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Nov. 12, 2015

Ms. Jean Premutati

Marina Coast Water District
11 Reservation Road
Marina, California 93933
jpremutati@mcwd.org

Dear Ms Premutati and the Proposal Review Committee:

On behalf of MIG, Inc., I am pleased to offer this proposal to support the Marina Coast Water District (MCWD) with public relations
and community outreach. With our strong expertise in strategic communications, community engagement, branding
and identity development, marketing and advertising, and public affairs, we are well positioned to aid you in this
important effort.

Our full-service, in-house creative group provides research, strategic communications planning and implementation, graphic
design, website design and development, writing and editing, and social media engagement expertise.

Our understanding of the water environment comes from our experience working, with public agencies throughout California,
Oregon and Washington on projects that address water supply, wastewater and stormwater, energy and utilities, infrastructure
funding, and transportation. We have included selected examples of our work in the appendix, including the Soquel Creek Water
District, the Santa Clara Valley Water District, San Jose Environmental Services Department, San Leandro H20 Works, Pajaro
Valley Flood Protection Outreach, and the cities of Eugene and Springfield Metropolitan Wastewater Management Commission.

We understand the dynamics of communication, motivation and human behavior. Our strategic communications programs get
results-building on messaging, inspiring positive action and strengthening positioning. We propose to help MCWD commu-
nicate effectively with its partners and customers with clear, authentic information and education, active listening, and engaging
paid and earned media.

| am authorized to negotiate and contractually bind our firm, as well as receive any correspondence during the selection process.
| can be reached at 510-845-7549 or via email at caried@migcom.com.

Thank you for your consideration of our proposal for this important MCWD project.
With respect,
MIG, Inc.

800 Hearst Ave.
Berkeley, CA 94710
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a brief summary

MIG proposes to assist the Marina Coast Water District increase communica-
tions with customers, strengthen relationships to partners and stakeholders,
and promote the District's vision, mission and core values. Our work plan is
divided into three phases.

During Phase 1, MIG will work with the District to create a communications
strategy grounded in research. We will interview key stakeholders to gauge
levels of engagement with the District; assess institutional, organizational
and political issues related to the District; and identify misperceptions and
opportunities for education. An audit of existing materials, review of best
practices from other water district's successful campaigns will help with
crafting messages that resonant and best tools and tactics for reaching
targeted audiences.

The insights from the research and audit will be shaped into a communi-
cations and outreach plan that will include a message matrix, highlighting
the most effective and compelling messages for each target audience,
appropriate tools and methods for disseminating those messages, and
measurements for evaluating success. The plan will can be implemented in
stages as directed by District staff and as funding becomes available.

With a solid road map, we will begin implementation. Our work plan for
Phase 2 begins with a refresh of the District brand tone, look and feel.
Using the key messages developed in Phase 1, we will renew print collateral
through words and images, and ensure all materials (print and electronic)
are in line with the Districts strategic goals for communication and outreach.
During this phase, MIG proposes an updated website, increased engagement
on social media and a toolkit for anyone who interacts with stakeholders,
partners and the public. This phase also addresses internal communications
and media engagement.

Phase 3 begins with a strategy and re-evaluation session to review outreach
activities and evaluate milestones reached. We will refine the communica-
tions plan and "road map" and update budget needs. We anticipate that
this phase will include continued engagement with the media, website and
social media. Our creative team will provide production and creative services
to execute printed materials, promotional items, a marketing campaign that
will include broadcast- and camera-ready advertising materials.

Throughout the project, MIG will provide regular updates and reports on
progress and performance and work closely with the District staff to build
strong, open communications channels with partners, stakeholders and
customers.
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our approach

PROJECT UNDERSTANDING

The City of Marina and surrounding areas have long been faced with limited
water supply. Since the 1950s saltwater intrusion has been a concern-in the
early 1980s the District had to abandon pumping from an existing well and
began drilling 3 additional deep wells that now provide the water supply.
The District built a desalinization plant in the 1990s, but the plant is not
economical and is no longer operating.

Diminished supply, prolonged drought and population growth continue
to put pressure on the system. The District has responded by seeking new
water supplies and expanding its conservation programs. Stage 3 water
restrictions are currently in place—and customers have significantly reduced
usage-but challenges remain.

Since 2013, controversies over desalinization in the region, negative press
coverage, staff changes and instability on the Board, have made it more
difficult for MCWD to promote its positive messages to customers.

A five-year Strategic Plan, begun in 2013 and completed in 2014, defines
clear paths forward in a number of different areas.

Part 4 of the Strategic Plan speaks directly to the need to communicate with
District partners and customers. Clear, timely and regular communications,
active listening and two-way communications are objectives from the Plan

that resulted in the request for proposals to “increase the level and quality
of communications to the public." MIG proposes to help the District do
just that.

PROJECT APPROACH

Continual two-way communications with customers, partners and constit-
uents is always critical for public agencies to function well. It is particularly
important during difficult times such as periods of prolonged drought.

MIG proposed to assist the District with improving communications and
working toward achieving its Five Year Strategic Plan goals in several ways:

 promote the District Vision, Mission and Core Values

 enhance the District's communications with partners, stakeholders
and customers

* build positive awareness about steps the District is taking to protect
groundwater from seawater intrusion and other contaminates

* encourage water conservation with outreach, education and
marketing

* support the District's reputation as a trustworthy and transparent
manager of financial resources
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Our approach is multi-layered—combining education and social behavior
change marketing with conservation incentives, increasing engagement
with partner agencies, actively engaging with the media, and building
positive awareness of the District's brand among all constituents.

