with the public relations agency and three other international -

public relations and sales representation firms

~ Mo alol Growupe Client Reocsrac - National Bace > noe x
Re-engineer the five global websites and solidify with analytics and downstream analysis to measure (A) Power Elite 20552 308  spersss 52 a7
COHVEI'SiOIlS u (B) Flourishing Famies 6.802 10.3 5,332,072 47 222
(C) Booming With Confidence B.848 13.2 6.740 318 58 225
Revitalize their group sales/meetings strategy through better incentives BEN © suburban Siye 4383 68 628453 55 120
1= (5 Thriving Boomers 4.120 62 6.050.618 6.1 102
(F) Promising Famiies 1.858 28 32,840,723 34 81
(G) Young. City Sclos s.678 7.0 2444008 21 aze
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Broward County Board of GEN2116476P1
County Commissioners

PAST PERFORMANCE CASE STUDY: BERMUDA TOURISM

As the lead agency for Bermuda Tourism, Fuseideas was responsible for all global creative strategy and deliverables. Our brand campaign “So Much More” creative focused on four main “personas” from
our profiling and segmentation study: Power Elite, Booming With Confidence, Flourishing Families, Social Go-Getters. Media included TV, radio, OOH, print, digital, and paid search, and was
supplemented by a very robust content marketing and social media strategy.

“So Much More” Media Placement Examples included Niche, MICE, and Co-ops

Digital creative assets spoke specifically to the 4 personas from the profiling/segmentation studies and included unique
i S NG S IARSOM DLW O - landing pages for each individual persona.
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Social media and shared media content development was a major responsibility. We had four full-time people dedicated to
these efforts. Beyond standard content development, we developed social engagement activities (“So Much More Your
wn”) and also specific social media promotions including one with ABC’s The Bachelorette, which filmed in Bermuda.
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http://dev.fuseideas.com.s3.amazonaws.com/clients/bermuda/2014/04/01/SGG_970x415_end02.html
http://dev.fuseideas.com.s3.amazonaws.com/clients/bermuda/2014/04/01/UA_970x415.html
http://dev.fuseideas.com.s3.amazonaws.com/clients/bermuda/2014/04/01/EN_970x415_end03.html
http://dev.fuseideas.com.s3.amazonaws.com/clients/bermuda/2014/04/01/AllAbouttheKids_300x250.html
http://www.gotobermuda.com/Campaign/So-much-more-to-experience/
http://www.gotobermuda.com/Campaign/So-much-more-fun/
http://www.gotobermuda.com/Campaign/So-much-more-to-explore/

Broward County Board of GEN2116476P1
County Commissioners

PAST PERFORMANCE CASE STUDY: BERMUDA TOURISM

The key to any brand concept is how it comes to life on the website and in mobile engagement. Fuseideas was
also responsible for the entire website ecosystem that included five global websites, the CRM and also the
mobile strategy. Fuseideas was responsible for all technical programming, design, hosting and content strategy.
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Broward County Board of
County Commissioners

BERMUDA TOURISM

PAST PERFORMANCE CASE STUDY:

Media Strategy — Based on Persona-based Approach:

Media is critical to any brand development effort. How a campaign comes to life in media is just as
important as the idea itself, and Fuseideas had extensive success in our media planning and buying.
Bermuda was being outspent by their competitors (e.g., Bahamas, Jamaica, Aruba, the Cayman Islands)
by a 2:1 margin, so we needed to develop a long-term media strategy (with nimble adjustments based on
our robust analytics). Our strategy considered the following factors:

First year for the brand launch had a large percentage of high-reach media (broadcast, print, OOH) in key
U.S., Canadian and European markets and targeted Bermuda’s core audience as identified by the
profiling and segmentation study.

¥ DAY

GEN2116476P1
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In the second and third year, we evolved the media mix to include substantially more digital placements
in order to target niche markets and the top prospect personas identified from the profiling and
segmentation study. BERMUDA'S CHILL FACTOR.

