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The future of tourism in Humboldt County
has never looked brighter.

Our team at Verdin Marketing sees tourism as more than just an industry.
To us, it's a story waiting to be told. Humboldt County is at a pivotal
moment, and we are excited about the opportunity to help shape your
next chapter. With over 20 years of experience in destination marketing,
we specialize in bringing fresh perspectives to communities and creating

strategies that resonate deeply with both locals and visitors. e

We care a lot about providing you with a comprehensive marketing 5 Wi
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Y
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strategy that will elevate Humboldt County’s endless activities and
offerings, from the natural beauty of the Redwoods to the historical and
cultural intrigue of the Victorian towns and so much more. We have a few
personal ties to Humboldt County that make this work feel extra special.

Through collaboration, creativity and data-driven insights, we’ll develop a
tailored approach to amplify your impact and establish a unified,
sustainable tourism vision. We pride ourselves on crafting strategies that
connect authentically with audiences while driving measurable results.

We look forward to collaborating to strengthen Humboldt County's
tourism efforts and highlight everything that makes it unique.

Mary Verdin, President & CEO

Map from : V.'s.'fHumboldt com

}~———) mary@yverdinmarketing.com | (805) 541-9005 | P.O. Box 3060, San Luis Obispo, CA 93403

DBE Firm No. 42625 | CSDA Members
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Request for Proposals No. EDD-2025-01
Professional Consulting Services for County Wide
Travel and Tourism Marketing Strategy & Tourism Assets Study

ATTACHMENT A — SIGNATURE AFFIDAVIT
(Submit with Proposal)

Request for Proposals No. EDD-2025-01
SIGNATURE AFFIDAVIT

NAME OF

ORERREAONAGENE Y- Verdin Marketing Ink, Co.

STREET ADDRESS: PO Box 3060

CITY, STATE, ZIP San Luis Obispo, CA 93403
CONTACT PERSON: Mary Verdin

PHONE #: | (805) 541-9005

FAX #: N/A

EMAIL: mary@verdinmarketing.com

Government Code Sections 6250, et seq., the “Public Records Act,” define a public record as any writing
containing information relating to the conduct of public business. The Public Records Act provides that public
records shall be disclosed upon written request, and that any citizen has a right to inspect any public record,
unless the document is exempted from disclosure.

In signing this Proposal, | certify that this firm has not, either directly or indirectly, entered into any agreement
or participated in any collusion or otherwise taken any action in restraint of free competition; that no attempt
has been made to induce any other person or agency to submit or not to submit a Proposal; that this Proposal
has been independently arrived at without collusion with any other Proposer, competitor or potential
competitor; that this Proposal has not been knowingly disclosed prior to the opening of Proposals to any other
Proposer or competitor; that the above statement is accurate under penalty of perjury.

The undersigned is an authorized representative of the above-named agency and hereby agrees to all the
terms, conditions and specifications required by the County in Request for Proposals No. 001-2021-0365 and
declares that the attached Proposal and pricing are in conformity therewith.

( U,Q | S 1/20/2025

Signature \ \ Date
Mary Verdin 1/20/2025

Name Date

This agency hereby acknowledges receipt / review of the following Addendum(s), if any
Addendum # [#1 Q8A ] Addendum # ] Addendum # ] Addendum # | ]
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4A - ORGANIZATIONAL OVERVIEW

Nice to Meet You

Integrity-Based Marketing

Integrity has been at the core of Verdin’s approach since day one.
\We ensure transparency in reporting, tailor invoicing to your needs
and focus on continuous improvement. By refining strategies and
optimizing outreach, we deliver results that support your team.

Creative Rooted in Strategy

Research into the lifestyles, behaviors and desires of your target
audience guides our creative team to develop advertising
messages that resonate. Our team makes strategic
recommendations and works with you to develop campaigns that
embody your brand and what it promises — and you'll have a lot
of fun with us along the way.

Passion & Expertise

One of Verdin's strengths as a full-service marketing and
advertising firm is positioning the desirable attributes of a
community. Our team knows how to build awareness among a
range of audiences through compelling creative. We know how to
build consensus among multiple stakeholder audiences with
different needs, and we also enjoy collaborating with clients and
partners. We are dedicated to transparency and providing clear
communication and information

at all times.
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A Little About Us

Verdin Marketing Ink, Co.

Office: 689 Tank Farm, Suite 210, San Luis Obispo,

California

Business License Certificate Number: 014495
Founded in 2003

Served more than a cumulative 400 clients

Small but mighty team of 10

Currently serving 18 active clients in both an
agency-of-record and project-by-project relationship
Verdin is a $3,000,000 revenue company

Mission Statement:

Together,

we shape dynamic
communities
through strategy,
consensus and
storytelling
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Litigation
Verdin has no litigations regarding the provision of services equivalent to those set forth in this RFP.
Fraud Convictions

Verdin has no fraud convictions related to the provision of services pursuant to the terms and conditions of public
contracts.

Debarments, Suspensions or Other Ineligibility to Participate in Public Contracts

Verdin has no current or prior debarments, suspensions or other ineligibility to participate in public contracts.
Violations of Local, State and/or Federal Regulatory Requirements

Verdin has no violations of local, state and/or federal regulatory requirements.

Controlling or Financial Interest

Verdin does not hold any controlling or financial interest in any other organizations.
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Client History of Equivalent Services

San Luis Obispo County
Tourism Business
Improvement District (CBID)

Visit Cayucos

Visit Morro Bay

The CBID is the tourism district for the unincorporated areas of San Luis Obispo
County. Our initial engagement encompassed a comprehensive approach to elevate
its tourism presence. This included conducting in-depth research to understand
market dynamics and visitor preferences, developing targeted campaigns to attract
key demographics, and implementing a robust digital strategy. This strategy included
their first fully interactive website for all tourism partners within the region, as well as
web management to ensure a user-friendly and informative online experience, email
marketing to nurture leads and social media management to build brand awareness
and engage potential visitors.

Our partnership with Visit Cayucos focused on building a compelling and consistent
brand identity to effectively position the destination within the competitive landscape of
coastal Central Coast destinations to stand apart, This included impactful campaigns
designed to resonate with target audiences and drive visitation. To foster ongoing
engagement, we implemented a robust digital strategy incorporating programmatic
ads, email marketing, and established a strong social media presence to connect with
potential visitors and showcase the unique experiences. We provided comprehensive
reporting to demonstrate the effectiveness of our strategies and ensure transparency.