Our preliminary work plan, described below, reflects our current under-
standing of the steps the Marina Coast Water District needs to take in order
to meet the communications objectives in the Strategic Plan. The work plan
incorporates all of the services listed in the Scope of Services, and can be
activated in phases as resources become available.

Phase 1. Communications
and Outreach Strategy

Phase 1 will focus on initial research and identifying strategies, tools and
tactics for public education and outreach. As part of this phase, we are
recommending an optional initial survey of customers to create a baseline
for measuring and evaluating the communications program.

1.1 KICKOFF AND STRATEGY MEETINGS (1)

MIG will plan and facilitate a full team meeting to ensure roles, responsi-
bilities, timelines, budgets and deliverables are clearly understood. The
agenda will include a discussion of issues and implementation strategies,
desired project outcomes and project management protocols.

1.2 PROJECT MANAGEMENT AND TEAM
COORDINATION

The MIG Project Manager will maintain regular contact with District staff
through telephone and email communications as needed. Other team
members are available for consultation as needed, but the MIG Project

Manager will be the day-to-day contact for District staff. MIG will invoice
monthly, providing progress and budget reports and breakdown of costs.

1.3 RESEARCH

After the project kick-off meeting, MIG will quickly conduct research to help
identify and inform education and outreach strategies with the highest
potential for success. MIG will:

e Meetwith Marina Coast Water District Board, staff and other key
stakeholders

o Audit current District outreach materials and methods

* Review best practices and materials from other successful water
district's education campaigns and past District efforts

e Conduct a thorough stakeholder analysis; and
e |dentify stakeholder hubs and communication points

We will provide a report with the results of this research, which will be used
to inform the development of messages and strategies.

1.4 STAKEHOLDER INTERVIEWS (12-15)

MIG will conduct up to 15 interviews with key stakeholders, including
individual interviews with District Board members. Other interviews, to
be determined in consultation with District staff, may include residential
and commercial property owners, business representatives, public health
practitioners, environmental advocates, recreational enthusiasts, education/
school representatives, and other involved community members the District
identifies. The District will provide a list of possible interviewees. As many
interviews as possible will be conducted in person; the remainder will be
telephone interviews.

These interviews will help us gauge levels of engagement with the District;
assess institutional, organizational and political issues related to the Water
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District, identify misperceptions and opportunities for education; and begin
to craft and test messages. We will provide a report in aggregate, ensuring
confidentiality for all interviewees.

1.5 BASELINE POLL (OPTIONAL)

Ifthe District decides to undertake this baseline survey, MIG will work closely
with the polling firm selected by the District to shape the polling strategy
and questions. (MIG has worked with many research firms and could assist
MCWD with selection.) We would test preliminary message themes, credible
messengers (who do you trust?), understanding of water reliability issues,
and knowledge of and support for the District. This poll will help determine
the messages and delivery methods, and set a baseline to measure and
evaluate success.

1.6 COMMUNICATIONS AND OUTREACH PLAN

Based on research, polling and staff consultation, MIG will develop a
strategic communications and outreach plan to guide efforts throughout the
duration of the project. The plan will include:

e Targetaudiences

e Communications objectives by audience
* Key messages by audience

e Best messengers for each audience
 Qutreach methods and channels

* Recommended phasing and timing

We will organize a message matrix, highlighting the most effective and
compelling messages for each target audience and the appropriate tools and
methods for disseminating these messages.

The plan will outline the timing and methods for activities throughout the
project. MIG will identify the most appropriate and effective methods, tools
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and techniques for engaging target audiences; ensure that meaningful,
constructive input is obtained; and that stakeholder, staff, and community
time is used efficiently. The plan will also identify evaluation measurements.

This plan will include elements of the technology plan that will be shared
across all media. The technology plan will be completely developed in
Task 2.4.

Phase 2. Education
and Outreach

Phase 2 will focus on developing and disseminating public education and
outreach tools. This will include integrated branding-tone, messages, look
and feel-summarized in a graphic standards guide. This phase also includes
content development and design of print collateral materials, redesign of
the website, increase engagement using social media assets, internal and
external communications, and media relations and training.

Actual determination of what collateral will be produced will be discussed
and selected by District staff.

2.1 STRATEGY MEETING (1)

MIG will facilitate a in-person strategy meeting with staff to review the
implementation of the Communications and Outreach Plan; determine the
budget and define the tools and outreach methods for Phase 2.

2.2 PROJECT MANAGEMENT AND TEAM
COORDINATION (ONGOING)

2.3 BRAND IDENTITY AND PRINT COLLATERAL

Based on the strategic plan developed in Phase 1 above, MIG will develop
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and design an agreed-upon set of informational materials, for use in
education and outreach activities.

MIG does not recommend a new logo for the Water District; however, we
do see ways to create a new visual identity by updating all materials-both
content and graphically that would make outreach materials more easily
accessible to targeted audiences. This “look, feel and tone” refresh will be
applied across all outreach materials—print and electronic.

For example the “Landscaping Watering Guide" brochure and a fact sheet
describing "How to Read Your Water Meter” would be cost effective print
pieces to refresh with the new visual identity. We assume one client review
in MS Word and two reviews in layout.

2.4 WEBSITE AND SOCIAL MEDIA

In this task, MIG will develop a technology plan that will include an updated
website and greater engagement with social media. The website is the
agency portal and the central information hub for education and outreach.
We will analyze the current site navigation, review analytics and suggest new
and updated content.

We recommend an update to the District's website to bring the visual design
into line with the new look and feel, and to refresh the content.

