
6 8 6 2  Z 1

S M I T H  K R O E G E R
M A R C H  1 2 ,  2 0 2 4

Response
 To RFP



EXECUTIVE SUMMARY

To the Nebraska Game & Parks Commission,

Thank you for the opportunity to submit our proposal for this important project.  

Personally, as an avid outdoorsman I know first hand the value of what you 

provide the state with the management and enhancement of our shared natural 

resources.  Our majority owner at Smith Kroeger and longtime Publisher of The 

Omaha World Herald, Terry Kroeger, is a regular donor to the Game and Parks 

Foundation, and is acutely aware of your economic impact to the state and 

Importance to attracting tourists and residents to the state. 

In our proposal, you'll find that the tasks you've laid out correspond perfectly to our 

FIDO process: Foundation, Ideation, Delivery and Optimization. This is a process 

that incorporates research at the beginning to set a strong foundation for ideation 

and ultimately, delivery. We are also equipped to optimize campaign creative, 

strategy and communication planning post-launch. Our process results in 

authentic and impactful campaigns with positive client feedback.

Beyond our experience with the process needed to carry out these tasks, we have 

a 13-year history of supporting the Nebraska Lottery, a state agency under the 

Nebraska Department of Revenue, so we are no stranger to the compliance 

requirements of state contracts. 

Smith Kroeger’s team of researchers, strategic-messaging specialists, 

communication planners and creative experts are excited to begin this work for 

you and get more Nebraskans out Beneath Nebraska Skies. 



DIVERSITY, 
EQUITY AND 
INCLUSION

Create opportunities 
for growth and 

leadership together.

INTEGRITY
Always do the 

right thing.

RESPECT
Always treat our 
team, clients and 

vendors respectfully.

PARTNERSHIP
Foster new 

relationships and 
continually strive to 

help our clients prosper.

VALUE IN 
TIME EFFICIENCY
Use time wisely to 

deliver value for our 
clients and ourselves.

STEWARDSHIP
Support the community 
and do what’s possible 

to make the world a 
better place.

ACTION
Be a problem 

solver and bring 
ideas to the table.

Our overall approach to any client engagement is always based on the core 

values that have helped us create over 60 years of successful relationships and 

growth for both our company and our clients. This management approach isn’t 

just standard operating procedure, it’s about the perspective we have when we 

take on new challenges. Our current clients value our results-oriented approach 

and we look forward to bringing it to the work we do for the Nebraska Game & 

Parks Commission. 
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Alternative coverage for two line items proposed in attached document 
“RFP 6862 Z1, Smith Kroeger, File 2 of 4_Alternative Response for Section 
III. Contractor Duties,  G. Insurance Requirements.pdf.”



14



15



16



17



18



19



20



C C O R P O R AT E  O V E R V I E W

1.



22

CORPORATE OVERVIEW

A. BIDDER IDENTIFICATION AND INFORMATION
Full company name: Smith Kaplan Allen & Reynolds Advertising Agency,
d.b.a. Smith Kroeger

Entity organization: S corporation

State incorporated: Nebraska

Year first organized to do business: 1962

Name changes: Originally Smith Kaplan, then Smith Kaplan Allen & Reynolds 

Advertising Agency, now doing business as Smith Kroeger.

B. FINANCIAL STATEMENTS
These documents are submitted with the file name “RFP 6862 Z1”,
Smith Kroeger, File 4 of 4_Financial Statements_PROPRIETARY INFORMATION.”

C. CHANGE OF OWNERSHIP
No change in ownership is anticipated during the 12 months following the 
proposal's due date.

D.OFFICE LOCATION
The office location responsible for performance on this contract is located at: 
Smith Kroeger
111 S. 108th Ave.
Omaha, NE 68154

E. RELATIONSHIPS WITH THE STATE
Smith Kroeger currently has a contract with the Nebraska Lottery to supply 
advertising and marketing services. The contract was awarded for a five- (5) 
year period beginning July 1, 2022, and ending June 30, 2027, with three (3) 
one-year options, which may be exercised at the discretion of the Nebraska 
Lottery with the approval of the Tax Commissioner. This is the third time Smith 
Kroeger has been awarded the contract, making the relationship between the 
firm and the Nebraska Lottery date back to 2009.

       As we understand it, there is no specific document number because the 

       Lottery handles its contracts internally.

1.
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F. BIDDER’S EMPLOYEE RELATIONS TO STATE 
       Neither Smith Kroeger nor any person having a substantial interest in Smith 

       Kroeger was, or is, an employee of the state during the past 12 months.

G. CONTRACT PERFORMANCE 
       Smith Kroeger has not had any contract terminated for default or prior to 

       contract/project end due to any other factors during the past five years. 

       Any other client relationships that ended within the past five years did so after 

       the conclusion of a fulfilled contract or campaign period.

H. SUMMARY OF BIDDER’S CORPORATE EXPERIENCE 
       Please see next page for a matrix of Smith Kroeger’s previous projects similar 

       to this Request for Proposal in size, scope and complexity. Following this 

       matrix, we have chosen three narrative project descriptions that closely align 

       with the requirements and scope of this RFP.

1. C O R P O R AT E  O V E R V I E W
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      NARRATIVE PROJECT DESCRIPTION 1: 
      KEITH COUNTY 
       a. Time period of the project: July 2022-July 2023

       b. Scheduled and actual completion date: July 2023

            Planned and actual budget: $24,580

       c. Scope of Work: In late 2021, Smith Kroeger won a competitive RFP to 

            build out a brand architecture for Keith County, Nebraska. The goal was to 

            create a cohesive, unified graphic program that would promote everything 

            in the county, not just water-based recreation at the well known Lake 

            McConaughy.

            Smith Kroeger conducted stakeholder interviews, online marketplace 

            research of similar entities/campaigns and social and communications 

            audits. From this research, we crafted a brand and messaging report that 

            formed the foundation of the resulting suite of brand iconography and 

            architecture for the different tourism sites in Keith County. 

            This case history is similar to this NGPC project in that:

                • it required gathering data in the interviewing of key stakeholders who 
                  have personal insight into the communication challenge at hand and 
                  experience within the target audience.
                • it involved taking some existing items that were working and building 
                  on them while creating consistent visuals and messaging that we 
                  gleaned from the interviews.
                • the graphic lexicon had to be authentic to the audience.
                • numerous community stakeholders were involved.
                • the program needed to be inclusive of diverse districts/towns.
                • it involved a branding guide with messaging that everyone would 
                  use when promoting their attraction.

25
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Parent Brand Logo

Tourism Brand 

County Entity Brands 

City Brands
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       d. Customer name:  
            Molly Jeffres, Community Development Coordinator

            Keith County Area Development

            molly.jeffres@kcad.org

             Office: (308) 284-6623

            Fax: (308) 284-6277

            Mary Wilson, Executive Director

            Keith County Area Development

            mary.wilson@kcad.org

            Office: (308) 284-6623

            Fax: (308) 284-6277

       e. Prime/Subcontractor: This work was done as the prime contractor 

            with no subs. 

Brand Guide



      NARRATIVE PROJECT DESCRIPTION 2: 
      LAKE CUNNINGHAM 

a. Time period of the project: January 2020 - Ongoing

b. Scheduled and actual completion date: Ongoing

Planned and actual budget: $50,000

c. Scope of Work:  In 2020, Smith Kroeger was tasked with refreshing the

brand of Omaha’s Glenn Cunningham Lake, the classic North Omaha

attraction that had gone through an extensive, five-year physical

renovation. The project involved not only creating a new parent logo that

communicated the Lake’s overall rebirth, but also a series of logo variations

that branded special events, a full suite of collateral materials, website

design, as well as a full signage and wayfinding program.

            We developed an overarching brand that combined the historic icon of the 

            striped lighthouse with the new naming device, “The C.” This construction 

            allowed for different icons to take the center place in the “C,” 

            communicating other features of the park such as camping, frisbee golf, 

            boating and equestrian interaction. The new brand program allowed for 

            promotion of different events like the “C Monster Run” and “Rock the C”.

            This case history is similar to this NGPC project in that:

• the program needed to be inclusive of diverse audiences across
the state.

• it involved the creation of consistent visuals that are flexible to work
across a media, messaging, and audience.

• it involved getting current users of the resources at Lake Cunningham
but also engaging new users to give them a try.

• it involved using new technologies to engage and enhance visitors,
so they frequent them again. In this case it was creating video that
was able to be engaged with via QR codes on each hole of the
frisbee golf course for example.
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New Parent Brand Logo

Activity Logos

Event Logos
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       d. Customer name:  
            Brook Bench, Executive Director

            Lake Cunningham Developmental Trust 

            bbench@lakecunningham.org

            1-531-201-5251

       e. Prime/Subcontractor: This work was done as the prime contractor 

            with no subs.

SIGNAGE AND WAYFINDING
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      NARRATIVE PROJECT DESCRIPTION 3: 
      NEBRASKA LOTTERY 
       a. Time period of the project: January-December 2020

       b. Scheduled and actual completion date: December 2020

            Planned and actual budget: Smith Kroeger is on a yearly creative 

            retainer with this client, so there was no “budget” per se for this project.

       c. Scope of Work: As the ad agency of record for the Nebraska Lottery, one 

            of Smith Kroeger’s regular responsibilities is to develop consistent 

            messaging about the Lottery’s beneficiary activities. About 25¢ of every 

            dollar spent on Lottery tickets goes back to Nebraska and is used to protect 

            the state’s environment, provide need-based scholarships and support 

            the State Fair.  

            For the print ad campaign shown on the next pages, Smith Kroeger was 

            given access to the Lottery’s yearly research on player opinions about its 

            beneficiary mission, and used these findings to create a very simple and 

            graphically powerful series of messages. They ran in state magazines 

            and social media for several years and received much positive feedback 

            from players.

            This case history is similar to this NGPC project in that:

                • it involved using secondary data to shape the message and creation 
                  of consistent visuals that are flexible to work across media, 
                  messaging, and audience.
                • it was about raising brand awareness of NE Lottery and all the good 
                  that it does for the state.
                • the campaign needed to build upon existing messaging.
                • the campaign’s creative executions must be relatable to all Nebraskans.
                • the graphic lexicon had to be authentic to the audience.
                • the program needed to be inclusive of diverse Nebraska audiences.
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Beneficiary Print Ad Series
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       d. Customer name:  
            Jill Marshall, Marketing Manager

            Nebraska Lottery

            jill.marshall@nebraska.gov

            Office Phone: (402) 471-6122

       e. Prime/Subcontractor: This work was done as the prime contractor 

            with no subs. 
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      ii.  
      No subcontractors used on these three narratives. 

      iii.  
      No subcontractors used on these three narratives. 

      iv.    
       Smith Kroeger has 61 years of experience in professional marketing research, 
       analysis, communication planning and creating communications campaigns 
       utilizing a variety of media.  In the three narratives (described in H) it 
       demonstrates experience in outdoor recreation and consumer engagement 
       across the state of Nebraska.
            a. Smith Kroeger is uniquely qualified to provide services meeting the 
                NGPC objectives and a broad range of constituents. As mentioned in the 
                Executive Summary the project lead, Brett Snead, has hunted, hiked, and 
                boated across the state of Nebraska and is a landowner.  He understands 
                the value of NGPC and will be directing the team at the agency that will 
                be developing and deploying the survey and delivering the findings to 
                the NGPC.  He will also be overseeing the creating of the toolkit that will 
                be a resource for NGPC across the state.
            b. We highlighted two examples (Keith County and Lake Cunningham 
                Narratives) that show recent or ongoing work in the outdoor recreation 
                field using data, developing messaging that speaks to a diverse 
                audience and those messages were created to be used in a variety 
                of mediums.

