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SERVICE AGREEMENT

THIS AGREEMENT is made this day between the Missisﬁ‘[ﬁSecretary of State, C. DELBERT

HOSEMANN, JR. (hereinafter referred to as “SECRETARY”) and THE FOCUS GROUP (hereinafter referred to as
“CONTRACTOR"), located at 727 Howard Avenue, Suite 401, Biloxi, Mississippi 39530.

In consideration of the mutual benefits and advantages to each other, SECRETARY desires to engage

CONTRACTOR for the purposes and for the time period set forth below; and CONTRACTOR agrees to perform
the services in accordance with the terms and conditions of this Agreement.

1.

SCOPE OF SERVICES.

CONTRACTOR shall provide services related to the statewide Census 2020 marketing campaign, as
specified by CONTRACTOR's response to SECRETARY’s request for a qualified firm, incorporated herein as
(Exhibit B).

CONTRACTOR represents and warrants that the services performed shall be of professional quality
consistent with and in accordance with generally accepted industry standards for the performance of
such services.

PERIOD OF PERFORMANCE.

Unless this Agreement is extended by mutual written agreement of the parties or terminated as
prescribed elsewhere herein, this Agreement shall begin on December 02, 2019 and end no later than
June 30, 2020.

CONSIDERATION AND PAYMENT.

As consideration for the satisfactory performance of those services contemplated by this Agreement,
SECRETARY agrees to pay and CONTRACTOR agrees to accept the rate in accordance with SECRETARY’s
request for a qualified firm (Exhibit B) with total compensation for all services rendered pursuant to this
Agreement NOT TO EXCEED TWENTY-TWO THOUSAND FIVE HUNDRED DOLLARS AND 00/100
($22,500.00). CONTRACTOR shall invoice SECRETARY monthly for services provided.

It shall be the responsibility of CONTRACTOR to monitor hours worked under this CONTRACT and to notify
SECRETARY when the monetary amount billed in performance of this CONTRACT reaches SEVENTY-FIVE
PERCENT (75%) of the amount set forth above. CONTRACTOR shall include in its notice to SECRETARY the
current status of the contracted services and a reasonable estimate of the number of hours that will be
required to complete the contracted services. CONTRACTOR should not perform work in excess of the
monetary amount set forth above without prior written approval by SECRETARY.

CONTRACTOR shall at all times be regarded as and shall be legally considered an independent
CONTRACTOR and neither CONTRACTOR nor its employees shall, under any circumstances, be considered
servants, agents or employees of SECRETARY, and SECRETARY shall at no time be legally responsible for
any negligence or other wrongdoing by CONTRACTOR, its partners, principals, officers, agents, employees
or representatives. Nothing contained in this Agreement shall be deemed or construed as creating the
relationship of principal and agent, partners, joint ventures, or any similar relationship between
SECRETARY and CONTRACTOR. At no time shall CONTRACTOR be authorized to do so and no time shall
CONTRACTOR act as an agent for SECRETARY.
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4. PAYMODE CLAUSE.
Payments shall be made and remittance information provided electronically as directed by the State.
These payments shall be deposited into the bank account of CONTRACTOR's choice. SECRETARY may, at
its sole discretion, require CONTRACTOR to submit invoices and supporting documentation electronically
at any time during the term of this Agreement. Invoices submitted more than sixty (60) days after
performance of services under the Agreement will not be paid. CONTRACTOR understands and agrees
that the SECRETARY is exempt from the payment of taxes. All payments shall be made in United States
currency. Payments on behalf of SECRETARY to CONTRACTOR for services will be rendered in accordance
with Mississippi law on “Timely Payments for Purchases by Public Bodies,” Mississippi Code Annotated
Section 31-7-301, et seq., which generally provides for payment of undisputed amounts by the agency
within forty-five (45) days of receipt of invoice.

5. E-VERIFICATION.
CONTRACTOR represents and warrants that it will ensure its compliance with the Mississippi Employment
Protection Act, Section 71-11-1, et seq. of the Mississippi Code Annotated, and will register and
participate in the status verification system for all newly hired employees. The term “employee” as used
herein means any person hired to perform work within the State of Mississippi. As used herein, “status
verification system” means the lllegal Immigration Reform and Immigration Responsibility Act of 1996
operated by the United States Department of Homeland Security, also known as the E-Verify Program, or
any other successor electronic verification system replacing the E-Verify Program. CONTRACTOR agrees
to maintain records of such compliance and, upon request of the State and approval of the Social Security
Administration or Department of Homeland Security, where required, to provide a copy of each such
verification to the State. CONTRACTOR further represents and warrants that any person assigned to
perform services hereunder meets the employment eligibility requirements of all immigration laws of the
state of Mississippi. CONTRACTOR understands and agrees that any breach of these warranties may
subject CONTRACTOR to the following:

(a) termination of this Agreement and ineligibility for any state or public contract in Mississippi for
up to three (3) years, with notice of such cancellation and/or termination being made public,
or

(b) the loss of any license, permit, certification or other document granted to CONTRACTOR by
an agency, department or governmental entity for the right to do business in Mississippi for up
to one (1) year, or

(c) both. In the event of such termination/cancellation, CONTRACTOR would also be liable for
any additional costs incurred by the State due to contract cancellation or loss of license or
permit.

6. AVAILABILITY OF FUNDS.
Itis expressly understood and agreed that the obligation of SECRETARY to proceed under this Agreement
is conditioned upon the appropriation of funds by the Mississippi State Legislature and the receipt of
state and/or federal funds. If the funds anticipated for the continuing fulfillment of the Agreement are, at
any time, not forthcoming or insufficient, either through the failure of the federal government to provide
funds or of the State of Mississippi to appropriate funds or the discontinuance or material alteration of
the program under which funds were provided or if funds are not otherwise available to SECRETARY,
SECRETARY shall have the right upon ten (10) working days written notice to CONTRACTOR, to terminate
this Agreement without damage, penalty, cost or expenses to SECRETARY of any kind whatsoever. The
effective date of termination shall be specified in the notice of termination.

7. APPLICABLE LAW.
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This Agreement shall be governed by and construed in accordance with the laws of the State of
Mississippi, excluding its conflict of laws provisions, and any litigation with respect thereto shall be
brought in the courts of Rankin County, Mississippi. CONTRACTOR shall comply with applicable federal,
state and local laws and regulations.

8. ASSIGNABILITY AND SUBCONTRACTING.
CONTRACTOR shall not assign any interest in this Agreement, and shall not transfer any interest in the
same without the prior written consent of SECRETARY thereto. None of the work or services covered by
this Agreement shall be subcontracted without prior written approval by SECRETARY.

9. ATTORNEY'’S FEES AND EXPENSES.
Subject to other terms and conditions of this Agreement, in the event CONTRACTOR defaults in any
obligations under this Agreement, CONTRACTOR shall pay to the State all costs and expenses (including,
without limitation, investigative fees, court costs, and attorney’s fees) incurred by the State in enforcing
this Agreement or otherwise reasonably related thereto. CONTRACTOR agrees that under no
circumstances shall SECRETARY be obligated to pay any attorney’s fees or costs of legal action to
CONTRACTOR.

10. AUTHORITY TO CONTRACT.
CONTRACTOR warrants

(a) it is either a sole proprietor or validly organized business with valid authority to enter into this
Agreement;

(b) it is qualified to do business and is in good standing with the State of Mississippi, if required;

(c) entry into and performance under this Agreement is not restricted or prohibited by any
loan, security, financing, contractual, or other agreement of any kind; and,

(d) notwithstanding any other provision of this Agreement to the contrary, that there are no

existing legal proceedings or prospective legal proceedings, either voluntary or otherwise,
which may adversely affect its ability to perform its obligations under this Agreement.

11. CHANGES.
SECRETARY may, from time to time, require and request changes in the scope of services of CONTRACTOR
to be performed hereunder. Such changes, including any increase or decrease in the amount of
CONTRACTOR’S compensation which are mutually agreed upon by and between the parties, shall be
included in written amendments to this Agreement.

No oral statement of any person shall modify or otherwise affect the terms, conditions, or specifications
stated in this Agreement. All modifications to this Agreement must be made in writing and agreed upon
by both parties.

12. COMPLIANCE WITH LAWS.
CONTRACTOR understands that SECRETARY is an equal opportunity employer and therefore maintains a
policy which prohibits unlawful discrimination based on race, color, creed, sex, age, national origin,
physical handicap, disability, genetic information, or any other consideration made unlawful by federal,
state or local laws. All such discrimination is unlawful and CONTRACTOR agrees during the term of the
Agreement to strictly adhere to this policy in its employment practices and provision of services.
CONTRACTOR shall comply with, and all activities under this Agreement shall be subject to, all applicable
federal, state and local laws and regulations, as now existing and as may be amended or modified.

13. CONFIDENTIALITY.

Page 3 of 13



Any writings, reports, forms, information, ideas, data, electronic or otherwise given to, prepared by, orin
any way generated, accomplished or accessed by CONTRACTOR in carrying out the terms of this
Agreement shall be kept confidential by CONTRACTOR and no such information shall be made available to
any individual, organization, or otherwise by CONTRACTOR without the prior written approval of
SECRETARY and in accordance with the Confidentiality and Non-Disclosure Addendum attached as Exhibit
A.

14. FAILURE TO ENFORCE.
The failure by SECRETARY at any time to enforce the provisions of this Agreement shall not be construed
as a waiver of such provision. Such failure to enforce shall not affect the validity of this Agreement or any
part thereof or the right of SECRETARY to enforce the provision at any time in accordance with its terms.

15. INSURANCE.
CONTRACTOR shall maintain, at its own expense, the following insurance coverage in the amounts
specified, insuring CONTRACTOR, its employees, agents, designees, subcontractors and any indemnities
as required herein:

a) Professional Liability insurance in an amount not less than One Million Dollars ($1,000,000.00),
including personal injury, bodily injury (including both disease and death), property damages
and blanket contractual liability; and

b) Comprehensive general liability insurance in an amount not less than One Million Dollars
(51,000,000.00) for each occurrence with the State of Mississippi added as an additional
insured; and

c) Employee fidelity bond insurance in an amount not less than Three Hundred Thousand dollars
($300,000.00); and

d) Workers’ compensation insurance in the amounts required pursuant to the laws of the State of
Mississippi.

CONTRACTOR shall furnish SECRETARY with a certificate of conformity providing the aforesaid coverage
within ten (10) days of execution of Agreement. It is understood by the parties that in the event
CONTRACTOR fails to secure such insurance and providing the certificate evidencing same, the
SECRETARY, at its sole option, may terminate this Agreement immediately without further notice to the
CONTRACTOR.

