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PROFESSIONAL SERVICES CONTRACT

This CONTRACT made and entered into this 215t day of May, 2021 by and between the
City of Grand Junction, Colorado, a government entity in the County of Mesa, State of
Colorado, hereinafter in the Contract Documents referred to as the "Owner" and Epsilon of
Atlanta, Georgia, hereinafter in the Contract Documents referred to as the “Contractor.”

The Contractor shall perform the work set forth and described by the Solicitation Documents
and known as RFP-4855-21-SH Advertising and Media Measurement Services.

The total amount of the Contract shall not exceed $1,522,000.00 paid by the Owner. The
Contractor shall be paid in accordance with the work done based on each individual
campaign, or season, or key performance indicator (KPI) being driven by Visit Grand
Junction (Visit GJ). There is no guarantee that any work will be done, nor is there a
guaranteed amount of work, or a minimum cost of work. There is no minimum or
maximum guarantee as a result of this contract.

Seven (7) firms were chosen as finalists and all seven (7) may or may not have the
opportunity to participate in the advertising and media measurement needs of Visit GJ. The
six (6) firms are divided into three categories as follows:

Advertising: Centro, Epsilon/Conversant, Foursquare, Adtheorent
Measurement: PlacelQ, Foursquare/Placed
Verification: Lucidity

This contract signifies approval that Visit GJ may work with each individual firm as needed,
if needed.

To receive payment, Contractor must submit invoices to Elizabeth Fogarty, Visit Grand
Junction Director at elizabethf@gjcity.org for work completed.

Contract Administrator for the Owner is Elizabeth Fogarty, Visit GJ Director, 970-256-
4052, elizabethf@gjcity.org

Contract Administrator for the Contractor is David Chastain, VP Travel & Tourism, 770-
634-4415, david.chastain@epsilon.com.

The term of this Contract shall be from May 21, 2021 to May 21, 2022, with the option for
up to three (3) annual renewals at the same rates noted above.
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Firms shall provide the insurance bonds and indemnities required in the Solicitation
Documents.

Contract Documents: The clauses provided in the Solicitation apply to the terms used in the
Contract and all the Contract Documents. It is agreed by the parties hereto that the following
list of instruments, drawings, and documents which are attached hereto, bound herewith, or
incorporated herein by reference constitute and shall be referred to either as the "Contract
Documents" or the Contract, and all of said instruments, drawings, and documents together
as a whole constitute the Contract between the parties hereto, and they are fully a part of
this agreement as if they were set out verbatim and in full herein. The order of contract
document governance shall be as follows:

a. The body of this contract agreement

b. Solicitation Documents for the Project and all Addenda; IFB-4855-21-SH;
c. Contractors Response to the Solicitation

d. Change Orders.

CITY OF GRAND JUNCTION, COLORADO

&@ﬁmﬂ Fonarty 6/17/2021 | 23:15 EDT

Elizabietti' Fogarty, Visit Grand Junction Director Date

EPSILON

DocuSigned by:

BV~ 5/24/2021 | 15:49 MDT
sBavidLhastain, VP Travel & Tourism Date
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Request for Proposal
RFP-4855-21-SH

ADVERTISING AND MEDIA
MEASUREMENT SERVICES

RESPONSES DUE:
January 27, 2021 prior to 2:30 P.M.
Accepting Electronic Responses Only
Responses Only Submitted Through the Rocky Mountain E-Purchasing
System (RMEPS)

www.bidnetdirect.com/colorado
(Purchasing Representative does not have access or control of the vendor side of RMEPS.
If website or other problems arise during response submission, vendor MUST contact
RMEPS to resolve issue prior to the response deadline. 800-835-4603)

Due to recent developments with increased COVID-19 cases in Mesa County, public in-
person bid openings are temporarily being suspended until further notice. Bid openings
will take place on their designated date and time virtually, and bid tabulations will be posted
for public view/access. The virtual link is noted below to attend the bid opening. Public
may attend via video or via phone for audio only.

Please join Advertising & Media Measurement Svcs RFP-4855-21-SH on GoToConnect from
your computer using the Chrome browser.
https://my.jive.com/meet/929354797

You can also dial in using your phone.
US: (571) 317-3129

Access Code: 929-354-797

PURCHASING REPRESENTATIVE:
Susan Hyatt

susanh@gijcity.org
970-244-1513
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This solicitation has been developed specifically for a Request for Proposal intended to solicit
competitive responses for this solicitation and may not be the same as previous City of Grand
Junction solicitations. All offerors are urged to thoroughly review this solicitation prior to
submitting. Submittal by FAX, EMAIL or HARD COPY IS NOT ACCEPTABLE for this

solicitation.
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REQUEST FOR PROPOSAL

SECTION 1.0: ADMINISTRATIVE INFORMATION & CONDITIONS FOR SUBMITTAL

11

1.2

1.3

1.4

1.5

1.6

Issuing Office: This Request for Proposal (RFP) is issued by the City of Grand Junction.
All contact regarding this RFP shall be directed to:

RFP Questions:
Susan Hyatt
susanh@agijcity.org

The City would like to remind all Contractors, Sub-Contractors, Vendors, Suppliers,
Manufacturers, Service Providers, etc. that (with the exception of Pre-Bid or Site Visit
Meetings) all guestions, inquiries, comments, or communication pertaining to any formal
solicitation (whether process, specifications, scope, etc.) must be directed (in writing) to the
Purchasing Agent assigned to the project, or Purchasing Division. Direct communication
with the City assigned Project Managers/Engineers is not appropriate for public procurement
prior to award and may result in disqualification.

Purpose: The purpose of this RFP is to obtain proposals from qualified professional firms
to provide paid advertising and media measurement services for the Grand Junction, CO,
area as described in Section 4.0.

Compliance: All participating Offerors, by their signature hereunder, shall agree to comply
with all conditions, requirements, and instructions of this RFP as stated or implied herein.
Should the City omit anything from this packet which is necessary to the clear understanding
of the requirements, or should it appear that various instructions are in conflict, the Offeror(s)
shall secure instructions from the Purchasing Division prior to the date and time of the
submittal deadline shown in this RFP.

Procurement Process: Procurement processes shall be governed by the most current
version of the City of Grand Junction Purchasing Policy and Procedure Manual.

Submission: Please refer to section 5.0 for what is to be included. Each proposal shall
be submitted in electronic format only, and only through the Rocky Mountain E-
Purchasing website, www.bidnetdirect.com/colorado. The uploaded response shall be a
single PDF document with all required information included. This site offers both “free” and
‘paying” registration options that allow for full access of the City’'s documents and for
electronic submission of proposals. (Note: “free” registration may take up to 24 hours to
process. Please Plan accordingly.) For proper comparison and evaluation, the City requests
that proposals be formatted as directed in Section 5.0 “Preparation and Submittal of
Proposals.” Submittals received that fail to follow this format may be ruled non-responsive.
(Purchasing Representative does not have access or control of the vendor side of RMEPS.
If website or other problems arise during response submission, vendor MUST contact
RMEPS to resolve issue prior to the response deadline. 800-835-4603)

Altering Proposals: Any alterations made prior to opening date and time must be initialed
by the signer of the proposal, guaranteeing authenticity. Proposals cannot be altered or
amended after submission deadline.



1.7

1.8

1.9

1.10

1.11

1.12

Withdrawal of Proposal: A proposal must be firm and valid for award and may not be
withdrawn or canceled by the Offeror for sixty (60) days following the submittal deadline
date, and only prior to award. The Offeror so agrees upon submittal of their proposal. After
award this statement is not applicable.

Addenda: All Questions shall be submitted in writing to the appropriate person as shown
in Section 1.1. Any interpretations, corrections and changes to this RFP or extensions to
the opening/receipt date shall be made by a written Addendum to the RFP by the City. Sole
authority to authorize addenda shall be vested in the City of Grand Junction Purchasing
Representative. Addenda will be issued electronically through the Rocky Mountain E-
Purchasing website at www.bidnetdirect.com/colorado. Offerors shall acknowledge receipt
of all addenda in their proposal. Addenda and solicitations are posted on the City’s website,
www.gjcity.org/business-and-economic-development/bids, for informational purposes.

Confidential Material: All materials submitted in response to this RFP shall ultimately
become public record and shall be subject to inspection after contract award. “Proprietary
or Confidential Information” is defined as any information that is not generally known to
competitors and which provides a competitive advantage. Unrestricted disclosure of
proprietary information places it in the public domain. Only submittal information clearly
identified with the words “Confidential Disclosure’ and uploaded as a separate document
shall establish a confidential, proprietary relationship. Any material to be treated as
confidential or proprietary in nature must include a justification for the request. The request
shall be reviewed and either approved or denied by the City. If denied, the proposer shall
have the opportunity to withdraw its entire proposal, or to remove the confidential or
proprietary restrictions. Neither cost nor pricing information nor the total proposal shall be
considered confidential or proprietary

Response Material Ownership: All proposals become the property of the City upon receipt
and shall only be returned to the proposer at the City’s option. Selection or rejection of the
proposal shall not affect this right. The City shall have the right to use all ideas or
adaptations of the ideas contained in any proposal received in response to this RFP, subject
to limitations outlined in the section titled “Confidential Material’. Disqualification of a
proposal does not eliminate this right.

Minimal Standards for Responsible Prospective Offerors: A prospective Offeror must
affirmably demonstrate their responsibility. A prospective Offeror must meet the following
requirements:

Have adequate financial resources, or the ability to obtain such resources as required.
Be able to comply with the required or proposed completion schedule.

Have a satisfactory record of performance.

Have a satisfactory record of integrity and ethics.

Be otherwise qualified and eligible to receive an award and enter into a contract with
the City.

Nonconforming Terms and Conditions: A proposal that includes terms and conditions
that do not conform to the terms and conditions of this Request for Proposal is subject to
rejection as non-responsive. The City reserves the right to permit the Offeror to withdraw
nonconforming terms and conditions from its proposal prior to a determination by the City of
non-responsiveness based on the submission of nonconforming terms and conditions



1.13

114

1.15

Open Records: All proposals shall be open for public inspection after the contract is
awarded. Trade secrets and confidential information contained in the proposal so identified
by offer as such shall be treated as confidential by the City to the extent allowable in the
Open Records Act.