 I.   SUMMARY OF BIDDER’S PROPOSED      
      PERSONNEL/MANAGEMENT APPROACH
      Management Approach for this Project
       Our management approach for this project will be built on FIDO, our 
       time-tested strategic messaging and branding process, which then rolls out 
       seamlessly into campaign concept execution. The FIDO process, which stands 
       for Foundation, Ideation, Delivery and Optimization, is a trusted management 
       approach for this project not only because  each team member has specific 
       experience and expertise in one or more of these areas, but also because it fits 
       perfectly in the project task requirements. 
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Smith Kroeger’s FIDO process provides specific benefits for NGPC in regards to this 
project:
            1.  Proven results and positive feedback from past clients 
                 This proven process has been iterated on for different clients and 
                 circumstances and is adaptable to this project.
            2. Confidence in planning There is no wasted time working to figure out 
                 what the next steps should be.
            3. Consistent logistical expectations Expected time and budget amounts 
                 can be relied upon as we've gone through these steps before.
            4. Reduced onboarding and training time Team members know the drill 
                 on these kinds of projects and would onboard quickly.

       The account supervisor and account manager will oversee the process from 
       start to finish but have particular direction and management over the 
       Foundation step and overall timeline and project management.

       As we have done from time to time with clients like the NE Lottery where a 
       larger scale market research project, in this case the development and      
       deployment of the survey, we have contracted out to a Omaha based market 
       research firm to assist us with this portion.  We will be heavily involved.
 
       The Foundation phase includes strong management over:
           • Budget
           • Timeline
           • Strategic research
           • Clear communications to the client and among internal team
           • Messaging report creation, quality assurance and feedback
           • Client feedback communication

       The Ideation phase will also be lead by the account manager, but receives 
       significant support on strategic elements from the creative and media
       directors. These directors will supply what creative and communication       
       strategies would be recommended based on the messaging report created 
       during the Foundation phase.  

       During the Ideation phase, we will also consult with vendors to secure not 
       only best pricing, but also recommendations on any new or emerging tactics 
       or technology that can be leveraged to support the campaign. 
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       The Ideation phase includes strong management over:
           • Timeline 
           • Strategic direction based on research
           • Creative concepting
           • Media and communications strategy
           • Expert negotiating among strategic media partners
           • Client approvals and feedback communication

       The Delivery phase is when marketing and outreach strategy is drafted.  
       The overall positioning statement, primary and secondary messaging for 
       overall NGPC as well as individual segments and the media mix to use to 
       reach the various audiences.  This is also where the communication 
       guide/tool kit for NGPC is developed as well as the executive summary 
       and in person presentation.

       The Delivery phase includes strong management over:
           • Campaign content 
           • Execution of deliverables based on approved campaign concept
           • Finalization of communications and media plans
           • Budgeting 
           • Quality assurance on communication and creative deliverables
           • Client approvals and feedback communication

       The Optimization will happen if NGPC chooses to have Smith Kroeger deliver 
       the messaging provided in the RFP. The Smith Kroeger team will remain 
       dedicated to optimizing the campaign through additional creative 
       development as needed and with regard to media and communication 
       optimization. We employ a media metrics dashboard through Ninjacat that 
       can report in real time how media tactics are performing against key 
       performance indicators (click-through rate, number of impressions, cost per 
       click, video completion rate, email opens, etc.). We measure pacing of 
       campaigns every week and will recommend any optimizations during the 
       campaign, not just in monthly reports.

       The Optimization phase includes strong management over:

           • Campaign delivery KPIs
           • Client communication on tactical performance
           • Strategic recommendations for campaign improvement and optimization
           • Open communication and feedback with client 
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       Personnel Approach
       The following individuals are Smith Kroeger team members who would 

       work on this project if we are awarded the contract. 

       Each team member has experience in strategic messaging projects, 

       including one or more of the following:

           • Researching among stakeholders, in the marketplace or for 
             messaging channels
           • Translating those research findings into communication, creative or 
             media strategy
           • Creating campaign communication deliverables (creative assets, 
             media plans, messaging materials) in line with the approved strategy
           • Optimizing campaign delivery over time through either iterative 
             creative or optimized media implementations
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       TEAM LEADERSHIP 
       Sara Wilson, president

       Primary work assigned: Leadership of account management and public 

       relations departments, direct internal team on client deliverables and 

       overall project strategy and process

       Brett Snead, sr vp of business development

       Primary work assigned: Account development and relations

       Dave Klemencic, chief operating officer

       Primary work assigned: Leadership of digital and media departments, media 

       strategy and activation

       Mike Duman, co-creative director

       Primary work assigned: Leadership of design team, lead campaign concept 

       direction and campaign content visual strategy

       Greg Ahrens, co-creative director

       Primary work assigned: Leadership of  copywriting and messaging team, 

       lead campaign messaging direction and campaign content strategy

       INTERFACE AND SUPPORT FUNCTIONS
       The following team members interface directly with Sara Wilson to 

       coordinate account strategy, deliverables, planning, internal team   

       management and client interaction.

       Nate Hofmann, account manager

       Primary work assigned: Main client point of contact, internal team 

       coordinator, brand strategy

       Kelli Zieg, project manager

       Primary work assigned: Project management, internal deadline coordination

       The following team members interface directly with Dave Klemencic to 

       create media strategies, tactical recommendations, campaign optimizations 

       and report and analytic processes.

       Lauren Gilmore, media director

       Primary work assigned: Media planning, communication channel strategy, 

       vendor management, media buying

       James West, digital team lead

       Primary work assigned: Management of digital media team, overall digital 

       strategy direction and implementation
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       Carlie Stevens, digital marketing specialist

       Primary work assigned: Campaign pacing, digital media placement and 

       management

       Colin Comerford, digital marketing specialist

       Primary work assigned: Campaign metrics reporting, digital media 

       placement and management

       The following team members interface directly with Mike Duman to   

       determine creative strategy, key visual messaging, design concept options 

       and final campaign content. 

       Liz Scott, senior art director and motion designer

       Primary work assigned: Creative design concepting, campaign design 

       content development

       Chase Gronenthal, art director

       Primary work assigned: Creative design concepting, campaign design 

       content development

       Randy Schnackenberg, production manager

       Primary work assigned: Traffic coordination, creative deadline management, 

       production management (printing, materials, etc.)

       The following team members would interface directly with Greg Ahrens to 

       determine messaging strategy and campaign content.

       Mark Carpenter, executive vice president, creative strategy

       Primary work assigned: Creative concepting, campaign copywriting

       Olivia Murphy, copywriter

       Primary work assigned: campaign content messaging and copywriting 

       development

       Kathleen Durkin, proofreader

       Primary work assigned: Proofreading, quality assurance
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ACCOUNT & PROJECT MANAGEMENT

Sara Wilson
President

Work Experience
2024: President, Smith Kroeger, Omaha, NE
2019-2023: EVP, Client Services & PR, Smith Kroeger
2017-2018: VP, Account Services & PR, Smith Kroeger 
2015-2016: Account Manager, Smith Kroeger (formerly SKAR)
2014-2015: Account Executive, Focused Image, Falls Church, VA
2012-2014: Account Coordinator, Focused Image, Falls Church 

Understanding of the Process
Sara has conducted similar brand and messaging engagements for the Aksarben 
Foundation, Addx Corporation, Banyan Medical Solutions, Bluestem Capital 
Partners, Children’s Respite Care Center, Constellation West, CNB Custody, Dodge 
Partners Insurance, East Texas Medical Center Regional Healthcare System, Essex 
Communities, FNBO, Fulcrum Co., i3 Bank, Keith County Area Development, 
Nebraska Dairy Association, Nebraska Tech Collaborative, Neighborgood 
Community Pantry, Omaha Public Power District, White Lotus Group & more.

Her areas of expertise that would contribute to this process include: account 
management & planning, brand & marketing strategy, integrated 
communications, advertising, project management, social media strategy, PR & 
strategic research.

Academic Background, Degrees and Professional Certifications
• Bachelor of Science in Business Administration in Marketing (Highest Distinction) 
   and Bachelor of Journalism in Advertising and Public Relations (High Distinction)
   University of Nebraska–Lincoln
• Leadership Omaha, Class 45 Graduate

References 

Sally Christensen
FNBO 
Senior Director, PR
1601 Dodge St
Omaha, NE 68102
(402) 871-1933
schristensen@fnbo.com

Jackie Ostrowicki
University of Nebraska System  
AVP, Director of Marketing
3835 Holdrege St
Lincoln, NE 68583
(402) 472-7130
jostrowicki@nebraska.edu

Julie Shiller
Aksarben Foundation 
Chief of Staff
2120 S. 72nd St, Suite 800
Omaha, NE 68124
(402) 554-9600 
julie@aksarben.org
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ACCOUNT & PROJECT MANAGEMENT

Brett Snead
Senior VP for Business Development

Work Experience
2024: Senior VP for Business Development, Smith Kroeger, Omaha, NE
2022 - 2023: Business Development & Senior Account Manager, 
Smith Kroeger, Omaha
2022 - 2024: Sales Manager (Embedded on Rural Media team, Omaha)
2007 - 2022: Director of Advertising Department, Omaha World-Herald, Omaha
2006 - 2007: Director of Advertising, The Daily NonPareil, Council Bluffs, IA
2004 - 2006: Director of Advertising, The Lexington Herald Leader, Lexington, KY
1991 - 2004: Account Executive, Sales Manager, The Kansas City Star, Kansas City, MO 

Understanding of the Process
Brett has extensive experience directing internal teams that serve top-level clients 
in many industries. His use of market research to guide decision-making, his 
ability to clearly communicate with his accounts and his mastery of social and 
traditional media, uniquely qualify Brett to manage the execution of this project. 
In addition, he is a hunter, a fisherman and an avid outdoorsman who has 
enjoyed these activities in Nebraska and many other states.

His areas of expertise that would contribute to this process include:
account management, brand strategy, account planning, marketing strategy, 
integrated communications, advertising, project management, social media 
strategy, strategic research

Academic Background, Degrees and Professional Certifications
• Bachelor of Science in Journalism, University of Kansas
• Associate of Arts, Johnson County Community College
• Kellogg School of Management - Leading High Impact Teams
• The American Press Institute - Executive Development Program

References 
Scott Carr
Digital iHeart Media 
Division VP of Sales
5010 Underwood Ave
Omaha, NE 68132
(952) 454-1477
scott.andrewcarr@gmail.com

Tim Moan
Rural Media Group  
CEO
17445 Arbor St.
Omaha, NE 68130
(402) 699-2894
tim@rfdtv.com

Thom Kastrup
Better Business Bureau 
Senior VP  
11811 P Street
Omaha, NE 68137
(402) 290-3792
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ACCOUNT & PROJECT MANAGEMENT

Nate Hofmann
Account Manager

Work Experience
2022-Present: Key Account Specialist and 
Account Manager, Smith Kroeger, Omaha, NE
2018-2020: Production Manager, Eurowood Custom Cabinets, Omaha

Understanding of the Process
Nate has conducted similar brand and messaging engagements for Baxter Auto 
Group, Banyan Medical Solutions, Bridgepoint Investment Bank, Homecare 
Advocacy Network & Westside Community Schools Foundation. 

His areas of expertise that would contribute to this process include: project & 
account management, brand strategy, marketing strategy, integrated 
communications, advertising, social media strategy & strategic research.

Academic Background, Degrees and Professional Certifications
• Bachelor of Science in Business Administration, University of Nebraska-Lincoln
• Bachelor of Journalism, University of Nebraska-Lincoln
• Master of Behavioral and Decision Sciences, University of Pennsylvania

References 

Sarah Rottenberg 
School of Design
University of Pennsylvania
IPD Executive Director
Philadelphia, PA
Srot@design.upenn.edu

Tyler Paskach
Eurowood Cabinets
President
Omaha, NE
(402) 516-2266

Dr. Amy Struthers
University of Nebraska 
– Lincoln, College of 
Journalism & Mass 
Communications
Professor, Former Interim Dean
Lincoln, NE
(402) 472-3041
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ACCOUNT & PROJECT MANAGEMENT

Kelli Zieg
Project Manager

Work Experience
2022-Present: Project Manager, Smith Kroeger, Omaha, NE
2021-2022: Account Coordinator, Smith Kroeger, Omaha
2018-2021: Marketing Project Manager, Omaha Performing Arts, Omaha
2014-2018: Traffic Coordinator, Omaha Performing Arts, Omaha
2007-2014: Traffic Coordinator, Oriental Trading Company, Omaha

Understanding of the Process
As the overall project manager for the agency, Kelli conducts similar brand and 
messaging engagements for all of Smith Kroeger’s clients.