The District's Facebook page will also be updated. MIG's technology plan
will develop original content themes for Facebook and ways to engage stake-
holders and partners to provide information on their websites and social
media platforms. (If the District wants MIG to monitor and manage content,
we will provide a scope and budget for that task.)

Social media is a way to encourage two-way communications with customers
and stakeholders. However, it does require monitoring of posted content
and engagement with visitors' questions and concerns.
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2.5 OUTREACH AMBASSADOR TOOLKIT

District employees, the Board and stakeholders should have a toolkit that
ensures the District's messages are conveyed clearly and consistently.
Everyone who works for and with the District-from customer service
personnel, to engineers, to Board and District partners—are importantambas-
sadors for the District. How they interact with customers, and what they tell
their family and friends, can effect perception of the District, negative and
positive. It is important to engage staff and stakeholders early and often,
and to recognize accomplishments both to the public and internally.

MIG will create an outreach toolkit that can be used by all ambassadors as
a resource for public events, presentations, meetings and other interactions
with customers and media. These toolkits will include resources such as:

e Talking points

e Discussion / facilitator's quide

* Key messages by audience

* PPT presentation, with script

e Print collateral on CD for reproduction (handouts and fact sheets)

2.6 MEDIA ENGAGEMENT PLAN AND TRAINING

MIG will develop a comprehensive media engagement plan and hold a
media training. The plan will include:

e Monitoring media coverage (print and online)

* Press releases, pitches and backgrounders

* Media statements in response to events/milestones

e Editorial board meetings

e (ase studies, success stories or other supporting material
e Letters to the Editor and Opinion pieces
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We will train District Board members and staff to effectively interact with
and respond to inquiries from the media.

Phase 3. Education and
Outreach (continued)

Phase 3 of the Communications and Outreach Plan program will include a
strategy and re-evaluation meeting to review outreach activities, milestones
reached, and to refine scope and budget for ongoing outreach efforts. We
anticipate the continuation of website and social media content devel-
opment, updating of conservation messaging (including a paid media
campaign), and preparing the annual Consumer Confidence Report.

Our budget for this Phase is very preliminary. Task below are a potential list
of anticipated activities. Final work plan for this phase will be scoped and
budgeted following the evaluation and strategy meeting.

3.1 STRATEGY MEETING (1)

MIG will facilitate a in-person strategy meeting with staff to review outreach
activities; celebrate milestones achieved and determine implementation
tools and methods during Phase 3.

3.2 PROJECT MANAGEMENT AND TEAM
COORDINATION (ONGOING)

3.3 MEDIA ENGAGEMENT / WEBSITE AND SOCIAL
MEDIA (ONGOING)

MIG will work with the District staff to support implementation of the media

plan developed in Phase 2. This scope of work and budget assumes that

District staff or other stakeholders are primarily responsible for media
engagement.

MIG will continue to support the District with content upgrades on the
website, posts to Facebook and continuing engagement with partners to
share content.

3.4 PROMOTIONAL MATERIALS

As a continuation of the branding and positive awareness building, MIG will
provide the copy, art and production-ready files for printed materials and
promotional items. We will work with the District to determine the type and
quantities of promotional materials to be produced, including any in-lan-
guage or multicultural audience materials.

3.5 MARKETING CAMPAIGN

If the drought continues, a paid marketing campaign may be necessary
to increase the awareness of conservation methods, introduce additional
incentive to conserve and describe new enforcement rules. MIG will work
with the District to determine the audiences and geographical areas to be
targeted. We will design, produce and manage the creative development
and the media buying for the marketing campaign.
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firm profile

outreach and behavior change goals. We work across multiple sectors,
including resource conservation, health and safety, energy efficiency, and
transportation.

MIG, INC.

MIG, founded in 1982, is a woman-owned business with offices in Berkeley,
Fullerton, Kenwood, Pasadena, Riverside, Sacramento, San Diego and San
Jose, California; Denver, Colorado; Portland and Eugene, Oregon; Pleas-
antville, New York; Raleigh, North Carolina; San Antonio, Texas; and Seattle,
Washington.

MIG's staff of professionals have the capabilities, expertise and desire to
provide the services needed to achieve Marina Coast Water District's goals
on this assignment. MIG has earned a reputation for completing our projects
in a timely manner. We work closely with our clients and our project team to
meet all project milestones. Due to the depth of the MIG Team, we are able
to advance multiple assignments simultaneously. We have the personnel
and firm resources to accommodate new projects regularly and to respond
to unexpected assignments. Our project teams are assembled based on staff
expertise and capacity. The proposed MIG Team staff are committed for the
duration of the project, and their current workload will not impact their avail-
ability to successfully complete this assignment.

MIG has no debt and has current assets 3.6 times over current liabilities.

MIG DESIGN STUDIO

For close to 30 years, MIG has produced engaging and effective commu-
nications and marketing campaigns for public agencies that support
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We understand that successful social marketing and outreach requires
messaging that resonates and inspires, and our work does just that. Using
clear, concise language and compelling imagery, we make complex concepts
understandable. These effective campaigns raise awareness, help build
brand value and achieve broad behavior change.

Our campaigns emphasize iterative programs that reach diverse audiences
through a variety of media, ranging from one-on-one contacts, online and
new media outreach, to mass advertising, direct mail, community events
and displays, and media relations. The most effective methods are those that
engage people during their daily routine.

MIG's in-house, full-service creative agency provides marketing and commu-
nications strategies, graphic design and website design, production and
programming to increase awareness and build support for programs and
initiatives that advance the public good.