Sales Tax: City of Grand Junction is, by statute, exempt from the State Sales Tax and
Federal Excise Tax; therefore, all fees shall not include taxes.

Public Opening: Proposals shall be opened in the City Hall Auditorium, 250 North 5t" Street,
Grand Junction, CO 81501, immediately following the proposal deadline. Offerors, their
representatives and interested persons may be present. Only the names and locations on
the proposing firms will be disclosed.

Due to recent developments with increased COVID-19 cases in Mesa County, public in-
person bid openings are temporarily being suspended until further notice. Bid openings
will take place on their designated date and time virtually, and bid tabulations will be posted
for public view/access. The virtual link is noted below to attend the bid opening. Public
may attend via video or via phone for audio only.

Please join Advertising & Media Measurement Svcs RFP-4855-21-SH on GoToConnect from
your computer using the Chrome browser.
https://my.jive.com/meet/929354797

You can also dial in using your phone.
US: (571) 317-3129

Access Code: 929-354-797

SECTION 2.0: GENERAL CONTRACT TERMS AND CONDITIONS

2.1.

2.2.

Acceptance of RFP Terms: A proposal submitted in response to this RFP shall constitute
a binding offer. Acknowledgment of this condition shall be indicated on the Cover Letter by
the Offeror or an officer of the Offeror legally authorized to execute contractual obligations.
A submission in response to the RFP acknowledges acceptance by the Offeror of all terms
and conditions, as set forth herein. An Offeror shall identify clearly and thoroughly any
variations between its proposal and the City’s RFP requirements. Failure to do so shall be
deemed a waiver of any rights to subsequently modify the terms of performance, except as
outlined or specified in the RFP.

Execution, Correlation, Intent, and Interpretations: The Contract Documents shall be
signed by the City and Contractor. By executing the contract, the Contractor represents that
they have familiarized themselves with the local conditions under which the Work is to be
performed, and correlated their observations with the requirements of the Contract
Documents. The Contract Documents are complementary, and what is required by any one,
shall be as binding as if required by all. The intention of the documents is to include all
labor, materials, equipment, services and other items necessary for the proper execution
and completion of the scope of work as defined in the technical specifications and drawings



2.3.

24.

2.5.

2.6.

2.7.

2.8.

2.9.

2.10.

211.

2.12.

contained herein. All drawings, specifications and copies furnished by the City are, and
shall remain, City property. They are not to be used on any other project.

Acceptance Not Waiver: The City's acceptance or approval of any work furnished
hereunder shall not in any way relieve the proposer of their present responsibility to maintain
the high quality, integrity and timeliness of his work. The City's approval or acceptance of,
or payment for, any services shall not be construed as a future waiver of any rights under
this Contract, or of any cause of action arising out of performance under this Contract.

Change Order/Amendment: No oral statement of any person shall modify or otherwise
change, or affect the terms, conditions or specifications stated in the resulting contract. All
change orders/amendments to the contract shall be made in writing by the City Purchasing
Division.

Assignment: The Offeror shall not sell, assign, transfer or convey any contract resulting
from this RFP, in whole or in part, without the prior written approval from the City.

Compliance with Laws: Proposals must comply with all Federal, State, County and local
laws governing or covering this type of service and the fulfillment of all ADA (Americans with
Disabilities Act) requirements. Contractor hereby warrants that it is qualified to assume the
responsibilities and render the services described herein and has all requisite corporate
authority and professional licenses in good standing, required by law.

Debarment/Suspension: The Contractor herby certifies that the Contractor is not presently
debarred, suspended, proposed for debarment, declared ineligible, or voluntarily excluded
from covered transactions by any Governmental department or agency.

Confidentiality: All information disclosed by the City to the Contractor for the purpose of
the work to be done or information that comes to the attention of the Contractor during the
course of performing such work is to be kept strictly confidential.

Conflict of Interest: No public official and/or City employee shall have interest in any
contract resulting from this RFP.

Contract: This Request for Proposal, submitted documents, and any negotiations, when
properly accepted by the City, shall constitute a contract equally binding between the City
and Offeror. The contract represents the entire and integrated agreement between the
parties hereto and supersedes all prior negotiations, representations, or agreements, either
written or oral, including the Proposal documents. The contract may be amended or modified
with Change Orders, Field Orders, or Amendment.

Cancelation of Solicitation: Any solicitation may be canceled by the City or any solicitation
response by a vendor may be rejected in whole or in part when it is in the best interest of
the City.

Project Manager/Administrator: The Project Manager, on behalf of the City, shall render
decisions in a timely manner pertaining to the work proposed or performed by the Offeror.
The Project Manager shall be responsible for approval and/or acceptance of any related
performance of the Scope of Work.



2.13.

2.14.

2.15.

2.16.

2.17.

2.18.

2.19.

2.20.

Contract Termination: This contract shall remain in effect until any of the following occurs:
(1) contract expires; (2) completion of services; (3) acceptance of services or, (4) for
convenience terminated by either party with a written Notice of Cancellation stating therein
the reasons for such cancellation and the effective date of cancellation at least thirty days
past notification.

Employment Discrimination: During the performance of any services per agreement with
the City, the Offeror, by submitting a Proposal, agrees to the following conditions:

2.141. The Offeror shall not discriminate against any employee or applicant for
employment because of race, religion, color, sex, age, disability, citizenship status,
marital status, veteran status, sexual orientation, national origin, or any legally
protected status except when such condition is a legitimate occupational
qualification reasonably necessary for the normal operations of the Offeror. The
Offeror agrees to post in conspicuous places, visible to employees and applicants
for employment, notices setting forth the provisions of this nondiscrimination
clause.

2.14.2. The Offeror, in all solicitations or advertisements for employees placed by or on
behalf of the Offeror, shall state that such Offeror is an Equal Opportunity
Employer.

2.14.3. Notices, advertisements, and solicitations placed in accordance with federal law,
rule, or regulation shall be deemed sufficient for the purpose of meeting the
requirements of this section.

Immigration Reform and Control Act of 1986 and Immigration Compliance: The
Offeror certifies that it does not and will not during the performance of the contract employ
illegal alien workers or otherwise violate the provisions of the Federal Immigration Reform
and Control Act of 1986 and/or the immigration compliance requirements of State of
Colorado C.R.S. § 8-17.5-101, et. seq. (House Bill 06-1343).

Ethics: The Offeror shall not accept or offer gifts or anything of value nor enter into any
business arrangement with any employee, official, or agent of the City.

Failure to Deliver: In the event of failure of the Offeror to deliver services in accordance
with the contract terms and conditions, the City, after due oral or written notice, may procure
the services from other sources and hold the Offeror responsible for any costs resulting in
additional purchase and administrative services. This remedy shall be in addition to any
other remedies that the City may have.

Failure to Enforce: Failure by the City at any time to enforce the provisions of the contract
shall not be construed as a waiver of any such provisions. Such failure to enforce shall not
affect the validity of the contract or any part thereof or the right of the City to enforce any
provision at any time in accordance with its terms.

Force Majeure: The Offeror shall not be held responsible for failure to perform the duties
and responsibilities imposed by the contract due to legal strikes, fires, riots, rebellions, and
acts of God beyond the control of the Offeror, unless otherwise specified in the contract.

Indemnification: Offeror shall defend, indemnify and save harmless the City and all its
officers, employees, insurers, and self-insurance pool, from and against all liability, suits,



2.21.

2.22.

2.23.

2.24.

2.25.

2.26.

2.27.

2.28.

2.29.

actions, or other claims of any character, name and description brought for or on account of
any injuries or damages received or sustained by any person, persons, or property on
account of any negligent act or fault of the Offeror, or of any Offeror's agent, employee,
subcontractor or supplier in the execution of, or performance under, any contract which may
result from proposal award. Offeror shall pay any judgment with cost which may be obtained
against the City growing out of such injury or damages.

Independent Firm: The Offeror shall be legally considered an Independent Firm and neither
the Firm nor its employees shall, under any circumstances, be considered servants or
agents of the City. The City shall be at no time legally responsible for any negligence or
other wrongdoing by the Firm, its servants, or agents. The City shall not withhold from the
contract payments to the Firm any federal or state unemployment taxes, federal or state
income taxes, Social Security Tax or any other amounts for benefits to the Firm. Further,
the City shall not provide to the Firm any insurance coverage or other benefits, including
Workers' Compensation, normally provided by the City for its employees.

Ownership: All plans, prints, designs, concepts, etc. shall become the property of the City.

Oral Statements: No oral statement of any person shall modify or otherwise affect the
terms, conditions, or specifications stated in this document and/or resulting agreement. All
modifications to this request and any agreement must be made in writing by the City.

Patents/Copyrights: The Offeror agrees to protect the City from any claims involving
infringements of patents and/or copyrights. In no event shall the City be liable to the Offeror
for any/all suits arising on the grounds of patent(s)/copyright(s) infringement.
Patent/copyright infringement shall null and void any agreement resulting from response to
this RFP.

Remedies: The Offeror and City agree that both parties have all rights, duties, and
remedies available as stated in the Uniform Commercial Code.

Venue: Any agreement as a result of this RFP shall be deemed to have been made in, and
shall be construed and interpreted in accordance with, the laws of the City of Grand Junction,
Mesa County, Colorado.

Expenses: Expenses incurred in preparation, submission and presentation of this RFP are
the responsibility of the company and cannot be charged to the City.

Sovereign Immunity: The City specifically reserves the right to sovereign immunity
pursuant to Colorado State Law as a defense to any action arising in conjunction to this
agreement.

Public Funds/Non-Appropriation of Funds: Funds for payment have been provided
through the City’s budget approved by the City Council/Board of County Commissioners for
the stated fiscal year only. State of Colorado statutes prohibit the obligation and expenditure
of public funds beyond the fiscal year for which a budget has been approved. Therefore,
anticipated orders or other obligations that may arise past the end of the stated City’s fiscal
year shall be subject to budget approval. Any contract will be subject to and must contain
a governmental non-appropriation of funds clause.



2.30.

2.31.

2.32.

2.33.

2.34.

2.35.

2.36.

2.37.

Collusion Clause: Each Offeror by submitting a proposal certifies that it is not party to any
collusive action or any action that may be in violation of the Sherman Antitrust Act. Any and
all proposals shall be rejected if there is evidence or reason for believing that collusion exists
among the proposers. The City may or may not, at the discretion of the City Purchasing
Representative, accept future proposals for the same service or commodities for participants
in such collusion.