Her areas of expertise that would contribute to this process include: project 
management, account management, integrated communications & advertising.

Academic Background, Degrees and Professional Certifications
• Bachelor of Journalism in Advertising with Emphasis in Public Relations, 
   University of Nebraska-Lincoln 

References 

Gabriella Roenfeld
Sojern 
Client Success Manager
18135 Burke St. 3rd Floor 
Elkhorn, NE 68022
(402) 981-6862

Courtney Mattern 
Buildertrend
Director, Content 
and Brand
11818 I St. 
Omaha, NE 68137
(402) 649-277

Jade Dyer
Boys Town
Graphic Designer
14100 Crawford St. 
Boys Town, 
Omaha, NE 68010
(402) 850-5151
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TRADITIONAL, DIGITAL & WEB MEDIA

Dave Klemencic
Chief Operating Officer

Work Experience
2024: COO, Smith Kroeger, Omaha, NE 
2021-2023: EVP, Media & Digital Strategy, Smith Kroeger, Omaha 
2019-2021: VP of Digital Strategy & Operations, Smith Kroeger, Omaha 
2012-2019: Director of Digital Advertising Operations, BH Media Group, Richmond, VA
2008-2012: Advertising Operations Manager, Media General, Richmond 
2006-2008: National Accounts Analyst, Apex Systems, Richmond 

Understanding of the Process
Dave has conducted similar brand and messaging engagements for Baxter Auto 
Group, Gregg Young Chevrolet, Tom Dinsdale Auto, Nebraska Lottery, Boss Truck 
Shops, Pump & Pantry, Omaha MECA (The RiverFront, Charles Schwab Field, 
CHI Health Center Arena), Bridgepoint Investment Banking, Omaha World-Herald, 
Richmond Times-Dispatch, Community Care College, Clary Sage College, Chief 
Industries, University of Nebraska System, Omaha Public Power District & Banyan 
Medical Solutions.

His areas of expertise that would contribute to this process include: digital strategy, 
digital platform online advertising management, project management, web 
marketing strategy & analytics, web design, freelance art, illustration, 
digital/traditional media & website development team leadership, vendor 
relationship development/management, operational & billing workflow support, 
technical troubleshooting of digital/web development systems & platforms.

Academic Background, Degrees and Professional Certifications
• BFA, Virginia Commonwealth University, Richmond
• Squared Online Executive Leadership Digital Transformation Program, 2019 

References 

Courtney Goldenberg 
Baxter Auto Group 
Marketing Director
17225 Burt St.
Omaha, NE 68118
(402) 490-9471

Thom Kastrup 
Better Business Bureau
VP of Marketing
11811 P St.
Omaha, NE 68137
(402) 898-8553

Mark Nelsen 
Boss Truck Shops, Inc. 
Assistant Director of Marketing
1607 South Locust St., Suite A
Grand Island, NE 68801
(308) 218-2428
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TRADITIONAL, DIGITAL & WEB MEDIA

Lauren Gilmore
Director, Media Planning & Buying

Work Experience
2021-Present: Director of Media Planning & Buying, 
Smith Kroeger, Omaha, NE
2019-2021: Senior Media Planner/Buyer, Smith Kroeger, Omaha
2018-2019: Senior Media Planner/Buyer, SKAR Advertising
2014-2018: Media Planner/Buyer, SKAR Advertising
2011-2014: Media Coordinator, SKAR Advertising

Understanding of the Process
Lauren has conducted similar brand and messaging media engagements for 
Nebraska Lottery, Baxter Auto Group, Gogue Performing Arts Center, OPPD, Kroc 
Center Omaha, The Salvation Army, Nebraska Humane Society, Reliable 1, 
Sid Dillon Auto, USGA, Tom Dinsdale Automotive, Gregg Young Auto, The Kim 
Foundation, HCAN, Essex Communities, Advanced Dental Sleep Treatment, 
American National Bank, i3 Bank, Mid-America Council (BSA), Godfather’s Pizza, 
East Texas Medical Center & Sue Bee Honey.

Her areas of expertise that would contribute to this process include: media 
strategy, media planning, media buying, client management & research.

Academic Background, Degrees and Professional Certifications
• Bachelor of Arts in International Communications: Advertising/Public Relations 
   with a second major in Spanish, Texas Christian University, Fort Worth, TX 

References 

Lauren Huber  
Formerly of Clark Creative
Head of Account Service
17628 Jones St. 
Omaha, NE 68118
(402) 301-3852

Kara Ficke  
We Care for Kids Initiative  
Campaign Manager
1001 S 40th St.
Lincoln, NE 68510
(402) 226-6500

Tiffany Harger  
Lamar Outdoor Adv.  
Executive
4849 G St
Omaha, NE 68117
(402) 290-4371
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TRADITIONAL, DIGITAL & WEB MEDIA

James West
Digital Marketing Team Lead

Work Experience
2022-Present: Digital Marketing Team Lead, 
Smith Kroeger, Omaha, NE
2021-2022: Digital Media Specialist, Smith Kroeger, Omaha
2019-2020: Global New Business Associate, FCB Global, New York City, NY
2017-2019: Account Executive, The Marketing Arm, New York City

Understanding of the Process
James has conducted similar brand and messaging digital media engagements 
for University of Nebraska System, Nebraska Lottery, Baxter Auto Group, Omaha 
Public Power District, SNICKERS, Starburst, ExxonMobil, Blue Diamond, Philips, 
BMW, Ameriprise Financial & Bosselman Enterprises.

His areas of expertise that would contribute to this process include: digital 
strategy, programmatic display, native, OTT/CTV, paid search/Google Ads, social 
media, project management, web-marketing strategy & web analytics

Academic Background, Degrees and Professional Certifications
• Bachelor of Journalism, University of Missouri–Columbia 

References 

Kirsten Smith  
Baxter Auto Group 
Brand Manager 
14931 Binney St.
Omaha, NE 68116
(402) 990-8098

Cory Frame  
FCB New York
Associate Creative Director
1 South 1st St. 
Brooklyn, NY 11249
(330) 224-3968

Dave Klemencic  
Smith Kroeger
COO, Digital Media 
& Strategy
111 S. 108th Ave.
Omaha, NE 68154
(804) 484-4388
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TRADITIONAL, DIGITAL & WEB MEDIA

Carlie Stevens
Digital Marketing Specialist

Work Experience
2021-Present: Digital Marketing Specialist, 
Smith Kroeger, Omaha, NE
2020-2021: Marketing Director, Visiting Angels, Omaha
2019-2020: Marketing Director, The Set Me Free Project, Omaha
2019-2018: Marketing Coordinator, The Set Me Free Project, Omaha
2017: Intern, The Omaha Summer Arts Festival, Omaha

Understanding of the Process
Carlie has conducted similar brand and messaging digital media engagements 
for Baxter Auto Group, Nebraska Lottery, University of Nebraska System, 
The Salvation Army Omaha Kroc Center, Omaha Steaks, Omaha Public Power 
District, Mid-America Council - Boy Scouts of America, Buffett Early Childhood 
Institute, Banyan Medical, CNB Custody, Essex Communities, Gregg Young Auto 
Group, Dinsdale Automotive, Kim Foundation, Nebraska Tech Collaborative, 
Lofte Community Theatre, Bridgepoint Investment Banking, i3 Bank, Business 
Management Daily, inSourceRX, Boss Truck Shops, Pump & Pantry, Notre Dame 
Sisters, Generators for Sale, HomeCare Advocacy Network, Cape School, Auburn 
University Credit Union, 360 Realty, LifeStyled 360, Bercher Homes, Visiting Angels 
& The Set Me Free Project

Her areas of expertise that would contribute to this process include: digital 
strategy, digital platforms, online advertising management, paid search 
campaigns, social media advertising & email marketing.

Academic Background, Degrees and Professional Certifications
• Bachelor’s Degree in Journalism Media Communication, Public Relations & 
   Advertising, University of Nebraska at Omaha 

References 

Cassie Jahn  
Blue Cross & 
Blue Shield of NE
Communications 
Strategist 
Omaha, NE
(763) 688-0696

Megan Cole  
Pathful Connect
Senior Program Manager
Papillion, NE 
(402) 297-0668

Dave Klemencic  
Smith Kroeger
COO, Digital Media 
& Strategy
111 S. 108th Ave.
Omaha, NE 68154
(804) 484-4388
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TRADITIONAL, DIGITAL & WEB MEDIA

Colin Comerford
Digital Marketing Coordinator

Work Experience
2022-Present: Digital Media Coordinator, 
Smith Kroeger, Omaha, NE
2019-2022: Sales Assistant & Marketing Coordinator, Reagan Outdoor Advertising,
Rochester, MN
2018-2019: Lead Teller, Wells Fargo, Rochester
2017: Public Relations Intern, Catholic Charities of the Diocese of La Crosse, WI

Understanding of the Process
Colin has conducted similar brand and messaging digital media engagements 
for Baxter Auto Group, Nebraska Lottery, University of Nebraska System, 
The Salvation Army Omaha Kroc Center, Omaha Steaks, Omaha Public Power 
District, Mid-America Council - Boy Scouts of America, Buffett Early Childhood 
Institute, Banyan Medical, CNB Custody, Essex Communities, Gregg Young 
Automotive Group, Dinsdale Automotive, Kim Foundation, Nebraska Tech 
Collaborative, Lofte Community Theatre, Bridgepoint Investment Banking, i3 Bank, 
Business Management Daily, inSourceRX, Boss Truck Shops, Pump & Pantry, Notre 
Dame Sisters, Generators for Sale, HomeCare Advocacy Network & Cape School. 

His areas of expertise that would contribute to this process include: digital ad 
buying, digital strategy, digital platforms, online advertising management, 
account service, web marketing strategy, web analytics & tactic tracking.

Academic Background, Degrees and Professional Certifications
• Bachelor of Science in Communication Studies, University of Wisconsin-La Crosse 

References 

Kole Amans 
Sports Refund
COO
Dallas, TX 
(715) 441-0201

Brandon Stebbins  
Reagan Outdoor Adv.
Sales Coordinator
3185 41st St. NW
Rochester, MN 55901
(507) 421-4158

Dave Klemencic  
Smith Kroeger
COO, Digital Media 
& Strategy
111 S. 108th Ave.
Omaha, NE 68154
(804) 484-4388
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CREATIVE

Michael Duman
Executive Vice President, 

Co-Creative Director

Work Experience
2019-Present: EVP, Co-Creative Director, Smith Kroeger, Omaha, NE
2017-2019: Partner, Executive Vice President, Co-Creative Director, SKAR, Omaha
2007-2016: Partner, Vice President, Co-Creative Director, SKAR, Omaha
1998-2007: Vice President, Senior Art Director, SKAR, Omaha
1986-1998: Art Director, SKAR, Omaha
1983-1986: Art Director, Print Shop, University of Nebraska at Kearney

Understanding of the Process
Mike has conducted similar brand and messaging creative engagements for East 
Texas Medical Center Regional Healthcare System, Clockwork Home Services, 
Fremont Area Medical Center, Live Well Omaha, Live Well Omaha Kids, Surgical 
Art, Methodist Health System, Great Plains Health, Nebraska Lottery, American 
National Bank, Sprint, Conagra Foodservice & Retail, Omaha Royals, Creighton 
University, KFC, Baker’s Supermarkets, Sue Bee Honey, Hoover’s Online Business 
Information, HunTel, Omaha Public Power District, Blue Cross and Blue Shield of 
Nebraska, No Frills Supermarkets, Commercial Federal Bank, Ballet Omaha, 
Werner Enterprises, Securities America, Omaha National, CNB Custody, Baxter 
Auto Group, Sunice Clothing, NP Dodge, Baxter Auto Group & Rural Media Group.

His areas of expertise that would contribute to this process include: creative 
direction, creative strategy, art direction, brand planning & graphic design.