Our innovative communications begin with diligent planning designed
to support program goals and affect behavior change that touch people
through a range of channels. We understand the dynamics of communi-
cation, motivation and human behavior. We implement communications
programs that promote, educate, inform-and get results.
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a team effort

KEY PERSONNEL

MIG has assembled a team of specialists with expertise in delivering sophis-
ticated and compelling communications campaigns, community outreach
and participation, graphic design, media relations and social marketing. This
team will work collaboratively with the Marina Coast Water District to ensure
effective outreach and communications. The key personnel listed here are
supported by MIG's deep bench of specialists and project associates.

Carie DeRuiter, Principal-in-Charge, will provide quality assurance,
oversight and strategic counsel.

Joyce Vollmer, Projector Director, will help direct strategic communi-
cations and technology planning, campaign implementation, leveraging
planned work with the City of Marina.

Shannon Koy, Project Manager, will write the communications and
technology plans and maintain communications with the District, and
coordinate internal staff to ensure deliverables.

Steve Kokotas, Director of Technology, will ensure correct tools are
used for website development.

Ed Canalin, Art Director, will lead development of creative materials,
ensuring quality and consistency.

Lisa Tyler, Web Designer, will lead the design team for user interface and
experience.

1"
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team organization

MARINA COAST
WATER DISTRICT

MBI G
MIG PROJECT MANAGEMENT

CARIE DERUITER, Principal-in-Charge
Joycev Vollmer, Project Director
Shannon Koy, Project Manager

RESEARCH
Joyce Vollmer
Shannon Koy

COMMUNICATION WEB AND SOCIAL MEDIA ART DIRECTION AND
STRATEGY AND PLANS Steve Kokotas GRAPHIC DESIGN

Carie DeRuiter Lisa Tyler Ed Canalin
Joyce Vollmer Shannon Koy Graphic Designers
Shannon Koy

MIG CREATIVE SERVICES TEAM
Graphic Designers | Social Media Specialists | Writers | Project Associates
Web Developers | Community Outreach Specialists | Business Office Staff
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MEDIA
ENGAGEMENT AND
TRAINING

Joyce Vollmer
Shannon Koy
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Carie DeRuiter

PRINCIPAL-IN-CHARGE

AREAS OF EXPERTISE

Strategic Communications, Social Marketing, Brand Development,
Graphic Design

QUALIFICATIONS

Carie DeRuiterisa Principal at MIG, Inc., and has served as Director of Commu-
nications and Media Services since 1995. She brings 30 years of experience
in marketing, communications and graphic design, with an emphasis on
branding and identity, social marketing and behavior change programs and
information and outreach for public agencies.

As Creative Director, Ms. DeRuiter supervises all phases of communications and
media production, including communications planning and strategy, writing
and editing, graphic design and production, staff assignments, scheduling and
cost estimation. She is active in conceptualizing and producing a wide range of
media products, including branding and social marketing campaigns, logo and
branding systems, advertising, newsletters, videos, posters and public displays.

Ms. DeRuiter works closely with clients and project managers to develop
strategic communications directions, and select media formats and materials
that are best suited to the project at hand. She has been recognized for her
work with numerous awards, including: the AICPA Communications Award
of Excellence; Print Regional Design Annual Award for Design Excellence;
HOW Fifth International Design Annual Merit Award; Honoring Excellence in
Communication Award from the California Association of Public Information
Officials; and Admark ADDY Bronze.

EDUCATION

Bachelor of Arts, Sociology, University of California, Berkeley
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RELEVANT EXPERIENCE

Placer County Facility Services & WPWMA On-Call Graphic Design Services
Placer County, California

San Jose/Santa Clara Water Pollution Control Plant Outreach and
Education Campaign
Santa Clara County, California

Energy Upgrade California Marketing and Communications,
California Energy Commission
Statewide, California

Metropolitan Transportation Commission Strategic Marketing Services
(Clipper Card)
Bay Area, California

Solano Transportation Authority Regional Transit Marketing and
Branding Campaign
Solano County, California

Delta Diablo Sanitation District Rebranding
Antioch, California

Metropolitan Wastewater Management Commission Recycled Water
Marketing and Communications
Eugene, Oregon

Alameda County Transportation Commission Media and Public Relation
Services
Alameda County, California

H20 Works San Leandro Wastewater Treatment On-Call Graphic Design
and Communication Services
San Leandro, California
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Joyce Vollmer

PROJECT DIRECTOR

AREAS OF EXPERTISE

Strategic Communications, Social Marketing,
Product Marketing, Media Relations

QUALIFICATIONS

Joyce Vollmer brings over 25 years of experience in marketing, strategic
communications and public relations to MIG. As Director of Strategic Commu-
nications, she specializes in communicating complex and technical concepts
to the general public in ways that encourage behavior change, promote
clients or sell products. Ms. Vollmer develops and manages high profile social
and product marketing communications consulting and creative services,
including marketing and communications plans, research direction, creative
development direction, and copywriting.

At MIG, Ms. Vollmer has specialized in strategic communications for cities,
counties, agencies and special districts, and in public financing for infra-
structure projects, including ballot measures and Proposition 218 ballot
procedures. Her work on public education programs for ballot measures has
given her a broad understanding of communicating effectively with voters.

The Public Relations Society of America and the International Association of
Business Communicators have honored Ms. Vollmer's work.

