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A PROPOSAL FOR OLG/DCRT Marketing RFP

RFP-DCRT-0OT-261000RFPOT081301

For Component 2

Presented To:
State of Louisiana
Office of the Lieutenant Governor
Department of Culture, Recreation and Tourism
Office of Tourism

Nov. 21, 2013

Submitted by:

Malcolm Ehrhardt
The Ehrhardt Group
365 Canal Street, Suite 1750
New Orleans, LA 70130

malcolm@theehrhardtgroup.com
www.theehrhardtgroup.com

The Ehrhardt Group, Inc. is designated as a veteran-owned, small business in the State of Louisiana’s Veteran Initiative & Hudson Initiative.
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COMPONENT 2: PUBLIC RELATIONS

EXECUTIVE SUMMARY

Since 1996, The Ehrhardt Group of New Orleans has successfully advised Fortune 500 corporations, local institutions and public
entities in the critical areas of media relations, reputation management, crisis communications and public affairs. Our firm
exemplifies Louisiana's business success, innovation and resiliency. Tourism and entertainment in our state were severely tested in
the fall of 2005 and again in the spring of 2010, as were we. In our case, we made the decision to return and rebuild because we are
Louisianians through and through. From the outset, we knew it would be impossible and impractical to return to business as usual.

What changed for us was our business model. Rather than being all things to all people, we focused on three areas of strength: tourism/entertainment,
corporate/business and public service. In the years since, The Ehrhardt Group has implemented impactful campaigns that generate awareness and enhance reputational

visibility through our daily interaction with national, regional and local broadcast, print, online and radio outlets.

No firm in the Deep Gulf South can match the experience or the qualifications of The Ehrhardt Group's professional staff members in conceptualizing, implementing
and closely measuring the results of media and community campaigns on behalf of our clients. In the last two years, The Ehrhardt Group has:

e Showcased New Orleans and drove guest traffic to the city for Super Bowl;

* Implemented a four-state public awareness initiative promoting the US Gulf Coast during the 2012 London Olympics;

* Celebrated the return of a New Orleans community and visitor landmark, The Saenger Theater;

e Launched the Gulf Coast Seafood & Tourism Bash to encourage visitors to the 2012 Allstate Sugar Bowl and Allstate BCS Championship Game to enjoy the
quality of Gulf Seafood,;

* Conceptualized and launched Geaux Fish, an eight-week summer fishing promotion reeling in 4,200 registrants from 27 states; and

* Setall-time attendance records for Feld's Monster Jam with a crowd of more than 55,000 in the Mercedes Benz Superdome in the short weeks following the

Super Bowl and Mardi Gras.

For each project, The Ehrhardt Group has seamlessly integrated public relations, media relations and community outreach to:

Drive qualified guest traffic to a variety of events, in some cases up to 20 different events,

Develop marketing partnerships to deliver added value for our clients’ programs,

Maximize earned media opportunities by understanding and exploring all potential coverage outlets,

Leverage paid advertising programs to expand the reach of eamed media opportunities and bring target customers closer to the buying decision.

= w N e
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COMPONENT 2: PUBLIC RELATIONS

At The Ehrhardt Group, our dedication to building lasting partnerships with each client stands above all else, and these enduring, nourishing relationships are the

hallmark of our business. For each client, our commitment is equal parts care, expertise, understanding and advocacy. We thank you for the opportunity to share our

qualifications, experience and success stories. We look forward to sharing the thought and commitment to how we built these stories. More importantly, we want to
discuss the future and how we can assist DCRT with its opportunities.

The following pages illustrate how this team can take the e

xpertise we have developed from working with recognizable brands, such as Verizon Wireless, Capital One
Bank, Waste Management, Walmart and BP to generate th

e public relations results that push Louisiana tourism to its vision of creating a public relations program that:

SPIRIT

GULF

%thzf Since 1905

Indulge in the tradition

1. Showcases Louisiana as a travel destination,
2. Increases the revenue generated by the tourism industry, and
3. Contributes to the economic impact of tourism in the state’s 64 parishes.
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PROPOSAL SUMMARY

Proposer's Name:

Chief Executive:

Account Manager:

Chief Information Officer:

Official Representative for
RFP correspondence:

Address:

Email:
Web Site:

Phone:
Fax:

Tax ID #:
LA Small Entrepreneurship

Certification Application ID:

Binding Signature:

The Ehrhardt Group, Inc.

Malcolm P. Ehrhardt, President - malcolm@theehrhardteroup.com

Marc Ehrhardt, Senior Vice President & Partner - marc@theehrhardtgroup.com

None

Marc Ehrhardt, Senior Vice President & Partner - marc@theehrhardtgroup.com

365 Canal Street
Suite 1750
New Orleans, LA 70130

marc@theehrhardtgroup.com
www.theehrhardtgroup.com

(504) 558-1845 (office); (504) 460-7004 (cellular)
(504) 558-0344

72-1315786

COMPONENT 2: PUBLIC RELATIONS
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FIRM DESCRIPTION

Founded in March 1996, The Ehrhardt Group, a public relations and marketing firm in New Orleans and Louisiana, has
gl demonstrated award-winning expertise in handling public relations, media relations, public affairs, community affairs,
THe EHRHARDT Group Crisis management, media training, research and advertising.

Malcolm Ehrhardt’s vision for the firm is a sound business with a strong foundation of peerless services. Throughout his career he has maintained a
commitment and ability to meet deadlines, keep promises, be thorough, and pay attention to details, all with consideration of the client’s budgetary
parameters. These high standards guide the professionals of The Ehrhardt Group in developing and implementing a prosperous, productive plan for each
client.

The Ehrhardt Group is a stable, mid-sized marketing, advertising and public relations firm that assists corporate, industrial, financial, real estate,
hospitality, economic development and industry association clients throughout Louisiana and the Gulf South, including eight Fortune 500 companies and
numerous state and regional businesses and organizations.

From a publicly traded company with $1+ billion in investments in Louisiana and industry organizations spanning the Gulf South to tourist attractions and
non-profit groups, one thing is common throughout The Ehrhardt Group's client relationships: The Ehrhardt Group has an experienced, distinctive staff of
professionals to assist its diverse group of clients with the proper attention and services they require. This public relations alliance — led by The Ehrhardt
Group — represents:

New Orleans’ most recognizable luxury hotel;

The organization established by BP to help the company live up to its economic and environmental commitments;
The most visited casino in the state; and

A 105-year-old, James Beard award-winning dining institution.

We are advocates for our clients and the messages they believe in. Our professionals understand and convey this idea to each of our respective accounts

and to the audiences they serve.
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The Ehrhardt Group believes in giving its clients the best professionals the communications industry has to offer and provides all accounts with the
personalized commitment they deserve.

The Ehrhardt Group, Inc. is designated as a veteran-owned, small business in the State of Louisiana’s Veteran Initiative & Hudson Initiative
(Application ID 11380).
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MANDATORY REQUIREMENTS

The Ehrhardt Group, Inc. meets or exceeds the mandatory requirements of this proposed engagement:

® The firm commits to having a senior member physically available to attend meetings within 24 hours’ notice. Each primary member of our collaborative team is
located within two hours of Baton Rouge. Specifically, The Ehrhardt Group is based in New Orleans.

e The Ehrhardt Group, Inc. is a business that has been in continuous operation since 1996;
* The Ehrhardt Group, Inc. is designated as a veteran-owned, small business in the State of Louisiana’s Veteran Initiative & Hudson Initiative (Application

ID 11380). The Ehrhardt Group, Inc. is designated as a veteran-owned, small business in the U.S. Federal Government's central contractor registration

economically feasible, to subcontract with socially or economically disadvantaged persons and businesses and small entrepreneurships, as defined in Act 440 of
2005, known as the Hudson Initiative:

DETERMINATION OF RESPONSIBILITY

We welcome the State to examine our suitability in regard to the company's financial resources for performance and to review our experience, organization, technical
qualifications, skills and facilities for performance. We have held numerous contracts with the State, which were won in similar competitions. In each case, the State has
found that we are able to comply with delivery or performance schedules.

We pride ourselves on our record of achievement, integrity, our good judgment and our overall performance in the execution of creative strategies and action plans for
clients in the public and private sectors.









RFP Presented to the Louisiana Office of Tourism

COMPONENT 2: PUBLIC RELATIONS

COMPONENT 2: PUBLIC RELATIONS — CREATIVITY & EFFECTIVENESS

OUR APPROACH:

No firm in the Deep Gulf South can match the experience or the qualifications of The Ehrhardt Group’s professional staff members in

conceptualizing, implementing and closely measuring the results of media and community campaigns on behalf of our clients. In the

last two years, The Ehrhardt Group has:

e Showcased New Orleans and drove guest traffic to the city for Super Bowl;

e Implemented a four-state public awareness initiative promoting the US Gulf Coast during the 2012 London Olympics;

e Celebrated the return of a New Orleans community and visitor landmark, The Saenger Theater;

e Launched the Gulf Coast Seafood & Tourism Bash to encourage visitors to the 2012 Allstate Sugar Bowl and Allstate BCS

Championship Game to enjoy the quality of Gulf Seafood;

Conceptualized and launched Geaux Fish, an eight-weelk summer fishing promotion reeling in 4,200 registrants from 27 states; and

e Set all-time attendance records for Feld’s Monster Jam with a crowd of more than 55,000 in the Mercedes Benz Superdome in
the short weeks following the Super Bowl and Mardi Gras.

For each project, The Ehrhardt Group has seamlessly integrated public relations, media relations and community outreach to:

1. Drive qualified guest traffic to a variety of events, in some cases up to 20 different events,

2. Develop marketing partnerships to deliver added value for our clients’ programs,

3. Maximize earned media opportunities by understanding and exploring all potential coverage outlets,
4. Leverage paid advertising programs to expand the reach of earned media opportunities and bring target customers closer to the buying decision.

Following are examples of the collective work of this public relations team:
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Spirit of the Gulf at the 2012 London Olympics was a coordinated, four-state public and media relations effort conceptualized by The Ehrhardt

CAMPAIGN 1: SPIRIT OF THE GULF
SPIRIT

Group highlighting chefs and entertainers traveling to London to promote travel to the US Gulf Coast through four experiential events that OF THE
showecased the sights, sounds and culture of our region. Through more than 300 media stories generating nearly 65 million positive media —
impressions about BP’s Spirit of the Gulf program within a 30-day period, the message that the Gulf Coast is vibrant, thriving and open for business G U LF

was broadcast throughout the United States and to guests of the USA House in London.

OBJECTIVES OF THE PROGRAM e
e Business objectives: R {»}
© Deepen key relationships with decision makers and influencers in a relaxed environment — engage extensively and
differently
O Support a distinctive hospitality offering — the U.S. Gulf Coast - for US guests/visitors
© Increase public awareness that the communities of the U.S. Gulf Coast were open for business by utilizing BP's high-profile sponsorship of the

2012 London Summer Olympics as a platform to communicate a positive message about the people and culture of the Gulf Coast.

¢ Communication objectives:

o]
O

Demonstrate BP's support for the Olympic movement in London and Team USA;

Ilustrate BP's commitment to the Gulf Coast, continued growth in the Gulf Coast and the company’s daily work to act as a responsible partner
for the region;

Showcase the freshest Gulf seafood and the variety of ways this premium product can be prepared while also demonstrating its safety; and
Encourage target audiences to experience the U.S. Gulf Coast for themselves, taking in everything the region has to offer from music and
architecture to fun attractions and food.
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RESEARCH AND METHODOLOGY FOR DEVELOPMENT OF PROGRAM

Quantitative research showed:

® Many Gulf Coast tourism records that were broken in 2011 were surpassed again in 2012.

e With BP's support of Gulf Coast tourism through the payment of $179 million for state-led tourism campaigns and $57 million for non-profit groups and
government entities to promote tourism and seafood industries, the SOTG concept was the perfect complement to leverage and magnify this to an
international scale.

Research materials produced:

* Databases - best-fit chefs and entertainers (bio info and historical information)

® Mediaresearch and database compiling — local, chef hometown, regional, national, international, sports-related
¢ Logistics — customs paperwork, front-end seafood preparation, travel documents for all

Resulting messages based on research and client goals highlighted:
* The distinctive Spirit of the Gulf events feature the freshest Gulf seafood and great Southern music that can be found in the Gulf Coast;
* The Gulf's beaches and waters are open, tourism is coming back in record numbers in many coastal communities and commercial fishing is rebounding.

10
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TARGET AUDIENCES:
e News Media o Seafood industry e TUS Olympic Team
o Based along the leaders - o Athletes
Gulf Coast Domestic and o Coaches
o Stationed at USA international o Families
House o Tourism e TSOC
o UK-based industry leaders o Members
e Opinion Leaders and e BP Employees & o Sponsors
Former Stakeholders o Guests
o Elected Officials e General Public o Donors
o Company o Fans visiting the o Suppliers
partners and London Games o Licensees
suppliers o Potential visitors e National Sports
o Community to the Gulf Coast Governing Bodies
partners in the o Stakeholders e International Olympic
Gulf Coast living along the Committee

Gulf Coast

11
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CREATIVE CONCEPT, STRATEGY, MARKETING AND/OR RELATED EFFORTS

Creative concept:

e Transport the tastes and sounds of the Gulf Coast to central London
o Series of experiential Gulf Coast-themed events, infused with distinct cultural references to encourage guests to “see for themselves” by visiting the
region.

1. BP sponsored three themed evenings — “Spirit of the Gulf” — bringing the sounds and tastes of the US Gulf Coast region to central London. USA House
visitors explored the music, seafood and dishes of the region with access to featured chefs and their recipes. All participants were supplied BP Spirit of
the Gulf recipe booldets, as well.

2. BP hosted one private Spirit of the Gulf luncheon providing BP guests a demonstration and taste of the region’s dishes within a casual environment. BP
guests engaged with regional chefs, musicians and Team USA athletes. Their visit also included access to Team USA Shop. (Note: access to USA Shop, the
only licensed Team USA apparel retail store located on the site of USA House, was provided to all BP guests travelling from the US))

3. Insupport of BP Spirit of the Gulf events, media outreach was conducted. Press releases and media contact was pursued prior to the Games, with chefs
appearing on local television broadcasts sharing dishes and plans for their BP Spirit of the Gulf participation. While in London, regional chefs
participated in a satellite media tour (SMT) including Legend Jackie Joyner Kersee.

Brand Messages:

1

BP is part of the fabric of America. In the last five years, we've invested more in the U.S. than any other oil and gas company. We support nearly a
quarter million American jobs, with 23,000 U.S. employees and business activity that provides jobs for 210,000 additional Americans coast to coast.
BP America is a responsible company that follows through on its commitments. We are keeping our commitment to the U.S. Gulf Coast, having spent
more than $22 billion so far to help restore the region’s environment and economy. We're also committed to sharing the lessons learned from the spill,
so that all can benefit.

BP is important to the energy future of America. We are one of the largest oil and gas producers in the U.S,, a top refiner of oil and gas products and a
U.S. leader in alternative energy. BP is dedicated to fueling Team USA and America, now and in the future.

12
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Media Relations Strategy:

Three Phases of Media Outreach:
1 In advance of the Olympic Games — June 27 — July 26
o Developed Spirit of the Gulf messaging.
o Distributed a press release announcing the program, chefs and entertainers.
o Collaborated with regional tourism agencies for coordinated social media promotion.
o Conducted media relations in hometowns of chefs and entertainers.

2. During the Olympic Games — July 27 — Aug. 12
o Chefs and entertainers submitted photos for posting and cross-promoting on social media outlets.
o Coordinated phone interviews for chefs and entertainers in London with reporters from the Gulf Coast.
o Ongoing media relations across the Gulf Coast.
o Coordinated satellite media tour with chefs and Jackie Joyner Kersee for Gulf Coast broadcast stations.

clse s imang 4 eadre of Gl Court ety who will oormey s
MBI Tet e Gl senes o ematy b Feam

s asa micmen

3. Following the Olympic Games — Aug. 13 - 31 ki e s 2 il j
o Distributed a post-release with event statistics and photos. 14 i Bebcgon Biwe, cmt o ot cper o ok
0 Coordinated post-event interviews with chefs and entertainers profiling highlights from the London Olympics.

LTS CHENCE BT « R IRER FLEVAL T} S0 it i )

RESULTS OF CAMPAIGN

* More than 230 articles, online stories, TV and radio interviews were secured regarding BP Spirit of the Gulf events.

®  BP Spirit of the Gulf evening events introduced the tastes and sounds of the Gulf region to 1,000 USA House visitors.
* More than one ton of Gulf seafood was shipped and served at BP Spirit of the Gulf events ().

® 4,000 plates of gulf seafood served to BP guests and USA House guests at BP Spirit of the Gulf events

13
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HOW IMPACT WAS MEASURED
Program results were measured through media and social media impressions, advertising value and public relations value.

® More than 340 broadcast, print, radio and online media hits were secured on a local, regional, national and international scale, resulting in nearly $1.8 million in
earned public relations value.