All insurance policies required herein shall be issued by an insurance company or companies licensed to
do business in the State of Mississippi and acceptable to SECRETARY. No policy of insurance may be
cancelled or reduced during the course of this Agreement. Modification to the policy of insurance must
have written notification to SECRETARY prior to modification.

16. ITEMIZED SERVICES AND INSPECTION OF BOOKS AND RECORDS.
CONTRACTOR shall submit to SECRETARY at such times and in such form and manner as SECRETARY may
direct, an itemized invoice for services rendered in an amount compatible with the consideration fixed
herein. SECRETARY shall have the right to request additional information pertaining to each itemized
invoice.

SECRETARY shall have the right to inspect and audit the books and records of CONTRACTOR. Such books
and records shall be retained and maintained by CONTRACTOR for a minimum of three (3) years following
the termination of or the expiration of this Agreement.

Page 4 of 13



17. NETWORK SECURITY.
CONTRACTOR and SECRETARY understand and agree that the State of Mississippi’s Enterprise Security
Policy mandates that all remote access to and/or from the State network must be accomplished via a
Virtual Private Network (VPN). The State of Mississippi’s Enterprise Security Policy is available for viewing
at the Mississippi Department of Information Technology Services website at
http://www.its.ms.gov/services security acquiring enterprise security policy.shtml. If remote access is
required at any time during the life of this Agreement, CONTRACTOR and SECRETARY agree to
implement/maintain a VPN for this connectivity. This required VPN must be IPSec-capable (ESP tunnel
mode) and will terminate on a Cisco VPN-capable device on the State’s premises. CONTRACTOR agrees
that it must, at its expense, implement/maintain a compatible hardware/software solution to terminate
the specified VPN on CONTRACTOR’S premises. The parties further understand and agree that the state
protocol standard and architecture are based on industry-standard security protocols and manufacturer
engaged at the time of contract execution. SECRETARY reserves the right to introduce a new protocol and
architecture standard and require CONTRACTOR to comply with the same, in the event the industry
introduces a more secure, robust protocol to replace IPSec/ESP and/or there is a change in the
manufacturer engaged.

18. NOTICES.
Any notice required or permitted to be given under this Agreement shall be in writing and personally
delivered or sent by electronic means provided that the original of such notice is sent by certified United
States mail, postage prepaid, return receipt requested, or overnight courier with signed receipt, to the
party to whom the notice should be given at their business listed herein. Notice shall be deemed given
when actually received or when refused. SECRETARY and CONTRACTOR agree to promptly notify each
other in writing of any change of address.

For CONTRACTOR For SECRETARY

‘s G - ' ; P Mississippi Secretary of State
Attn: Srilj<pa , CED Attention: Jonathan Dillard

Z: - U1 4D Post Office Box 136
BILOX), MS B3GS3D Jackson, Mississippi 39205-0136

19. PROCUREMENT REGULATIONS.
This Agreement shall be governed by the applicable provisions of the Personal Services Contract Review
Board Rules and Regulations, a copy of which is available at 501 North West Street, Suite 700E, Jackson,
Mississippi, for inspection or may be found at http://www.dfa.ms.gov.

20. REPRESENTATION REGARDING CONTINGENT FEES.
CONTRACTOR represents that it has not retained a person to solicit or secure this Contract upon an
agreement or understanding for a commission, percentage, brokerage, or contingent fee, except as
disclosed.

21. REPRESENTATION REGARDING GRATUITIES.
CONTRACTOR represents that it has not violated, is not violating, and promises that it will not violate the
prohibition against gratuities set forth in Section 6-204 (Gratuities) of the Mississippi Personal Service
Contract Review Board Rules and Regulations.

22. STATE’S IMMUNITY.
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By entering into this Agreement with CONTRACTOR, the State of Mississippi does in no way waive its
sovereign immunities or defenses as provided by law.

23. STOP WORK ORDER.

A.

Order to Stop Work: SECRETARY may, by written order to CONTRACTOR at any time, and without
notice to any surety, require CONTRACTOR to stop all or any part of the work called for by this
Agreement. This order shall be for a specified period not exceeding ninety (90) days after the order
is delivered to CONTRACTOR, unless the parties agree to any further period. Any such order shall be
identified specifically as a stop work order issued pursuant to this clause. Upon receipt of such an
order, CONTRACTOR shall forthwith comply with its terms and take all reasonable steps to minimize
the occurrence of costs allocable to the work covered by the order during the period of work
stoppage. Before the stop work order expires, or within any further period to which the parties shall
have agreed, SECRETARY shall either:

(a) Cancel the stop work order; or,
(b) Terminate the work covered by such order.

Cancellation or Expiration of the Order: If a stop work order issued under this clause is cancelled at
any time during the period specified in the order, or if the period of the order or any extension
thereof expires, CONTRACTOR shall have the right to resume work. An appropriate adjustment shall
be made in the delivery schedule or CONTRACTOR price, or both, and the Agreement shall be
modified in writing accordingly, if: ‘

(a) The stop work order results in an increase in the time required for, or in
CONTRACTOR’S cost properly allocable to, the performance of any part of this Agreement;
and,

(b) CONTRACTOR asserts a claim for such an adjustment within thirty (30) days after
the end of the period of work stoppage; provided that, if SECRETARY decides that the facts
justify such action, any such claim asserted may be received and acted upon at any time
prior to final payment under this Agreement.

Termination of Stopped Work: If a stop work order is not cancelled and the work covered by such
order is terminated, the reasonable costs resulting from the stop work order shall be allowed by
adjustment or otherwise.

Adjustments of Price: Any adjustment in contract price made pursuant to this clause shall be
determined in accordance with the Price Adjustment Clause of this Agreement, if any.

24. TERMINATION FOR CONVENIENCE.

A.
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SECRETARY or designee may, when the interests of the State so require, terminate this Agreement in
whole or in part, for the convenience of the State. SECRETARY or designee shall give written notice
of the termination to CONTRACTOR specifying the part of this Agreement terminated and when
termination becomes effective.

CONTRACTOR’s Obligations: CONTRACTOR shall incur no further obligations in connection with the
terminated work and on the date set in the notice of termination CONTRACTOR will stop work to the
extent specified. CONTRACTOR shall also terminate outstanding orders and subcontracts as they
relate to the terminated work. CONTRACTOR shall settle the liabilities and claims arising out of the
termination of subcontracts and orders connected with the terminated work. SECRETARY or
designee may direct CONTRACTOR to assign CONTRACTOR’S right, title, and interest under



terminated orders or subcontracts to the State. CONTRACTOR must still complete the work not
terminated by the notice of termination and may incur obligations as are necessary to do so.

25. TERMINATION FOR DEFAULT.

A
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Default: If CONTRACTOR refuses or fails to perform any of the provisions of this Agreement with
such diligence as will ensure its completion within the time specified in this contract or any extension
thereof, or otherwise fails to timely satisfy the Agreement’s provisions, or commits any other
substantial breach of this Agreement, SECRETARY or designee may notify CONTRACTOR in writing of
the delay or nonperformance and if not cured in ten (10) days or any longer time specified in writing
by SECRETARY or designee, such officer may terminate CONTRACTOR'’S right to proceed with this
Agreement or such part of the Agreement as to which there has been delay or a failure to properly
perform. In the event of termination in whole or in part, SECRETARY or designee may procure similar
supplies or services in a manner and upon terms deemed appropriate by SECRETARY or designee.
CONTRACTOR shall continue performance of this Agreement to the extent it is not terminated and
shall be liable for excess costs incurred in procuring similar goods or services.

CONTRACTOR’s Duties: Notwithstanding termination of this Agreement and subject to any directions
from the procurement officer, CONTRACTOR shall take timely, reasonable, and necessary action to
protect and preserve property in the possession of CONTRACTOR in which the State has an interest.

Compensation: Payment for completed services delivered and accepted by the State shall be at the
contract price. The State may withhold from amounts due CONTRACTOR such sums as SECRETARY or
designee deems to be necessary to protect the State against loss because of outstanding liens or
claims of former lien holders and to reimburse the State for the excess costs incurred in procuring
similar goods and services.

Excuse for Nonperformance or Delayed Performance: Except with respect to defaults of
subcontractors, CONTRACTOR shall not be in default by reason of any failure in performance of this
Agreement in accordance with its terms (including any failure by CONTRACTOR to make progress in
the prosecution of the work hereunder which endangers such performance) if CONTRACTOR has
notified SECRETARY or designee within fifteen (15) days after the cause of the delay and the failure
arises out of causes such as: acts of God; acts of the public enemy; acts of the State and any other
governmental entity in its sovereign or contractual capacity; fires; floods; epidemics; quarantine
restrictions; strikes or other labor disputes; freight embargoes; or unusually severe weather. If the
failure to perform is caused by the failure of a subcontractor to perform or to make progress, and if
such failure arises out of causes similar to those set forth above, CONTRACTOR shall not be deemed
to be in default, unless the services to be furnished by the subcontractor were reasonably obtainable
from other sources in sufficient time to permit CONTRACTOR to meet the requirements of this
Agreement. Upon request of CONTRACTOR, SECRETARY or designee shall ascertain the facts and
extent of such failure, and, if such officer determines that any failure to perform was occasioned by
any one or more of the excusable causes, and that, but for the excusable cause, CONTRACTOR’S
progress and performance would have met the terms of this Agreement, the delivery schedule shall
be revised accordingly, subject to the rights of the State under the clause entitled (in fixed-price
contracts, “Termination for Convenience,” in cost-reimbursement contracts, “Termination”). (As
used in this Paragraph of this clause, the term “subcontractor” means subcontractor at any tier).

Erroneous Termination for Default: If, after notice of termination of CONTRACTOR'’S right to proceed
under the provisions of this clause, it is determined for any reason that this Agreement was not in
default under the provisions of this clause, or that the delay was excusable under the provisions of
Paragraph (4) (Excuse for Nonperformance or Delayed Performance) of this clause, the rights and



obligations of the parties shall, if the Agreement contains a clause providing for termination for
convenience of the State, be the same as if the notice of termination had been issued pursuant to
such clause.

F. Additional Rights and Remedies: The rights and remedies provided in this clause are in addition to
any other rights and remedies provided by law or under this Agreement.

26. TERMINATION UPON BANKRUPTCY.
This Agreement may be terminated in, whole or in part, by SECRETARY upon written notice to
CONTRACTOR, if CONTRACTOR should become the subject of bankruptcy or receivership proceedings,
whether voluntary or involuntary, or upon the execution by CONTRACTOR of an assignment for the
benefit of its creditors. In the event of such termination, CONTRACTOR shall be entitled to recover just
and equitable compensation for satisfactory work performed under this Agreement, but in no case shall
said compensation exceed the total contract price.