Gratuities: The Contractor certifies and agrees that no gratuities or kickbacks were paid in
connection with this contract, nor were any fees, commissions, gifts or other considerations
made contingent upon the award of this contract. If the Contractor breaches or violates this
warranty, the City may, at their discretion, terminate this contract without liability to the City.

OSHA Standards: All Offerors agree and warrant that services performed in response to
this invitation shall conform to the standards declared by the US Department of Labor under
the Occupational Safety and Health Act of 1970 (OSHA). In the event the services do not
conform to OSHA Standards, the City may require the services to be redone at no additional
expense to the City.

Performance of the Contract: The City reserves the right to enforce the performance of
the contract in any manner prescribed by law or deemed to be in the best interest of the City
in the event of breach or default of resulting contract award.

Benefit Claims: The City shall not provide the awarded Firm/s any insurance coverage or
other benefits, including Worker's Compensation, normally provided by the City for its
employees.

Default: The City reserves the right to terminate the contract immediately in the event the
Contractor fails to meet delivery or completion schedules, or otherwise perform in
accordance with the accepted proposal. Breach of contract or default authorizes the City to
purchase like services elsewhere and charge the full increase in cost to the defaulting
Contractor.

Cooperative Purchasing: Purchases as a result of this solicitation are primarily for the
City. Other governmental entities may be extended the opportunity to utilize the resultant
contract award with the agreement of the successful provider and the participating agencies.
All participating entities will be required to abide by the specifications, terms, conditions and
pricings established in this Proposal. The quantities furnished in this proposal document
are for only the City. It does not include quantities for any other jurisdiction. The City will
be responsible only for the award for our jurisdiction. Other participating entities will place
their own awards on their respective Purchase Orders through their purchasing office or use
their purchasing card for purchase/payment as authorized or agreed upon between the
provider and the individual entity. The City accepts no liability for payment of orders placed
by other participating jurisdictions that choose to piggy-back on our solicitation. Orders
placed by participating jurisdictions under the terms of this solicitation will indicate their
specific delivery and invoicing instructions.

Public Disclosure Record: If the Proposer has knowledge of their employee(s) or sub-
proposers having an immediate family relationship with a City employee or elected official,
the proposer must provide the Purchasing Representative with the name(s) of these
individuals. These individuals are required to file an acceptable “Public Disclosure Record”,
a statement of financial interest, before conducting business with the City.
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2.38. Keep Jobs in Colorado Act: Contractor shall be responsible for ensuring compliance with
Article 17 of Title 8, Colorado Revised Statutes requiring 80% Colorado labor to be
employed on public works projects. Contractor shall, upon reasonable notice provided by
the City, permit the City to inspect documentation of identification and residency required by
C.R.S. §8-17-101(2)(a). If Contractor claims it is entitled to a waiver pursuant to C.R.S. §8-
17-101(1), Contractor shall state that there is insufficient Colorado labor to perform the work
such that compliance with Article 17 would create an undue burden that would substantially
prevent a project from proceeding to completion, and shall include evidence demonstrating
the insufficiency and undue burden in its response.

Unless expressly granted a waiver by the City pursuant to C.R.S. §8-17-101(1), Contractor
shall be responsible for ensuring compliance with Article 17 of Title 8, Colorado Revised
Statutes requiring 80% Colorado labor to be employed on public works projects. Contractor
shall, upon reasonable notice provided by the City, permit the City to inspect documentation
of identification and residency required by C.R.S. §8-17-101(2)(a).

2.38.1. "Public Works project" is defined as:

(a) any construction, alteration, repair, demolition, or improvement of any land,
building, structure, facility, road, highway, bridge, or other public improvement
suitable for and intended for use in the promotion of the public health, welfare,
or safety and any maintenance programs for the upkeep of such projects

(b) for which appropriate or expenditure of moneys may be reasonably expected to
be $500,000.00 or more in the aggregate for any fiscal year

(c) except any project that receives federal moneys.

SECTION 3.0: INSURANCE REQUIREMENTS

Insurance Requirements: The selected Contractor agrees to procure and maintain, at its own
cost, policy(s) of insurance sufficient to insure against all liability, claims, demands, and other
obligations assumed by the Contractor pursuant to this Section. Such insurance shall be in addition
to any other insurance requirements imposed by this Contract or by law. The Contractor shall not
be relieved of any liability, claims, demands, or other obligations assumed pursuant to this Section
by reason of its failure to procure or maintain insurance in sufficient amounts, durations, or types.
Contractor shall procure and maintain and, if applicable, shall cause any Subcontractor of the
Contractor to procure and maintain insurance coverage listed below. Such coverage shall be
procured and maintained with forms and insurers acceptable to the City. In the case of any claims-
made policy, the necessary retroactive dates and extended reporting periods shall be procured to
maintain such continuous coverage. Minimum coverage limits shall be as indicated below unless
specified otherwise:

(a) Worker Compensation: Contractor shall comply with all State of Colorado Regulations
concerning Workers’ Compensation insurance coverage.

(b) General Liability insurance with minimum limits of:

ONE MILLION DOLLARS ($1,000,000) each occurrence and
TWO MILLION DOLLARS ($2,000,000) per job aggregate.

- 11 -



The policy shall be applicable to all premises and operations. The policy shall include coverage
for bodily injury, broad form property damage (including completed operations), personal injury
(including coverage for contractual and employee acts), blanket contractual, products, and
completed operations. The policy shall include coverage for explosion, collapse, and underground
hazards. The policy shall contain a severability of interests provision.

(c) Comprehensive Automobile Liability insurance with minimum limits for bodily injury and
property damage of not less than:

ONE MILLION DOLLARS ($1,000,000) each occurrence and
TWO MILLION DOLLARS ($2,000,000) aggregate

(d) Professional Liability & Errors and Omissions Insurance policy with a minimum of:
ONE MILLION DOLLARS ($1,000,000) per claim

This policy shall provide coverage to protect the contractor against liability incurred as a result of
the professional services performed as a result of responding to this Solicitation.

With respect to each of Contractors owned, hired, or non-owned vehicles assigned to be used in
performance of the Work. The policy shall contain a severability of interests provision. The
policies required by paragraph (b) above shall be endorsed to include the City, and the City’s
officers and employees as additional insureds. Every policy required above shall be primary
insurance, and any insurance carried by the City, its officers, or its employees, or carried by or
provided through any insurance pool of the City, shall be excess and not contributory insurance
to that provided by Bidder. No additional insured endorsement to any required policy shall
contain any exclusion for bodily injury or property damage arising from completed operations.
The Bidder shall be solely responsible for any deductible losses under any policy required above.
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SECTION 4.0: SPECIFICATIONS/SCOPE OF SERVICES

4.1

4.2

General: The City of Grand Junction, Colorado (City) is seeking proposals from qualified
firms with the experience, resources, and expertise to provide paid advertising and ad
measurement services. Ad measurement includes both media attribution for conversions
and ad impression quality (e.g., waste and bot traffic/click fraud).

Visit Grand Junction (Visit GJ), a Department of the City, deploys paid media to promote the
area as a destination to attract year-round travel and tourism, thereby providing for a
sustainable and consistent economy and enhanced quality of life for residents. Visitor
spending accounts for about 30 percent of the City’s sales tax revenue and helps to diversify
the local economic base. Visit GJ measures the results of advertising through a variety of
indicators depending on the nature of the campaign (e.g., long-term brand
awareness/inspiration vs. short-term arrivals/conversions). However, the two primary Visit
GJ outcome measures (i.e., conversions) are: (1) in-person visitor arrivals in the destination
that can be attributed to Visit GJ marketing & advertising exposure, and (2) visitor spending
in the destination. Visit GJ also measures ad results based on media metrics, including click-
through-rate (CTR), cost-per-click (CPC), quality of impressions (e.g., lack of waste or bot
traffic/click fraud), and average website landing page duration, among others.

Visit GJ operates the official destination marketing website: VisitGrandJunction.com. In
addition, Visit GJ operates a walk-in Visitor Center staffed by volunteer Tourism
Ambassadors year-round, seven days a week. The Official Visitor Guide is published by
Visit GJ and is distributed to all 50 states and internationally.

The City of Grand Junction is located along the I-70 corridor, halfway between Denver and
Salt Lake City. Community partnerships and collaboration are vital to the success of
destination marketing in Grand Junction. The City partners with a private management
company to operate the Grand Junction Convention Center and Avalon Theatre located in
the downtown Main Street area. Main Street is a well-preserved business and leisure district
with award-winning public art sculptures in the area. The Grand Junction airport is the fourth
largest airport in Colorado with numerous non-stop flights, including Denver, Salt Lake City,
Dallas, Phoenix, Los Angeles, and Las Vegas. The City is facilitating the redevelopment of
the Colorado riverfront area as a mixed-use, outdoor-friendly business and recreation area
connected to downtown. The Grand Junction Sports Commission recruits and facilitates
sporting events & tournaments in the local area.

Scope of Work: The City is soliciting proposals to develop a travel destination advertising
solution with results that can be attributed to the ad campaigns. Components include the
following: (1) digital paid advertising campaigns (both managed-service and self-service will
be considered), including search-engine marketing, display (both prospecting and
retargeting), and other digital advertising formats (e.g., digital audio & video, native ads, and
digital out-of-home), and (2) ad-measurement solutions relevant to destination marketing
and tourism. Ad measurement includes both media attribution for conversions and ad
impression quality (e.g., waste and bot traffic/click fraud). Proposers could provide some or
all these components. If offering some components but not all, proposers should state which
of these components the proposer wishes to provide.

The City reserves the right to select more than one company under this solicitation to provide
the full array of advertising and performance measurement services needed. More than one
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contract may be executed under this solicitation. There could be overlap among tasks within
each component that could require collaboration with other agencies. The award of a
contract for a component does not guarantee the agency exclusivity to perform the tasks
under that component.