Earned Impressions Earned PR Value
Media Outreach 52,514,978 $1,063,571
Satellite Media Tour 11,306,066 $694,500
Social Media Outreach 625,904
Totals 64,446,948 $1,758,071
Geographical Allocation of Media Coverage: Geographical Allocation of SMT Coverage Chronological Momentum of Media Coverage
45 - e 70 -
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“SPIRIT OF THE GULF” | TARGET AUDIENCES:
PUBLIC RELATIONS PLAN L : e -
- *  News Media o Patential visiters o the Gulf Coast
| g the G 2 E ders living along the Gulf Coast
C . | o Based aleng the Gulf Cosst o Stakaholders H
EXECUTIVE SUMMARY ! o Teday Show/GMA viz Satallite *  US Olympic Team
Aspart of the company’s orgeing partnersnip with the US Olymaic Committas (USOC), B2 will hes: @ a‘:‘;:‘;:g atUsA House o Athletes
thrae nighttime evants at the USA House during the 2012 Summer Olympics. The cuising and music of - apini;m Leaders and Formers
the U.S. Gulf Coast will form the foundation of the evening celebrations with U S, athietes, their L B Official .
coaches, families and frienss, [ ¢ HeasdOhaais )
o Company partners and supgliers a
These events create a platform for BP to reinforce its massages of BF's place in the fabric of Ameriza and E gor:_\muq:w partn'e rs-:n Ehe[(;‘ ot CG.EH °
its dally work in supporting the paogiz, businesses, culture and cuising of tha Gulf Coast. 9 Sextocd industry lesders —Domasuc °
and international o Donors
On July 28, August 4 and August 12, BP will present a Gulf Coast dining and entertzinmeant exparience [ & “Joni=mindustry leaders G Slippliers
for guests of USA houss. | * BP Employees & Stakeholders o Licenszes
«  General Public « National Sports Governing Bodies
| o Fans visiting the Londan Gamas = Intemational Olympic Committee

Cn August 9, BP will host nearly 200 guasts for 2 special luncheon 21 the USA House that will faziure a

| gistinctive dining experiance from four of the Gulf Coast's bast chefs. | {

| APPROACH & IDEAS: |

Tne following plan cutlines strategies for BP to deliver our message of support of the U.S. Olymgpic Tezm [

and the U.S. Guif Coast e the stzkaholdars and navis madia that are most impertant to the

communitias where EF operatas. i 3
|

Tnea following approzch highlights strategies planned for impiementation during three time pariods:

* inagvance of the Qlympic Games — juna 27 - July 26
BRAND MESSAGE: * During the Olympic Gamas—July 27 - Aug. 12

| | + Following the Olympic Games - Aug. 13-31

| 1. BPisparzof the fabric of America. Inthe last five yaars, we've invested mora in tha US. than any

othar oil and g2s company. Wa suppart nsarly a guartar million American jobs, with 23,000 U.S. Advance Outreach - July 10- July 26: |

empioy2es and busingss activity that provides jobs for 210,000 zdditionzl Americans cozst 10 coast. | :

2. BP Americais a responsible company that fellows threugh on its commitments, We 2re keeping our | Media Outreach: |

commitment to tha U.S. Guif Coast, having spant mera than 522 billicn so far 1o help restore the |

| region’s environment 2nd economy. We're ziso committed to sharing the lessons learnead from the | o Program launch news release — On July 10, distribute Spirit of the Gulf lsunch news relzase througn |

the US.
®  Release ganaral grogram naws releass through the US and UK prass offices.
*  Pitch media in four states, highlignting the chafs from each state to maximize media

spill, s0 that all can cenefit.
3. BPisimperiant to the enargy future of America. We are one of the largest ofl and gas producersin
the U.S,, a top rafiner of oil and gzs preducts and a U.S. leader in alternative energy. BPis dadicated

%o fueling Team USA ang America, now and in the future. { coveraze within 2ach stata.
COMMUNICATION OBJECTIVES: | o Local send-off - Coordinate 3 series of intarviews with media outiets across the Gulf Coast
| t highlighting BP's affcrts to pramote Gulf Coast seafood and tourism 2t the 2012 Games. Patantial
| * Deamcnstrate BP's support for the Qlympic movemant in London and Tezm USA. t media cpportunities incluce:
| « lliustrats 3P's commitment to the Guif Coast, continuad growth in tha Gulf Coast and the cempany's !
daily work to 2t a5 a responsitla partner for the region. | * Cooking demonstraticns on TV merning shows

*  Showeasa the frashest Gulf seafocd and the variaty of ways this premium product can be prepars {1 " Feature storizs outlining the Gulf Coast program in London and featuring 8P
| while zlso demaonstrating its safety. reprasentatives, selected cnafs and partners, such as the Gulf Seafood Alliznce, discussing

| +  Encourags targez audiencas 1o experience the U.S. Gulf Coast for thamselves, taking in everything EF's suppart of the London Games 2nd the Guif Coast.
the region has to offer from music and architectura to fun atractions and focd. * Radic phone-ins to culinary and sports snows
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Story angles — Werking with the US and UK prass offices, davaiog a series of featura story angles
that can be incorporated inte the media outrezch effors for the US and UX Clymgic brand t2ams.
Thesa stery angles snouls cempiement B2°s Olympic brand massazes.

Partner Outreach:

Tourism partners:

c

<]

Meet with CV3 and other tourism partners to ousline the Spirit of the Gulf program ang
0p2oruNiti=s to market cur region curing the Gameas,

Cocrzinate placament of Spirit of the Gulf storias and cnef features in tourism garner
communicaticn vehicles, including:

" Wetsites
¥ Socizl meoia outlets — Faceoook, Twitter and YouTube
*  Newsletters and print publications

Seafood marketing partners:

=]

c

Meet witn seafood promotion agencies anc other industry partnars to cutlina the Spirit of tha Gull
pregram and cpportunities to markat our region during the Games.

Coorainate placament of Spirit of the Gulf stories and chaf features in tourism partner
communication venicies, incluging:

' Websites
* Socizl meciz outiets - Facaseok, Twittar and YouTube

Chef-based outreach:

Take advantage of each chef's soda! madia and media outreach natwerk to axpand coverage of the
Spiritof the Guif by

*  Showcasing the Spirit of th2 Gulf an each chef's website; and
* Coordinating a s2riss of tweets and Facebook pasts with chefs about their greparations for ang
journgy to Llencon.

Social Media & Online Outreach:

(<}

Deavelop a series of featura steries for placement on the 3P Gulf Rasponse <ite and raiatad
company communication outlets. Stories can includa inzerviews with 2P representatives in ezch
state and the UK discussing tha Spirit of the Gulf pregram, as well as chefs and oands participzating in
the afiort.

Cocrsinate 3 serias of postings on BP-based socizl mediz outlets highlignting the Spirit of the Gulfin
conjunction with athar Clymgic postings.

Utilize es1ablished B2 Clympic hashtag or a Spirit of the Gulf hashtzg to increase topic rending
opgortunitias. Share hashtags with Spirit of the Gulf partners.

Craate QR codes for chaf signage at Spirit of the Gulf events, which will iead te tha Voicas of the Guif
video series or another onfine destinatien.

COMPONENT 2

Post photos of Spirit of the Gulf praparations, such as chéfs I2avirg the airpernt for Londan, cn 3P
sociz! mediz channels, including Flickr and Facebook. Share with S23fcod Marketing and Tourism
graups 1o post through their social media netwerks.

During the Olympic Games - July 27 - Aug. 12:

Media Outreach:

-]

Satellite Media Tour from London - Rzperts from London - Coordinate a saries of TV intarvizws via
satellize frem Lendon betwaen Gulf Coast chefs and medis outlets along the Gulf Coast showcasing
the succass of the Sgirit of the Gulf.

@USA House - Working with 3P's UK prass team, coordinate interviews at UsA House and with
visiting madia:

*  Pursue on-lecation interviews with general intarast media stationad at and around the USA
House.

*  Coordinata meatings b B2 atnlate ar s and Spirit of the Gulf chafs and bands.

" Offer chefs for in-person interviaws andfer cocking demonstrations

*  Highlight the eiforts of BP 2nd the celegation from the Guif Coast te promote Gulf Coast
seafood and tourism

Media interviews - At home and abroad:

= Coordinate a series of rzdio and grint interview call-ins with BP represantatives and chefs from
London to Guif Ceast-based media outiets 1o giscuss the succass of the Cames and the Spirit of
e Guif program.

*  Warking with tha UK prass team, pursus access to the international Media Haadquarters atthe
Olympics to pursua feztura intervizws with US and internztional madia covering the Summer
Games. Base story pitches on approvad story angies about the Spirit of the Guif and the
oveérarching messazes sbout 2P's support of the Games and the U.S. Gulf Cozst.

Photo Ops - Ccordinata a serizs of phato ops during the Games to maximize media covarage and
utilize through social media channals. 2ot2ntial photo ops includs:

®  Chefs interacting with US athiztes at the USA House

*  Chefs and BP reprasentativas enjoying lunch at Mosimann's and visiting Londan Iandmarks 10
promote the U.S. Gulf Coast

*  BP athlet2 ambassadors meeting chefs and bands

Social Media & Online Outreach:

Devealop a series of feztura storizs for placement on tha 8P Gulf Rasponse website 2nd ralatad
company ccmmunication outlets. Stories can include interviews with BP répresentatives in London
discussing the Spirit of the Gulf program, 33 well as ¢chefs and bands participating in the effort
Continue pestings an BP-based secizl media outiets highlighting the Sgirit of tha Gulf in conjuncticn
with other Olympic postings, as the chefs and bands move through their own schedules and meet
various athlstas

PUBLIC RELATIONS
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©  Utiiize established BP Clympic hashtag or a Spirit of the Guif hashtag <o increase topic trending

apportunities. Share nzghtags with Spirit of tha Gulf partnars

Post photos of Spirit of the Gulf activities in Landen on BF social media channeis, including Flickr and

Facebook.

& Ceercinate additionz! postings and intenvizws with BF's tourism and seafood partnars in Gulf Coast
$13185 10 Maximize awareness opportunities.

o

Following the Olympic Games — Aug. 13 - 31:
Media Outreach

* Deveiop follow-up media oppertunitias to centinue covarage of the Spirit of the Gulf:
* Regional post-coverage:
o Coordinate in-studio interviews with chefs to discuss experiznces, showcase steries and
photes from their time in Londen and tzlk about how working with BP for the USA
House 2t the 2012 Clympic Games will shape thair future work.
*  Stzzewide post-coverage:
o Draft op-ec on behalf of sezfood or tourism organizations to emphasiza the positive
impacts of tha event.
o Distributz corresponding op-2d to respactiva statewida outlets.
*  Local post-coverage:
2 Distribute post-avant photos and cutlines to local madia outlets for inclusien in print
and enline outlets.
o Coorginzte radio intenviews for chefs 1o describa their Olymgic experiznce and what
they are able to take away fromit.
o Secure post-svent cooking segmants for cha®s to racreate thelr “Clympic gish” and
gdiscuss their Spirit of the Culf experience.

Tourism and Seafood Marketing Partner Online/Social Media Outreach

* Encourzge tourism and seafood marketing partners 1o faature post-avant information 1o continue
coverzpe of Spirit of the Gulf:
a Lloczl and ragicnal tourism and seafood marketing partners can pest Top 10 Spirit of the Gulf
phortos, on each cay, upon the conclusion of the event.
o Collect “favorite experiznces” from chef partners to disseminate to local seafood and
tourism marketing panners t post ¢n social media utless, crossinking chaf websites and
Spirit of the Gulf event details.
o Produce short “Spirit of the Gulf Lives On” videe vignetias with chefs and 8P volunteers
dascribing their once-in-a-ifetime experience, complate viith b-rolt from insicie the UsSA
House during the event. Tourism and seafced partnars can past the vignettas on their
viebsites to premote the Gulf Coast.
© Have tourism and seafcod marketing partners poast news items adout Spirit of the Gulf on
their websites.
*  Drefta multimediz blog-style event featura pieca for dissemination 1o B? Gulf Update website and
tourism and seafocd parinars in each state, Hava partners post the story on their websites and
biogs, cross-linking with B2 Guf Update website, chef websitas and social madia channals.

*  Compile list of online Facabook links, Twitter handles 2nd Fiickr albums for B2, chefs, tourism and
szzfood partner agencias and Team USA Encourage socizl mesiz engagement with post-event
hightights.

Chef Outreach

* Disseminate 2 selaction of evant photos te Gulf Coast chefs for posting on their websites and sodial
media channzals.

* Encourzge chafs 1o post thank-you messazes to 8P and sazfood and marketing partners
caordinating Seirit of the Gulf event through sadial media chznnals,

TIMELINE:

July 10 -Launch of the Spirit of the Gulf campaign and distribution of news relzase

July 10— July 27 — Advance Spirit of the Gulf madia interviews with BP represaniatives and chefs
July 25 - Group A chefs depart for London

luly 27 — Opening Ceremonies — 2012 Summer Clympic Gzmes

lJuly 28 - Event 1 — Spirit of the Gulf a1 USA House

July 25 - Aug. 4 — Potential dates for satellite mediz tour from London

Aug. 2 - 5z1ellite media tour with chefs 21 Londen location

Aug. 4 - Event 2 - Spirit of the Gulf at USA House

Aug. 9 - Event 3 - BP guast luncheon at USA House

Aug. 12 - Closing Ceremenias of 2012 Summer Qlymgic Games — Event 4 — Spirit of the Guif a1 USA
House

MATERIALS:

Suggested Messages - Talking Points

Spirit of the Guif - Launch News Release

Spirit of the Guif Backgrounder for Spokaspersons
SMT Backgrounder

® e s
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BP’S "SPIRIT OF THE GULF' TO FILL LONDON WITH DASH OF SPICE, HINT OF JAZZ
AT LONDON 2012 OLYMPIC GAMES

HOUSTCN (July XX, 2012) = As Team USA preparas 1o make the journey to the London |2012
Olympic Games, the Gulf Coast's finast are gaaring up for 2 trip zcross the pond 1o deliver the ukimate
Bocd luck charm = Guif Coast tastes anc tures. For four days during the 2012 Clympic Games, the “Sgirit
of the Gui will intreduce Team USA to a showcase of the Gulf Cozst presenied by BP.

As part of tha company’s ongoing perinarship with the United States Clymgic Committse, BP
will host the “Spirit of tha Gulf,” a s2ries of evants for Team USA during the London 2012 Clymgic
Games. Mare than 1,000 paeple each day will be encouraged to visit the Gulf Coast, sample tha werld’s
freshest and best-tasting seafood and experiznce the Gulf's uniaue culture and distinctive attractions.

8P telisves the Londen 2012 Olympic Games are the ulimate demenstration of human sperting
endeaver, bringing together extracrdinary athletas from arcund the viorld. BP believes that the Team

USA athletes and the U.5. Clympic Movement embody the valuss that the company wishes 1¢ exemglify.

EP alsa believas that succass comes from working a5 one t2am - the zthlstas ara supported by the
enerzy of a number of people who help tham to achiave their best

“BP's support for the U.S. Olympic Movement in London demcnstrates our commitment o
gperating in and contributing to the economic vitality of thousands of iocal communities acress the
globe,” said Crystal Ashoy, BF's vice president of government and putlic affzirs. “8P is proud to use the
power of the Lendon 2012 Olympic G2mas as snother way 1o promote the Gulf Coast, draw new visiters
to the regicn and demonstraze our ongoing commitment to the community.”

Eight of the best chefs from Louisiana, Mississippi, Alabama and Florida are preparing the freshest
seafood the Gulf has to offer for U.S. Clympians, their families and visitors to the Londen 2012 Olymgic
Games. Each enef will disn up some of thair homatown faverites. The chefs include Chef John Folse
(Louisiana), Chaf Michael Sichel {Louisiana), Chef Chris Poplin {Mississippi), Chef Czlvin Coleman
{Missiszippi), Cnef Chris Sherrill (Alabamaz), Chef Alac Naman (Alabama), Chef Justin Timineri (Florida)
and Chef Paul Stellato {Florida).

With a tast2 of the Gulf's seafoed and a samgling of the scunds of the region, perfermed by
three Gulf Cozst bands, BF is bringing Gulf Coast hespitality 1o Team USA during the London 2012
Olympic Games, Tha ‘Sgiric of the Gu!f’ will usa the bastthe Gulf Coast has 10 offer 1o cheer Team USA
on to victory at the London 2012 Olympic Games. For more information asaut BP's commitmeant to
fueling Team USA and the London 2012 Clymgic Games, visit hitp/fvrww teamusa orz/.

COMPONENT 2: PUBLIC RELATIONS

Media Contact: Ray Melick bp
(228) 261-8844
Ray.melick@bp.com

BP’S ‘SPIRIT OF THE GULF" BROUGHT HOME THE GOLD AT THE LONDON 2012
OLYMPIC GAMES WITH GULF COAST TASTES AND TUNES

HOUSTCM (September Il 2012) - As Team USA ook ta the podiums during the 2012 Oiympic
Games, the Guif Coast’s finast also emerged victorious, showcasing the sights, sounds 2nd tastas of the
Guif Coast region for four days during the Games as part of BP's 'Spirit of the Gulf,” the culmination of
the company’s ongoing partnership with the United States Olympic Committee.

As part of ‘Spirit of the Gulf’s serias of events for Tezm USA, more than £,000 people sach day
enjoyed Guif Coast hospitzlity, sampling the world's freshest and best-tasting s2afood, listaning to the
sounds of the région parformed by three Gulf Cozst bands and experiencing the Guif's unique culture
and distinctive attractions. The ‘Spirit of the Guii” used the bast the Gulf Coast has 10 offer to cheer
Team USA cn 1o victory 2t the London 2012 Olympic Games.