Our work with Visit Morro Bay began with in-depth research to inform a
comprehensive marketing plan. We then developed and executed impactful
campaigns across all channels, including paid media, email marketing, website
management, and social media. Throughout our engagement, we provided detailed
reporting to demonstrate results and ensure alignment with their goals.
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Ventura County Coast

Visit Oxnard

Visit Camarillo

City of San Luis Obispo

For Ventura County Coast, we crafted a unique brand identity and developed a
comprehensive marketing plan to guide our efforts. This included targeted campaigns

" executed across multiple channels, from engaging social media content and email

marketing initiatives to impactful paid media placements. We also managed their
website, ensuring an optimal online experience for visitors. Throughout our
partnership, we provided in-depth reporting to demonstrate the effectiveness of our
strategies and ensure alignment with their tourism goals.

To elevate Visit Oxnard's destination marketing, we developed a distinctive brand
identity with supporting materials to bring the vibrancy of the destination to life. We
were able to explore the cultural diversity and unique offerings that only Oxnard can

" deliver to visitors. This work included our “You don’t know Oxnard” campaign that
 extended across multiple channels and won a variety of awards. We leveraged the

messaging through social media content, email marketing and on the Visit Oxnard

- website.

For Visit Camarillo, we took a holistic approach to destination marketing, beginning
with a revitalized brand identity and marketing plan to guide our activities. We

" implemented a multi-faceted strategy that included compelling campaigns, strategic

' paid media buys, targeted email marketing, proactive public relations efforts, and

' engaging social media content. We also provided ongoing website management to

' ensure a best-in-class online experience for visitors. Throughout our partnership,

' transparent reporting allowed us to track progress, measure success, and continually

refine our approach to maximize impact and achieve Visit Camarillo's goals.

We have worked with the City of San Luis Obispo in a variety of capacities including
initiatives focused on economic development. This involved developing specialized

programming for their local business community through our “Buy Local Bonus” and
“Downtown Summer Spending” campaigns to generate revenue post-pandemic. The

" results were remarkable and generated more than $800,000 in direct local spending.

11
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CALIFORNIAS
REDWOOD COAST

Visit Concord

Visit Atascadero

Visit Arroyo Grande

Central Coast Tourism
Council

Our strategy for Visit Concord focused on building a dynamic brand presence and
generating excitement for this vibrant destination. We developed a comprehensive
marketing plan that included compelling campaigns, strategic paid media placements,
and engaging social media content to reach and inspire travelers. We also implemented
targeted email marketing initiatives to nurture leads and drive conversions. Throughout
the partnership, we provided data-driven reporting to track performance.

With Visit Atascadero,we began by redefining the destination's narrative and formed a
strategy to amplify its appeal to travelers. This informed the creation of a compelling
brand story encouraging visitors to go “All In” in Atascadero. We targeted families and
those interested in outdoor experiences through engaging social media content, while
leveraging email marketing to further tell the story of the destination. We provided
transparent reporting to demonstrate the effectiveness of our efforts and ensure
alignment with Visit Atascadero's vision for the future.

Our collaboration with Visit Arroyo Grande focused on capturing the essence of this
charming destination and translating it into a compelling brand experience for visitors. We
developed a detailed marketing plan that included paid, earned and owned strategies to
reach new audiences that were unfamiliar with this small town on the Central Coast.
Through ongoing website management, we ensured a seamless and informative online
experience for potential visitors and provided detailed reporting to track progress.

As the regional tourism group for Visit California, Verdin has been brought in on a few
projects to support their goals and mission of inspiring travel to the Central Coast. Our
engagement focused on expanding their digital footprint through targeted campaigns and
compelling email marketing to provide valuable travel information. Our team supports the
CCTC social media channels to showcase the diverse offerings of the region.
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Humboldt Management Team

Mary Verdin
President & Chief Executive Officer

Role: Participates in discovery and client onboarding, provides ongoing strategic input.

Mary has more than 30 years of marketing experience, including 25 years working in the
travel and tourism space. She has an energy that keeps ideas fresh and strategic. Her
personal list of awards, combined with the industry awards our agency wins every year,
reflect Mary’s proven ability to create communications success for clients. An innate
problem solver and natural leader, she founded Verdin more than 21 years ago and
continues to grow the firm with a gusto for finding ways to give back to the community.

Ashlee Akers
Partner & Chief Strategy Officer

Role: Participates in strategic planning meetings, oversees and reviews branding
and marketing strategies.

Ashlee guides Verdin's account staff with enthusiasm, and plays a leading role in all client
work. Her friendly and dynamic personality makes our clients instantly feel comfortable and
confident. She is the master of surpassing client needs with an unwavering devotion to
achieving stellar results. Ashlee has been with Verdin for 14 years, but has been working
within the tourism marketing field for 15 years and understands every level of destination
marketing and how they work together. She currently serves on Central Coast Tourism
Council Board of Directors and the marketing and branding committee for Visit

SLO CAL.

13
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Additional Key Personnel

Allie Rohlfs
Account Manager

Role: Provides day-to-day support for clients through various marketing channels,
including public relations, web, email marketing, social media and more.

Allie oversees client accounts, collaborates with cross-functional teams and ensures
successful marketing strategy implementation. Using her communication and
organizational skills, she facilitates coordination among team members, stakeholders and
clients. Allie graduated from Cal Poly with a degree in Journalism and Public Relations,
and was honored the department’s Leadership Award. Allie ensures client success through
accurate and transparent reporting, excellent budget management and innovative
programming.

Riley Grim
Creative Director

Role: Participates in creative planning, develops brands, campaign and ad
concepts and oversees all creative work.

Riley is the helm that steers Verdin’s creative team right direction. Her keen eye and
strategic mind lead Verdin to produce work that is strikingly distinct. Riley has nearly 12
years of marketing experience, with five years specifically working in tourism marketing.
Her experience and knowledge base has led the concepting and implementation of
successful campaigns for notable organizations like Visit SLO CAL, Visit Arroyo Grande,
Visit Atascadero and the city of San Luis Obispo.
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Verdin’s Boutique Agency Organization Structure

We are a tight-knit team bursting with talent. As a team of 10, we are small but mighty—we have the agility
to completely focus on you and your needs, keeping tight control on costs, and the relationships to include
our extended team of freelancers as needed, including a communications partner in Sacramento.

President €8 CEO
Partner & Chief Partner & COO
Strategy Officer
Creative Director
Account
Managers Project
Manager
Art Content
Director Strategist
Acecount
Coordinator

15
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Experience

Verdin Marketing has had the privilege of serving tourism

marketing and public organizations since 2004. Our portfolio of

successes includes a range of clients, strategies, tactics, and
activations that have garnered awards and exceeded client
goals. From omni-platform campaigns to trade show
activations and everything in between, we take our
partnerships seriously.

While our wide range of services and client profiles stretches
far and wide, we wanted to take a moment to focus in on the

specific experience and accomplishments that are specifically
relevant to the scope of this RFP.