R o e L B e ) R e
S mergpe sy enr can T e

In the fourth year, digital was by far the largest component and new media partnerships were created to
provide Bermuda with significant value in new native content.

"N

Co-ops
Fuseideas was responsible for managing a large number of co-ops with airlines such as JetBlue, Delta
and Air Canada, just to name a few. Examples are to the right.
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Quitdoor 10% )
Radio
Trads BERMUDA
Paid Sozial
Year 1 Plan Year 2 Plan Year 3 Plan

Significant Media Accomplishments
» Averaged 4:1in value added over the life of the relationship.

» Fuseideas was able to leverage our strong relationship with our media vendors to buy a Super Bowl spot
for Bermuda Tourism only four days before the game. An opportunity with inventory through CBS
became available and within hours, Fuseideas was able to place a buy so that the spot was seen by

millions in the Washington DC/Baltimore and NYC DMA for a fraction of what other advertisers were e e
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Broward County Board of GEN2116476P1
County Commissioners

CURRENT CLIENT LIST

Fuseideas serves clients across the United States with no limitation of geography. The
listing below highlights our current client list across our main sectors of service.

GOVERNMENT

TRAVEL & TOURISM HIGHER EDUCATION

3/21/2019

Fusgldeas has a strong diverse client base which ensures we don’t have any one client Tourism Santa Fe Maine State Lottery University of Baltimore
making up a majority of our revenues. . . . o _
Northern New Mexico Air Alliance Vermont Lottery University of Texas-Arlington
, , , , , Greater Miami and The Beaches City of Rochester (NY) Norfolk State University
Our largest accounts are typically retainer-based, full-service relationships where we are , . , : , ,
San Francisco International Airport City of Newport (RI) Radford University

responsible for the entire range of services from strategy through delivery and

optimization.

The table below also identifies some of our largest media accounts in the last 5 years.

Client Media Billings

Greater Wildwoods Tourism Authority
Cayman Islands Tourism

Nashville International Airport
General Tours/Alexander+Roberts
Rhode Island Airport Commission
City of Rochester (MN)

American Queen Steamboat Company

Maine Department of Transportation William Paterson University

Northeastern University

Iona College

Morehead State University

Worcester State University

Bermuda Tourism (2012 — 2015) $13,500,000 .

Bangor Airport
Connecticut Lottery $13,000,000
Foxwoods Resort & Casino $8,500,000 ENERGY MEDIA/ENTERTAINMENT  CONSUMER B2B
Maine Lottery $5,000,000 Dead River WCVB Healthworks Bose
Vermont Lottery $5,000,000 Daymark Energy Advisors WMUR Timberland GenPro
Rhode Island Airport Corporation $2,500,000 Boston Bruins Redwood Logistics
San Francisco International Airport $2,500,000 Philly Pretzel Factory CREW Boston

Cengage

Tourism Santa Fe $1,500,000 SPScientific
Wildwoods Tourism Development Council $1,500,000
Bose $1,500,000
University of Baltimore $1,000,000
Healthworks $1,000,000
Philly Pretzel Factory $1,000,000

BidSync
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SIMILAR CLIENTS: TOURISM & GOVERNMENT

Broward County Board of
County Commissioners

GEN2116476P1

Fuseideas is pleased to provide a full list of destination marketing and related clients that we have worked with in recent years, either as the lead agency or part of an overall agency ecosystem serving the client. On
the pages that follow, we have provided samples of relevant projects that demonstrate our capabilities.

