
DAY~ N 
RFQ16-846Q 

ATTACHMENT I 
GENERAL INFORMATION 

1. Respondent Information: Provide the following infonnation regarding the Respondent. 
(NOTE: Co-Respondents are two or more entities proposing as a team or joint venture with 
each signing the contract, if awarded. Sub-contractors are not Co-Respondents and should 
not be identified here. If this proposal includes Co-Respondents, provide the required 
information in this Item #1 for each Co-Respondent by copying and inserting an additional 
block(s) before Item #2.) 

R d t N The Ohlmann Group, Inc. espon en ame: _________________________ _ 

(NOTE: Give exact legal name as it will appear on the contract, if awarded.) 

Principal Address: 1605 North Main St. 

City: Dayton State:._O_H _____ -----'Zip Code: 45405 

Telephone No .. _9_3_7-_2_7_B-_0_6B_1 ______ Fax No: 937-277-1723 

Website address: www .ohlmanngroup.com Year established: 1949 ----------
5 years, 2 months 

Provide the number of years in business under present name: ___________ _ 

31-0682270 
Social Security Number or Federal Employer Identification Number: ________ _ 

Comptroller's Taxpayer Number, if applicable: ___ N_IA _____________ _ 
(NOTE: This 11-digit number is sometimes referred to as the Comptroller's TIN or TID.) 

Business Structure: Check the box that indicates the business structure of the Respondent. 

Individual or Sole Proprietorship. If checked, list Assumed Name, if any: _____ _ 
Partnership 

.X Corporation 

Also, check one: 

If checked, check one: K. For-Profit _ Nonprofit 
.X.. Domestic _ Foreign 

_Other If checked, list business structure: ________________ _ 
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DAY~ N 
ru•1.ta ••t11••1.• 

RFQ 16-846Q 

Printed Name of Contract Signatory: _L_in_d_a_O_h_lm_a_n_n_K_a_h_n ___________ _ 

Job Title: CEO/Media Director 

(NOTE: This RFQ solicits proposals to provide services under a contract which 
has been identified as "High Profile". Therefore, Respondent must provide the 
name of person that will sign the contract for the Respondent, if awarded.) 

Provide any other names under which Respondent has operated within the last IO years and length 
of time under for each: 
Penny Ohlmann Neiman, 42 years 

Provide address of office from which this project would be managed: 

City: 1605 North Main Street State: Ohio Zip Code: 45405-4198 
Telephone No .. _9_37_-_2_78_-_06_8_1 ______ Fax No: 937-277-1723 
Annual Revenue: $13,633,900 

Total Number of Employees: _2_3 _______ _ 

List Percentage of Employees that reside in the following: 
DPSD~ % City of Dayton~ % Montgomery County~% Ohio 100 % 

Briefly describe other lines of business that the company is directly or indirectly affiliated with: 
N/A 

List Related Companies: 
N/A 

2. Contact Information: List the one person who DPSD may contact concerning your proposal 
or setting dates for meetings. 

Name: Linda Ohlmann Kahn 

Address: 1605 North Main St. 
Title: CEO ---------

City: Dayton State: OH Zip Code: 45405 

Telephone No._9_37_-_2_78_-_06_8_1 ______ Fax No: 937-277-1723 

Email: Linda@ohlmanngroup.com 
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DAYT-- N 
ru•1.to eaN001.• 

3. Does Respondent anticipate any mergers, transfer of organization ownership, management 
reorganization, or departure of key personnel within the next twelve (12) months? 

Yes No _L 

4. Is Respondent authorized and/or licensed to do business in Ohio? 

Yes L No 

If"Yes", list authorizations/licenses. 
Ohio ID# 51-087891 

5. Where is the Respondent's corporate headquarters located? Dayton, Ohio 

6. Local/County Operation: Does the Respondent have an office located in Dayton, Ohio? 

Yes ~No 

If"Yes", respond to a and b below: 

a. How long has the Respondent conducted business from its Dayton office? 
Years j9 Months_ 

b. Choose only one (1) Is the firm headquartered in the following: 
DPSD? ..JL City of Dayton __ Montgomery County __ Ohio __ 

7. Debarment/Suspension Information: Has the Respondent or any of its principals been 
debarred or suspended from contracting with any public entity? 

Yes _ No_x_ 
y 

If "Yes", identify the public entity and the name and current phone number of a 
representative of the public entity familiar with the debarment or suspension, and state the 
reason for or circumstances surrounding the debarment or suspension, including but not 
limited to the period of time for such debarment or suspension. 
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DAY~ N 
RFQ16-846Q 

8. Surety Information: Has the Respondent ever had a bond or surety canceled or forfeited? 
Yes No _L 
If"Yes", state the name of the bonding company, date, amount of bond and reason for such 
cancellation or forfeiture. 

9. Bankruptcy Information: Has the Respondent ever been declared bankrupt or filed for 
protection from creditors under state or federal proceedings? 
Yes No_x. 
If "Yes", state the date, court, jurisdiction, cause number, amount of liabilities and amount of assets. 

10. Disciplinary Action: Has the Respondent ever received any disciplinary action, or any pending 
disciplinary action, from any regulatory bodies or professional organizations? 
Yes No~ 

lf"Yes", state the name of the regulatory body or professional organization, date and reason for 
disciplinary or impending disciplinary action. 

11. Previous Contracts: 
a. Has the Respondent ever failed to complete any contract awarded? 

Yes No~ 
If"Yes", state the name of the organization contracted with, services contracted, date, contract 
amount and reason for failing to complete the contract. 

b. Has any officer or partner proposed for this assignment ever been an officer or partner of some 
other organization that failed to complete a contract? 
Yes No~ 
If"Yes", state the name of the individual, organization contracted with, services 
contracted, date, contract amount and reason for failing to complete the contract. 

c. Has any officer or partner proposed for this assignment ever failed to complete a contract 
handled in his or her own name? 
Yes _ No ~ 

If "Yes", state the name of the individual, organization contracted with, services 
contracted, date, contract amount and reason for failing to complete the contract. 
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Authorized Signature 
5.1.a. Authorized Signature 

Linda Ohlmann Kahn 

CEO/Media Director 

The Ohlmann Group 

160S North Main St. 

Dayton, OH 45405-4198 
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Attachment II 

Qualifications & Experience Questionnaire 
1. Desalbe Respondent's experience relevilnt to th• Scope of Services requested by the 

RFQ. Identify auodated r.sults or lmpilcts of the project/work perfonned. 

The Ohlmann Group Is a ruH-servlce marketing agency located In Dayton, Ohio. We provide 
our clients with a suite of marketing and advertising solutions, lndudlng brand strategy, 
media buying, web design, public relations, and traditional broadcasL diglla~ and social 
media services. 

We have a passion for creating Incredible marketing campaigns that deliver results. We 
know that effective marketing is about more than a clever slogan and cool logo. It's about 
producing tangible, measurable results - on time and on budget - for our clients. 

Founded in 1949 in Dayton, Ohio. we serve clients across town and across the country. 
Whether It's web design, branding. media buying, event planning. public relallons, marketing 
strategy, or print. we have the tools, skills, and expertise to deliver the marketing solutions 
you need to overcome every challenge. 

Our media strategy, purchasing, and reporting team ullllzes a fully automated system for 
media management This maximizes our accountability, efficiency, and responsiveness to 
the needs of our clients. We have an Integrated accounting system that allows us to audit 
every piece of media we place. Addltlonally, we have access to Nielsen research, the leading 
research and reporting tool in the industry, which gives us Insights into what people are 
watching and listening to. and where. The Ohlmann Group Is the only firm to win AAF 
Dayton's Mercury Award for Best Media Buyer every year of the award's existence. 

We have worked with big, established brands as well as fresh entrepreneurs to develop 
identities that enable them to thrive. We have managed public relations crises, promoted levy 
issues, and created Innovative multi-media advertising campaigns for clients In everything 
from education to healthcare. We've also targeted both consumers and business In campaigns 
for munlclpalities and associations. We have also been awarded the distinguished status of a 
Google Partner Agency. 

We have provided examples of campaigns we have developed for a range of customers, 
including Dayton Public Schools, on the following pages. 



I've got 
healthcare 

I've got 

heart 

#1 Medicaid 
Plan in Ohio 

1-3- !!! 

CARESOURCE 

C..11eSouru I, one of the fa1te1t growing hHhh are companies 
In America and. ill their membenhlp grows they r!(lulre a unlfi•d 
creative vision to keep all mark•ting and advertising materials 
conslst,nt In moHage and visual styt,. CareSoun:e worked 
utenstwly with lnterbrand to conduct market research and 
create a new logo and brand ,tandards from their finding,. The 
Ohlmann Group then joined the putnenhlp to help define and 
develop a brand mark and message that reOec:ted thepa11lon of 
their mlsslon:'To make a difference In the lives of undenerved 
~leby Improving their heahh care." 

With the goal of developing an e,pnmlon that would capture 
thee11ence of the CareSoun:e brand. d,fferentiatethem from 
compelitlon, and connect with target audiences. The Ohlmann 
Groupcreated"Health Care with Heart."Thls reflected the 
paulon that drivM evel)'lhlng they do and resonatts with what 
consumers ar• looking fo, In a chaotic and 1o,ne11m .. 1mper10nal 
heahh care landscape. From there, we wereasked to produce a 
wod• range of creallve d,lrw,rables, including billboards. radio 
commerdm, and auorli!d collateral materials. In the lime since, 
we haw, taken the creative lead on num,rous integrated mu hi-
st ate campaign, for a variety of their hHlth care offerlngL 

"Health Care with Heart"has been adopted as a tagline that 
••press .. the hearlbeat of the brand. It conn bin ts resources 
with , .. uurance. compassion with commltmen~ and pauion 
with performance In making a dlfferenc,ln then memben'liv•s. 
This lmporlant brand re-launch has helpedCareSource achieve 
s1Kc .. s In Medicaid expansion Initiatives and a new Heahh Care 
Exchange product, a1 well as set the stage for future product 
lntrodUClionL Their dramatic growth continues.~ all! proud to 
~ a part of this growth and continue to help CareSoun:e with 
their even:hanging maok!llng need1. 



LATEST NEWS 

HARTZELL PROPELLER 

Harlzrll Propeler Is lhe global luder in advanced propeller ~sign 
and manufacluring technology. lleause of t~r concentration 
and commitment to propellor-driVl!n aviation, they are the suppl le, 

of tho Ice for nurfy r<flY major aircra~ manufacturer. In spite 
of exceptional manufacturing and fflginttting perfoonance, 
Hamell was struggUng wilh dlfferentlallng from the compelillon 
and est•bllshlng an onl!ne presence that ptope,tyrenected the 
brand's dominant position In the ma,kelplace. And despite a wildly 
enthusiastic online aviation community, they were notlceably ab\ent 
,n social media channels. 

The Ohlmann Group was hired to do martcet research, strategic 
planning. and ultimately successfully reintroduce the Hartlell brand. 
The website and \he brand's subHquent marketing activities h­
been Incredibly well received by the market. from being nearly 
Invisible In web SHrch, Hart,eB now ranks fint in nearly all Important 
search terms lo, their category. In addmon. lhe re-lnvlgorated 
HartzeO brand has been ref,e;hed In print and onllne advertising. 
tra~ show material1, special evfflt martcetlng. .1nd more. As The 
Ohlmann Group now takes lead on all of their social medl.l and 
content marketing, Ha null Pnipeiler Is now poised for continued 
growth and profitablll!J. Based upon the results a,tu .. ed for the 
Hartzell Propelle, brand, The Ohlmann Group was awarded 
re-launch p,og,ams f<>r two additional companies of the Hartull 
parent company, Tailwind Technologies. Werec:ently upgraded the 
Hartzell Propeller wet»lte again, settlng \he stage for even 
further growth. 
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Graceworks Lutheran Services 
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GRACEWORKSLUTHERAN 
SERVICES 
CiracOW01ks Luth.,an Servic.., a la~ continuum of care 
retirement communlly locattd In the southern area of 
Dayton, was looking to r.-brand and connect with not 
only seniors on retl11!mtnl option$. but al,o engage the 
kids of ,:entors •S more ind more senior-, are wanting, and 
are able, to "age In pbce ~ One of out ~nl anlgnments was 
the launch of a new Ciraceworks at Home program. 

Br using a newly designed. heavy content SEO and 
SEM campaign. we lntroductd this new program that 
highlighted the e,pert care on campus now available 
off campus. TV and strateglcaHr placed digital biabouds 
were also ustd to complement the launch campaign. 
Efforts were then broadened out tolndudeal the services 
offered through Cimeworks Lutheran Services Ina 
series o!TV advNIJ..,ments and buslnen public>lion, 
for posttloning. 

Ciraceworks al Home conllnues to meet or-exceed budget 
expectations since Its successful launch In June of 2012. 
Additionally, awarenen of other Rrvlces offered through 
Graceworla haw been building, culminating with a I tO'Mo 
Increase In online donations lo, their 2013 Giving Tuesday 
campaign. 
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DAYTON PUBLIC SCHOOLS 

Dayton Public Sc;hools b an urban district ol approidmately 
14,000 diverse students In p~ndergarten through high 
school Your students and alumni have been 1ecogntzed ii 
loaL ttite, ind n1ti0Ril lewls ro. their talents in ttw, art;, 
academic;, busln•n and civic leadeishlp. and athletics. 
And you, school for the am has been named among the 
Rition\ bes! public high schools for several yea11 running 
in U.S. Nft!ls & IVotld 11,po,t. 

As with many or our dients, Da)'1on Publlc School< has been 
long affiliated with The Ohlmann Group. We have, over 
decades of collaboratlon, created a number of marketing 
materials and AMual Repom. We have produced rad,o 
commffl:ial;, billboard;, and online ads. We havt! pu,chased 
and placed both trad"ional media and digital media. And we 
.::ontlnue to offer our profeu lo,..I ,ervtces to you as you li ce 
the challenges of providing a quality urban education. 
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QUICKTURN 

The Ohio Department of Education, woning wilh • number 
of educallon lnstltvtlons, cruted • spe,;lal high school 
diploma p,ogram for adulu who are over 22.,_arHld. livlng 
In Ohio. and do not have a diploma m • GEO, Counselms work 

with the adult reamers lo develop Individual plans to identify 
thecounes and assessments needed to graduatund earn 
a diploma. Providen try their best to schedule Instructional 
dates and times to meet the needs of adult leamers. 

The Ohlmann Group worked wilh four Soulhwestem Ohio 
CArrrr Centers lo brand lhe p,ogram as OukkTurn and then 
crraled a number of printed marketing materials. website, 
and supporting video, Iran$!~ and ouldOOf advertising. 
The ""ult was a highly sucamful Ltunch campaign. which 
gained such positive momentum and response lhat we 
essential!)' cloned u,. ma1erlah for their Northeastern Ohio 
counterparts. 
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SPRING VALLEY 
ACADEMY 
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SPRING VALLEY ACADEMY 

Spring Valli,y Audtmy Is a pnvate. pre-kindergarten through 
high school Seventh-day Adventist colleg.-preparatory 

uhool, lacated In 1autheastem Montgomery County nHr 
Dayton. Ohio. Spring Valley Audtmy Is committed to 
e,cellence in educ.lion. co-cunicular ae1ivit,es.and s1uden1 
spiritual growth in a Christian environmen~ 

W()fking doselywith lh~r leaderihip team and tuchen. The 
Ohlmann Group m,ated a num~ al printed promotional 
Ryerund brochures to btlltr promote the school.In 
addition, we entirely ~maglned, re-drslgned, and re­
developed the i<hool"s -bsite Imm lhe ground up to create 

not only a valuable Information r110un:e IOI' students and 

parents, but also a vilal marketing tool lor prospects.~ 
Wl!bslte launched in fourth quarter 2016. 

• --------· __ ._. . ----· 
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2. Describe Respondent's spedflc e•perlence with publlc entitles, espedall)' urban K12 
school districts (other than DPSDJ. Use attachment VIII (or this purpose. 

We have provided examples or work that demonstrates our experience with public entities 

on the following pages, along with a description of the work that was completed. Please also 

see Attachment VIII for references pertaining lo these examples. 

In addition lo having served DPSD in the past, additional education clients Include 

Miami Valley Career Technology Center and Spring Valley Academy as you saw on previous 

pages in this attachment. With these clients and many others, we have promoted levy Issues, 

created innovative multi-media advertising campaigns, developed branding and marketing 

strategies, and much more. In addition, we have done extensive work with community­

building organizations such as Crayons to Classrooms. the Dayton Area Chamber of 

Commerce, CareSource, and Dayton Children's. 
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MIAMI 
CAREER. TECHNOLOGY CENTER. 

MIAMI VALLEY CAREER 
TECHNOLOGY CENTER 
(MVCTC) 

The Miami vaney Caree, Technology Center (MVCTCI is 
loatod in Englewood. Ohio and,.,_ 27 area high schools. 
In live counlle1 and !heir communities. MVOC offers over 50 

careet technical programs for high school juniors and seniors. 
Working wilh local busi=s and industry partners, MVCTC is 
helping to auract and m,ate jobs fo, our region~ economic 
gmwth. 

Al a fulkervice advertis ng and marketing communicalion1 
agency, The Ohlmann Group hu lenl our expefience lo nearly 

ewry lacel of MVOC~ advertising and markellng efforts. We 

wort wilh !heir marketing team to dewlop mategy. We buy 
and place I heir modia and coordinale ext en,~ mailings. 
We creale videos and television commercials in ;idd"ion to 
I heir entire collection of calillog1 and printed promotional 
malerials. And we'fe proud lo be part of their conlinuing 
su«es1 as one of the prtmier Careet Technology Cent en in 
the state. 
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MIAMI 
CAREER TECHNOLOGY CENTER 

Adult Education 

-

• • • 

J - --------~·=-.:::--------

Start here. 
Go anywhere. 

MVCTC ADULT EDUCATION 
DIVISION 

Th• Mlaml Valley ea,..,, Technology Cffllor Adull 
Educalion division has provided adulls wilh high-qualily 
lralnlng and oducalion for~, 40 yean. Their stat~ 
of•thHrt fad lily In Englewood provides exc•ptional 
aduh oducalion. MVCTC's Adull Education program, 
allow students to Pploro n.w areas and d~op n.w 
abiliijH for either penor,al or professional rouon, - all 
for a reasonable lnVHtmenl of time and money and In a 
lrlendly, yet challenging atmosphere. 