In the next few pages we have outlined a robust case study
and several work samples of projects that shared similar key
project initiatives as those outlined in the RFP.
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Case Study: Ventura County Coast

Award-winning research, strategy and implementation that led to an

increase in hotel occupancy, RevPAR and ADR.
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Ventura County Coast comprises Camarillo, Oxnard, Ventura and Port
Hueneme. Four unique cities, four eclectic personalities, four groups of
independent stakeholders. The challenge was creating a cohesive brand
that captured the personalities of the four individual cities, as well as the
overall region. From there stemmed dynamic ad campaigns that
connected travelers and inspired them to Find Their Vibe in Ventura
County Coast.

Phase 1: Research

Verdin kicked off the partnership with an expansive immersion and
familiarization tour. We explored what's working, what the latest trends
were, identified key players, potential partnerships and collaborations.
We also evaluated the County's brand identity and it's position in the
market.

Phase 2: Create the Strategy

Verdin conducted a comprehensive analysis of all available data, assets,
and resources. We worked alongside our stakeholders to define key
performance indicators (KPls) and strategic goals. This lead to the
development of a detailed marketing strategy including a strategies for
paid, owned and earned channels.

Phast 3: Implementation

Verdin put the plan into action. This involves implementing the strategies
and tactics we've developed, while continuously monitoring progress,
effectiveness, and make any necessary adjustments along the way.

V&VT
DM@COQT

CAMARILLO-OXNARD-VENTURA ORT HUENEME

“Having an opportunity to
work with the team at Verdin to
inspire, engage and drive
demand to Ventura County
Coast is a true privilege. The
partnership we have to make
data-driven decisions and the
talent we collectively have to
turn those insights into action,
fuels my passion to be better
every day.”

Brian Tucker,

President & CEO,
Ventura County Coast
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v REGWOOD COAST

Rebrand: We brought all stakeholders to the table to build consensus around a new brand that would authentically
promote the entire region while still leaving room for each individual city to carve out their own brand flavor. Beyond a
logo, color system and imagery profile, we also took on the user experience of the website, making significant
enhancements to www.VenturaCountyCoast.com. These enhancements included stylistic changes and website
navigation improvements, refreshed content that aligned with industry trends and an integration of city partner events.

Our research told us “Ventura” means “fortune.” So it's no
6"‘ coincidence that the four points of their new logo create the
shape of a gem, with each dot acting as map coordinates and
—, the lines expressing the interconnectedness of the four cities.
OM” COO]S The lighthearted typography reflects the area’s happy,

welcoming and stylish atmosphere.

CAMARILLO-OXNARD -VENTURA §J PORT HUENEME

19
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Cross-platform Campaign: Bringing four cities together into one cohesive brand gave us an opportunity to maximize
our collaborative power and build something that would truly serve everyone. The challenge was creating messaging
that not only encouraged the viewer to visit the region, but to visit multiple cities within the destination. Each city has
its own unique ambiance, weaving together an eclectic tapestry of activities and atmospheres. And so the Find Your
Vibe campaign was born.
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Beyond Recovery Plan: When the
pandemic hit we worked
hand-in-hand with local stakeholders
as well as Visit California’s to
minimize pandemic losses within the
industry. We built out
pandemic-specific messaging and
campaigns per each individual city
within the destination that resulted in
Ventura County Coast outperforming
the state and national pandemic
averages in virtually all areas of
measurement including Occupancy,
ADR and RevPAR.

Dallas Cowboys Partnership:
Leveraging large-scale events is one
way to drive demand and introduce
new visitors to a destination. Ventura
County Coast, in partnership with
Visit Oxnard, Visit Camarillo, Visit
Ventura and Discover Port Hueneme
allocated resources in an effort to
promote the Dallas Cowboys
Training Camp by deploying a series
of advertising tactics to raise
awareness and drive attendance.

Trade Show Program: An
immersive experience both in-person
and virtually. Designed to create an
authentic, multi-sensory experience
for attendees to enjoy, all made
possible through a partnership who
collectively represents an entire
region. The in-person experience
invites guests to step inside a
refurbished 1968 VW bus complete
with an integrated interior monitor
featuring a brand video taking guests
on a road trip across Highway 101.

21
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Our six year partnership with Ventura County Coast resulted in multiple awards, and achieving or exceeding KPIs in
individual campaigns and initiatives. But we think the overall impact of our partnership tells the story best:

79.3%

Increase of
hotel occupancy

22%

Increase of digital
advertising
impressions YOY

$107.9

RevPAR
increase

18%

Increase of
social media
followers YOY

$136.10

ADR increase

95%

Increase in new
website visits
YOY
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Work Sample: Visit Atascadero

Where We Started: \When people think San Luis Obispo County, they think
rolling vineyards and crashing waves. They don't think “Atascadero.” This inland
town was struggling to obtain “top of mind” space in comparison to its
neighboring communities of San Luis Obispo and Paso Robles. We joined Visit
Atascadero in 2015 to solve this issue.

What We Did

Created a new brand for Visit Atascadero and various advertising campaigns

Deployed a variety of paid media channels to reach new audiences and
encourage visitation to the destination

Collaboration with county and regional partners to extend reach and
leverage resources to support the Atascadero brand

Reactive public relations activities including FAM tours and journalist hosting

Developed a robust email marketing program and executed social media
strategies on multiple platforms

Ongoing website support and optimizations to increase visits

What Happened

71% Increase in Transient Occupancy Tax
309% Increase in Social Media Followers
889% Increase Avg. Annual Website Traffic
Earned multiple Awards for various campaigns

Sascadero

CALIFORNIA

“We are very fortunate
as a city to have acquired
Verdin’s services. Their
level of professionalism,
execution, and positive
personalities are second
to none. | can with
complete confidence
recommend Verdin to
anyone looking to market
and promote their
destination, business,
and/or organization.”