Tha Guif Coast celebration reinforced BP's messaga that today, the Guif's beaches and waters
are open, tourism is coming back in record numbérs in many coastal communitias and cemmerzial
fishing is rebounding. With hundrads of paunds of Gulf Coast shrimp, crab and fish served and enjoyed
3t the USA Housa, Olympians and their families wera atle to experience the bast the Gulf has 1o offer.

*The 2012 Clympic Games may b= aver, but we are extremely proud to hava shown Team USA
and friznds all that tha Gulf Coast represants,” said Crystal Ashby, 8F's executive vice prasident of
govarnment and public affairs. “We received tremendous support for gur “Spirit of the Guif events and
we continue to work daily to encourage peopla to visit and enjoy evarything the Gulf Coast has to offer.”

Eight of tha best chafs from Louisizna, Mississippi, Alabama and Florida preparaed tha frashest
sezfeed the Gulf has to offer for U.S. Clympians, their families and visitors during the Games. Each chef
dished up some of their hometown favoritas. The chefs includad Cnef John Folsa and Chef Michael
Sichel of Louisiana, Chaf Chris Peplin and Chef Calvin Coleman of Missizsippi, Chef Chris Sherrill and Chaf
Alec Nsmean of Alabzma ang Chefs Justin Timinari and Paul Steliato of Florida.

“Baing 2 part of BP's ‘Spirit of tha Gulf initiative at the Londen 2012 Olympic Games was 8
higniignt of my caraar. Iz v/as an henor ta wark with such incregible Chafs and [ want o thank them all
for bringing their best to shew off the Gulf,” said Chef John Fglse. " am thrilied that our beloved Gulf
Coast culture has come to the forefront and am privileged to have gotten to share my cuisine on a giobal
scale”

For more information about BF's commitmant to fueling Team USA znd the London 2012

Olympic Games, visit http://vavw.teamusa.org/.
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SFlewGl!LF SF'IerameGULF

S.F'leruﬂ"‘GULF

Seafood & Gator Ultimate Louisiana Cajun Shrimp Southern BBQ
Sausage Gumho Crah Cakes | with Artichoke Shrimp with
Chef Calvin Coleman Chef John Folse | Cream Sauce Smoked Sausage,
of Mississippi of Louisiana Chef Alec Naman Green Onlon and
of Alabama Goat Cheese Brits
Ry J | Chel Shris Poplin
(! of Misssssmpl

& ng

Grouper lubilee Crabmeat Maison Grouper with Crispy Pan-Seared
Chef Chris Sherrll Chef Michael Sichel { Onion-Corn Relish Swordfish
of Alabama of Louisiana gndhcgeamy Chef Justin Timineri

ran sauce of Florida

(EIL Chef Paul Stellato




IULE IVIED A

RER

RFP Presented to the Louisiana Office of Tourism

COMPONENT 2: PUBLIC RELATIONS

FINAL COVERAGE REPORT

Completed Coverage :
i .
I OUTLET MARKET RUN DATE TYPE LINK IMPRESSIONS PUBLICITY VALUE |
iFIoridaTrend.cnm St. Petersburg, FL 13-Aug Online http://www.floridatrend.com/article/14512/mondays-daily-pulse 75,000 SE,G(JD.D(]1
* nttp://www.floridatrend.com/article/14508/florida-cuisine-faaturad- [
|FloridaTrend.com St. Petersburg, FL 12-Aug Online |in-the-final-olympic-feast 75,000 $6,000.00
|JazzFM.com International 11-Aug Online _ |nttp://www.jazzfri.com/2012/08/coming-up-on-the-11th-august-2/ 573,000 $11,250.00
|UK Jazz FM United Kingdom 11-Aug Radio htto://s2.xrad.io/player/izzzfm/player.ohp?play=soco 65,000 S5,5D{Jﬁ
|Brett-Robinson.com National 10-Aug Online  |htto://wwiw.brett-robinson.com/news full.html?news=950 59,000 $5,000.00,
|WFLA-TV Tampa, FL 10-Aug Television 28,000 $2,750.00]
‘ htto://video.tbo.com/v/61247328/chef-helps-bo-showcase-florida- '
|Tampa Bay Online (WFLA) Tampa, FL 10-Aug Online  |seafood-at-olympics.him?a=firefly 30,000 $3,500.00,
|CD-Traveller Newsletter International 10-Aug Newsletter 300,000 $1,500.00§
| \
jCD-Trave[Ier Newsletter International 9-Aug Newsletter 300,000 $1,500.00.
| htto://www.virtual-strategy.com/2012/08/09/navarre-beach-pisr-
j\linual-strategy.com International 9-Aug Online feature-team-usa-olympic-bp-chef-justin-timineri 950,000 $30,750.00!
| -
The Advocate Baton Rouge, LA 8-Aug Print 75,809 $6,000.00,
htto://theadvocate.com/features/food/3424507-123/chefs-real- \
The Advacate Baton Rouge, LA 8-Aug Online  |[gumbo-heads-to 83,000 $6,500.00
htto://wviw.sowal.com/blog/30a-eats/firefly-offers-casual-fine-
|SowWal.com South Walton, FL 8-Aug Online dining-in-panama-city-beach 75,000 $6,000.00|
|Southeast AgNet Radio Daytona Beach, FL 8-Aug Radio 50,000 $2,250.00|
; htto://southeastagnet.com/2012/08/08/fresh-from-florida-oroducts- |
|SoutheastAgNetOnline.com Ocala, FL 8-Aug Online refugls-u-s-olymoic-team/ 110,000 S?.?SM
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SAENGEREBEITHEATRE

CAMPAIGN 22 SHOWTIME — THE REOPENING OF THE SAENGER THEATRE

The crown jewel of New Orleans entertainment is back. The historic Saenger Theatre reopened its doors in October 2013 and, to ensure a successful grand reopening, The
Ehrhardt Group planned a series of timely media events to maximize the momentum leading up to the grand crescendo. Throughout the restoration process — from
construction, to signing of the final beam, lighting of the iconic marquee sign and a ribbon cutting ceremony with Mayor Landrieu center stage — The Ehrhardt Group
created a consistent stream of positive media coverage that served to inform the public and harness the vested interest in the revitalization of the landmark theatre.

As a result of The Ehrhardt Group’s campaign, the Saenger opened its doors to a packed house for its first show and continues to enjoy near sellout crowds for every
event. In the two weeks leading up to the opening alone, The Ehrhardt Group secured nearly 100 million positive media impressions locally, regionally and nationally for

more than $1.15 million in public relations value.

e Objectives of the program
o Ensure everyone in the region knows that the Saenger Theatre has returned to New Orleans.
o Platform the Saenger Theatre as a premier event and arts destination in New Orleans and the region, which is a critical component to the

success of the entire city.
o Showcase the diversity of New Orleans and the region in all reopening efforts and community outreach programming.

o Increase the Saenger Theatre's visibility as a prominent community partner.
o Increase public awareness of upcoming programming at the Saenger Theatre, thus increasing ticket sales.

e Research and methodology
o Creation of a customer profile for the Saenger and selected shows and performances

o Target media and media market development
o Integration of public relations and media pitching calendar with construction calendar and regional events calendar beginning fall 2012 through

theatre opening in fall 2013

21
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o Create detailed public relations calendar to overlay construction and regional events calendar in an effort to create a consistent stream of media
attention for 18 months leading up to opening in September 2013. Ensure public relations calendar incorporates media relations, community
outreach and special events.

o Brainstorm feature story ideas, media events and target media for inclusion in PR timeline

o Research and compile detailed list of target media outlets for media roundtable meetings with ACE Theatrical Group leadership

e Resulting creative concept, strategy, marketing
o According to strategic PR plan and timeline, create a series of media events and announcements surrounding major construction milestones to

generate and sustain interest throughout year leading up to Saenger reopening. Examples of media events included:

= Stagehouse demolition event with City of Nola, CSDC and ACE Theatrical Group on-site
= Announcement of 2013 Broadway in New Orleans Series Press Conference, with representatives from City of New Orleans, CSDC and

ACE Theatrical Group and one-by-one reveal of 2013 lineup of performances
»  Signing of the final beam event: invited VIPs, dignitaries and others to sign the ceremonial beam to mark the next phase of construction

»  Press conference/reveal from the stage of the Saenger Theatre on opening night

o To ensure a consistent stream of media coverage throughout year leading up to Saenger reopening, pitch feature stories regarding the theatre
and the reopening in timeframes without planned media event. Examples of feature stories:
= Dr. Barry Henry Saenger “enthusiast” feature story THE rewonw 7,
* Restorative painting feature story ADVO C ATE s
= 8gth anniversary of Saenger opening, 2/5/1927 o TR ISP ENCAT VEIEE 1 S50Tn LoUiBANA s

= Summer Solstice Sky Saenger on track for fall opening

» Recreation of Times-Picayune special section from 1927

]
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o “It’'s Our Year” - As outlined in strategic calendar, distribute direct mail piece to nearly 5,000 subscribers, leaders and prospects celebrating the
start of 2013 and the year the theatre will reopen: “it's our year”

o “Share Your Saenger Stories” - In addition to the strategic calendar, we wanted to create an ongoing creative campaign that would take place
throughout year leading up to reopening of the theatre. The concept was to create a campaign that would highlight the nostalgia and love felt by
New Orleanians for the Saenger Theatre by calling on the public to share their memories of the theatre. We launched the creative campaign:
Share Your Saenger Stories

* Campaign aimed at collecting Saenger memories from New Orleans locals via social media, as well as the Saenger website. To initiate the
campaign, we collected video submissions from notable New Orleanians, including Mayor Mitch Landrieu, Bryan Batt, Irvin Mayfield,

Alden McDonald

Results of campaign
o More than 460 positive media stories about the Saenger reopening generated in one year from over 42 different DMAs nationwide, resulting in
over 530 million positive media impressions and over $3.7 million dollars in publicity value
o More than 65 million positive media stories resulting in nearly $700,000 in publicity value for the two-week run of the inaugural Broadway
show at the Saenger Theatre, “The Book of Mormon”
o Record-breaking number of season subscribers for Broadway in New Orleans; sold out audiences for Saenger shows
o Coverage in major regional and national media outlets including

* Southern Living: “Making its Debut: The Saenger Theatre” 5 o ;

* United Airway’s Hemispheres Magazine L §4 ;
*  Miami Herald g a2 1 g % ¢
* Times-Picayune Special Section: “Showtime: Historic Canal Street Theater " N '®

Rolls Out The Red Carpet After Top-To-Bottom Restoration”
* The Advocate: “Saenger on track for fall opening”

TOP STORIES

SAENGER THEATRE REOPENS

- =
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How impact was measured.
o Ticket sales:
" The opening weekend of performances with Jerry Seinfeld sold out
" Broadway Across America at the Saenger reached the highest level of season tickets sold of any similar size market in the US

o Positive media stories generated — More than 460 positive media stories appeared during the campaign, resulting in $3.7 million in publicity
value

0 Media impressions and reach — Media coverage totaled 530 million positive media impressions reaching 42 different markets in the U.S.

An intricate restoration
.

Workers toil on the histonc
Saenger dowin to tiniest detail
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THE SAENGER THEATRE — RESTORATION & REOPENING
PR Pian - 2013

EXECUTIVE SUMMARY:

As Naw Orleans continues iss growth and renaissance, The Saenger Theatre, & ity landmark, begins its
own path of renawal, Tne Szenger is currantly undergaing extensive intzrnal and external rencvations
and improvemants to restore the Theatre 2s the crown jaweal among the dty's SNtErtainment venues.
The dity's axcitement is mounting, 2nd w must now o2 diligent in building off that excitement to a
grand crescendo with the 2012 grand recpening.

CURRENT SITUATION:

In 2012, The Enrnardt Group successfully earnad mare than 2 million mecla imprassions locally and
regionally 1o halp increase awareness of the Saenger Theatra rasteratian, as well 25 build anticipation
among the meadia 2nd the public for the Thaatre’s grand reopening.

Saenger Theatre Advantages:

» Brand Recognition: The Saenger Thaztra name is 2iready familiar to most current and potentiat
audiences, both locally and ragionally, Locals ang thestre enthusiasts will be inclined to pay
attention to the show schedule and purchase Tickes to shows at the Saenger due to positive
brand recogniticn.

o Experience: The S2enges Theatrs has baen a leadear in New Orlzans for years and with the
maznzgament of ACE Theatriczls, the Saenger Theatre has a t2am of experis well versad in
raaching audiences far and wide.

o History: The Saenger has a storied history with the City of New Orleans and many locals have
msmories of the Saenger, as well 25 amotional ties to it Being a city rich in culture and history,
locals will suppart the initiativas of a local landmark.

Saenger Theatre Challenges:

«  Competitors: The New Orleans ang Guif Coast markets offer a wids range of entertsinment
alternatives. For example, Margi Gras, French Quarter Festivel, lazz Fest, sporting events, local
music perfcrmances and more.

«  Temparary Closura: The Saenger Theatre wias dastroyed by Hurricane Katring and has reamainad
closed since 2005. Althcugh the Thaatra has not been forgotien, we must b2 diligentin bringing
the theatre back to the public’s top of mind as their choice for enterzinment.

COMMUNICATION GOALS

«  Incraase public awsreness both logally ang regionzlly that the Saenger Theatre nas returned to New
Crlzzns.

»  Platform the S3enger Theatre as a premiar evant and 2ris destination in Maw Orleans and the
region, which is a critical component to the success of the entire city.

s Increase the Saenger Theatre's visibility as 3 prominent community parmner.

» Incraase public awareness of upcoming grogramming at the Saengar Theatrs, thus increasing ticket
sales.

25
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e FurmnarDr Grov?p

Establish S3zngar Theatre executivas s leadars in the lecal 2rts community.

ROGRAM STRATEGIES:

Media Relations

1,

=)

Utilize lezs! 3nd regional madia refaticns to create Lonsistent znd public messaging sbout the
Szenger in the community 2nd region.

Tactics:

Craate and mzintain accurate madia list of cutlets 2nd raponers working in New Orleans, south
Louisiana znd the Mississipgi Guif Coast.

Draft and/or revise talking points and affilizted materials refatad to the Sasnger's histary,
restoration and reopening.

Rzise public, mediz profile with consistent media covarage up 10, through and past the opaning.
Plan 2nd coordinzte a consistent stream of media announcemants, |eading 1o consisient covarage.
Continua following detailed PR plan cutlining mediz coverage oppertunities based on the
construction sehedule, specialized restoration projects, improvements 2nd installztions.

Identify natural "awareness opportunitias” 1o duild excitemant about the Sasnger projact. Create
madia enncuncement timeline to maximizz coverage for 2ach media opportunity.

Focus on 3¢vance CCVErage.

Pursue and coordinate madia interviews for ACE sp persons ang individuals designated by ACE
relstad to the restoration 2nd apaning of the Saengar.

Draft all news releasas, fact sheets and cther mecia materizls, for client revisw 2nd approval,

Utiliza media relations to generate excitement for and awareness of the Saenger grand reopaning in
3l 2013,

Tacrics:

Preview Tours — Schadule a serias of media preview tours that ara guided by reprasentatives of ACE
10 creata advance publicity and excitement about the project.
Continus brainsterming featurs story angles — in conjunction with the editoria! calendar matrix — for
cliant review anc zpproval. Foliowing approval, pitch story ideas to target local, regional and
naticnal news media. Emphasis zreas for story angles includa:

o Redevelopment of the Saengar, including rencvatien, censtruction and instaliation

o Economicimpact of tha S3enger on the community

5 Humzn interest stories focusing on people who worked at the Saenger, the commurity’s

memories of the Saenger, &1C.

Marage general media inquiries about the Sasnger réstoration and recpening.
Develop editarial calendar matrix outiining madia opportunities, faature stery ideas and editorial
focus areas for long-lead, wesekly and daily mecia outlets in New Orlezns 2nd across south Louisiana
ang the Mississippi Guif Coast, Prasent matrix 1o dlient o identify upcoming opportunities for each
show.

(=]




RFP Presented to the Louisiana Offigg E)fi:I‘ollrism

—— ]
o
g.m Tue Enrparpr GrRoOUp

* Ensure thztthe Sasnger are “top of mind” with all relevant editors and wrizers for “Best of awards
in the markzt with the gezl of achiaving top status.
* Track media coverage leading up 10 and during events.

Grand Opening Pianning and impl

1. Assisz client with logistics relatad to grand recgening gala and calebrations in fall 2013,
Tecties:

s Coerginate pricing, estimate pproval and executicn of production projects (invitations, printed
materials, eic.), as needed and directed by the client

= Develop an event pian znd budget for 21l grand cpening activizies, inciuding public and "by
invitation” evants. This plan would focus on creating events that embrace various cross-sections of
the New Criezns community 2nd arts scene,

* Create invitation lists for planned grand opening events, for client review and approval.

* Coorginate all advance, day-of and post-avant media relations, incluging scheduling of interviews,
photographs 2nd distrioution of relzvant information following ail events.

s Provide on-sit2 s12ffing 1o receive zll madia inquirias, coordinata intenisws and event legistics, as
designatad by the client.

s Confirm electad official participation in grand cpening events.