Just a, we provide a number of servkH fo, their high 
school operalion, we offer ourume e,per11s,, for lhe 
Adull Educalion division. for their adult leamer5, we hm, 
aeatod video. outdoo<, And digital adverti1ing as -ii 
a, a wiM variely of marlteling a>:lateral and dirl!CI mail 
postcards . 

Start here. \ 
Go anywhere. 
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LearntoEarn"' ReadySetSoar 

Dayton 
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READYSETSOAR 

ReadySetSoa, is !ho oarty IHmlng Initiative for Montgomery 
County and 1$ part of l.eam to um Dayton. Since Its 
lnc"Jltlon. with support from the Iddings Foundation, the 
work of ReadyS..tSoar has expanded to focvs on Improving 
klndorg.men r,,adln•n and third grade ,eadlng profic~ncy In 
our region. 

The Ohlmann Group has collabo<ated closely wilh 
ReadySotSoar on a number of yearly campalgn1, most 
recently fo, !heir PreSdlool P10mi1e inttlalive. our !asks 
Included marl<etlng strategy, media plans, digilal markellng. 
and a number of cn,alhn! projects, ranging from producing 

television and radio commordals lo dHigning billboards and 
digitatad1, 
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0 SINCLAIR 
COLLEGE 

Personal Finance 

f 

SINCLAIR COLLEGE 

With 1n enrollmtnt of 32.000 studont5. Slnd•ir is among the 
largest community colleges In America. lhey offer class" at 
tt,e;, downtown Dayton umpu5. a um pus cont er in Mason, 
regional centers In Englftvood, Huber Heights, and Eaton, 
online, andatW1ight.Pat1erson Air force Base. Sinclair 
remains the Southwest Ohio region's primary choice for 
• college educ.lion - having awarded 11101e degreei and 
certificates than any other Ohio Community College owr the 
lastSyears 

The ,.,i.uonsh,p between Sinclair and The Ohlmann Group 
spans decades, with our team providing ••tensive marketing 
st,ategy experti;e. creative campaigns, and media services 
throughout the cottege'shlstory, Wed~ marlcetlng 
strategy for Sinclair and then Implement that strategy In 
extensive award-winning umpalgns ranging from 1V. 
outdoor. and radio to digital advertising. social media 
marketing.and website development 
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3. 

3.a 

Provide portfollo of saimples of th• following work completed by Respondent. For each 
saimple, brleny describe tha work Respondant pro111ded. 

Consumar print 

Client: Hartzell Pmpeller 
Title, Red Bull Air Races Pmmotlonal Ad 

As the global leader in aviation propeller manulacture and design, Hartzell Propeller is 
always receplive to creative partnerships that help display their brand In the most positive 
light. Most recently, they teamed with internationally-renowned Red Bull Air Races lo not 
just provide all propellers for each competitor on the circuit. but also become the races' 
Technical Sponsor. 

The print ad that The Ohlmann Group created for the Red Bull Air Races program defines the 
Hartzell brand in a lew words with simple imagery. 

3.b Newspaper 

Oient: Graceworks Lutheran 
Title: Enjoy Life Ad 

Bethany Village is one of the Dayton-area's premier continuing care retirement 
communities that ofleis both assisted living and housing for residents who still want to 
live Independently. They're also a long•llme cllenl of The Ohlmann Group. In the eflort 
to create a campaign Iheme, we interviewed select residents about their experiences 
at Bethany Village. Each suggested that they were al Bethany because they are making 
the most out of their lire and want to live It to the best Those Interviews served 
as inspiration lor our current "Enjoy ure· campaign, now heavily saturated in local 
newspape~. magazine.s. and event pr0grams throughout the region. 
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3.c Digital/Online 

Client: Wrighl·Patt Credit Union 
TIUe:•on the Go"Campalgn 

Because of our active lifestyles and the abundance of technology at our fingertips, the era 
of brick-and-mortar banking Is giving way to a more virtual online experience. Bank 
customers appreciate the convenience of services like online bill-paying and onllne deposits, 
but are often tentatrve about embracing the new technologies. With that in mind, Wright-Patt 
Credit Union approached The Ohlmann Group about creating not Just a campaign that 
promoted mobile banking, but also a social media outreach that encouraged credit union 
members to share their positive experiences. 

We created the "On the Go" campaign featuring Wright.Patt Credit Union CEO Doug Felcher 
as its focal point Doug, like any otherWPCU member, could enjoy the convenience of mobile 
banking while In his back yard or on a motorcycle trip miles away. While Doug's posters, 
newspaper ads, e-blasts, and digital display ads featured his words of endorsement. they also 
encouraged other members to share their own stories and photos of their experiences 
using mobile banking•on the go.• The end result was a Facebook contest that exceeded the 
client's expectations and a campaign that not only raised awareness of mobile banking, but 
gave It a distinctly human face. 

......... --....... ~;..•- ....... ..,... 
1- .. -- ......... ·-·--
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3.d Broadcast Ito lndude wrltt•n scripts) 

Client: CareSource 
TIiie: Covered With Kindness "Friend1, 30 second 

The Ohlmann Group created a multi-state television campaign. featuring the music of 
Ingrid Michaelson, built around the new CareSource "Covered In Kindness· them11. 

Th• storyboard for one of the campaign's spots Is below. To view the completed commercial 
and other elements of the campaign. http://ohlmanngroup.com/dps/ 
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3.e Radio Ito lndude written salptsl 

Client: Montgomery County Schools, ReadySe!Soar 
TIiie: Preschool Promise Transit 

The Ohlmann Group has created a number of radio commercials for Leam to Earn Dayton and 
ReadySetSoarlhe most recent featured information about their Preschool Promise program. 

The wrillen script Is below. To listen to the audio broadcast. go to hllp://ohlmanngroup.com/dps/ 
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3.f Collateral 

Olent Miami Valley Career Technology Center 
TIiie: MVCTC Collateral 

Miami Valley Career Technology Center (MVCTCI Is positioned to lnnuence economic development In five 
southwestern Ohio counties (Montgomery, Warren, Preble, Darke, and Miami) by preparing students for 
the 21st century worl<force. Despite their unqualified success, they were struggling with providing the 
appropriate Information to the Intended audience. 

MVCTC needed a system of organization that was simple enough for anyone to get the information they 
needed quickly and easily. The school also wanted to build their brand awareness and make sure that 
design elements gelled across all platforms. The Ohlmann Group developed a new system of organizing 
that used a color scheme as a basis to help differentiate the clusters within the school system to address 
these needs. The Ohlmann Group has created a Career Guide for Students, class catalogs, and designed 
program sheets and posters for events as well as monthly postcards on an ongoing basis. 
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4. Desalbe Respondent's unique point-of-difference within the following! 
1. Position In the marketplace 
b. Strongest capabllilles or service niches 

At The Ohlmann Group, we simply have a passion for marketing. And our 67 years of 
experience as a full service advertising/marketing agency has taught us a thing or two. 

We understand that you need a marketing partner with both a strong left-brain and 
right·braln. This is one of our greatest strengths. Under one roof, we have researchers and 
strategists, media and digital buyers, and brand e•perts whose sole purpose Is to understand 
the OPSO brand and how it relates to your audiences. We have designers and producers, 
content creators. and web developers who bring that vision to life. And, In the end, we deliver 
tangible, measurable results. Our lht oflong-time clients testifies to that commitment. 

We provide our clients with eneptlonal client-first service and Innovative marketing 
solutions. Additionally, we take great pride In being a productive citizen In our community. 
We support numerous philanthropic endeavors. 

Our teams have developed successful marketing plans and campaigns that Integrate 
hundreds of separate Initiatives without missing a beat. We have managed public relations 
cnses, promoted levy Issues, and created Innovative multi-media advertising campaigns for 
educational clients, health care providers, trans it authorities, and associations. 

The people ofThe Ohlmann Group are skilled professionals who share a commitment to 
earning the trust of our clients by demonstrating personal Integrity, acting with professional 
responsibility, and providing Innovative marketing services. Our business model Is built 
around super•servlng our cllenU. Each client has a dedicated account executive who tailors 
our services specifically to the client's needs. 

The Ohlmann Group has also displayed great tenacity and endurance through our 60+ years 
of doing business. This can be attributed to our commitment to our clients' success through 
consistently delivering Innovative marketing and operating with Integrity. We recognize the 
Importance of vision and are constantly adding new services and capabllltles to stay abreast 
of new trends and technology. In fact. In the Dayton area, The Ohlmann Group Is one of a 
select few to be awarded the distinguished status or a Google Partner Agency. 

s. Provld• cll•nt 11st with y .. , acquired. See Attachment IX for this Information, 

6. Ust any rasourcas, lndudlng sp•clal relationships, equlpm•nt, etc., available to support 
this project. 

Our agency has been an active member of the Dayton communily for over 65 years. During 
that time, we have developed strong, strategic relationships with members of our community, 
including business leaders, development groups, community service agencies, media outlets, 
and vendors. These connections have helped us provide the best possible service lo our 
clients by ensuring that we always have our finger on the pulse of the city. We employ 

7, 

B. 

state-of-the-art technology In media tracking and placement as well as best-ln-class solutions 
for tracking web metrics, digital ad buying, and reporting. We have a recording studio 
In-house and designers on staff who can quickly create and animate numerous types of video 
for our clients. Our team stays connected with the very latest in project management tools. 
We continue to make big Investments in our digital and traditional media teams, which have 
both grown substantially over the last two years. 

If Respondent Is proposing as a team or Joint venture or has lnduded sub-contractors, 
desaibe the rational• for sdectlng the team and the eatant to which the team, Joint 
ventures, and/or sub-contractors have workl!d together in th• past. 

Whi1-Th.e Ohlmann Group w~I not be proposing a joint venture as a part of our proposal 
we have Included a couple of sub-contractors that we may engage with, depending on the 
assigned tasks and/or workload. These two sub-contractors include Mike Kurll,. who Is the 
Senior Media Producer at University of Oayton Media Production Group. and Joe Johnson. a 
senior level graphic and web designer . We have extensive experience working with each of 
these sub-contractors, and they are highly valued team members. Mike Is an expert In video 
production. Joe has 20+ years of experience In graphic and web design and will assist us with 
work overflow when the schedule demands It. 

Shit• the primary work assignment and the percentage of time key p11rsonnel 
will dewite to the project If awarded the contnct. Include Project Lead name and 
conhlct Information. Respondent may Include organlutlon chart outlining roles and 
responslbllltles as It relatas to this Request for Qualifications. 

Our organization chart Is shown below. Additional requested information can be found on the 
following page. 

The Ohlmann Group 
ORGANIZ4TION CHART 
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8. Key Ptl'$onnel, Continued ... 

a. Project Lead, Media Planning/lluying: b. Marketing Strategist: 
Contact: Linda Ohlmann Kahn David Bowman 
CEO President 
Ph: {9371 278.0681 Ph: (93 7} 278.0681 
EmaJI: llnda@IQhlmanngroup.com Email: davidfOhlmanngroup.com 
Time devoted to project: 165% of Time devoted to project: 15'11> of 
total work hours total work hours 

c. Creative Direction: d. PR and Community Relations: 
Jim Hausfeld Kameron Hurley 
Creative Director Content Markellng Manager 
Ph: (917) 278.0681 Ph: {9371278.0681 
Email: jimf\) hlmanngroup.com Email: kameron@ohlmanngroup.com 
Time devoted to project: 13'11, or Time devoted to project: 15% of 
total work hours total work hours 

e. Production/Design: r. Media Planning and Buying: 
Andy Kittles Helen Mumaw 
Senior Art Director Senior Media Strategist 
Ph: (937) 278.0681 Ph: {9371 278.0681 
Email: andy@ohlmanngroup.com Email: helen@ohlmanngroup.com 
Time devoted to project: 10%.of Time devoted lo project 65 ,.. of 
total work hours total work hours 

g. Web DevelopmenVMalntenance: h. Account Management: 
Kem Patton Roxann Patrick 
Senior Web Developer Director or Olent Engagement 
Ph: {9371278.0681 Ph: (937) 278.0681 
Email: kern@ohlmanngroup.com Email: roxann@ohlmanngroup.com 
Time devoted to project: 25~ of Time devoted to project: 6.S"' of 
total work hours total work hours 

i. Production ManagemenVTraffic: j. Dlgltal Research and Tracking: 
Gary Haschart Mike Blackney 
Production Manager Vice PresldenVDlgllal Media Director 
Ph: (937) 278.0681 Ph: (9371278.0681 
Email: g~ ohlmanngroup.com Email: mlk~ohlmanngroup.com 
Time devoted to project: l '!i or Time devoted to project: lO'!li, of 
total work hours total wo,k hours 

9. Provide resumes for key staff memben that will be assigned to this project. Identify the 
number and profaulon•I qu•Hflcatlons to lndude licenses. certifications, assodatlons 
of staff to be assign.cl to th• projed and relevant experience. 
Staff member resumes may be found on this and consecutive pages. 
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9. Resumes, Continued ••• 

David E. Bowman 

, Education 

,:. Masters of Busil1ess Administration in Marketing, University of Dayton 
(2004-2007) 

,C, BachelOfll ol Alts in Communication and Political Sdence, Wright State 
University (1992-1997) 

, Job History 

.:, The Ohlmann Group. Prnfdenl {2016-P=en1) 
,:, The Ohlmann Group, Chief Marl<eting Strategist (2010.2016) 
,C, School of Advertising Ari, Instructor (2012-Ptesanl) 
,:. LUC RUM Inc:, Mart.eting Manager (2006-2010) 
,:. Hafenbracl< Marketing, Account Ellecu1lve (2006-2008) 
,:. Reynolds & Reynolds, Sales Representative (Ap, l 2006-0dober 2006) 
,:. Relizon. Marketing Manager (200>2006) 
-:• Ohio F'llanc:ial Group, Marketing Manager {2001-2005) 
,C, Cintas, Sales Representative ( 1997-2000) 

, Awards/Credentials 

,:. Google AdWords Certified (December 2013-December 2014) 
,:. United Rehabilitation Services, Board of Directors 
,:. American Advertising Federation of Dayton, Board of Directors 
,:. Dayton B2B Magazine. Contributor 
,:. AAF Dayton 2011 and 2012 Merarry Award Winner. Best Ad Agency Rep 
-:, Dayton Business Joumal Forty Under 40 Winner • 2011 
•:• Epilepsy Foundation of Western Ohio, 2008 Board Member of the Year. 
,:. Greater Dayton Adverusing Association. 2010 Mercury Award • Unsung 

Hero 
,:. Greater Dayton Advettising Associallon. 2011 Merarry Award· Best Ad 

Agency Representative 

l 

Jim Hausfald 

~ Educalfon 

,:. 8A. ,Ol,i o Universily 1988 

~ Job History 

•!- Vice President, CreaUve, The Ohlmann Group - 2015-2017 
,:. Creative Services Director, The Ohlmann Group - 2012-2014 
v President, In-Haus Productions, Dayton, OH . 1993-2011 
,:, Creative Services Director , Cleat Channel Dayton, Dayton, OH • 

1988-2011 

, Awards/CredenUals 

,:. Over 200 local, regional . and national advertising awards, Including 
a National ADDY, and an intemallonal Radio and Production RAP 
Award. 

,:. Youngest winner of American Advertising Federation Silver Medal 
Lifetime Achievement Award from MF-Dayton for contributions lo 
advertising and the communily. 

,:, Dayton Business Joumal "40 Under 40" Award. 
,:. Winner of 20 AAf Dayton Hemnes/ADOY Awards for advertiSing 

excellence. 
,:. Eleven,lime Winner of AAF-Dayton Mercury Awards plus three 

awards lot "Vendot the Yea!" award ir1 2010, 2012, and 2015 , 
<-Two-year Past President. twelve-year board member, and longtime 

Hennes Awards Chairperson for American Advertising Federation -
Dayton 

•:• Co-created the Local Adveltislng Review Counci l, a joint 
partnership ol AAF,Dayton and the Better Business Bureau. 



Gary Haschart 

, Education 

+ School of Advertising Ar1, 1992 • Kettering, Ohio 
• Sludy Included graphic design, keytine, marl<er rendering, type 

ind,ealion and ctealNe ptt,1,r,,m salving. Trained on Macinloah 
compulers using Pholost,op, FreeHand, PageMaker, 11us1ra10t 
and Micn>soft Word. 

+ Wriglll Slale Universily, 1989 • Dayton, Ohio. BFA in Rne Ar1. Majo< In 
Drawing. Minor in Sculplure 

,. Employment History 

+ The Ohlmann Group; Dayton, Ohio. Production Director. 2017 lo Pmsenl 
• Handle day-to-day operations or print produdlon, wor"-lng to 

maintain u,., highest atandards or creative output for our dlents. 
• Work closely wtth creative team and prin1 "'ndo,. '° ensure 

smooth, seamle$s production or an prinled malerlals. 
• Coordinate esUmatas and purchase orders. 
• Coordinate and maintain traffic 1he1t for trafr.c meelings. 
• P100fread atl adverttSing materiats. 

+ The Ohlmann Group; Dayton, Ohio. Senior Art Oitactor. 2003 to 2016 
Brand Design/Development; Responsible for al aspects of Ille 
graphic dellign, Production and lmplementaUon of prinl and 
eledronlc media Including, but nol Umlled lo dnlgning ads, aales 
loleralure. d~ect mai p;eces, co,porale Identities, -b banners, 
web sites and posters; Projed management 

+ Freelance Design; Kettering, Ohio. Sell-Employed. 200210 2003 
+ OaVld K. Bumap Agency; Conlerville, Ohio. Ari Director 2000 lo 2002 
+ Cho Graphics; Cenlerville, Ohio. Graphic Oasigner. 1998 lo 2000 
+ Amole Cosmetlca Inc., Dayton, Ohio . Graphic Designer 1992 to 1998 

;. Awards/Credentials 

+ Won 3 Hermes Heads over I/le years from the Amencan Advertising 
FederallOn • Oa.,ton. One of the Hennas H1ads was fo, Iha c:cveted 
Judges Award lor Crealivily. 

,0. Trained In WordPn,as lor building out Websites once lhey are developed. 