Amar Sohi

CEOQO, Holiday Inn Express

Current Board Member
Past Chair

23
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MEDIA KIT PRINT ADS RETRO HOTEL

| ARggiidone |
. MEDIA KIT'sr

ST. PATRICKS
DAY SPECIALS

How does

Joseph Gerardis

of Joebella go
.

all in

in Atasacadero?

et
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Work Sample: Visit the Santa Ynez Valley ¢ Yaez Vagy

CALIFORNIA
Where we started: To boost Visit the Santa Ynez Valley's social media presence, %
we focused on research, creating a brand tone guide and developing a content
strategy. We identified key platforms, curated monthly content calendars and grew
their asset library using CrowdRiff. Initially, we aimed to maintain a consistent

posting schedule, tailor messaging, monitor platforms and increase engagement.
Our efforts have expanded to include a monthly blog and California Now Travel

Stories for broader social media use. “Verdin has been a great
] partner for
Yéhat Via Dig Visit the Santa Ynez

e Conducted comprehensive research and created a brand tone guide and Valley. Their

strategy for all social media content creation unc!erstanding ?f e
region and audience,

e Identified the most impactful social platforms and curated monthly content coupled with strategic
calendars that highlighted the unique charm of each of the destination's six planning and creative
towns execution, has brought

great results for our

social media presence.
They get results, and
they're fun to work with!”

e Leveraging CrowdRiff, we have grown their asset library with
user-generated photos and videos

e Expanded services to develop monthly blog and create ongoing California Shelby Sim
Now Travel Stories for widespread use across all social media platforms

President & CEO

What Happened Visit Santa Ynez Valley

e 18,654,116 Social Media Impressions
e 24% Increase Social Media Followers
e 11,417 Total Blog Views (Since Jan 2024)

25
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BLOG SOCIAL STORY SOCIAL MEDIA GRID

Your Go-To, Two-Day
Weekend Road Trip

Ynez Valley, CA

BRAND TONE SHEET

26
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Work Sample: Uplift Central Coast

Uplift was formed in 2023 through a state grant to create
economic resilience by working with local stakeholders and
inviting traditionally underserved parties to the table. It is a
region consisting of six California counties, from Ventura to
Santa Cruz. As a new organization, they were in need of a new
brand and a way to share with the community who they were
and how they could support economic growth and opportunities.

What We Did

e \Worked collaboratively with the Uplift team to create a
new visual identity which was informed by input from all
six counties

e |mplemented the brand through social media channels,
collateral pieces, video production and a new website, in
collaboration with our website partner, NDIC.

e Created a Community Update Executive Summary and a
full 164-page Regional Plan for use throughout all six
counties

What Happened

e  Uplift is still in their early stages, but Verdin created the
foundation on which they can doing the important work
that they are charged to do

Central Coast

“Working with Verdin was an
outstanding experience. They helped
us build a strong brand identity from
the ground up, including logos,
messaging, and design elements that
perfectly reflect our mission. Their
team created high-quality reports,
videos, and other materials that were
clear, unique and effectively helped
tell the transformative story of our
work at Uplift Central Coast. What
made the process truly enjoyable
was their collaborative and
responsive staff. They took the time
to understand our needs, provided
valuable insights, and were always
open to feedback. Their
professionalism and creativity played
a key role in our success, and |
highly recommend them to anyone
looking for top-notch marketing and
design support.”

Quinn Brady

Project Director,
Uplift Central Coast Coalition

27
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EXECUTIVE SUMMARY REPORT SOCIAL MEDIA

N

Uplift

Central Coast

How YOU
Can Help

What Is
[l Our Timeline?

WEBSITE STATIONERY

What's Our
s A L
Timeline?
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Knowledge of Legal Requirements
and Standard Methods and Practices

Verdin Marketing has had the privilege of serving tourism marketing and public organizations since 2004, and
over the last 21 years we have learned a thing or two.

Knowledge of legal requirements: Our team is extremely experienced and experts in the field on various tourism
marketing structures and the legal and financial structures that accompany them. Whether that is a 501c6, a CVB,
or with an advisory body of the city we know how to navigate unique bylaws from jurisdiction to jurisdiction. From a
state-wide perspective we serve on destination boards and committees that not only allow us to keep an up-to-date
on market trends and research, but also with governmental systems and policies like the Brown Act.

Knowledge of standard methods and practices: We have an in-depth understanding of tourism marketing best
practices from start to finish, and have extensive experience working within the overarching landscape of tourism
marketing from a macro to micro level. We know how to work within the context of the the broader marketing
funnel, leveraging partnerships and collaborative programming to tap into resources greater than our own. We also
have a deep understanding of how the top half of the funnel should feed into the bottom half, fostering collaborative
relationships of DMOs, municipalities and businesses within Humboldt county to benefit all.

Some of our most rewarding work comes from working hand-in-hand with local stakeholders to concept
county-wide coop opportunities, brand cohesion strategies and business-focused programming that enhances all
parties individual marketing power and establishes a sense of local unity.
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CALIFGRMIA'S
REOWOOD COAST

Brand USA

H oW H um bo I dt Global brand opportunities for states, strategic framework resources, thematic

promotions, international market insights, consumer behavior reports.

County Fits Into — 4
\ Visit California 7
the Larger Tourism = T _
Advertising co-ops, open calls for PR recognition, social media and website exposure,
market research reports, marketing grants, crisis recovery funds, performance

M a rketl n g F u n n EI metrics, learning opportunities, media FAMs, trade missions, thematic campaigns.

All organized tourism efforts exist \ North of Ordinary /

within the larger context of tourism
marketing at a nationwide level. Advertising co-ops, regional br_and building, social m.edla and we.bSIte

) . . exposure, visual assets, regional market data, regional campaign
Having an in-depth understanding coordination, travel trade support, networking, support during and post crisis.

of the existing structure is
elemental in maximizing impact

w ; . ; Visit Humboldt
and efficiency. To the right is a high
level summary of how each layer of Themed and specialized programming, brand support, advertising co-ops, localized
tourism marketing organizations in FAM tours, visual assets, social media and website exposure, visitors guides, funding

. and grants, advocacy, policy guidance, business directories, off-seacon promotions.
the US provide value and £ Ry 5

resources to the organizations "
/ Local Municipalities \

farther along the funnel

Destination branding, event promotion, visitors guides and maps, social
media and website exposure, facade and infrastructure grants,
cross-promotional campaigns, workshops and education, sustainability
guidance and programming, thematic programming, cirsis support and
revocery campaigns, visitor analytics, event impact reports.

_}

/ Local Businesses \
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4B - OVERVIEW OF QUALIFICATIONS AND EXPERIENCE

Verdin’s Role in the Humboldt County Funnel

Verdin has two decades of experience navigating the entire tourism marketing funnel and providing organizations at the

county level with significant advantages in managing and amplifying their presence at every level of the ecosystem. Here
is how Verdin would engage with the tourism brand funnel at all levels in collaboration with Humboldt County.

i he Funnel: -
0 S?angf;m':?e" éguenrt];? rgggssasgi:g alignsn with state &00) Efficient Resource Management:
reichE] MR, AR Gaal BUSTEEE SRalGalsE \'.vhile = Leveraging our experience, to ensure the county invests its
gional, ) p' s : ; g marketing budget wisely, prioritizing high-impact campaigns
maintaining its unique brand identity. and avoiding redundancies
. d rtunities at the ’
E?;:;aggge:s:r\i;sit’ tc?;lli?c’ari?a IZ?ZJO unities a +  Streamlining campaign development, implementation, and
’ evaluation, saving time and resources.
ert igation of Relationships: . . .
E)-(p Actxa‘gsgaatstrate ic liaison ensurinp clear Data-Driven Decision-Making:
comngunication ar? d coilabo;'ation be?ween —— + Providing insights into market trends, visitor behavior, and
: i ; Y campaign performance, helping the county make informed
region, municipalities, and local businesses. Feseleiiini
+  Fostering partnerships and ensuring alignment in goals . Eal zing. data from Brand USA and Visit California and
and messaging across all stakeholders. yzing A '
applying it to local strategies.
Amplified Marketing Power: :
* Using our evexpertise to secure participation in state and AR Enhanced Stakeholder Collaboration:

regional campaigns, co-op marketing opportunities and + Facilitating collaboration between municipalities, local

- : i businesses, and county officials, creating unified campaigns
rant programs, multiplying the impact of the county’s A o . ; j

?esoug:esg Plying P y and initiatives that amplify the county’s tourism potential.