Academic Background, Degrees and Professional Certifications
• BFA in Commercial Art, University of Nebraska at Kearney 

References 

Melissa Marvin
Banyan Medical
COO
8701 F St. 
Omaha, NE 
(402) 203-8453

Jill Marshall 
Nebraska Lottery
Marketing Manager
137 NW 17th St.  
Lincoln, NE 68528
(402) 471-6100

John Healey
Junior Achievement
13506 W. Maple Road,
Suite 101
Omaha, NE  68164
(402) 333-6410
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CREATIVE

Mark Carpenter
Executive Vice President, 

Senior Writer/Producer

Work Experience
2019-Present: EVP, Senior Writer/Producer, Smith Kroeger, Omaha, NE
2003-2019: EVP, Creative Strategy, Partner, SKAR Advertising, Omaha
2001-2003: Senior Copywriter/Producer, Fusebox Branding, Lincoln, NE
1989-2001: Creative Director, Ayres Kahler, Lincoln
1988-1989: Creative Director, Lovgren Advertising, Omaha
1984-1988: Associate Creative Director, Boles Advertising, Lincoln
1982-1984: Creative Director, Daily Nebraskan (UNL Newspaper), Lincoln

Understanding of the Process
Mark has conducted similar brand and messaging creative engagements for ALLTEL, 
Nebraska Lottery, Blue Cross Blue Shield, Runza Restaurants, Godfather's Pizza, East 
Texas Medical Center Healthcare System, Madonna Rehabilitation Hospital, Lincoln 
Telephone Company, Aliant Communications, Valmont Irrigation, Rural Media Group, 
Omaha Public Power District, Lincoln Electric System, Opera Omaha, RED 
Development, Pinnacle Bank, Commercial Federal Bank, TierOne Bank, i3 Bank, 
American National Bank, Conagra, The Salvation Army, Aksarben Foundation, 
Duncan Aviation, Baxter Auto Group, Gregg Young Auto, Koley Jessen, Werner 
Enterprises, Securities America, CRCC, Notre Dame Sisters & Live Well Omaha.

His areas of expertise that would contribute to this process include: copywriting for 
social/traditional media, TV production, radio production, brand strategy/planning, 
illustration, project management & creative direction. 

Academic Background, Degrees and Professional Certifications
• Bachelor of Science in Advertising, University of Nebraska-Lincoln
• 2016: Winner of the American Advertising Federation-Nebraska Silver Medal Award 
(Lifetime Achievement)

References 

Dr. Kim Hoogeveen
Mindset
Founder
1309 Harlan Drive #104 
Bellevue, NE 68005
(402) 980-3344

Jill Marshall 
Nebraska Lottery
Marketing Manager
137 NW 17th St.  
Lincoln, NE 68528
(402) 471-6100

Steve Thiesfeld
The Great Plains Motion 
Picture Company
Owner
11011 Q St.
Omaha, NE 68137
(402) 690-4008
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CREATIVE

Liz Scott
Senior Art Director & Motion Designer

Work Experience
2022-Present: Senior Art Director & Motion Designer, 
Smith Kroeger, Omaha, NE
2017-2022: Art Director, SKAR/Smith Kroeger, Omaha
2017: Graphic Design Intern, SKAR Advertising, Omaha
2017-Present: Freelance

Understanding of the Process
Liz has conducted similar brand and messaging creative engagements for Axiom 
America, Advance Services, Inc., Aksarben Foundation, Nebraska Tech Collaborative, 
InternNE, Anderson Roofing, Banyan Medical Solutions, Baxter Auto Group, Pump & 
Pantry, Bridgepoint, Bridges Trust, Kim Foundation, Sunice, BobbyJones, Cape 
School, Tom Dinsdale Auto, ESSEX, FNBO, Gothenburg Health, Great Plains 
Communications, Holidynamics, Insource, Keith County, Kroc Center, Lofte 
Community Theatre, Nebraska Lottery, Lutz, Mid-America Council Boy Scouts, 
Neighborgood, Notre Dame Sisters, NP Dodge, Omaha National, OPPD, Paxton 
Advisors, LLC., Prader-Willi Syndrome Association-USA, Reliable1, Ronco Construction, 
Rural Media Group, Salvation Army Omaha, Shred Vault, Sid Dillon, University of 
Nebraska, Urology Center, Westside Legacy 66, White Lotus Group, Advance Dental 
Sleep Treatment Center, Adult Pediatric Urology & Urogynecology, CRCC, Grief's 
Journey, Intern Omaha, Owen Industries, P4K (Partnership 4 Kids), YMCA, Bryan 
Health, Bus Bench Omaha, Consultants in Gastroenterology, Castle Hill Construction

Her areas of expertise that would contribute to this process include: graphic design, 
animation, videography & photography.

Academic Background, Degrees and Professional Certifications
• Bachelor of Fine Arts Degree in Graphic Design & Associate of Occupational 
   Studies in Graphic Design, Creative Center, Omaha, NE

References 

Thom Kastrup  
Better Business Bureau
Vice President
11811 P St
Omaha, NE 
(402) 391-7612

Barb Ruser   
Copywriter & Editor
11617 Sahler St.
Omaha, NE 
(402) 960-4381

Kim Guyer 
The Steier Group 
Campaign Manager
10844 Old Mill Rd. 
Omaha, NE 
(402) 517-163
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CREATIVE

Olivia Murphy
Copywriter

Work Experience
2023-Present: Copywriter, Smith Kroeger, Omaha, NE
2022-2023: Copywriter, Jacht Agency, Lincoln, NE
2022: Copywriting Intern, Emspace+Lovgren, Omaha

Understanding of the Process
Olivia has conducted similar brand and messaging creative engagements for 
Omaha Public Power District, Westside Community Schools, Omaha Chamber of 
Commerce & Smith Kroeger Social Media 

Her area of expertise that would contribute to this process is copywriting.

Academic Background, Degrees and Professional Certifications
• Bachelor of Journalism, University of Nebraska-Lincoln, NE

References 

Jemalyn Griffin  
Jacht Agency
1420 P St.
Third Floor 
Lincoln, NE
(858) 397-8767

Shaela Wepfer 
FreeWill
Sales Manager
2041 East St. PMB 
615 Concord, CA
(402) 680-1081

Elizabeth Schueneman
Emspace+Lovgren
105 N. 31st Ave. Suite 100 
Omaha, NE
(402) 672-2738
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CREATIVE

Chase Gronenthal
Art Director

Work Experience
2022-Present: Art Director, Smith Kroeger, Omaha, NE
2018-Present: Freelance Photographer and Videographer
2018-2022: Independent Contractor for Photography, Videography & Graphic 
Design, Rival Design LLC, Columbus, NE
2017: Lifestyle Photographer and Graphic Designer, QC Supply, Schuyler, NE

Understanding of the Process
Chase has conducted similar brand and messaging creative engagements for 
Aksarben Foundation, Auburn University Credit Union, Banyan Medical, Baxter Auto 
Group, Boy Scouts Mid-America Council, Cape School/Barney Fletcher, Holidynamics, 
Kroc Center/Salvation Army, Lake Cunningham, Nebraska Lottery, Rural Media 
Group/Cowboy Channel, Sid Dillon, Tom Dinsdale Auto, Westside District 66, 
BD Construction, Berkshire Hathaway HomeServices Ambassador Real Estate, 
Big Iron Auctions, BUSS Auctions, Cattlemen’s Ball of Nebraska, Century 21 Realty, 
Clarkson Family Medicine, Houzz Solutions, MyForever DNA, Pillen Family Farms, 
Platte County Fair, QC Supply, Shelby Lumber, Urgent Care of Columbus, Columbus 
Chamber of Commerce, Lakeview Community Schools (Columbus, NE), Nebraska 
FFA, Night to Shine/Cloud 9 Event, Rocha Design & Decor & The United Way of 
Columbus.

His areas of expertise that would contribute to this process include: video production, 
photography & graphic design.

Academic Background, Degrees and Professional Certifications
• Associate Degree in Graphic Design, The Creative Center, Omaha, NE

References 

Jill F. Goedeken  
Lakeview Community
Schools/Nebraska FFA 
28423 205th Ave. 
Columbus, NE 
(402) 276-1076

Kara Allbaugh    
Rival Design  
2336 23rd St. Suite 1 
Columbus, NE 68601 
(402) 270-3720

Jacklyn Wiese  
Berkshire Hathaway
Home Services 
Ambassador Real Estate  
2412 23rd St. 
Columbus, NE 68601  
(402) 657-9506
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Phil Knicky   
Elman Printing
Sales
(402) 598-0887  
phil@elmanprint.com

Dave Brown     
Regal Print
Former Owner 
(402) 670-8572  
davebr@regalprint.com

Steve Johnson  
Swanson Russell
Vice President 
(402) 319-1842 
stevej@swansonrussell.com

CREATIVE

Randy Schnackenberg
Production Manager

Work Experience
2016-Present: Production Manager, Smith Kroeger, 
Omaha, NE
2006-2016: Production Manager, Swanson Russell, Lincoln, NE
2000-2006: Production Manager, Envoy, Omaha
1995-2000: UNMC, Print Facility Production Manager, Omaha
1989-1995: Regal Printing, Scheduling, Omaha

Understanding of the Process
Randy has supported similar brand and messaging creative engagements for 
Nebraska Lottery, Baxter Auto Group, Omaha National, East Texas Medical Center, 
Omaha Public Power District, ConAgra, Aksarben Foundation, Banyan Medical 
Solutions, Omaha Convention & Visitors Bureau, Cannon, Humminbird, Minn Kota, 
Weatherby, E-Z-GO, Runza Restaurants, Briggs & Stratton, Reinke, Bryan Health, JCB, 
Rain Bird, FMC, Boystown, Roberts Dairy & Scooters.

His areas of expertise that would contribute to this process include: production 
management, direct mail, print production, trade show production & scheduling.

Academic Background, Degrees and Professional Certifications
• Iowa Western Community College, Council Bluffs, IA

References 
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Tiffany Wescott   
Fiserv 
Security Engineering 
Advisor
Global CYbersecurity
6855 Pacific St.
Omaha, NE 68106
(402) 880-4053

Jeff Jahn     
Valmont
Marketing Director/Creative
15000 Valmont Plaza
Omaha, NE 68154
Jeff.jahn@Valmont.com
(612) 599-5122

Marla Weeks  
Woodmen
Senior Agile Project 
Coordinator
(402) 317-9366

CREATIVE

Kathleen Durkin
Proofreader & Editor

Work Experience
Feb 2023-Present: Proofreader & Editor, Smith Kroeger, 
Omaha, NE
2022-2023: Writer, Valmont, Omaha
2017-2023: Senior Writer, OBI Creative, Omaha
2000-2017: VP, Creative Director, Writer, Swanson Russell, Omaha
1997-2000: Creative Director, Writer, Colle & McVoy, Minneapolis, MN
1986-1997: VP, Associate Creative Director, Swanson Russell, Omaha

Understanding of the Process
Kathleen has supported similar brand and messaging creative engagements for 
Agco (Challenger Tractors), Merck Animal Health, Zoetis Animal Health (formerly 
Pfizer Animal Health), FMC, Dale Electronics, Cyclonaire, John Deere, Valmont, 
Lindsay Irrigation, Valmont Infrastructures, Reinke Irrigation, JCB Equipment, 
Cushman, Ransomes of America & Rain Bird.

Her areas of expertise that would contribute to this process include: proofreading, 
editing, copywriting with an emphasis on agricultural marketing, creative direction, 
brand development & presenting creative concepts. 

Academic Background, Degrees and Professional Certifications
• Bachelor of Arts in English & Sociology, South Dakota State University, Brookings, SD 
• Master’s Degree Program  in English, University of Nebraska-Lincoln

References 
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J.  SUBCONTRACTORS 
      i.  

      Donald M. Beck Ph.D.
      President and CEO

      The MSR Group

      1121 N. 102nd Court, Suite 100

      Omaha, NE  68114

      402.392.0755

      www.theMSRgroup.com 

      ii.  