® Dasign, printznd distribute grand cgening evens invitations.

* Track grand opening event RSVP:. Regulzrly report RSVPs ta the diant.

s Assistin coordinating focd & beverzge and entartainment for grand opening events, as neeced and
directed by the dlient.

Community Outreach:
1. Utilize fecus groups te datermina current public percaption of the 3aangsr Theztre.
Taciics:

* Research - Coordinate a series of focus groups 1o determing community percepticns about the

zenger and the Mzhzliz Jackson Theater and events held 2t the venue, 2nd hew they compare and
contrast. Participants in these studies will reprasent tha targeted demographic characteristics
specifiad by ACE and will refisct the gender, race, 2ge and income levals of the community. This
team will conduct preliminary research, identify potentizl participants and recruit members. Focus
group sessions will ba conducted in our firm's focus group facility in downtewn Naw Orleans, wnich
fzatures an interview room that c2n accommodate 12 participants and 3 viewing reom that aliows
clients te view the preceedings in real time.

]

Pasition Saenger leacdership as experts in entertainment, theatre and cultural outrzzchin New
Orlezns.

Toctics:

26

s (reate a Saznger Thaatre Rozdshew thatincludas = formatted prasentation that can be deliverad oy
an ACE spokasperzen 3t spezking 2ngagements with loczl gusingss, civic and community
organization meatings.

*  Maintzin reguiar contact, as giractad by the dlient, with the Office of the Mayor, Canal Street
Redevelogment Corporation and related crgznizations.

o Utiliza spazking engagements to encourage audiancas to ramain in contact with the Saenger,
sharing their mamaries of this restored landmark and telling their friends about what is te come.

s (reate 3 datzbase of key businass, civic. community and faith-based organizations that are
reprasentative of the diversity of New Orleans. Create a series of emails and updates from ACE
providing new details about the progress of construction and grand opening announ<ements.

s Establish relationships with Nzw Orleans neighterhioed organizetions to premota the reopening of
the Saznger and pursu pesting of Saenger-related information on each erganization’s website and
online forum.

*  Invite various community groups end leaders to participate in graview tours of the Saanger prior to
the cpening.

Social Media Outreach:

1. Broadzan online community knowladge 2nd awareness of the Saengar, as well 25 its grand opening
and upcoming events through continuad outrezch to the onling and blogger community.

Tacries:

= Monitor oniine convarsations with blezgers and through online forums and social media cutlats,
« Build traffic on socizi mediz vehicles, through spadific planned acivities.
* Integrate Sasngar Facebaook and Twitter pages into cverall marketing by pesting evant photes,
promartions and commensary relzted to Theatre.
e Utilize TEG dztabase of New Orieans-based bloggers to promate sgadial events 2nd programs with
their ow/n posts and links to Tne Saenger’s Web site, blog and Facebook page.
» Invite tloggers to blog and twest from Sasnger avants in rezl tma.
+  Monitor oniine forums 10 track customer commants about Tne Saenger. Present regular raperts
with comments 1o gauge word-of-mouth and key notes from recent guests
+ Targetthe following online forums:
o Tripadvisor.com
o Yelp.com
o Nola.com
o Newserleans.com
s |dentify 2and exploit music and live entertzinmant spacific tlogs & forums

Emergenty Communications

1. Creats standard emergency communications strategies for use in the event of 2 natural disaster or
community crisis.

Taciics:

COMPONENT 2: PUBLIC RELATIONS
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Cutline potential emergencies, including natural cisasters, inclemant waather clesings,
commuhity crisas.

Reviaw existing Saenger crisis plan.

Conduct spokesperson tr2ining to réviaw procaduras for emargency communications accerging
10 the events outlined in the plan.

Communizate with media ans stakehciders cafore, during 2nd after a crisis on behaif of NOPL

Deliverables

Strategic Planning

1ssuas identification

Audience idzntificztion

Putlic relztions timelines
Crisis communications training

Cemmunications and News Media Relations

* ° s & s 8 2 = @

. s s e

Strategic masszge development
Communications checklists

Faci sheets

Media workshop

Madia lists

Slog lists

MNews release templates

Media zdvisory tTempiates

Print ad templates

Radio ad tamplates

PSA templates

Bleg content tamplates

Targeted media intervisws

Key messages

Deskside media visits

Editorial board presentations

Lists of Ssenger spokespersons approved for media contact
Press conferences as needed
Virtual media material for web site

Community Relations

Database of organizations
Web site updates
Prasentation 1emplate for community crganizations

Administrative

u

27

COMPONENT 2: PUBLIC RELATIONS

« Monthly reports
= News dippings reports

Measurement and Trocking:

Based on the strazegies and tactics outlined in this plan, The Ehrnardt Group recemmands the following

| measuremant and Tracking benchmarks for evaluzting the success of this program:

» Media coverage tracking—audience impressions, publicity valug, evaiuating the 1on2 of stories
about tha Sasnger. Does our message come through?

o Expanding the neawcrk—are our activities contributing to the business goals of the Szengar?
Are potential donors, members, tickst holdars 2nd visitors haaring our messages?

o Refationships—are we aligning ourselves with impactful organizations and influencers along the
Gulf Coast?
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Saenger Theatre
Public Relations Timeline
Lpdated 7.17,13

March 2012
*  Photo and Inierview Opp- COMPLETE
o Stagehouse demolitior; why and how it 1s being dons ard steps taken to snswe the
fagade remains in tzet
o Visual: workers dismantling by hand: largs erane installing structural steel fer
expanded stagehouse
2 City of NOLA, CSDC end Ace representative(s) on-site znd available for comment
o Distibute to local broadeast media and phato dasks
YMavor's office 10 contact Times-Plcayune in advaice

April 2012
*  Fariety ad - News Releaze- COMPLETE
o Drstribute news release to Jocal media highlichting ACE s promotion of New Orleans
a5 a premier perfomming arts markat

July/August 2012
*  Iwerview Opportunity- COMPLETE
o Interview with Maninez + Jehnsen te discuss the renovation process, how it differs
from the restoration process and how the twe werk hand-in-hand
o Tmes-Picoyune and WWL-TV

September 2012
. Pulumn Program ~ Share Tow Memorles- COMPLETE
Establish format and timelime for collecting Saenger Theatre memeries

o Launch the Share Your Memories page of the website with a video of the Maver
talking about his faverite Szenger Theatre memocries (Sept 21/

o Pichand securs feature- story interview with: Saenger Theatre “enteusizxt” Dr. Barry
Henry to Times-Picayuwse; article to include call to entry for memories including
scanned articles, images, videos, personal stories, ete. (Sépz 23

o Distribute press release to local and regional media with sample photos from Historic
New Orleans Collection, calling for photos, videos and memories of favorite shows
and experierces at the Sasnger Theztre (Sgpt 24)

o Create a list of notable New Orleans residznts; film and post videos of these rotablza
dizeuszing their faverite Saenger Theatre memories; coordinate interviews with select
media to coincide with the posting of the videos

Ocrober 2012
= Video Poct and fnterview Opp- Share Your Memories. COMPLETE
o Film and post a videc of Alden McDonald discussing his faverite memones of the
Saenzer Theatre
o Postvideo to Memories page of szenzemola com
o Coordinate an interview or QA oppertunity with Zouisiana Weekhy

November/December 2012
*  Jwerview Oppornaity and or Photo Opp - COMPLETE

COMPONENT 2: PUBLIC RELATIONS

o Intarview and'or photo opp with Terry VanderWell of EverGreane; show examples
of before and afler; discuss the scope of work

o Offer phote opp as work continues iz complete in the zrcade and commences in the
auditorium

o Determine ore cutlet or muitiple cpportumities

a  Assizn Will Crocker to photograph media oppartunity

*Time-lapse opportunity™

*  Tideo Pocrand merview Opp- Share Your Memories- COMPLETE
o Film and post a video afDa!e Bayriere discussing her faverite memerizs of the
Saenger Theatre; specific menten of holiday memories zt the Saenger Theatre
o Postideo to Memories page of saengemola.com
o [Issue press rzlease and follow up with key media regarding push for holiday
mamonies

*  Share Your Memories video post and interview opportunity

January 2013

= Jen 7: Meat with NOLA Media Group to discuss E:menhp cpportunities; meet with
The Advecate to discuss editorial opportunities. all lezding up to the opening-
COMPLETE

*  Creats and distribute a direct mail piece to approximately 5.500- COMPLETE
o List includes 3,500 Broadway subscribers znd others, including pariners,
sponson, etc.
o Happy New Year messaging to focus on the upcoming completion of the kistoric
Sasnger Theatre

February 2013
»  Pizch 85* enniverzary (Feb 5, 1927) to all media print, online and broadeast outlets-
COMPLETE

Mareh 2013
Presz Conferance — Arnouncemsni of Broadway in New Orizaprc Serier -COMPLETE
o Host on-site press event to announce the series, unveil show posters and provide
interviews pheto opps with representatives from ACE, CSDC and show
representatives and 'or performers

*  Share Your Memories video post and interview opportunity

May 2013
* Media Opp
o Invite VIPs, dignitaries and others to sign ths ceremonial beam followed by the
installation photo oppormumity

- Several davs before media oppornuity, we would have the bezam set up
ot site and would invite select VIPS fo sign 1t

- Onthe day of the media opportunity, invited media would be cnsite as
CSDC past and present board members, ACE to sign the bezm

- Media moves into the neutrzl zore as construction czew [ifts the beam
inte place



_REP Presented to the Loulslana Offlce of Tourlsrn

- Cimdy Connick and ACE representative offer comments to the media
o Assign Will Crocker to cover; submit image with cutline to gereral media list
2nd consmuction trades
*  Edfterial Roundtablels)
= Editorial roundable meetings with the Tumes-Picavure, The Advocate, Ciy
Business and Gambit Weekdy to discuss scops of the project Fom start to fimsh
o CSDC and ACE represantatives 1o lead tae discussion, provide architect and or
artisan renderings
*  Share Your Memories video post and interview opportunity

\Ia\l.lu.ne 2013-COMPLETE
Distribute press kit and architectural detzil shote and renderings to long lead national
trade publications

*  Distribute press kit with exterior and interior detail shot @0 lenz lead local, regional and
nationz! media

June 2013-COMPLETE
" Pressreleate
o Anrounce re-opening celebration actvities with entertainment lineup leading o
Broadway Series
* Modla alert with imager. June 21
o Craft a media alert with information about the ceiling constellztion design:
murroricg the Summer Solstice
o Distribute to media with Will Crocker imapges of the lit ceiling

July 2013

-lnou.'.t 2013
.P})afu Opporamity
o Installation of new exterior ma:quw(s)
o Visual: Installation of marguees and placement of the letters
o Distribute to Jocal and rezional broadcast media and photo desks
“May just be Will Crocker on-site with images distributed to media, rather than
inTiting media to attend
*  Ceremonial Lighting of the Marguee (8/17)
o Schedule a special evening event outsids the Szenger Theatre for 2 ceremonial
lighting (countdown) of the marques
o Includz ciry parmers. other local performing ats organizations and local celebrities
that represent the diversify of the city’s people and neighborhoods
*  Image/curline :mmbm:an—pwzﬁa-g
o Will Crocker to photograph instzllation of curtains and seats
®  Pross Releme
o “Originals and Replications- discuss how items are chosen for replication, and the
process for replicating the chandeliers, scones 2nd exterior marguees
o Provide Will Crocker umages of the origizal and replicated items
o Distribute to local madia

September 2013

*  Szenger Thearre "By the Numbers” - highlight fun and wrusual fzcts ebout the Saenger
Theatre from larzest to smallast (Le. sumber of light bulbs. theate seats, chandeliers,
aumber of :tars in the ceiling, ete.)
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v Modia Herd Eat Towr
o Imvite local znd rezional media fer a preview of the theatre and a szeak preview of
the back of the kouse

[a]

. Leaia.-..n’ert
o Completion of 1101 Canal Smeet which will include administrative offices, naw

“Opening Up the Back of the House™

Highlight newly complete commercizl kntchen, discuss new technologies, state- |
of-the-art appliances, enhancerents from the original, public and private uses,

etc.

Provide behind-the-scenes tour of new dressing rooms zrd suppont fzcilities;
featwes and upgrades and how the new facilities compare to those of the of the
crigmnal

Offer interview with technical director to discuss new rigging, sourd 2nd lights,
innovation and advances in technolegy; how this impacts guest experiance
“What's Old, What's New" — share the amenities that have been restored along
with n=w additions including concessions znd restrooms

Offer photo and'er videe opp of the recently completed back of the house spaces

restrooms, VIP lounge and other amentties
o Provide accompanying images (Will Crocker)
o Distnbute to local media |
“Include in Editoriel Roundrable discussion? |

Weather Report from inside the theame??
»  Mayyor Ribbon Cutting Ceremony—Fending

*  Photo Ogporumitios at Select Soft Opening Celebrations
o Broadway Across America Test Drive Your Seat event for subscribers enly
o Commumity Outreach evants

*  Press Conference Media Preview
o Event to begin with comments to the media (City of New Orleans, CSDC and ACE)
followed by a tour of the entire facility

*  Submit bylined article from 2 well-kmown New Orleans resident with 2 human interest

September/October 2013

*  Media Piots Opportunities a‘xzrb-g?.: Gpening Celebration
o VIP Event (CSDC Galz)
o Performances (multiple T\eeh)
o Opening Night

|
|
1
angle of childhood memories of the Saenger Theatre !
\
|
|
|
|

Additional Opportunities (placement dependent upen timing)

»  Op-eds: ACE Theatrical, Martinaz = Johnsor, Canal Street Develepment
CorporationMavor's office

*  Fashicn Photo Spread, shot during construction (New Orleans Bride)

*  Travel Feature Fashion Spread (PaperCity Magazine, Modem Luxury)

* Travel'Ans & Entertainment Feature (Texas Cormect hajor Texas Dailies; Houston

Chronicle)
*  Restoration of the original crgan
*  Economic Impact of Performing Arts in New Orleans
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MULTICULTURAL MARKETING EXPERIENCE

The growing diversity among Americans that can afford to vacation and travel makes it essential that messages target the interests of the various communities and
ethnicities that comprise this economic diversity.

Through collaboration with companies and organizations similar to ours, the professionals of The Ehrhardt Group have a record of success in making in-roads into these
communities and in promoting attractions, events and issues among a variety of communities and cultures, Following is one example of our team’s recent work:

Equity, Justice and Multiculturalism (EJM)
2010-11

Objectives:
e Establish EfM as an independent organization and resource for parents in New York City private schools where most families are affluent and Eastern European.

~— ® Position EJM as all-inclusive organization for many different ethnicities and socio-economic status

—~

Qutreach Effort:
¢ Coordinated and launched a series of events to increase commentary and discussion among various audiences at neighboring schools across New York City.
Tactics included:
© Documentary screenings
O guest speakers and
O community-building events

Results:
® Increased attendance five-fold in the first year alone.

TEG Staff on Project: Michelle Thompson
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EXPERIENCE, PERSONNEL AND PRODUCTION RESOURCES

The Ehrhardt Group has assembled a team of marketing and research professionals with diverse experience and talents in local, regional and national communication
outreach, creative development, media relations, community relations, event planning, social media outreach and marlket research.

We believe in building long-term relationships with clients based on a client's business goals and mutually agreed upon expectations that can help meet
those business goals. We also believe in exceeding those expectations. In our minds a successful client relationship begins and ends with consistent
communication and reporting that allows the client to know what is happening on any given day and with any given project.

With any client, we plan to speak to a client representative at least once per day through conference calls and /or emails. In addition, we recommend
having a weekly face-to-face meeting with the client to review short-term objectives and results. If this in-person meeting is not available, we would

request a weekly conference call.