27. SEVERABILITY.
If any term or provision of this Agreement is prohibited by the laws of the State of Mississippi or declared
invalid or void by a court of competent jurisdiction, the remainder of this Agreement shall be valid and
enforceable to the fullest extent permitted by law provided the State’s purpose for entering into this
Agreement can be fully achieved by the remaining portions of the Agreement that have not been severed.

28. TRANSPARENCY.
This Agreement, including any accompanying exhibits, attachments, and appendices, is subject to the
“Mississippi Public Records Act of 1983”, codified as Section 25-61-1 et seq., Mississippi Code Annotated
and exceptions found in Section 79-23-1 of the Mississippi Code Annotated (1972, as amended). In
addition, this Agreement is subject to the provisions of the Mississippi Accountability and Transparency
Act of 2008 (MATA), codified as Section 31-7-13 of the Mississippi Code Annotated (1972, as amended).
Unless exempted from disclosure due to a court-issued protective order, this Agreement is required to be
posted to the Department of Finance and Administration’s independent agency contract website for
public access at http://www.transparency.mississippi.gov. Prior to posting the Contract to the website,
any information identified by CONTRACTOR as trade secrets, or other proprietary information including
confidential vendor information, or any other information which is required confidential by state or
federal law or outside the applicable freedom of information statutes will be redacted.

29. TRADE SECRETS, COMMERCIAL AND FINANCIAL INFORMATION.
It is expressly understood between SECRETARY and CONTRACTOR that Mississippi law requires the
provisions of this contract, which contain the commodities purchased or the personal or professional
services provided, the price to be paid, and the term of the contract shall not be deemed to be a trade
secret or confidential commercial or financial information and shall be available for examination, copying,
or reproduction.

30. ENTIRE AGREEMENT.
This Agreement, including any exhibits (which are specifically incorporated herein by this reference),
contains the entire agreement of the parties with respect to the subject matter hereof and supersedes and
replaces any and all other prior or contemporaneous discussions, negotiations, agreements or
understandings between the parties, whether written or oral, regarding the subject matter thereof.

This Agreement made by and between the parties hereto shall consist of and precedence is hereby
established by the order of the following:
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(a) This Agreement signed by the parties,
(b) Exhibit A — Confidentiality and Non-Disclosure Addendum.
(c) Exhibit B — response to SECRETARY’s request for a qualified firm.

For the faithful performance of the terms of this Agreement, the parties hereto have caused this Agreement to be
executed by their undersigned authorized representatives.

<
C. Delbert Hosemann, Jr. lﬁ Th'e Focus Group
Mississippi Secretary of State o Printed Name: 4/,&‘5:&1\! %; BUQ?LM;(

{I u - Title: CI,ED
Date: & 2019 Date: [%/g//'?
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Exhibit A 5 M
Confidentiality and Non-Disclosure Adde?um/
To the Ser\nceﬁf eement, between SECRETARY and(The Focus Group.
Dated i T and Contract Number ;

As used herein, the term Agreement
includes the executed Agreement between the parties and this Exhibit A.

th _
This Confidentiality and Non-Disclosure Addendum dated this day of \2(&’4@9{ H ZO_L[ herein
referred to as a “Confidentiality Addendum”)

BETWEEN:

Mississippi Secretary of State’s Office (“SECRETARY”) of
401 Mississippi Street, Jackson, Mississippi, 39201
OF THE FIRST PART

-AND-

The Focus Group (“CONTRACTOR”) of
727 Howard Avenue, Suite 401, Biloxi, Mississippi 39530
OF THE SECOND PART

BACKGROUND:

Pursuant to the Agreement, CONTRACTOR has been retained as an independent CONTRACTOR with
SECRETARY to provide the services outlined in the Agreement. CONTRACTOR is responsible for the
provision of services as outlined in Section (1) one of the Agreement.

IN CONSIDERATION OF and as a condition of SECRETARY retaining CONTRACTOR and providing access to
applications and confidential information to CONTRACTOR in addition to other valuable consideration, the
receipt and sufficiency of which consideration is hereby acknowledged, the parties to this Confidentiality
Addendum agree as follows:

Confidential Information

1. CONTRACTOR acknowledges that pursuant to the Agreement, CONTRACTOR will, or may, be making
use of, acquiring or adding to the information about certain matters and things which are confidential
to SECRETARY and which information is the exclusive property of SECRETARY, including, without
limitation:

a. “Confidential information” means all data and information relating to the business and
management of SECRETARY, including proprietary and trade secret technology and accounting
records to which access is obtained by Proprietary Data, Business Operations, Computer
Software, Computer Technology, Marketing and Development Operations, and Customers.
Confidential information will also include any information which has been disclosed by a third
party to the SECRETARY and which is subject to a non-disclosure agreement between said third
party and SECRETARY; in such cases SECRETARY must advise CONTRACTOR of said non-
disclosure agreement and SECRETARY considers information provided to CONTRACTOR in
accord with the Agreement to be Confidential Information as defined here. Confidential
information will not include information that:
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i. Isgenerally known in the industry;
ii. Is now or subsequently becomes generally available to the public through no wrongful
act of the CONTRACTOR;
iii. CONTRACTOR had in its possession prior to any disclosure by SECRETARY to
CONTRACTOR pursuant to the Agreement;
iv. Isindependently created by CONTRACTOR without direct or indirect use of the
Confidential Information; or
v. CONTRACTOR rightfully obtains from a third party who has the right to transfer or
disclose it.
“Work Product” means work product resulting from or related to work or projects performed
for SECRETARY or for clients of SECRETARY pursuant to the Agreement, of any type or form in
any stage of actual research and development;
“Production Processes” means processes used in the creation, production and manufacturing
of the Work Product, including but not limited to formulas, patterns, molds, models, methods,
techniques, specifications, processes, procedures, equipment, devices, programs, and designs;
“Other Proprietary Data” means information relating to SECRETARY’s proprietary rights prior
to any public disclosure of such information, including but not limited to the nature of the
proprietary rights, production, data, technical and engineering data, technical concepts, test
data and test results, simulation results, the status and details of research and development of
products and services, and information regarding acquiring, protecting, enforcing and licensing
proprietary rights (including patents, copyrights and trade secrets);
“Business Operations” means internal personnel and financial information, vendor names and
other vendor information (including vendor characteristics, services and agreements),
purchasing and internal cost information, internal services and operational manuals, and the
manner and methods of conducting SECRETARY’s business;
“Computer Software” means all sets of statements, instructions or programs whether in
human readable or machine readable form, that are expressed, fixed, embodied or stored in
any manner and that can be used directly or indirectly in a computer;
“Computer Programs”; any report format, design or drawing created or produced by such
Computer Programs; and all documentation, design specifications and charts, and operating
procedures which support the Computer Programs;
“Computer Technology” means all scientific and technical information or material pertaining
to any machine, appliance or process, including specifications, proposals, models, designs,
formulas, test results and reports, analyses, simulation results, tables of operating conditions,
materials, components, industrial skills, operating and testing procedures, shop practices,
know-how and show-how; and,
“Customers” means names of customers and their representatives, contracts and their
contents and parties, customer services, data provided by customers and the type, quantity
and specifications of products and services purchased, leased, licensed or received by clients
of SECRETARY.

Confidential Obligations

2. Except as otherwise provided in this Confidentiality Addendum, the Confidential Information will
remain the exclusive property of SECRETARY; and will only be used by CONTRACTOR for the permitted
purpose. The CONTRACTOR will not use the Confidential Information for any purpose other than for
the services provided pursuant to the Agreement.

3. The obligations to ensure and protect the confidentiality of the Confidential Information imposed on
the CONTRACTOR in this Confidentiality Addendum and any obligations to provide notice under the
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Agreement will survive the expiration or termination of the Agreement and said obligations will
continue for a period of two (2) years from the date of such expiration or termination.

4. The CONTRACTOR may disclose any of the Confidential Information:
a. To such of its employees, agents, representatives and advisors that have a need to know for
the Permitted Purpose provided that:

i. CONTRACTOR has informed such personnel of the confidential nature of the
Confidential Information;

ii. Such personnel agree to provide the same level confidentiality, non-use and non-
disclosure as CONTRACTOR has agreed to provide in this Confidentiality Addendum;
and

iii. CONTRACTOR agrees to take all necessary steps to ensure that the terms of this
Addendum and Agreement are not violated by such personnel.

b. To a third party where SECRETARY has consented in writing to such disclosure; and
¢. Tothe extent required by law or by the request or requirement of any judicial, legislative,
administrative or other governmental body.

5. CONTRACTOR agrees to indemnify and defend SECRETARY from claims that arise from CONTRACTOR’s
unauthorized disclosure or dissemination of Confidential Information in violation of this Confidentiality
Addendum.

Employee Non-Solicitation

6. Both parties agree not to engage in any attempt to hire, or to engage as independent CONTRACTORs,
the other’s employees during the term of the Agreement and for the period ending two (2) years after
termination of the Agreement, except as may be otherwise agreed to in writing by both parties.

Ownership and Title
7. CONTRACTOR acknowledges and agrees that all rights, title and interest, including any copyright rights,
in any Confidential Information will remain the exclusive property of SECRETARY.

8. This Confidentiality Addendum will not apply in respect of any intellectual property, process, design,
development, creation, research, invention, know-how, trade names, trademarks or copyrights for
which:

a. No equipment, supplies, facility or Confidential Information of SECRETARY was used,
b. Was developed entirely on CONTRACTOR’s own time, and not derived from Confidential
Information provided to the CONTRACTOR by SECRETARY.

9. Subject always to payment by SECRETARY in full of all fees and expenses in accordance with the terms
hereof; the CONTRACTOR shall, if requested , assign to SECRETARY at the sole cost of SECRETARY, all
rights, title and interest it may have in the Developed Work Product, including, without limitation, any
intellectual property rights inherent therein or relating thereto. Provided that, since the development
of the Work Product will require the experience and skills of the CONTRACTOR as a software
CONTRACTOR, irrespective that the Work Product will be developed in accordance with SECRETARY’s
Specifications, CONTRACTOR shall retain the rights to use the algorithms, know-how, ideas, techniques
and concepts used by it in developing the Work Product.

10. If a court of competent jurisdiction finds any of the provisions of this Confidentiality Addendum to be

unenforceable, it is the parties’ intent that such provision be reduced in scope by the court only to the
extent deemed necessary the provision reasonable and enforceable.