      The MSR Group will provide the following services:

           • Client consultation and project management
           • Survey development and programming
           • Sample management
           • Data collection
           • Data analysis
           • Verbatim cleaning and coding
           • Full detailed report of results provided in Microsoft Power BI format
           • Microsoft PowerPoint report summarizing survey findings and 
             recommendations
           • One in-person executive presentation of the results

      iii. 

      The MSR Group will spend approximately 580 Hours on this RFP

      iv. 

      The MSR Group will invest 44% of the total performance hours



T T E C H N I C A L  A P P R O A C H
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TECHNICAL APPROACH

A. UNDERSTANDING OF PROJECT REQUIREMENTS 
       Smith Kroeger understands that the Nebraska Game and Parks commission 

       (NGPC) is looking for a partner to gather primary market research, cross 

       reference that data with existing secondary research that NGPC has already 

       collected to guide or refine communication strategy.  

       Our team understands the importance of accurately defining audience 

       segments and guiding strategic and tactical decision-making in marketing 

       planning. We will develop a comprehensive research methodology to gather 

       insights from both users and non-users across the state of Nebraska. Our 

       approach will include quantitative surveys, qualitative interviews, and data 

       analysis techniques to uncover strengths, weaknesses, and opportunities for 

       the Nebraska Game and Parks Commission. 

       To stay in alignment with the NGPC strategic plan and the R3 plan, we will 

       focus on both retaining current users and increasing frequency. We will also 

       look at non-users and developing messaging and strategies, using 

       conclusions reached from research, to engage Nebraskans and visitors to 

       get outside to use NGPC resources.

       The research and data conclusions will drive the creation of messaging that 

       will raise the overall awareness of the NGPC brand across the state. This 

       messaging will emphazsize what makes NPGC assets unique and why 

       existing users should visit more, and why non-users should take advantage 

       of this opportunity.

       Smith Kroeger will provide NGPC with a high-level messaging strategy and 

       tactics based on the market research. This will include an overall positioning 

       statement, secondary messages and recommend the media mix to most 

       effectively reach these segments of consumers.

 2.
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       Lastly, a guide/toolkit will be developed that clearly and concisely outlines all 

       of the findings, market research, customer segments, messaging, sample 

       creatives and graphics.  

       Smith Kroeger will regularly communicate and collaborate with NPGC to 

       provide updates, campaign results and course corrections where appropriate.  

       We see these communications being done by a meeting of the teams at least 

       bi-weekly and more often when needed

B. PROPOSED DEVELOPMENT APPROACH 
       The three tasks outlined in the Project Scope of Work and Deliverables closely 

       align with Smith Kroeger’s strategic messaging and brand process called 

       FIDO, which is a time-tested course of research, strategy and implementation 

       that has been conducted for our clients for decades. This process is carried out 

       through four phases: Foundation, Ideation, Delivery and Optimization (FIDO). 

       In this proposal, we will demonstrate how this development approach will be 

       applied to each task. 

       In Task 1, our development approach will lean heavily on our Foundation 

       phase processes, going through research steps and compiling a strategic 

       messaging report that drives and defines next steps.

       In Task 2, we will incorporate leveraging additional data 

       and strategic media partnerships to create a communications plan that is 

       comprehensive and targeted to our defined audiences. 

       In Task 3, we will leverage all of the research findings from Task 1 with all of the 

       communications plans from Phase 2 and then create campaign content to 

       bring the messaging to life and push live across communication channels. 

       Below is a detailed breakdown of our proposed development approach by task.

       Task 1: Discovery
       Foundation: Discovery Meeting
       The discovery meeting is a guided research discussion (and potential

       introduction to subsequent conversations) between the Smith Kroeger

       and client teams. It includes:

2 .  T E C H N I C A L  A P P R O A C H



           • A face-to-face interaction with brand stakeholders, the Smith Kroeger 
             branding team and the MSR Market Research Group to discuss the 
             brand, organization and industry. This runs about two hours. Topics 
             include identifying unique challenges, message priorities, lessons 
             learned, SWOT analysis, audience profiling and understanding the 
             market landscape.
           • The goal is to identify competitive advantages, ensure authenticity of 
             the campaign voice, develop the central messaging focus, uncover 
             other potentially actionable insights and develop the in-depth 
             interviews (IDI).
           • Once completed, the discovery meeting is used as a catalyst for a 
             variety of research, creative and strategic next steps.       

       Foundation: Research
       Research is always the next step for this type of campaign or messaging 

       process. This project scope of work outlines specific research actions Smith 

       Kroeger will execute, but we want to emphasize that even though they are 

       required, they would be part of our recommendation regardless and are a 

       normal part of similar projects we have completed.

       Smith Kroeger and the MSR Group will conduct 15 interviews (five NGPC 

       stakeholders, five current customers, five potential customers).  

       We will develop a market research survey (details outlined in 2-D Technical 

       Approach) and cross-tabulate with NGPC current data. 

       Foundation: Research and Messaging Report
       From the discovery meeting and research, Smith Kroeger will then develop 

       the research and messaging report. This document delivers actionable 

       insights that can be used to strategically move the messaging forward. 

       These insights will include:

           • Take out key learnings and trends from interviews 
           • Audience insights 
           • Key benefits across audiences of our message
           • Propose key message statements
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       This report will service as a reference, with a full 360-degree understanding 

       of your audience, of the marketplace and how the campaign should be 

       positioned to provide a compelling message that resonates and is authentic 

       to the audience.

       For this project, we anticipate additional feedback following presentation of 

       the brand report. We want to secure validation that our brand report findings 

       are authentic and position the campaign for success. So following 

       presentation of the report, we will take feedback from the agency to 

       further refine. 

       Task 2: Campaign Delivery Strategy
       Once the Discovery task is complete, the consultant shall create a 

       communications plan that outlines the path forward, focusing on the goal of 

       standing out and building awareness. The consultant should develop key  

       messaging and a messaging strategy to determine the best approach to 

       reach the target audience. As part of the plan, the consultant should 

       recommend topics or themes that NGPC should consistently focus content 

       efforts on.

       Foundation: Creative Brief
       Following approval of the Research and Messaging Report, Smith Kroeger 

       then compiles the creative brief, which will guide the Ideation Phase of our 

       process and begin to outline the campaign delivery strategy. This document 

       distills and capsulizes:

           • Research findings
           • Communication objectives
           • Unique selling points
           • Positioning possibilities
           • Media direction
           • Potential creative deliverables
           • Execution budget (if available)

       The creative brief is essential for the Smith Kroeger branding and media 

       teams to stay on-strategy during the ideation stage. Both the client and 

       agency sign this document before any copywriting, design, media planning 

       or production begins.
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       In the Ideation phase of FIDO, we will develop the campaign delivery strategy 

       through strategic communication planning and research into tactical media 

       executions to leverage the chosen creative concept.

       Data-First, -Last and -Throughout Approach
       Smith Kroeger would create the campaign delivery strategy using a data-first, 

       -last and -throughout approach. First, this is done through basing the campaign 

       delivery strategy on the research conducted during Task 1. Second, we would 

       leverage strategic media partners who have access to incredible amounts of 

       data from their listeners, visitors, viewers, mobile phone data and users. Through 

       these strategic partners, we will have the ability to  create custom audiences 

       for NGPC. We believe that in today’s media landscape, this data-first approach 

       is critical. 

       Our media team will identify the media habits of custom-created audiences 

       and create a multi-platform media plan that is powered by proprietary 

       attribution and optimization tools. These tools give us the ability to continually 

       optimize our media plan based on real-time findings and client-data inputs. 

       Custom Targeting Solutions
       Furthermore, our team's ability to create bespoke targeting segments developed 

       specifically for NGPC with our media vendors ensures that our campaign 

       will reach the right audiences in the right mediums with the right messages.

       Amazon
       One of these strategic partners we use is Amazon.  For years they have been 

       delivering products you buy to your door, know what programs you watch on 

       your smart TV’s.  We can see if a certain household is buying products like 

       hiking shoes, bug spray, tent, fishing pole etc. and target a message to this 

       consumer who is doing activities that suggest they are a current or potential 

       consumer of NGPC resources.

       Weather Triggered Dynamic Ad Insertion
       If you are trying to get a novice out to a park for a hike it wouldn’t do much good if it

       is raining.  It may be raining in Omaha, but Scottsbluff is enjoying a perfect spring 

       day. We can deliver ads suggesting a hike in Scottsbluff but not in Omaha. 

       However, on the same day an avid fisherman in Omaha knows that it is great to fish 

       right after a rainstorm, so we send that reminder message to those people in Omaha.
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Benefits:  

How it works:
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LOCAL
Dynamic, custom 

creative based 
 on local and national

weather updates

MOMENT
Targeted 

messaging to the 
right audience 
at the right time

RELEVANCE
Align strategic 

messaging with 
contextual weather 
changes to increase 

consideration 
and drive action

ON-AIR: 
Campaign runsas planned and
optimized to swap out creative

based on select weather triggers.

WEATHER TRIGGER:
Real-time triggers include: 

extreme cold, heat, rain, snow, 
icy conditions, etc.

OPTIMIZED CREATIVE:
Campaign starts delivering relevant 

messaging based on current 
weather conditions siultaneously

in different parts of the state.
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       GPS-Based Web-App for NGPC
       Through a strategic partner like Unified Partnership’s Amplify Labs,

       a web-app could be developed that indicates whether a person is in a certain 

       part of the state for example Kearney during sandhill crane migration. 

       Below is an example UP executed for the California Earthquake Authority:

       Task 3: Campaign Content
       Once the strategy has been developed, the consultant should develop several 

       creative concepts for use in the early phases of the campaign, with the goal 

       that future project phases can build upon earlier successes.

       The mark of a truly innovative ad agency is to consistently give the client not just 

       one, but several strong, workable breakthrough concepts for all media. Smith 

       Kroeger regularly practices this approach to ensure the client is confident in the 

       chosen direction and to present different ways the campaign can go. This is a 

       requirement in our relationship with the Nebraska Lottery, a government 

       agency under the Department of Revenue and contract we’ve held for 14 years 

       (winning a competitive RFP three times). We challenge any other agency to 

       give you this kind of constant quality and variety of ideas.
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       Task 3: Campaign Content
       Once the strategy has been developed, the consultant should develop several 

       creative concepts for use in the early phases of the campaign, with the goal 

       that future project phases can build upon earlier successes.

       The mark of a truly innovative ad agency is to consistently give the client not just 

       one, but several strong, workable breakthrough concepts for all media. Smith 

       Kroeger regularly practices this approach to ensure the client is confident in the 

       chosen direction and to present different ways the campaign can go. This is a 

       requirement in our relationship with the Nebraska Lottery, a government 

       agency under the Department of Revenue and contract we’ve held for 14 years 

       (winning a competitive RFP three times). We challenge any other agency to 

       give you this kind of constant quality and variety of ideas.

C. TECHNICAL CONSIDERATIONS 
       Data
       A main technical consideration is what the data NGPC has been collecting 

       looks like.  We noticed in your 2023-2025 Focus on the Future Strategic Plan it 

       is referenced in the (SWOT) about an aging infrastructure.  How often have 

       your lists been updated, is the data we are working with clean or will work 

       need to be done on that to compare to what we glean from the survey and 

       interviews.  If work needs to be done to use this data that may come with 

       incremental costs. 

       Budget
       Other technical considerations will include a media budget to implement 

       the communications plan and required measurements of effectiveness for   

       the campaign.

       Optimization During Campaign
       A technical consideration through campaign implementation will be 

       optimization and reporting of key performance indicators. Since optimization 

       is an ongoing exercise, not a once-a-month or mid-campaign activity, we 

       provide regular updates and reporting depending on the campaign’s needs. 

       We also employ a range of tools and data platforms to optimize individual 

       tactics and overarching integrated components on several levels.
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       Ad Effectiveness Methodologies
           • Pre vs. Post – Measures impact of a broadcast radio campaign over 
             time on core brand metrics
           • Test vs. Control – Measures impact of a broadcast or digital campaign 
             against a control group on core brand metrics
           • Forced Exposure – Projects anticipated impact of a broadcast, digital, 
             or podcast campaign.