EDUCATION

e Master of Arts, English Literature, University of California, Berkeley
e Bachelor of Arts, English Literature, magna cum laude,

University of California, Los Angeles

RELEVANT EXPERIENCE

Soquel Creek Water District Outreach and Communications

Soquel, California

San Leandro Wastewater Treatment Plant Rebranding
San Leandro, California

Los Angeles County Water Quality Funding Initiative
County of Los Angeles, California

Pajaro Valley Flood Protection Outreach
Counties of Santa Cruz and Monterey, California

Energy Upgrade California, Education and Advertising
Statewide, California

County of Marin, Ross Valley Flood Protection Vote
County of Marin, California

City of Davis Water Supply Ballot Procedure
Davis, California
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Shannon Koy

PROJECT MANAGER

AREAS OF EXPERTISE

Project Management, Research, Social Media, Strategic Communications

QUALIFICATIONS

Shannon Koy brings over 10 years of experience in brand development,
communicationsdesignand project managementto MIG. She hasworked with
international clientele from a broad range of industries including consumer
packaged goods and consumer electronics, healthcare, government, cultural
institutions and non-profit organizations. As a project manager for MIG's
communications division, Ms. Koy is responsible for researching, writing
and developing communications. She thrives in collaborative team environ-
ments, and is skilled at leveraging her expertise to produce purposeful and
impactful outcomes.

Prior to joining MIG in 2010, Ms. Koy managed projects at Smart Design, a
global consultancy specializing in design research, product and new media
development, interactive experiences and brand communications. There she
was accountable for the day-to-day success of programs in partnership with
creative teams, and the growth of key client relationships.

A strategic and creative thinker, Ms. Koy is driven to deliver an exceptional
client experience, and ensure that the creative vision and business goals of
each program is realized. She is especially passionate about creating design
solutions that make a positive difference in people’s everyday lives.

EDUCATION

Bachelor of Arts, Double Major in Biology and English,
George Mason University, Virginia
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RELEVANT EXPERIENCE

Placer County Facility Services & WPWMA On-Call Graphic Design Services
Placer County, California

Metropolitan Transportation Commission Strategic Marketing Services
(Clipper Card)
Bay Area, California

Energy Upgrade California Marketing and Communications,
California Energy Commission
Statewide, California

Energy Upgrade California/Whole House Rebate Program, Pacific Gas and
Electric
Statewide, California

Alameda County Flood Control & Watershed Conservation District
Outreach
Alameda County, California

Los Angeles County Flood Control District, Water Quality Funding
Initiative, Department of Public Works
Los Angeles County, California

San Leandro Sewer and Wastewater Treatment Plant Rebranding
San Leandro, California

Alameda County Transportation Commission Community Qutreach
Alameda County, California

PUBLIC RELATIONS AND COMMUNITY OUTREACH SERVICES FOR THE MARINA COAST WATER DISTRICT



kG

Ed Canalin

ART DIRECTOR

AREAS OF EXPERTISE

Art Direction, Graphic Design, Brand Development

QUALIFICATIONS

Ed Canalin has over 20 years experience in the graphic design field. He joined
MIG as a senior graphic designer in 1998 and has served as Art Director since
2000. As Art Director, Mr. Canalin contributes to the creative direction, sets
the graphic style and tone for projects and supervises a staff of graphic
designers to produce a wide range of multimedia products.

Mr. Canalin's work includes website development, branding campaigns,
advertising for print and outdoor advertising and story boards for television
spots. He is responsible for all phases of graphic production, including
design, production and press checks. He is involved in the design process
from concept design to delivery of the final product, ensuring that quality,
timelines and budgets are met.

EDUCATION

Bachelor of Arts, Illustration, California College of Arts and Crafts,
Oakland, California

RELEVANT EXPERIENCE

Placer County Facility Services & WPWMA On-Call Graphic Design Services
Placer County, California

San Jose/Santa Clara Water Pollution Control Plant Outreach and
Education Campaign
Santa Clara County, California

Integrated Regional Water Management Plan Website
North Sacramento Valley, California

Los Angeles County Water Quality Funding Initiative
Los Angeles County, California

San Leandro Waster Water Treatment Program H20 Rebranding
San Leandro, California

San Lorenzo Creek Watershed
San Lorenzo, California

Truckee River Flood Management Community Coalition Website
Washoe County, Nevada

Energy Upgrade California Marketing and Communications,
California Energy Commission
Statewide, California

Alameda County Transportation Commission Media and Public Relation
Services
Alameda County, California

Metropolitan Transportation Commission Strategic Marketing Services
(Clipper Card)
Bay Area, California

County of Los Angeles, Department of Public Works,

San Gabriel River Master Plan

Los Angeles, California (First Prize for Outstanding Planning Document,
Association of Environmental Professionals; Merit Award, American Society of
Landscape Architects, Northern California Chapter)
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Steve Kokotas

AREAS OF EXPERTISE RELEVANT EXPERIENCE
Community and Economic Development, Information Technology/ Napa Watershed Information Center Conservancy Website
Web Application, Data Modeling Napa County, California

East Bay Park Regional Park District Web Technology Plan
QUALIFICATIONS Oakland, California

Steve is MIG's Director of Web Technology with 20 plus years of experience  Napa County Climate Protection/Energy Efficiency Plans
directing the development of innovative websites, applications and services  Napa County, California

for public agencies. Alameda County Zone 2 Multi-objective Flood Protection Master Plan

As the director of the MIG web team, Steve has overseen the development  Alameda County, California

of, and ongoing support for, a wide range of web-based information services  pyssian River Watershed Action Plan

for government agencies, including database-driven web applications,  Sonoma and Mendocino Counties, California
robust content management systems and mission critical public agency data
warehouses, as well as interactive educational games, web animations and
data visualizations. The hallmarks of Steve's professional career are strategic
thinking, facilitative leadership and innovation.