Visit GJ places a high value on its ad agency partnerships. The contracted agencies should
demonstrate a high level of expertise in the following areas: (1) media planning & buying
(i.e., ad deployment), (2) account services, (3) data-driven marketing & advertising strategy,
(4) channel & media mix planning, (5) target markets & segmentation, (6) behavioral
audience profiling, (7) campaign monitoring & optimization, (8) collaboration, and (9) data-
driven measurement, return on investment, and reporting of results. The current estimated
ad deployment budget is $1-1.6 million per year total, which is derived from a lodging sales
tax paid by out-of-town guests and subject to annual appropriation by the Grand Junction
City Council.

Specific elements to address in a proposal include the following:

o Integrated (one view) people-based, cross-device, omni-channel (online and offline)
vs. fragmented (multiple views) cookie-based, online only, and browser-based
marketing approach.

o Mass & general segments vs. one-to-one, personalized messaging.

o Visitor arrival attribution methodology and reporting, including last click vs. multi-
touch attribution.

o Arrival-lift methodology and reporting, including incremental arrivals (i.e., visitors who
can be attributed to the incremental effect of the ads vs. those who would have visited
anyway) and sample/panel-based arrival methodology vs. population/one-to-one
arrival methodology.

o On incremental visitors exposed to ads, including control group reporting, and
how the solution addresses potential contamination of the control group.
o Describe how the proposed solution is deterministic or probabilistic modeling.

o Visitor economic yield and return on investment reporting.

e Segmenting and tracking of business vs. leisure travelers to target leisure travelers
who are more addressable through marketing.

e Segmenting and tracking of leisure travelers by origin market, behavioral, and
demographic profiles.

e Segmenting and tracking of leisure travelers by fly market vs. drive market.

o Key performance indicators, including a discussion of ad-media metrics, ROl &
ROAS, and economicl/visitor-revenue metrics by consumer category.

e State the actual number of individual, unique consumers (i.e., real people) within
reach of the proposer’s ad-tech solution.

o State percentage of unique consumer reach by mobile operating system
(Android, Apple).

o Describe how the proposer’s solution would be affected by Apple iOS 14 and what
the proposer intends to do to maintain its ability to deliver personalized, relevant ads
after iOS 14 implementation.

e How will the proposer reach those who opt out on iOS devices?

e How will the proposer maintain reporting attribution at the individual level with
deterministic and granular insights into mobile marketing return on ad spending after
iOS 14 implementation?

- 14 -



43

e Explain how your solution uses first-party vs. third-party audience identity data to gain
insights, predict future patterns, personalize content, and deliver ads.

¢ Include what percentage of your clients are Destination Marketing Organizations.

e What does the proposer’s solution do that other solutions cannot do (to the best of
your understanding)?

o State how your solution protects brand safety, and prevents ad waste, bot traffic, and
click fraud.

e State how your solution ensures consumer protection, privacy, and compliance
protocols.

e Include any ad campaign spending thresholds that need to be met to obtain higher
levels of campaign performance reporting.

e Share if you provide mid-campaign reporting and how often.

¢ Indicate how you approach inspirational campaigns compared to arrival/conversion
campaigns.

o Describe your methodology for measuring length-of-stay in a destination.

o State how you can determine that a visitor is not just passing through en route to a
different place. Include a description of your ability to measure visitors staying more
than four hours.

e Do you have an online performance dashboard that we can access in real time? If
so, please describe.

Visit GJ’s ad campaigns are multi-faceted and coordinated. The total advertising amount
could be subdivided and allocated among the agencies selected under this solicitation.

The ad agencies selected under this solicitation would create advertising solutions to market
the new Grand Junction area brand to visitors. Proposers should describe their experience
with tourism-related accounts. However, agencies with more general experience are also
encouraged to apply for an award under this RFP.

It is critical that proposals come from solutions that allow for performance data to be
exported to Visit GJ for use within a Tableau software environment. Visit Grand Junction
has an in-house data analytics platform, brand named Tourismo, to support data-driven
destination marketing. Visit GJ uses various data sources, including social listening, website
analytics, real-time consumer surveys, and location intelligence, which are integrated using
Tableau-based visualizations to provide the department actionable insights and strategic
direction. Proposers should state how data analytics and reporting from ad campaigns will
integrate with the Tourismo data platform.

Visit GJ has access to robust visitor profile data through a marketing research contract with
Longwoods International. This visitor profile information would be made available to the
selected agencies.

Please include if your agency offers any value-added services, such as campaign creative
services and, if so, if there is a cost for these additional services.

RFP Tentative Time Schedule:

e Request for Proposal available on or about December 22, 2020
¢ Inquiry deadline at noon, no questions after this date January 12, 2021
e Addendum issued, if needed January 18, 2021
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e Submittal deadline for proposals prior to 2:30 PM January 27, 2021

e Evaluation of proposals Jan 28 — Feb 5, 2021

¢ Invitations to Interview (video conferencing possible) February 8 — 9, 2021

o Interviews expected February 10 — 12, 2021

e Selection of agency(ies) week of February 15, 2021
e City Council Approval March 3, 2021

44 Questions Regarding Scope of Services:
Susan Hyatt
susanh@agijcity.org

4.5 Contract: The initial contract period shall be for one (1) year from March 4, 2021 through
March 3, 2022. The awarded Firm(s) and the City agree the contract may, upon mutual
agreement of the Firm(s) and the City, be extended under the terms and conditions of the
contract for three (3) additional one (1) year contract periods, contingent upon the applicable
fiscal year funding.

- 16 -



SECTION 5.0: PREPARATION AND SUBMITTAL OF PROPOSALS

Submission: Each proposal shall be submitted in electronic format only, and only through
the BidNet website, www.bidnetdirect.com/colorado. This site offers both “free” and “paying”
registration options that allow for full access of the City’s documents and for electronic submission
of proposals. (Note: “free” registration may take up to 24 hours to process. Please Plan
accordingly.) (Purchasing Representative does not have access or control of the vendor side of
RMEPS. If website or other problems arise during response submission, vendor MUST contact
RMEPS to resolve issue prior to the response deadline; 800-835-4603). For proper comparison
and evaluation, the City requests that proposals be formatted as directed. The uploaded response
to this RFP shall be a single PDF document with all required information included. Offerors
are required to indicate their interest in this Project, show their specific experience and address
their capability to perform the Scope of Services in the Time Schedule as set forth herein. For
proper comparison and evaluation, the City requires that proposals be formatted A to E.

A. Cover Letter: Cover letter shall be provided which explains the firm’s interest in the project.
The letter shall contain the name/address/phone number/email of the person who will serve
as the firm's principal contact with City’s Contract Administrator and shall identify individual(s)
who will be authorized to make presentations on behalf of the firm. The statement shall bear
the signature of the person having proper authority to make formal commitments on behalf
of the firm. By submitting a response to this solicitation the Contractor agrees to all
requirements herein.

B. Qualifications/Experience/Credentials: Proposers shall supply their qualifications for
consideration as a contract provider to the City of Grand Junction, including any prior
research conducted in the State of Colorado. Include experience designing and conducting
economic impact studies; as well as capabilities for data collection, analysis and technology.
Staff profiles are necessary for those assigned to this project.

C. References: A minimum of three (3) references with name, address, telephone number,
and email address that can attest to your experience in projects of similar scope and size.
Include a brief narrative of the relationship.

D. Fee Proposal: Provide total cost using Solicitation Response Form found in Section 7.

E. Additional Data (optional): Provide any value-added products or services/modules in
addition to the RFP scope of work.

Due to recent developments with increased COVID-19 cases in Mesa County, public in-
person bid openings are temporarily being suspended until further notice. Bid openings
will take place on their designated date and time virtually, and bid tabulations will be posted
for public view/access. The virtual link is noted below to attend the bid opening. Public
may attend via video or via phone for audio only.

Please join Advertising & Media Measurement Svcs RFP-4855-21-SH on GoToConnect
from your computer using the Chrome browser.
https://my.jive.com/meet/929354797

You can also dial in using your phone.
US: (571) 317-3129

Access Code: 929-354-797
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6.1

6.2

6.3

6.3

SECTION 6.0: EVALUATION CRITERIA AND FACTORS

Evaluation: An evaluation team shall review all responses and select the proposal or
proposals that best demonstrate the capability in all aspects to perform the scope of services
and possess the integrity and reliability that will ensure good faith performance.

Intent: Only respondents who meet the qualification criteria will be considered. Therefore,
it is imperative that the submitted proposal clearly indicate the firm’s ability to provide the
services described herein.

Submittal evaluations will be done in accordance with the criteria and procedure defined
herein. The City reserves the right to reject any and all portions of proposals and take into
consideration past performance, if available. The following parameters will be used to
evaluate the submittals (in no particular order of priority):

e Responsiveness of submittal to the RFP (12%)
(Contractor has submitted a proposal that is fully comprehensive, inclusive, and conforms in all respects
to the Request for Proposals (RFP) and all of its requirements, including all forms and substance.)

e Understanding of the project and the objectives (15%)
(Contractor's ability to demonstrate a thorough understanding of the City's goals pertaining to this
specific project.)

e Experience, necessary resources and skills (21%)
(Firm’s proven proficiency in the successful completion of similar projects.)

e Data collection, analysis and technology capabilities (21%)
(Firm has proven their capability in each field.)

e References (8%)
(Proof of performance in projects of similar scope and size from previous clients. See Section 5 Item C
— References.)

e Fees (15%)
(All fees associated with the project are provided and are complete and comprehensive. Most
competitive fees will be ranked the highest.)

e Additional value-added products and services/modules (8%)
(Firm has addressed other areas of expertise.)

Oral Interviews: The City may invite the most qualified rated proposers to participate in
oral interviews. Video conferencing will be considered.

Award: Firms shall be ranked or disqualified based on the criteria listed in Section 6.2. The

City reserves the right to consider all of the information submitted and/or oral presentations, if
required, in selecting the firm.
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SECTION 7.0: SOLICITATION RESPONSE FORM
RFP-4855-21-SH

Offeror must submit entire Form completed, dated and signed.

Total cost to provide services as described: $

WRITTEN: dollars.

The City reserves the right to accept any portion of the work to be performed at its discretion

The undersigned has thoroughly examined the entire Request for Proposals and therefore submits the
proposal and schedule of fees and services attached hereto.

This offer is firm and irrevocable for sixty (60) days after the time and date set for receipt of proposals.

The undersigned Offeror agrees to provide services and products in accordance with the terms and
conditions contained in this Request for Proposal and as described in the Offeror’s proposal attached hereto;
as accepted by the City.