For the Office of Tourism initiative, The Ehrhardt Group will have up to 12 public relations professionals working on your business each day. Marc
Ehrhardt will serve as the primary account contact. Malcolm Ehrhardt will provide strategic direction. Our team will produce weekly and monthly reports

outlining our progress.
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Following is a description of the experience of each of our anticipated team members for this project with DCRT, including relevant experience and

biographies:

Name

DCRT Account Team

Years in
Current Education Tourism Account Experience
Position

Malcolm P. Ehrhardt, APR

President

Greater New Orleans Sports Foundation

BP

Accredited in Public Relations — Public New Orleans Hornets

Relations Society of America The Roosevelt Hotel

17 years M.S. — Communications Management — Galatoire’s

Syracuse University New Orleans Metropolitan Convention & Visitors Bureau
B.A. - University of New Orleans The National World War II Museum

Louisiana Dept. of Revenue

Louisiana Dept. of Labor

Marc Ehrhardt

Account Principal

Senior
Vice President &
Partner

BP

Greater New Orleans Sports Foundation
Verizon Wireless

Harrah's

The Roosevelt Hotel

Galatoire's

Saenger Theater

World Wrestling Entertainment
Feld Entertainment

Broadway Across America

Superior Seafood

Comic Con

New Orleans Hornets

The National World War II Museum

6 years
(16 years at B.A. - Loyola University Chicago
firm)
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Bridget Cloud

Account Manager

Account Executive

2 years
(3 years at firm)

B.A. - Louisiana State University

Greater New Orleans Sports Foundation
Verizon Wireless

Harrah's

The Roosevelt Hotel
Galatoire’s

Saenger Theater

Feld Entertainment
Broadway Across America
Superior Seafood

Monster Jam

Disney on Ice

Ringling Bros. Circus

Harold Kaufman

Senior
Counselor/Account
Executive

25 years
(1 year at firm)

B.A. - Southern Methodist University

Greater New Orleans Sports Foundation
New Orleans Hornets/Pelicans
NBA All-Star Games

Michelle Thompson

Senior Counselor

15 years
(2 years at firm)

B.A. - Northern Illinois University

Galatoire’s
The Roosevelt
Saenger Theater

Erin Doucette

Account Executive

1year
(3 years at firm)

B.A. - University of New Orleans

Greater New Orleans Sports Foundation
Verizon Wireless

Harrah's

The Roosevelt Hotel
Galatoire's

Saenger Theater

Feld Entertainment
Broadway Across America
Superior Seafood

Monster Jam

Disney on Ice

Ringling Bros. Circus
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BP
. Senior Account A . o Gre-ater Ne-w Orleans Sports Foundation
Morgan Valerie . . B.A. - Xavier University Verizon Wireless
Executive (3 years at firm) ; ;
New Orleans Jazz and Heritage Festival
Essence Festival
The Roosevelt
2 vears Saenger Theater
Brooks Horton Account Executive y : B.A. - University of Virginia Verizon Wireless
(2 years at firm)

Greater New Orleans Sports Foundation
World Wrestling Entertainment
BP
Greater New Orleans Sports Foundation
Verizon Wireless
Harrah's
The Roosevelt Hotel
. _ L years Galatoire's
b _Premdent, (14 years at B.S. — University of New Orleans Sesnger The.ater

Finance firm) Feld Entertainment

Broadway Across America

Superior Seafood
Comic Con
New Orleans Hornets
The National World War II Museum

Additional Account Resources

BP

) ) Senior Account 1year B.A. — Louisiana State Universit Verizon Wireless

Lindsay Southwick Executive (3 years at firm) ' o ¥ World Wrestling Entertainment
Comic Con

Terri Argieard
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BP
. 2 years . o Verizon Wireless
i Account Executive . A - L State U :
Lindsey Meaux > = (2 years at firm) B-A. ~ Louisiana State University Greater New Orleans Sports Foundation
Comic Con
L vear World Wrestling Entertainment
Ann Fabens-Lassen Account Executive | , 7 . B.A. — Tulane University Comic Con
(2 years at firm)
Saenger Theater

STATEMENT REGARDING PERSONNEL CHANGES:

The proposer understands that it is required to secure prior written approval for changes of key personnel assigned to this account.
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BIOGRAPHIES OF KEY PERSONNEL
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MALCOLM P. EHRHARDT

Malcolm P. Ehrhardt has dedicated his professional career to the study of mass communication and its effect on people and business. He
has authored two major, independent, in-depth studies of television news that analyzed, categorized and interpreted more than 2,000 news
broadcasts.

As an accredited member of the Public Relations Society of America (PRSA), Ehrhardt has counseled some of the Gulf South’s largest
companies. His current client list includes The New Orleans Hornets NBA franchise, Capital One, the New Orleans Redevelopment
Authority, the Greater New Orleans BioSciences Economic Development District, Waste Management of Louisiana, and Corporate Realty,
Inc.

He has a Master'’s of Science in Communications Management from the Newhouse School at Syracuse University. His capstone project
was entitled “Using focus groups to assess the effectiveness of Louisiana's One-Stop workforce investment delivery system,” which was a
compilation of data and analysis of 16 focus groups in Louisiana. He has taught communications at the LSU Manship School of Mass
Communications. He also received undergraduate and graduate education at the University of New Orleans. He has a strong commitment
to professional advancement, participating in development courses focusing on Corporate Communications and Strategic Planning. He completed a seminar sponsored
by Harvard Law School on Dealing with an Angry Public, authored numerous articles for publication and served as a speaker for seminars and workshops.

Ehrhardt served as an infantryman in the U.S. Army in Vietnam and was later commissioned as an artillery officer in the famed Washington Artillery housed in Jackson
Barracks, New Orleans. He was awarded a Bronze Star Medal and Combat Infantry Badge, along with Vietnam Service Ribbons for his service in the First Cavalry
Division.

He has been honored as Executive of the Year by the Greater New Orleans Executive Association, where he also served as president, board member and chairman of
several committees. He served on the board of directors for the New Orleans Regional Chamber of Commerce and as president of the University of New Orleans
Privateer Athletic Foundation. Ehrhardt's programs have garnered eight PRSA Silver Anvil Awards. In 1997, he was awarded the Lifetime Service Award from the
University of New Orleans National Alumni Association. He has also worked Super Bowls, NCAA Final Four Championships, the Republican National Convention and
the Papal Visit to New Orleans in 1087
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M. MARC EHRHARDT

As senior vice president and partner, Marc Ehrhardt manages public affairs, corporate image, national media relations, issues management
and crisis management programs in tourism, economic development, retail, financial and manufacturing industries.

Throughout his 20-year career, Marc has represented his clients with broadcast, print and digital media outlets throughout the Gulf South and
nationwide. Specifically, Marc has placed stories on behalf of his clients on NBC, ABC, CBS, CNN, MSNBC, CNN Headline News and in The
Wall Street Journal, Associated Press, Dow Jones News Service, The New York Times, The Los Angeles Times, Chicago Tribune, Chicago Sun-
Times, and The New Orleans Times-Picayune.

Marc joined The Ehrhardt Group from Edelman Worldwide, the largest independent public relations firm in the world. He was named to New
Orleans CityBusiness’ “Power Generation” as one of the top 40 New Orleans business professionals under the age of 40. Marc is involved with
projects for various accounts that include: BP, The Roosevelt New Orleans, Walmart, Waste Management, Galatoire’s, The Allstate
Foundation, Capital One, , Harrah’s New Orleans, and the Louisiana Credit Union League.

He has previous media relations and crisis management experience with The New Orleans Hornets, Louisiana Economic Development, Southern Forest Products
Association, Rite Aid Corp., PETSMART, and Sears and Roebuck.

Marc serves on the board of directors for Ursuline Academy of New Orleans and the Southeast Louisiana Council of the Boy Scouts of America. He served on the board
of the Press Club of New Orleans and the Young Leadership Council in New Orleans, where he led the inaugural “One Book, One New Orleans” citywide reading and
literacy awareness initiative. He earned his Bachelor of Arts degree in Political Science from Loyola University Chicago.
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TERRI ARGIEARD

e As a vice president at The Ehrhardt Group, Argieard has more than 20 years of experience managing the financial and billing operations for
| PRICEror marketing and advertising programs on behalf of local, regional and national companies.

She oversees the financial and production operations for the agency and manages the accounting, billing and administrative duties for all of
The Ehrhardt Group’s clients, including Louisiana Economic Development, Capital One Bank, The National D-Day Museum, Sempra
Generation and Waste Management of Louisiana.

Argieard supervised the “Road to Victory” campaign for The National D-Day Museum, which achieved sales of more than 13,700
commemorative bricks for the museum. Her previous experience includes work with the Louisiana Department of Education and the
Louisiana Lottery Corporation.

Prior to joining The Ehrhardt Group in 1997, she served as the chief financial officer for Bauerlein, Inc., and as assistant accounting manager with Peter A. Mayer
Advertising, Inc.

Argieard eamed a Bachelor of Science degree in Accounting from the University of New Orleans
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HAROLD KAUFMAN

Harold Kaufman spent a quarter century with the Hornets organization, first in Charlotte and then New Orleans. During that time, he
served as team spokesman, oversaw all media and public relations aspects including publications, speakers bureau and all sports and
corporate publicity efforts involving the owners, team and organization.

All statistical material, media guide, press releases and press conferences were prepared by or arranged through his department. His
communications group served the day-to-day needs of the local and national media by arranging interviews and facilitating coverage of the
Hornets players and personnel. He also specialized in media training and crisis management.

Kaufman is a member of the Public Relations Society of America and was voted as runner-up for the Outstanding NBA Eastern Conference
- | Public Relations Director award by writers and broadcasters nationwide in 1992. Most recently he was a finalist for the Brian McIntyre

BREE.  vard in 2011 and 2013, which is voted on by national media that regularly cover the NBA and given to the NBA PR Department that shows
extraordinary skill and service. He also has served a couple of terms sitting on the NBA's PR Advisory Board. Kaufman was appointed by the NBA to serve as press
manager for the basketball venue at the 1996 Summer Olympics in Atlanta, GA.

Prior to joining the Hornets, the Dallas native worked in the media relations department of his hometown Mavericks from 1986-88 while earning his bachelor's degree in
public relations at Southern Methodist University (1987). His two-year stay with the Mavs included the 1987-88 season in which they posted 55 victories and stretched
the eventual World Champion Los Angeles Lakers to seven games in the Western Conference Finals.

Kaufman began his career in pro sports as an intern for the Texas Rangers Baseball Club during the 1986 and 1987 seasons. He also assisted in the Sports Information
Office at SMU while in college.

Kaufman and his wife, Lisa, reside in New Orleans and have two sons, Stanley, 22 (senior at LSU) and Alex, 19 (sophomore at University of Texas)
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LINDSAY SOUTHWICK

As a senior account executive at The Ehrhardt Group, Lindsay Southwick manages regional public, community and media relations
campaigns on behalf of corporate clients in the telecommunications, oil and gas, financial, pharmaceutical and biosciences industries.

As part of the 2012 Allstate Sugar Bowl and BCS Championship Game, Lindsay played a role in conceptualizing and implementing the Gulf
Coast Seafood & Tourism Bash presented by BP. Through the multi-faceted campaign, Lindsay and her team coordinated the distribution of
more than 7,000 Gulf seafood samples to fans visiting New Orleans from across the nation, hosted national media for the ceremonious 30-ft
“Peacemalker Po'Boy” cutting and executed a three-stop “Taste of the Gulf” dine around at famous New Orleans restaurants, complete with a
jazz second line through the historic French Quarter, to promote Gulf Coast seafood and Louisiana tourism to national, regional and local

' media. The campaign resulted in nearly 50 high profile media placements along the Gulf Coast within 7 days and more positive coverage

' garnered for a BP-sponsored event than any previous events.

Lindsay and her team also represent Verizon Wireless in the Gulf Coast through strategic media relations, product and services promotion,
executive visibility and nonprofit partnerships. Lindsay has managed media relations surrounding Verizon's integration of Centennial Wireless, the long-anticipated
iPhone launch and the introduction of revolutionary 4G LTE technology in markets along the Gulf Coast. Through these initiatives, The Ehrhardt Group’s work with
Verizon Wireless resulted in more than 180 million impressions and $4.1 million in earned media in 2012 alone.

Lindsay was a 2013 Millennial Award nominee, a 2012 fellow of the Loyola Institute of Politics, a 2011 March of Dimes Spotlight on Success honoree and was chosen by
the Young Leadership Council to participate in the 2011 Leadership Development Series. She is currently a member of the Public Relations Association of Louisiana and

the Southern Public Relations Federation.

Lindsay earned a bachelor's degree from the Manship School of Mass Communication at Louisiana State University and has studied crisis communication at the
University of Arkansas at Little Rock. In 2008, Lindsay spent a semester in Paris, France, studying at l'Université de Paris VIII St. Denis.

42



RFP Presented to the Louisiana Office of Tourism

COMPONENT 2: PUBLIC RELATIONS

BRIDGET CLOUD

Bridget Cloud is an account executive at The Ehrhardt Group. She works with the Greater New Orleans Sports Foundation, Galatoire's
Restaurant, The Roosevelt New Orleans Hotel, Broadway Across America, the Saenger Theater, Harrah's and Superior Seafood on various

public and media relations efforts.

Prior to joining The Ehrhardt Group, Bridget served as marketing associate at Portico Learning Solutions in Baton Rouge. She uses her
marketing experience and knowledge to develop creative strategies to reach target audiences.

A New Orleans native, Bridget attended Louisiana State University where she earned a bachelor's degree in public relations. At LSU,
Bridget completed marketing and public relations internships at Shaw Center for the Arts, Zehnder Communications, LSU Stephenson
Entrepreneurship Institute, United States Marine Corps Public Affairs and LSU Career Services. She also served as a member of Public
Relations Student Society Association (PRSSA) Bateman Team for the U.S. Census Bureau that placed honorable mention in the national

competition.
MORGAN VALERIE

A graduate of Xavier University with a Bachelor of Arts in Communications, Morgan Valerie has an impressive history of managing public
relations and community outreach. Morgan also manages Focus Group Testing, a wholly-owned subsidiary of The Ehrhardt Group, as a
facility manager coordinating market and focus group research for local, regional and national corporations and organizations. Morgan has
also worked with The Ehrhardt Group to coordinate media relations and served as an assistant public information officer during the
Deepwater Horizon ol spill response. Her work with BP officials and the nation’s top media corporations led to a seamless flow of
information on the one of the world's most covered and publicized disasters.

Morgan was selected as a 2013 Fellow of the Loyola Institute of Politics, is a 2011 March of Dimes Spotlight on Success honoree and serves
as a Professional Advisor for Xavier University's Public Relations Student Society of America.
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BROOKS HORTON

Brooks Horton is an account executive at The Ehrhardt Group. She assists with public relations and strategic communications projects for
a variety of clients including BP,, Broadway Across America, the Greater New Orleans Sports Foundation, Saenger Theatre, Verizon
Wireless, Southeast Louisiana Flood Protection Authority, The Roosevelt New Orleans Hotel, and Walmart.

Prior to joining The Ehrhardt Group, Brooks worked as an associate producer at WWL-TV in New Orleans. She also gained media
experience through her work as a news production assistant at NBC’s Today Show in New York and as an intern at CBS News in
Washington, DC.

A native of Atlanta, Brooks attended the University of Virginia where she received a double bachelor's degree in English and French
Language.

LINDSEY MEAUX
Lindsey Meaux is an account executive at The Ehrhardt Group. She works with the Gulf Coast Restoration Organization, Verizon Wireless,
Capital One Bank and Waste Management.

Prior to joining The Ehrhardt Group, Lindsey served as a public relations associate at a local communications agency. She eamed a
bachelor’s degree from the Manship School of Mass Communication at Louisiana State University in 2010.

While in college, Lindsey served as an intern at The Ehrhardt Group where she contributed to several community relations outreach

programs and media relations initiatives. She also completed internships at Harris DeVille & Associates and the Public Affairs Research
Council of Louisiana as well as serving on the staff of LSU’s student-run newspaper, The Daily Reveille.
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ANN FABENS-LASSEN

Ann Fabens-Lassen is an account executive at The Ehrhardt Group. She assists with public relations and strategic communications projects
for a variety of clients including Verizon Wireless, Capital One Bank, Orleans Parish School Board, Louisiana Citizens Insurance and the
Southeast Louisiana Flood Protection Authority.

A Philadelphia native, Ann came to New Orleans to attend Tulane University. She received a Bachelor's degree in Communication and a
minor in English. While at Tulane, Ann worked on communications projects for several local nonprofits.

Prior to joining The Ehrhardt Group, Ann served as associate account executive at a local public relations firm, gaining hands-on experience
in public affairs communications. Ann enjoys applying her experience in communication to work that enhances the culture and benefits the
people of the city and state that she has grown to love.

ERIN DOUCETTE

Erin Doucette Bocage is an account executive at The Ehrhardt Group. Erin assists in the execution of marketing campaigns and social media
efforts for clients including Bayou Tree Services, Feld Entertainment, Morton’s The Steakhouse and Superior Seafood.

Erin attended the University of New Orleans where she received a bachelor's degree in marketing. During that time, Erin served as an intern

at The Ehrhardt Group where she contributed to a number of community outreach programs and media relations initiatives.
A native of New Orleans, Erin enjoys reading, traveling and spending time with her family.
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MICHELLE THOMPSON

Michelle Onesto Thompson has more than 15 years experience in communication. She joined The Ehrhardt Group in 2012 supporting media relations for Southern
United States Trade Association, Galatoire’s Restaurant, and The Roosevelt New Orleans - A Waldorf Astoria Hotel, as well as lending support to a variety of the firm’s
clients.

Based in New York, she is a diversified, independent professional previously with the leading agencies of Edelman and Burson-Marstellar concentrating in media
relations, reputation management, brand marketing and issues management representing private and Fortune 500 clients in industries ranging from ethnic
consumer products and commodities to retailers and utilities,

Michelle has pitched a variety of local and national media campaigns beginning in 1993, and throughout her career, for a wide variety of corporate, consumer and non-
profit clients securing multi-million media impressions in print, broadcast and electronic outlets. Significant placements include, ABC-TV's “Good Morning
America,” Business Week, Chicago Tribune, Chicago Sun-Times, CNNMoney, Colorado Springs Gazette, and NBC-TV's “Today Show,” New York Times, Wall

Street Journal, and Women's Wear Daily.

Her media efforts also have concentrated on mitigating damage when negative coverage is inevitable, working with senior management and outside legal counsel.

In addition, Michelle works with long standing non-profit organizations including Parents Association, New York City Department of Education and previously
La Leche League, coordinating events, researching issues, writing articles, giving presentations and handling internal communication to various stakeholders ranging
from educators, coaches and administrators to new and current parents.