       Consumer Insights Methodologies
           • Perceptual Study – Generates insights about a target consumer 
             and competitive landscape to help future marketing decisions.
           • Creative Test – Tests two or more creative ad units prior to launching 
             campaign to determine which to use on-air.

       Some of these research methods may come at an incremental cost, which 

       would be determined as we are proposing and finalizing the communication 

       strategy and campaign content implementation.

D. DETAILED PROJECT WORK PLAN, MANAGEMENT 
     AND IMPLEMENTATION
       Following is a detailed project work plan that outlines our management, 

       responsible team members and overall implementation of our FIDO. 

       This project work plan demonstrates that we have a precise idea of how to 

       begin, sustain and ultimately complete this project to NGPC’s full satisfaction 

       and fulfillment of its requirements. 
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E. COMPLETED ATTACHMENT A
Following is a chart of the task deliverables and when we would expect to

have each of them completed. These dates are predicated on timely client

feedback with no unforeseen delays in decision-making to allow us to move

on to the next step.
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Attachment A
Technical Approach

Marketing Research and Analysis
Request for Proposal Number 6862 Z1

Bidder Name: _____________________________________________________

For the following six technical requirements, provide a bidder response explaining how each requirement 
will be met.   Include frequency of each requirement in the bidder response. Explain the overall process, 
research methodology, planning, requirement implementation and evaluation of each item. 

The fulfillment of the RFP requirements listed below will be at the direction of the Nebraska Game & Parks 
Commission (NGPC).  A completed copy of this form must be submitted with the proposal response.  

The primary need for this RFP is to identify a communication/marketing research 
and strategy vendor(s) with proven experience in researching and providing 
marketing guidance on consumer/recreationist motivations to provide 
recommendations for customer and brand engagement. Because NGPC has a 
broad spectrum of recreational activities and there is ever-increasing competition for 
people’s free time the agency must continue what is successful but also identify 
innovative, unique, and compelling strategies to reach new potential consumers 
with messages related to Nebraska’s outdoor recreation opportunities and grow 
brand awareness among potential customers. Bidder must demonstrate 
understanding of NGPC’s current outreach, events, and messaging. Awarded bidder 
should recommend new or emerging communications and outreach efforts that are 
attainable with the agency’s current staff and funding resources.  Describe 
demonstrated experience in successful delivery of a variety of communications 
outreach, strategies, implementation, and evaluations. 

Smith Kroeger

1 

Strategy Development: 
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Thank you for the opportunity to submit a proposal for your marketing research, 
analysis, and strategy development project. We are excited about the opportunity to 
collaborate with The MSR Group, a Nebraska based market research firm, and NGPC 
to gather research, provide marketing guidance, and develop innovative strategies 
to enhance customer and brand engagement. Our proposal aims to leverage our 
expertise in marketing research, analysis, and strategy development to support the 
NGPC’s objectives. We will work closely with The MSR Group to gather 
comprehensive data through IDI interviews that will help shape the survey, 
interviews with stakeholders at NGPC, and secondary data analysis of existing 
information already done by NGPC. 

Our approach will focus on understanding consumer/recreationist motivations, 
identifying opportunities for engagement, and recommending innovative strategies 
to reach new potential consumers. Our team fully understands the primary need of 
the RFP, which is to identify a communication/marketing research and strategy 
vendor with proven experience in researching and providing marketing guidance on 
consumer/recreationist motivations. We believe the three narratives that we put forth 
in the summary of corporate bidder experience in section H of this RFP show that we 
are currently working with similar clients in tourism and outdoor recreation as well 
as our state-wide work with Nebraska Lottery.  We recognize the importance of 
delivering recommendations for customers and brand engagement that align with 
the NGPC’s objectives and resources. 

Our team will leverage The MSR Group’s experience in marketing research along 
with our expertise in strategy development to analyze the data and identify insights 
that will inform our recommendations for customer and brand engagement. While 
we believe we have shown that we are current with NGPC’s current outreach, events, 
and messaging efforts we will work collaboratively with NGPC to ensure we are 
considering everything they are currently doing.  We have described a few new and 
emerging communications and outreach strategies (Weather based ads, Amazon 
data) but will continue to lean on our vendor relationships to present more as the 
data presents itself. Our implementation plan will include the following phases:
 
      1.  Research Design: Collaborate with The MSR Group to develop a comprehensive 
          research plan, including survey instruments, interview protocols, and data 
          analysis techniques.
      2. Data Collection: Gather data through surveys, interviews, and secondary 
          data sources.
      3. Data Analysis: Analyze survey responses, interview transcripts, and secondary 
          data to identify key insights and trends.
      4. Strategy Development: Develop recommendations for customer and brand 
          engagement based on the research findings and the Nebraska Game and 
          Parks Commission's objectives and resources.
      5. Presentation: Deliver a comprehensive executive summary and presentation 
          along with a guide/toolkit outlining our research findings, recommendations, 
          and implementation strategies.

1 

Bidder Response:
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Our team has a proven track record of successful delivery of a variety of 
communications outreach strategies, implementation, and evaluations. We have 
worked with numerous clients across various industries to develop innovative and 
effective marketing strategies that drive engagement and achieve results. We are 
confident that our proposal aligns with the objectives outlined by the NGPC and will 
provide valuable insights and recommendations to enhance customer and brand 
engagement. We look forward to the possibility of working together and 
contributing to the success of your organization and hopefully beyond in the 
implementation and optimization of the campaigns we develop.

Conduct primary research of NGPC current customers and potential customers who 
are active in outdoor recreation, and those who are not currently paying customers 
or active in outdoor pursuits. Include varied societal, generational, cultural, 
economic, recreational, and tourism and lifestyle values of both urban and rural 
residents. A representative sample of existing NGPC customers including but not 
limited to hunters, anglers, campers and park visitors, event attendees, and/or others 
will be provided securely and electronically to the awarded bidder. Additional lists of 
general Nebraska population samples shall be sourced by the awarded bidder. 
Describe experience and approach to completing and reporting results.

1. Overview
To meet the technical requirements of the RFP, The Smith Kroeger team proposes a 
three-pronged approach: initial qualitative research to refine the goals and 
objectives of the survey research, two qualitative survey efforts (one for current 
customers and one for prospective customers), and finally a comprehensive 
approach to reporting survey results using a combination of in-person presentations 
and the development of a Microsoft Power BI dashboard. These are discussed in 
more detail below. 

2 Proposed Solutions
2.1 Qualitative research
While the RFP does an excellent job of presenting goals and objectives for the 
research components to ensure the survey efforts result in truly actionable results, 
we propose to conduct 20 in-depth interviews with a combination of NGPC internal 
stakeholders, customers, and prospective customers. The exact number allocated to 
each of the groups will be decided at the kickoff meeting. The interviews will be 
conducted using Microsoft Teams, with video and transcripts available to NGPC. The 
interviews with NGPC staff will focus on which survey topics should be prioritized, 
verifying the populations groups that are of most interest, how best to construct the 
survey instruments and dashboard reporting efforts.  

1 

2 

NGPC Consumer/Audience Research 

Bidder Response:
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The team will challenge the NGPC staff to describe how the survey data will be used 
and which historical survey data sets might be included in the final Microsoft Power 
BI data set. The interviews with customers and potential customers will capture the 
exact wording and phrases to best be used in the questionnaire construction. We 
will also probe to ensure that the RFP working assumptions in terms of demographics, 
reasons for participating or not in the Game and Parks activities, and the scope of 
related activities are addressed. The team will produce a narrative report 
summarizing the in-depth interview (IDI) findings and recommendations for survey 
construction and ramifications for the rest of the project. IDIs will be conducted by a 
Senior Research Director of the MSR Group with more than 30 years’ experience 
conducting IDIs and a Ph.D. in survey research, design, and implementation. 

2.2 Survey 1:  Current Customers 
The survey of current customers will be conducted utilizing an invitation-based web 
survey sampling from a customer list provided by NGPC. We propose a final sample 
size of 600, which should result in enough completed surveys to address the demo-
graphic categories identified in the survey and refined through the IDI task. A com-
pleted sample size of 600 will result in a +/- 3.9% at the 95% confidence level. We 
assume the NGPC list will contain at least a 70% “good” list of customer emails. 
Assuming a 7% response rate, we will require a list of 15,000. We recommend provid-
ing a $5.00 incentive to prospective respondents in the form of Amazon gift cards. 
MSR estimates the survey to be 10-12 minutes in duration, with up to four (4) 
open-ended questions per respondent.

2.3 Survey 2: Prospective Customers  
Prospective customers would be recruited from a national online research panel 
whose members mirror U.S. census data statistics. We plan to provide 700 completed 
surveys with Nebraska adults who are 18 years old or older and who do not have 
hunting, fishing, or parks permits from the state of Nebraska. MSR estimates the survey 
to be 10-12 minutes in duration, with up to four (4) open-ended questions per respondent. 

The demographic breakdown of the prospective customers will approximate the 
following:

2 

EDUCATION:
5% Some HS or less
24% HS graduate
4% Other post HS 
       vocational training
17% Completed some college, 
       but no degree
9% Associate's degree
22% Bachelor's degree
15% Master's or 
       professional degree
4% Doctorate degree

GENDER:
34% male
66% female

AGE:
13% 18-24
23% 25-34
24% 35-44
18% 45-54
13% 55-64
9% 65+

INCOME:
27% <$25k
21% $25k-$50k
27% $50k-100k
13% $100k-$150k
7% $150k-$200k
2% $200k-$250k
3% >$250k
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2.4 Survey Reporting
The Smith Kroeger Team will design, populate, and publish a dashboard of data 
results for the two surveys using Microsoft Power BI. This tool will let NGPC display and 
manipulate the results in an easy and powerful manner. Microsoft Power BI is the 
industry leading software and likely a platform NGPC is familiar with. In addition, the 
Smith Kroeger Team will produce a final Microsoft PowerPoint report summarizing the 
key survey findings and recommendations based on those findings. Team members 
will also be available to present the survey findings in person in Omaha or Lincoln.

NGPC has prior consumer segmentation studies, customer surveys, sportspersons 
preferences and avidity studies, park user surveys, and more data. Recent national 
outdoor recreation studies report levels of hunting, fishing, boating, and parks and 
wildlife viewing. Describe your current approach to utilizing existing data and how it 
applies to this new effort, your understanding of the outdoor recreation and 
conservation market in Nebraska, urbanization challenges, and opportunities and 
trends in outdoor recreation in Nebraska. Describe your approach and level of 
understanding of recreational opportunities managed and offered by NGPC. 
Describe previous experience and how it would benefit the NGPC.

Smith Kroeger fully understands the need to develop engagement strategies that 
appeal to a wide range of audiences with varying interests and preferences. We 
recognize the importance of crafting messages and actions that resonate with both 
traditional outdoor enthusiasts and non-consumptive participants. Our approach will 
be tailored to address the unique needs and interests of each audience segment 
while building on what NGPC has already accomplished. We will develop 
engagement strategies that leverage a mix of traditional and digital marketing 
channels to reach and connect with your target audience segments. We want to see 
what the market research says but for example campers, park goers, hunters, and 
anglers, we could focus on highlighting the unique experiences and opportunities 
offered by Nebraska's parks, wildlife, and outdoor activities, which as you know is 
different based on where you are in our state. These targeted campaigns could be 
geographically based and change with the season and with that day’s weather in 
that area.  This may include targeted advertising campaigns, social media content, 
and partnerships with outdoor influencers and organizations.

For non-consumptive participants such as boaters/floaters, trail users, and 
wildlife-watchers, might develop strategies that emphasize the beauty and diversity of 
Nebraska's natural landscapes and wildlife. This may involve creating educational 
content, organizing community events like food experiences with some of the resources 
that are available to Nebraskans, workshops.  We could leveraging technology such as 
mobile apps and interactive maps, QR codes that take them to video content of what 
they would get to experience if they ventured out Beneath Nebraska Skies. 

