
I-69 THUMB REGION 
TARGETED MARKETING & MEDIA STRATEGY 

QUESTION/ANSWER SESSION AT THE PRE-BID MEETING 
WEDNESDAY, JULY 11, 2018 10:00 a.m. 

 
 
 

Genesee County Metropolitan Planning Commission (GCMPC) 

Conference Room 

1101 Beach St, Room 223 

Flint, MI 48502 

 

Present:  Dean Keipert, Anne Drummond, Quentin Groce, Rebecca DuShane, 

Jacob Maurer, and Debby Compton.  

 

Mr. Maurer stated that if we don’t have an answer for any of your question(s) at 

this time, we will get the answer(s) and get them out to everyone in the next 

couple of days.  

 

Mr. Maurer reviewed the proposal and took questions.  

 

PURPOSE: 

The I-69 Thumb Region has an extensive fiber optic network that is not promoted. 

In addition, the I-69 Thumb Region wants to attract talent to open positions. There 

is an opportunity to promote the fiber optic network, and the overall quality of 

life, to attract people to the area. 

Due to the existing fiber optic network, one recruiting opportunity is to target 

people that can work from anywhere but need a reliable high-speed internet 

connection. This opportunity will involve highlighting all the Region has to offer, 

because if a person can work from anywhere, why should they choose the I-69 

Thumb Region? We would argue the reasons are plentiful, but the two basic 

reasons are the high quality of life and low cost of living. The high quality of life 

includes easy access to rivers, lakes and trails, proximity to Detroit, Chicago and 

Toronto and that our region offers rural, small town, urban and coastal living 

options.  

The other recruiting opportunity is to target people that grew up in the Region but 

have since moved away. These folks already have a connection to the area and 

are more likely to entertain a move to the Region than those without an existing 

connection. A subset of this population is to target people that have recently 

gotten married, have young kids or are thinking about having kids. This approach 

would highlight both available jobs and the high quality of life.  



BACKGROUND: 

The Regional Prosperity Initiative (RPI) was created by Michigan’s Governor 

Snyder’s Office to encourage local private, public and non-profit partners to 

create vibrant regional economies.  The State of Michigan was divided into ten 

Prosperity regions.  The Counties of Genesee, Huron, Lapeer, Sanilac, Shiawassee, 

St. Clair and Tuscola are in Region 6, now branded as the I-69 Thumb Region. 

The I-69 Thumb Region Steering Committee consists of representatives from adult 

education, workforce development, economic development, transportation and 

higher education. Several objectives were identified in the Region’s Accelerate: 

A Plan for Regional Prosperity that targeted marketing efforts will help to achieve: 

▪ Promote the region to former Michiganders and immigrants looking to 

return to the state and raise a family.  

▪ Enhance the image of the region both internally and externally. 

▪ Continue to market tourism within and outside the region, including parks 

and recreation facilities and programs. 

While some marketing and communications are underway, there has not been a 

concerted effort to market the Region as a viable place to live or at least visit.  

The I-69 Thumb Region Steering Committee has set-aside up to $40,000 for this 

project.  

 

SERVICES SOUGHT: 

Expand awareness of the I-69 Thumb Region through targeted communications 

resulting in increased awareness of the Region, specifically: 

▪ installed fiber optic network  

▪ assets that showcase a high quality of life 

▪ available job opportunities (generally). 

Propose strategies for enhancing the Region’s appeal to identified audiences. 

Identify the most effective marketing and communications strategies, including 

social media. 

Craft communications and marketing materials for identified audiences. 

Provide strategic advice on identifying and adapting marketing to target 

audiences. 

Creation of fresh ad copy, landing page content and shareable content for the 

campaign. 



Design options for sustainability (perhaps a modular site that can easily be 

disassembled and rearranged to fit a new environment or evolving goals). 

Provide comprehensive reporting on ad performance. 

 

RESPONSE REQUIREMENTS: 

Please include the following in your proposal response: 

▪ Overview of your company 

▪ Overview of how you will provide the services sought 

▪ Details about your team 

▪ Any key differentiators about your approach 

▪ Line item pricing, with optional services noted 

▪ Terms and conditions 

▪ Samples of previous work in all media 

▪ Metrics to show success with previous marketing efforts 

▪ Two references, minimum 

 

TERMS: 

Funding for this project is administered by the GLS Region V Planning and 

Development Commission (GLS Region V). Vendors must agree to the terms and 

conditions of GLS Region V’s standard Professional Services Agreement (sample 

available upon request). Payments are approved at bi-monthly meetings and 

therefore, upon approval, may take 60 days or more to be received by vendor. 

Invoices must detail expenses and charges in accordance with the scope of work 

agreed to in the contract. Total payment shall not exceed the accepted 

contract amount.  

 

SCORING CRITERIA: 
The following points will be used to score each bullet point in the Response 

Requirements section except the last two bullets (terms and conditions and 

references): 

• Overview of your company (10 points) 

• Overview of how you will provide the services sought (25 points) 

• Details about your team and similar experience (20 points) 

• Any key differentiators about your approach (10 points) 

• Line item pricing, with optional services noted (35 points) 

 

 

 



TIMELINE: 
Responses must be received by GLS Region V staff via email no later than 4:00 

p.m. on July 19, 2018. Confirmation of receipt will be sent.  

