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TRANSMITTAL LETTER STUDlC}%ﬁ?ENTER”

June 18, 2020

Cassanda “Nikki” Switzer

City of Roanoke

Purchasing Division

Noel C. Taylor Municipal Building
215 Church Ave., SW, Room 202
Roanoke, VA 24011-1517

Dear Ms. Switzer:

On behalf of Studio Center, | am pleased to submit the enclosed Request for Proposal (RFP) to
City of Roanoke. This RFP response is for RFP # 20-04-96 Website Design Services for the
Berglund Center.

Studio Center understands the Required Services as outlined in the Request for Proposal. If
awarded the contract for funding, Studio Center Corporation is committed to fulfilling listed items
and tasks.

|, Pete Bouker, Comptroller, am authorized by Studio Center to contractually obligate and to
negotiate the Agreement on behalf of the corporation. You may reach me at 757-622-2111 or
PeteB@StudioCenter.com.

| hereby authorize Lanley Lakes, Account Manager, to act as the Key Contact for clarification
that may arise for this project. | understand that all correspondence concerning the grant
application will be directed to this person. You may reach her at 757-622.2111 or

Studio Center acknowledges receipt of any and all amendments sent for the RFP.

We look forward to working with City of Roanoke to develop a new website for the Berglund
Center.

Sincerely,

> 4

y

Pet ouker
Comptroller
Studio Center


mailto:Lanley@StudioCenter.com
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ATTACHMENT B
PROPOSAL RESPONSE AND CHECKLIST

AND
FOR RFP #20-04-96 / Website Design Services for Berglund Center

Fully complete the following pages and submit along with Page 2 (Signature Page) of the RFP
and all applicable attachments.

l. General Information

Offeror's (Legal Business) Name: Studio Center Corporation

Doing Business As (If Different Name):

Person to Contact Regarding this RFP (Name): Lanley Lakes
Telephone Number: (757 ) 622-2111
Email Address: Lanley@StudioCenter.com

Check type of organization:

Corporation: X Partnership:
Sole Proprietor (Individual) Other (Describe):

If Sole Proprietor (individually owned), number of years in business: 16
Have you ever operated under another name? Yes _ No X_

If yes, fill in the following:

Other name:

Number of years in business under this hame:

State license number under this hame:

Il Organization of Firm

The Offeror should submit as Tab 1, at a minimum, the length of time in the
business, corporate experience, strengths in the industry, business philosophy, and a
description of the organizational structure of the firm; a description of the
organizational structure for the management and operation of the services requested
and/or provision of the items referred to in this URFP, including an organizational chart
denoting all positions and the number of personnel in each position.



Iv.

VI.

VII.

Financial Condition of Offeror

The sufficiency of the financial resources and the ability of the Offeror to comply with the
duties and responsibilities described in this URFP.

The Offeror shall submit as Tab 2, a current annual financial report and the previous
year's report and a statement regarding any recent or foreseeable mergers or
acquisitions. Financial statements may be marked as “confidential’ in accordance with
the requirements set out in Section 3(G) of this URFP.

Experience

The Offeror shall submit as Tab 3, a narrative of their firm’s experience in providing the
services and/or items in this URFP, including type of business, business location, and
number of years in business.

References

Each Offeror should provide as Tab 4, the names, addresses, and telephone numbers of
at least three (3) references in connection with supplying the services or items requested
in this URFP, especially from other local government operations similar to those being
requested in this URFP by the City. Each reference should include organizational name,
official address, contact person, title of contact, and phone number.

Conditions of Offeror’s Proposal

Offeror shall submit as Tab 5, any conditions to the Offeror’'s proposal or exceptions to
the sample contract (Attachment A to the URFP).

Conflict of Interest

X Offeror, owner, officer, employees, agents and immediate family members are not
now, and have not been in the past year, an employee of the City of Roanoke or has no
responsibility or authority with the City that might affect the procurement transaction or
any claim resulting therefrom.