Prices in the proposal have not knowingly been disclosed with another provider and will not be prior to
award.

¢ Prices in this proposal have been arrived at independently, without consultation, communication or
agreement for the purpose of restricting competition.

o No attempt has been made nor will be to induce any other person or firm to submit a proposal for
the purpose of restricting competition.

e The individual signing this proposal certifies they are a legal agent of the offeror, authorized to
represent the offeror and is legally responsible for the offer with regard to supporting documentation
and prices provided.

e Direct purchases by the City of Grand Junction are tax exempt from Colorado Sales or Use Tax.
Tax exempt No. 98-903544. The undersigned certifies that no Federal, State, County or Municipal
tax will be added to the above quoted prices.

o City of Grand Junction payment terms shall be Net 30 days.

Prompt payment discount of percent of the net dollar will be offered to the City if the
invoice is paid within days after the receipt of the invoice.

RECEIPT OF ADDENDA: the undersigned Contractor acknowledges receipt of Addenda to the Solicitation,
Specifications, and other Contract Documents.

State number of Addenda received:

It is the responsibility of the Proposer to ensure all Addenda have been received and acknowledged.

Company Name — (Typed or Printed) Authorized Agent — (Typed or Printed)
Authorized Agent Signature Phone Number

Address of Offeror E-mail Address of Agent

City, State, and Zip Code Date

- 19 -



Grand Junction
("’_ COLORADO

DATE:
FROM
TO:
RE:

Purchasing Division

ADDENDUM NO. 1

January 15, 2021
5 City of Grand Junction Purchasing Division
All Interested Parties
Advertising and media Measurement Solutions RFP-4855-21-SH

Bidders responding to the above referenced solicitation are hereby instructed that the
requirements have been clarified, modified, superseded and supplemented as to this date as
hereinafter described.

Please make note of the following:

1.

Question: The current estimated deployment budget is $1-1.6 million year total, which
is derived from a lodging sales tax paid by out-of-town guests and subject to annual
appropriation by the Grand Junction City Council. Can you confirm the specifics?
Answer: The ad budget is expected to fall within this range. The exact amount spent
each year on ads will vary depending on actual lodging tax revenues in that year.

Question: | saw the details for a my.jive call, but did not see a date.....any specifics on
a call?

Answer: There is no call. If you are referring to the virtual bid opening, the link
information can be found in the RFP document as well as the BidNet website.

Question: KPIs: The brief mentions the KPI will focus on both visitor arrivals and
awareness. Should one be prioritized over the other? If yes, what media metric will
performance be evaluated off of?

Answer: Both KPIs are equally important.

Question: Budget: Can you confirm that all partners should submit proposals at a
$1MM-$1.6MM spend or is there another budget in mind for Foursquare specifically?
Answer: All Proposers should submit their responses based on the $1MM-$1.6MM
budget.

Question: Timing: When will this campaign run?

Answer: The RFP is not about a specific ad campaign. This is an RFP to select an ad
tech solution(s) that Visit Grand Junction intends to use for multiple campaigns
throughout the initial contract year and any subsequent renewal years. Please see
Section 4.5 of the original RFP document.

Question: Audiences: Aside from leisure travelers mentioned in the brief, are there any
other audiences you'd like us to target? Any other specific insights on your demo/target
would be helpful.



10.

1.

12.

13.

14.

15.

Answer: VGJ’s target market is leisure travelers. Specific leisure audience segments
used in the past include the following: (1) Family, (2) Adventure Travelers, (3) Scenic
Open Space, (4) Art Travelers, (5) Dog/Pet Travelers, (6) Bird Watchers, (7) Craft
Beverages (primarily wine) and Agritourism.

Question: The brief mentions both measurement and media targeting. Would you like
us to submit ideas for holistic measurement across your entire partner list or for
Foursquare media only?

Answer: Holistic measurement is required across all ad deployment partners.

Question: Would you like us to submit ideas for holistic measurement across your
entire partner list or for Foursquare media only?
Answer: Yes. Please see Question 7.

Question: What does “courtesy copy” of your 2021-2022 RFP mean? It's a large project
to undertake, so | want to confirm that “courtesy copy” doesn’t mean that you're
obligated to send this to GroundTruth and that our RFP would be seriously considered.
Answer: Please be assured that your proposal will be given full review taking all
relevant factors into consideration.

Question: You mention visitation attribution and technical challenges with operating
systems/browsers, as well as privacy developments impacting them. We are curious if
the visitor spending primary outcome currently shows direct attribution to media
investment, or is that outcome measured in arrears through aggregate life in lodging tax
revenue reports?

Answer: The goal is to find the best solutions available in the market. Both approaches
are feasible, based on research.

Question: Is Tableau and Tourismo the same platform or are they separate systems
and would need Basis (Centro’s platform) data to flow into both separately?

Answer: Tourismo is an internal brand name for the data platform. Tourismo was built
on Tableau and runs in Tableau. Partner data would only need to flow into Tableau.

Question: Please elaborate on what data you are referring to when you say “data
analytics and reporting from ad campaigns”™?

Answer: This is referring to the ad performance data and reporting provided through
the selected ad vendor.

Question: How are you currently using Tableau & Tourismo?
Answer: Tableau is used to integrate all data sources into one platform for visualization,
analytics, and communication. Tourismo is only an internal brand name for the data
platform. Tourismo was built on Tableau and runs in Tableau.

Question: How many companies or entities are being a part of the RFP process? Can
you disclose who?

Answer: The RFP is open to all interested parties, and all applications are considered
equally. There is no way to obtain which companies have applied until the due date and
time of opening.

Question: Can you share all other questions asked?



16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

Answer: All questions and responses are included in this Addendum document.

Question: Bullet #2 of section 4.2: can you please elaborate on what you are looking
for? Are you asking about our how and or who approach to general segments vs one-
to-one messaging?

Answer: VGJ is looking for information about how a vendor approaches targeting
consumers. Please explain if your approach is based on general market segments or
individuals/one-to-one messaging.

Question: It seemed the main KPI would be Arrivals/Visits or Arrival Lift? Do you have
historical benchmarks (cost per or lift %?) Do you also want to track landing page visits?
Answer: VGJ wants to track all relevant metrics that lead to an arrival in the destination
and consumer spending in the destination, including landing-page visits.

Question: How are you currently measuring visitor economic yield?

Answer: There is no current ongoing solution to measure visitor economic yield tied to
advertising. One of the purposes of this RFP is to select a solution that will satisfy this
need.

Question: Business vs leisure travelers. Is one a priority over the other? What do these
percentages currently look like?

Answer: VGJ marketing strategy is currently focused more-so on leisure travelers;
however, both are important. Currently, there is not a way to determine the precise
percentages of each.

Question: Do we need to provide reach for planning purposes or is this a request for
reporting?

Answer: The selected vendor(s) will need to provide both planning and reporting reach
data related to ad campaigns.

Question: Is this a brand new RFP or is a previous contract ending?
Answer: This is a new RFP.

Question: If there was a previous RFP is there an incumbent? If yes, who is that?
Answer: There is no incumbent. This is a new RFP.

Question: Regarding the reference to the IOS 14 update, was there an important patch
for tourism in the update? Or is it in reference to opting out of location data?
Answer: The reference to iOS 14 refers to opting out of location tracking.

Question: Will you allow us to place pixels on your site for tracking purposes? Will we
have access to website analytics?

Answer: Yes, the selected vendor(s) will be allowed to place pixels on our site and be
given access to web analytics.

Question: Do you have current creative assets? Or are you looking for new creative as
part of deliverables?

Answer: New creative assets and/or creative services are not within the scope of this
RFP.



26.

27.

28.

29.

30.

31.

32.

33.

Question: What platform do you use for reservations?
Answer: VGJ does not have a reservations platform. VGJ markets the destination and
individual businesses have their own reservations platforms.

Question: Is there a visitation benchmark? If so, what is the % lift goal?
Answer: There is no specific benchmark or lift goals at this time.

Question: What is the expectation for CRM integration into your Tourismo platform, API
feeds or will you provide access?

Answer: If there is no pre-built integration with Tableau, VGJ would need raw data in
CSV or Excel format so the data can be input into Tableau.

Question: Can you provide demographic or interest based insights on your audience?
Answer: VGJ's primary target market is primarily leisure travelers; however both leisure
and business are important. Specific leisure audience segments used in the past include
the following: (1) Family, (2) Adventure Travelers, (3) Scenic Open Space, (4) Art
Travelers, (5) Dog/Pet Travelers, (6) Bird Watchers, and (7) Craft Beverages (primarily
wine) and Agritourism.

Question: Based on the list of requested media in the RFP, what percentage of budget
by tactic should be allocated to media?
Answer: There is no fixed budget percentage by tactic.

Question: What are your KPI's for this campaign? What are you measuring lift on —
paid or organic?

Answer: The RFP is not about a specific ad campaign. This is an RFP to select an ad
tech solution(s) that Visit Grand Junction intends to use for multiple campaigns
throughout the initial contract year and any subsequent renewal years. VGJ would
measure lift based on paid media ad deployment.

Question: Social wasn't listed as a desired tactic in the RFP. Is this medium being
managed in a separate proposal, internally or by another agency?
Answer: Social media services are not within the scope of this RFP.

Question: Happy to accommodate this RFP request, but wondering what specific
information you need about DV's verification solutions? This request does not appear
to be specific to an advertiser.

Answer: This end goal of this RFP is to select one or more companies to provide
advertising and media measurement solutions.

The original solicitation for the project referenced above is amended as noted.

All other conditions of subject remain the same.

Respecitfully,

Susan Hyatt, Senior Buyer
City of Grand Junction, Colorado
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COVER LETTER

Dear Members of the Selection Committee,

We appreciate the opportunity for us to participate in this RFP process for Visit Grand Junction.

Positioned at Publicis Groupe's core, Epsilon is a leader in interaction management, empowering brands to transform ordinary
customer experiences into meaningful, human experiences. Our connected suite of products and services combine leading-
edge identity management, industrial strength data and technology expertise with big brand acumen gained over five decades
working with the industry’s top brands. Our human-powered, data-led marketing delivers unmatched depth, breadth and scale
to help brands turn meaningful human interactions into exceptional business outcomes.