A native of Chicago, Michelle earned her bachelor’s degree in journalism at Northern Illinois University.
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ORGANIZATIONAL CHART & MANAGERIAL STRUCTURE
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Redundancy in Account Management

The Ehrhardt Group has structured this account relationship with the Office of Tourism to ensure that work on the Louisiana Tourism initiative continues seamlessly
and according to the timeframes outlined in this RFP and by the Department itself. In total, The Ehrhardt Group and our strategic partners will dedicate at least 12

professionals to our relationship with the Office of Tourism.

Marc Ehrhardt will serve as the primary account contact for the DCRT on this project. Bridget Cloud will serve as the secondary account contact, ensuring that the
Department will have a personal contact person in the event of vacations, illness and medical leave. Further, The Ehrhardt Group will notify the appropriate contact at

the DCRT in advance prior to anyone leaving on vacation or leave longer than one week.
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LIST OF SERVICES

Strategic Planning

All of our work is guided by a plan. That plan incorporates the client’s business objectives and matches all public relations strategies to those objectives. The plan also
outlines how The Ehrhardt Group will pursue its work on our client's behalf. Best of all, it is the basis for measuring the success of a public relations program.

As part of a public relations plan, The Ehrhardt Group will:

e Submit creative ideas that can be easily executed in time and within budget;

e Provide the DCRT with multiple options and media outlets to choose from when considering a campaign direction;

e Create the proposed public relations campaign with a keen focus on the Office of Tourism's primary objectives;

e Address the design of the public relations campaign with the social media outreach avenues including Twitter, Facebook, Instagram, and more.

Account Management
We pride ourselves on our client relations in each of our companies. Our efficient budget and time management will be key toward the success of your campaign, and
your peace-of-mind throughout the process of developing and implementing all PR efforts. As part of our management of the PR portion of this effort, we will provide:

PR Project Tracker, outlining each public and media relations program, status, deadlines for action and next steps

2014 PR calendar, highlighting key tourism-related events in Louisiana and across the country, including key tourism markets for DCRT
Agendas prepared ahead of regularly scheduled meetings and conference calls

Follow-up reports with action items, complementing the PR project tracker
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Research & Strategic Planning
The Ehrhardt Group offers qualitative research on consumer purchasing habits and attitudes regarding products and services. We also conduct research on consumer
opinion on public issues. Those research services and tools include

e Baseline Study of Consumer Behavior and Buying Decisions
Focus Testing on Marketing lines, ideas, strategies and production
Stakeholder surveys

Consumer surveys

Perception Study of Consumer

Beyond our own in-house capabilities, we have access to and relationships with a range of national and regional survey research firms. The brand planning portion of
this campaign will be driven by strong product and audience research, focus group testing, and creative testing.

Earned Media Outreach
The Ehrhardt Group is dedicated wholly to public relations and its impact on the overall marketing strategy, including two firms emphasizing multicultural marketing.

Below are just some of the services that we will provide the Office of Tourism in delivering its message to the world through media relations and outreach.

e Media Relations (contact, pitch) e News Conferences e Satellite, Radio and Web Media
e Media Mailings/Emails (press e Speechwriting Tours
releases; advisories; etc.) e Printed Media Kits e B-roll & EPK Production and
e Message Development e Virtual Media Kits Website Distribution
e Message Consistency updates/copy e Audio News Release
e Media Training e Special Events e Corporate Videos
e Media Tours - Statewide & e Community Relations e On Line Campaigns
National e Informational Programming — e PSA Distribution
e Editorial Board Presentations cable outlets e Webcast
e Deskside Media Visits e Social networking sites
e News Releases e Broadcast Consultation
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Services to be provided by Subcontractors, under supervision of The Ehrhardt Group:

Satellite Media Tours

Pitch and Secure

B-Roll/EPK Production &
Distribution

COMPONENT 2: PUBLIC RELATIONS

Local /National Media e Pre Production Audio News Release

e All Technical Coordination e On Site Producer and Crew e Guaranteed distribution to
Including Studio and Satellite e Editing over 600 radio stations with a
Space e Pitch Call to Top Markets confirmed audience of over 11

On Site Coordination
Follow-up Monitoring

Based on Client Criteria
Satellite Transmission

million listeners.

Satellite Services

e Additional Pitch to Top 100 e Digital Download via Unique
Markets and /or Websites of FTP Site e Live Satellite Links for TV
Generic Interview Available e Follow-up Monitoring report Interviews

via Secure FTP

e  Multi-site Satellite Links for Internal /External meetings
e Live Press Conference Coordination and Transmission
e On-site Conference Coordination and Media Relations
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Monitoring and Measurement

The Ehrhardt Group monitors earned news coverage and social media through the following research tools,
providing regular reports to the client based on their needs — monthly, weekly, even daily:

Media Monitoring:

e Cision, which provides electronic access to 51,000 U.S. and international print, broadcast, blogs and online news sources directly and captures news from virtually
any source

e TV Eyes, which monitors TV and radio in 230 US TV markets, plus Europe, the Middle East, Latin America and Asia.

e Metro Press Clipping Bureau, which captures print coverage throughout Louisiana.

Social Media:

e addictomatic.com, socialmentions.com and blogpulse.com to track and measure social media efforts.

e Facebook and Twitter search and existing Facebook measurement tools to provide feedback and reports on social media efforts, as well as ongoing monitoring and
measurement of other social media sites, including Trip Advisor, Yelp, Instagram, Pinterest and others.

e PR Trak, AAAA's data, PRSA data and Second Wind analytics.

Event Marketing

The Ehrhardt Group's approach to special events includes a complete plan that directs the initiative of the event, its goals and objectives, and its ability to conform to the
overall campaign. When we consider an event, the following is important to our success:

* Implementation of strong event management, planning and * The oversight of the on-site event production (lighting,
marketing sound, staging, talent)
e Event advertising positioning and branding e The pre-site and on-site real time statistical data retrieval
e The use of public relations and Internet marketing to and research
promote the event e The management of the exhibit space and set-up

e The event strategy, logistics and message training
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Trade Show Marketing — The Ehrhardt Group has produced trade show booths and coordinated overall trade show-related marketing at some of the nation’s largest
trade exhibitions and conventions. We have staff available and prepared to represent the Office of Tourism at the following events, in addition to designated national and
regional tourism-related trade shows:

The Travel and Tourism Summit

Louisiana Tourism Development Commission

Louisiana Tourism Promotion District

Louisiana Restaurant Association

Louisiana Hotel and Lodging Association

Travel and Tourism Research Association

Louisiana Association of Convention and Visitors Bureaus
Louisiana Travel Promotion Association
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Statement of Responsibility

The Ehrhardt Group is a nationally recognized marketing, corporate communications and public relations firm, headquartered in New Orleans. The firm’s marketing
area encompasses Louisiana and four coastal states and major cities from Houston to the Florida Gulf Coast. The firm's subsidiary, Focus Group Testing, conducts
qualitative consumer research that will provide this team with the latest visitor data regarding attitudes about traveling to and enjoying Louisiana’s culture, cuisine and
institutions.

Make no mistake — The Ehrhardt Group will lead this effort and take full responsibility for its development, execution and measurement. Our work with national brands
and numerous Louisiana state agencies will attest to the fact that we take these responsibilities seriously.

The Ehrhardt Group understands the responsibilities for its marketing firms outlined by the DCRT. We enthusiastically assume total responsibility for all services and
deliverables provided under the marketing contract with the Office of Tourism.
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METHODOLOGY - THE EHRHARDT GROUP’S APPROACH TO PERFORMANCE

STRUCTURE, PLANNING & CREATIVITY

Structure, Planning and Creativity are the three tenets of how we approach our client relationships and work.

Creativity without structure and planning is ineffective. A structure, or framework, guides our progress on a day-to-day basis. Strategic plans for tomorrow,
next week, next year, forecasting existing events and potential opportunities, provide a roadmap for our work together. These two components create a
bedrock to base creative ideas that best represent our clients’ interests. Implemented effectively, these core pillars are what set The Ehrhardt Group apart
and have done so for nearly 20 years.

METHODOLOGY FOR IDENTIFYING OUR CLIENTS’ NEEDS

Consumer & Product Research

The Ehrhardt Group believes so much in research that we have formed our own focus group company — Focus Group Testing — to assist clients in assessing public
perception, gauge the effectiveness of ad campaigns, evaluate consumer messages and assess the outcome of marketing efforts.

These are some of the research methods The Ehrhardt Group can and will utilize to “put faces to” the Louisiana Tourism customer:

e Baseline Client Research — Focus group, telephone and /or e Industry Research — Lodging trends, attraction visitation
web-based surveying trends
e Perception surveys — Pre-oil spill and post-oil spill e Target audience interactions — calls to phone number, visits
e  Multicultural consumer research — Surveys, spending to websites, online interactions (form fulfillment)
habits, travel tendencies e Competitor Research

e Media database research/organization
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e Visitor database research * Online engagement analysis — Tracking commentary and

e Research of media stories conversations on blogs, websites and message boards.

® Usage data and online preferences for target consumers e Third-party research and perception surveys

® Adrecall analysis — Print, broadcast, online e Recommend and/or perform new research opportunities, if
warranted

Participants in our studies represent the targeted demographic characteristics specified by our clients and typically reflect the gender, race, age and income levels of the
consumers most important to our clients. In addition, The Ehrhardt Group has experience traveling throughout Louisiana to meet with owners and operators of
attractions and other industry stakeholders to assess marketing outcomes and needs for future campaigns.

Identifying the Office of Tourism’s Objectives

The Ehrhardt Group will work internally to develop key objectives to propose to the Office of Tourism based on research and identification of target audiences together
with an analysis of existing and expected resources.

We expect the following communication objectives to overlay the Office of Tourism'’s business objectives of:

* Increasing intent to visit Louisiana by 10 percent by December 2013 for the regional and national markets.
® Increasing Louisiana visitation by 7 percent by December 2013.

e Increasing positive perception of Louisiana.

* Nurturing relationships with statewide stakeholders and industry partners.
e Increase traffic to online resources.
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Identification of Target Audiences

Identifying the various audiences that are most likely to take action on and benefit from our messages is the next step. These are some of the audiences that we expect to
communicate with as part of a Louisiana tourism campaign:

»  State DCRT and related = Online travel professionals e Broadcast - TV & Radio
Regional Tourism Agencies e Websites & review-based e Print — Newspaper &
e Touisiana Tourism sites — Expedia, Orbitz, Magazine
Promotion Assn. Kayak, Trip Advisor o Travel
e National Travel e Online communities o Dining
Organizations (AAA, e Influential bloggers & o Entertainment
AMEX, Etc) commentators o General Interest
= Associations »  Tour Packagers »  Potential marketing partners
e State and Regional e Hotels ¢ Louisiana-based products,
Agencies e Hospitality Companies who can serve as
e Visitor/Convention e Convention/Meeting marketing partners
Promotion Agencies Planners nationwide
(NOMCVB, NOMTC) = News Media

= Tour Operators
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Marketing and Communications Plan Development

Since its start in 1996, The Ehrhardt Group has built relationships with clients based on the following approach:

1. Public relations goals must overlay a client's business goals. Increasing awareness with an eye toward a client’s long-term success.

2. Aggressive media relations lead to consistent coverage before target audiences. The goal is a regular stream of stories based on story angles we create under your
direction, community partnerships and special events, as opposed to one story now and again.

3. Partnerships build relationships and create third-party endorsements. Community partnerships, special events, sponsorships and social media outreach establish
relationships. Those relationships generate word-of-mouth that increases brand awareness and engagement.

4 Special events and partnerships must match brand qualities and give people something to talk about...across their own social media networks and other
outlets.

Rather than pursuing creativity for creativity's sake, our account structure and planning frames the creative ideas, story angles and partnerships that can be most
effective in reaching the Louisiana Office of Tourism's public relations goals.

* Bigideas - In a highly competitive industry, spotlighting programs and community investments takes strategic concepts and creative ideas that cut through the
“media clutter.” The Ehrhardt Group will apply a similar approach to the ideas that we develop for DCRT's public relations plan to:

e Market and promote the brand of Louisiana: Pick Your Passion
» Increase revenue generated by the industry
e Increase the effectiveness, public awareness and impact of the programs of the OLG/DCRT
e Position Louisiana as:
0 A destination ripe with indigenous music genres;
A culinary destination;
The “Festival Capital of the World”;
An outdoor enthusiast’s dream;
The nation’s most distinctive cultural experience; and
A retirement destination

O 0O O 0O O
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Media coverage - On an average day, the public relations professionals of The Ehrhardt Group are speaking to dozens of media outlets and reporters working in
New Orleans and across the nation. In each case, we are positioning spokespeople representing the nation’s most recognized brands with the media and the public.

We currently represent six Fortune 500 companies in the oil and gas, energy, industrial, telecommunications and waste management sectors with the news media
and communities in the Gulf South.

Planning — All of our work is guided by a plan. That plan incorporates the client’s business objectives and matches all public relations strategies to those objectives.
The plan also outlines how The Ehrhardt Group will pursue its work on our client’s behalf. Best of all, it is the basis for measuring the success of a public relations
program.
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METHODOLOGY FOR MONITORING, MEASURING AND EVALUATING RESULTS /QUALITY OF
WORK

Following is the step-by-step process that The Ehrhardt Group will implement to ensure the quality of work and the measurable results that the Office of Tourism
expects:

1. Propose objectives and strategies based on research and the overall branding effort for Louisiana: Pick Your Passion.
Craft public relations plan and creative ideas for DCRT review and revision.
Develop annual public relations calendar to frame potential public relations opportunities for DCRT and media outreach programs with local, regional and
national media.

4 Develop a comprehensive list of strategies and tactics/tasks for client approval.

5. Establish and launch aggressive media relations campaign that includes national and international outreach and programs.

6. Integrate community and special events programs/recommendations within Louisiana as well as national and international trade shows and special travel

events.

Outline schedule of activities to include benchmarks to measure program success.

Conduct meetings with client to analyze existing programs and review status and propose recommendations — at three, six and 12 months.

9. Communicate objectives from Tourism’s organization framework and measure our consistency with ongoing efforts of marketing and advertising sections and
agencies.

10. Collaborate with organizational team, support organizations and colleagues on themes, approaches and strategies.

11. Conduct presentations with organizational leadership to review progress and priorities.

12. Manage organizational buy-in to proposed strategies.

13. Measure results against benchmarks and discuss/analyze with organizational leadership.

@
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Project Measurement & Tracking:

e Target Audience Interactions — Visits to websites, calls to phone numbers, etc.
e Ad and Message Recall- Surveying and Focus Groups

L ]

e Ad Equivalency Measurements and Reports

e Website Traffic Reports

e Blog and Online Forum Monitoring
e Special Event Attendance

e Online Feedback Tools - Surveys & Opinion Polls

e Social Media Statistics - Twitter, Facebook & YouTube Traffic Tracking

s Monthly Budget Estimates

For the overall campaign, The Ehrhardt Group utilizes a number of tracking measures to calculate success, including:

COMPONENT 2: PUBLIC RELATIONS

For accounting purposes, The Ehrhardt Group will prepare all necessary budgets, expense tracking and background documentation for all DCRT public relations projects.
This will allow the agency and DCRT to review expenses and project upcoming costs.

Media coverage — Estimated impressions, story tone, inclusion of key consumer information (website, social media and 80o-number)

In addition, The Ehrhardt Group will work with DCRT to implement a tracking procedure that meets the goals of the department in drawing visitors to Louisiana.
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PROCESS FOR ENSURING COMMUNICATION WITH THE STATE OF LOUISIANA

The Ehrhardt Group believes in building long-term relationships with clients based on a client’s business goals and mutually agreed upon expectations that can help meet
those business goals. We also believe in exceeding those expectations.

In our minds a successful client relationship begins and ends with consistent communication and reporting that allows the client to know what is happening on any
given day and with any given project. Each member of this marketing team is located within a two-hour drive from Baton Rouge. We travel across the state daily. We
have built our careers and reputations around understanding the different personalities, values and histories of Louisiana's communities, We are ready to put that
knowledge to work to attract the target Louisiana consumer to the state.

For the DCRT, The Ehrhardt Group will have up to 12 public relations professionals working on your business each day. Our team will produce weekly and monthly
reports outlining our progress. The team will review and approve all reports prior to forwarding them to the designated client contacts. With any client, we plan to speak
to a client representative at least once per day through conference calls and/or emails. In addition, we recommend having a weelly face-to-face meeting with the client
to review short-term objectives and results. If this in-person is not available, we would request a weekly conference call.
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ACCOUNTING, BILLING AND TRACKING PRACTICES

Accounting & Billing:
The Ehrhardt Group uses Peachtree/Sage 50 Quantum 2013 accounting system for tracking the status of projects and budget expenditures for clients. This system
applies the general accepted accounting principles, to which The Ehrhardt Group adheres.

We combine a system of monthly reports and internal mechanisms to ensure proper accounting for our time and activities and reporting through formal and informal
processes, including:

* Monthly and yearly account management reports, including progress reports and budget reports itemized by project,

* Monthly, six-month and year-end accounting of all monies expended, including a breakdown of commissions earned from media placements, charges for
work performed within all work categories, charges for services provided by third-party vendors, and the value of services provided at no charge;

* Monthly progress reports, outlining public relations activities related to account services, key meetings, media relations, special events, community relations
and production activities (if applicable). All of these items will be measured against the progress of each project and overall program;

o Cost estimates and appropriate documentation for media production services and production of creative collateral and media support materials;

* Invoicing bi-weekly for labor hours and expenses produced at rates specified by the Office of Tourism, itemized by what is being billed, by function and by
hours charged.