Page 12 of 13



11. No failure or delay by SECRETARY in exercising any power, right or privilege provided in the Agreement
or this Confidentiality Addendum will operate as a waiver, nor will any single or partial exercise of such
rights, powers or privileges preclude any further exercise of them or the exercise of any other right,
power or privilege provided in the Agreement or this Confidentiality Addendum.

12. This Confidentiality Addendum will inure to the benefit of and be binding upon the respective heirs,
executors, administrators, successors and assigns, as the case may be, of SECRETARY and the
CONTRACTOR.

13. This Confidentiality Addendum may be executed in counterparts.

14. Time is of the essence in this Confidentiality Addendum.

C. Delbert Hosemann, Jr. ] The Focus Group
Mississippi Secretary of State _ Printed Name: Ar L%[y\/ B ! ‘E’LL?—M/W
o
()/ b Title: G/ED p
Date: ('Llh,! ( C’! Date: ;97/?//‘?
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The Secretary of State’s Office is seeking a qualified firm to provide a statewide Census 2020 marketing
campaign as outlined in the detailed Scope of Services. The objective of this solicitation is to obtain a
contractor to draft a plan for a Census 2020 marketing campaign to influence citizens across the state
and in hard-to-count (HTC) populations to complete the Census in order to obtain a complete count in
Mississippi.

Quotes should be submitted to Jonathan Dillard, Contracts and Procurement Officer, no later than 10
a.m. November 19, 2019 at:

Delivered to:  125S. Congress Street, Suite 100, Jackson, MS 39201

E-mailed to: jonathan.dillard@sos.ms.gov

Faxed to: 601 (359) 1499

CONTRACT TERM

The planning phase shallcommence upon contract execution and shall be completed by January 1, 2020.
Requests for Proposals for the management phase of the Census 2020 will commence on or about
January 2020.

PRICE .
Price will be considered in final evaluation and ranking of qualified firms but is not to exceed $25,000.

DESCRIPTION
Scope of Services, includes but is not limited to the following: Marketing and outreach plan and strategy
for statewide Census 2020 outreach efforts, including a plan for digital media and content strategy.

SCOPE OF SERVICES

Contractor shall draft a plan for the Census 2020 marketing campaign to influence citizens across the
state and in hard-to-count (HTC) populations to complete the Census in order to obtain a complete
count in Mississippi. The Census 2020 marketing campaign shall require the preparation of a marketing
plan to ensure a complete count. Preparation of the marketing plan shall commence upon contract
execution and shall be completed by January 1, 2020.

PROIJECT OBJECTIVES

e Create a statewide public outreach plan to increase awareness about the Census 2020

e Use key messages that are consistent and relevant to each target audience in support of the
mission of the Complete Count Committee

¢ Develop partnerships to maximize non-paid publicity and enhance State’s ability to educate
about Census 2020

* Create a media plan to use paid and non-paid media to advertise and publicize targeted
messages to the general public and HTC groups, incorporating electronic, sacial marketing, and
non-traditional venues into promotion efforts.

DEFINITIONS
e Complete Count Committee (CCC): The Complete Count Committee is a Governor-
appointed committee tasked with overseeing the States’ efforts to ensure the mast
complete statewide count possible. The CCC includes seven (7) subcommittees that meet
regularly to identify strategies for reaching the state and to provide other outreach and
initiatives for a successful Census 2020 count.

IT



e Hard to count (HTC) areas are any areas where census questionnaires cannot be easily
delivered to or returned from households; or, enumerators cannot make contact with or
get direct access to households for follow up on unreturned questionnaires. U.S. Census
HTC areas: https://www.censushardlocountmaps2020.us/.

SERVICES PROVIDED
Services: Contractor shall provide all services set forth below on a regular basis. The Secretary
of State’s Office will compensate Contractor with the total not to exceed of $25,000.00. Prior
to payment, Contractor must demonstrate successful completion of the services with each
invoice to the Secretary of State’s Office, including successful completion of duties. Contractor
shall provide the following Services:

1. Marketing Strategy and Creative Services
a) Develop a research-based marketing and advertising creative strategy at the statewide
level and for HTC populations. Provide written recommendations.
b) Develop and produce a results-driven marketing and advertising plan to support the
State’s Census overall ma rketing strategy.
c) Develop a content marketing strategy to deploy across a variety of platforms, including
digital content design, programming, and production.

2. Account Maintenance

a) Attend periodic status calls and in-person meetings as set by the Secretary of State’s
Office with the CCC and sub-committees of the CCC. These periodic status calls and in-
person meetings will regard all active projects. These weekly status calls/in-person
meetings are non-billable and included in the services.

b) Ensure highly responsive e-mail and phone communications related to Contractor’s
performance of this Scope of Services.

c) Attend stakeholder meetings, such as Complete Count Sub-committee meetings, as
needed.

d) Compile and provide written recommendations for key performance indicators.

e) Generate custom reports and analytics, as deemed necessary by Contractor or
specifically requested by the Secretary of State’s Office.

f)  Provide the Secretary of State’s Office with detailed invoices on a monthly basis and
provide appropriate back-up documents through the end of the project.

g) Perform special projects, such as the design and production of support materials and
tradeshow elements and displays.

h) Recommend, incorporate, and implement cha nges to the Marketing Plan as directed
and approved by the Secretary of State’s Office.

3. Media Planning

a) Develop and execute a comprehensive, strategic, research-based, integrated, and
evolving mixed media plan targeting key audiences.

b) Recommend appropriate media channels, including digital, e-mail, print, television,
radio, and out-of-home, and adhere to specific goals as identified by the CCC and its
sub-committees. Out-of-home media channels include, but are not limited to, general
outdoor advertising, billboards, banners, and bus and bench advertisements.



4, Partnerships
a) Identify partnerships that influence targeted populations in order to maximize non-
paid publicity and enhance the State’s ability to educate about Census 2020.

QUALIFICATIONS AND COST FOR PROJECT

Respondents should provide in writing the following:
e Explanation of qualifications directly related to this solicitation
* Years of experience with government entities
¢ Cost for the following deliverables

J No. | Deliverable | Deadline | Criteria | Cost
1 Marketing Plan No later than | e Establishes a plan for addressing S
The marketing plan shall January 1, 2020. each component of the services set
| | consist of a comprehensive forth in the Scope of Services.
| plan that will address each s Establishes a timeline for the |
| component of this Scope of marketing plan and a methodology
| Services. } for addressing each HTC population.

e Establishes a cost estimate and '

' estimated budget for marketing ads
associated with the marketing plan.
| = Proposes analytics for measuring

‘ | and reporting the results of the

. marketing campaign.

2 Implementation Plan Draft due no ® Complies with the marketing plan. | §
Draft implementation plan | later than

for the written marketing January 1, 2020.

plan. -
3 Final Project Plan Report Submitted no ® Provides Secretary of State’s Office | $
later than with a comprehensive marketing
January 1, 2020. strategy and implementation plan

for all services and the projected
effectiveness of the services,
outreach efforts, and
advertisements.

Total Cost (not to exceed $25,000) | $
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November 19, 2019
Decar Mr. Dillard and MS Complete Count Committee,

The Focus Group is honoted to present our proposal for review for the statewide Census 2020
marketing campaign in Mississippi. We ate a full-service agency with experience working cost-effectively
in all channels — traditional and digital -- and very excited about putting our skills to wotk to conduct
outreach and increase awateness for this very importtant initiative. At all times our focus will remain on
how we can best reach your intended audiences cost-effectively. We ate a full-service agency, located
here in Mississippi with an office in Jackson. Our passion and best wotk come out when we working on
truly meaningful projects.

In this RFP you will find information on our process our thinking, and our successful implementation
of other campaigns. We have put a lot of strategic thought into the budget and applying it to the
channels outlined in your RFP. We ate a talented, full-setvice agency known for getting results with our
amazing strategic, creative implementation. Some examples of our grassroots campaign work (case
studies are included in this RFP response) include clients like Mississippi Depattment of Education, the
Hartison County Utility Authotity, the Gulfport-Biloxi Intetnational Airport, the Ametican Shrimp
Processors Association and more.

Our team is vety excited about the chance to wotk on this project. Thetefore, in addition to providing
the answers to your required sections, in the Appendix we ilso have provided a bit of cteative wotk fot
the committee to review just to give a glimpse into our thinking and abilities based on out initial
tesearch. This is just a first blush at some branding using the knowledge we have already created based
on the initial tescarch we have done about Mississippi and teaching the IITR communities in our state.
We wanted to demonstrate that we can hit the ground tunning, having already put some thought
behind the campaign and will be able to deliver a thorough matketing and implementation plan to the
committee and the Secretaty of State’s Office.

We would love nothing more than to connect out passion and talents to your marketing, advertising,

PR, awareness and promotional needs to ensute our state’s citizens know how important is that they
participate in the 2020 Census fot the future needs of our state,

Sincerely,

Haley Miles, Business Development Managet

hmiles@focusgroupms.com

v

THE GROUP

727 Howard Ave., Suite 401 | Biloxi, MS 39530 | 228.325.2930 | www.focusgroupms.com




CREATIVITY IS
AN ECONOMIC MULTIPLIER

The founders of The Focus Group had a vision to create a new kind of agency that would provide
its clients strategies and creative concepts on a data-driven, evidence-based foundation. The
founders sought and hired the best and the brightest in the region in each discipline, while
emphasizing the nced to take advantage of the fast-emerging digital revolution. Much of the
company’s growth has come through referrals from clients who have bencfitted from great results
from our work. This organic growth has resulted in a diverse clicnt base which we believe fuels our
creativity. A tactic from one industry might be repurposed for another indus try in a way that has
never been thought of.

The contract services will be provided by employees at both The Focus Group’s Biloxi and Jackson
locations.

Registered to do business in the State of Mississippi.

PRINCIPAL OFFICE LOCATION JACKSON OFFICE LOCATION
The Focus Group The Focus Group

727 Howard Ave., Suite 401 109 North State Street

Biloxi, MS 39530 Jackson, MS 39202

“T cannot emphasize enough that without our amazing clients, who give us their
business challenges and allow us to help solve them, we would not have the
mnsprvation to shine doing great work. We are gratefil to all of them,” Allison
Buchanan, (120, suid. “We ave alveady in the midst of doing innovative new wovk
Sor even move clients.”
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QUALIFICATIONS AND COST FOR PROJECT

a. Explanation of qualifications directly related to this solicitation

The Focus Group has over 10 yeats of experience with a vatiety of clients. Our team is a mix of
seasoncd professionals who provide wisdom and guidance while staying educated and involved
with the latest tactics and younger professionals who have grown up with all the new digital
tactics.