To get digital media personalization right, you need to not only identify your customers online but also deliver relevant
messages to them based on real time behaviors and preferences, then prove it is worth the investment. Epsilon’s
PeopleCloud Digital Media Solutions differs from other marketing partners by utilizing Real-Time, person level, Decisioning
and Optimization; Performance-based solutions that drive outcomes; Integrated solution that maximizes reach; Full fransparent
measurement and Truly personalized creative.

As we continue to navigate through current affairs, the resilience of the Travel and Tourism Industry is being tested. Strained
budgets, local sentiment, and economic uncertainty are just a few of the challenges we face. For the residents of Grand
Junction, Visit Grand Junction is more important than ever and their role in the overall societal recovery is paramount. Travel
will create jobs, stimulate the economy, and repair the psyche of all of us in the days to come and we can prove it.

At Epsilon, we help communities balance visitation and local sentiment during this pandemic and recovery. We maintained
constant dialogue with our nearly 70+ DMO clients in 2020. First, we listened and together we are working with each
destination to develop unique marketing campaigns to meet the challenges they face. As Destination marketing organizations
pivot to destination management we have too, locking arms to provide the most value we can to all stakeholders.

We are uniquely positioned to help. Utilizing our platform of more than 200 million unique individuals, we empower brands to
transform ordinary customer interaction into meaningful, human experiences. By focusing on outcomes, rather than purely soft
metrics, we can use the same engine that powers revenue generation for some of the biggest brands in the world to drive
visitation and economic rejuvenation in Grand Junction.

The capabilities that we outline in this proposal are more relevant than ever before. The ability to use transactional spending
data, artificial intelligence, and machine learning to build and manage campaigns that speak directly to real people is proven to
work. Additionally, the ability to track transactional spending data allows us to provide reporting that demonstrates visitation
number, ROAS, and economic impact. More importantly, the insights gained allow us to make strategic changes and
improvements to the campaigns as we progress.

We had the distinct pleasure to partner with Visit Grand Junction to 2019-2020 to run their first Net Economic Impact campaign,
which resulted in a strong 6:1 ROAS - $1.2MM in measured revenue. This report also provided key takeaways: $63K of total
measured revenue came from spending within the Hotel industry ($109 AOV). 27% of total measured revenue came from
spending within the Retail industry ($153 AOV). Residents of feeder markets outside of Colorado contributed $695K of total
measured revenue with Los Angeles market as the strongest performer.

We are thankful for the opportunity to present this proposal and eager to play a role as we move forward in Visit Grand
Junction tourism marketing efforts. Together we can create a long-standing relationship by providing more than relevant
marketing but measurable results.

We can'’t wait to continue our partnership!

David Chastion

David Chastain

VP, Travel & Tourism - Digital Media Solutions

Epsilon EPSILON




QUALIFICATIONS

TRANSFORM EVERYDAY CUSTOMER EXPERIENCES INTO
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DMO CLIENT EXPERIENCE

We work with over 70+ destinations, each with their own unique marketing challenges.
Below are a sample of our DMO partners:
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SCOPE OF
WORK




OUR
MEDIA
STRATEGY

DEVELOP AND EXECUTE
MEASURABLE DIGITAL MEDIA
CAMPAIGN BY UTILIZING
EPSILON’S IDENITY SOLUTION
INCLUDING PROPERTIARY
TRANSACTIONAL NON-MODELED
DATA TO FIND HIGH-VALUE
VISITORS TO GRAND JUNCTION IN
CORE MARKETS AND AUDIENCES.



THE
EPSILON
APPROACH

HIGH VALUE INDIVIDUALS

MEASURED COMMUNITY ROI



MAXIMUM REACH

In the travel and tourism world, where marketing dollars are
limited, waste must be minimized. Serving ads based upon
identity rather than cookies is what sets Epsilon apart from every
other vendor in the space. This allows us to minimize waste,
ensure that we maximize unique reach, understand if that
individual is the right prospect, serve them a message at the
perfect time of day and on the device that they are most likely to
_eraga_%e (including 10S), and have a persistent view of that
individual over an extended period of time. People do not change
every 30 days - only cookies do.

151.9 MM

Cookies

22.9 MM

Individuals

Managing identity is complex and there are a lot of moving parts.
Because we live in an always on, omnichannel world, most
vendors have a fragmented view of a customer across
applications, devices and their r_narke_tlngt stack. To make matters
worse, once marketing companies think that they have the
identity of an audience targeted, the data changes. On average,
travel consumer data degrades rougé{ﬂg 2% per month or
approximately 25% annually (Dunn radstreet). As we know,
bad data leads to bad outcomes such as poor customer
experiences and waste.

EPSILON




MAXIMUM REACH

In a recent study that we conducted for one of our large
brand clients, we were able to demonstrate how they
were wasting money by inefficiently serving ads that
relied on cookies rather than identity. We found that this
client had an average of 7 cookies associated with each
individual ID. This caused what is referred to as “cookie
bloat”’, where they were serving ads to all their cookies
thinking that they were different people, when in-reality
they were over-messaging the same people.

INDIVIDUALIZED DECISIONING MEASUREMENT
PROFILES & DELIVERY & INSIGHTS
A comprehensive 1:1 personakzed Transparency nto avery
undarstanding of massaging at the dollar spantto drive
EVary Consumear individual leve wisitation and meaasure spand

Our Identity First strategy is the crucial foundation of ensuring
we drive community economic impact for Grand Junction
during Covid and through the economic recovery process.

EPSILON




HIGH VALUE INDIVIDUALS

The ability to reach and segment individuals using our intelligent

data makes us the leading ID-Based platform in the travel and
tourism space.

Starting with Grand Junction’s audience profiles as defined in
our strategic discussion, we use Al driven machine learning

process to decode the digital DNA of the best potential visitors to
spend in market.

Our Process:

’ Deterministically match each consumer to an online profile
Verify profile & populate
with offline data

° Add desktop data

° Add mobile data

Destination Specific Modeling and Segmentation

EPSILON 1




HIGH VALUE INDIVIDUALS

A preliminary query of our database returns millions of matches to
potential Grand Junction targets. But that is only part of the
equation! By applying transactional spending, individual level
behaviors, and travel intent data we continue to fine tune the
targeting and identify individuals who are the most likely to travel
to Grand Junction and spend the most money during the timing of
the campaign. Hand-raisers who are looking for travel, individuals
who have browsed VisitGrandJunction.com, people who have
visited Grand Junction in the past 2 years.

Finally, we specifically reach individuals in key markets by
residential targeting and serve ads to people determined by
WHERE THEY LIVE not only where they are. This process
minimizes waste by not messaging people that do not actually
reside in feeder markets, increases the likelihood of conversion,
drives economic impact, and maximizes ROI.

EPSILON 1




MEASURED COMMUNITY ROl

Epsilon is resolute in our desire to aid our Travel and Tourism clients during
the critical times ahead. To that end, we intend to bring the power of our
capabilities and the tools we provide for Fortune 100 companies to the table
and provide real measurable value to Grand Junction as a partner in these
efforts.

Net Economic Impact (NEI) Reports

As we move forward, it will be more important than ever to understand the
impact of every marketing dollar spent. With our NEI measurement, Grand
Junction will see the economic impact that visitors have with in-depth reports
that show non-cash transactions across all major spend categories. It will be
equally important to use the information obtained from this reporting to
optimize our efforts to drive visitation and maximize economic rejuvenation.

Net Economic Impact
[ Hl]t-_LIH ¥ u Measurement

| mmanl..e

itk & o8- dehnedarea | || unavaliabie insights
to messaged digital maﬁa.

of your campaign with previously
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MEASURED COMMUNITY ROI

Sample Reporting

CAMPAIGN Vi

total messaged revenus

unique individuals reached

total transactions

' Gampaign featured
limited look-back

some visitor
~ (typizally 80)

investment

total visitors messaged traveler rate

average purchases average mess
per visitor per visitor

e ransactons

LIST OF CA

Dining / Nightlife
Entertainment & Recreation

Gas / C-Stores
Grocery

Hotel
Local Services
Retail

Vacation Rentals / Services

Restaurants, Bars and Nightclubs, Family Dining, QSR

Amusement & Recreation, Movie Theatres, Live Events & Exhibits, Golf Experiences,
Water Activities & Experiences, Zoos, Animal Sanctuaries, Tours

Gas and Gas Convenience Stores
Beer Wine & Liquor Stores, Grocery, Big Box Retail

Resorts, Hotels, Inns, Motels, Casinos/Gambling

Parking fees, Equipment Rental (Bikes, Golf Carts, Watercraft), Government
managed attractions

Department Stores, Arls & Crafts, Jewelry and Giftware, Merchandise, Home
Furnishings Store, Souvenir, Local Retail

Vacation Rental Companies, Realty Services

EPSILON




MEASURED COMMUNITY ROI

Sample Reporting

REVENUE B°

Dining /
Hightiife s
20% 5% of n : ue came from
G’gsfﬁ' the Hotel cat
+ Hotel ROA
Entertainment
and Recreation
5%
33% of measured revenue came from
Vacation Retail and Dining / Nightlife spending
Randls | - Retail ROAS

Services
5% + Dining / Nightiife ROA:

Pl Local Services
P 2%

[ T came from
Entertainment and Recreation spending

Gas f ‘{;‘Smres E RecR

REVENUE BY

of Impressions

ROAS Contribution
Market ROAS
Average Viekd Per Visitor

EPSILON A




MEASURED COMMUNITY ROI

Core Discovery

Off the shelf website analytics tools provide limited information
about who is visiting VisitGrandJunction.com. Core Discovery will
see each visitor to the site (regardless of how they navigated to
the site) and match them to our database. We reconcile the
different devices and browser visits to our CORE IDs. The
demographic and behavioral information that we gain can be
used to further refine the targeting of the ad campaigns and fuel a
retargeting campaign that can be customized to that audience.