Client

Cayman Islands Tourism
Tourism Santa Fe

Wildwoods (NJ) CVB

Miami Convention & Visitors Bureau
Bermuda Tourism

Visit Big Sky

Destination DC

Rochester (MN) CVB

Outer Banks CVB

Germany Tourism

Destinations International (DMAI)
Visit Newport Beach (CA)
Massachusetts Office of Tourism
Barbados Tourism

Travel Alberta

Foxwoods Resort & Casino

Rhode Island Airport Corporation
San Francisco Int'l Airport
American Queen Steamboat Co.
Alexander+Roberts Luxury Tours
Philadelphia Int'l Airport
Nashville Int'l Airport

Bangor Int'l Airport

Hartsfield-Jackson Atlanta Int'l Airport

Duration
2015 — Present
2015 — Present

2016 — Present

2017 — 2019
2011 — 2015
2013 — 2017
2015 — 2016

2016 — Present

2016 — 2017
2015 — 2016
2014 — 2016
2015 — 2016
2009 — 2014
2015 — 2016
2014 — 2015

2017 — Present
2017 — Present
2015 — Present
2013 — Present
2012 — Present
2012 — Present
2012 — Present

2009 — Present

2011 — 2015

Services Provided

Website/Digital Media Agency of Record
Full Service (Agency of Record)

Full Service (Agency of Record)
Website Development

Full Service (Agency of Record) — Global Lead Agency
Full Service (Agency of Record)
Experiential & Social Media Projects
Brand Strategy & Brand Development
Virtual Reality/Special Projects
Social Media Projects

Full Service (Agency of Record)
Brand Strategy

Projects, Interactive & Social Media
Brand Strategy

Sub-Contractor - Experiential Project
Full Service (Agency of Record)

Full Service (Agency of Record)

Full Service (Agency of Record)/Web
Interactive/Digital

Interactive/Digital

Interactive/Digital & Web
Interactive/Digital & Web

Full Service (Agency of Record)

Full Service (Agency of Record)

BidSync

tripadvisor
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Below: Our staff are active participants in many destination marketing
conferences and our CEO is often sought after to speak on the latest

trends in destination marketing. He was a guest speaker at the FADMO
conference in 2018.
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missioners

Fuseideas understands that our pricing is compensation, paid on a monthly basis, per scope of services.

We understand that flat fee services includes all services associated with media ad buys where the cost
of the purchased media is up to 4 million dollars ($4,000,000) cumulatively during any fiscal year.

We also understand it excludes optional services and commissioned media services.

We prepared the pricing in relations to the evaluation criteria and standard instructions to vendors and
acknowledge that the County may negotiate pricing as in its best interest.

Fuseideas has submitted our pricing through BidSync and we are available to answer any questions
related to our pricing submission.

Thank you.

GREATER
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Broward County Board of GEN2116476P1
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PRICING SUPPORT

Fuseideas has enjoyed strong relationships with our clients and it is because we believe in value added pricing that results in a mutually-agreeable compensation model. This model will maximize the budget for the
GFLCVB and allow Fuseideas the resources to service the account to meet your needs.

Below is our estimated level of effort which is designed to provide maximum value for GFLCVB and is based on similar retainers based on the media budget of $4M.

In addition, we would like to extend an offer of added value for your consideration. We have always believed in providing our clients with good value not only for services provided but beyond that in media
bonuses, added value media exposure, and added hours of service beyond the required amount. If we are retained, we will provide at no additional cost a quantitative research project using online surveys
sent to email addresses you provide of people who had signed up to receive information from GFLCVB. The email addresses will remain confidential and used exclusively for the survey. In this research, we would
drill down into how and why Fort Lauderdale and Broward County got on their candidate list for a vacation destination, and the top reason people who visited Fort Lauderdale selected it as their destination, what
other places they considered, and why. For people who inquired but have not visited yet, we would probe why not, what is the top reason they have not yet come to Fort Lauderdale, other places considered, where
they went instead and why. The results of this research will be presented and shared, informing some of our psychographic and behavioral creative strategy.