Helen Mumaw 

,. Education 

,o. BS In Communications, School of Radio and Television, Ohio 
Univer.1i1y, 1981 

Job History 

'l> WPFB Radio, Middletown. OH· August. Sales Assistant to Sales 
Manager ( 1981-19831 

• Processlng Oldets fo, Sales Manager 
• Mana!ling sar,,s Manager car,,ndar 
• CneaUng Sates Flyers 

Interacting wilh sales. on-air, accounting staff 
• Typing colMU'licalions ror sales manager 

,o. The OhlmaM Group, Inc. Dec., 1983.Pnesenl 
Starled as Media Assistan1.Sroadcast; responsible for 
producing radio orders, traffic conlinuity, reconciling Invoices 
and AtWan:hing various markets 
Became Media Buyer; responsible for resean:hing, proa,ring 
and reconciling al media related lo newspaper, consumer 
and 1rade magazines, outlloor, Indoor advertising, movie 
lheater, email/ontlne/mobile advertising, dlnect mall, marriage 
maB and other andlary advertising vehicles lhat are 
available for a wide variety of indll3tries. 
Agency liaison with u.s_ Post Offoca. 

, Awards/CredenUals 

-0, Google Ad WOids Training 
-0, Fac:ebook Advertising Training Course Completed 
'l> Men:ury Award Honoree for Best Media Buyer 2007 • 2010 
,o. Men:ury Awlltd for Best Print Buyer 2012 
,o. Mera,ry Award for Besl Media Buyer 2013 
,i. Lead team responsible for submitting The OhlmaM Group for the 

Beller Business Bureau lntegrlty Awatd, for which - won in 2012. 
+ Guest Speaker at Outdoor Advertislng Association ol Ohio, 

Seplember . 1995 
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9. Resumes, Continued ... 

Mike Blackney 

;.. Education 

-:, BS In Communlcalions,-Advertising, minor in Marketing from 
Appalachian Slale Universl!y (Boone, NCI 

,.., Job History 

-> The Ohlmann Group - Dlgltal Media Manager 
•!- LIN Media - Digital Sales Director 
•> Commuler Advertising -Account Executive 
.:- Beny Company 

• Inside Sales 
• Outside Sales 
• Corporate Trainer 
• Corporale Training Manager 
• Inside Sales Manager 
• Outside Sales Manager 
• Account Executive 

Awards/Credentials 

~ Google Partnl!f', Google AdWords Certification In Advertising 
Fundamentals, Advanced Search, and Advanced 
Display , Proficiencies In Google Analytics, Microsoft AdCenter , 
Demand Side Pta11orms, Social Media Management, Fecebook 
Ads, Twilter Ads, YouTube TrueView ads, lead Generation, local 
SEO. MuH1ple Sales Awards . 

Roxann Patric:k 

~ Education 

+ A$socillln Devre• lrl ~ Art hwTI bdln& VocabonalT«t,nc;aJ 
Colego-Columbus,-

,,.. Employmenl History 

o Tho Ohmonn G""'II: Ooylon. Ohio. llndMd Cu,._ Engogomont. -.2016.,_ 
Wotldndly-....-en10........,~and1o.,....,. .................... 
W ... do..+,_,_lo_......._..,._., 
Nttsfaction. 

• Proposol dnelopm .... 
• Devolop<>l*NM~maleriab!orol!oct--..111o -·-· • - ., Ad"""'"'"9M; ~. Ohio. --o/C.,..,. S.0.-. 

2012 lo 2011 
M ...... odlludonts!o.,._.lhOfflfol~nlandjob 
pllcometllfadgraduoln 

• Co,,llutNc:ted ProlnMDMI Dnllapmenl dnMt 
• Adliovod100%pllcomontd--yoo, 
• DnolopoclandoHaMdhlgllly ............ inaog,nlJobFair 

+ D"'9'0'I Solu1lons c,_. Inc. (DSGJ: C-. OH Prnident ond 
Creatiwe DireCIDt_ 1M4 IO 2014 

+ Forni Gron---. (no-.,_,~ c .... .-. Ohio. 
-"'1D- . 11H12,l99& 

+ Ro11ann Patrfd. and Astoc:fallel; Kea.Mg, OH , Ownet and Ctutive 
Dftdot . 191910 1992 

+ F,..,.._ G,ophlc Oe>i;nor; Dayton. Ohio. 19'3 lo 1989 

~ Awards/Credentials 

De>ign 11ti11 and m,alMI leadership 118',a led to over 100 8*alds lo, 
Ra,am ~her""'"' In variaul cornpeti11an1 ~ Ille 
Addy'I, OMA and Graphic Dflign USA. along willl sponsa,ld 
a,mpeU-• by Ille Womon·s Business E,,lerprise Notlanal Cound. 
u,e New Yen r ...... and co, NOWSpapen. 

RaxaM Is U,e current Preside111 ol 1he AAF-Oay1on: was a boaftl 
memtret ol111e NCCJ Daylon: was hancnd as ooa ol 14 women 
l>usineu owno,s nationally as a Woman Businns Siar by lhe 
WIIENC., 2007 andwas a larum board rnemberol1"1 WBENC 
in Wuhinglon DC fn>m 2004-2007. 
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9, Resum111, Continued ,-

K•m Panon 

Education: 
BFA, Bowling Green Stale Unlvorslly, Bowling Green, OH, 199-4 - 1999 

Job Hlalory: 
Tho Ohlmann GrtllJP (20l 6-pr .. en11 s.nior W•b Oevesop., 
• Develo!> and deploy dienl web sites using WonlptHS. 
• Cus1om Wordp<eu de$1gns and funcllonalily. 
• W0<k Wllh cltents and in1Bnw s1ockholde"' 10 plan and develop each clltnl wet, Site. 
• De~en1 lnclUding css. Javasc,ip~ PHP. mySql. 

Cloudlakeotl.com 12013-2016) Senior w..i, DeVtl/ope{ 
, Pan ot product developmenl team "'°rklng on main product. lndudir>g mo,,ing from Sifveriighl 

to a fua web lronl end 8j)Plica1ion bui~ in Angular.ls using TypeScripl and .NET MVC bac+....S 
ruo,,ing in Azure. 

, Created drawin<], edHlng and ,eposltioning elements in main company product. a web 
apfllication lhal usas the HTMLS Canvu f01 drawing using lho Konvajs framewOII<. 

• Oeveloped a production A.EST API lo, panner. to Interact wtth doudtakeoff MIVices and 
hosting. Uolng .NET 4.5 -AP l REST. oAU111 and colledlon+json. 

• Junior and Mid-level developer managemen1 and mentoring - dlrvdly managing a team ot 6 
Defining &tthi1eC1ura, coda reviews and bast Pfactices and teaching/lnolivaling 10 deMver on 
trrne and to p<omole knowledge g,oWlh m> Iha team. 

Le,isNe,is [2001 - 20131 Seni<x Soltware £"fl""'"'· Marl<•t,ng AllaJrtk,J 
• WOik closely wtu, sales, marlteling and the busine» segment leaders to develop productlvlly 

tools and lmp""'e e•isling sales tools using Cf, .NET, MS SOI.. Java~L 
• Work with data leam to Improve da1a architecture for pem,nnance enhancements to allow 

large sets ol data to be web accessible. 
• Architected and built a web baaed contact management applica1ion 10< sales, giving them 

access to customer and l .. d data and •-lhem lo manage 1lleir sales actMties. Designed 
arid built Iha data ba&e in MS SOL and ASP.NET web application Using Cl, Ja¥a~t 
HTMLCSS. 

• Created Dalabasa dri\,en conununily plaHonn lhal supported ave, 30 indi¥idual community 
sites. geared lo sptdr,c target audiences within the legal markeL Driving 1,5 rnilion page 
views 0t1 &Yer.age per month. 

, Developed and maintained loaming managemenl system f0< cuslomers lo purchase course 
wort< and Cffliflcatlon IHling. 

• Lead development ot Books101e mlctosl1es "hic:11 Include consuming ATG websarvicff. 
Allowing for tho crea1ion of personalized shoppintJ e•perlenc:es lor different pmduct offerings, 
Including an in page shopping cart using JavaScript and Cl NET API 

AndyKIIUH 

, Education 

-4' School of Advertrsing Art· 1992 

, Job History 

o The Olllmann Group (2006-P,esent) -Alf Dnclor 
Designing concepUg,aphlcs for ...,bsl1 .. , magazjnn, 
newspapero and bilboanls, as -a as colaleral maleflal 
used lo support lhe campaigns d bolh corpon,le and 
consumer acmunts 

o Ohio Department of OeY81opment OffiCa or Communlca11ons 
(2000-2006) - Gn,phics Manager 

• D"""""'8<1 marte!mgloommunicalions materials kl< 7 
dMslons wi1Nn Iha 0000 lllduding; Economic 
Oevalopment lnlemallonal Trade, Tochnofogr, Travel and 
Tourism, Community Development, GOV8ffl(J(s Office of 
AppalacNa, and the GOV8ffl(J(s Olfiat {tall Admlnlstmllon) 
Managed a small team ol designers, web developers, and 
inlems 

, Awards/Credentials 

Choosing Hope AdoptionS, Spmgfiald Ohio - Communications and Matlleting 
Boan! Member (cunenl) 

Springfield El<dlange Club FOllndalion - Boan! Member {rum,nl) 

2015 Silver Addy-MF Oaylon 
2015 Bronze Addy {7)-AAF Dayton 
2014 Gotd Addy· AAF Cayton 
2014 Si-Addy• MF Oaylon 
2014 Bronze Addy- AAF Daylon 
2013 Gold Addy- AAF Oaylon 
2013 Silver Addy· MF Oaylon 
2013 Bronze Addy (5)- AAF Daylon 
2012 Siver Addy- AAF Oaylon 
2012 Bronze Add~ (2)-AAF Dayton 
2IIO'J Silver Addy (21 • AAF Oaylon 
2IIO'J Bn>nle Addy {5). MF Dayton 



!I, Resum.s, Continued_, 

j_ . WOll<edwlth aoo11dff andbland ,nanagon loawa1o IUIX:eSSfiJ 
«Jf11ont matt.ellng and oommunlcallono pl- and campaigns 
aaDSS multipla pla1fmms . Devel_.i a,py template aeolian for in-house lffm, resulting In ., -overall irnpfowment In dnllting an<I layout times al - mall an<I 
email p,ajeds by 20% 

Kame,.., Hurley ;. Awanls/Oedontials 

, Education o Tlte Ohlmann Gmup, Inc. 5"nior CCpywriter 9 20U HermesAwanl, B""""· lnleg,ated c._;gn, . Man:h 2010 - March 2011 
9 1M. Hisk>rical Slud;os, University al K-·ZulU Natal . Developed and managed IOdal media, digital advalllsing (~l 

9 2013 Hermes Awalll, Btl>nzo Ccnsurnor o, Trade .o, BA. Historical Slud1n, Univerwty of Ala1U-faimank1 can1'"L end """"'"'llicatioM and PR plans lor clien1s Publication (a,pywritingl 9 M. GenoAl StudieS, Ctatll Catlege . C<u!ed, wrolo, pHd,ed, and placed PR pieces - Including 
press releases and article a,ntent - lo media outlets 

9 2012 Henne, Awalll, fln,nze. con....,., 0< Tn1de 
, JobHislofy Publicallon(a,pywriting) 

O ITS Financial. CammunicaUans Manaver '> 2012 Hennes Awanl , fln,nze . lnteractiv& Media (a,pywritlng) 
9 Tho Ohlmann Group, Inc. Content Marl&eling Manager . June 2007-Mard'l 2010 . ~201S-Present . 0...lapod ~- aimmunk:allons alrateg..s far " Addi1ional Awards . Lead - end odalar far yearly dienl ma;a,,ne featumg S40"4 company,~ do$el)' wi01 company·, CEO Md 

int•Me'llll'S with h'lation pioneers and induslry taadera, e11;ec,.,Uw 1•un. PJOdlKed al Internal and eidemal O 2013 Hogo Award, Bes1 Related WOif< ("We Have Always 
ondudlngwnt.,-, -..-. and <XllfflUllc:atl fornationwlde - and fnlnchlse S)'1lem. Foughr, - Hmded al ..,_ inquiries as a,mpany spokesperson and O 2013 Hogo Awanl. Bes1 Fan Wnter . cn,ore, and....,.,. on resufts or aintent marl<eting offons, 1111nagod ahls cammunicatlons plans. Woll<ed wi1h •IIOncy 9 2012 Sydney J. BOWids Sesl NewaJmer Awanl (lot GOD"S 
~ 1llerations in lh1 type or conlent cnaled. lo develop and mine ronsumer me,_lng for pnnL radio , WAR) 
Aqulting content targm _,_gen.,_, efforts ro. 

and 1-. rosulting In 200% inae- in wotomor calls. O 2011 Nebula Award Nominee far Best N°""' • GOO'S WAR 
one dent and resufted in 113 more social mpressions for 

Managad-penon1eam. Olltsldocontrac1of1, and '> 2011 Kitschy Award for Best Debut Na.el • GOO'S WAR - · . ,.,.._ qually<lleo flRlCHS 10 rwdual typographical agonc:y-. 

emn present during cionl ..- o/ ccnlent by 90%. 
9 CH2MHIII Cornfnun;catlons G....,,. Asslslan1 Pn,jod l.lanager . Martn 2004- o.ce.-2000 

+ Aulosott. tnc. C#nmut>ications Manager c-ent M&luting . Ctealed projed d-ry pacltaga, lar 112M In 
"4anagor -- pn,je<U. Asslslad In writing, pnrparalion . Jonuary 2015-0dober 2015 and editing of RFP-1, reoaJlting In ongoing co,rtrad -· . s,,urt,e-a,mpanyrebrw1<1m9iniClativo,.;o, 

I devek>pment and ••~ of Brand Standards Guide ') lnftnily Software Oowlopmenl. w.ttor. . ROYised lucf.goneration omal rneuaglng lo lncnasa omol . Odober20IJS.Oclober2006 
apen rates by 5% and c:ldl.......,. rales by 100%, loadincJ . Wto11 pas- for raad;,,g compre!,llnslc>n 1ests for F1onda 
lo <Mir $47,000 In addlbonal POS , depa,1menl of education 
Dov.oped MW messaging end omal strategy to lncruM 
""""'" - - ratH by 10% and did<-tnraughl by 4% o Urwe,.;ty of Alaska Press. Order Clerll/Editoria Assistant 
Wo11<od,.;o,-1eam1olJ!)tirnllewebslledn,gna>d . Jenuary liOOO • t.lay 2001 la-lo-"""" IJaffic (50% iNnue) and lead 
9oneralion !20% lnaaase) 

. Wrale --ses. pnx,essedarders . 

+ La.,. Neris. Senio1 Communications Slralegls~ Copy,r,rtte, . Maleh 201 I.January 2015 
Led copy coeat>on or rahshed COfJJOlale stte, leading lo 
116%inaeaseinpage._, 114%1naeaselncuslornef 
sign-ww, and 62% decrease in bounce rates 

0 ~ o,~l~a~n :t•U · ==============================================:-..... lbOS n rr..11ns1,~t dd)1ono k .,S.:.JS-1\9~ 11 9372760681 f QJ727717~3 ohtm,1nn9roup com 



1 o. Identify Industry awards, recognitions, and or accommodations the firm or team 
m11mberls) hne received. 

We pride ourselvu on not just having talented people. but the very best in the region. We are 
honored to have received many awards throughout The Ohlmann Group·s history. And while 
meeting our clients' goals are most Important to us, awards are a validation of our creativity 
and the recognition that The Ohlmann Group"s employees have earned. 

We are providing Information on many of our awards on the following pages. Although it's 
not a comprehensive list of all The Ohlmann Group's awards. It will provide you with 
information on our more recent achievements. 

Winner or the 2012 888 Edipse Integrity 
Award recognizing: 

• sound management practices 

• healthy customer relationships 

• eth ical marketing and advertising practices. and 

• community Involvement 

We were honored to rece ive the 2015 
Humanitarian of the Year Award from 
the United Way of the Greater Dayton 
Area In April 2016. 

The Humanitarian of the Year Award Is 
given to an individual or company who 
goes above and beyond In making a 
positive impact in our community , 

=111111 
ttJt ... ars, f'IC,ACI I ,o WOIK 

""'·••11 
Recognized as one of the 

Top 2S Best Places to Work 

In Dayton In 2014, 2015 and 

2016 by the Dayton Business 

Journal. 