OR

State the complete name and address of each such person and their connection to the
City of Roanoke. Each Offeror is advised that the Ethics in Public Contracting and Conflict
of Interests Act of the Virginia Code, as set forth in Section 4 (L) of the URFP, apply to this
URFP.

Name Address




VIll. Convictions and Debarment

If you answer yes to any of the following, state on Tab 6 the person or entity against whom
the conviction or debarment was entered, give the location and date of the conviction or
debarment, describe the project involved, and explain the circumstances relating to the
conviction or debarment, including the names, addresses and phone numbers of persons
who might be contacted for additional information.

1. In the last ten years, has your organization or any officer, director, partner, owner,
project manager, procurement manager or chief financial officer of your organization:

a. Ever been found guilty on charges relating to conflicts of interest?

Yes __ No X

a. Isyour organization or any officer, director, partner or owner currently debarred
or enjoined from doing federal, state or local government work for any reason?

Yes No X

b. Has your organization or any officer, director, partner or owner ever been
debarred or enjoined from doing federal, state or local government work for any
reason?

Yes No L

IX. Compliance

If you answer yes to any of the following, give the date of the termination order, or
payment, describe the project involved, and explain the circumstances relating to same,
including the names, addresses and phone numbers of persons who might be contacted
for additional information on Tab 7.

1. Has your organization ever been terminated on a contract for cause?

Yes No X

X. Confidential & Proprietary Information

Identify the section and page number of any information in your proposal that has been identified
as confidential, proprietary or a trade secret (see Section 4(A) of the URFP).

Page Number Section Description of Confidential and/or Proprietary Information

20-29 TAB 2 FINANCIAL REPORTS




Offeror shall provide one redacted copy of its proposal fit for public dissemination, in the event
the City must respond to a Freedom of Information Act request. The redacted copy of Offeror’s
proposal shall be provided on CD or other electronically transferable media and shall be redacted
to protect any confidential and/or proprietary information and shall be labeled as such. Offeror
shall not mark its entire proposal as confidential and/or redact the entire proposal; doing so may
result in the disqualification of Offeror’s proposal.

Attachments and Tabs:

The following items should be included with your RFP response. Place a check mark on the line
next to each applicable item submitted with your proposal. Write N/A (not applicable) on the line
next to those items that do not apply to your response.

AN

Signature Page (Pg. 2) of RFP

Removable Media Containing
a Copy of the Proposal submitted

AN

Removable Media Containing
Redacted Version of Proposal

AN

Attachment B (Proposal Response
And Checklist) to RFP 20-03-91

AN

AN

Organization of Firm

A ¥

Financial Reports

Experience 4
References Vs
-
Conditions of Proposal (If Applicable) N/A
Debarment Explanation (If Applicable) N/A
Compliance Explanation (If Applicable) N/A
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STUDIC}A{?ENTER’
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER.

STUDIO CENTER CORPORATION

Date Originally Established: 1967

Owner: William “Woody” Prettyman

Year Established Under Current Owner: 2004
State Incorporated: Virginia

Full Time Employees: 60

ABOUT STUDIO CENTER. Studio Center was one of the first production studios to specialize
in the production of broadcast advertising. We have over 53-years of experience producing
nationally acclaimed and award-winning creative content. Our work consists of, but is not
limited to, radio and TV commercials, training videos, digital planning and implementation,
sound design, voice overs, media planning and buys, 2D & 3D motion graphics, animation,
website development and , web videos, and foreign translations. We are headquartered in
Virginia Beach, VA with hubs in Washington, D.C., Richmond, VA and New York City. We have
on premises cyc studios in our Washington, D.C. (on the Georgetown Waterfront), Virginia
Beach and Richmond studios.