Through our experience with state agencies, we are familiar with the accounting and billing requirements of state departments and agencies. We will work with the
DCRT accounting department to construct billing procedures according to the department’s standards.

Billing & Production:

Billing and payment arrangements will call for The Ehrhardt Group to ensure that all budget parameters and payment schedules outlined by the State are met by any
subcontractors. In the event that The Ehrhardt Group is asked to oversee a project requiring production, all projects will be estimated in advance and itemized in terms of
creative, copywriting, design, layout, video production, web production, etc., and billed by project and according to state and DCRT printing guidelines and requirements.
Estimates will be presented for client review and approval.
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COMPANY BACKGROUND & FINANCIAL STABILITY

Letter of Good Standing — Included at the end of this section

Statement of Annual Billings:

2012 - $15,976,344.00
2011 - $14,279,634.00
2010 - $15,425.657.00

Certified statement is attached.
Certified copy of a financial statement proving evidencing these billings is attached.

Credit References

Capital One, NA

Ruth Ann Martin /" Phillip Collier Designs

Senior Vice President, Private Banking / Phillip Collier

Place St. Charles, 23rd floor [ 1519 Carondelet Street

201 St. Charles Avenue ! New Orleans, LA 70130

New Orleans, LA 70170 504.523.5178

504.533.5823 Phillip@phillipcollierdesigns.com

ruthann.martin@capitalone.com
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November 18, 2013

Louisiana Office of Tourism

Attn: Misty Velasquez

Capitol Annex, Third Floor, Room 327
1051 N. Third Street

Baton Rouge, LA 70802

RE: The Ehrhardl Group, Inc.
Gentlemen:
This letier is written on behalf of Mr. Malcolin Ehrhardt and his company, The Ehrhardt
Group, Inc. Mr. Ehrhardt and his company are well known to and highly regarded by
Capital One Bank.

We have banked Malcolm and his company for many years. All accounts have been
handled as agreed.

We are pleased to recommend Malcolm and The Ehrhardt Group to you. You can do
business with them in good faith, as do we.

Please let me know if you need any additional information. My direct phone is:
504-533-5823,

With kind regards, I am
Sincerely yours,

., .
tte (eandpatfie

Ruth Ann Martin
Senior Vice President
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Attachment A

COMPANY BACKGROUND INFORMATION
(If you require additional space, you may attach extra pages.

2. Form of Business (e.g., corporation, limited liability company) ___Corporation__ _

3. Parent Company or Affiliates ___Same __
4. Location of Offices ___New Orleans __ Number of employeesineach __12 _

5. Please list all in-house services

Please provide the information in the order requested )1. Name of Company ___The Ehrhardt Group __

Public Relations

Sponsorships — Public/Private

e National Media Relations, Partnerships
including Satellite Media Accounting, Cost Estimating & Budgeting
Tours Account Service, Accountability and

e Regional Media Relations Business Support

In-state Media Relations
FAM Tours

Account Management, including status
reports and project calendars

e Special Events Production Management

e Crisis Management Marketing/Creative Strategy Creation and
e Creative Development Development

e Public Relations Writing Product Research

66

COMPONENT 2: PUBLIC RELATIONS

Year founded ___1996___

Marketing Research, Analysis and
Recommendation

Strategic Planning

Speechwriting

Media Request Fulfillment

Social Media & Digital Content Development
Brand Standard Development and
Implementation
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Will you use third parties for any of the services provided under this contract? NO

If yes, whom?

7. Please list all current tourism industry accounts signed with your agency.

Following is a summary of tourism industry accounts signed currently with The Ehrhardt Group:

The Roosevelt Hotel, New Orleans
Client since - 2008 Y
%%&e&d/

Type of Business — Luxury hotel
Services Provided - Creation of marketing strategy and brand positioning; marketing/media research, Analysis; NEW ORLEANS

creative development and implementation of marketing program; established brand standards, negotiated cost- A WALDORF ASTORIA HOTEL
efficient marketing programs and media placement; identified and established public/private partnerships; account management, status reports and
project calendars.

Advertising, Creative Development, Media Relations, Media Buying, Business-to-Business, Public Relations, Community Relations, Crisis
Communications, Special Events

67



RFP Presented to the Louisiana Office of Tourism

COMPONENT 2: PUBLIC RELATIONS

Greater New Orleans Sports Foundation
Client since — 2012

v,
Type of Business — National sporting event hosting. Tourism — Super Bowl 4 Gl‘eater New Ol: leans
XLVII, 2013 Women's Final Four, 2014 NBA All-Star Game, Bid for 2018 Super Sp()rts Foundatlon
Bowl

Services provided — Creation of public and media relations strategy and brand positioning; implementation of media
FOST COMMITTEET  relations program; sustained brand standards, negotiated cost-efficient marketing programs and media placement; identified
and established public/private partnerships; account management, status reports and project calendars

Local, Regional & National Media Relations, Public Relations, Special Events, Media Partnerships, Community Relations

Galatoire's

Client since — 2010

Type of Business — Luxury dining

Services provided — - Creation of marketing strategy and brand positioning for three restaurants;
marketing/media research, analysis; creative development and implementation of marketing program;
established brand standards, negotiated cost-efficient marketing programs and media placement; identified and

established public/private partnerships; account management, status reports and project calendars. iiae e vadition

Since 1905

Local, Regional & National Media Relations, Public Relations, Advertising, Creative Development, Community
Relations, Crisis Communications, Special Events, Media Buying, Business-to-Business

68



RFP Presented to the Louisiana Office of Tourism

COMPONENT 2: PUBLIC RELATIONS

Harrah's New Orleans
Client since — 2003

Type of Business — Gaming and entertainment I.F?
Services provided — - Creation of marketing strategy and brand positioning; marketing/media research, analysis; Ha rra s
implementation of marketing program; sustained brand standards, negotiated cost-efficient marketing programs and NEW ORLEANS

media placement; identified and established public/private partnerships; account management, status reports and
project calendars.

Media Relations, Public Relations, Community Relations, Crisis Communications, Special Events, Business-to-Business

Saenger Theater
Client since — 2011 AN

Type of Business — Performing arts and tourist landmark in New Orleans SAENGERG®JITHEATRE
Services provided — Creation of public and media relations strategy and brand positioning; X0
implementation of media relations program; sustained brand standards, negotiated cost-efficient
marketing programs and media placement; identified and established public/private partnerships; account management, status reports and project
calendars

Local, Regional & National Media Relations, Public Relations, Special Events, Media Partnerships, Community

Relations - o
-2l ING TRy
Feld Entertainment — Ringling Bros., Barnum and Bailey Circus, Disney on Ice and Monster Jam — New Orleans & (3 UGS

Baton Rouge

Client since — 2010

Type of Business — Entertainment

Services provided — Creation of marketing strategy and brand positioning; marketing/media research, analysis; implementation of marketing program;
sustained brand standards,; identified and established public/private partnerships; account management, status reports and project calendars.
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Media Relations, Public Relations, Sponsorships, Community Relations, Crisis Communications, Special Events

Broadway Across America

Client since — 2012

Type of Business — Entertainment East Jefferson General Hospital [4{#3]

Services provided — Creation of public and media relations strategy and brand positioning; implementation of media BROADW IN
relations program; sustained brand standards,; identified and established public/private partnerships; account NEW ORLE A NS

management, status reports and project calendars

Media Relations, Public Relations, Special Events, Community Relations

Wizard World Comic Con

Client since — 2010

Type of Business — Entertainment

Services provided — Creation of public and media relations strategy and brand positioning; implementation of media
relations program; sustained brand standards, negotiated cost-efficient marketing programs and media placement;

identified and established public/private partnerships; account management, status reports and project calendars NEW ORLEANS
COMIC CON

Local & Regional Media Relations, Public Relations, Special Events, Direct Marketing, Media Partnerships, Community
Relations
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Superior Seafood
Client since — 2011

Type of Business — Bistro dining

: ) . . ; . e . . . sUPERIOR R
Services provided — Creation of public and media relations strategy and brand positioning; implementation of media ¢ )
relations program, negotiated cost-efficient marketing programs and media placement; account management, status e SE Aroon LB

reports and project calendars B 5 i G

2
i

Local, Regional & National Media Relations, Public Relations, Special Events, Media Partnerships, Community Relations

8. Has your company operated at a profit for at least three of the past five years? Explain your answer.

Yes. The Ehrhardt Group has operated at a profit since the company was established in 1996. We price our services competitively, compensate our
professionals fairly, furnish them with the latest technology, and control secondary expenses tightly. And we strive to represent the highest quality clients
in the private, corporate and public sectors. The formula has worked for more than 15 years. The company maintains and manages client budgets, and it
controls internal overhead expenses to ensure annual profits.

The Ehrhardt Group’s capitalized billings for the past three years are:
2012 - $15,976,344.00

2011 - $14,279,634.00
2010 - $15,425.657.00
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9. What would you consider to be your company'’s strongest area of expertise?

The Ehrhardt Group is a regional marketing, corporate communications and public relations firm that specializes in high impact media relations,
community outreach and special events for our clients.

We form partnerships with our clients. They get to know our malke-up, our DNA, while we get to understand theirs. We quickly learn how they male
money, their strengths and weaknesses and their goals and marketing objectives. Likewise, they understand our economic and marketing model. We strive
for candor, no surprises and mutual accountability.

We pride ourselves on creating meaningful results that lead to sales, which in the case of DCRT means visits to our State. Our experience ranges from
rebuilding the reputation of an international corporation following the 2010 oil spill, establishing new trust in Louisiana seafood following that same event
and unveiling New Orleans’ most distinctive luxury hotel to building market share in the hyper-competitive wireless communication market along the Gulf
Coast and showcasing New Orleans and Louisiana during the largest one-day sporting event on the planet. We have also successfully branded and
generated exceptional results for Galatoire’s, Harrah's and now World Wrestling Entertainment, who will draw more than 130,000 fans to New Orleans and
south Louisiana from all 50 states for Wrestlemania XXX in April 2014.

10. Describe three (3) of your agency's most significant achievements over the last three years.

1. Tourism-promotion programs for BP — Since 2010, The Ehrhardt Group has conceptualized two national programs aimed at increasing tourism in
Louisiana and the Gulf Coast following the Deepwater Horizon tragedy of 2010; We collaborated on a third program prior to the 2012 Allstate BCS
Championship Game targeting seafood consumers visiting New Orleans. The Spirit of the Gulf at the 2012 London Olympics was a coordinated four-
state public and media relations effort that highlighted chefs and entertainers traveling to London to promote visiting the U.S. Gulf Coast. Geaux Fish
was a 2011 initiative encouraging recreational fishermen to return to Louisiana waters and take their chance at reeling in a trout worth $275,000. Geaux
Fish attracted 4,200 registrants from 27 states. More importantly, the marketing information collected during this program was shared with the
Louisiana Charter Boat Association to assist in marketing efforts.
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Super Bowl XLVII — During the first two months of 2012, the professionals of The Ehrhardt Group coordinated two media and public relations
programs on behalf of the Greater New Orleans Sports Foundation and Verizon Wireless. As the organization overseeing the Super Bowl XLVII Host
Committee in New Orleans, the Sports Foundation turned to The Ehrhardt Group to use the Super Bowl to showcase New Orleans and Louisiana as
one of the nation’s premier destinations. The Ehrhardt Group pitched and coordinated media stories about this region, coordinated operations at the
Super Bowl Media Center and even assisted in messaging and media outreach following the blackout in the Superdome during the Super Bowl itself.

Now into the sixth year of our relationship with Verizon Wireless, our firm came out on top in a competition against the best marketing firms in the
Gulf Coast to manage this business. Since earning this business, The Ehrhardt Group has established a broader marketing presence for Verizon in
markets between Lake Charles, La., and Panama City, Fla.,, including New Orleans, Baton Rouge, Jackson, Miss., Mobile, Ala., Pensacola, Fl. — all
markets that draw tourists to Louisiana or within Louisiana.

In 2012, The Ehrhardt Group coordinated media and community outreach for a series of Super Bowl-themed events in New Orleans, called NOLA10. Verizon served
as a sponsor of the Super Bowl XLVII Host Committee and the Super Bowl itself. This project resulted in more than 100 stories across the Gulf Coast.

The reopening of the Saenger Theater — Eight years following the devastation of Hurricane Katrina and the resulting flooding, the Saenger Theater reopened to the
public in September 2013 to unanimous accolades. The local, regional and national media outreach was a planned effort that unfolded over an 18-month period
building to a crescendo with the opening of the theater. The Ehrhardt Group secured national features about the building’s restoration with the Associated Press,
Hemispheres Magazine, in addition to dozens of local and regional media stories, including a 20-page special section pitched by The Ehrhardt Group and produced
by The Times-Picayune. Most importantly, the reopening of the Saenger was another illustration of New Orleans' resiliency in the aftermath of tragedy as well as the
city's and region’s bright future.
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The Ehrhardt Group, Inc.
Financial Reports

For the Years Ended
December 31, 2012 and 2011

COMPONENT 2: PUBLIC RELATIONS

PATRICK W.BUCKLEY, CPA

A Professional Corporation
4420 Conlin Street, Suite 200
Metairie, LA 70006

Accountant’s Compilation Report

To the Stockholder
The Ehrhardt Group, Inc.
New Orleans, Louisiana

I have compiled the accompanying statements of assets, liabilities, and equity — income
tax basis of The Ehrhardt Group, Inc. (an S Corporation) as of December 31, 2012 and
2011, and the related statements of revenues and expenses — income tax basis for the
years then ended. 1 have not audited or reviewed the accompanying financial statements
and, accordingly, do not express an opinion or provide any assurance about whether the
financial statements are in accordance with the income tax basis of accounting.

Management is responsible for the preparation and fair presentation of the financial
statements in accordance with the income tax basis of accounting and for designing,
implementing, and maintaining internal control relevant to the preparation and fair
presentation of the financial statements.

My responsibility is to conduct the compilation in accordance with Statements on
Standards for Accounting and Review Services issued by thc American Institute of
Certified Public Accountants. The objective of a compilation is to assist management in
presenting financial information in the form of financial statements without undertaking
1o obtain or provide any assurance that there are no material modifications that should be
made to the financial statements.

Management has elected to omit substantially all of the disclosurcs and the statements of
retained earnings ordinarily included in financial statements prepared in accordance with
the income tax basis of accounting. If the omitted disclosures and the statements of
retained earnings were included in the financial statements, they might influence the
user's conclusions about the Company’s assets, liabilities, equity, revenues, expenses,
and retained eamings. Accordingly, the financial statements are not designed for thosc
who are not informed about such matters.

I am not independent with respect to The Ehrhardt Group. Inc.

‘Na\'cmbcr 20, 20
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The Ehrhardt Group, Inc.