2 

3 

Understanding the Marketplace, NGPC Sportspersons and recreational trends:

Bidder Response:
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Segments must be created from primary and secondary research to identify core 
and growth audience segments for the Nebraska Game and Parks. Identify the size 
of each segment (percent of customers and the population) Identify their motivations 
for outdoor recreation, barriers to outdoor recreation, defining characteristics, prefer-
ences for leisure time and activity, related activities, etc. Describe process and 
approach to segmenting current and potential growth audiences.  Provide an 
example of an executive summary and/or visual model that references segments.

Our approach to audience segmentation involves a comprehensive analysis of 
both primary and secondary research data. We will utilize a combination of 
qualitative and quantitative research methods to identify core and growth 
audience segments for the NGPC.  Those samples sizes and populations are 
referred to in Attachment A question #2.

Primary Research:
• Conduct in-depth surveys with current customers and potential customers
who are active or inactive in outdoor recreation.

• Identify motivations of each customer segment and differences between
segments.

• Survey design will focus on understanding motivations such as fun, relaxation,
thrill/challenge, excitement, belonging/social, serenity, memories, and
stress-relief.

Secondary Research:
• Review internal data such as prior research on core and growth audiences,
customer surveys, sales figures/trends, and crossover between different
categories of buyers.

• Analyze existing NGPC recreational services, activities, events, and agency
messaging.

• Review additional secondary research furnished by NGPC and other sources.

Data Analysis and Summary:
• Analyze survey data to identify geographic, demographic, and psychographic 
differences among audience segments.

• Quantify attributes including geographic differences, gender, income, education, 
age, cultural affiliations, primary hobbies, media preferences, purchase decision-
makers, NGPC activities/services usage, barriers to participation, and propensity 
to participate in related outdoor activities.

Example Executive Summary RFP 6862 Z1, Smith Kroeger, File 3 of 4_MSR 
Executive Summary. 

4

NGPC Audience Segmentation:

Bidder Response:
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Media Consumption:
We will identify media types and outlets that provide the most appropriate and 
effective opportunities to reach NGPC's core audiences and potential growth 
markets.

Buyer Behavior and Motivation (Concept Testing):
We will identify key messages and creative concepts that resonate with NGPC's core 
audiences and prospective customers/growth audiences.

Concept Testing Survey:
• Conduct concept testing to understand buyer motivations and behaviors among
current customers/core audiences and potential customers/growth audiences.

• Test key messages and creative concepts related to family time, social/fun,
physical health, mental health, challenge/adventure, experiential fun, relaxation,
education, utility, convenience, cost, and others.

Our comprehensive approach will ensure a deep understanding of audience 
segments, media consumption habits, and buyer motivations, enabling NGPC to 
develop targeted messaging, marketing, and outreach strategies to effectively 
engage with current and potential outdoor recreationists.

Identify engagement strategies that will resonate with campers, park goers, 
hunters, and anglers. Identify engagement strategies for growing cohorts of 
non-consumptive participants such as boaters/floaters, trail users, and 
wildlife-watchers. Identify key messages and actions to grow participation and 
increase brand relevance and outdoor recreation participation among 
non-consumptive individuals. Describe experience and approach.

Our team has extensive experience in developing marketing strategies for 
organizations in the outdoor recreation and conservation sectors. We have 
successfully engaged diverse audience segments and increased participation in 
outdoor activities through targeted messaging, creative campaigns, and strategic 
partnerships as outlined in section H examples provided. Our approach is 
data-driven, collaborative, and results-oriented, ensuring that our strategies are 
both effective and sustainable.

4 
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Marketing strategy and development:  

Bidder Response:
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Our implementation plan will include the following phases:

1. Audience Analysis: Conduct research to understand the needs, interests, and
preferences of campers, park goers, hunters, anglers, and non-consumptive
participants.

2. Strategy Development: Develop tailored engagement strategies and key
messages for each audience segment.

3. Implementation: Provide high-level marketing campaigns and initiatives across
various channels, including advertising, social media, events, and partnerships.

4. Evaluation: If selected to implement after this RFP we would monitor and evaluate
the effectiveness of our strategies through metrics such as engagement rates,
participation levels, and brand awareness.

5. Optimization: If selected to implement we would continuously refine and optimize
our strategies based on feedback and performance data to maximize impact and
achieve long-term success on a monthly basis with NGPC.

6. Our proposal aims to provide actionable recommendations for messaging,
marketing, and outreach that will enhance engagement with your target audience
segments and promote outdoor recreation opportunities in Nebraska. We will
leverage our expertise in research, analysis, and strategy development to summarize
key findings, identify opportunities and challenges, and provide actionable
recommendations and media strategies that align with the NGPC's objectives and
resources.

Describe how you will summarize findings, opportunities, challenges, and create a 
how-to guide of actionable recommendations and a media strategy for the NGPC 
team. Describe experience and approach to guide implementation. Provide an 
example of how-to guide containing actionable recommendations and strategy.

Our team fully understands the need to summarize findings, opportunities, and 
challenges from the research conducted by The MSR Group, and create a 
how-to-guide of actionable recommendations and media strategies for the NGPC 
team. We recognize the importance of providing practical and actionable guidance 
that will enable the NGPC team to effectively implement the recommendations and 
achieve their goals.

5 

6 

Actionable recommendations for messaging, marketing, outreach: 

Bidder Response:
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We will summarize findings, opportunities, and challenges from the research 
conducted by The MSR Group through a comprehensive report and presentation. 
Our team will analyze the data, identify key insights and trends, and distill actionable 
recommendations for messaging, marketing, and outreach. We will work closely 
with the NGPC team to understand ensure we are aligned and on deadline for 
delivering exactly what NGPC envisions on the bi-weekly meetings and suggest any 
changes as data and collaboration present themselves.  NGPC’s  goals, priorities, and 
resources, and tailor our recommendations and media strategies to meet your 
needs.  We have attached some examples of both executive summary’s on market 
research as well as some branding guides with logos, colors, sample ads etc.

Our team has extensive experience in providing actionable recommendations for 
messaging, marketing, and outreach to organizations in various industries. We have 
successfully guided clients through the process of implementing our 
recommendations and achieving their goals. Our approach is collaborative, 
data-driven, and results-oriented, ensuring that our recommendations are practical, 
effective, and sustainable.

1. Findings Summary: Summarize key findings, opportunities, and challenges from 
the research conducted by The MSR Group.

2. Recommendations Development: Develop actionable recommendations for 
messaging, marketing, and outreach based on the research findings and the NGPC's 
goals and resources.

3. How-to-Guide Creation: Create a comprehensive guide that outlines the 
recommended strategies, tactics, and media channels for implementing the 
recommendations.

4. Presentation: Deliver a presentation to the NGPC team to review the findings, 
recommendations, and how-to-guide, and discuss next steps for implementation.

5. Support and Follow-Up: Provide ongoing support and assistance to the NGPC 
team as they implement the recommendations, including training, resources, and 
monitoring progress.

6 



F. DELIVERABLES AND DUE DATES
       Following is a chart of the task deliverables and when we would expect to 

       have each of them completed. These dates are predicated on timely client 

       feedback with no unforeseen delays in decision-making to allow us to move 

       on to the next step. 

78

2 .  T E C H N I C A L  A P P R O A C H



79



80



81

SW



_____________________

Alternative Response for Section
III. Contractor Duties,
G. Insurance Requirements
Smith Kroeger’s insurance coverage is comprehensive for a business of its type and
size. Some of the requirements listed are more appropriate for large companies or
those in di�erent industries. We would like to propose the following adjustments to the
requirements in this section. If this is unacceptable, Smith Kroeger can work to expand
coverage in areas needed.

CoverageDescription RFP Requirement Smith Kroeger Counter

UMBRELLA/EXCESS
LIABILITY
Over Primary
Insurance

$5,000,000 $4,000,000

PROFESSIONAL
LIABILITY
All Other Professional
Liability (Errors and
Omisssions)

$5,000,000 Per
Claim / Aggregate

$1,000,000



 

 

www.themsrgroup.com 402.392.0755 

 

   
March 8, 2024 

 

Report 

Member 
Research 
prepared for 

 
 

 
 

 
 
 
 
 
 

file:///C:/Users/rezac/Documents/Custom%20Office%20Templates/www.themsrgroup.com
https://www.facebook.com/msrgroup/
https://www.linkedin.com/company/the-msr-group/
https://twitter.com/theMSRgroup


1 
 

 

www.themsrgroup.com 402.392.0755 

Contents 
About this Report ............................................................................................................................ 3 

Background ..................................................................................................................................... 3 

Research Methodology ................................................................................................................... 4 

Research Conclusions ..................................................................................................................... 5 

Recommendations .......................................................................................................................... 6 

Overall $#%@ Performance and Comparisons to Other Financial Institution ............................... 8 

Key Driver Analysis of Member Experience .................................................................................. 11 

Key Driver Analysis of Perceived Value ......................................................................................... 13 

Additional Demographic Analysis ................................................................................................. 15 

 

 

 
 
  

file:///C:/Users/rezac/Documents/Custom%20Office%20Templates/www.themsrgroup.com
https://www.facebook.com/msrgroup/
https://www.linkedin.com/company/the-msr-group/
https://twitter.com/theMSRgroup


2 
 

 

www.themsrgroup.com 402.392.0755 

Table of Figures 

Figure 1: Research Methodology .................................................................................................................. 4 

Figure 2: Product Specific Recommendations ............................................................................................ 7 

Figure 3: Overall Performance and Comparison to Similar Organizations ........................................... 8 

Figure 4: Top Box Scores ................................................................................................................................. 9 

Figure 5: Overall Performance Attributes Comparison to MSR Financial Customers ...................... 10 

Figure 6: Understanding the Key Drivers of Member Experience ........................................................ 11 

Figure 7: Understanding the Key Drivers of Member Experience ........................................................ 12 

Figure 8: Understanding the Key Drivers of Perceived Value ............................................................... 13 

Figure 9: Value - Top Drivers by Performance .......................................................................................... 14 

 

  

file:///C:/Users/rezac/Documents/Custom%20Office%20Templates/www.themsrgroup.com
https://www.facebook.com/msrgroup/
https://www.linkedin.com/company/the-msr-group/
https://twitter.com/theMSRgroup


3 
 

 

www.themsrgroup.com 402.392.0755 

About this Report 

This document is an executive summary of a much longer research report.  The purpose of this 
summary is to capture the most important overall findings for $#%@.  The full report, complete 

with an appendix, can be obtained by contacting @$#%@Topeka.com.  

Background 
 
In 2019, $#%@ set a goal to systematically collect member feedback to validate positive, but 
only anecdotal, feedback.  As a result, $#%@ Topeka partnered with the MSR Group to 
complete a study using a combination of qualitative and quantitative methods.  More 
specifically, the study had the following objectives:  
  

▪ Define and assess what the member experience is like from the members’ perspective 
▪ Define and assess the value members place on their stock investment as well as $#%@ 

impact on their financial performance 
▪ Baseline how members feel about $#%@’s key products and services including: 

▪ MPF Program 
▪ Advances/line of credit 
▪ Letters of credit 
▪ Housing and Community Development Program 
▪ Collateral/Qualifying Collateral Determination 
▪ Support services 

▪ Establish a comparison of $#%@ member experience/satisfaction with other “like 
organizations” 

▪ List recommendations from members for improvement 
▪ Establish a comparison of $#%@ member experience/satisfaction with other “like 

organizations” 
▪ Identify specific recommendations for improvement based on MSR’s experience 

 

  

file:///C:/Users/rezac/Documents/Custom%20Office%20Templates/www.themsrgroup.com
https://www.facebook.com/msrgroup/
https://www.linkedin.com/company/the-msr-group/
https://twitter.com/theMSRgroup


4 
 

 

www.themsrgroup.com 402.392.0755 

Research Methodology 
 

To collect data for this research we used a combination of qualitative and quantitative research 
methods.  First, we conducted in-depth telephone interviews with 10 $#%@ leaders and 13 
members.  The results from these interviews were used to create an online survey.  The survey 
was completed by 556 members representing a 22% response rate, about twice the response 
rate normally received.  Such a high response rate ensures the results are representative of the 
membership as a whole.  Respondents were initially contacted through letters and email.  As 
needed respondents received email reminders and telephone calls encouraging them to 
complete the survey on-line.  Finally, we facilitated a workshop with $#%@ Advisory Board 
members where preliminary results were shared, and we collected reactions, suggestions and 
additional information. 