CORE Discovery: Tag

Example of who is visiting the website

i"ll’l‘ll\!'

g
g
0
=
g
3

|l

EPSILON 16




Control individual level reach and frequency to maximize ROI
Single view of individual across all devices

Retention: Message past Grand Junction visitors, prioritized be amount spent, to
i invite back

New Visitors:

{ Model high-yielding past GJ visitors to attract more valuable new visitors

+ Business broken out by frequency, type of transaction ( same spend
patterns in GJ over colrse of year)

» Can only target Leisure travelers — does not travel often to Grand
Junction; personal spend patterns

'l

!
|
11
! Residential targeting- reach an individual based on the feeder market they live in
not where their devicé may be today

o | Need-Based Audiences:

+ Mid-week — Leisure travelers that historically visit Monday-Thursday

» SKI - individuals that transact to buy lift tickets, ski apparel

* Route Support- people who transact with certain airlines that live in
specific origin markets to rebuild route demand

Hand-raisers — retarget web traffic with dynamic creative




APPLE iOS 14

WHAT'S HAPPENING?

* Major browsers have begun eliminating third-party cookies,
or are making plans to eliminate them

* Apple announced that end users must give permission for the use of IDFA (effective early
2021)

Apple released ITP 1.0 on Safan,
i eliminating third-party cookies to
prevent cross-site tracking

oogle announced an update to Google announced a
{ Chrome that gave users more insight plan to eliminate
i inte, and control over, how cookies ! third-party cookies on
i are tracking them online | Chrome by 2022

iAppIe announced that
users will need to give
‘permission for use of
'IDFA (early 2021)

: Mozilla

! followed Apple by

" blocking third-party
cookies on Firefox

;Apple released versions 2.0, 2.1, 2.2 and 2.3 of ITP,
i further eliminating the ability to cross-site track via
: third-party cookies

Personalized ads Performance Identity
measurement
+  Marketers will not be able « Because third-party * Identity resolution

to rely on third-party
cookies and the IDFA to
personalize their digital
ads

cookies and the IDFA are
used for analytics and
attribution data, marketers
will have less visibility into
campaign performance

EPSILON

methods that don't solely
rely on third-party cookie
and IDFAs will become
more important than eve
so marketers can
continue to personalize
ads and measure
performance

18



APPLE i0OS 14

Cookie deprecation is not a new phenomenon. Epsilon,
unlike many vendors in the travel space, has spent millions
of dollars to develop an identity solution immune to these
changes. We have the direct publisher relationships, device
matching capabilities, and individual level optimization to
lead the industry during this "do not track"” era. In fact,
Forrester identified Epsilon is the only vendor to be
categorized in all four of the primary functionality segments:
first-person Pll identity, onboarding, embedded digital
identity and digital identity.

Epsilon 10S win rates increased 25% in 2020 as other
marketers stopped bidding on 10S inventory due to their
tracking and targeting limitations. Epsilon is the only vendor
that is not a "walled garden" and will allow Visit Grand
Junction to find and communicate with real people, not
cookies, across all devices at massive scale over years not

days.

EPSILON




AD QUALITY

Our technology and dedicated Traffic Quality team ensure that your ads

1 don’t appear next to inappropriate content for your brand.
& Hate speech & Profanity =] prugabuse
Tobacco & :
B, smioking ETarrentsues E Fake news

& eambling
I@ Adult

PUBLISHER LEVEL —

All publishers are
vetted by our team
through a 12-point
inspection, including
site ownership
verification, traffic
analysis and ad
placement assessment.

%] Firearms

=] Ghostsites

DOMAIN LEVEL —k

Our exclusive Global
Blacklist has 160K sites
and apps. We continue to
evolve and maintain the
company blacklist,

A team of 25 people ensures brand-safe interactions between
f you and your customers.

PAGE LEVEL

We vet 150M display,
video and mobile
impressions every day
(1,700+ per second).

EPSILON




AD QUALITY

We only deliver to people we recognize, based on our deterministic matches that use privacy-protected, highly
accurate transactional data.

LESS THAN 1% FRAUD = 99%+ VERIFIED HUMAN TRAFFIC, VERIFIED BY IAS

DISPLAY FRAUD VIDEQ FRAUD
®Conversant  ®IAS Optimized  ®IAS Non-Optimized » Conversant  mwlAS Opiimzed  wIAS Mon-optimized

10% 8%
T

8% 6%
&l 92.10% %
4%

4% 3%

1.6% %, 1.60%

= 0.48% % 0.47% -
- — e —

Comparing Sowesafs O1 1§ apgmgals perfvmanos do (AS5H2 18 hanchmacks

OUR PARTNERS IN AD QUALITY ASSURANCE

IAS s Peer39

Ad Science [bySizmek] ‘# comscore

CONVERSANT (O

EPSILON 2




PRIVACY AND PROTECTION

EPSILON IS
YOUR

PRIVACY BY DESIGN
We have always invested in privacy
in our products.

Our solutions are
designed to support
CCPA compliance.

In our role as a trusted partner to clients, Epsilon remains
committed to having a leadership role in the evolving privacy
landscape. We partner with organization to help develop privacy
best practices and stay aligned with regulatory changes.

Our partnerships include:
Board of Directors at the NAI
Board of Not For Profit Alliance
Advisory Council at the DAA
Advisory Committee and Privacy Committee at the IAB

Steering Group and Privacy Task Force at the

EPSILON &




CCPA COMPLIANT

EPSILON IS YOUR TRUSTED PRIVACY PARTNER
SUMMARY OF OUR PRODUCTS UNDER THE CCPA

DUAL ROLES
SERVICE PROVIDER

THIRD PARTY THIRD PARTY

Given the uncertainties in how the definition of "sale" is going to be interpreted we see that
a lot of companies are implementing the Do-Not-Sell Link to be on the safe side.

EPSILON

HOW WE WORK WITH
CLIENTS AS A THIRD
PARTY UNDER CCPA

+ To facilitate the opt-outs for
. Epsilon Digital Media Solutions
is integrating with the

+ If you implement the "Do Not Sell" Link, * Opt-outs for are facilitated
we will work with you to by the client flagging any consumers
seamlessly receive and apply ‘do requesting opt-out in the files that are
not sell’ requests from your customers. sent from the client to Agility

Connect.

* For any individual consumer who
requests to opt-out, we will no longer
match that user to our identity graph
to optimize targeting.

EPSILON
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STRATEGIC RFP QUESTIONS

Arrival Lift Methodology and Reporting:

Our methodology targets a user, and able to track the spend once visitors' arrivals in
the destination.” Prove valuable visitors.

An;_itval lift study will partner with your existing contractor, Placed or open for other
partners.

Include percentage of your clients are DMOs.

» Epsilon is a billion-dollar global company with a dedicated tourism practice. We
are unable to disclose exact figures outside of our quarterly earnings calls.

What does the proposer’s solution do that other solutions cannot do?
. Every dollar invested in driving visitors to Grand Junction

. True, unmodeled direct ROI from investment

. Pre-Built identity solution for 200M+ Americans

. Added Value Creative services

. Individual Level targeting and measurement across every device
Share if you provide mid-campaign reporting?

. Reporting is provided at weekly, monthly, quarterly, and annual levels. NEI
reports with lift will be provided quarterly with snapshots provided monthly

Indicate how you approach inspiration campaigns compared to
arrival/conversion campaigns?

We approach them the same way. The goal of an inspiration campaign is to show
someone a message in hopes they are inspired to travel at a later date. We are able
to see if these people arrived 90 days or more post message. The same strategy of
targeting the best potential visitors, minimizing waste, and maximizing reach should
apply to both campaigns. Other vendors focus on "inspiration" because results can
be ambiguous. With us, they don’t have to be.

Describe your methodology for measuring LOS in a destination?

. We see the total average sFen_d for hotel and divide by avera%e nightly rate for
the time period. For example, if someone spent $675 on the hotel category and
average rate is $225 than the average length of stay was 3 nights.

State you can determine that a visitor is not just_?_assing through en route to a
different place? Include a description of your ability to measure visitors
staying more than 4 hours.

. We will see transactions over time. We know who fills up for gas and keep going
vs those who also dine, shop, and stay

EPSILON




MEET THE TEAM

David Chastain
VP | Travel & Tourism

David Chastain currently serves as the VP of Tourism at
Epsilon. In his role, he helps destination marketing
organizations prove value to all stakeholders by helping
them adopt a philosophy of proactive accountability. He
has extensive experience in helping retail, consumer
goods, restaurants, and automotive brands identify their
best customers and prospects to increase incremental
revenue. That same experience, when applied to
tourism, allows destinations to learn how to unlock more
value from their visitors to increase economic impactin
the communities they serve.

David lives in Georgia and spends his free time with his
family and smoking barbeque. When traveling he looks
for the best hole-in-wall BBQ to try!

Tommy Martinez
Director| Travel & Tourism

Tommy Martinez, a native Coloradan — born and raised
in the steel city, Pueblo — Tommy knows firsthand the
importance of tourism and its economic impact on the
community. After years of following his dream to work for
top advertising agencies in Dallas, New York, Tommy
found his way home for a short time working for MMGY
on the Colorado Tourism Office account and later
crossed over to work with direct as their domestic
marketing manager. Switched over to partner marketing
for Orbitz, Tommy found the vital role of ROAS marketing
for destinations. Not so new to the Epsilon family,
validating DMO’s marketing via our Net Economic Impact
measurement solution keeps Tommy laser focused to
ensure we’re providing more value than media delivery.

One of my favorite pre-trip to any destination is going
deep on food and drink recommendations, | like to be
defined as “off the beaten path”.

EPSILON 25




MEET THE TEAM

Lauren Perenchio Hersh
Sr. Manager, Client Strategy
Account Management

Lauren Perenchio-Hersh leads our Account Management Team for the
Travel & Tourism Vertical. She has been at Epsilon/Conversant for
over 7 years and helps streamline strategy, sales operations, account
management and client services. She enjoys mentoring her team,
while also partnering closely with clients to ensure we are driving the
best results for their KPIs at hand.

“What is your favorite thing to when visiting a new destination”
I love planning and doing research ahead of time to create a rough
agenda so that | can make sure | have the best lunch, dinner and
cocktails in a new destination. Always need to plan my time wisely
when traveling, especially when the kids are not with me. @)

Lori Kimpton
VP, Vertical Solutions —
Product

Lori Kimpton has been in the AdTech space for over 15 years primarily
in Account Management and Product-focused roles. Lori began her
digital media career as a founding member of the start-up Dotomi,
which has since grown and evolved into Conversant/Epsilon DMS.
She has also been in a number of client-servicing leadership roles at
both Publicis Media and Q Interactive. Lori is an avid global traveler
making her home base in the Wicker Park area of Chicago.