North Coast Integrated Regional Water Management Agency
Sonoma Water Agency, Sonoma, California

Envision Alachua Website,
Plum Creek, Alachua County, Florida

EDUCATION First 5 Intranet Portal, First 5

Masters of Urban Planning and Policy, University of lllinois, Chicago San Diego, California

Green Star Schools Website, Stopwaste

Bachelor of Arts with High Honors, Social Sciences, Bay Area, California

University of California, Berkeley
Western Placer Waste Management Authority Website Design

Undergraduate Studies, Economics, Northwestern University Placer County, California

Recycle Smart Website, Central Contra Costa Solid Waste Authority
Contra Costa County, California

Metropolitan Transportation Commission Regional Transportation
Marketing Program
Bay Area, California
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Lisa Tyler

WEB DESIGNER

AREAS OF EXPERTISE

Website Development, User Interface and User Experience Design,
Graphic Design, Brand Development

QUALIFICATIONS

Lisa is a web designer with over 12 years of experience developing websites
and interactive content. She has contributed her skills and expertise to a
multitude of projects for a range of public and private sector clients. Lisa
works directly with clients to execute designs that resonate with targeted
audiences. She has designed user interfaces for an array of web-based
tracking tools and websites as well as sustainability reports, posters and
digital media outreach campaigns. She excels working in multidisciplinary
teams, guiding clients through each design phase and translating feedback
from stakeholders.

Lisa is an expert in responsive design solutions, developing websites and
online features that can be viewed on a range of mobile devices. Her work in
this field has won numerous awards. She has been responsible for all stages
of the design process, from initial concept through implementation across all
media, including websites, branding, collateral, signage and advertisements.

EDUCATION

Bachelor of Arts, International Relations, University of California, Davis

RELEVANT EXPERIENCE

Western Placer Waste Management Authority Website Design
Placer County, California
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Recycle Smart Website, Central Contra Costa Solid Waste Authority
Contra Costa County, California

Napa Watershed Information Center Conservancy Website
Napa County, California

Envision Alachua Website, Plum Creek
Alachua County, Florida

First 5 Intranet Portal, First 5
San Diego, California

Portland Bureau of Transportation Online Dashboard
Portland, Oregon

Fastrak Website Design, Bay Area Toll Authority
Bay Area, California

Clipper Website Design, Bay Area Toll Authority
Bay Area, California

VTA 2040 Transportation Plan Website Design
Santa Clara County, California

Green Star Schools Website, Stopwaste
Bay Area, California

Metropolitan Transportation Commission Regional Transportation
Marketing Program
Bay Area, California

Mobility Management Website Portal
Solano County, California

Solano Transportation Authority and Express Website
Solano County, California
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project experience

The selected projects on the following pages represent work from the MIG Team
in the areas of strategic communications, branding and identity, content devel-
opment, graphic design, web and social media, video and behavior change and
social marketing.
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PROJECT SAMPLE

Soquel Creek Water District

Communications and Outreach
City of Soquel, California

Since 2013, MIG has provided community outreach, public relations and communica-
tions support to the Soquel Creek Water District. The District was shifting from planning a
desalination plantin collaboration with the city of Santa Cruz to considering a mandatory
water budget program and evaluating a refined set of supplemental water supply options.

During this period of change and uncertainty, MIG advised the Soquel Creek Water
District staff on how to communicate effectively to its customers, Board of Directors and
external stakeholders.

MIG's communications and outreach included an brand identity for the Community Water
Plan; developing, launching and providing content for social media accounts; created
annual reports of communications and engagement activities for the Board of Directors;
developed and administered an online survey; held community workshops in support
of the District's strategic plan and community water plan, wrote media releases; and
provided on-call copywriting, editing, art direction and graphic design.
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PROJECT SAMPLE
San Leandro Wastewater Plant Rebranding

City of San Leandro, California

H20 Works is the modern new name for San Leandro's water treatment plant, previously
called the San Leandro Water Pollution Control Plant. The old name didn't convey all the
functions the plant fulfills. The new name combines the industrial grit of “works" with the
modern concept of putting water to work. It capitalizes on the plant's 70-plus year history,
while firmly ushering it into the twenty-first century.

MIG developed a fresh new identify, name, logo and branding campaign for all materials
that reach customers and the public. In our ongoing relationship, we are developing plant
signage, a facility brochure, branded t-shirts for employees, and an exciting field trip
guide for student visitors.
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PROJECT SAMPLE

San Jose/Santa Clara Water Pollution Control
Plant: Community Outreach and Education

City of San Jose, California

Built in 1956, the water pollution control plant needs a $2 billion rebuild to continue to
operate in a safe and reliable manner.

MIG developed a community outreach and public information campaign that promotes
rebuilding the plant, helps residents understand why it needs to be rebuilt and the oppor-
tunities that are available for new land uses on the site, and increases acceptance for rate
increases.

MIG provided the strategy for the outreach campaign and a Briefing Book for public
officials, and designed and implemented a social marketing campaign that encouraged
residents to support rebuilding the plant.

As a result, elected officials stayed on message, community visits to the plant increased
ten-fold, a phone survey showed a 13% increase in unprompted awareness of the rebuild
need, and publicinput at workshops was overwhelmingly positive.
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PROJECT SAMPLE
Clean Water Clean Beaches Ballot Measure

County of Los Angeles, California

The county hired MIG to educate Los Angeles County residents about the importance of
clean water, bringing together 85 cities and over 100 diverse stakeholders to agree on
rate increases to improve water quality in area rivers, lakes and beaches.