ELEMENT QUANTITY COST PER UNIT TOTAL ELEMENT COST MONTHLY COST MONTHLY HOURS

3/21/2019

Media Planning & Buying $4,000,000 7.50% $300,000 $25,000 167
Photoshoot 2 $10,000 $20,000 $1,667 N/A
2-Minute Video 1 $100,000 $100,000 $8,333 N/A
Video Talent (included in video shoot) 0 $1,500 $0 $0 N/A
Influencers for Social Media 5 $10,000 $50,000 $4,167 N/A
Translations Services (Spanish, Portuguese, German, 6 3
Italian, French) S5 $10,000 $50,000 $4,167 2
Trade Show Material for 7 types of shows
(e.g. LGBT, Underground, etc.) 7 $5,000 $35,000 $2,917 N/A
Awards 50 $100 $5,000 $417 N/A
Events (1 per quarter) $75,000 $75,000 $6,250 N/A
Print Design: Annual Vacation Guide $50,000 $50,000 $4,167 28
Print Design: Meeting Guide $25,000 $25,000 $2,083 14
Print Design: Visitors Map Brochure (includes external
animation) 1 $15,000 $15,000 $1,250 8
Print Design:Small Lodging Brochure
(assumes 100 lodges) L $30,000 $30,000 $2,500 17
Print Production 1 $400,000 $400,000 $33,333 222
1 creative team member 1/2 time (note 50% discount) 1 $75,000 $75,000 $6,250 42
1 Account Director full time (note 50% discount) 1 $150,000 $150,000 $12,500 83
1 Project Manager full time (note 50% discount) 1 $150,000 $150,000 $12,500 83
1 digital team member full time (note 50% discount) 1 $150,000 $150,000 $12,500 83
1 engineer for web and mobile support full time g
(note 50% discount) 1 $150,000 $150,000 $12,500 3
1 digital planner to update vacation planner 1/5 time 1 $50,000 $50,000 $4,167 28
Analytics monthly fees totaled for one year 12 $5,000 $60,000 $5,000 33

TOTAL FLAT SERVICES FEE $1,940,000 $161,667

GREATER
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THANK YOU. ..

Now that you have read our proposal, we hope you have come away with an understanding of Fuseideas and our team as a group of people who are strategic thinkers with extensive experience in developing
effective destination marketing programs for our clients. The foundation for the great work we do lies in our:

» Ability to be good partners — Most agencies want to do it all and keep their secrets to themselves. Fuseideas believes that being a good partner means working collaboratively with the GFLCVB,
Simpleview, your PR firm, and the destination stakeholders to bring best-in-class expertise to support the best interests of the destination. We understand being a team player is the most important
ingredient for success and it’s something we take a lot of pride in because a collaborative approach is better for the client and leads to long-term goodwill and return on investment.

» Commitment to accountability and ROI — Most agencies do not take a results-first, data-informed approach — we do. We use data on the front end to inform strategy and analytics on the back end to
ensure ROI and accountability. This ultimately ensures that media budgets are being spent in the most efficient way possible.

» Staff that embraces digital marketing and new technologies — Fuseideas’ origins as a digital agency give us an extra advantage, because our strategy includes innovative elements that reduce cost
and make our work measurable and accountable. This allows our clients to work with experts who understand how your prospective audiences live and consume media.

» A resourceful, agile approach to problem solving — Most institutions, businesses or organizations don’t have unlimited resources. We help them succeed by being adept problem-solvers who take
the time to go above and beyond to understand a client’s needs. To do so, we are fanatical about client service and know that a strong relationship is the key to great work. Our ability to help maximize a
client’s budget is built on these relationships, and it is why clients enjoy working with us.

We pick our partners selectively, and we know you do the same. Working with Fuseideas means:
» Working with an agency experienced in destination marketing, as well as other sectors, for a fresh perspective
» Immersing yourself in an intensive strategic and creative experience
» Being provided with valuable data to help in decision making
» Working with strategic thinkers who embrace technology
» Spending time with a group of people who are obsessed with great work

If these things interest you, then it makes sense to have a conversation. This is where the collaboration process starts to happen.

Thank you for this wonderful opportunity.

FOR FOLLOW UP, PLEASE CALL:
DENNIS FRANCZAK, CEOQ
781-897-4801
DFRANCZAK@FUSEIDEAS.COM

GREATER
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CBE LETTER OF INTENT

BRCWARD LETTER OF INTENT

i

COUNTY BETWEEN BIDDER/OFFEROR AND
(F L O R § O Al |
SHNCE O/ 4CONIE AND COUNTY BUSINESS ENTERPRISE (CBE) FIRMWVSUPPLIER

CHALL AUSIHREE BIVE . DFMINT

This form Is to be completed and sgned for each CBE firm. Hthe PRIME Is a CBE firm, olease indicale the percentage
performing vAth your own forces.