While we have many differentiators, here are three that ate worth noting:

1) For each client we provide a highly a customized and targeted mix of creative and execution
tactics dictated by a complete and thorough understanding of each individual client’s needs. We
believe strongly in building campaigns on a foundation of research and knowledge. After all,
how can you build a great strategy if you don’t completely understand the clients product ot
service, their challenges, their oppottunities and anything that might get in their way. It is not
unusual for us to spend a day in the life of the client’s operations, working with employecs,
listening to customers, even going on sales calls with their salespeople to gain insights first-hand.
It is part of our company’s philosophy to roll up our slceves and dig in to gain understanding.

No two clients ate alike, and we do not emphasize one strategy or tactic over the other, except
to say that digital tactics are increasingly winning out for both cost effectiveness and pure
effectivencss along with analytics for better measurement.

2) Another huge differentiator is that we have an excellent, award-winning creative team thal
develops effective campaigns from the insights we gather for them. ur Executive Creative
Director has been named Creative Ditector of the Year for southern Mississippi the past two
yeats. We've been the most award-winning agency in Southern Mississippi over the past five
years.

3) While we are full-setvice and provide all types of creative, PR and media services and tactics,
we are on the cutting edge of measurable, targeted, results-driven digital and social tactics — an
area in which we believe (from experience) that Missisippi will benefit significantly from.



Other differentiators:

We have relevant campaign expetience.

e We have wide-ranging background across varied client-types, which have provided rich and
varied experiences.

® We hire the best and brightest who are passionate about their work
We have an established remote communications system for local and regional clients (video
conferencing at the drop of a hat).

® We commit to you that you will have scnior-level contacts with The Focus Group. You'll
always have our A team.

® Weare good at working with
our clients’ in-house teams, .
whether it’s social media, RESEARCH
video/photography or PR, we
work well with our clients who

have team members whose MEASUREMENT STRATEGIC
jobs ovetlap with what we can /ANALYTICS o PLANNING
do.

® We are nimble and can turn on
a dime.

¢ We are registered as a PR & CONTENT
corporation to do business in MARKETING T 1

the State of Mississippi.

® We will maintain a cohesive,
in-house creative team on your
account that can build on _
experiences and get better over DIGITAL
S MEDIA

® We can attend board meetings,
marketing meetings, whatever
will make us a smarter better
partner

®  Wc have a relentless desire to
achieve excellence in that
results-dtiven creative work.

® We as a company are
passionate about wotking with the state of Mississippi - it would be our team’s dream to
work on this account.

® We are cost effective and want to get the most out of your budget.




WHY WORK WITH US

* The Focus Group has gained some Census marketing knowledge.

*  We would to be able to usc this knowledge and research for the benefit of our own home
state,

* Khnowing that good foundational data and research are key to an effective campaign, we used
the 2010 U.S. Census data for Mississippi, we have taken the initiative to create a database of
HITR areas and have already through strategic approaches fot reaching these areas.

*  We understand the importance of this initiative to Mississippi.

*  Welistened to Governor Bryant’s speech and signing of the Complete Count Committee for
the Census 2020 on August 7, 2019.

*  We understand the goals of a census campaign and know how to be good stewards of
Mississippi’s moncy.

*  We could hit the ground running on this campaign now because we have done the initial
research and creative thinking

*  Reference the end of this proposal in the Initial Catnpaign Thoughts section fot our initial
tesearch and recommendations to jumpstart this project



RELEVANT EXPERIENCE

You can see a list of some of our clients and examples of our work through the selected cascs
presented on the following pages. These clients were selected as they best aligned with the scope
of services laid out by the Secretary of State’s Office for the Mississippi statewide Census 2020

Marketing campaign.

Mote of our work can be viewed on our website, www.focusgroupms.com
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":.'-'3";-‘,! HARRISON COUNTY UTILITY AUTHORITY
=# Branding, Recycle for a Greener Gulf Coast
and Major Change to Garbage Collection

SITUATION

The ITarrison County Utlity Authority (HCUA) is tasked with collecting garbage, trash and
recyclables for unincorporated areas of Harrison County and the cities of Biloxi, D’Iberville, Long
Beach, and Pass Christian. HCUA also manages several wastewater treatment plants and water
systems. When HCUA approached us at the beginning of 2017, they wanted to “reintroduce”
themselves to the public and educate residents of Harrison County about the essential services they
provide. They also wanted to be positioned as an “environmental champion” to encourage the
public’s participation in recycling and water conservation.

OBJECTIVE

The overall campaign and PR needs for HCUA turned out to be a multi-dimensional situation. The
Focus Group was tasked with 1) updating the agency’s existing brand and have it more closely tie
into the ‘environmental champion’ that they werc becoming; 2) simultaneously launch an aggtessive
tecycling and anti-litter awareness campaign, and 3) educating the public about new service, from
new vendors, with new bins with scrvice going from two days a week to one day a week and 4) and
handling the negative effects of a situation that arose in which the City of Gulfportt decided to
deviate from its obligation to HCUA and negotiate its own, separate contract with the previous
contractor and not participate in the new Team Waste contract.

PLANNING

1. Rescarch branding ideas, strategies and tactics (and new services) used by other
Citics/Counties known for environmental progressiveness.

2. Conduct online research to obtain statistics about recycling and to additionally find other
gatbage and wastewater-related nuggets of information to inspire creative thought.

3. Talk to residents (customets) to gain insight into their perceptions, thoughts, current
understandings and potential misperceptions.

4. Monitor and glean insights from social media comments and engagement.
5. Attending HCUA board meetings and reading previous board minutes.
6. Learn all we could about HCUA’s services so we could create our programs and

messaging from a position of thorough knowledge of the client.

Once all of these insights were gained, they were shared with our team after which
brainstorming and collaborative problem-solving began.



IMPLEMENTATION

The integrated marketing and PR campaign kicked off with a new logo cteated with the
intention of maintaining a connection to the already-existing brand while offering a fresh,
modern look for key services. Additionally, at the beginning, HCUA had zero social media
presence. The first step was to create a new Facebook page with updated graphics, strategic
posting, using good engagement practices and an aggressive ad campaign to gain followers.

The PR efforts were part of an integrated marketing campaign which also included a series of
awareness ads to promote recycling, conservation of watet, not littering, a sub secton of
website designed as a separate small site dedicated to recycling awareness and commercials
featuring Mayors of each Hattison County city and members of the Board of Supervisots
positioning them and HCUA as advocates for recycling anti-litteting and other efforts.

TRADITIONAL PUBLIC RELATIONS AND SOCIAL MEDIA

Once the advertising and awareness component was rolling, we launched an intensive public
relations campaign that included targeting multiple print, online and broadcast media
members with regular press releases and media alerts. HCUA officials had regular editorial
board btiefings and civic group prescntations. This also included handing crisis
communications and contingency messaging during sensitive contract negotiations and legal
matters, such as the City of Gulfport.

With the start of the new vendor contract on October 1, 2017, much communication was
needed with the public about delivery of new carts, pickup of old carts, pickup days,
recycling, the fact that the carts had a tracking chip to help measute tecycling, and more. All
of this had to be communicated through a variety of channels to ensure the smoothest
transition possible. This was handled through press releases and social media primarily along
with coordinated interviews with TV news.

Informational meetings were also held from to answer resident questions. Public meetings
were held and recorded and made available on the HCUA website for public access if they
were unable to attend.

Informational packets were included with the new recycling bins with FAQs, contact info
and info on whar was and was not recyclable.

SUMMARY OF TACTICS

® Modernize the brand and define key services.

® Develop a new series of commercials highlighting HCUA’s key role in ptomoting
recycling and conservation efforts.

® Compliment the television campaign with eye-catching digital billboards.

® Create a print campaign that showed various recyclables transformed from trash into
new products made from those materials.

* Introduce new Facebook social media platform with updated graphics, branded posts
and animated features.



® Launch an intensive public relations campaign with stratcgically targeted releases,
editorial board briefings, civic group presentations and town hall meetings and ctisis
communications tactics as needed.

® Advise andstay on top of social media and either respond or make recommendations for
HCUA staff to respond to comments and issues identified through comments.

RESULTS

® HCUA’s Facebook reach measured a three-year i . 7
high of 48,860 in March 2019. ! i) :

® Its number of Facebook followers grew 133% e —_—
in just two years, with residents who regularly ' ;
engage with HCUA posts, especially on the
topic of recycling. |

® The public relations progtam and community ’
outreach program yiclded over 30 positive
television news stories and over 60 newspaper
articles and social media mentions.

® Recycling participation rates and tonnage
volume have increased nearly 20%, with 63% of
routes throughout Harrison County performing
above the average houschold rate of 29%.

® The HCUA is now considered a “go to” source
for information on important environmental
issues.

® At the start of the new HCUA contract, thete
wete a few negalive feedback responses that EVERYTHINGWEDO
were recorded on Facebook. However, through
training and paying attention, HCUA responded

to these in a timely and helpful manner and we At Hamizon County Utility Authority, wa take
saw results the following month with more prido in providag vital service: ta ous communty.
positive feedback that continues to grow. From managing trash collaction and racydling

affarts to praviding clean watsr ta Lhe citizans

In four months, PR efforts resulted in 20 positive SRS G SR SR e

television news stories and over 40 newspaper
articles and social media mentions.

enviranmeat and cammunity. Wa ancowrage you

to joun us in recycling for a better tomarrow for

our childen.
The entitc program is a great case study in how a gteat, )
ongoing branding and communications strategy as a C/ m
foundation can educate, transform awatreness, motivate WATER CaNzERvATION WASTE IANAGEVIENT.

action and make the job of handling situations that arise
much smoothet. : ! T
: 3 UTILITY AUTHORITY
Samples of some of the creative work for HCUA are on the ;
following pages:
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WATER SHOULD RUN.

JUST NOT WHILE YOU'RE BRUSHING.

PROTECTING OUR RESOURCES. CONSERYING OUR COAST.
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2= Wild American Shrimp
gal American Shrimp Processors Association

AMER

M

~ 400% Aincrican -
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SITUATION

The amount of shrimp harvested from the Gulf of Mexico and South Atlantic has remained virtually
the same for the past 50 years. Unlike a land-based crop, there is no way to grow more shrimp in the
Gulf. So, it’s important for people to realize the why Wild American Shrimp are better. Research
showed that 90% of the shrimp eaten in the US arc imported, and most grocery, distributor and
testaurant buyers, as well as consumers, did not realize the difference.

OBJECTIVE
® Make more Americans aware that Wild American Shrimp taste better, have higher quality,
are free of antibiotics and more.
® Help them understand the difference and want to buy and pay more for Wild American
Shrimp.

Tactics

® Develop a new brand.