* Integrating the county’s assets into larger, well-funded ’ E':L:jc;sg S?;?:E:ir:nu:iﬁaigfj :::r:ﬁﬂs::sess are
initiatives that drive broader visibility. P g equity :

@ Customized Strategies for County Needs: (g) Expert Crisis Management:

+ Developing strategies tailored to the county’s unique B * Intimes of natural disasters or other crises, Verdin is
tourism assets, ensuring a clear and distinct voice within eqaunl;;p}end tz}g;‘;:d; exg r?gi::bltjnilgir:ﬁlcg i:sfz\éirg dz:iéegles.
the crowded California tourism market. This includes Inakaging g, g '

carving out niches, such as outdoor adventures,
eco-tourism, or cultural experiences, that differentiate the
county while complementing broader campaigns.
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5A - DESCRIPTION OF SERVICES

Our Services

While we predict that this RFP
would require services primarily
within the categories of Marketing
& Brand Management, Digital
Marketing, and Advertising, we
are equipped to create and
implement any other marketing
initiatives derived from results of
our research.

Digital Marketing

e Social Media Strategies &
Content Development

e Social Media Monitoring &
Management

Blogging
Search Engine Marketing
Mobile Marketing

Marketing & Brand

Management

e Research

e |dentity & Branding

e Marketing Plans

e Image Perception Assessment

e Customer Relationship
Management

Public Relations

Public Relations Strategies

Press Release Writing &
Distribution

White Paper Development

Trade Show Booth
Management

Crisis Communications

Website

Advertising

Development

e Site Planning

e \Writing, Designing &
Programming

e Search Engine Optimization
e Ongoing Website Maintenance

e Strategic Campaign Concepting

e Digital, Print & Broadcast
Advertising Creative
Development

e Media Strategies
e Media Buying

e Campaign Monitoring &
Reporting
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5A - DESCRIPTION OF SERVICES

The Assignment

Humboldt County Tourism is at a juncture in its story, and we
believe that every juncture provides immense opportunity.
Since bringing tourism marketing efforts under county
leadership, Humboldt County has opened the door for
refreshed data analysis, revisioning of strategic goals, and a
fresh perspective.

Humboldt County’s goal is to create a unified marketing
framework that leverages its diverse tourism offerings,
strengthens stakeholder collaboration, and establishes a
cohesive brand identity. Verdin Marketing is committed to
meeting the County’s objectives by delivering a robust,
research-driven strategy.

On the following page we will dissect the procedural
techniques with which we would take on the challenges
outlined in the RFP.
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5A - DESCRIPTION OF SERVICES

Task 1: Research and Stakeholder Engagement

e Conduct a comprehensive inventory of Humboldt County’s tourism assets including cultural, natural, and
economic resources.

e Analyze current marketing efforts, regional tourism trends, and competitor positioning.

e Facilitate in-depth stakeholder engagement sessions to gather insights from local businesses, municipalities, and
community leaders.

e Deliver a detailed report summarizing research findings and stakeholder feedback.

Task 2: Strategic Framework Development

e \Work with stakeholders to define clear marketing goals, objectives, and KPls.
e Develop a strategic framework outlining target audiences, messaging themes, and branding opportunities.
e |dentify opportunities for collaboration with stakeholders and regional partners to amplify marketing efforts.

Task 3: Implementation Planning

e Create a phased implementation plan that prioritizes activities based on impact and feasibility.

e Develop a budget for proposed strategies including allocations for marketing campaigns, partnerships, and
outreach.

e Ensure alignment of the marketing strategy with the County’s cultural values, sustainability goals, and community
priorities.

Task 4: Ongoing Communication and Evaluation

e Establish a communication plan to keep County stakeholders informed and engaged.

e Provide training and tools to enable local stakeholders to effectively utilize the strategy.

e Propose methods for evaluating the strategies effectiveness, with recommendations for adjustments based on
performance data.

No additional services are recommended at this time
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5A - DESCRIPTION OF SERVICES

Procedural Techniques

Verdin would approach all tasks set forth in the RFP's scope through our proprietary process, The Verdin 360

1. Groundwork

2. Get Working

3. Gauge Results

Discover where you are now and
plan where you want to go.

Verdin will hold an immersion with
you to help us establish the history,
goals and challenges you are
facing. We'll dive into research,
gleaning input from key
stakeholders to inform our strategies
and set objectives to support your
goals. The path forward includes all
countywide tourism perspectives,
successes and ideas, to ensure a
more streamlined, consistent
approach as a county. Our expertise
in branding and communications will
inform development of a powerful
and engaging approach for
Humboldt County Tourism.

Bring the plan to life.

Our team will support in the
execution of the approved
Marketing Plan and assets unique
to your needs. Our team will utilize
messaging to reach defined
audiences through specific
channels. In conjunction to being
dynamically strategic, our work is
strongly driven by data and results.
We can also assist as needed in
actively managing communications
channels, tracking the metrics we
defined in the Groundwork phase
to determine the impact of the
strategies and execution.

Evaluate and adjust as needed.

Using any performance data
collected during the Get Working
phase, we are able to monitor
results and adjust as needed to
reach your goals should we execute
on any marketing tactics on your
behalf. In this phase, we are able to
determine together what is working
best and adapt our strategy to
leverage success. Our reporting
system ensures that you see this
data on a regular basis in a
transparent format that continually
offers recommendations.

Your success is our success!
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Aﬂﬂf*’ 5B - QUALITY ASSURANCE CAPABILITIES

Our Unique Understanding

Travel and tourism is not unlike other industries in that is it facing major
shifts in trends, demographics, and advertising best practices.
Fortunately, we believe that a lot of these shifts will play to Humboldt
County’s advantage. We are seeing more and more travelers intentionally
seeking out smaller, “off the beaten path” destinations that provide space
for physical activity, connecting with nature and sustainable travel
options.