Sdlicitation No.- GEN217154/6F1

Project Title; Adveriising Agency Services

Bldder/Offoror Name; ~UB9/d8as
pddress B VWInchester Flace, Sulte 303 cty Winchester Qate: MA 7. 0188C

Authcrized Representalive, DENNIS Franczak, CEOQ Phone, /21-897-4801

CBE Firm/Supplier Name: VeIOCITy Vid80s

Address 990 S. Pine Island Road, #150 ciy Plantation State. FL zp. 33324

Authcrized Representative: S8an K. Michasl Phone: 954-734-5055

A This is a letter of intent betweer the bicderoffercr on this preject and & CEE firm for the CBE to parform work ¢n this
project.

B. Bysigning below the bidder/offercr is commilting o ulilze the above-named CBE to perform the work descnibed
below.

C By signing belaw the atave-named C3E is comm thing to perfamm the work described baow.

D By sgning beiow the bidder/oftercr and CBL affirr that it the CBE surcontracts any of the wnrk described balow, it
may on'y subcontract that work to another CBE.

Work to be performed by CBE Firm

Description NAICS® VIS Sonuae $:,§,':.,‘:,';:;"$hj':
Video content assel creation senvices 542191 S 116,400.00 8.00 %
%
%

AFFIRMATION: | hereby affirm that the information above is true and correct,
CBE Firm/Supplier Authorzed Representative

s e I W Tite: Founder, Lead Video Markeler pate: 03/10/2019

4
Bidder/Offeror N..,(hon' ud?ﬁ‘ﬂtﬂi_vo
Vs o L~ it

¢ ’ /A 7k 2
Slgnature: {/J’ 4% & ‘.4-7/./ Title: CEO = Date: 03/11/2079

' vidt Census cov and select NAICS to search and Identty the correct codes. Mateh type of work with NAICS codz as
closely as poss ble,
? To be provded only wnen the solictation requires that bidderiofferor inciuds a collar amount in itz bidfoffer.

1 the 60Nt Me BOTSIOIRILr (068 POt IEC Ve WarS of ING Prme CORIract 87y SM0 AV RIFSEEAISN0nE 1t hE LONG! oF (et 800 ANmaIen 05! &
el snd voxd
Rev.: June 2018 Compliance Form No, 004
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CERTIFICATE OF INSURANCE

Y e DATE MMDOYYYY)
A! CORD CERTIFICATE OF LIABILITY INSURANCE

cenaneg

THIS CERTIAICATE IS ISSUED AS A MATTER OF INFCRMATION ONLY AND CCHNFERS MO RICHTS UMON THE CERTIFICATE HOLDER. THIS
CERITIFHCATE DOES N | AHFIEMALIVELY OH NEGATIVELY AMENL), EX TEND OR ALIER THE COVERAGE AFFURLUEU BY |HE POLICIES

BA OW. THIS CFRTIFICATF OF INSIIRANCF DOFS NOT CONSTITUTF A CONTRACT RFTWFFN THF ISSLING HSUSFR(S), ALITHORIZFN
REMRESENTATIVE COR PRODUCHR, ANO THE CERTIFICATE HOLDER.

IMPORTANT: F the certificats holder is an ADDITIONAL INSURLD, the policy(ies) must have ADDITIONAL INSURLD provisions or be endorsed.
IF SUBROCATION IS WANED, subjcct to the terma end conditiona of the policy, cctain policica may requirc an cndoracment. A statcment on
this certficate does not conter rights to the certificate holder In Beu of such endarsementy(s).