Statements of Assets, Liabilities. and Equity - Income Tax Basis

December 31, 2012 and 2011

2012
ASSETS

CURRENT ASSETS

Cash in Bank 1 152,325.21
Client Fees Receivable 153,636.55
Due From Steckholder 0.00
Due From Affiliate 0.00
Prepaid Expenses 8,945.50
Prepaid Income Tax 0.00
Jobs In Progress 13,139.93
TOTAL CURRENT ASSETS 328,047.19
PROPERTY AND EQUIPMENT

Furniture and Fixtures 62,066.55
Furniture and Fixtures-Madison 42,381.00
Cemputers and Equipment 127,004.57
Transportation Equipment 255,726.45
Leasehold Improvements 51,940,00
Building 0.00
Accumulated Depreciation (351,213.00)
NET PROPERTY AND EQUIPMENT 187,905.57
OTHER ASSETS

Edward Jenes Investment 282,054.27
TOTAL OTHER ASSETS 282,054.27

TOTAL ASSETS $ 798,007.03

2011

218,497.81
371,524.31
1,820.00
980.00
15,397.50
134.00

54, 343 94

662,697.56

39,390.83
42,381.00
79,858.74
238,067.42
9,950.00
5,000.00
(280,006.00)

134.641.99

27447742

27447742

l 071816, 97
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The Ehrhardt Group, Inc.
Statements of Assets, Liabilities, and Equity - Income Tax Basis
December 31, 2012 and 2011
2012 2011

LIABILITIES AND EQUITY

CURRENT LIABILITIES

Accounts Payable S 155,796.73 188,696.70
Accrued Job Cost 287,179.85 31191572
Payroll Taxes Payable 1,272.62 16,519.20
Pension Payable 72?.98[.33 31.869.18
TOTAL CURRENT LIABILITIES 472,230.53 549,000.80
LONG-TERM LIABILITIES

Nole Payable-Banks 247,309.09 - _'_’562116 4‘5
TOTAL LONG-TERM LIABILITIES 247,309.09 236,206.45
EQUITY

Common Stock 10,000.00 10,000.00
Retained Earnings 256,609.72 42,015.86
Distribution (221,297.00) (90,000.00)
Net Income (Lass) 331 514.69 o 304,593.86
TOTAL EQUITY 78,467.41 266.609._7_3_
TOTAL LIABILITIES AND EQUITY $ , 798.0@7.03 11{??1,8_]_6.97_
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The Ehrhardt Group, Inc.
Statements of Revenues and Expenses - Income Tax Basis
For the Years Ending December 31, 2012 and 2011

Yearto Date  Percent Year to Date
This Year Last Year
REVENUES
Income 2910378 03 99 58 2,815,422.10
TOTAL REVENUES 2,910,378.03 99.58 281542210
COST OF GOODS S0LD
Production Costs 1.062,788.89 36,36 07%9,133.24
TOTAL COST OF GOODS SOLD 1,062,788.89 36.36 979,133.24
GROSS PROFIT 1.847,589.14 63.21 1.836,288.86
GENERAL & ADMINISTRATIVE EXPENSES
See Anached Schedule 1.826,796.50 62.50 1,543,406.13
TOTAL GEN & ADMIN 1,826,796.50 62.50 1,543,406.13
OTHER REVENUES
Dividends 5,623.49 0.19 9,365.37
Dividends-Non Taxable 2,056.56 0.07 2,345.76
Gain (Loss) Sale of Asset 4,682.00 0.16 0.00
TOTAL OTHER REVENUES 12,362.05 042 1L,711.13
NET INCOME (LOSS) b 33,154.69 113§ 304,593.86

Percent

99.59

99.59

34.63
34.63

64.95

54.59

54.59
0.33
0.08
0.00
0.41

10.77
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The Ehrhardt Group. Inc.
Statements of Revenues and Expenses - Income Tax Basis
For the Years Ending December 31, 2012 and 2011

Yearto Date  Percent Year to Date
This Year Last Yeur
GENERAL & ADMINISTRATIVE EXPENSES
Accounting 6,417.50 0.22 4,650.00
Advertising 1.053.94 0.04 2,160.00
Awards 127500 004 750.60
Auto Expense 26,346.14 0.90 16,099.54
Cable TV Expense 4,612.60 nl6 537334
Bank Charges 1,050.19 04 1,340.54
Client Presentation 1,369.36 0.03 4,143.52
Computer Expense 54.689.35 187 12,995.08
Contract Labor 1,552.17 0.05 100.00
Depreciation Expensc 118,022.00 4.04 37,885.00
Dues and Subscriptions 18,320.41 0.63 8.932.29
[onations 17,565.00 0.60 8,994.00
Donations-Non Deductible 0.00 0.00 786.00
Denativns-Political £,000,00 021 4,000.00
Entertainment 78.188.15 268 73,885.42
Equipment Renal 19,523.32 0.67 18,280.47
Focus Group Testing 56.812.91 1.94 5551218
Gilts 111872 04 807.27
Insurance 80.344.67 275 74,045.47
Insurance-Hsalth 17.917.42 0.61 23,953.45
Interest Expense 10,996.25 0.38 14,691.78
Legal 2,65020 0.09 461898
Licenses and Taxes 3,105.11 ol 2,248.22
Madia Research B,633.50 030 7.068.22
Media Soflware Fee 0.00 000 100.00
Mectings and Conventions 570822 020 2,700.80
Miscellancous B,207.70 0.28 1,738.41
Office Expense 37.267.28 128 34,695.94
Pemallies 746.00 0.03 44200
Pension 5093254 1.74 53,867389
Pension Administrative 110734 0.04 2,2(4).00
Postage 2,892.60 010 2,34356
Purking 25,253.25 0.86 16,021.50
Payroll Taxes 58,039.91 1.99 53,521.72
Printing 3.500.54 012 3,39429
Rent 132,648.01 484 118.401.04
Reparrs and Maintenance 18,542.80 0.63 1,950.54
Salaries-Officers 563.548.57 19.28 531,745.45
Salaries-Other 33990232 11.63 287,903.98
Seminars 6,188.00 021 5,240.00
Telephone 18,942.96 0.65 19,995.07
Travel Expense 15,764 53 0.54 3.816.70
TOTAL GEN & ADMIN S 1,826,796.50 62,50 S 1,543,406.13
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Percent

0.16
0.08
0.03
0.57
019
[IRIA]
0.135
117
0.00
134
032
032
003
014
261
0.65
195
001
262
0383
D352
0.16
0.08
023

0.10
0.06
1.23
002
191
0.08
0.08
0.57
1.89
0.12
419
0.07
18.81
1018
0.1%
0.7
0.4

54.59
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Timeline and Event-Based Public Relations Strategies

Stagehouse Event Broadway Season Announcement Event

Opening Night On-Stage Press Conference

Fa
‘nu

TOP STORIE

SAENGER THEATRE REOPENS

& &
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COST

Attachment B

Cost Proposal for Component 2

Proposer’s Name The Ehrhardt Group

Proposers are advised that the terms of the contract to be awarded to the successful proposer may limit the direct, hourly labor rate by title (or equivalent
functional category) to the rates provided.

Step 1: Propose direct, hourly labor rates in the format provided below for all proposed team members and services provided within your proposal. Titles
below are for reference only. Provide the actual titles and hourly rates of all proposed team members.

Hourly Rate, in
Title dollars per hour
Copywriter $110.00
Account Principal $140.00
Account Manager $115.00
Account Executive $110.00
Step 2: The Evaluation Committee will grade the Proposers’ cost proposals for Component 2 in accordance with the following formula:

Lowest Proposed Average Hourly Rate divided by Proposer's Average Hourly rate x 25 = Grade for Hourly Rate

Members of the Evaluation Committee will this score to determine the grade for “Relative Cost of Services” out of a total possible maximum of 25 points.
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CLIENT REFERENCES

American Traffic Solutions BP Corporate Realty

Client for 2 years
Mr. Charles Territo

(480) 596-4787

1230 West Southemn Ave. #101

Tempe, Az. 85282

Allstate Foundation
Client for 8 years

Ms. Jan Epstein

(847) 402-2794

2775 Sanders Rd.
Northbrook, Ill. 60062

BioDistrict New Orleans
Client for 6 years

Mr. Jim McNamara

(504) 897-1299

1527 Harmony St.

New Orleans, La. 70115

Client for 3 years

Ms. Iris Cross

(832) 330-1843

1250 Poydras St., 15" Floor
New Orleans, La. 70112

Broadway Across America
Client for 2 years

Mr. Charley Magrew

(917) 421-5447

1619 Broadway, g™ Floor
New York, NY 10019

Capital One Bank

Client for 19 years

Mr. Steven Thorpe

(504) 533-2753

313 Carondelet St., 2™ Floor
New Orleans, La. 70130
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Client for 17 years

Mr. Mike Siegel

(504) 581-5005

201 St. Charles Ave,, Ste. 4411
New Orleans, La. 70130

Disney on Ice

Client for 3 years

Ms. Melinda Hartline

(813) 623-6773

3012 US Hwy 301 North, Ste. 700
Tampa, Fl. 33619

Galatoire’s

Client for 3 years

Mr. Melvin Rodrigue
(504) 525-2021

209 Bourbon St.

New Orleans, La. 70130
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Greater New Orleans Sports
Foundation

Client for 2 years

Mr. Jay Cicero

(504) 525-5678

2020 St. Charles Ave.

New Orleans, La. 70130

Harrah's New Orleans
Client for g years

Ms. Karol Brandt

(504) 533-6779

8 Canal St.

New Orleans, La. 70130

Louisiana Credit Union League
Client for 13 years

Ms. Anne Cochran

(504) 736-3650

824 Elmwood Park Blvd,, Ste. 200
Harahan, La. 70123

Monster Jam/Freestyle
Motorcross

Client for 3 years

Ms. Angie Richison
(630) 566-6214

4255 Meridian Parkway
Aurora, Ill. 6o504

New Orleans Public Library
Client for 2 years

Mr. Irvin Mayfield

(504) 235-2507

2020 St. Charles Ave.

New Orleans, La. 70130

Orleans Parish Criminal
Sheriff’s Office

Client for 10 years

Sheriff Marlin Gusman
(504) 822-8000

2800 Gravier St.

New Orleans, La. 70119

Pfizer

Client for 3 years

Mr. Jack Hirschfield

(512) 674-5163

919 Congress Ave., Ste. 1400
Austin, Texas 78701

Ringling Bros., Barnum & Bailey
Circus

Client for 3 years

Ms. Melinda Hartline

(813) 623-6773

3012 US Hwy 301 North, #700
Tampa, Fl. 33619
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The Roosevelt New Orleans, A
Waldorf Astoria Collection
Hotel

Client for 6 years

Mzr. Tod Chambers

(504) 648-1200

123 Baronne St.

New Orleans, La. 70112

Saenger Theater
Client for 2 years

Mr. David Skinner
(504) 525-1052

1101 Canal St.

New Orleans, La. 70112

Southeast Louisiana Flood
Protection Authority - West
Client for 5 years

Mr. Giuseppe Miserendino, (504)
(504) 340-0318

7001 River Road

Marrero, La. 70072
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Southern United States Trade

Association

Client for 2 years

Mr. Jerry Hingle

(504) 568-5986

701 Poydras St., Suite 3725
New Orleans 70139

Verizon Wireless

Client for 5 years

Ms. Gretchen LeJeune

(713) 219-8028

5959 Corporate Dr., Ste. 1600
Houston, Texas 77036

Walmart

Client for 2 years

Mr. Tice White

(479) 366-6937

321 Highland Park Blvd.
Ridgeland, Miss. 39157

Waste Management
Client for 10 years

Mr. Rene Faucheux

(225) 279-5477

434 Columbia Ave., Suite 2
Covington, La. 70433
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Wizard World Comic Con — New
Orleans

Client for 3 years

Mr. Jerry Milani

(212) 938-3482

1350 Avenue of the Americas, 2nd
Floor

New York, NY 10019
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VETERANS & HUDSON INITIATIVE CERTIFICATION
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Bobby Jindal Stephen Moret
Governoar Secretary
State of Lonisiana
LOUISIANA ECONOMIC DEVELOPMENT
Small Entrepreneurship Certification - Hudson Initiative
1111872013

Agplication 10 : 11380

The Enrharct Group, Inc
365 Canal Street, Suite 1750
New Qrleans Louisiana . 70130

Dear Terri Argieard :

Congrawlations! Your firm has been certified by the Loussiana Department of Econcmic Development as a Small
Entreprenaurshin SE (HI) pursuant to the mandate of R S 32005 and R S. 931

The purpases and intent of this program are to provide the maximum opportunily for L based small b to
vecome certified as Small Enlrepreneurships and thereby bacome eligible to paricipate in a compelitive medern business
economy, Lo facililate access to state procurement and public records; and lo encourage business cpportunities for
Louistana small business entrapreneurs "

The amount of ime that your firm may be granted certfication by the SE (HI) C: ion Program 15 until your
firm graduates by groewing to exceed the eligibility requirements for certification. Annual online re-certification is a
reguirement of this program_Certified businesses shall continue to report annually and at tmes specified by the SE (H1)
Certification Program, your fim's financial pesition and attainment of the business’ performance goals As a reminder, the
LEDSmaliBiz website will automatcally send a nalification viz email one month prior to your firm's annual certfication date
Failure lo rapon, or lailure ta repor on a timely basis, as required or requested by the SE (HI) Cenification Program may
resultin termination of the SE certrhication and loss of the benefits of the pregram

Now that your business is certified as a Small Entrepraneurship, your firm must also register wath the Stale of Lousiana
Procurament and Contract Networs (LAPAC) This business registry allows your firm to market ds products or services 10 a
wictldwide audience and to obtain a listing of other registered businesses To ensure thal your registration remains active in
LAPAC, piease note the fellowing

1. Itis your firm's responsibiity to keep all informatien current in LEDSmaliBiz and LAPAC

2 The same Fedaral Tax Idzntification Number (FEIN) must be entered inle LEDSmallBiz and LAPAC Failure to enter
the same FEIN will result in your firm's name being removed from the registry in LAPAC

3. Ifthe email address on fil2 15 not correst, your firm will be deleted from the LAPAC vendor file when system
maintenance checks are completed
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4 Being a reg:stered vendor does not guarantes the receipt of electronic notification for all applicable solialations
Vendors must routingly check tha LAPAC Bids site for a histing of current business opportunities

Thank you for participating in the Small Entrepreneurshig {Hudson Initiative) Certificaton Program Together we will huild a
beller economy for our state and a stronger business climate for your own success gnd future.

Sincerely yours,
John W Matthews. Jr

Exacutive Director,
Small Business Services

An EQUAL OPPORTUKITY EMPLOVER
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LED

Stephen Moret
Lane €
Sacretary State of Wonistana el
Bobby Jindal Governer
Small Entreprencurship Certification - Veteran Initiative
11/18/2013

Application 1D 11380

The Ehrhardi Group, Inc.
355 Canal Street. Suilz 1750
New Orleans Lousiana , 70120

Dear Terri Argleard :

Congrawlabiens! Yeur frm has been centified by the Louisiana Deparnment of Economic Development as a Small
Entraprenaurship SE (V1) pursuant to Act No 167, the Lousiana Initiative for Vetaran and Service-Connecled Dsabied
Veteran-Owned Small Entrepreneurships (the Veteran Initiative)

The purpgses and intent of this program are to provide the pp y for Lousiana's veteran and service-
connecled disabled veteran-owned small entrepreneurships 1o become ceruﬁcd as Small Entrepreneurships and theredy
t2come efigible to parlicipate in a competitive modem business economy, to facilitate access to state procurement and
public: contrasts; and to encourage business oppertunities for Louisiana small business entrepreneurs

The amount of time that your firm may be granted certification by the SE (VI) Certfication Program is urlimited until your
firm graduates by growing o exceed the eligbility requirements for certification. Annual onliine re-centification is a
requirement of this grogram.  Certified businesses shall conbnue to repant annually and at imes specified by the SE (V1)
Certificaton Program. your firm's financial position and attainment of the business’ performance goals As a reminder, the
LEDSmallBiz webs:te vall automatcally send a nolficalicn via emall one menth prior to your firm’s annua! certification date.
Failure to report. or falure to repert on a timely basis, as required or requested by the SE (VI) Certification Program may
result in termination of the SE cerufication and loss of the benelits of the program

In order to take advantage of the Veterans Procurement Initiative your firm must aiso register with the State of Louisiana
Procurement ang Centract Melwars (LAPAC). This business registry allows your firm to market its products or senvices {0 a
woridwida audience and to obtain a listing of other registered businessas  To ensure that your registralion remains actve in
LAPAC, please note the foliaving

1. Itis your firn's responsibility to keep all information current in LEDSmallBiz and LAPAC

2 The same Federal Tax Identification Number (FEIN) mus! be entered inte LEDSmaliBiz and LAPAC  Failure to enter
tha same FEIN will result in your firm’s name teing remeved from the registry in LAPAC

3 Ifthe email address on file is nct correct, your firm will ba daleted from the LAPAC vander file when system
maintenance checks are completed
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4. Being a regstared vendor does not guarantea tha raceipt of g'actranic natification for all applicabla solictations
Vendors must routinely check the LAPAC Bis ste for a listing of current business opportunities.

Thank you for paricipating in the Small Entrepreneurship (Veteran Initative) Certification Program. Together we will buiki 3
batter economy for our state and a stronger business cimate for your own success and future

Sincerely yours,
Lane Carson

Secretary
Loursiana Department of Veteran Affairs




Attachment F - CERTIFICATION STATEMENT

The undersigned hereby acknowledges she/he has read and understands all requirements and specifications of the Request for Proposals (RFP), including attachments.

OFFICIAL CONTACT. The State requests that the Proposer designate one person to receive all documents and the method in which the documents are best delivered. Identify the Contact name and fill in the
information below: (Print Clearly)

Date: ___Nov.21,2013 ______ Official Contact Name: ___Marc Ehrhardt

A E-mail Address:___marc@theehrhardtgroup.com _____
B. Facsimile Number with area code: __ (504)558-0344
C US Mail Address: __365 Canal St., Ste. 1750; New Orleans, LA 70130 __

Proposer certifies that the above information is true and grants permission to the State or Agencies to contact the above named person or otherwise verify the information provided.
By its submission of this proposal and authorized signature below, Proposer certifies that:

The information contained in its response to this RFP is accurate;

Proposer complies with each of the mandatory requirements listed in the REP and will meet or exceed the functional and technical requirements specified therein;

Proposer accepts the procedures, evaluation criteria, mandatory contract terms and conditions, and all other administrative requirements set forth in this RFP;

Proposer's quote is valid for at least go days from the date of proposal's signature below;

Proposer understands that if selected as the successful Proposer, he/she will have 30 business days from the date of delivery of final contract in which to complete contract negotiations, if any, and execute the
final contract document;

6. Proposer certifies, by signing and submitting a proposal for $25,000 or more, that their company, any subcontractors, or principals are not suspended or debarred by the General Services Administration (GSA)

oo N

in accordance with the requirementgin OMB CL A-13 list of parties who have been suspended or debarred can be viewed via the internet at www.epls.gov.)
Authorized Signature:  _________{_JAfS AU _ —
Typed or Printed Name: Marc Ehrhardt
Title: Senior Vice President & Partner
Company Name: The Ehrhardt Group
Address: 365 Canal St Ste. 1750

City: New Orleans State: LA /

Zip: 70130
” % l1/32))2

SIGNATURE/é Proposer's Authorized Representative DATE

s