 
Figure 2 provides a timeline for each of the major project steps and deliverables 
 
 

FIGURE 1: RESEARCH METHODOLOGY 
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Research Conclusions 
 

The conclusions and recommendations draw upon both the qualitative and quantitative 
research.  In addition, they are influenced by the judgement of MSR project managers.  
 

▪ $#%@ is an extremely effective organization that meets almost all its member needs. 

▪ Of the more than 100 financial organizations MSR has worked with, $#%@ receives 
some of the highest scores on member experience and perceived value. 

▪ While enjoying very high scores, $#%@ is not yet “best in class” by MSR standards, so 
there is room for improvement. 

▪ $#%@ networking events and meetings receive very high marks, but there was some 
indication that they could err more on the side of information sharing.   

▪ $#%@’s aspirational goal of being a “consultative” or a “strategic” partner should be 
explored more carefully.  During the workshop and in-depth interviews, members were 
very positive about what they perceive as $#%@’s main products and service but less 
clear about the need for $#%@ to be more consultative.  However, consultation was a 
key driver of member assessment of $#%@’s performance based on the survey data and 
members tended to score $#%@ lower on consultation than other attributes.  We 
believe this apparent disparity may be, at least partially, due to the ways the term 
“consultation” was interpreted.  In the in-depth interviews and workshop, it was defined 
by MSR managers as offering deeper insights and advice to members in a manner that 
contributes to strategic planning.  In the survey it may be that the respondents thought 
of consultation more narrowly, to mean just improving its products and services.  
Regardless we received mixed signals on the importance of $#%@ becoming more 
consultative to members. 

▪ Collateral verifications will continue to be a source of frustration; many members 
expressed frustration with communication received in advance, during, and at the 
conclusion of the verification process. 

▪ Technology is a sore point.  Members are understanding of the challenge facing $#%@ 
and have seen improvement, but they still expect $#%@ to get “better, faster.”  For 
instance, several members mentioned the importance of automating the letters of credit 
process as a simple but important way of using technology to ease interaction. 

▪ $#%@ is often not viewed as competitive when it comes to Brokered Deposits 

▪ Communication and explanation about the mission, vision, and strategic plans should be 
emphasized since communication and understanding is uneven across your members. 
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▪ Many of the frustrations your members express are due to systemic barriers over which 
$#%@ has little control.  Your members understand that but expect $#%@ to advocate 
for regulatory relief on their behalf. 

Recommendations   
 

Below is list of general $#%@-wide recommendations.  Recommendations for each of the six 
major project areas are summarized in Figure 1.   
 

▪ Establish an ongoing feedback mechanism, including some combination of transactional 
and brand surveys, so you can track change over time and provide near real-time 
feedback to $#%@ customer facing staff and policy makers. 

▪ Systematically evaluate all the customer touch points for each of the major products 
and services (e.g. customer journey mapping) to ensure you understand what it’s like to 
interact with $#%@ from the member’s perspective and that you have appropriate 
metrics and feedback loops for each of the member touch points. 

▪ Consider transitioning the Advisory Board into an ongoing panel.  The panel can be set 
up using an electronic bulletin board or similar platform.  This way the members could 
provide immediate feedback and insights into $#%@’s planning and execution.   

▪ Consider hosting improvement mini workshops between $#%@ and members to focus 
on service feedback.  Workshops could include a variety of $#%@ customer facing and 
non-customer facing employees that could co-create solutions with $#%@ members.  
Specific $#%@ leaders should be assigned responsibility for each of the improvement 
initiatives.  Progress reports on suggested improvements should be shared with 
members on an on-going basis.  
 

▪ Continue to focus on excellent customer service, especially responsiveness and 
trustworthiness. 
 

▪ Invest in technology solutions.  Members are patient, but continue to feel frustrated, 
communicate progress frequently. 
 

▪ Communicate your vision and mission.  Too many members still don’t understand what 
you can and can’t do given regulatory constraints. 
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▪ Improve communication before, during and after the collateral verification process.  Use 
the advisory board, panels and transactional surveys to ensure communication. 

▪ To the extent possible, advocate for your members for regulatory change, and 
communicate back to members about progress. 

▪ Clarify what being “consultative” is to $#%@ and what it means to members.  Consider 
using advisory board and/or panel to provide deeper insights into the definition of and 
need for more consultation. 

▪ Be proactive and ask probing questions to members before collateral reviews or 
member visits.  Come prepared to member meetings with specific ideas and 
recommendations that show a deep understanding of their business plan and current 
situation. 

▪ Err on the side of over-communication, before, during and after interactions, this is 
particularly important for collateral reviews. 

▪ Special focus should be given to address concerns related to collateral and making the 
verification process simpler. 

FIGURE 2: PRODUCT SPECIFIC RECOMMENDATIONS 
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Overall $#%@ Performance and Comparisons to Other Financial 
Institution 
 

By any measure, overall results indicate members are exceptionally pleased with $#%@ service 
and products.  Figure 3 compares member feedback on both $#%@ and “other providers” 
(purchased deposit and listing services) across nine standard criteria. 

 
 

FIGURE 3: OVERALL PERFORMANCE AND COMPARISON TO SIMILAR 

ORGANIZATIONS 

 
 
 
The top bar represents the member assessment of $#%@ while the bottom bar represents their 
assessment for “other wholesale funding providers.”  $#%@ outperforms “others” to a 
significant degree across all criteria. 
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We often recommend looking just at top box scores (5s on a 5-point scale) because 
customers/members who give a 5 behave quite differently than those giving a 4.  In fact, those 
who give a 4 behave quite a bit more like 3s than 5s.  Members who give a 5 often will serve as 
advocates for the institution’s products and services.  Figure 4 below demonstrates the much 
larger percent of 5s $#%@ members award $#%@ as compared to “other providers” 
(purchased deposit and listing services). 

 

FIGURE 4: TOP BOX SCORES 
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As pointed out on the previous page, $#%@ enjoys very positive feedback from members 
regarding their experience.  To provide additional outside comparisons, we compared $#%@ 
scores with a composite bank score for eight of MSR’s client banks and two of our “best in 
class” bank clients.  These scores are highlighted below in Figure 5. 
 
 

FIGURE 5: OVERALL PERFORMANCE ATTRIBUTES COMPARISON TO MSR FINANCIAL 

CUSTOMERS 
 

 
 
 
While $#%@ enjoys very high scores, it falls below several of our best performing banks with 
regards to offering relevant products and provides outstanding customer service.  For this 
reason, there is ample room to improve.   
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Key Driver Analysis of Member Experience 
 
Beyond “satisfaction,” $#%@ has pledged to measure and improve the member “experience.”  
To provide an experience metric, we evaluated all the possible survey questions and through a 
combination of judgement and statistics (factor analysis and regression) we produced the model 
depicted below in Figure 6.  
 

FIGURE 6: UNDERSTANDING THE KEY DRIVERS OF MEMBER EXPERIENCE 
 

 
 

 
We concluded that the concept of $#%@ “experience” is best characterized by how members 
rated $#%@ as indispensable, a game changer, and in terms of eliminating frustration.  We then 
looked at the nine general attributes and conducted a confirmatory factor analysis.  That 
analysis suggested there were two key factors that drive the $#%@ experience, “Partnership” 
and “Service.”  We then tested the model using linear regression. The result is that the model 
and predictors do a strong job (by social science standards) of explaining the “$#%@ 
experience.”  Consequently, we recommend that $#%@ think in terms of two key “macro” 
factors that impact how members experience $#%@—a sense of partnership and service.  
Essentially, $#%@ will need to deliver on both factors to continue to improve member 
experience. 
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To provide specific guidance on which attributes are most important for $#%@ to focus on to 
improve member experience, we have plotted the nine attributes in Figure 7.  The horizontal 
axis is “relative importance” based on a “relative weights” analysis, while the vertical axis is a 
simple average score received for each attribute.   
 

 
 

FIGURE 7: UNDERSTANDING THE KEY DRIVERS OF MEMBER EXPERIENCE 
 

 
 
 
The scatter plot above clearly suggests the two most important attributes for $#%@ to focus on 
are “convenience” and “relevant products/services,” followed by becoming a “consultative 
partner” and improving the “systems.” 
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Key Driver Analysis of Perceived Value 
 
We followed a similar logic and methodology as discussed in the above section to determine the 
key drivers of perceived value (see Figure 8 below).  Again, based on judgement and statistics 
we defined “perceived value” as the combination of members’ reported perceived value of their 
$#%@ membership in relation to stock investment and their organization’s financial 
performance.  The same model fit the data, so the sense of “partnership” and “service” do a 
good job of predicting value. 

 

FIGURE 8: UNDERSTANDING THE KEY DRIVERS OF PERCEIVED VALUE 
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To provide specific guidance on which attributes are most important for $#%@ to focus on to 
improve value we have plotted the nine attributes on the graph below.  The horizontal axis is 
“relative importance” based on a “relative weights” analysis, while the vertical axis is a simple 
average score received for each attribute.  The scatter plot below suggests the three most 
important attributes for $#%@ to focus on are “convenience,” “relevant products/services,” and 
“understands needs.”   
 
 

FIGURE 9: VALUE - TOP DRIVERS BY PERFORMANCE 

 
 
 
While “trustworthiness” is by far the most important, $#%@ currently scores extremely high on 
that.  Similarly, “responsiveness” is very important but again, $#%@ank is already performing 
very well on that attribute.  
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Additional Demographic Analysis 
 
Top line data on the other key demographics are summarized in a narrative fashion below, 
however the details are contained in the Appendix of the detailed report. 
 
Variability by Tier (see pages 36-40 in appendix).  $#%@ has divided members into four tiers 
defined below: 
  

• Tier 1 represent members who are current consistent users of $#%@ products and 
represent those with the highest potential and probability of doing additional business 
with $#%@  

• Tier 2 represent members who use $#%@ products and there is an opportunity for 
growth in future use of products based on perceived need  

• Tier 3 represent members who are inconsistent users of $#%@ products and there is 
limited opportunity for growth or increased use and limited need 

• Tier 4 represent members who have not and are most likely not going to use $#%@ 
products in the future either because there is no need, or they historically have not and 
have indicated they will not 

 
No significant difference was found between the tiers other than Tier 3 often rating $#%@ 
lower than those in the other tiers. 
 
Variability by size of assets (see pages 41-45 in appendix).  $#%@ classifies its members into 
one of four asset classes: less than $250m, $250-500m, $500m-$1B and, greater than $1B.  The 
only significant differences noted were lower ratings for institutions with over $1B in assets for 
some of the attributes.   
 
Variability by state (see pages 46-50 in appendix).  The four largest member states are 
Colorado, Nebraska, Kansas, and Oklahoma.  No major differences were found across states.  
However, Oklahoma consistently scored higher on most attributes.  Colorado rated “systems” 
lower than the other states.  
 
Variability by entity (see pages 51-55 in appendix).  $#%@ classifies its members into 3 entity 
groups: bank, credit unions, and insurance companies.  There is a strong and significant trend, 
with banks giving the most positive ratings, followed by credit unions and finally insurance 
companies.  Insurance companies appear to express the greatest frustrations with not having 
“systems that make my work easier.”  It is important to note the very small number of insurance 
companies (n=15) as this may account for the stark difference in scores.  
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Variability by number of products used (see pages 56-60 in appendix).  We divided members 
into three “use” categories, those using no products, one product, and more than one product.  
Generally, the more products a member used the higher they rated $#%@ on key attributes. 
 
Variability by advances and purchase deposits (see pages 61-65 in appendix).  We divided 
advances and purchase deposits into three categories, those that used advances only, those 
that used purchase deposits only, and those that used both.  Those that only used purchased 
deposits consistently scored $#%@ lower than the other two categories in all areas except 
“understanding your business needs” and “being a consultative partner.”   
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