FRODUCER CORACT ™ Housa Account
Ca Insurance Agency, Irc. TIE E"'g; oty (7D1237HD7 [To% wo (7011EEOEES0
31 Weshingon Sbee, ADDRCS
FE) P 1A M3URZN[S) APFORDING COVERAGE NaIC s
Wellczley Hils MA 02421 0002 muome- Harforc Sic ns. Co 128&2
WNIJRD msuseRg: Twin City Mire Irs. Co. 2345¢

Fuseik=as. LLT _WNIURCRC: AX S hisaainsz2 Coampay

¥ Wincrester M1 'Ste SU3 —

WNIIONE

Winchester Ma 0109 —

CUVERNGES CERIIFILAIE NUMEER:  © 18170233 KEVISION NUMBER:

THE S 10 CERIEY THAL |He “ULCI=S CF INSUHANCE LISTED BELUW HAVE BEEN ISSUEL 12 1 HE INSLHEL NAM=L ABOVE FUR THE PO_CY F=RIZD
INCICATED. NOTWITHICTANCING ANY RCQUTCMONT, TCRM OR CCNDITION 07 ANY CONTTFACT OFR CTHICR DOCIMONT AT FCSTCCT TO WHICHI TIHIC
CERTIFICATE IMAY 3E ISSLED OR MAY FERTAIN THE IN3LRANCE AFFORDEL 3Y THE FOLCEES CESCRIEED HEREIN 'S SUBJECT TC ALL THE TERMS.
FXCHSIONS ANT CONDITIONS OF SUCE 201 IS5 1IVITS SFOWN MAY HAUWF FFFN RFDIICFDRY PARN ©I AINS

| X433 TROCTSUSR TOULY EFF | TOLCY EXIY
1™ TYPC OF INDURENCL INsL | wvD PCA WY NUMSE (MMTONYYYY) | RENYYYY)

LMTs
< COMMORCIAL GCHZRAL LIADILITY EACH OCCUSRENCE s 2,000,000
TTRDRF TR FIT
— Joamonax oocun | earMces g saane |3 300000
M2 EXP Ay o pers,__ | 30000
A 025BA300318 12012017 | 12012018 | o mem aa sy |3 2000000
CEN_ACCRECATE LT ALEE PER CENERALACCRECATE g +.000,000
X roucr i Loz PRODUCTZ - CoMPioFAR3 | 5 4.0C0.000
L Hirgd ALt (B Unly) § oo
[
ALTOMOGILE LIABIITY B3 s 3
ANT AUTO BOOLY INJUITY P pseurd | 3
b M?uv SCHENRED NRSRAROA3N 2O | 12MIMR | exon v v my g anem |
> | IRCD NCN-DWNCD [FIRO=ITY DARREL ;
N auTce oy AUTCE ONLY (P axdsart’
<
> wmormauas [ socun CAC!1 OCCURRDNGE 3 4£000.00
a FELFSS N CLANMSNADE MRSRAROE3EN conn 12MIPMIR AGEREGATE 3 4 0rn.nm
1) !Xln-n-mnw » 10,000 3
WCRKERS TION [ IS
AND END_OVERS' LIASLITY —— I JARTC R [——
E OrmcemmenesReciuoss | ]| 03MECNYC190 0217201 | C2012018 [Ek CACTACCICENT .
—_—_— EL DsEASE . SaEMpLOvEE | § 1 /0C0.00C
T ree. Osqke U * 0C0,00C
DESZAINTION OF OPEIATONE boon EL DEEAZE "OUCYUMT |§ "
Professional L abiity- T30
C MCNULUZT 3357801 DSLEFAITE | L&r2V20TW | Each cocumesan 2Ly,
/ggregaic Jmit 2,0C0,000

CELCRPTION OF OPENATIONS | LOCATIONS / VEFICLES (ACOND 161 AukBlcead Merner us Sciesduke. incy by s Lach IFimows g bs 1equliw)

CERTIFICATE HOLDER CAMCELLATION

SHOULDANY OF TIIC ADOVL DCSCRIDCD MOLICCS DC CANCIOLLLD DCIORC
THF FIPIRATWIN NATF THFRFOF NOTICFWII | RF DA IVFRFND IN
MCCURMNCGE WIHTH THE POUCY PRUVISIONS.