My favorite thing to do is in a new destination is locate my nearest
Starbuck’s to ensure I'm always set to get my morning fix.

EPSILON 26




MEET THE TEAM

Kristine Lilly
Client Strategy
VGJ Account Lead
Account Management

Kristine Lilly has 20+ years as a Marketing and Media professional
leading cross-functional teams; launching new products to the
marketplace; managing key account relationships and large-scale
projects on the client, agency and vendor side of the business. She
has been with Epsilon/Conversant for 6 years, coming from
Zimmerman Advertising as the Digital Director, her recent focus has
be to help grow the strategic partnerships within the Travel & Tourism
vertical. While her media background includes a focus across
traditional and digital, planning and buying, she also brings in-depth
knowledge utilizing both first party and 3rd party data. Additional areas
of expertise include insurance, non-profit, retail, medical,
entertainment and CPG.

My favorite thing to do when | visit a new destination is find out where
the local’s like to eat, drink and listen to music and select 2 or 3 to visit
prior to leaving.
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REFERENCES

ST.PETE
CLEARWATER

Annual digital campaigns reaching each season's high value
potential visitors to drive strong economic ROI.

Leroy Bridges
VP, Digital and Communications
Leroy@yvisitspc.com
Link: https://us.epsilon.com/award-winning-marketing-case-studies/vspc

x K

FRANKLIN

TENNESSEE

Annual digital campaign and creative services to drive high
yielding visitors to stay, shop, dine in Williamson County, TN.

Lauren Ward
VP, Marketing and Communications
Lauren@yvisitfranklin.com
Link: https://us.epsilon.com/award-winning-marketing-case-
studies/visit-franklin
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REFERENCES

GULF SHORES &
ORANGE BEACH
TOURISM

Alabama’s White-Sand Beaches

Annual digital campaign and creative services ( rich
media, display, personalized assets) to gain Share of
Vacation over competitors and increase economic ROI

Morgan Barna, TMP
Advertising Manager
mbarna@gulfshores.com

VISIT

SAVANNAH

EST. QQQ 1733

Attract mid-week leisure travelers to bolster M-TH
stays. Concurrently, reaching high-yielding past visitors
to invite them back

Zeek Coleman
Director of Data Intelligence
zcoleman@yvisitsavannah.com
Link: https://us.epsilon.com/award-winning-marketing-case-
studies/visitsavannah

EPSILON 30




FEE
PROPOSAL




SOLICATION RESPONSE FORM

[ e T S

BECTION 7.00 BOLICITATION REBPONSE FORM
REP-4REE-21-8M

Offiaror avust submil enfire Soim completed,. daled and signed,
Total cost o provide services as descnbed i ‘ / (,ru_l L W

““"TE"'-_DE‘H_ _ ﬁi_“a’ﬁ‘:. S Hakat Thesiad doilars

The City msenves he riphl roaceepr any portion of the work rn T pma’amr-:-n' af s mmrnrﬂm

The undersigned has thoroughly examined the entire Request for Proposals and therefore submis thae
proposal and schedule of feed and sarvices anached hareto

This offar is firm and irevocable for sty (B0) days after the time and dalé sel for recaipt of proposals

The undersigned Offeror agreas to provide services and producls in BCCOrAnce with the terms and
condtions contained in this Request for Proposal and as described in the Offercr s proposal attached herato,
as accapted by tha City

Prices in the propasal have not kmowingly been disclosed with another provider and will not be prior to
award

= Prices in this proposal have baen arrived al indepandently, withaut consultation, communication or
anreement for the purpose of resincing competition

s Mo attenpt has been made nor will be to induce sny other person or firm to submit a proposal for
the purpose of restrcting com pattion.

s  The rcivdual signing this proposal certifies they are a legal agent of the offeror, autharized to
represert the offeror and is legally responsible for the ofier with regard ta supporting documerntation
and prices provided.

= Dimect purchases by the City of Grand Junciion are tax exampt from Colorada Sales or UEE_TH-
Tax exempt Mo, 98-904544. The undersigned certifies that no Federal, State, County or Municipal
tax will be added to the abaowe guatad prces.

=  Ciy of Grand Junction payment terms shall be Met 30 days. .

*  Prompt payment d.lscc:runt of ) percent of the net dollar will be cffered to the City if the
nvoice |5 pad within__o cg days after the receipt of the invace,

RECEIFT OF ADDENDA; the undersigned Contractor acknowtedges receipt of Addenda to the Solicitation.
Specifications, and nther Cortract Documents.

State number of Addenda recenred.

It is the rﬁ.pansuhnrq,l of the Propuoser to ensure 2l Addenda have been received and acknowledgsd.

_Ba--f( l:ﬂfq 5’]-{.-—~.

Uﬂl’l‘li"!-:.' |"|=-IT‘| Autkonized fAgert — (Typan 50 Partan)
s /[:ﬂ_:? 0 Ry
Arfficrzed hpent Signaturs Ll r
[Tﬁ fmf;_r‘:& ek AN Snle gﬂﬁ 5}"‘“"-]] {!’1“5’+“'“£} FP‘-;" un._uh
Addresy of Offercr o 'E‘-fnull.l'fdnr:unl.ﬂq
A T b,“_«'l-ﬁ — nf":? i 2

Chy. Gtain and Zp Code

EPSILON
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PROPOSED FEE STRUCTURE

Our clients enjoy working with us due to ease of our fee structure
(or lack thereof). As a media platform, all services are included in
the CPM tied to the media we provide for clients. No additional
charges. We are happy to provide display, video overlays and rich
media creative services as added value.

This allows our platform to provide optimal performance and NEI
measurement to maximize our client’'s media budget.

Budget: $1,600,0000

Senior Sales Management

Account Management

Sales Analytics

Creative Services

Media Delivery

Audience Segmentation and Targeting

EPSILON




PROPOSED MEDIA TACTICS

Sample Seasonal Media Plan

Visit Grand Junction Digital Media Proposal

Geo-Targets Provided by
Cllent

Epslion Transaction Based Travel
Audlences

Geo-Targets Provided by | Epslion Transaction Based Travel
Client Audlences

Personalized Video ‘Geo-Targets Provided by | Epslion Transaction Based Travel
llent Audlences

(:15, :30) u
Goo-Targets Provided by | Epslion Transaction Based Travel
orvery Cllent Audiences
Goo-Targets Provided by |Campalgn Essentials Report & 10 NEI e el il
x 60-Tangs mpaign Essentials Repor monihe after the end of the campeign
March 2021 - March 2022 Boporting Cllent {Net Economic Impact Report) L 90 tiibutonwirdow reered

Our proposed digital tactics are set to inspire, engage and
covert visitors by utilizing our tourism toolkit powered by
|dentity verified by transactions. Actual tactical strategy will
depend on seasonal goals:

Cross-Device
Display/
Retargeting

Personalized
Video

EPSILON




PROPOSED MEDIA TACTICS

G
GRAND JBUNGTIUN

ADD——

GET INSPIRED

with the ﬂrikiﬁg natural .

beauty df Grandfunction

Learn More

5 :
GRAND JUNCTION

—CGOLORADD ——

SNOW TRAILS

Personalized Travel Video

Pre-Roll
Start with a base video

Personalization
Layer in data

EPSILON

G
GRAND JUNCTION

00—

NEW VIEWS

Rugged, capfivating, and
wild scenery

Discover Now

Version 1 — Denver Audience
L

Version 2 = Chicago Audience
T

Personalized Video

Deliver thousands of unique videos
across devices and media

35



PROPOSED MEDIA TATICS

Native Ad Format

Enrich the user experience by
adding value to site content.

g

) Murray batties past Paire

i e e o

START YOUR ADVENTURE IN 210N
NATIOMAL PAFK

A%a CAAS AMAD T O BENT

Strategy

Business Objective: [ - o Rgronals: Man Ukd scout Sanches

¥ N A e gt hm Thuruiey's bace pages 4 e Us
+ Drive awareness/ engagementof a -
specific tourism destination

Concept Benefit: :
+ In-feed & in-article native ads allow the e s
advertiser to immerse their brand within

the publisher's site to reach the right audience
at the right time & within the right context.

Reach the Streaming Audience

NETFLIX amazon

instant video

TELEVISION

Y. H\i U I U C:nsu:lzrs
@iTunes VI
|
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INSURANCE

EPSILON meets and exceeds the
insurance coverage stated in Section
3.0: Insurance Requirements

EPSILON




CERTIFCATE OF GOOD STANDING
- COLORADO

OFFICE OF THE SECRETARY OF STATE
OF THE STATE OF COLORADO

CERTIFICATE OF FACT OF GOOD STANDING

L, Jena Gnswold, as the Secretary of State of the State of Colorado, hereby certify that,
accordng to the records of this office,

Fp=ilon Data Management, 1 T.C

1= an entify formed or registered under the law of Delaware . has complied with all
applicable requirements of this office, and is in good standing with this office. Thus entity has
been assigned entity identification mumber 20081221170 .

This certificate reflects facts established or disclosed by documents delivered to this office om
paper through 01/082021 that have been posted, and by documents delivered to this office
electronically through 01/11/2021 @ 13:15:30 .

I have affized heveto the Great Seal of the State of Colorads and duly penerated executed . and 15=ned thas

official certificate at Denver, Colorado on 01/11/2021 @ 13:15:30 m accordance with applicable Law.
This certificate is assizned Confirmation Number 12841246

gmﬁ—;ﬂm-mi%

Sereiary ol Sinte el b e o040l e

a8 o oo, *Fﬂmmdm}n\n}laf nfcane obarmed o) iy mry B ““"b}uﬂnﬂsﬁrl"uﬁ!afﬂqﬁwwqf
the Seoncuary qf.hmj Wl siic, Pllrk. e mmcnw&n‘f‘rmﬁm'{rﬂmﬂ"ﬂtﬂm_nﬁ m.m'rmg'nh nrrq,&\anrrcnrg?rm ulﬂh\r
.thir_}!d' .md g N

n anad g g Hcgic memagﬁmm W.:l.rwﬂ‘nbm lqm Sww, S0 5100 o0, uy :ht
awuummm Mnmﬂ aadaaka' mmmmwm
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Gy i
WE LOOK FORWARD

TO A CONTINUED
PARTERNSHIP.

| EPSILON |
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