* Develop a marketing, PR and awareness plan achieve the desired results through multiple
mediums to reach the desired audiences — web, social media, digital advertising, public relations,
outreach, developing relationships, conducting events, public relations tactics from editorial
content to bloggers to other influencers, including chefs.

®  Develop a method to report analytics on the campaign monthly to the Executive Director and
the members of the Association.

* Develop a great creative theme or umbrella which would grab the attention of the intended
audiences and provide a platform for a long-term awarencss campaign.

® Implement the plan, using the “Every Shrimp Has a Tail. Our Shrimp Have a Story” campaign
theme as a platform to tell all of the stories — stories about the health benefits, taste

®  Onssite visits to interview cach member processor’s team and capture the history and essence of
their companics, developing a landing page for each one, complete photography old and new.

* Develop a comprehensive website with rich, engaging content ranging from Shrimp Stories,
Shrimpapedis. Shrimp Academy, “Where to Buy” pages for wholesale and retail, Chef
Advocates program, printed and animated infographics touting the health benefits and facts
about the industry, a blog for endless new stories/content, recipes (the most visited area of the
site) and a section on sustainability, an online inquiry system and more.

* Maintain active content production on Shtimp Tales blog.

® Social media platforms (Facebook, Twitter, Instagram, Pinterest) on which to share the stories

*  Shrimp preparation/recipe videos to help people overcome anxicty about how to cook shrimp
(problem identified through research)

¢ Creative and aggressive use of social media, including monthly Twitter Chats.

® Restaurant collateral material (table tents, coasters, t-shirts.

AUDIENCE



Grocery, distributor and restaurant buyers, as well as consumers.

RESULTS

Wholesale inquiry tool resulted in a total 4.49 million pounds of shrimp requested in one year.
32 Chef Advocates recruited to date

230,000 likes and growing on Facebook growing at a rate of 750 per week (a 96.7% increasc
YOY)

54% increase in unique userts on Americanshnmp.com year over year (YOY) 2018 vs 2017,

following 207% increase in previous 3 years.

35 Supporting restaurants in a new restaurant L@

program
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The following statement written for the website and other materials summed up the different

aspects of the messaging that would be implemented:

“Every shvimp has a tail; but our wild-caught, American shrimp have a stovy that is
rich with flavoy, history and adventure! It’s also a story of havdworking, shvimp
industry families that dates back to when shvimp werve harvested on wooden sailing
vessels and peeled by hand. 1's the story of American jobs, livelihoods and an
tndustvy’s vesilience against disasters and tough times. Beyond the history and
hevitage, it's the stovy of an all-natuval, healthy food that travels divectly from the
warm, nutvient-vich waiters of the Gulf of Mexico and South Atlantic to your table. 1t’s
the story of new processing technology that suspends freshness until cooked. And best
of all, it’s the story of what top chefs avound the wovid agree are the best-tasting

shrimpl”

HOLIDAY ENTERTAINING
TIPS fiom CHEF OF THE YEAR 2018

TENNEY FLYNN

WEDNESDAY, DECEMBER 18, 12PM CST
* % Kk *SHRIMPCHAT
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Flavor by Nature
WILD-CAUGHT WITH CARE.

It's no secret that Wild American Shrimp from the Gulf of Mexico and South Atlantic are the best-
tasting shrimp in the worid. But did you know that each dellcious shrimp is still fished from the
nutrient-rich waters by real fishermen who care about sustaining this deticious, renewable resource?
Also hormone- and antibiotic-free by nature, these shrimp are a choice you won'l regret
See these suppliers at the show or visit AmericanShrimp com.

BILOX! FREEZING & PROCESSING: 1863 o CAPTAIN'S FINE FOODS, LLC: 405
C.F. GOLLOTT AND SON'S SEAFOOD, INC.: 2143-A e COX'S WHOLESALE SEAFOQD INC: 249
GULF PRIDE ENTERPRISES INC: 2143-B o WOOD'S FISHERIES: 405
AIR PRODUCTS & CHEMICALS INC: 1074 « AMERICOLD; 675
INDEPENDENT CHEMICAL CORP; 2618 o LAITRAM MACHINERY: 1585 AND 1571
NEW ORLEANS COLD STORAGE: 268

\g—@ = wiLe %
AMERICAN SHRIMP  SHBS \ —
v USRS AT = 0 Ve ——



aveer INternational Airport

SITUATION

Prior to selection of The Focus Group in an RFP process in 2016, the Gulfport-Biloxi International
Atrport (FlyGPT) had been utilizing only traditional media outlets with dated cteative that wasn't
getting the desired tesults. South Mississippi tesidents were often overlooking the Gulfpott-Biloxi
International Airport when searching fot flights, and most travclers automatically assumed that
flying out of the New Otleans Aitport was going to be cheapet. Not only was that not always true
on a fare-to-fare compatison, but most did not take into account that FlyGPT’s aitfare may be mote
cost cffective in the long run when you factot in dtive time, gas, patking and othet related expenses.
Locals and people in feeder markets alike were not as aware as they could have been about the
option to FlyGPT. We conducted research which suppotted the pillats of a complete new creative
campaign aimed at changing that awateness and petrception level and dispelling myths. Also, we
knew a change in media tactics to include much more digital and social was needed to maximize
market shate.

OBJECTIVES

* Increase the number of enplanements and deplanements at FlyGPT (inctease regional and local
usage of the airport)

* Increase brand awareness of the aitport and the FlyGPT call to action as a foundation for both
short-term and long-term growth.

STRATEGY
* Reach more travelets in the target matkets with a cteative new apptoach, complete with
messages designed to change perceptions and myths while building the brand.

TACTICS

¢ Create 2 new color palette, creative messaging, calls to action.

*  Developed comprchensive campaign to te it all togethet including outdoot, radio, television,
print, social media, and digital marketing tactics (see examples on the following pages.

* Developed a new, engaging, mobile-friendly landing page to which to drive the digital ads with
an engaging interface with animation, video, etc. They were not ready to completely redo their
website, so this provided thic best of both wortlds as an alternatve.
http:/ /www.flygpt.com/welcome-to-fly-gpt/

*  Use highly-targeted online and social media ads strategically aimed at specific demographics and
behavior.

* larget and re-target web users looking at vacation destinations and flights.

*  Use messaging that cleverly and creatively educates the public on the true cost difference
between competitots when factoting in time, stress, traffic, etc. while elevating the brand.

PRIMARY AUDIENCES



* Entire Mississippi Gulf Coastal region, Hattiesburg atea (research showed travelers would travel
to Jackson’s airport, when they could get to GPT easier and have better options)

RESULTS

*  Opverall increase in the number of passengers flying into and out of the GPT airport has ranged
from 7.1 to 12% increases year over year since FY 2017.

*  Legacy carrier, United Airlines had a record high load factor of 93 % in March 2019, with Delta
and American Airlines also performing in the high 90 percentage rate.

*  Due to the success of Allegiant Air’s Orlando setvice, seasonal competitor Sun Countty Aitlines
recently added new setvice to Austin, Texas and Fort Myets, Flotida.

* During the first quarter of 2019, a targeted and effective digital campaign promoting new flights
generated 2.41 million impressions and over 16,000 clicks to featured aitlines’ website booking
page. The .67 CTR is 8x higher than the national average.

* 2019 first quarter website traffic teached a new high of 217,000 page views, with 53% being new
sessions and users.

*  Facebook followers for 2019 first quatter totaled 23,240 followers, with a reach of 1.39 million
and organic engagement performing well above average.

*  Overall, the aitport received tremendous public acknowledgment, goodwill and suppott, which
has elevated their presence in the conversations and the community.

One of the most important aspects of our relationship with FlyGPT is the level of communication
that we maintain with the client both ways. We wotk with the client to determine the overall strategy
and objectives, we develop tactics we believe will achieve those objectives, and we then we monitor
and measure as we go to make sure we are accomplishing what we set out to accomplish, adjusting if
something is not working. Because FlyGPT is a government entity, thete are specific tracking and
billing requirements in place or theit account.

LATEST QUARTERLY RESULTS

JANUARY 2019 - MARCH 2019

DIGITAL DISPLAY PERFORMANCE

* We setved over 2.4 million ads during Quarter 1 of 2019

* Over 16,000 people interacted with the ads by clicking for mote information.
* The overall click through rate, at 0.67% is 8.3x the national average of 0.08%

WEBSITE PERFORMANCE FOR THE QUARTER
* For the landing page we developed: http:// www.flygpt.com/welcome-to-fly-gpt/

Quote from our contact at FlyGPT upon winning the renewal of the contract:




- “Yall's submission and work were head and shoulders above the rest. You have
elevated the brand to such a high level have been so easy to work with that it was an
easy selection.” -- Tecki Hinkebein, FlyGPT
BILLBOARDS

TAKE YOUR SUPER KID
TO ORLANDO.

Only at alleg"‘i"ént'.com

7
=/ SKIP THE FAIRY DUST.

/
/

I #FLYGPT TO ORLANDO.

o
Only at a“eglant,mm

GULFPORT-BILOXI INTERNATIONAL AIRPORT
SUPPORTS OUR MEN AND WOMEN IN UNIFORM.




DIGITAL DISPLAY ADS
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GOOGLE ADWORDS / DIGITAL DISPLAY SUCCESS
Allegiant Air Initial Launch Promolion for Orando

Allegiant Air officials reported that they sold TWICE as many seats than they normally do on new routes
during the first and second days that GPT/ORLANDO flights went on sale.

141,149

2,733 Clicks 4,695 Post
to Allegiantsite Engagement TOTAL
Activity IMPRESSIONS

Gufprn S St ruasurad
o

Ty Ay At roreep 1he oty N

DIGITAL MARKETING

Nartive Ad “Trade Your Masks For Mouse Earg”

* Began January 18" & ends February 17+, 2019,
*  The ad brought 39 users to the “Trade Your
Masks For Mouse Ears™ blog page.

*  The click through ratc, at 0.13%, exceeds the = e oY
. o FLY NONSTOP. TO ORLANDO
national average of 0.08% .

¢ The ad remains in-view for an average of 20 5 l BOOK NOW '
. Ny Lkl el e

seconds to ensure it is seen. Benchmark in- i
view times are 15 seconds on desktop, 7
seconds on mobile.

=< FLYGPT - Only at allegTant'..:m-.

Trade Your Masks for Mouse Ears
Guifport-Biloxl International Airport

TRADE YOUR MASKS
FOR MOUSE EARS.

FLY NONSTOP TO ORLANDO THIS MARDI GRAS.