The key to capitalizing on these trends will be carving out a distinguished
footprint amongst other California destinations with similar offerings, and
properly utilizing current advertising best practices to ensure our strategic
messaging is falling into the right hands. We have extensive experience
in distinguishing destinations that will stand out amongst their competitive
set, and speak directly to target demographics. Our approach is effective
because not only do we rely on thorough research, we intimately get to
know the destination through the locals, their businesses, and the unique
experiences the destination has to offer. We like to think of ourselves not
just are researchers and marketers, but as culture illuminators.

Fortunately, we've got a head start when it comes to Humboldt county.
Two of our Verdin team members are intimately familiar with the region.
Michelle Starnes, Verdin’s COQ, lived in Eureka. Riley Grim, Verdin's
Creative Director, married into a multi-generational Humboldt County
family who for decades owned iconic tourist destinations like the Samoa
Cookhouse and Café Marina.
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9B - QUALITY ASSURANCE CAPABILITIES

Our Management Strategy

We believe in open communication and transparency at every step
of the way. Our account managers serve as the main point of
contact for day-to-day communications, while the rest of our
management team is happy to hop in whenever needed. Here is
what you can expect from our team on a weekly, monthly, and
annual basis:

Weekly:

e Monday project update email with timelines
e Correspondence with client and team to move work forward

Monthly:

e Virtual meeting with Account Manager and Coordinator

e Review in-progress work, previous month updates and future
activities

e Budget tracking and reporting

Annually:

e Marketing recap reviewing successes and areas of
opportunity
Budget review and recommendations

e Strategy optimizations and recommended updates
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5B - QUALITY ASSURANCE CAPABILITIES

Our Implementation Strategy

As stated on the previous page, our team practices consistent,
transparent communication with our clients, ensuring that no balls are
dropped and all strategies are progressing in the desired manner.

Beyond our communication efforts, our team uses innovative
management methods to move the needle towards our desired KPls:

Staying Nimble: We believe that a great strategy is not set in stone,
but functions as a living body that needs to stay on its toes, ready to
pivot when market trends shift.

Staying Relevant: We never let our marketing philosophies get
stale, and we make it our priority to stay on top of ever-changing
marketing best practices. We invest in our staff’s professional
development, ensuring that we are attending conferences and
workshops that will keep us ahead of the game.

Staying Passionate: Seeing our work begin to take root and bring
ROI to our clients, local businesses, and the residents of the
destination is what fuels us. We take pride in becoming not only
professional partners of a destination, but brand advocates and loyal
visitors.
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5B - QUALITY ASSURANCE CAPABILITIES

Availability of Key Personnel

Our team'’s top priority is facilitating strong partnerships with our
clients and we pride ourselves on responsiveness communication. As
detailed on page 36, we will structure our communications to
effectively to meet your needs. If potential challenges arise, we will
initiate a meeting to address and find solutions needed.

We believe in building consensus across our partnerships and key
stakeholder relationships, minimizing the potential for challenges in
scope or perspective.

T oad SR
PN =
’ : |
5 é |
== =
1]
: =l 1
s g —ry
.5I
I iz sl
h g
. | !
:'. - 3 |
1 a0 S
= Q Ay
T','ﬂ:“_i"_f' Eae SanRE TS |

41



\ o e Ve Ve e Y N A A N N N N Vo N N e N o VN N N et Ve N o

oy ;,p,».».;$;@,~yayayyygyaym,a,aya,a,apm,a’,,n,n,m,a,m,«,a,a,n,m.

COST
PROPOSAL

42




Request for Proposals No. EDD-2025-01
Professional Consulting Services for County Wide

ATTACHMENT B — COST PROPOSAL FORM
{Submit with Proposal)

Travel and Tourism Marketing Strategy & Tourism Assets Study

6A - PRICE QUOTES

Itemize all costs that will be incurred by the County for the provision of services equivalent to those set forth in

Request for Proposals No. EDD-2025-01 Price Quotes shall include any and all costs associated with the

provision of such services. A narrative should be attached to clarify any pricing data submitted.

A. Personnel Costs

Title: CSO ‘
Salary Calculation: %4 566 ‘
Duties Description: - Oversight on Strategy | $4,566 4
| Tidle: . Account Management
| Salary Calculation: $5 446
| Duties Description: | oad strategy creation $5,446 |
Tl , Creative Director
| Salary Calculation: $3.701
sutislesifon Participate in strategy creation = $3.701 |
Total Personnel Costs: 51 3,71 3
B. Operational Costs
Title: Rent & Insurance
Description: Office Rent & Business Insurance $10,852
Title: Tech/Subscriptions .
Description: Design and research programs $8,553 |
Title: Benefits & Taxes
Description: - Employee Benefits & Taxes $6,632 |
Total Operational Costs: I
. $26,037
D. Transportation/Travel
Title: Travel to Humboldt .
Description: Onboarding and research $2,250
Total Transportation/Travel: $2 250
E. Other Costs I
Title: Research ' ]
Description: Additional research for Strategies ‘ $8,000
Total Other Costs: $8,000
Total : $50,000

Insert RFP # Request for Proposals No. EDD-2025-01
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Narrative for Proposed Budget for Strategy
Development from Verdin

The following proposed sample budget is in draft form based on details from your RFP conversation. Please note, the
final scope will need to be clearly defined and approved following our Groundwork phase. Because this is a custom
plan, some activities may change based on our recommendations and the approved marketing plan. The scope will be
specifically tailored to goals and budget limitations to deliver the best solutions and attain the best results.

Groundwork $50,000

The initial phase of Groundwork is estimated to take two to three months, depending on level of research and client
schedules and approvals, and is proposed to include the following:

e An immersion meeting with the Humboldt team, where Verdin team will gain insight and perspectives and
confirm goals, objectives and metrics, as well as a FAM tour for the Verdin team
e Development of County Wide Travel and Tourism Marketing Strategy including:
o Research and Data Analysis
o Implementation Goals, Strategies and Activities
o Implementation Schedule
o Implementation Budget

o Comprehensive Implementation Plan

Total: $50,000
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7 - SUPPLEMENTAL DOCUMENTATION

Administrative Processes and Best Practices

Continuous Training in the Tourism Space

Our team prioritizes staying involved in tourism
industry organizations to maintain a pulse on latest
trends and ensure an ongoing understanding of the
current landscape.

One Reliable Point of Contact

To keep things streamlined, each of our clients has
special attention from one main source of contact. The
client’'s Account Manager manages the budget and
coordinates projects — an efficient way to give our
clients dedicated attention to a full team of specialists.
Our team uses an industry software system called
Workamajig to ensure that all of our projects,
communications and billing practices are streamlined.