AUTHORZED REPRESENT/TIVE
5
! gt
CIRY 2010 ALOHD CORPURAION. Al nghte raserved.
ACORD 25 (2016'03) The ACORD name and logo arc regiatcred marka of ACORD
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AUTHORITY TO TRANSACT BUSINESS IN FLORIDA

APPLICATION RY FOREIGN LIMITED LIABILITY COMPANY FOR AUTHORIZATION TO
TRANSACT BUSINESS IN FLORIDA

FLORIDA DEPARTNMENT OF STATE L7 COMPLIANCE WITH SECTION 6059922 FLORIDA STATUTES THE FOLLOWING IS SUBMITTED TO REGISTER A
Div:sion of Corporations FOREYGN LIMITED LIABEITY COMPANY FOTPANSACT BUSINESS INTHE STATE OF FLORIDA:
, FUSEIDEAS L1C
May 26, 2015

“(hunic of Foraign Linhcd LGty Corpany, must Welnde  Limied LD iy GOEpaiy. el o OF LLt. )

CORPORATE ACCESS (2" name unaval able, erter o) errate pamre sdcoted for the mumose of racsacling dusiness in Phida, The slterrate nams must inciude “Lindted

Liablity Compesy.” *LL.2" o "LL2")

> MASSACHUSETTS 5. 20-4237503

(Farlsdictfon undet (he Taw ol wilct es g Tmkec iy ("B it Do,  upphcani)
carpeny is orgacized)
4 Upon approval B
(L first business it Flosida if rbomkn ,i
(Sze wdiens 6054904 & 405,005, 1.5, 1o byliwilty) g
Qualificaticn documents for FUSEIDEAS LLC were filed on May 25. 2016, ard s 8 Winchester Place Suite 302 Wmchester MA 01890 =
assigned dozument number M160J0004165. Flease refer tc this number whanever ‘:__ = e
ccrrespondirg with this office. - N e
\ Sted Addres of Priz cipal ONce) b =T 8
Your limied liability company IS authonzzd to transact business in Flcrida as ct the tile i
date. ey «. B Winchaster Place Suite 30Z Winchester, MA 01 890 > ™
o N7
To maintain "ective’ status with the Division cf COIDDIBBCFIS an annual report must te 220 N
filec yearly between January 1st and May 1st beginrirg in the yaar following the file [Nialling Add <) L
dete or effactive date indicated above. |f the annual regort is not ‘ilec by May 1st, a
$400 late fee will be edded. ) 7. The name, titl: or cepacity and address of the pesen(s) who has/have authority 10 marage is'are
A Faderal Employer Identificaticn Number (FEVEIN) will be required wher: this roport © Dannis Franczak- Manager
filec. Apply koday wilth hz IRS onlire at: 8 Winch —t . Suite 302
Inchester

hitps://sa.wwwA.irs gov/mocieir/incivicuallindax.jsp. icnallit 2

Wi
Pl2ase notify this office If the limited liability compary address changes. NmChESter’ MA 01390

Shoukl you hava any questions regerding this matter, please contact this office at the

8. Atached is an original certificate of existence, no mors than 90 days o4, daly awhenticased by the official
acdress given belowr.

havirg custndy of reconds in the jurisdiction under the law of which it is organized_ (A photacopy is not

Dekorah Bruce acceptable. If the centificate isin 2 forcign | g., a transletion of the cerificate wode:r cath of the taslatur
Regulatory Spaciclistll , A " { 5 / i
Hecistrato/Jualification Secton /
Division of Camporations Letter Number 616A00011146
Signature cf an suthorized person

(o mmesrdioss with castioon (050203, F 5., tre snavrtion 0 WS documsmt woistikubs on dimcian under the scrmult ca of poruny tht he lras taad herdin s s,
an pvace Gl any Flse infornacdion sbmitied i 8 deesmetl © the Departyie of Sate cansitites b Drind dagree Tbany os pravided forin s 81 7155, 5,

Dennis Franczak, Manacer
Typed or printed neme of signee

waw.sunhiz.arg

Division of Corperations - P.O. BOX 6327 -Tallakassee, Florida 32314

GREATER

FORT LAUDERDALE FUSEIDEAS | 103

3/21/2019 BidSync

p. 114



SSSSSSSSS



Broward County Board of GEN2116476P1
County Commissioners

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;

Ilv.  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
i. 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.