American Advertising Federatlon•Dayton's Mercury Awards· 2012 thru 20 IIS 

Honoree Category Year 

OndyZw- lle>1 P,inl/SP«lall~ Buyer 2016 
0Mdllowmon lle>1 Ad A(J,ncyAop 2016 
Helen Mumaw Be1t Modi• Buyer 2016 
JimHwdekt Bnl AudioMdoo Pn>ducUon Rop 2016 
Jim HilU,leld Mike Fariello Unsung Hffo ,.,..,d 2016 

Kame,on Hutley !Int Sod.i Media Rop 2016 
Lind•Kahn aes1 Ad Agen<y Rep 2016 
Linda Kahn Best Media Buyo, 20H 
Linda Kahn Miko Fariello 11n,ung HtfO Aww 2016 

MMy Ann Wootten Newcomer of the Ye• 2016 
MikoBl.ckney llesl l);gilal Rop 2016 
Cindy Zw•yer Best P,inVSpedallin Buyo, 2015 

~Bowman lle>tAdAg..,cyR,p 2015 
David Bowman s.n Dign.i Rep 2015 
DMdBowm,n Be1t Sod.i Media Rop 2015 
Helen Mumaw Ben Ad Agen<y Rep 201S 
Helom Mumaw Best Media Bll)'Or 2015 

linBowm~on Best Social Media Rep 201S 
Im Bowm1n+ffflderson flew<ome, of 1ho> Yo., 2015 

JimHau*ld Be1t AudioMdeo Pmdudion Rop 2015 

• JimH•usltlct Un,ung He,o 2015 II ' • t I 
linda!Cohn Best Ad Agency Rep 2015 
Linda Kahn Bes! Media BUY"f 2015 

MikoBl1<kn"1 lle11 Digital Rep 2015 
JimHawtlct Vendor ol tho Yea, 2015 
OndyZw- IIHt Print/Sp<ciallie, Buyer 2014 
David Bowm1n llesl Ad Agency Rep 2014 
DavklBowman Bes1 Social Media Rop 2014 .. David Bowman Un,ung Hero 2014 
HelmMumiW lle>t Ad Agency Rep 2014 
Helffl Mumaw Best Media Buyer 2014 

Ian Bowm.,..Hendonon Best Social Modi• Rop 2014 
JimHausleld llest Ad Agoncy Rep 2014 The Ohlmann Group is JimHausltlct Best Audio/Vdoo Pn>duc11on Rep 2014 

the only firm to win MF Linda Kahn lle>t Ad AgencyRop 2014 
UndaKahn Be1t Media Buyer 2014 Dayton's Mercury Award 

MikoBIKknoy Ntwe0me, of the Ye.r 2014 for Best Media Buyer UndaKahn Vendor of 1ho> Ye., 2014 
David Bowman llest Ad Agency Rep 2013 every year of the award's 
DmdBowman BntSorulMedlaftep 2013 existence. Helm Mumaw Bost Media Bll)'Or Wll 
JimHilU1feld lle11AdAgencyRop 201) 
Jim Hausfeld B.,t AudioMdoo Pn>dU<tlon Rop 201l 
JimH~\feld UnsunqHtrO 201) 
Undo Kahn Best Ad Agency Rep 201) 
UndaKahn llesl MediaBur,r 201) 
UndaKilhn UnsungHffO 2013 

Jim H.-,sfekl Vendor of 1ho> Ye., 2013 
OndyZw•Yff Beu Prinl/Spedallr Buyer 2012 

David Bowman llest Ad Agency Rep 2012 
HdfflMumaw Be,t PrinVSpedohy auyor 2012 
JimHau'1eld lle11 AudioN,deo Pn>dudion Rep 2012 
Jim Hau'1eld U,mmgHero 2012 
Linda Kahn Best Media Buyer 2012 

Rldr.vd Kailtt Be1t Social Media Rep 2012 
Shelby Quinlivan Newcomer of the Year 2012 
Walter DNmann Un1ungHm, 2012 



10, Continued ... 

American Advertising hderatlon·Oaytan's AOOY· 
Hennes Awards· 2012 rhru 2016 

2016 winning entries Included: 
1 Gold ADDY 
3 Sliver ADOYs 
15 Bronie AODYs 

1015 winning entries included: 
1 Gold ADDY 
3 Silver AODYs 
8 Bronze ADDYs 

2014 w;nning entries included: 
1 Gold ADDY 
3 Silver AODYs 
5 Bronze ADDYs 

2013 winning entries Included: 
2GoldADDYs 
I Sliver ADDY 
5 Bronze ADDYs 

2012 winning entries included: 
I Silver ADDY 
3 Bronze ADDYs 
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DAY!--i N 
Pu•'-111 eOJIIDOLa 

ATTACHMENT IX- CURRENT CLIENT LIST 

NAME OF FIRM The Ohlmann Group, Jnc. PROPOSAL DATE January 20, 2017 

Client Names City/State Contract Term Summary of Services 
Provided 

Airway Construction Dayton, OH 2016 to current Website design and development, brand 

(ongoing) 
developmenl, collaleral malerials 

Area Agency on Aging Dayton, OH 2016 to current Out or home, Tradillonal media buying, 
Crealive, Annual report, Web design and 

(ongoing) development 

Beasley Broadcasting - Augusta, GA 2006 to current Media buying 

WDRR-FM (ongoing) 

Beasley Broadcasting - Augusta, GA 2006 to current Media buying 

WGAS-FM (ongoing) 

Beasley Broadcasting - Augusta, GA 2006 to current Media buying 

WHHD-FM (ongoing) 

Beasley Broadcasting - Augusta, GA 2007 to current Media buying 

WKXC-FM (ongoing) 

CareSource Kentucky, Ohio, Indiana and 2013 to current TV, Radio, Out of home, lntemel/digital 

West Virginia (ongoing) 
buying, Prinl production, Creative, 

Brand guide developmenl, Annual report 

Crayex Piqua, OH 2016 to current Marketing Strategy, Crealive, Brand 

(ongoing) 
development 

Chuy's Austin, TX 2013 to current Public Relations 

(ongoing) 

City of Dayton Dayton, OH 2006 to current Brand developmenl, Creative, Production, 

(ongoing) Oigilal campaigns, Web development 

County Corp Dayton, OH 2009 to current Production art, 

(ongoing) 
Brand strategy 

27 



DAYT-- N 
RFQ 16-846Q 

ATTACHMENT IX- CURRENT CLIENT LIST 

NAME OF FIRM The Ohlmann Group, Inc. PROPOSAL DATE January 20, 2017 

Client Names City/State Contract Tenn Summary of Services 
Provided 

Dave Arbogast Buick Troy, OH 2015 to current Television 

(ongoing) 

Dayton Area Chamber of Dayton, OH 1995 to current 
Radio, Creative, Web design, Media buying 

Commerce (ongoing) 

Dayton Children's Hospital Dayton, OH 1992 to current 
Tradit1011al media, Out of home, 

(ongoing) 
Internet/digital, Creative/production 

Graceworks Lutheran Dayton, OH 2013 to current Media buying, lnteme!/digilat, Print design, 

Services (ongoing) 
Creative/production, Web design and 

development 

Good Neighbor House Dayton, OH 2014 to current Annual report, Broadcast, Radio, Creative 

(ongoing) 

Hartzell Propeller Piqua, OH 2013 to current Print design, Creative/production, 

(international customer base) (ongoing) 
lnleme!/digila1, PubUc retauons 

Brand strategy 

Hochman & Plunkett Cincinnati and Dayton, OH 2008 to current Media buying 

(ongoing) 

Ascend Cincinnati, OH 2015 to current Marketing strategy, Creative messaging, 

(ongoing) 
Public relati011s, web design and 

development 

Kettering Health Network Cincinnati and Dayton, OH 1994 to current Television, Creative/production, Print 

(ongoing) 
design, Out of home, tnleme!/dlgilal, Radio 

MVCTC Clayton, OH 2006 to current Creative/production, Print design, 

(ongoing) 
lnleme!/digltat, Out olhome , Television 

27 



DAYT- N 
RFQ 16-846Q 

ATTACHMENT IX - CURRENT CLIENT LIST 

NAME OF FIRM The Ohlmann Group, Inc. PROPOSAL DATE January 20, 2017 -
Client Names City/State Contract Tenn Summary of Services 

Provided 

Ohio Valley Goodwill Cincinnati, OH 2013 to current Creative/production, Public relations 

(ongoing) 

Ready Set Soar Dayton, OH 2013 to current 
Traditional media, Out or home, 

lntemet/dlgltal, CreaUve/productlon 
(ongoing) 

Recovery Centers of America Baltimore, MD; Boston, MA; 2016 to current Media buying, Creative/production 

Philadelphia, PA (ongoing) 

River Valley Credit Union Miamisburg, OH 2006 to current Traditional media buying 

(ongoing) 

Sinclair College Dayton, OH 1995 to current Television, Out of home, Internet/digital, 

Mason, OH (ongoing) 
Print design, Radio, Creative/production, 

brand development 

Spring Valley Academy Dayton, OH 2014 to current Website design and development, Brand 

(ongoing) 
development 

Trimbach Body Shop Tipp City, OH 2013 to current Out of home, Traditional med.a, 

(ongoing) 
Creative/production 

WDTN/WBDT Dayton, OH 2006 to current TradiUonal media, Out of home 

(ongoing) 

Wright Patt Credit Union Dayton, OH 2006 to current Creative/production, Internet/digital Out of 

Columbus, OH (ongoing) 
home, Print design, Out of home 

WLUK TV/WCWF Green Bay, WI 2011 to current Media Buying 

(ongoing) 

Victoria Theatre Association Dayton, OH 201 O to current Brand development, Environmental design 

(ongoing) 
Website design and development 

27 



Attachment Ill 

Proposed Plan 
Desalbe your vision for aeatlvtt methods •nd pl.n designed for .n Integrated 
marketing camp•lgn focused on advertising to Increase student enrollment. This 
lndudes producing and Decutlng a detailed plan with tlmellnes. best strategies, and 
approaches, In addition to quarterly performance and status reports. 

We will begin work ror DPSD by conduc,lng interviews with primary stakeholders to learn 
about the DPSD goals and challenges. Identifying 1he DPSD competition, and condue1ing 
a competitive analysis. This framework will enable us 10 conslruct an archetype brand and 
•personaliiy"for DPSD. 

Our research will Include U5. census, local, geographical, and ethnic data to plan our 
strategies and 1ae1lcs, taking into consideration the DPSD's enrollment rocus. The results or 
lhls reseaKh will be built Into a creallve brier that we wlll review and tweak with you. 

We have 1aken lhe lnlllalive to gather prellmlnary research for you. These resul15 are very 
relevant lo your initiatives and very insightful. We have included hlghllghts or this research 
ror you. 

Research resul15, including the resulls we've provided, will determ ine targeted straiegies and 
ensuing tact ics 10 meet your goals. Our knowledge and expertise in marketing, advertising, 
creative development digital and internet development and research, public relations 
and med ia development and buying for the education market will be employed in lhe 
development or a comprehens ive plan 

The plan will include a schedule, timellnes ror impll!mentat ion, details, and desired results of 
specifi~ lactics along with reporting methods for pe,rormance and effectivenen . 

Preliminary Research Data 

Gender 
IYomtfl 
Mon 

Ho.,.ehokl Income 
<SJOK 
$)0.$SDK 
$S0.$7SK 
S75-S100K 
SIOOK+ 

NUMbet Of Chlldrwn 
l+O,ildm, 
2+0,adrtn 
3+0,fdrtfl 

"- ot Chll<llfll 
S yem o1d or younge-r 
Bolwttn 6 • 11 iwan old 
Belwttn 12· 17iwmold 
Betwttnl8·241'1',nold 
25 l'l'&fSorolde, 

Ethnic .. ,kground 
coua,1.,. 
African American 
Hispinic 
Na1ift Amodconllndl.., 
Aii.an/Piaclfic blandtr 
O.hor 

Mar1i.1Sta1U1 
Marritd 
S'"91e 
Oi-..dl"'p•rat<d 
llvlng Togothor -Prtm.ary R•dd•na 
OwnaHouw 
Rmf 
U..w/po,mts/guardian 
Own11Condo 
Own a Townhouw 
Othor 

Ouupation 
Whit• Colla,/Mgr/Pn>t 
Worklngwomm 
Rotl~ 
Bluo Co~a,l'Ope,atrw Worker 
Cloriul 
Student 

Standar4 llge Ranges 
18· 24 
25·34 
35 . 49 
50·64 
,6S+ 

Oly ol Dayton Zips 
49'1. 

SI~ 

59'1. 
l~ 
~ 

l~ ,,. 
'"" 

28'1. 
14~ 
28'1. 
ll~ 
2'No 
I~ 
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2.WorkPlan 

2.a. M•thodology- Provide a work plan dascriblng the Htvlces, approach and 
m•thodology proposed for accomplishing th• scope of services oudlne In tha RFQ. 
Provld• a statement demonstrating Respondent's und•rstandlng of the objectives 
and Issues of the projact. 

The melhodology used al The Ohlmann Group is mulli.fold: 

Messaging 
We know that effective marketing is aboul more than a cool logo, clever tagline, or 
catchy ad campaign. Everything your dislricl does conveys a menage, and It Is our Job 
to communicate that message to !he right people, with lhe right media, at the right 
lime. A greal message resonates. It e•presses your unique value In a way people notice, 
understand, remember, and share. Your message should be anchored ln principle and 
fluid in pracUce.11 should revolve around lhe communities you serve and evolve wilh 
your brand. Messaging should be meaningful, memorable, and move people to action. 

Media 
Media is what connects your district to the wider world. lt'5 where you listen, learn, 
speak. and build relationships with people outside your classrooms and facilities. 
From websites, press releases, print publications. and interactive presentations 10 
radio, television, Facebook. and face-to-face conversations, the options for media are 
seemingly endless and constanUy evolving. We use our expertise to ldentiry the most 
appropriate sources of paid. owned, and earned media ~ connecting your district with 
the people you want 10 serve in the media they use most. 

Mf!(Jsurrmenr 
Marketing Isn't li•ed In time or set In stone - it's dynamic. A plan Is always 
fluid and ever-changing. Just as your parents and students are. Marketing b 
an ongoing e•perimenl Iha! can generate valuable in1igh1 about your fu1ure. 
We measure to help you understand the people you serve and create new 
opportunities for succes1. We give you ae1ionable Information. so you can 
make informed decisions. Equipped with knowledge based on tacts, we can 
focus messaging based on what is working, all with the goal of strengthening 
your value to the community and engaging your target audiences. 

Mfflnlng 
The district and the Impact of Its initiatives are meaningful to our community. 
Ifs our goat to combine message. media. and measurement to produce 
markeUng that resonates with our community emotionally to torm an even 
stronger relationship belween the dislrict and the people you serve. We use 
marketing as a vehicle tor human inspiration and business innDllatlon. 



2.b. Discuss the roles and responslblUtles of the Respondent end ell subcontradors. 
Identify wllf'k to be perfonned by the RHpondent and work to be performed by 
subcontractors, if any. 

Because The Ohlmann Group Is a full-service agency, our staff has the expertise to fulfill 
the services OPSO requires. II we utilize subcontractors, it will be to a minimal degree. 
Potential subcontractors may be called In for Video p1oductlon and/or overflow In web 
or graphic design. 

2.c. Resource and Information Requirements - Provide a list of all resourc111 and 
Information that Respondent will requen DPSD to provide. 

A~ urces and Information we may require should we be awarded this contract Include: 
Meetings with key stakeholders in the OPSO brand, which may Include your staff, 
community Influencers, students, parents, educaton, etc. 
Photography and design assets 
OP5D brand standards guide 
Access to the OPSO social media platforms, website, and web analytics 
Competitive Information/materials 
Previous marketing strategies and research results 
Verify zipcodes 
A cunent map of the school district 
Parents ' email addresses 

2,d, Desalbe how Respondent will ensure that messaging Is aligned with the desired 
outcome of Increasing student enrollment. 

This will be achieved by listening to and understanding the goals and objectives of OPSO and 
working collaboratively to meet the needs of the organtutlon. We will vet the results of the 
campaign at predetermined Intervals to ensure It's satisfying lhe established goals and reline 
the messaging accordingly. 

:z.e. Explain how Respondent would provide professional consuhlng. management and 
Integration services for new and ulstlng markets that Increase overall awareness of 
DPSD Initiatives and offerings, while creating an aggressive advertising campaign that 
provides positive vlslblllty of District's key asselS and successes. 

The Ohlmann Group has the people and processes In place lo create marketing campaigns 
that deliver great outcomes. We know that effective marketing is about producing tangible, 
measureable results - on time and within budget - for our clients. We have decades 
of e1perlence In doing business In the Dayton area, which provides us with a unique 
understanding of our region, and Its benefits and challenges. 

3. Operating Plan 

3.a. Describe the proposed plan to provide a Comprehensive Marketing Services 
campaign as outlined In Sedlon 3,0 - Scope of Services. 111• proposed plan shall 
lndude specific tasks, staff assigned, schedule of evenb and eq,acted partldpatlon 
of DPSD staff. 

At The Ohlmann Group, we are e1perts in media buying. We will begin by doing 
comprehensive demographic. psychographic. and geographic research. We will combine 
both qualitative and quantitative data to define a primary and secondary target audience 
for your media efforts. For DPSD, we will utilize U.S. census. local, geographical, and ethnic 
data to frame our media strategies and tactics, taking Into consideration the DP5D's 
enrollment focus. We also assume you have extensive knowledge through the database of 
the student population and parents that would help us understand nuance of each 10 help 
build a brand stra1egy. Sharing this Information would supply us with the knowledge to 
understand the weaknesses and strengths of DPSO. 

3.a.l. In detail, describe how Respondent would direct media plans and media buys as 
requested to lndude the following: 

, Requesting proposals from targeted media 
, Negotiating added value (ln-klnd) additional media 
, Provide marketlng media commission fee and rational, for commission fee 
• Securing coverage In televlslon, radio. and print media outlets 
, Collecting clippings, tracking results, genenitlng reports 

We begin our media planning process by taking the time to understand the needs of our 
client - establishing goals, objectives, and clear metrics for measuring success. We then 
review research and Information we have about the external market and the primary target 
audience. If necessary, we then conduct further research to determine the most appropriate 
strategy for success. Once we have anal!'Z'd CT1tlcal pieces of Information and developed 
an Initial set of market assumptions. we begin to formulate a media strategy that uses the 
most effective forms of media available to reach the target audience. As we review the 
various media options. we work closely with the creative team 10 determine the critical 
media components necessary to properly express the message of the campaign in a way 
that resonates with the audience. This can range from discussions on types of media to be 
used, points of integration between media channels, specific placements within a chosen 
medium, and characteristics of the creative components themselves. We then seek to line 
lune the program by reviewing cost efficiencies in relation to the budget lo determine our 
recommended media mix. Once these steps have been completed. we finalize the plan and 
present It to the client for approval. The result Is a systemic approach to leverage creative 

0 ; o_~lma~n ,}''-': ·, ======================:::::==':'.::::':'======:::::::===========~ l60Snm.>1nsrrtt, da)!Cnch4S40S-i;ga p 917l7t:j0(,8• f <137177.7)1 ohlm1nngr0upcom 



content across the optimal media channels In 1he mosl appropriate sequence ror delivering 
maximum resulu, which are quantified, qualified. and actively used lo Improve future creative 
and media management initiatives. 

Community spomorships provide an additional opportunity 10 add 10 a media campaign. We 
are constantly reviewing opportunities for sponsorships brought 10 us by local community 
organlzaUons and through our netwo,k of media partners. We take the same care In reviewing 
sponso,shlps as we do when reviewing other rorms or media, because ror a sponsorship 10 
be elrective it has to deliver results. We review demographic. psychographic, and historical 
market data to help determine the appropriateness or a given sponsorship opportunity. We 
then evaluate the cost of lhe sponsorship relative to the potential benefit it provides lo the 
client. We also look at the relalive fit of the opportunity with other elements or the clients 
marketing to ensure that sponsorships are in alignment with overall organizational goals and 
objectives. If the sponsorsh ip opportunity Is viable, we then seek to leverage ii through social 
and digital media channels, as well as through traditional public relations services. In the 
end we seek to create a value far greater than the cos1 or the sponsorship itself by using our 
expertise to leverage paid, owned, and earned media channels 10 promote the activities of 
our clients. 