Communications between the Region and vendors is expected to discuss the 

proposal and ask any clarifying questions.  

You will be informed of the status of your proposal by August 10, 2018. 
 

Questions asked during Meeting/Conference Call: 
 

1. The $40,000 that you have, does that include the media spend as well? 

Answer:  Yes, the $40,000 is all inclusive for this project.  

2. After you spend this $40,000; what is your expectations, what do you expect to see? 

Answer:  Please refer to Services Sought part of the RFP. In an ideal world, as this project ramps 
up we will see an uptick in interest by the targeted markets in relocating to the region.  

3. When you talk about the Fiber Optic Initiative, have you done any ad campaigns promoting 
that? Have you done any branding around that initiative? 

Answer:  Not really. However, we have completed a fiber mapping project and brochure. 

• Fiber Plan 

• Brochure 

 

4. When you talk about the people that moved out of the area that you want to get back. Do you 
have any information on what that demographic might look like?  

Answer:  There is not one demographic. It could be baby boomers who are looking to retire and 
have a second/third career. It might be Millennials or Gen Z who want to work remotely, be 
near family, it could be Gen X etc... not so much a demographic, rather a lifestyle. 

5. Do you have a specific geography that you want to go after? 

Answer:  The region is the target, but some natural locations would be Owosso or Sebewaing 
who have fiber to the home. Then we can branch out.  

6. What is your timeline for looking at implementing all of this? When would you want the 
campaign to start being rolled out to the public and how long do you foresee that going? 

Answer:  The roll out should be as fast as possible, others are building their fiber capabilities and 
we need to be the markets early mover in Michigan. The campaign should last one year +/- but 
should be designed so that if we get additional funding, we can keep it alive.  

http://i-69thumbregion.org/wp-content/uploads/2015/06/FiberReport_Final_4.17.15.pdf
http://gcmpc.org/wp-content/uploads/2015/05/Fiber-Brochure-2.pdf


7. Looking at the list of services sought, it might be easier to break them down into strategy 
direction you’re looking for as well as the specific campaign materials that you are asking for 
here. Of those two categories, would there be an emphasis on the strategic giving you a plan to 
pursue over time or are you really focused on having a campaign that would roll out and be 
deliverable in a specific period?  

Answer: Both, develop a broad plan with a campaign roll out in the next 6 - 12 months.  

8. As far as the line item pricing requirements for the response. As you know the various tactics 
that are potentially available here and the relative cost of doing say for instance print 
advertising as oppose to doing digital outreach. Cost can vary dramatically and presumably you 
would want to make sure we are tailoring the actual tactics to the channels that we identify as 
being the most effective way to reach your target audiences.  

• In terms of the RFP response how much detail are you going to be looking for in terms 
of pricing on actual tactics given that we won’t know what that fix is until we’ve done 
the work to come up with the strategies? 

Answer:  We would like to focus on digital advertising with perhaps a couple print items that 
could be left behind at meetings. These should be pdf's so that we can print them in-house or at 
a local printer as needed. Just broad categories of spending would be sufficient (i.e. staff, 
supplies, training, advertising, travel, etc.)  

 

9. On the creative standpoint. What kind of assets do you already have versus what we may need 
to get produced. Such as, photography and getting a team out to get photos as well as on the 
video side. Do you have anything already produced that would fit with this campaign? 

Answer:  There has been some materials produced which you would have complete access to. In 
some situations, there may be a need to gather photography, video etc... about a specific 
location etc... This would be coordinated through the region and its partners who may have 
access to the material already or may be able to get the required creative content so that they 
could use it in the future.  

 

10. Are you looking at this being primarily focused on promoting the Fiber Optic, the high-speed 
connection as a gateway to getting people back? 

Answer:  Yes. 
 

11. I received the sample service contract. Looking through that there was language about 60-day 
payment terms. Many times, especially with placing Media, they require payment up front 
before they will run a billboard or ad, etc. Is that going to be a problem or is that something we 
can factor into the plan? 



Answer:  This is something we expect to be factored into the plan. Our committee meets every 
other month and can review/approve expenses that have incurred.  
 

12. There was also talk about a one-year warranty of services, that could be because it was just a 
sample. I didn’t know what you were looking for warranty on from a marketing perspective? 

Answer:  This was generic language part of our sample services contract. 
 

13. There also was information about insurance coverage needed, we will need to know what levels 
you require?  

Answer:  Exact levels are unavailable currently. We will work with our corporation council and 
the selected firm on these details at a future date.  

 

14. Your team has quite a bit of content and resources in regard to videos and photos. Is there a link 
or a drop box where we can review those if we had to incorporate within our recommendation 
additional content we know what you have then in verse what we might recommend in addition 
if at all, is that possible to see where that content would be?  