3/21/2019
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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.
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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.

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.

12.

3/21/2019

Legal business name:Fuseideas LLC

Doing Business As/ Fictitious Name (if applicable):Fuseideas
Federal Employer 1.D. no. (FEIN):20-4237603

Dun and Bradstreet N0.:790969187
Website address (if applicable): www.fuseideas.com

Principal place of business address: 8 Winchester Place, Suite 303
Winchester, MA 10890

Office location responsible for this project: 8 Winchester Place, Suite 303
Winchester, MA 01890

Telephone no.:617-776-5800 Fax no.:617-776-5821

Type of business (check appropriate box):

[C] Corporation (specify the state of incorporation):
[] Sole Proprietor

[¥ Limited Liability Company (LLC)

[] Limited Partnership

[l General Partnership (State and County Filed In)
[] Other - Specify

List Florida Department of State, Division of Corporations document number (or registration number if fictitious
name): M16000004166

List name and title of each principal, owner, officer, and major shareholder:

a) Dennis Franzcak, CEO, Owner
b) Linda Franzcak, Owner

¢) Glenn Morgan, COO

d)

AUTHORIZED CONTACT(S) FOR YOUR FIRM:
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19.

20.
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Name: Dennis Franzcak

Title: CEO

E-mail: dfranczak @fuseideas.com
Telephone No.: 781-897-4801

Name: Justin Vogt

Title: VP of Business Development
E-mail: jvogt@fuseideas.com
Telephone No.: 781-897-4856

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)

v
4
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[ClYes [4No

OYes [¥|No

OYes [¥|No

Yes [v¥INo

Yes [v¥INo

[Yes [¥INo

Yes [¥INo

Yes [v¥INo

[ClYes [¥No
CIN/A

The Vendor has read Cone of Silence Ordinance, Section 1-266, Broward County Code of Ordinances; and

The Vendor understands that the Cone of Silence for this competitive solicitation shall be in effect beginning
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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;

2. 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;

3. Giving all employees engaged in performance of the contract a copy of the statement required by
subparagraph 1;

4. 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.

5. 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;

6. 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

7. 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)

[¥] 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
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
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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_uPlpIier, 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)

[¥] 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
ComFa_nle_s 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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I hereby certify the information provided in the Vendor Questionnaire and Standard Certifications:

Dennis Franzcak CEO 02/25/2019
*AUTHORIZED SIGNATURE/NAME TITLE DATE

Vendor Name: Fuseideas

* | 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: Dennis Franzcak Date: 02/25/2019
Title: CEO

Vendor Name: Fuseideas
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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).

Dennis Franzcak CEO Fuseideas 02/25/2019
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: Fuseideas
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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.

¢. 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: Dennis Franzcak
Title: CEO

Vendor Name: Fuseideas

Date: 02/25/2019
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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: Fuseideas
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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):
[[1 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):
[l 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:
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

Dennis Franzcak CEO Fuseideas 02/25/2019

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: Fuseideas

Vendor's address listed in its submittal is:

8 Winchester Place, Suite 303
Winchester, MA 01890

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.

Dennis Franzcak CEO Fuseideas 02/25/2019
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
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:
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

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: Fuseideas

Dennis Franzcak CEO 02/25/2019
Authorized Signature/ Name Title Date
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VOLUME OF PREVIOUS WORK ATTESTATION JOINT VENTURE FORM
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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

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: Fuseideas

Dennis Franzcak

CEO

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.

Dennis Franzcak CEO Fuseideas 02/25/2019
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
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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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