Only at alle giant'.com




AUSTIN PROMO
FACEBOOK CAROUSEL AD

It's fun. It's weird. It's live. And now, it's just 8 quick  Fly nonstop to Austin.
flight away. suncountry.com

AUSTIN PROMO

FACEBOOK CAROUSEL AD

Kick up your heels. Now fly nonsiop Escape from Ihe ordinsry. Now fly Escapa from ihe ordinary. Now fly Escape from the ordinary, Now fly

to Auslin on Sun Couniry Altlines, nonelop to Ausiln an Sun Caunlry nonsiop 1o Ausiin on Sun Country nanatop to Austin on Sun Country
Airlines. Airlines. Airlines.

AUSTIN PROMO

INSTAGRAM STORY SLIDE

JANUARY - MARCH 2019
PAID SOCIAL MEDIA RESULTS

- 15 Campaigns
- 1.5 Million Tmpressions
32.85K Post Engagement

LIVE MUS A
HERE WE COME. |

NOW FLYING NONSTOP TO AUSTIN, TX.

DEPART FROM THE
ORDINARY.

HOW FLYIRG NONETOP TO AUSTIN, T

BOOK HOW. - 15,26K Clicks
- 5.66K Avg. Daily Ad Reach

BOOK NOW.

FLYGPT

FLYGPT




(/‘f )(> GREENWOOD, MISSISSIPPI
I iissisacl?  Convention & Visitors Bureau

CONVYENTION AND VISITORS BUREAU

SITUATION
Greenwood, Mississippi is a charming town situated in the Mississippi Delta. With unique
experiences such as The Alluvian Hotel and Spa, Viking Cooking School, Tallahatchie Flats,
award-winning restaurants, downtown shopping, stories of Blues legends, histoty, and fantastic
hunting, Greenwood has the foundation for so many stories to be told. The Focus Group has
capitalized on these great storics to create a PR campaign as part of an integrated marketing
communications approach, rich with oppottunitics to tell Greenwood’s unique story for the
purpose of increasing tourism visitation.

OBJECTIVE
Create awareness of the brand and drive more toutists to Greenwood, Mississippi. Utilize
public relations combined with a strategic marketing/advertising campaign,

STRATEGIES
Seek opportanitics to tell Greenwood’s story through earned media (PR) in publications which
rcach the target audience. This PR campaign combined with a ptint campaign and updated
creative provide the opportunity to show off Greenwood’s assets to potential tourists.

TACTICS

Brand development

Public Relations/carned media

Professional photo shoot of attractions and beauty
Landing page development

Social Media marketing plan

Advertising management

Print advertising

AUDIENCE
e Travelets from 50+ miles outside of Greeawood (feeder matkets)
* International Travelers in Europe with an interest in Blues Music and Authentic Expetiences
e Southern Group Tour Operators

RESULTS

e Since The Focus Group has been working with Greenwood, they have been named “CVB
of the Year” for their size category, two yeats in a row by the Mississippi Tourism
Association.

* Greenwood has received coverage in some regional and national publications due to our
efforts.

e Increased social media presence and advettising grew social audiences by 400% (2500
followets on Facebook to almost 9,700)

e Facchook Canvas ad experience reached 79,998 and garnered 4,333 clicks to the landing
page.

e Since new site launched in February 2019, 3,089 users have visited the site of which 2,704
are new visitors, garnering 4,020 page views.



o Print ads with updated creative, photography and copy have made new audiences aware of
what Greenwood has to offer with a more high-end brand image

e The Focus Group has pitched multiple story ideas to publications and websites and has
successfully pitched stories about Greenwood written in Southern Living, Expedia.com and
other publications.

» Asa result of The Focus Group’s assistance in writing a grant for media placement,
Greenwood was awarded $80,000 in grant money to fund the proposed media plan.

"The Focus Group team redlly captured the spirit of Greenwood in our
creative campaign. Everyone is down to earth and very easy to work with
and has worked well within our smaller budget.”

- Danielle Morgan, Executive Director
Greenwood Convention and Visitors Bureau
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Samples of Earned Media Coverage for Greenwood

GREENWOBDIHE

Soadhrsl g

Day Trip: Greenwood, Mississippi
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Greenwoud Convention & Visitor's Bureau i
225 Howerd Street
Greenwaod, MS
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GREENWOOD PHOTOGRAPHY
DONE BY THE FOCUS GROUP
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THE PEOPLES BANK  THE PEOPLES

Msmaenr FOIC

- ‘Where PEOPLE come first! BANK

- SINCE 149y

SITUATION

The Peoples Bank, headquartered in Biloxi, Mississippi, is the Mississippi Gulf Coast’s latgest
independent community lender. They recently celebrated their 125" year anniversary in March 2019.
As with some older financial institutions, they found that their customer base was getting older and
that awareness among new younger customers, especially Generation Z to millennials, was lacking.
While they had the samc tools, such as mobile banking, as their ‘big bank’ compettors, people were
not awate of thesc services. A campaign was developed to target these audiences, generate awareness
and gain more customers.

OBJECTIVES

* Develop a campaign that featured a mixture of younger and older demogtaphics, with an
emphasis on millennial households whose disposable income was on the rise and were ready
for additional services beyond traditional checking and savings accounts.

® Ensure that The Peoples Bank’s competitive advantage of being a local, accessible lender
was highlighted by promoting the ‘people’ ot employees of The Peoples Bank and its long
history in the community.

STRATEGY

¢ Utlize messaging that better articulated the brand’s strengths — embraced its history and
hands-on customer service, balanced with new technology tools available, with the goal of
luring new customers with the best of both wotlds.

* Develop a specific campaign called ‘Bank Wherever Life Takes You...” and showcase The
Peoples Bank’s mobile app being used in multiple Coast locations and activities, to celebrate
the region’s rich landmatks and The Peoples Bank’s commitment to the area.

TACTICS

e The campaign creative took the bank in a new direction visually, updating the brand with an
engaging, modern voice.

e New digiral billboards and ads were utilized to reach customers and prospects on their
mobile devices, generating high visibility among desired target audiences.

* Social media was utilized for the first time, with the launch of the bank’s Facebook page, and
strategies developed to tap into other platforms moving forward such as Instagram, Twitter
and YouTube.

e New television and radio commetcials were also developed featuring desired prospect
demographic.

o Creative was also developed around actual employee testimonials to further underscore the
theme of “The People Behind The Peoples Bank.’



PRIMARY AUDIENCES

®  Adults 25-54 were targeted in a one-hour radius of the Mississippi Gulf Coast; female and
male audiences evenly sckewed.

e Adults 50+ were also targeted for asset management / retirement setvices.

RESULTS

The new campaign, especially the use of testimonials, reinvigorated and inspired employees.

® Traffic to the bank’s website has increased and Facebook followers have grown to neatly
4,000.

The most recently executed digital campaign, tied to a traditional television tactics, generated
over 250,000 impressions during March 2019 and 2 CTR of .36%.

® Senior management continues to be pleased with heightened interest from new
demographics.

“We are very pleased with the outcome of this most recent campaign. Its success is reflective
of the innovative, dynamic and creative prospective provided by The Focus Group. We view
them as an essential extension of our marketing department.”

Paul Guichet
Vice President of Business Development
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IT'S OUR PEOPLE WHO MAKE
THE PEOPLES BANK S0 SPECIAL,

DID YOU HAVE A POSITIVE EXPERIENCE TODAY?
TELL US ABOUTIT IN A FACEBOOK RECOMMENDATION.

@THE PEOPLES BANK
e Where PEOPLE come first!



BILLBOARDS

COLLEGE. RETIREMENT. WEDDING.
WE CAN DO IT ALL.

e ®  SErUp Your TRUST FUND ToDaY.

. @THE ProrLes Bank
' " Where PEOPLE come firt!

L e

MORE THAN A BANK,
WE'RE A PARTNER.

LET’S GET STARTED, TOGETHER.

@THE ProPLES Bi\N‘ﬁ
] ” " ‘Where PEOPLE come [irst!

BANKING THAT
REALLY CLICKS.
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DIGITAL ADS
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SOCIAL MEDIA ADS
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g H.Lgh;iiféi’rlliﬁi’, SUMMER LUNCH PROGRAM

SITUATION
Media strategy planning and execution for the 2019 USDA Summer Food Service Program.
The Program will be publicized throughout the state of Mississippi to increase parents'
awarencss of more than 750 feeding sites available for all children through age 18 when
school is out for summer. A variety of media sources wete utilized such as radio (traditional
and digilal) spots and mobile advertising on a limited budget.

OBJECTIVE

TACTICS

Promote awareness of the Department of Fducation’s Summer Food Service Program
across the state of Mississippi, as over 750 sites are equipped to feed children (up to the
age of 18) during the summer of 2019

Refreshed branding — there was no clear carpaign brand to build upon when The Focus
Group gained this account. We developed all new branding and creative (o utilize in the
media campaign.

Whole new campaign incorporating children of all school ages. , to show that it wasn’t just
for primary aged children.

Social ad campaigns to include the most innovative ad types utilizing Facebook’s ad creator
tool for canvas, video, and carousel ads.

Google AdWords and programmatic display campaign to drive traffic to landing pages and
phone number.

Audio spots highlighting all aspects of the summer lunch program.

AUDIENCE

RESULTS

Entire state of Mississippi, in patticular the counties that house the 750 feeding sites
Parents and guardians of school aged children

Summer programs dircctors of programs with school aged children

Focus on areas identified by the agency as ptimary target areas around summer lunch sites

Underserved communities and categivers in economic distress who cannot otherwise
ensure meals for children during holiday breaks, the state of Mississippi is #1 in poverty
and it’s imperative that residents be made aware of free resources

Over 1.4 million impressions were served (through display and video alone) throughout
the duration of the campaign.
An additional 868,632 amount of impressions were served via Facebook and Instagram.



1’%‘- Summer Food Service Program Mississippl
Spansored ' @&

This summer Mississippi kids and teens can eat nutritious meals at no
cost!
The USDA's Summer Meals Program is open to all chitdren 18 and
younger in your area.

To find a location near you, text “summer meals” to 97779 or visit
htips:/fwww.fos.usda.gov/summerfaodrocks,

FNS.USDA.GOV
No Cost Summer Meals
Find a location in your community.

Learn More l
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QUALIFICATIONS AND COST FOR PROJECT

b. Years of experience with government entities

The Focus Group has extensive expetience in working with public entities for the past scven (7)
years. Our team is well versed in the activities necessary to make a public/private partnership
successful. We are used to submitting invoices on a timetable. Developing plans, presentations,
and budgets for board approval; successfully managing the input of multiple stakeholdets in
different departments to achieve the overall client goals. The Focus Group also knows how to
achieve ROI on limited budgets while working in fiscal years that don’t always coincide with
calendat yeats.