Transparent Invoicing & Reporting and
Reconciliation of Paid Media

We have an uncompromising commitment to
transparency in billing and reporting, so our clients
have all the information they want to see in each
report. If applicable, media will be reconciled each
month and adjusted as needed. We will provide
reporting and updated invoices as needed as back up
for any adjustments.

Client Sign-off

Our policy is clear and straightforward: no actions
are undertaken without the client’s approval. This
goes for purchasing, too. Before printing or
purchasing, we provide initial estimates with
recommendations, so clients may consider pricing
options.

Billing & Related Requirements

Invoices are payable net 30, and Verdin does not
offer any discounts for early payment. Payments are
accepted via ACH and by check, and credit card
payments are accepted with a 3.5% service charge.

Sales and Use Taxes

Taxable items are identified within the budget
management. Verdin's bookkeeper will include
appropriate tax on invoices and your Account
Manager will verify all tax charges before you
receive the invoice.
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' Vendor Information

BUSINESS NAME
| SYSTEM VENDOR NUMBER
; PRIMARY OWNER'S NAME

ETHNIC GROUP

Disadvantaged Business
Enterprise Certification

Verdin Marketing, Inc. pBa Verdin
20424407

Ms. Mary Verdin

Caucasian

Female

. Certification Information

CERTIFYING AGENCY
| CERTIFICATION TYPE
| EFFECTIVE DATE

| RENEWAL DATE

California Department of Transportation
DBE - Disadvantaged Business Enterprise
11/6/2024

10/20/2025
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SUPPLIER CLEARINGHOUSE
CERTIFICATE OF ELIGIBILITY

% g
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CERTIFICATION EXPIRATION DATE: March 14, 2025

The Supplier Clearinghouse for the Utility Supplier Diversity Program of the California Public Utilities Commission hereby
certifies that it has audited and verified the eligibility of:

Verdin Marketing Inc. Co.

Women Business Enterprise (WBE)

pursuant to Commission General Order 156. and the terms and conditions stipulated in the Verification Application Package. This
Certificate shall be valid only with the Clearinghouse seal affixed hereto.

Eligibility must be maintained at all times, and renewed within 30 days of any changes in ownership or control. Failure to comply
may result in a denial of eligibility. The Clearinghouse may reconsider certification if it is determined that such status was
obtained by false, misleading or incorrect information. Decertification may occur if any verification criterion under which
eligibility was awarded later becomes invalid due to Commission ruling. The Clearinghouse may request additional information
or conduct on- site visits during the term of verification to verify eligibility.

This certification is valid only for the period that the above firm remains eligible as determined by the Clearinghouse. Utility
companies may direct inquiries concerning this Certificate to the Clearinghouse at (800) 359-7998.

VON: 16000106 DETERMINATION DATE: March 14, 2022
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5B - QUALITY ASSURANCE CAPABILITIES

Subject Matter Expertise

Verdin Marketing has been working within the tourism marketing
industry for over two decades. Our team is passionate about their
work and engages in multiple extracurriculars to ensure that our

industry knowledge is consistent with state-of-the-industry standards.

Pulse on the Industry: Our CSO leads our tourism strategies,
serves on Visit SLO CAL's marketing committee, sits on the Central
Coast Tourism Council Board of Directors and attends the Visit
California Outlook Forum annually.

Not just Marketers: We believe that to authentically market
something you have to have an intimate understanding of that thing.
That's why we take pride in not only being tourism marketers, but in
being avid tourists ourselves. We encourage our team to get out and
see the world, because we know that they will bring back fresh
perspectives and a renewed sense of inspiration.
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8 - REFERENCE DATA SHEET

Request for Proposals No. EDD-2025-01

Professional Consulting Services for County Wide
Travel and Tourism Marketing Strategy & Tourism Assets Study

REFERENCE DATA SHEET

ATTACHMENT C — REFERENCE DATA SHEET

(Submit with Proposal)

Provide a minimum of three (3) references with name, address, contact person and telephone number
whose scope of business or services is similar to those of Humboldt County (preferably in California).
Previous business with the County does not qualify.

NAME OF AGENCY: Ventura County Coast
STREET ADDRESS: 305 S Kalorama St. Suite
CITY, STATE, ZIP: Ventura, CA 93001
|
CONTACT PERSON: | Brian Tucker, President & CEO | EMAIL btucker@venturacountycoast.com
PHONE #: (805) 644-2500 | FAX#:  N/A

Department Name:

Approximate County (Agency)
Population:

Number of Departments:

General Description of Scope of ‘
Work:

NAME OF AGENCY:
STREET ADDRESS:

CITY, STATE, ZIP:

| Jacqui Clark-Charlesworth
Tourism & Com Promo Mgr

CONTACT PERSON:

PHONE #:

Department Name:
Approximate County (Agency)
Population:

Number of Departments:

General Description of Scope of
Work:

Ventura County Lodging Association

829,590 in Ventura County
One department collaborating with four cities

. Strategy, Branding, Advertising, PR and Social Media

City of San Luis Obispo
990 Palm Street

San Luis Obispo, CA 93401

(805) 781-7216 N/A

FAX #:
Economic Development and Tourism

| emaiL: Jclark@slocity.org

281,639 in San Luis Obispo County, 49,244 in the City
There are 10 departments in the City of San Luis Obispo
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Request for Proposals No. EDD-2025-01
Professional Consulting Services for County Wide
Travel and Tourism Marketing Strategy & Tourism Assets Study

ATTACHMENT C - REFERENCE DATA SHEET
(Submit with Proposal)

REFERENCE DATA SHEET

Provide a minimum of three (3) references with name, address, contact person and telephone number
whose scope of business or services is similar to those of Humboldt County (preferably in California).
Previous business with the County does not qualify.

NAME OF AGENCY: | V|S|t Atascadero
|
STREET ADDRESS: 6500 Palma Ave.
CITY, STATE, ZIP: | Atascadero, CA 93422 )
| Terrie Banish, Director of _
CONTACT PERSON: 'Community Services & Promo | EMAIL: thanish@atascadero.org
PHONE #: : | (805) 470-3400 | FAx#  N/A
Depasimenk Name; . Community Services and Promotions

Approximate County (Agency)
Population:

281,639 in San Luis Obispo County, 29,700 in the City

Number of Depar‘tments.: N/A
General Description of Scope of | g4 ateqy, Branding, Advertising, PR and Social Media
NAME OF AGENCY: | Visit the Santa Ynez Valley
STREET ADDRESS: PO Box 633
CITY, STATE, ZIP: Solvang, CA 93464
|
CONTACT PERSON: Danielle Laudon Ruse, VP | emalL:danielle@visitsyv.com
—— | (805) 450-8841 | raxn VA
Department Name: | Destination Marketing Organization
Approximate County {Agency) | 20 000 in the county of the Santa Ynez Valley
Population:
Number of Departments: N/A
G | Description of S f !
\A,reonrﬁ?a o e Strategy, Social Media, Blog
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Results from our quarterly client surveys

We love Verdin and have enjoyed a solid partnership over
the past 5+ years! Looking forward to continued success,
engagement and the positive results we've experienced.