The following sections provide additional details about specific media buying and planning 
services as well as tactics offered by The Ohlmann Group: 

Sortware & Research Tools: 
The Ohlmann Group believes In making educated media buying decisions. We use a mix of 
media management software packages and sophisticated market research tools to guide the 
direction of our strategic marketing inillatlves. 

STRATA· In order to provide insight into the media buying process we use STRATA media 
buying sortware, which guides our decisions throughout the media buying process. This 
software package records current and historical media purchase data for our clients, while 
also providing a full suite of informative market reports from Nielsen, which are updated 
monthly , This combination of historical trends and current market performance enables us to 
make informed decisions about the most appropriate mix or media for our clients. The STRATA 
media system Is rully in1egrated wilh our accounting system, Advantage, which helps us to 
ma intain accurate and complete billing records for our clients. The combination or these two 
platf01ms streamlines our internal operations and makes ii possible to offer enhanced activity 
reporting 10 our clients, increasing the accountability of vendors and media partners. 

Media Audit· In order to guarantee that our cllents receive the full value or their media 
Investment we regularly use the Media Audit system to gather current Information on local 
media audiences as well as Insights on what consumers are planning to buy, where they are 
shopp ing. and how they spend their leisure time. 

Additional Reporting Tools· We frequently use Scarborough Research, which provides 
comprehensive information about retail shopping behaviors, lifestyle characteristics, 
in-depth consumer demographics. and media usage patterns. Throughout our network 
or local media partners we are also able to easily access a number or additional sources 
of market research. This includes Leigh Stowell Market/Client Data, ABC Circulation 
Audits, comScore data, and Prism through Cox Media Group and Marshall Marketing 
Data Market/Client reports through Un Broadcasting. 

Competitive Marlcet Data - From a competitive market standpoint we are able lo access 
a wealth of Information from ComScore, Kanta, Media and Media Monitor. They all 
identify key advertiser major market expenditures for all media. 

Local Media· Furthermore our strong relationship with local media outlets frequently 
gives us access lo in-house marketing research. unpublished competitive lnrormation, 
and industry information that gives our dients a distinct advantage over the 
competition in the market. 

Broadcast - Radio, Television and Cable 
Ohlmann Group Staff: Unda Kahn. Mary Ann Wootton, Pam Fister 

Broadcast media has the power to reach large audiences and move people to action. 
yet this power or1en comes with an expensive price tag. The Ohlmann Group follows a 
proven process to ensure that our cllenls get the most lor the marketing dollars they 
inves1 In broadcast media. 

Determine target audience and the goals and objectives of the campaign. 
Establish campaign scope for budget and time frame. 
Review historical data to determine the projected campaign reach and frequency 
by looking at factors like houses using television seu and share of programming. 
Incorporate market trend information and won. with broadcast media partners to 
obtain a schedule or available inventory and costs. 
Next we draft an initial schedule for broadcast media, examining proposed rates and 
program efficiencies. 
Negotiate with broadcast partners on behalr of the client in an attempt 10 receive 
reductions In rates, improvements In placements, increases in frequency, and other 
potential value added options. 
Evaluate media proposals from broadcast partners and construct prellminary 
media plan. 
Review planned media buy with the client outlining reach and frequency reports, 
spot buy calendars, and other relevant Information. 
Obtain final approval from the client. 
Review order with the broadcast partners, and when possible, seek to obtain any 
additional value added options that may be available. 
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Prepare spot buys for each vendor and transfer to the accounting system for billing. 
Place o,ders electronically with the broadcast partners. 
Communicate night dates. neceuary campaign elements, spot length, and critical 
deadlines to the primary contact at the creative agency. 
Review all creative elemenu prior 10 placement to ensure deliverable Is in compliance 
with the established guidelines set forth by the client 
Issue approval for spots and send along to the broadcast partners. 
Monitor each campaign and address any make good situations as they arise. Integrate 
electronic station invoices into our buying system and perform an audit of the campaign. 
Resolve invoice dlmepancies for payment to stations and change orders so that the 
approved Invoices match the client billing. 
Analyze post campaign evaluations of the program and negotiate additional polnu when 
appropriate. 
Provide a post campaign report to the client along with suggestions for Improvements 
when necessary. 
Produce quarterly competitive reports lo client to provide greater understanding of the 
evolving dynamics of the market environment. 

Our goal is to produce broadcast media plans that deliver real resulu, and we understand 
the commitment it takes to go beyond simple market awareness. Our systemic approach to 
managing broadcast media leverages our market knowledge, personal relationships, and 
industry e•pertise to reduce costs, improve performance, and increase accountability. 

Outdoor Advertising: 
Ohlmann Group Staff: Helen Mumaw, Audrey Leonard 

Outdoor advertising is an e•cellent way to communicate a message 10 a large audience. 
The Ohlmann Group has strong relationships with area outdoor advertising vendors, deep 
knowledge of the options avallable In the markel. and an understanding of what It takes 10 
make the medium perform well. from monitoring new sites and emerging market trends to 
negotiating exceptional rates and providing clear. useful performance reports, The Ohlmann 
Group provides clients with e•ceptional outdoor advertising programs. Our process for 
outdoor advertising is based on the following steps: 

Determine target audience and the goals and objeC1ives of the campaign. 
Establish campaign scope for budget and lime frame. 
Develop location list based on target audience and campaign goals. 
Evaluate all outdoor opOons Including bulletin, II-sheet. 30-sheel, digital movie theatre, 
indoor poster ads. mall banners, and other specific options. 
Research list of locations for critical factors such as Impressions, coverage, illumination, 
left-hand vs. right-hand read, single versus stacked boards, reach, frequency, and 
traffic pallerns. 
Create plan for the most effective locations and negotiate market rates. 

Audit traffic counts and driving panems In preferred locations. 
Develop initial location list. 
Drive locations and study photographs for the line of sight and appearance. 
Provide location list and map 10 client for approval. 
Communicate with art department regarding billboard size and deadllnes. 
Quote and manage billboard production and delivery 10 supplier on the 
appropriate date. 
Provide coverage reporu measuring Impact days to ensure purchases 
were properly received. The report also accounts for any value-added override days. 

We deliver value 10 our clients on outdoor advertising campaigns by negolialing 
e.ceplional rates. investing in the most effective locations, and eliminating the hassle 
of managing and auditing multiple outdoor placements. We have the connections, 
experience, and knowledge to properly develop and manage outdoor advertising 
campaigns that help our clients achieve their goals and objectives. 

Print Advertising: 
Print advertblng is still a powerful tool for reaching specific audiences with an 
informative message or powerful call to action. At The Ohlmann Group, we believe 
that the key to effective print advertising is having strong connections with Industry 
vendors and key media partners. This can Improve placement. reduce rates. and uncover 
opportunities for special promotions that are otherwise unavailable. Our print media 
team is knowledgeable, professional and always prepared to go the extra mile to 
ensure the success of our clients. We follow these steps to ensure the quality, integril)', 
and performance of print media campaigns: 

Determine target audience and the goals and objectives of the campaign. 
Establish campaign scope for budget and time frame. 
Create a preliminary list of preferred publications. 
Evaluate print options based on audience, circulation, and projected costs. 
Negotiate rate and placement options. 
Revise schedule and submit to client for approval. 
Provide a production schedule detailing ad sizes and deadlines. 
Send Insertion orders to vendor electronically. 
Obtain final files from art deparlment. 
Audit creative files for accuracy, integrity, and consistency with brand standards and 
the stated goals and objealves of the client. 
Review invoices and tear sheeu for proper placement. rate, quality, and discounts. 
Adjust invoices as needed lo ensure consistency and fairness. 
Report resulu of the campaign 10 the client. 
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By approaching print media with diligence and wisdom, we are able to deliver great value to 
our clients. We stay informed of market trends, spedal offen, and pending editorial content 
to create unique opportunities for clients to use print media more effectively. We have the 
experience 10 understand how 10 negotiate for our clients and the relationships necessary to 
get things done. We communicate regularly with all stakeholders In che process and carefully 
manage budgets, deadlines, and linal deliverables lo ensure the process runs smoothly and 
the outcome Is exceptional. 

Online Advertising: 
Ohlmann Group Staff, Mike Blackney, Todd Middlestead. Kent Montgomery 

The Internet provides organizations with a highly effective, hlghly measurable, and Htremely 
targeted means for advertising co a particular segment of Che population, and even lo specific 
Individuals. While the web offers seemingly unlimited options for advertising, It is Important 
co understand the most elfeclive channels for connecting with a specific audience. At The 
Ohlmann Group, we have an exceplional record of developing effective online advertising 
campaigns. We buy onllne media via programmatic buying platforms. Programmatic buying 
involves real-time bidding on impressions as they become available as opposed to buying 
inventory In advance. This method allows us to ensure each Impression is delivered lo users 
Chai tic our prime large! criteria and do so at a lower per-impression cost. The result is a more 
efficient campaign that minimizes media waste. 

Determine target audience and the goals and objectives of the campaign. 
Establish campaign scope for budget and time frame. 
Evaluate onllne advertising opportunities. 
Elcplore the preferred formats and lnteraclive capabilities for the relevant placforms. 
Create a schedule for client approval that includes ad specs and deadlines. 
Provide produccion schedule of all ad elements needed and deadlines to art deparcment. 
Audit final files from art department for accuracy, Integrity, and compliance with stated 
goals and objectives. 
Deliver final files to onllne vendors. 
Monitor ongoing progress of campaigns and make recommendations 10 Improve 
performance of aclive advercisemenu. 
Report 1he results of the campaign 10 the client and make suggestions to improve future 
online Initiatives. 

Online advertising continues to evolve as social networks, moblle platforms. and tradlllonal 
media providers use technological advancements to create advertising channels that are ever 
more creative and targeted. The Ohlmann Group is constantly exploring new opportunities 
to use the web to help our clients achieve their goals. We have a talented team or online 
advertising experts chat don't Just appreciate technology, but moni importancly understand 
how Integrated markeling can drive results. 

3.a.11 and b. Highlight a hypothetical $75,000 media campaign highlighting the 
lmpomnce or school enrollment. Detall proposed audiences and attendant media 
buys with an emphasis on maximizing added value and audience ruch, 

Audlence Analysis 
According to the 2010 US Census data, che Oty of Dayton Is comprised of 58.404 total 
households. Utilizing a benchmark of family households, this number nanows 10 

31,064 households [HH's). 01 these households, 14,011 have their own children under 
18 In the home. Further study of ramily households shows there are only 5,930 HH's 
chat are comprised of a husband/wife that have their own children under 18 at home. 
Addilionally, there are 12.519 HH's headed by a female with no husband present in Che 
home. or chese households. 7,099 have lheir own children under 18 in the home. We 
delved further Into Che household research and found 16,202 HH's who had related 
children under 18 In the home. In this category, 8,385 HH's are headed by a female with 
no husband presenl In the home. 

The Oty of Dayton demographics also show an ethnic diversity or 42.9'Ht 
African-American, 0.9'Ht Asian, 0.3% American Indian, 51 .~ Caucasian, 
3~ Hispanic, and 2.9% stating two or more races. 

The DPSD's Fasl Facts document shows a less diversified student ethnicity W11h 67.0!ii, 
Afncan-American, 0,2:'W, American Indian. 0.4% Asian, 28-0% Caucasian, 2,0'II, Hispanic. 
2~ Multiracial and 0.1'16 Hawaiian or Pacific Rim. Based Oil these statistics, we can 
deduce the Importance of the female head of household making the critical decision 
for the children In their care. Therefore, we recommend a primary 1arge1 or 
African-American women, 21-49 years old wich children 111 the household, a secondary 
target of African-American women, age SO+. who are influencers, whether they are older 
siblings, aunts or grandmochers who act as key advisors to the primary target. and the 
tertiary target of Caucasian women, 21-49 years old with children In the household. 

The proposed media plan Is based on our knowledge of Che history and current stacus 
of Dayton Public Schools, and of the market and media available, as well as the targets 
that have been Identified. Because DPSD is a non-profit entity, all media costs will be 
negotiated to Include elcher one for one PSA support or advantageous PSA pricing. This 
is a standard operating procedure we use for all our non-profit clients. It Is only fair tha1 
Che media recognize the funding limilallons that accompany a non-profit and do their 
part 10 promote them to the community, II also allows us 10 maximize the dollars that 
are available and increase 1he reach and frequency of each media used. 

The hypothetical plan represents a two-month strategy that could be used for any 
individual campaign. 
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Reports/Metrics 
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DH<riptlon: Media research for audience populallon narrowed lo ta,get specific zJp codes 
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Reports/Metrics 

Reports 

Report Name: Buy Detail Report 
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Description: Purchase order tor Individual stations from STRATA media buying system. 
FHquency: Each time an order Is placed. 



Reports/Metrics 

Reports 

Report Name: Approved Orders Report 
Desulptlon: Electronic transfer from STRATA media buying system to Advantage accounting software. 
Frequency: Once or twice a week depending upon number of orders issued. 
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Reports/Metrics 
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Reports/Metrics 
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Reports/Metrics 

Reports 

Report Name: Invoice-Schedule Matching 
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Reports/Metrics 
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D111alpllon: Snapshot of an electronic tlmeshee1 with Ume posted to Jobs. 
Frequ11ncy: llmesheels are completed daily. 
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Campaign Strategy 
Our campaign strategy, utilizing a multimedia approach, is the same strategy on media buying 
we have used for some of our other clients such as: CareSource, Kettering Health NelWOrk. 
Sinclair College, learn to Earn, Dayton Children's Hospital, and Area Agency on Aging. We 
use a multimedia approach, because everyone Is exposed to multiple media each day. The 
schedule Incorporates a variety of media that will nood the market with the same message. 
Our plan Includes: television/cable networks, terrestrial radio stations, several out-of•home 
venues including a large format wallscape downtown at the RTA Hub, strategic onllne venues, 
and ads In the Afrlcan•Amerlcan community newspaper, Dayton Weekly News. With all media 
working synerglstlcally, we will reach our target audience with the frequency needed to drive 
acUon. 

NOTE: Production costs of the media elements needed for this campaign were not requested, 
but can be quoted using The Ohlmann Group and our vendors. Additionally, we will explore 
partnerships with women owned, minority owned, and EDBE businesses as available. We are 
currenlly working on the application for EOGE certification status ourselves. 

Media Tactics 
TELEVISION/CABLE 

RADIO 

Utilizing Scarborough research data, we viewed the Al8+ OMA universe of 933,199 persons 
with a filter of Female respondents wich one or more children In che home living within the 
DPSD Zip Code coverage area. 3% of the universe or 27,S9S persons fall within our target. 
Out of these target persons, 76,7% are African-American and 23.3,. are Caucasian with 82.f*. 
having watched cable networks In the past 7 days and 77.3% have watched WHIO TV (CBS) 
within the past 7 days. 

Stroregy-Televislon/Cable 
for the television/cable campaign, we recommend running the 30-second television spots 
over the first two weeks of each month proposed due to the high demand on inventory at 
the end of the month from car dealers. We will reach our primary target audience during early 
morning, daytime, and prime access programming on WHIO TV as well as daytime, prime 
accen, and prime programming on cargeted global and zoned cable networks. such as VH1, 
BET, OWN, AEN, FAM, HGTV, and llC. that have high indexes against our primary target demo. 

Historically, DPSD has seen success with radio, most recently wi1h recruitment of teachers 
and enrollment campaigns. Radio stations at1ract different combinations of ethnic groups 
allowing us to locus on the options that best fit our business needs to reiterate the message 
being presented. By utlllzlng qualltatlve, geographic. and lifestyle research, we can narrow our 
parameters lo reach a primary target audience for maximum elfectiveness of each 
target campaign. 

According to Nielsen State of Media: Audio Today, more than 31 million African-Americans 
tune in lo radio weekly. Fifty-two percent of users are female. Urban Adult Contemporary 
is the number one formal with over 12.53 hours spent with radio each week. most of 
any ethnicity. Arrican-Americans spend over 12 hours with radio each week with 63% of 
listening occurring out·of-home. The 3p-7p time-period Is the lop daypart. Thus we will 
marry radio's audio message With out•of•home's visual component to efficiently reach our 
targets where they consume media. 

The Dayton OMA Women 21-49 populaOon Is 173,900. To determine our primary target 
audience universe. we pulled qualitaUve research for Women 18-64 With one or more 
children under 17 at home, living within the 15 designated Dayton Public Schools zip 
codes·full and partial. Our Primary Target population universe Is 34,907. (We had to use 
this demo to create a report that was statistically sound.) 

Within our primary target universe, we recommend using u,ban Contemporary Hits 
{WROU-FMI, Rhythmic CHR (WDHT·FMJ, and Contemporary Hits Radio CWCHD•FM}. To 
reach our secondary target influencers Arrican-American Women 50+ we will be targeting 
Urban Adult (WOAD-AM now being simulcast on their new FM frequency) and then 
adding Hot Adult Contemporary (WMMX-FM) and Country (WHkO-FMI to reach our 
tertiary targets Caucailan Women 21-49. The linal mix of stations Will depend on the 
timing of the campaign and the supply and demand on inventory. 

Srrotegy·Radla 
We recommend the use of 30.Second radio spots the last two weeks of the month to help 
Increase reach and frequency of the DPSD visual messages the audience was Just exposed 
10 at the beginning of the month. Radio also complements the visual out-of-home and 
internet media. Within each DPSO radio campaign, the selected radio stations will match 
each paid spot with one bonus. With some stations we will also try to negotiate additional 
value-added items like adlels (:05 spots) and online streaming to increase the frequency of 
each campaign. 

01/T•OF-HOME 

Srraregy·Out-of·Home 
Wal/scope - located al Jefferson Street north 014th St. this wallscape is a left hand read 
near th• RTA hub; a strategic location to reach single moms and their lnnuencers who 
ride the buses regularly as well as the business community. It Is big and bold, attracts 
attention, and provides high Impact. 