As part of a website, MIG produced a fun, multilingual video that showed how individual
behavior affects water quality downstream. The website allowed disparate stakeholders
to collaborate in real time. MIG developed outreach strategies to communicate benefits
and contact hard-to-reach populations. Decision makers and stakeholders across the
county worked together to publicize water quality issues to the general public.

http://lacleanwater.migwebtech.com
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PROJECT SAMPLE

Clipper Card Branding and Marketing

Bay Area, California

MIG currently provides brand management, marketing and graphic design services for Clipper,
the Bay Area’s regional transit fare payment system. Our work ranges from highly targeted,
localized outreach to overarching, system-wide campaigns.

From tongue-in-cheek YouTube videos to bold and colorful station displays, MIG's creative team
produces creative campaign collateral that elevates the Clipper brand, builds awareness of the
product and increases interest in key features. MIG's involvement has also included market
research to better understand Clipper audiences and to inform its marketing strategy and
messaging.

MIG developed a cohesive look and feel that is applied to all informational flyers, ticket kiosks
and display boards to ensure brand consistency throughout the region. MIG has also enhanced
Clipper's social media presence, utilizing Facebook and Twitter feeds as both informational and
promotional channels to inform users and expand its online audience.

You can also view recent videos, featuring Clip the Clipper card, on Bay Area Clipper's YouTube
page:

https://www.youtube.com/watch?v=NmsSAYYtX2A
https://www.youtube.com/watch?v=cPfg1-0D0Qk

https://www.youtube.com/watch?v=IE9EI4GTu3A
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PROJECT SAMPLE

Energy Upgrade California
Branding and Marketing

California Energy Commission | Statewide, California

MIG was hired to help the State, Los Angeles County, and the San Francisco Bay Area roll
outa new program to achieve 40% energy efficiency in residential buildings by 2020.

MIG conducted extensive market research including countywide phone surveys and
focus groups throughout the state to gauge attitudes and awareness of energy efficient
practices. Based on the results of the research, MIG developed a program brand and
compelling creative to serve as the foundation for a comprehensive marketing campaign.

Community-based marketing, led by InterEthnica, engaged local community-based
organizations and implemented local incentives such as a home energy makeover
contest, energy open houses, and a neighborhood “party van” to raise awareness in
targeted communities.

Asaresult of the campaign, awareness of the Energy Upgrade program steadily increased,
and the brand is now the umbrella for all California energy efficiency programs.
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PROJECT SAMPLE
Safe Routes to School Campaign

Solano County, California

The Solano Transportation Authority brought MIG in to help build awareness and encourage safety
for diverse families and students of all ages throughout Solano County.

MIG created a series of colorful, eye-catching designs for outreach materials targeted to specificage
groups—elementary school, middle school, and high school. MIG developed strategies for commu-
nity-based outreach that engaged families and students living in high-impact neighborhoods to
make sure that the message of safety and safe routes was heard.

Safe Routes to School in Solano County received a much-needed boost in awareness as students
participated in various events.
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PROJECT SAMPLE
Contra Costa Waste Diversion Website

Central Contra Costa County, California

The Central Contra Costa Solid Waste Authority (CCCSWA) needed a website that could
showcase its new brand and deliver database-driven interactive features that streamline
common tasks and enhance customer service while still being easy to administer.

MIG quickly created a fresh, modern and compelling website that leverages the
CCCSWA's new brand identity and logo design. The cohesive and easy-to-use site archi-
tecture addressed all of the CCCSWA's needs using elegant and intuitive interfaces and
navigation techniques.

Residents, businesses and schools easily find what they need. The website includes a
recycling wizard that allows visitors to find the nearest waste and recycling centers that
handle particular materials. The site also allows residents to order composting bins and
sign up for workshop events.

www.recyclesmart.org
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PROJECT SAMPLE

Metroplitan Wastewater Management
Commission Recycled Water

Marketing Services
City of Eugene/Springfield, Oregon

In the Willamette Valley region, the Metropolitan Wastewater Management Commission
(MWMC) recycles about 50 million gallons of water annually. MIG was hired to provide
marketing and communication services to explore how more recycled water could be
used by industry, agriculture and public agencies.

MIG conducted an audit of the MWMC's communication materials and facilitated a series
of workshops with MWMC management. The result was a unified approach to communi-
cating about recycled water and assessing community needs. The communications plan
ensured consistent and effective communications about recycled water throughout the
project. A comprehensive FAQ document, website information and a brochure provided
public information about the program.
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PROJECT SAMPLE

Santa Clara Valley Water District
Public Outreach and Education

Santa Clara County, California

MIG, in partnership with the Hispanic Chamber of Commerce and other community
organizations, led the effort to implement the benefit assessment outreach plan. Activ-
ities included stakeholder discussions, public workshops, a series of “blue ribbon” forums
with key business and community leaders and a variety of print and multi-media public
information materials in two languages.

Asaresult, the District's Flood Protection and Stream Stewardship Program received voter
approval to renew the needed benefit assessment.
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PROJECT SAMPLE
Santa Barbara Watersheds Public Outreach

City of Santa Barbara, California

The City of Santa Barbara engaged MIG to help the community understand the state of
their watersheds and develop action plans to improve creeks and ocean water quality.
MIG designed a series of highly visual maps to help the community develop a sense of
place and better understand how they are personally affected.