Some public entities who we have successfully partnered/worked with.

- Greenwood, MS Convention & Visitor’s Bureau
- Port of Gulfport, MS (Mississippi State Port)

- Mississippt Department of Education

- Gulfport-Biloxi International Airport

- Greenwood, MS Convention & Visitor’s Bureau
- Harrison County Utlity Authotity

- Hancock Chamber

- Hancock County, MS

- City of Diamondhead
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QUALIFICATIONS AND COST FOR PROJECT

c. Costs for following deliverables

Marketing Plan (No later than January 1, 2020)
The marketing plan shall consists of a comprehensive plan that will address each component of
this Scope of Setvices.
e [Establishes a plan for addressing cach component of the services set forth in the
Scope of Setvices.
e Establish a timeline for the marketing plan and a methodology for addressing each
HTC population.
® Establishes a cost estimate and estimated budget for marketing ads associated with
the marketing plan.
® Proposes analytics for measuring and repotting the results of the matketing
campaign.

Implementation Plan (Draft due no later than January 1, 2020)
Draft implementation plan for the written marketing plan.

® Complies with the marketing plan.

Final Project Plan Repott (Submitted no later than January 1, 2020)
® Provides Secretary of State’s Office with a comptehensive marketing strategy and
implementation plan for all services and the projected effectiveness of the setvices,
outrcach efforts, and advertisements.

The following pricing quoted is inclusive of, but not limited to the following:

* All required equipment and matetials

* Al required insurance

* All requited overhead

* All required profit

*  All required transpottation

*  All requited labor

*  All required business and professional licenses, permits, fees, etc. (if any)
* Any and all other costs associated with petforming the services



Deadline

Criteria

No. Deliverable Cost
1 | Marketing Plan No later e Establishes a plan for $12,500
The marketing plan than January addressing each component of
shall consists of a 1, 2020. the services set forth in the
comprehensive plan Scope of Services.
that will address each e Establish a timeline for the
component of this marketing plan and a
Scope of Services. methodology for addressing
each HTC population.
e Establishes a cost estimate and
estimated budget for marketing
ads associated with the
marketing plan.
e Proposes analytics for
measuring and rcporting the
results of the marketing
campaign.
2 | Implementation Draft dueno | ¢ Complies with the marketing $7,000
Plan later than plan.
Draft implementation | January 1,
plan for the written 2020.
marketing plan.
3 | Final Project Plan Submitted | e Provides Secretary of State’s $3,000
Report no later than Office with a comprehensive
January 1, marketing strategy and
2020. implementation plan for all
services and the projected
effectiveness of the services,
outreach efforts, and
| S i N | advertisements. |
Total Cost (not to exceed $25,000) | $22,500
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Initial Campaign Thoughts

Our team is very excited about the chance to work on this ptoject. Therefore, in addition to
providing the answers to your requited scctions, we also have provided a bit of creative
wotk for the committec to review just to give a glimpse into our thinking and abilitics based
on our initial rescarch. ‘This is just a first blush at some branding using the knowledge we
have alteady created based on the initial research we have done about Mississippi and
reaching the HTR communities in our state. We wanted to demonstrate that we can hit the
ground running, having already pur some thought behind the campaign and will be able to
deliver a thorough marketing and implementation plan to the committee and the Secretaty
of State’s Office.

Our team has taken into account why the census matters for our state:

®  Dara from the census affects everyone. We all have something to gain from a full census
count for Mississippl in 2020,

® [unding for Programs that impact you, your tamily and our communitics

¢ ['unding to Mississippi for many important programs that aftect health care, education,
housing assistance, infrastructure development and morce is tied in some form to census data.

®  We must do everything we can to cnsure that the state reccives irs fatr sharing of

* funding for these programs so they rernaimn available for those who greatly benefit from them
and those who may nced them in the fulure.

® Ifwedonot, the need for this assistance will remain and state and local governments will be
forced replace the lost funds through alternative means. 'Ihis alternative will affect everyone,

We Must Take Action!

The end goal is maximum participation. Don’t sit on the sidelines. Show them that you
count, that we all count, by completing your census form.

COUNT ME IN!

The Focus Group did a bit of‘hr:n'nr:i:3rming and developed a ereative campatpn that could be used
in the implementation of the stratepte marketing plan, The campaign “Count Me Inl” glves an active

votee o hit all of your sub-categories of reasons thar participating in the Census matters.

Keys will be:
L. Help people understand the importance of participation
2. Remind and encourage those who ate more likely complete the census anyway
3. Focus on the areas with low response rates in 2010 and hard-to-reach areas
4. Introduce online census new for 2020



Initial Strategy (HTR)

® Mississippi Hard-to-Reach Areas
0 Approximately $10.1B — This is the
total amount that the State of
Mississippi received in 2016 from
federal spending programs that are
guided by data from the 2010
census.
®  Only 76.4% of the state’s households mailed
back their questionnaire in 2010,
® Approximately 27% of Mississippi’s cutrent
population (or 804,138 people) lives in hard-
to-count neighborhoods. Key Counties /
Locations to target
o Citizens with and without internet
o Citizens with only Tnternet through
cellphone data
© Household Language
© Ilousehold Age and Makeup
® We have identified all of the TR counties
in Mississippi based on 2010 census data, we
will utilize this location data to ensure our
traditional media (especially billboards) is present and relevant in the H'I'R areas in addition
to the digital media. (show to the right)
®  As recently as 2017, 30.7% of Mississippi’s houscholds had cither no intetnet subsctiption or
dial-up only, according to the latest American Community Survey estimates.
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Following ate some of the suppotting thoughts to the creative on the following pages:

Use of various stock photo community membets to reflect Mississippians of all races, genders,
ages.

Building the creative using “pain statements™ as a hook to draw audience into the action
statements.

Implementation of icons for use in digital work, specifically as shorthand for pain statements
and to engage younger audiences.

Use of social media advertising platforms to grow reach.



MISSISSIPPI
COUNTS!

wi 2020 CENSUS

We at the Focus Group believe that great deliverables are backed by great research. After studying
the 2010 Mississippi Census, we found that anly 76.4% of the state’s households mailed back their |
questionnaire in 2010. Even mare pressing, we discovered that approximately 27% of Mississippi’s current
population (or around 804,138 people) were recorded as living in hard-to-count neighborhoods.

Let's compare this data with more recent findings. In 2016, the state of Mississippi received
appraximately §10.1B from federal spending programs: programs guided by data from the 2010 census.
Putall the pieces together, and there's still a lot of maney left on the table that could do wonders for the
state of Mississippi and its residents.

That's where “Mississippi Counts” comes in. We wart to prove to everyune in Mississippi that they
matter: that their voice and their participation through filling out their Census questionnaire will bring
about genuine change that will ripple throughout the state, When we communicate®] Count}” we want
people to take it serioudly, becauase it's through their combined voice that Mississippi can receive the
funding it deserves to account for all of its rexidents.




SSIPPI
INTS!

1020 CENGUS

We propose the general messaging of “Count Me Int” This phrasing provides a more “active voice” to
the campaign and a way to involve all of the areas in which completing the census can help Mississippi
while engaging real citizens ~ especially on (but not limited to) social media. It also includes the use of
icans specifically as shorthand for pain statements and to engage younger audiences.

In HTR areas, the phrasing still applies, being incorporated into more traditional forms of media,
such as televigion, billboards, print, and radio. Each of these platforms will be utilized throughout the
entire campaign at all budget points (strategically more in some areas than in others depending on the
targets). To get the most ROI, we will negotiate year-long “rotator” packages allowing for a statewide
presence throughout the campaign. We have also identified all of the HTR counties in Mississippi based
on 2010 census data, we will utilize this location data to ensure our traditional media (especially
billboards) is present and relevant in the HTR areas in addition to the digital media. We feel passionately
about these counties - which often house residents struggling with matters of finances, education,
environment, and more - as they have needs that could genuinely be met by stronger funding, they just
require a bit more hard work to reach and we are willing and ready to do just that.
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DeLsert Hosesann
Secretarp of Siute

Office of the Secretary of State
Jackson, Mississippi

Certificate of Good Standing

I, C. DELBERT HOSEMANN, JR. Sceretary of State of the State of Mississippi, and as
such, the legal custodian of the records as required by the laws of Mississippi, to be filed
inmy oflice, do hereby centify;

That onthe [Sth day of August, 2008, e State of Mississippi issucd 8 Chaner
Certificate of Authonity ta:

FOCUS GROUP, INC.
That the state of incorportion is Mississippi,
That the period of duration ia petpetual.

That acconding o the records of this office, Articles of Dissolution or a Cetificate of
Withdrawal huve not been filed.

That according to the records of this oflice, a current Annual Repon has been delivered (o
the Office ofthe Secretary of State.

1 further centify that all fecs, taxcs and penallics owed (o this stale, as reflocted in the
records ol the Secretary ol State, have heen paid and that the corportion is in existence or
has authority (0 trangact business in Missigsippi.

That insofar as the reconds of this office arc concemed, the said FOCUS GROUP, INC. is
in good standing al this time.

Given under my hand and seal of pffice
the 23nd day of July, 201¥
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o Detngar HnllMANN._’I
Secratary uf Srate

‘ertiflcare Nurnboer: CNTROA4R9S
erify this certiticate online at hatp ficorp.sos.me gav/copeony/verl fyceruiicate Hapx
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DELBERT HOSEMANN
Secretar:y of State

Contflict of Interest Disclosure Form

In consideration of the provisions set forth in Miss. Code Anin 25-4-101. et seq.. regarding contracts with public servants
of the State of Mississippi. anyone contracting wintk the Office of the Mississippi Secretary of State (“Agency™) must
disclose any potential conflict of inferest that exists between the Agency and the Contractor that may prohibit such
contract. A conflict ef interest may include. but not fined to. any outside activity, connmitment, or interest that may

adversely affect. compronise. or be meesipatible with tie ebiigations o a Contractor 1o the Ageney,

Please see Miss. Code Ann. 254105 for guidance on confiicts of interest and contractual restrictions for nublic servants,

orrequest a copy from the Agency if vou do uot have aceess (o this law,

Contractor acknowledges it has 4 continuing obligation to disclose any circumstances that may create an actual or

apparent conltlict of interest. In the event Contractor becontes aware of any such conflict ol interest. it will immediately

report this fact to the Sccrelary of Staic,

Please disclose and describe below any potential conflicts of interest you may have that may prohibit this contract;

Signature:

Date:
125 South Congress Street telephone (601) 359-I350
Post Office Box 136 facsimile (601) 359-1499

Jackson, Mississippi 39205 WWwW.sos.ms.gov