Poster/Dlgltal Outdoor - Utilizing both static and digital posters, we will strategically select 
boards near businesses women visit often such as grocery stores, Family Dollar, and Dollar 
General stores. Posters provide fast coverage and market reach over a full 28-day period. 
Outdoor locations will be restricted to within the school district boundaries. 
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We are recommending two showings. Both months will use the same total number of boards 
{9 static and 5 digital posters), delivering 25% of the market on a dally basis. 

However, for the second month, we will rotate locations to increase the reach into the market 
while taking advantage of any ovenide from the Initial set of locations. In addition to the 
poster showings, we recommend using one high-impact digital bulletin on 1-75 to build brand 
awareness to the larger Dayton community. 

Transit Audio - The RTA offers ~15 second audlo announcements played before a specific 
·$top •. These stops will be purchased around strategically selected areas that are rrequently 
used destinations . A cext scroll above the driver's head Is also used co reinforce the audio. 

ONLINE 
We buy onllne media via programmallc buying platforms. Programmatic buying Involves 
real-time bldd;ng on Impressions as they become available as opposed to buying Inventory 
In advance. This method allows us to ensure each Impression Is delivered to users that fit our 
prime target criteria and do so at a lower per-impression cost. The result is a more efficient 
campaign that minimlies media waste. 

Strategy-Online 
Online Display- This medium Is effective for delivering mass quantities of Impressions and 
offers the lowest CPM. They are highly targeted so an impressions reach our prime target 
audience. We recommend using simple, static ads with an attention-grabbing picture and 
a call to action. 

Online Video - Online video is a high impact medium utilizing the same :30 second ads played 
on TV, only these ads play prior to consumer selected videos online. While there Is the option 
to dick out of the ad after S seconds, If the video ad Is engaging enough, most viewers will 
watch the entire clip. and In fact the average time viewed for a 30-second online video ad Is 
27 seconds. 

Online Facebook/lnsrogram Ads - Once again, 1hls medium Is highly targeted In a very 
interactive arena. Ads are shown In the news feeds of Facebook and lnstagram as well 
as on the right hand panel of facebook. Ads can be targeted to the DPSD community 
using individual email addresses as well as the target demo as a whole. 

Online Mobile Ads - We know our target audience Incorporates mobile phones Into 
every aspect of their life. In most cases, the phone Is their only computer. From games, 
to social media, to emails, we can reach them. This medium Is also highly targeted and 
very Interactive. 
Not on the media schedule, but recommended: 

Online Emal/-We recommend utlllzlng email regularly to reach DPSD's own enrolled 
families, teachers, and st;iff, as well as board members and other stakeholde~. We 

will work with DPSO lo establish an editorial calendar that win provide a structured, 
regularly scheduled, well-thought out communkatlons plan so all parties will feel 
connected and well-Informed. 

NEWSPAPER 
Stra~gy-NrNSpaper 
Because our primary target audience is African-American, we want to make sure to 
indude the Dayton Weekly News, Dayton's primary source of African-American news 
and happenings within the community. We recommend utilizing three, 1/4 page, 4-color 
ads over the 2-month campaign 10 promote the campaign message with a strong call 
to action. 
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Attachment Ill 

DAVTON PUBLIC SCHOOLS 
SAMPLE &-MONTH 
MEDIA SCHEDULE 
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Attachment Ill 

Sample Media Schedule 

0 £Ohlmann groui: 
<cmmuniCZ"Jori ~rJteQ!sts 

DAYTON PUBLIC SCHOOLS 
SAMPLE 6-MONTH 
MEDIA SCHEDULE 

1/23117 

1TV/Cable/Onlln• Video 

Radio/Transit Audio 
1outdoor 

Outdoor Wallscape 

Online Ads 

Onllne-Eblaat 

tAd, 

Copyrlghl 20t1 

Crtetlve El*"'enb Needed 

1 :3D Spot 

1 :3D Spol 
1 :15 Spot 

1 o .. 111n-Muhlpl• Sins 

1 Dealgn 

1 version-Multiple slzes 

TBD 

2 Ad1•2 Sites 

3.c. In detail, describe how respondent would schedule guest appearances for 
TV and radio talk shows, that would reach the diverse audiences of the DPSD 
community. 

Because the media department has established relationships with the local media 
and are literally on the phone with them dally, we will solicit the support of the media 
management to help us gamer not only appearances but other news coverage as well. 

4, lmplemtn1atlon plan 
Describe 1h• proposed plan to Implement campaign lndudlng budget 
allocations by media type, Include a tlmellne as well as ways to measure or 
monitor effectlnness, 

(Included In 3.a.ii and S.cl 

5. Reporting Pian 
5.a. Describe the proposed plan to provide campaign updates to DPSD. 

Together, The Ohlmann Group and DPSO will determine whether a static document 
(pdf, Excel spreadsheet. Word doc, etc.) delivered at regular intervals, or a real· 
time dashboard accessible via the internet best fits the needs of OPSO. Whichever 
me1hod Is preferred, we will create and deliver it 10 OPSO as business needs dictate. 
Additionally, we will determine together at what ln1ervals we will discuss ~n person or 
via teleconference) the campaign updates with team members of bo1h panies to ensure 
a full understanding of the campaign progress. 

The Ohlmann Group will also provide final buy documents. These lndude but are not 
llmiledto: 

Broadcast/Radio: Reach and Frequency Reports (denotes stations selected, number of 
spots purchased, audience delivery, total cost); Spol Calendars (Indicates the lime of day 
and day of week !he spots will run) 

Newspaper: Newspaper Schedule (lists publications. lnsertlon dales, ad sizes and total 
cost) 

Outdoor: Outdoor location list and map (lists Individual Jocatlons, crealive being used, 
and audience delivery as well as a spoiled map) 
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Desalptlon: The media schedule is used to communicate the schedule by media by mooth so clienl has 1he rull overview or all componen1s and how 1hey flow 1hroughout the year, 
Frequency: Repor1 genera1ed at the Initial request for proposal. then updated as Items become approved as well as aoy adjustments throughout lhe year. 
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Reports 

... 

Report Name: Radio Reach & Frequency Report 
Desulptlon: This report provides client with a snapshot or what was purchased on their behalr . First page shows details by station. Second page shows details by week. 
Frequency: Report is generated one ume when radio buy Is purchased. 
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Reports 

Report Name: Radio Spot Calendar 
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Description: Accompan fes the reach and frequency report providing the detailed analysis of the buy with number of spots by station, by daypart. by week. 
Frequency: Report 1s. generated one tim e when radio buy is puKhased. 

------:: ... 

. ... 

-· 

0 ~~;!I~~~~?:;;,;) lbOS n m,,n str«I da)1tn oh 45405-1198 p 937178 0681 f Ol] 277 f 7!3 ohlmanngroup com 



Reports/Metrics 

Reports 

Report N.ame: Location Report & Map 
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Description: Report and accompanying map show actual locations purchased for an outdoor poster showing and Includes audience reached with those locations. 
Frequency: Report Is generated one time when outdoor buy Is placed. 
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Report Name: Outdoor Performance Report 
Descrlpllon: This report allows agency to verify when posters were innalled and removed, verifies correct creative ror each location, indicates that the correct amount or time was given ror the whole campaign and any additional 

lime rece ived and its value , 
Frequ•ncy: Report is generated one time, 2 weeks after the end date or the campaign , 
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Report Name: Online Reporting Dashboard 
Description: The Ohlmann Group uses live, interactive online dashboards that connect directly to all platforms utilized In the buy. They specifically cater to each individual dient campaign. 
Frequency: Report is live and interactive and can be viewed at any time during the campaign. 
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5.b. Describe what metrics will Respondent collect and provide to DPSD. 

During initial planning sessions, we will determine which, and at what level we will have 
access 10 DPSD's online properties. These may Include: Google Analytics, social media 
profiles, website HTML access, as well as other platforms. 

Prior to campaign launch we will Identify key performance indicators and monitor/ 
report on those. Depending on the level of access and on which platforms, we will 
collect metrics 1egarding the delivery of the campaign (lmp,esslom, dicks, did-through 
rate, cost per dick. placements), along with on·slte engagement metrics (time on sue, 
bounce rate, pages per visit, user path mapping) as well as conversion metrics (total 
converslom, cost per conversion, conversion rate). Additionally, If given HTML level 
access to the destination website. we will be able to collect even more data on the 
campaign and website users from It (audience demographic/behavior profiles, website 
heatmaps, visitor recordings, etc.) Accen to DPSD's online properties will also allow us 
to monitor the effect of traditional media on traffic to the site. Overlaying the launch of 
each medium compared to web traffic will give us a general indication of how each is 
performing. 

At the end of each campaign, The Ohlmann Group audits all media to evaluate any 
and all spots, outdoor time, and online impressions received that were over and above 
what was pu,chased. This is all consolidated Into one single performance report and 
presented to the client. 

5.c. Provide a sample quarterly performance report and status reports from past 
contracts that Respondent has facilitated. 

E,camples are provided on the following pages. 

6. Provide any additional plans and/or relevant Information about Respondent's 
approach to providing the required services, lndudlng any offering In keeping with 
DPSD's lnlth,tlv• for College/Career Readlneu. 

The Ohlmann Group has a long history of reaching the Dayton market with co1l119e and 
career readiness campaigns as demonstrated by our relationships with Miami Valley 
Career Technology Center, Leam 10 Eam, Sinclair College, the QulckTurn project. and 
School of Advertising Arts. 

While this Is a different message, the process would be the same: reseatth the audience, 
develop goals and objectives, create a plan that includes multiple touch points from 
PR to social media, to direct communications, to a media campaign. Then launch the 
campaign, monitor activity, and strategically adjust the media and message based on 
where in the decision cycle the audience is being e1posed to during the campaign 
(Awareness > Interest> Consideration >Research> Decision > Action). 



Reports/Metrics 
5, c. Reporting Plan 

Sample Interactive Dashboard 
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Reports/Metrics 
5. c. R•portlng Pl1n 

Sample Interactive Dashboard - cont. 

User Map 
00130, 2016 Jon 16. 20t7 • 

·--:::~ ·-­·­. ._ 

=~ ... ? -... _ -
Month-Over-Month 
Dee 1 2016 Dec 31 2010 • 

78.412 75,697 

I• 

p~ Tot.1'1Ew'4"1fl 

204,865 13,011 



DAYr - N ,..,. ~ •• .,,.,,.;;;'i"'i" 
RFQ16-846Q 

ATTACHMENT IV 
COST PROPOSAL 

Using the table below, provide Hourly Rates for all personnel, including subcontractors, to be assigned. (Note: 
The rates specified below shall include profits, labor, and aH direct and indirect overhead costs such as 
transportation, general and administrative costs, etc.). No other charges shall be applied. Please Note: DPSD will 
not reimburse for travel. 

Firm's should multiply hourly rate by estimated hours for total estimated cost. Total estimated cost is for 
evaluation comparison only, and should not be construed as a guaranteed fixed cost. .. Finns will be contracted 
based on the rates provided on this Fee Schedule for a detailed defined work scope as approved by DPSD. 

PROFESS IONAL STAFF SERVICE TYPE 

Marketinic Consultini services for Strategic 
Planning Integrate Project Management 

Creative Concept including brand development 

Production/Design 

Media Planning and Buying 

Web Development/Maintenance 

Public/Community Relations 

Account Management 

I U I AL ~llMKJED t...:W!tl 
•Estimated hours are used for evaluation comparisons: total 
estimated cost not to be construed as guaranteed contract 
amount. 

Traditional commission is 15% 
10% media commission 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

Hourly Estimated Total Estimated 
Rate hours* Cost 

(bourlv ratc•cstlm11tcd houn l 

165 
520 

$85,800 

150 
260 

$39,000 

118 $30,680 
260 

118 $30,680 
260 

150 $78,000 
520 

125 $65,000 
520 

125 
130 

$16,250 

$345,410 

Although our total costs are above your stated budget cap of $300,000, after reviewing your needs, we feel we can 
economize and reduce the required number of hours you've indicated. Our previous work for the DPSD has provided us 
with familiarity with your brand and goals that will minimize the up-front "learning curve". In addition, we believe the media 
fees will cover the media, people and overhead so the media planning and buying hours/costs will be negated. We also 
feel we can realize a reduced number of hours for your Web Development/Maintenance. 
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ATTACHMENT V 
NON-COLLUSION STATEMENT 

NON-COLLUSION STATEMENT 
DECLARAJJQN UNDER PENALTY OF PERJURY 

The undersigned declares that: he/she holds the position indicated below as a corporate officer or 
the owner or partner in the business entity submitting these Qualifications; that the undersigned is 
infonned of all the relevant facts surrounding the preparation and submission of these 
Qualifications; that the undersigned knows and represents and warrants to the DPSD that 
these Qualifications are prepared and submitted without coUusion with any other person, 
business entity or corporation; and, that the Finn submitting these Qualifications is the only 
person, business entity, or corporation with any interest in the resultant contract. 

I declare under penalty of perjury that the foregoing is true and correct. 

FIRM: 

BY: 

TITLE: 

ADDRESS: 

DATE: 

'14, tMl.--m Q '11,'n fu()lkp 

~- 'd,(do 
(SignQturc:) /0, ¥'~ 

fP..Fo 

/t,,o 6 ~ 4/uw doea.-t-
1/49/;7 
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A'ITACHMENT VI 
AFFIDAVIT ON DISCLOSURE OF DELINQUENT PROPERTY TAXES 

AFFIDAVIT ON DISCLOSURE OF 
DELINQUENT PERSONAL PROPERTY TAXES 
(R.C, 5719.042) 

State of Ohio 
County of Montgomery 

. 

The undersigned being duly authorized officer (s) or owner (s) of (company) do solemn1y swear 
or affirm that charges of personal property taxes of any county in which the Dayton Board of 
Education has territory (have) (have not) been made against (company). 

Sworn or aftinned to before me and subscnbed in my prese 
f g dayof VA 
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A TI ACHMENT VII 
AFFIDAVIT FOR AFFIRMATIVE ACTION IIlRING PRACTICES 

DECLARATION OF AFFIRMATIVE ACTION HIRING PRACTICES 
DECLARATION UNDER PENAIJY OF PERJURY 

The undersigned declares that: he/she holds the position indicated below as a corporate officer or 
the owner or partner in the business entity submitting these Qualifications; that the undersigned is 
informed of all the relevant facts surrounding the preparation and submission of these 
Qualifications; that the undersigned knows and represents and warrants to the DPSD that the 
fmn hiring practices meets federal guidelines for hiring without prejudice of race, gender, 
religion, and/or sexual orientation. Furthennore, upon contracting with the District, the firm 
will provide an approved Affumative Action plan from the City of Dayton Human Relations 
Council and/or another certifying body approved at the sole discretion ofDPSD. 

I declare under penalty of perjury that the foregoing is true and correct. 

FIRM: 

BY: 

TITLE: 

ADDRESS: 

DATE: 

/(po6 ~ ~ d/4~::.c­
l/;9!,7 

2S 



Procurement Enhancement Program 
Small Business Enterprise Certification 

The Ohlmann Group 

has been determined eligible in the City of Dayton Procurement Enhancement Program by 
the Human Relations Council for the following work types 

in the following certification categories 

AAA !Affirmative Action Assurance 

to provide 

0 Construction 0Services 0Supplies 

11/17/2017 

Expiration Date Executive Director 
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ATTACHMENT VIII 
REFERENCES 

Provide three (3) references, that Respondent has provided services to within the past three {3) years. The 
contact person named should be familiar with the day-to-day management of the contract and be willing to 
respond to questions regarding the type, level, and quality of service provided. One reference should be a 
municipality or public sector client. Additionally, please include one reference for a terminated client. 

Reference No. 1: 
Firm/Company Name: Kettering Health Network 

Contact Name: Jarrod McNaughton 

Address: 3535 Southern Blvd. 

City: Kettering 

Telephone: 937-395-8189 

Date and Type of Service(s) Provided: 

Title: President, Kettering Medical Center 

State: _o_H ______ Zip: 45429 

Email: jarrod.mcnaughton@khnetwork.org 

Kettering Health Network is our terminated client example. We discontinued our working relationship in October, 2012. In 
March of 2014 KHN renewed our working relationship and they are again a client. We provide the following services to 
them· Print Digital Advertising Radio, Qut ot borne Integrated Media Strategy, Media Buying Program lropleroeolalioo 
and planning, Creative Services, Focus Group Moderation, Brand development, PSA implementation 

Reference No. 2: 
Firm/Company Name: _____ _ ________ __ ______ _ 

Contact Name: ______________ Title: _________ _ 

Address: -------- - --------- -- ---------
City: ____________ State: _______ Zip: ______ _ 

Telephone: __________ Email: _______________ _ 
Date and Type of Service(s) Provided: 

Reference No. 3: 
Firm/Company Name: ________________ _ _____ _ 

Contact Name: ______________ Title: _________ _ 

Address: ____________________________ _ 

City: ____________ State: _______ Zip: ______ _ 

Telephone: __________ Email: _______________ _ 
Date and Type of Service(s) Provided: 
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ATTACHMENT VIII 
REFERENCES 

Provide three (3) references, that Respondent bas provided services to within the past three (3) years. The 
contact person named should be familiar with the day-to-day management of the contract and be willing to 
respond to questions regarding the type, level, and quality of service provided. One reference should be a 
municipality or public sector client. Additionally, please include one reference for a terminated client. 

Reference No. 1: 
Firm/Company Name: _M_o_n_tg_o_m_e_ry_ c_o_un_t_Y ________________ _ 

Contact Name: Mark Anderson Title: Project Mgr. at Business Solutions Center 
--------------

Address: 1111 S. Edwin C. Moses Blvd. 

City: Dayton State: _o_H ______ Zip: 45422 

Telephone: 937-225-5693 Email: marks.anderson@jfs.ohio.gov 

Date and Type of Service(s) Provided: 

Video production, Environmental Design, Radio, Integrated Media Strategy, Program Implementation and Planning, 
Brand Identity, Marketing Co11ateral, Website Development, PSA Implementation 

Reference No. 2: 
Firm/Company Name: _c_a_re_s_o_u_rc_e ___________________ _ 

Contact Name: Garry Day Title: Director, Marketing --------------
Address: 230 N. Main St. 