We developed a series of community workshops, led by staff, advertised in print media,
as well as through direct mail postcard invitations. We also developed a guide to the
watershed that describes and shows the effects of pollution and trash. The award-winning
design increased public awareness and helped the City gain approval for water pollution
prevention action plans.
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cost proposal

Hourly rates for staff by classification are shown at right. The following page
has a preliminary fee proposal broken out by task and by person.

Please note, all costs associated with the tasks are shown on the following
page except:

Task 2.4. |f the District wants MIG to monitor and manage content for the
Facebook (and other social media) we will charge $135/hour. We will work
with the District to set the number of hours per month.

Task 2.6 MIG will develop the Media Engagement Plan and hold one
media training for staff and Board members. We recommend that the
District appoint internal staff as the spokespeople for the media. However, if
the District requires additional assistance with the media outreach, MIG will
bill on an hourly basis from $135-210, depending on the task.

We have shown an optional task (Task 1.3) for a Baseline Poll. The costs are
shown on the spreadsheet, but not included in the total.

42

For purposes of this cost proposal, we assume that Phases 1 and 2 occur
within the first year. Phase 3 represents potential work in Year 2. The costs for
Phase 3 are much more preliminary because they begin with an evaluation
of the previous year's work.

HOURLY RATES BY CLASSIFICATION

Carie DeRuiter, Principal $220.00
Joyce Vollmer, Director of Strategic Communications $210.00
Shannon Koy, Project Manager $135.00
Ed Canalin, Art Director $170.00
Steve Kokotas, Director of Technology $185.00
Lisa Tyler, Web Designer $150.00
Graphic Production Artist $110.00
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Carie DeRuiter
Principal-in-Charge

Ed Canalin
Art Director

Steve Kokotas
Web Director

Joyce Vollmer
Project Director

Shannon Koy
Project Manager

Lisa Tyler
Web/UX/UI Designer Graphic Production MIG Direct Professional Fees

Totals Costs Totals

fee proposal

$13,640

206

$27,810

72

$10,800

-]

92

196

1 COMMUNICATIONS AND OUTREACH STRATEGY

1.1 Kickoff and Strategy Meeting $1,760 8 $1,080 8 $1,080 0 $0 4] $0 $0 0 $0| 24 $3,920 $124 $4,044
1.2 | Project Management and Team Coordination $220) 8 $1,080 20 $2,700 0 %0 0 $0 %0 0 $0 29 $4,000 $0 $4,000
1.2 |Research $220| 12 $1,620 24 $3,240 0 %0 0 $0 %0 4] $0 37 $£4,860 %0 $4,860
1.4 | Stakeholder Interviews (Up to 15) $440 10 $1,350 32 $4,320 $0 30 $0 8 $880 44 $6,550 $340 $6,890
1.5 | Baseline Poll (Optional) $220 2 $270 8 $1,080 $0 $0 $0 $0 11 $1,350 $23,000 $24,350
1.6 | Communications and Qutreach Plan $880 24 $3,240 40 $5,400 8 £1,200 4 £600 $0 16 $1,760 a0 $12,200 $0 $12,200

Subtotal 53,?40} 64 $8,640 132 $17,820 8 £1,200 4 $600 0 %0 24 $2,640 225 $32,880 $464 $31,994

f DUCATION AND OUTREA

2.1 |Strategy Meeting 8 $1,760 8 $1,080 8 $1,080 $0 $0 $0 $0, 24 $3,920 $124 $4,044
2.2 |Project Management and Team Coordination (Ongoing) 2 $440 8 $1,080 80 $10,800 $0 $0 $0 ] $0 20 $12,320 $0 $12,320
2.3 | Brand Identity and Print Collateral 8 $1,760 12 $1,620 16 $2,160, 32 £4,800 $0 $0 $4,400, 108 $12,980 $124 $13,104
2.4 |Website and Social Media 4 3330:' 30 $4,050 58 $7,830 8 $1,200 32 $4,800 60 $9,000 16 $1,760| 208 328,640 $0 $28,640
2.5 | Outreach Ambassador Toolkit 8 $1 ,7605' 24 $3,240 48 $6,480 8 $1,200 30 $0 $4,400, 128 $15,320 $0 $15,320
2.6 |Media Engagement Plan and Training 1 3220-‘ 16 $2,160 16 $2,160 $0 $0 $0 4 £440 37 $4,760 $124 $4,884

Subtotal $6,820 98 $13,230 226 $30,510 48 $7,200 32 $4,800 60 $9,000 100 $11,000 595 $77,940 $372 $78,312

PHASE 2 EDUCATION AND QUTREACH (continued)

3.1 |Strategy Meeting 8 $1,760 8 £1,080 8 $1,080 50 $0 30 ] $0 24 $3,920 $124 $4,044
3.2 Project Management and Team Coordination (Ongoing) 2 $440 2 $270, 120 $16,200 $0 $0 $0 $0| 124 $16,470 $0 $16,470
3.3 | Media Engagement/Website and Social Media (Ongoing) 2 5440? 16 £2,160 32 $4,320 8 £1,200 24 $3,600 32 £4,800 24 $2,640, 138 $18,720 $0 $18,720
3.4 | Promotional Materials 0 $0 2 $270 16 $2,160 8 $1,200 0 30 0 50 24 $2,640 50 $6,.270 $2,500 $8,770
3.5 |Marketing Campaign 2 $440 16 $2,160 16 $2,160 50 $0 30 24 $2,640 58 $6,960 $50,000 $56,960

Subtotal 14 $3,080 44 $5,940 192 $25,920 16 $2,400 24 $3,600 32 $4,800 i $7,920 394 $52,340 $52,624 $104,964
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$74,250
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$9,000

$13,800

$21,560

1214

$163,160
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