Answer:  Much of the photography we have can be viewed in the ACCELERATE Plan. We also 
had videos that were created to promote the agriculture attractions, and an online Agri-Tourism 
Directory 

 

Submitted Questions:  
 

15. What kind of marketing communication research has been done to lead you to choose 
heightening fiber optic availability, showcasing quality of life assets and job availability as 
primary goals? Have there been focus groups, one-on-one executive-type interviews, surveys, 
secondary research, quantitative assessment? 

Answer:  Refer to the fiber report and brochure links in question three. There has been an 
extensive amount of work completed to date highlighting eco-tourism and agri-tourism in the 
seven-county region. A wage & benefits survey and housing development/implementation 
strategy have also recently been completed.  

We are more interested in the kind of the work you have done, and your approach. How will you 
make it successful and what is unique about your strategies? 

16. When referring to "available job opportunities (generally)," are there specific types of positions 
you want to promote (i.e. manufacturing, high tech, medical)? 

http://i-69thumbregion.org/resources/accelerate-plan/
https://www.youtube.com/channel/UCAM-AJ3X4EYTbCkIb9pilGQ;
http://i-69thumbregion.org/wp-content/uploads/shortlist/region6.html
http://i-69thumbregion.org/wp-content/uploads/shortlist/region6.html
http://i-69thumbregion.org/wp-content/uploads/2018/07/2018-I-69-Thumb-Region-Wage-and-Benefits-Survey-Final.pdf
http://i-69thumbregion.org/wp-content/uploads/2018/06/DMAP-Housing-Implementation-Strategy-Final-Draft.pdf
http://i-69thumbregion.org/wp-content/uploads/2018/06/DMAP-Housing-Implementation-Strategy-Final-Draft.pdf


Answer:  Digital creatives, digital nomads, freelancers, and even corporate employees who 
might be able to work remotely. There are reports and articles that highlight companies who 
allow/promote remote work arrangements, i.e. Amazon, Quicken etc...  

17. Though I can deduct some of the identified audiences, do you have a specific list? Is it "former 
Michiganders," "immigrants looking to return to the state and raise a family," "people who can 
work from anywhere?" These seem like broad categories. 

Answer: We don’t have a specific list. Looking to target people that can work remotely, and/or 
people who grew up in the Region but have since moved away. 

18. You mention that "some marketing and communications are underway;" what are those 
strategies and tactics, and do you have evaluation of their success? 

Answer:  Yes, the I-69 Thumb Region has been working with the Flint & Genesee Chamber of 
Commerce to achieve marketing tactics identified by our regional partners in early 2017. Click 
here to view the current strategy. 

19. One of the services sought is "Design options for sustainability (perhaps a modular site...)." I'm 
assuming you mean an informational display that could be used at industry events? Or are you 
referring to a website? 

Answer:  An information display. However, we are more interested in the digital presence. 

20. How many other firms have received the RFP? 

Answer:  11 other firms received the original RFP notice. 

21. Who will I report to? 

Answer:  The Contract Administrator is Derek Bradshaw at GLS Region V. 

22. When you ask for "line-item pricing," I assume you want to see a recommended breakdown of 
how we will spend the $40,000. Is this correct? Respectfully, this is a limited budget for the 
items being requested, but we will certainly do our best to understand your needs and work 
within your boundaries! 

Answer:  Yes 

23. Has the I-69 Thumb Region received any grants from Governor Snyder's Regional Prosperity 
Initiative since it started? Is this project grant funded in full or part? 

Answer: Yes. The project is fully grant funded. 

24. Is it possible to get a copy of the Accelerate plan? I see the dashboard on your website, but not 
the actual plan (unless I'm missing it). 

http://i-69thumbregion.org/wp-content/uploads/2018/07/I-69-Thumb-Region-Marketing-Plan.pdf
http://i-69thumbregion.org/wp-content/uploads/2018/07/I-69-Thumb-Region-Marketing-Plan.pdf


Answer: The Accelerate Plan can be found at http://i-69thumbregion.org/resources/accelerate-
plan/ , then click on the Accelerate logo. 

25. As far as providing samples of previous work in all media, I assume you mean both paid and 
earned? 

Answer: Yes 

26. The stated budget for the project is $40,000. There is an interest in purchasing paid 
advertisements as part of this project. Is the purchasing of paid media part of the 
$40,000 or are there separate funds available? If so, what is an approximate range? 
 
Answer:  The $40,000 is all inclusive. We are not focusing on paid advertisements as much as 
boosted digital posts etc...  

 
27. Please verify the expected deliverables for this project. Currently we have identified: 

Identify target industries/audiences, develop a marketing and outreach strategy, build an 
online portal with flexibility to change as needs change, develop a targeted marketing 
campaign (both paid and organic), creation of fresh ad copy, landing page content and 
shareable content for the campaign, implement marketing strategy. 
 
Answer:  Yes, those are the deliverables. However, this project will evolve over time with input 
from partner organizations and feedback from the successful company.  

28. Please verify this is a 12-month engagement. 

Answer: Yes, this is a time critical effort so the formal engagement is 12 months, but we would 
encourage the successful company to accelerate the process.  

 

http://i-69thumbregion.org/resources/accelerate-plan/
http://i-69thumbregion.org/resources/accelerate-plan/