City: Dayton State: _o_H ______ Zip: 45402 

Telephone: 937-531-2485 Email: garry.day@caresource.com 

Date and Type of Service(s) Provided: 
Media Management, Brand Strategy, Creative Services, Campaign Development, Digital Marketing 

Reference No. 3: 
Firm/Company Name: _M_v_c_r_c __ __________________ _ 

Contact Name: Kelly Herzog Title: Public Information Coord. --------------
Address: 6800 Hoke Rd. 

City: Clayton State: _o_H ______ Zip: 45315 

Telephone: 937-854-6056 Email: kherzog@mvctc.com 

Date and Type of Service(s) Provided: 

Graphic design and creative services, Internet and Digital Marketing, out of home, Television production 
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IP III COMMUNITY INCLUSION EDBE/EDGE AND WORKFORCE PARTICPATION FORM 

Project Name: Comprehensive Marketing Prime Conlractor The Ohlmann Group Contact Name Linda Ohlmann Kahn Phone 937-278-0681 
Email linda@ohimanngroup.com Dayton Board of Education has adopled a Community Inclusion Program for the DPSD. This form is to 
be used to record ED BE/EDGE firms contacted, good faith efforts made and any resultant parlicipalion under the aforementioned Program. The completed form should be submitted at the 
time of bid by the prime contractor. In order to participale in this Program, EDBE/EDGE contractors must be certified under the rules and regulations pertinent lo this program. When 
determining the level of EDBE/EDGE participation, only the total work performed by the ED BE/EDGE, either singularly or severally, will be considered. Refer to Good Faith Effort (GFE) 
in lhe bid specifications for evaluation criteria. Conlact the DPSD point of contact for solicilation with questions regarding this form. 

Lilt .a Ecoao .. lJT Dm.tn.bpl DocrilN liaw mllEID>CE DNl 111.rTa. C'HcktJpeoflriolaHilnaihe Liltlriol S•--t,if'bWlow, Ducribe atto...,t to CSlft S Amoat 1omBEJEDCE '110£ 
(D)IIEID>CE) r- •,c.macllfll firm colltanei aa.,I fo .... ~ \'n,SAmon1 ,nrklcopl! to be prorlutl aH-cotiamanalh. ••t • -u..rwerlucopa. POlcoDlnct Wo &•Bill 

Joseph Johnson Fu Dall! ___ Yes _Frime _s.bConnd Bids s 
D~ FinnNane No 

_Joint _ Serri:11 Lne loi.t?_Yes_NoNo, Phone Dall! ___ PO,Conlral:til 297820530 v .. t.n 

Tu ID .Nmnber &ml Da ___ ---~• ovttlow 
Da _Sapplias or!qaimm 

6245 Dayton Liberty Rd. s N1piliatio11~_y es_ No !!none,~ POcb!e:: 
~ -·•:Kl D:ite D..aik: 

·sireet Adi!Rss ---·----....... ~-.... ---~------ ............. -- ·rraot;wJ,y~-·-· .. · -·· .............. .,. .. - .................. 
_,,. ------------------------------------------................. "FoUaw-up! ··-· y .. - N. -·-· · . -· ·e..,,,.-IRA!mllml m- "k -·· 

Dayton, OH 45417 Desai>e: - - ...... . ID DPS C~Agms 
City,Stm.' Z.ip Code Yas,Dalat 
Joe Johnson 206·349-7360 Describenmlts 

joejohnson,online@gmajl,com 
Coiiiict.Naiie l'hmieN'um.!ia: Email·-.. 

Dayton Weekly News s 
Fn: °*-- __ Yes _Prime _S. liCoairad Bids ~ 

......... _ .... 
Disakamged Finn Nae __ No 

_ Sena Lowbid?_Yu_NoNo, PO~ 
l'llmle Dae __ _ Joct 

31-1395055 Vmtan 
___ %0..-..rlew °* Tu ID .Nmnba- F.ma Da _ _ Sapplias orEqllplld If 111111e, expected PO dale: s Nei:,otiation?_Ym_Nn 118 Salem Ave. Nl!!WSal Da __ 

DMuiM ~ 
StrmAdcnss If ...... why? Copyof PO'C-mm! bo 

_ _ Follow-up? __ Yes_ll~ .. lilnl'lld!dlD DPS~A;m 
Dayton ;·OH-45406 ··· ·· ····-· Desai>e: 

.. ......... ...- ............... _ ..... _______ 
City,Sla' Zip Code Yes.Om 

Describenmlb Don Black, 937-223-8060 __ ..•.•.. . ..•.. 

C0111act Nan~Pboiie Numbel:-Email 
linda@ohlmanngroup.com 

I 

PnmNae. ___________ nia--... _________ Si~-------------
lhufoH-mmedpstyu mtbozizedto duJyawtto this dDCUllll!llto11th!s __ :daY of _______ buMeNomyP!lblit _______ State 0£. ______ Commissicmttpru'-- ____ . .mx sedbue. 

I)l'Sl, 11\f P••dl;plaa ~ r.,,_J11>.ion..- olJEDBEiEDGE.-..ctt,p,,d,lzi#ldbfutlldCPIIIPICr ll'llllffl!dravard:wDurimJJHEDBE.IEIXE rDDL AIIIXllaiti"~.,_ lDrlr=/bfflL.\ortri2j'JfOWIMl°'* 
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l. 

lA 

Provide port(ollo of samples o( the following woric tompleted bJI Respond11nt. For each 
sample, brleflJI describe the work Respondent provided. 

Consumer print 

Client: Hartzell Propeller 
TIiie: Red Bull Air Races Promotional Ad 

As the global leader in aviation propeller manufacture and design, Hartzell Propeller is 
always receptive to creative partnerships lhal help display their brand In the most positive 
light. Most recently, they teamed with internationally-renowned Red Bull Air Races to not 
just provide all propellers for each competitor on the circuit. but also become the races' 
Technical Sponsor. 

The print ad that The Ohlmann Group created for the Red Bull Air Races program defines the 
Hartzell brand in a few words with simple imagery. 

l.b Newspaper 

Client: Graceworks Lutheran 
Tltle: Enjoy Life Ad 

Bethany Village Is one of the Dayton-area's premier continuing care retirement 
communities that offers both assisted living and housing for residents who still want to 
live independently. They're also a long-lime dient of The Ohlmann Group. In the effort 
lo create a campaign theme, we interviewed select residents about their experiences 
al Bethany Village. Each suggested that they were at Bethany because lhey are making 
lhe most out of their life and want to live It to the best. Those Interviews served 
as inspiration for our current "Enjoy Life" campaign, now heavily saturated in local 
newspapers, maguines, and event programs throughout the region. 

....,.,._ .... _ ... ,....,-..i-,,... ........... H.,...,_..__ 

,...._, ___ .. .._,..,.._,,,,_ ...... ..._,_.._, ... .iii1,-----··-··-..... ___ __ .,.... ____ .._.,_ _____ .. 
--""·--------.............. .-.. ~-.......... .,..._ __ 
c-. ..... ___ . .,. _ 
....,,_ --

.,._ .... _______ _ 
"------··---·· __ ... _..,. ____ .., ... _ 
--·-·----.. "'"---.. '-·---·---

0 : ohJmann 9r0\...:p 160S n m.l1n street tJa)1.cn ch 4540S-4191i p 917.278 OG8l f 93711111 : 1 oh1m1nngroup com 
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J.c Dlgltal/Onllne 

Client: Wright-Patt Credit Union 
TIiie: ·on the Go· Campaign 

Because of our active lifestyles and the abundance or technology at our fingertips. the era 
of brick-and-mortar banking Is giving way to a more virtual online experience. Bank 
customers appreciate the convenience of services like online bill-paying and online deposits, 
but are often tentative about embracing the new technologl!!s. With that In mind, Wright-Patt 
Credit Union approached The Ohlmann Group about creating not Just a campaign that 
promoted mob ile bank ing. but abo a social media outreach that encouraged credit union 
members to share their positive experiences. 

We created the •on the Go· campaign featuring Wright.Patt Credit Union CEO Doug Felcher 
as its focal point. Doug, like any otherWPCU member, could enjoy the convenience of mobile 
banking while in his back yard or on a motorcycle trip miles away. While Doug's posters, 
newspaper ads. e·blasts, and digital dbplay ads featured his words or endorsement. they also 
encouraged other members to share the ir own stories and photos or the ir experiences 
using mobile banking •on the go~ The end result was a Facebook contest that exceeded the 
client's expectations and a campaign that not only raised awareness of mobile banking, but 
gave It a dlstlnclly human face. 

..... ___ ..........,:..a.u.... ............ 

1-.. ---...-·~·-· c-......,.,4 ___ ..,. .... .,, __ 
-•-...,•--atvttrr.lGQ 

3.d Broada,st (to lndude written salpts) 

Client: CareSource 
Title: Covered With Kindness ·Friend'), 30 second 

The Ohlmann Group created a multi-state television campaign. featuring the music of 
lngrld Michaelson, built around the new CareSource •covered In kindness· theme. 

The storyboard for one or lhe campalgn·s spols Is below. To view the completed commercial 
and other elements of the campaign, http://ohlmanngroup.com/dps/ 

. 
~ ·~-. ~ -' ---
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3.e Radio lta lndude written scripts) 

Client: Montgomery County Schools, ReadySetSoo, 
TIiie: Pteschool Promise Transit 

The Ohlmann Group has created a number of radio commercials for learn to Earn Dayton and 
ReadySetSoor The most recent featured information about their Preschool Promise program. 

The written script is below. To listen to the audio broadcast. go to http://ohlmanngroup.com/dps/ 

l~hl~anngroup c __ O_P_Y ___________ ~l 
;-:~:'i'!"~~~~~~,- "(ll"""'""'"-'-""'"'' ................ __________ -l_ 

--- ~mt.E=---'~~-=-=-==---~.J08=•'------~ 
MEDO.I~ lENOlH :JJ ,s 

........... 
-f.CONI> IIAl>IO Co~rMf.llCIAL 

IMMlw-1utao,ffliCudllt! u,OU'f~~IJet-4by$tplt1"lberlCkh,ltat'lllmoeta:tw:iWJblJ'll;"U 

l'rni.boi>IPnofbltcdt11nte1• 0i1111·1wail1Eal,:ill)11Ut-ltutulJ1t-.1.q-. 

rs..sr.CoNU llAPIO COMMEKCIAL 

tmu..-tftlb1 

3.f 

Client: Miami Valley Career Technology Center 
TIiie: MVCTC Collateral 

Miami Valley Career Technology Center IMVCTC) Is positioned to Influence economic development In five 
southwestern Ohio counties (Montgomery, Warren, Preble, Darice, and Miami) by preparing students for 
the 21st century workforce. Despite their unqualified success. they were struggling with p1011ldlng the 
appropriate Information to the intended audience. 

MVCTC needed a system of organization that was simple enough for anyone to get the Information they 
needed quickly and easily. The school also wanted to build their brand awareness and make sure that 
design elements gelled across all platforms. The Ohlmann Group developed a new system of organizing 
that used a color scheme as a basis to help differentiate the clusters within the school system to address 
these needs. The Ohlmann Group has created a Career Guide for Students. class catalogs, and designed 
program sheets and posters for events as well as monthly postcards on an ongoing basis . 

-

• • ' :. ' 11 11 1'111 

.... ..,. ; • n O'. 
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Linda Kahn 

Experience 

CEO/Director, Media Services 
The Ohlmann Group 

lilnuarr 2016 - rrcscnt (1 year 1 month) IJ,1yton, Ohio Me;o 
/\s CEO/Olrcctnr, Media Services, I.Inda leads lhc overall straleglc and huslnes.1 direction orThe Ohlmann Group. lu addition, she directly 
owrsecs the company's media team, which spcdallzcs In the rcseard1, negotiation, and placement of media services for dicnl~ throughout the 
country. 

Senior Vice President/Media 
The Ohlmann Group 

November 1979 - January 2016 (36 years 3 months) !Jayton, Ohio 

l,lnd.o lolncd The Ohlmann Group In 197') .is Asslst.1ut tu the Media Oepartment, and w.,s pro1noted to Senior Vice l'rcsldcnt/Medla, after 
carntn,: a markct-wl,lc rcputitlon as one nf tl1c most respected n1edia planners amt negutbtol'l' In the husines,;, In addition tu purchasing media 
for 11111ucri,us cllenls In the [Jayton region, 1H media outlets - from rhlladdphla tu L.,s V<·gas- rnll on l.lnda's t:olcnts for the 1mrchasc of time 
durlug the alHmport..,nt swcc11 periods that determine tl,e prices lhey can chari:e for their time. 

As p:1rt of continuuusly lm11rovln~ the effcrtlvcncss of the agency's media team, I.Inda enhanced and reconfigured The Ohlmann Group's media 
department throughout her tenure as Sculor Vice President/Media. She also re~ularly V<'ts and implements new nwdia data snu rec services, 

indudlng one of'the Industry', most so1>histlca1cd computer-assisted systems for rese.irrh and broadcast medb buying an:llysls. 

Assistant Buyer 
Rikc's 
1977 - 1979 (2 yc:irsl 
Assistant Buyer In the materuity department and women's doth In~ 

Sales woman and gift wrapper! 
The Metropolitan 
1975 - 1 •nH (l yc:ors) Dayton, 0 1,jc 
Worked In the young men's department anti gltt wrap11lng. 

Honors & Awards 
Mercury Award 
Amcrl~an Advertising Federation 
201.17 
Best Buy ~t ufthc Yc.ir 

Mercury Award 
American Advertising Federation 
2000 
llest MLdla lluycr 

Mercury Award 
American Advertising Federation 
1(11)9 
Best MLdla lluyer 

Mercury Award 
American Advertising Federation 
2010 
Best Media llnycr 

Mercury Award 
American Advertising Federation 
2011 
Best Media lluycr 

Mercury Award 
American Advertising Federation 
2012 
nest ~lcdla lluyer 



Mercury Award 
Amcrkan Advertising F,,dcratlon 
June 2013 
llest /\d /\gcucy Rq> 
F.merltus Dest Media lluycr 

Mercury Award 
American Advertising Federation 
May 2'014 
Vendor ofthc Year 

llest /\d /\1:c11cy ri.1, 

Emeritus Best Media lluyer 

2015 Sliver Media Recipient 
Amcrkan Advertising Federation 
l'cbruary 201 S 
'rl>c American Advertlslug Federation's Sliver Medal Award Program was established ln 1959 to recognize nll'11 and women who ha.·c made 
out,bndlng contrlhutlons to advertising and who ha,e heeu a,tivc In furthering the i nt!ust ry's ,tanclanls, c rcatlvc excellence and rcsponsihility 
ln areas of social concern. Annually, AAF duhs/fed,·rations hes tow thi,; honor upon 011\standing com nmnity !cad,•rs. 

Mercury Award 
American Advertising Federation 
May 2015 
11,•st Media lluycr 

Mercury Award 
American Advertising Fcdcr.,tlon 
May20I6 
llcst Agcnq· Hep 

Additional Honors & Awards 
c;rc;1tcr llaytnn /\dvertising As:mc lat ion 
Mercury /\wan!, nest Media !luyct 2007, 200H, 200'), 20111, 20 11 and 201l 
E1ncrtus 2013, 2014 a1uJ 21115. In 2016 aw·.irdcd Hcst Mcdi;1 lluycr. 

l!avc 1111\illshcd articles regarding media in national publications. 

Education 

Miami University 
Bachelor of Arts, Statlstks, Psyd,o!oey & Political Science 
1'>73 - 1'177 
C,raduated in 3 very full yc;ors' 
Tested uut ofSp;inL,;h whlrh cnahlcd Inc tn J:rJtluatc in a short er amount tu tlm~·. due tu" car acciticnt 
.tlclivitics mu/ Soc/c:tlcs. :!:'. 1.. JJ'~-~- .r .!_ r .v1 , : Sr •.t: :,u 

Meadowdale 
1969 - 1973 
,1,tivltlcs um/ So, icli<!$. 

Organizations 

Dayton Chamber of Commerce Executive Committee 
Dayton Chamber of Commerce Board of Trustees 

Wright Image Group 
Starting Sc11kmhcr iot5 

Additional Organizations 



David E. Bowman 

)"" Education 

•!• Masters of Business Administration in Marketing, University of Dayton 
(2004-2007) 

•!• Bachelors of Arts in Communication and Political Science, Wright State 
University (1992-1997) 

)"" Job History 

•!• The Ohlmann Group, Chief Marketing Strategist (2010-Present) 
•!• School of Advertising Art, Instructor (2012-Present) 
•!• LUCRUM Inc, Marketing Manager (2008-2010) 
•!• Hafenbrack Marketing, Account Executive (2006-2008) 
•!• Reynolds & Reynolds, Sales Representative (April 2006-0ctober 2006) 
•!• Relizon, Marketing Manager (2005-2006) 
•!• Ohio Financial Group, Marketing Manager (2001-2005) 
•!• Cintas, Sales Representative (1997-2000) 

~ Awards/Credentials 

•!• Google AdWords Certified (December 2013-December 2014) 
•!• United Rehabilitation Services, Board of Directors 
•!• American Advertising Federation of Dayton, Board of Directors 
•!• Dayton 828 Magazine, Contributor 
•!• AAF Dayton 2011 and 2012 Mercury Award Winner - Best Ad Agency Rep 
•!• Dayton Business Journal Forty Under 40 Winner - 2011 
•!• Epilepsy Foundation of Western Ohio, 2008 Board Member of the Year. 
•!• Greater Dayton Advertising Association, 2010 Mercury Award - Unsung 

Hero 
•!• Greater Dayton Advertising Association, 2011 Mercury Award - Best Ad 

Agency Representative 



Jim Hausfeld 

}> Education 

•:• BA, Ohio University 1988 

}> Job History 

•!• Vice President, Creative, The Ohlmann Group- 2015-2017 
•!• Creative Services Director, The Ohlmann Group- 2012-2014 
•!• President, In-Haus Productions, Dayton, OH - 1993-2011 
•!• Creative Services Director, Clear Channel Dayton, Dayton, OH -

1988-2011 

> Awards/Credentials 

•!• Over 200 local, regional, and national advertising awards, including 
a National ADDY, and an international Radio and Production RAP 
Award . 

•!• Youngest winner of American Advertising Federation Silver Medal 
Lifetime Achievement Award from AAF-Dayton for contributions to 
advertising and the community. 