—Terrie Banish, Deputy City Manager, Outreach, Events and
Promotions, City of Atascadero

The team has been incredible! They have been flexible with
changing priorities, always meeting deadlines and
delivering top notch work in all situations. They listen to
feedback and come back with a solution-minded response.
It has been a pleasure to work with the team this year.

—Molly Cano, Former City of San Luis Obispo Tourism Manager

The professionalism, enthusiasm, and attention to detail of
the Verdin Team is amazing!

—Jocelyn Brennan, Former South County Chambers
CEOQ & Arroyo Grande Tourism Manager

We appreciate your team's willingness to always work with
us and come at projects creatively. Ashlee Akers has been
a godsend this past year especially, and we're so grateful
for all that your team does.

—Brittney Hendricks, VP/Marketing & Communications,
Visit Oxnard
An excellent company, great talent, great leadership.

—Alan Iftiniuk, President/CEQO French Hospital Medical Center

Overall ratings from our
2023 quarterly surveys

(out of five stars).

Client service: * * * * *

Creativity: * * * * b
On time & on budget: * * * * *
Value: * * * * *
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CALIFOHNIA'S
REDWGOD COAST

VERDN

= /‘-\ - DATE (MWDO/YYYY,
gl s CERTIFICATE OF LIABILITY INSURANCE o

THIS CERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS

CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES

BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER(S), AUTHORIZED

REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.

IMPORTANT: If the certificate holder is an ADDITIONAL INSURED, the policy(ies) must have ADDITIONAL INSURED provisions or be endorsed.

if SUBROGATION IS WAIVED, subject to the terms and conditions of the policy, certain poiiciu may raquire an endorsement. A statement on
this certificate does not confer rights to the certificate holder in lieu of such and

PRODUCER ] iy
K:ggcriaar?easllr:‘surance Associates, Inc dba Prefessional Insurance PHONE o0 502.7333 e
3009 Dauglas Blvd AfbhEss. info@panoramads.com
g:::v:i!l?g J— INSURER|S) AFFORDING COVERAGE NAIC #
Licensedl: 0467457, INSURER A . Citizens Insurance Company OF B - -

':2;‘;_’:;‘:‘ Marketing Ink Co dba: Verdin Marketing VERGWARY] \wsurer @ : Allmerica Financial Benefit in 41840
P.O. Box 3060 iNsURER ¢ : Hanover Insurance Company (the 22292
San Luis Obispo CA 93403 INSURER D

INSURERE :

INSURERF -
COVERAGES CERTIFICATE NUMBER: 1382761829 REVISION NUMBER:

THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED ABCVE FOR THE POLICY PERIOD
INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLICIES DESCRIBED HEREIN IS SUBJECT TO ALL THE TERMS,
EXCLUSIONS AND CONDITIONS OF SUCH POLICEES. LIMITS SHOWN MAY HAVE BEEN REDUCED 8Y PAID CLAIMS

INSR ADDL SUBR POLICY EFF  POLICY EXP
ey TYPE OF INSURANCE W3O WD POLICY NUMBER MBI | MADON YT, umITs
A | X COMMERGIAL GENERAL LIABILITY ¥ OBF-A481566-11 1171512024 11152025 | EAGH OCCURRENCE | $2.000,000
P X | oo DAMAGE TO RENTED
CLAMIS-MADE CCCUR PREMISES {Ea pocumence) | 3 300,000
MED EXP (Any ans person) | §5,000
PERSONAL & ADY INJURY $
GENL AGGREGATE LIIT APPLIES PER GENERAL AGGREGATE . 34,000,000
| X povicy 5 Loe PROOUCTS - COMPIOP AGG | $4,000,000
OTHER §
8 | AUTOMOBILE LIABILITY AWF-8953042.15 12312026 112372025 | 10 e SRR LIAT | §4,000,000
X ANYAUTO | BODALY RIURY (Pos parson) | §
[~ OWNED SCHEDULED { ke
Amos oNLY AUTOS BODALY IRJURY (Par sceatant)| §
X KON-OWNED PROFERTY DAMAGE 3
| Al Avos onLy AUTOS ORLY (Pt seerd]
3
A | X UMBRELLALIAB X COCUR OBF-A481566-11 11/15/2024 | 111572025  pacH QCCURRENCE § 2,000,000
EXCESS LIAB CLAMS-MADE | AGGREGATE $2,000,000
DED RETENTIONS ! 3
| WORNERS COMPENSATION | PER GTH-
‘nu EMFLOYERS' LIABILITY STATUTE ER
AP ROPRETORPARTHEREXECUTVE L EACH ACCICENT s
SFFICERME ABLREXGLUOED { I NEA
(Mane ) - EL DISEASE . EA EMFLOYEE §
It yus. descr Mb
D‘!sch TN OF ns‘t:k.&lmNh'»cw EiL DISEASE - POLICY LIMIT _ §
c E&0 LHFA4TO8201! 11/15/2024 11157 Each Claim 1,000.000
0 s/202 1171572025 frrscthinesy +'200,000

DESCRIPTION OF OPERATIONS / LOCATIONS / VEHICLES (ACORD 101, Additional Remarks Schadule, may be attached If mors space is reguired)
County of Humboldt, and its agents, officers. officials, employees and volunteers, are covered as additional insured for liabdity anising out of the operations
performed by, or on behaif of, CONTRACTOR per form 391-1251 08 16 attached. Coverage is primary and non-contributory per attached form 391-1261 08 18.

CERTIFICATE HOLDER CANCELLATION

SHOULD ANY OF THE ABOVE DESCRIBED POLICIES BE CANCELLED BEFORE
THE EXPIRATION DATE THEREOF, NOTICE WILL BE DELIVERED IN

County of Humboldt ACCORDANCE WITH THE POLICY PROVISIONS.

Attentien: Risk Management
825 Fifth Street, Room 131 AUTHORIZED REPRESENTATIVE
Eureka CA 95501 Cealla . PIVEDY

© 1988-2015 ACORD CORPORATION. All rights reserved.
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VERDIN'S MISSION STATEMENT

Together, we shape dynamic communities
through strategy, consensus and storytelling.

© 2025 by Verdin Marketing. All Rights Reserved. This work is the property of Verdin Marketing and no part of it can be reproduced or
transmitted in any form or by any information storage or retrieval system, without the written permission of Verdin Marketing, except where
permitted by law.