•!• Dayton Business Journal "40 Under 40" Award . 
•!• Winner of 20 AAF Dayton Hermes/ADDY Awards for advertising 

excellence . 
•!• Eleven-time winner of AAF-Dayton Mercury Awards plus three 

awards for "Vendor the Year" award in 2010, 2012, and 2015. 
•!• Two-year Past President, twelve-year board member, and longtime 

Hermes Awards Chairperson for American Advertising Federation -
Dayton 

•!• Co-created the Local Advertising Review Council, a joint 
partnership of AAF-Dayton and the Better Business Bureau. 



Mike Blackney 

» Education 

•:• BS in Communications-Advertising, minor in Marketing from 
Appalachian State University (Boone, NC) 

» Job History 

•!• The Ohlmann Group - Digital Media Manager 
•!• LIN Media - Digital Sales Director 
•:• Commuter Advertising-Account Executive 
•:• Berry Company 

• Inside Sales 
• Outside Sales 
• Corporate Trainer 
• Corporate Training Manager 
• Inside Sales Manager 
• Outside Sales Manager 
• Account Executive 

~ Awards/Credentials 

•:• Google Partner, Google AdWords Certification in Advertising 
Fundamentals, Advanced Search, and Advanced 
Display. Proficiencies in Google Analytics, Microsoft AdCenter, 
Demand Side Platforms, Social Media Management, Facebook 
Ads, Twitter Ads, YouTube TrueView ads, Lead Generation, Local 
SEO. Multiple Sales Awards. 



Gary Haschart 

~ Education 

•!• School of Advertising Art, 1992 - Kettering, Ohio 
• Study included graphic design, keyline, marker rendering, type 

indication and creative problem solving. Trained on Macintosh 
computers using Photoshop, FreeHand, PageMaker, Illustrator 
and Microsoft Word. 

•!• Wright State University, 1989 - Dayton, Ohio. BFA in Fine Art. Major in 
Drawing. Minor in Sculpture. 

~ Employment History 

•:• The Ohlmann Group; Dayton, Ohio. Production Director. 2017 to Present 
• Handle day-to-day operations of print production, working to 

maintain the highest standards of creative output for our clients. 
• Work closely with creative team and print vendors to ensure 

smooth, seamless production of all printed materials. 
• Coordinate estimates and purchase orders. 
• Coordinate and maintain traffic sheet for traffic meetings. 
• Proofread all advertising materials. 

•:• The Ohlmann Group; Dayton, Ohio. Senior Art Director. 2003 to 2016 
• Brand Design/Development; Responsible for all aspects of the 

graphic design, Production and implementation of print and 
electronic media including, but not limited to designing ads, sates 
literature, direct mail pieces, corporate identities, web banners, 
web sites and posters; Project management 

•!• Freelance Design; Kettering, Ohio. Self-Employed. 2002 to 2003 
•!• David K. Burnap Agency; Centerville, Ohio. Art Director. 2000 to 2002 
•!• Cho Graphics; Centerville, Ohio. Graphic Designer. 1998 to 2000 
•!• Amole Cosmetics Inc.; Dayton, Ohio. Graphic Designer 1992 to 1998 

~ Awards/Credentials 

•!• Won 3 Hermes Heads over the years from the American Advertising 
Federation - Dayton. One of the Hermes Heads was for the coveted 
Judges Award for Creativity. 

•!• Trained in WordPress for building out Websites once they are developed. 



Kern Patton 

Education: 
BFA, Bowling Green State University, Bowling Green, OH, 1994 - 1999 

Job History: 
The Ohlmann Group (2016-present) Senior Web Developer 
• Develop and deploy client web sites using Wordpress. 
• Custom Wordpress designs and functionality. 
• Work with clients and internal stockholders to plan and develop each client web site. 
• Development including CSS, Javascript, PHP, mySql. 

Cloudtakeoff .com (2013-2016) Senior Web Developer 
• Part of product development team working on main product. Including moving from Silverlight 

to a full web front end application built in Angular.js using Typescript and .NET MVC backend 
running in Azure. 

• Created drawing, editing and repositioning elements in main company product, a web 
application that uses the HTML5 Canvas for drawing using the Konva.js framework. 

• Developed a production REST API for partners to interact with cloudtakeoff services and 
hosting. Using .NET 4.5 webAPI, REST, oAuth and collection+json. 

• Junior and Mid-level developer management and mentoring - directly managing a team of 6. 
Defining architecture, code reviews and best practices and teaching/motivating to deliver on 
time and to promote knowledge growth on the team. 

LexisNexis (2001 - 2013) Senior Software Engineer, Marketing Analytics 
• Work closely with sales, marketing and the business segment leaders to develop productivity 

tools and improve existing sales tools using C#, .NET, MS SOL, JavaScript. 
• Work with data team to improve data architecture for performance enhancements to allow 

large sets of data to be web accessible. 

• Architected and built a web based contact management application for sales, giving them 
access to customer and lead data and allow them to manage their sales activities. Designed 
and built the data base in MS SOL and ASP.NET web application Using C#, JavaScript, 
HTML, CSS. 

• Created Database driven community platform that supported over 30 individual community 
sites, geared to specific target audiences within the legal market. Driving 1.5 million page 
views on average per month. 

• Developed and maintained learning management system for customers to purchase course 
work and certification testing. 

• Lead development of Bookstore microsites which include consuming ATG webservices. 
Allowing for the creation of personalized shopping experiences for different product offerings, 
including an in page shopping cart using JavaScript and C# .NET APL 



Andy Kittles 

~ Education 

•!• School of Advertising Art - 1992 

~ Job History 

•!• The Ohlmann Group (2006-Present) - Art Director 
• Designing concept/graphics for websites, magazines, 

newspapers and billboards, as well as collateral material 
used to support the campaigns of both corporate and 
consumer accounts 

•:• Ohio Department of Development, Office of Communications 
(2000-2006)- Graphics Manager 

• Developed marketing/communications materials for 7 
divisions within the ODOD including: Economic 
Development, International Trade, Technology, Travel and 
Tourism, Community Development, Governor's Office of 
Appalachia, and the Governor's Office (Taft Administration) 

• Managed a small team of designers, web developers, and 
interns 

~ Awards/Credentials 

Choosing Hope Adoptions, Springfield Ohio - Communications and Marketing 
Board Member (current) 

Springfield Exchange Club Foundation - Board Member (current) 

2015 Silver Addy-AAF Dayton 
2015 Bronze Addy (7) - AAF Dayton 
2014 Gold Addy-AAF Dayton 
2014 Silver Addy -AAF Dayton 
2014 Bronze Addy -AAF Dayton 
2013 Gold Addy - AAF Dayton 
2013 Silver Addy- AAF Dayton 
2013 Bronze Addy (5)-AAF Dayton 
2012 Silver Addy- AAF Dayton 
2012 Bronze Addy (2)-AAF Dayton 
2009 Silver Addy (2)-AAF Dayton 
2009 Bronze Addy (5) - AAF Dayton 



Kameron Hurley 

> Education 

•!• MA, Historical Studies, University of Kwa-Zulu Natal 
•:• BA, Historical Studies, University of Alaska - Fairbanks 
•:• AA, General Studies, Clark College 

~ Job History 

•:• The Ohlmann Group, Inc. Content Marketing Manager 
• October 2015-Present 
• Lead writer and editor for yearly client magazine featuring 

interviews with aviation pioneers and industry leaders, 
including stunt pilots, technicians, mechanics, and 
engineers. 

• Creates and reports on results of content marketing efforts, 
suggesting alterations in the type of content created. 
Adjusting content targets doubled lead generation efforts for 
one client and resulted in 1/3 more social impressions for 
another. 

• Instituted quality check process to reduce typographical 
errors present during client review of content by 90%. 

•:• Autosoft, Inc. Communications Manager Content Marketing 
Manager 

• January 2015-0ctober 2015 
• Spearheaded company rebranding initiative with 

development and execution of Brand Standards Guide 
• Revised lead-generation email messaging to increase email 

open rates by 5% and click-through rates by 100%, leading 
to over $47,000 in additional POS. 

• Developed new messaging and email strategy to increase 
nurture email open rates by 10% and click-throughs by 4%. 

• Worked with web team to optimize website design and 
language to drive more traffic (50% increase) and lead 
generation (20% increase) 

•:• Lexis Nexis. Senior Communications Strategist, Copywriter 
• March 2011-January 2015 
• Led copy creation of refreshed corporate site, leading to 

116% increase in page views, 114% increase in customer 
sign-ins, and 62% decrease in bounce rates 



• Worked with agencies and brand managers to create successful 
content marketing and communications plans and campaigns 
across multiple platforms 

• Developed copy template creation for in-house team, resulting in an 
overall improvement in drafting and layout times of direct mail and 
email projects by 20% 

•!• The Ohlmann Group, Inc. Senior Copywriter 
• March 2010 - March 2011 
• Developed and managed social media, digital advertising 

content, and communications and PR plans for clients 
• Created, wrote, pitched, and placed PR pieces - including 

press releases and article content - to media outlets 

•!• ITS Financial. Communications Manager 
• June 2007 - March 2010 
• Developed comprehensive communications strategies for 

$40M company, working closely with company's CEO and 
executive team. Produced all internal and external 
communications for nationwide retail and franchise system. 
Handled all media inquiries as company spokesperson and 
managed crisis communications plans. Worked with agency 
to develop and refine consumer messaging for print, radio, 
and television, resulting in 200% increase in customer calls. 
Managed three-person team, outside contractors, and 
agency work. 

•:• CH2MHill Communications Group. Assistant Project Manager 
• March 2004 - December 2006 
• Created project delivery packages for $12M in 

communications projects. Assisted in writing, preparation 
and editing of RFP's, resulting in ongoing contract awards. 

•!• Infinity Software Development. Writer. 
• October 2005-0ctober 2006 
• Wrote passages for reading comprehension tests for Florida 

department of education 

•!• University of Alaska Press. Order Clerk/Editorial Assistant 
• January 2000 - May 2001 
• Wrote press releases, processed orders. 



> Awards/Credentials 

•!• 2014 Hermes Award, Bronze. Integrated Campaigns 
( copywriting) 

•!• 2013 Hermes Award, Bronze. Consumer or Trade 
Publication (copywriting) 

•!• 2012 Hermes Award, Bronze. Consumer or Trade 
Publication( copywriting) 

•:• 2012 Hermes Award, Bronze. Interactive Media (copywriting) 

> Additional Awards 

•!• 2013 Hugo Award, Best Related Work ("We Have Always 
Fought") 

•!• 2013 Hugo Award, Best Fan Writer 
•!• 2012 Sydney J. Bounds Best Newcomer Award (for GOD'S 

WAR) 
•!• 2011 Nebula Award Nominee for Best Novel - GOO'S WAR 
•!• 2011 Kitschy Award for Best Debut Novel - GOO'S WAR 



Roxann Patrick 

~ Education 

•:• Associates Degree in Commercial Art from Indiana Vocational Technical 
College- Columbus, Indiana 

~ Employment History 

+ The Ohlmann Group; Dayton, Ohio. Director of Customer Engagement. 
November, 2016 to Present 

• Work directly with customers to maintain quality and to ensure 
deadlines are met. 

• Work closely with President to achieve consistent customer 
satisfaction. 

• Proposal development. 
• Develop Ohlmann Group materials to reflect and maintain the 

agency's brand. 

•:• School of Advertising Art; Kettering, Ohio. Director of Career Services, 
2012 to 2016 

• Mentored students to prepare them for employment and job 
placement for all graduates 

• Co-instructed Professional Development classes 
• Achieved 100% placement of graduates each year 
• Developed and executed highly successful inaugural Job Fair 

•:• Designed Solutions Group, Inc. (DSG); Centerville, OH. President and 
Creative Director, 1994 to 2014 

•!• Forest Grove Advertising (no longer in business); Centerville, Ohio. 
Senior Art Director. 1992 - 1994 

•!• Roxann Patrick and Associates; Kettering, OH. Owner and Creative 
Director. 1989 to 1992 

•!• Freelance Graphic Designer; Dayton, Ohio. 1983 to 1989 

> Awards/Credentials 

Design skills and creative leadership have led to over 100 awards for 
Roxann throughout her career in various competitions including the 
Addy's, OMA and Graphic Design USA, along with sponsored 
competitions by the Women's Business Enterprise National Council, 
the New York Times and Cox Newspapers. 

Roxann is the current President of the AAF-Dayton; was a board 
member of the NCCJ Dayton; was honored as one of 14 women 
business owners nationally as a Woman Business Star by the 
WBENC in 2007 and was a forum board member of the WBENC 
in Washington DC from 2004-2007. 



Helen Mumaw 

)-" Education 

•:• BS in Communications, School of Radio and Television, Ohio 
University, 1981 

)-" Job History 

•:• WPFB Radio, Middletown, OH - August, Sales Assistant to Sales 
Manager (1981-1983) 

• Processing orders for Sales Manager 
• Managing Sales Manager calendar 
• Creating Sales Flyers 
• Interacting with sales, on-air, accounting staff 
• Typing communications for sales manager 

•:• The Ohlmann Group, Inc. Dec., 1983-Present 
• Started as Media Assistant-Broadcast; responsible for 

producing radio orders, traffic continuity, reconciling invoices 
and researching various markets 

• Became Media Buyer; responsible for researching, procuring 
and reconciling all media related to newspaper, consumer 
and trade magazines, outdoor, indoor advertising, movie 
theater, email/online/mobile advertising, direct mail, marriage 
mail and other ancillary advertising vehicles that are 
available for a wide variety of industries. 

• Agency liaison with U.S. Post Office. 

;.. Awards/Credentials 

•:• Google Ad Words Training 
•:• Facebook Advertising Training Course Completed 
•:• Mercury Award Honoree for Best Media Buyer 2007 - 2010 
•:• Mercury Award for Best Print Buyer 2012 
•:• Mercury Award for Best Media Buyer 2013 
•:• Lead team responsible for submitting The Ohlmann Group for the 

Better Business Bureau Integrity Award, for which we won in 2012. 
•:• Guest Speaker at Outdoor Advertising Association of Ohio, 

September, 1995 



Reports/Metrics 
Cable Network Ranker 
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Description: Qualitative composition of target audience consumption of media, utilizing fillers such as geography, demographics and media . 
Frequency: Generated as new data continues to arrive or as marketing strategies and objectives change. 
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Reports 
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R•port Name: Target Profile 
Description: Media research ror audience population nanowed to ta,get specific zip codes 
Frequency: As often as requested. 
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Reports/Metrics 

Reports 

Report Name: Buy Detail Report 

Buy 0.lall Raport 
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Description: Purchase order ror lndivldual stations rrom STRATA media buying system. 
Frequency: Each time an order Is placed. 
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Reports/Metrics 

Reports 

Report Name: Approved Orders Report 
Desulpllon: Electronic transrer (rom STRATA media buying system to Advantage accounting so(tware. 
Frequency: Once or twice a week depending upon number or orders Issued. 
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Report Name: Radio Order Revision 

. .. 

D111ctlptlon: The broadcast order as It appears In the accounting sofcware for billing. 
Frequency: Completed for each order Issued. 
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Reports/Metrics 

Reports 
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Report Name: Invoices 
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Description: full complement of invoices that DPSD may receive. Includes production invoice as well as several media invoices. 
Frequency: Typically issue once a month 
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Reports 
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Report Name: Invoice-Schedule Matching 
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D••criptlon: Reconclllatlon between what was ordered and what was actually received. Adjustments made ror errors round. 
Frequency: Completed for every broadcast order Issued. 
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Reports 
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Report Name: Timuheet 
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Description: Snapshot of an electronic tlmesheet with time posted to Jobs. 
Frequency: Timesheets are completed daily. 
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Report Name: Media Schedule 
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Description: The media schedule is used to communicate the schedule by media by month so dienl has the full overview of all components and how they now throughout the year. 
Frequency: Report generated al the Initial request for proposaL 1hen updated as items become approved as well as any adjustments throughout the year, 
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Reports 

Report Name: Radio Reach & frequency Report 
Description: This report provides client with a snapshot or what was purchasrd on the ir behal r. first page shows details by station . Second page shows details by week. 
Frequ.ncy: Report Is generated one time when radio buy is purchased. 
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Reports/Metrics 

Reports 

R•port Name: Radio Spot Calendar 
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Dascl'lptlon: Accompan ies th e reach and frequency report providing the detailed analysts of 1he buy with number of spots by station, by daypart, by week. 
Frequency: Report is generaled on e time when radio buy is purchased. 
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Reports/Metrics 

Reports 

Report Name: Locatlon Report & Map 
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Description: Report and accompanying map show actual locallons purchased for an outdoor poster showing and Includes audience reached with those locations. 
FNquency: Report Is generated one lime when outdoor buy Is placed. 
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Reports/Metrics 

Reports 

ohlrnann 
-.;:::::::-- ------ ---· •.. ., ..... ,... ......... " 

_.. ... __ ..... .,.,. ..... l" .. 

.,....., ........ 
""' .,... .... ....-

... ~--·.,...,. ....... 

----
.. -
·-
.. -
·-

- - --
........ 

Report Name: Outdoor Performance Report 
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Description : This report allows agency to verify when posters were Installed and removed, verifies correct creative for each location, Indicates that the correct amount of timl! was given for th!! whole campaign and any additional 
time received and ilS value. 

Frequency: Report Is generated one lime, 2 weeks after the end date of the campaign. 
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Reports 
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Report Name: Online Reporting Dashboard 
Description: The Ohlmann Group uses live. interactive online dashboards that connect directly to all platforms utilized In the buy. They specifically cater to each individual client campaign. 
Frequen~ Report is live and Interactive and can be viewed at any time during the campaign. 



Reports/Metrics 

Reports 
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Report Name: Production Schedule 
D111alptton: Created once a campaign has been authorized to manage the flow or creative elements needed for the campaign to be executed. 
Frequency; Report generated one lime at the beginning or the campaign and updated as needed. 
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Reports/Metrics 
5 . c. Reporting Plan 
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Traffic Sources 
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Reports/Metrics 
S. c. Reporting Plan ·--:,::,-. ·--:~ 
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Sample Interactive Dashboard · cont. 

User Map Month-Over-Month 
oc, 30 2016 Jafl 16, 2011 • Dec I 2016 Dec 31 2016 • 
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