STUDIO CENTER’S METAMORPHOSIS. In the last 10 years, Studio Center has emerged to
include traditional ad agency elements in an effort to better serve our clients’ needs. We hope
by building this boutique agency model within Studio Center will give our clients the ease of a
“one-stop-shop” for all their advertising and marketing needs. Our clients can get their creative,
strategy, content, and media needs under one roof. No more calling multiple sources and
coordinating with different reps. Here, at Studio Center, you will find in-house Account
Managers, Directors, Media Buyers, Copywriters, Audio Engineers, Digital Strategists, Graphic
Designers, Video Producers, Video Editors, Animators, Casting Directors, Web Designers and
Developers, Photographers, Social Media Gurus and more creative people collaborating
together. Our team has created campaigns for nonprofits, military, universities, restaurants,
organizations, breweries, coffee roasters, banks, retail, state lotteries, and museums, just to
name a few. It is our mission to provide highest quality creative to tell our client’s stories while
delivering exceptional client service.
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STUDIC}AgCENTER”
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER.

STUDIO CENTER PHILOSOPHY. Studio Center’s area of expertise is strategizing and
creating effective work for clients to help them grow and reach milestones. More specifically,
we are experts in all areas of advertising and marketing. Which, for us, includes ideation and
production from video to radio commercials to brand strategy to creating social media that
engages the viewer.

Studio Center really enjoys going above and beyond for our clients. Not only in the work we
create and deliver, but ensuring our clients are always happy. Our core values and tenets are
all based on great client service. When we hire new employees the first characteristic we look
for, even before their skills, is their ability and desire to give great customer service. Then, of
course, we hire them for their talent.

SOME OF STUDIO CENTERS CORE VALUES AND TENETS THAT HANG ON OUR WALLS...

Strive for Perfection. No Jerks Allowed.
Settle for Excellence.
- Utilize Your Tools. -

12



STUDIC}A{?ENTER’
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER / MEET THE CEO.

William “Woody” Prettyman. Woody is the Chief Executive Officer of Studio Center, a
53-year-old, nationally acclaimed and award-winning firm specializing in content creation,
distribution and measurement. William purchased Studio Center in 2004 and has been
instrumental in the growth and success of the company, which specializes in audio production,
video production, web design and development, branding, voice and on-camera talent, social
media and media buying. William was born in Arlington, VA, majored in business at Radford
University and enjoyed a decade -long radio career at Saga Communications before moving to
iHeart Media as Vice President of Sales for Virginia until 2002. During William’s tenure at Studio
Center, the company has received over 2,000 awards, including a Grammy, an Oscar and
countless Telly Awards, which honor and showcase the highest standards of excellence in
television commercials, video, film, and work created for the web. Under William’s leadership,
Studio Center has donated millions of dollars in cash and services to charitable organizations
including St. Jude’s Children’s Hospital, The American Heart Association, Operation Smile,
CASA and the American Diabetes Association. William resides in Virginia Beach with his wife,
two children and three dogs. Studio Center operates in five different locations and is
headquartered in Virginia Beach (two locations) with hubs in Washington, DC, New York City,
and Richmond, Virginia.

13



STUDIC}AgCENTER”
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER/ SERVICES.

All of your needs under ONE ROOF.
We make it easier on YOU!

Design & Creative Services
- Creative & Brand Strategy
- Copywriting
- Print Design & Production
- Package & Product Design
- Photography

Audio Production
- 10+ Audio Engineers
- 16 Audio Suites in 5 Locations
- Sound Design
- State-of-the-Art Sound Boards
- Custom Jingles & Music

Video Production
- Script to Screen
- Pre- & Post-Production
- Motion Graphics & Animation
- 3 Sound Stages
- Virginia Beach, VA
- Richmond, VA
- Washington, DC

Talent Casting

- Voice Over Including Exclusive Roster

- On-Camera
- Foreign Language
- Union & Non-Union

14

Media Services
- Strategy, Planning & Placement
- Traditional Broadcast & Radio
- Streaming Platforms
- Digital & Social Media
- Print
- Outdoor

Digital Marketing
- Web Design & Development
- Web Hosting & Maintenance
- SEO
- Paid Search
- Pay-Per-Click

Social Media

- Content Strategy, Marketing & Management

- Online Reputation Management
- Engaging Creative Content

- Influencer Marketing

- Social Media Videos

- In-House Social Media Videographer &

Photographer

Public Relations
- Reputation Management



STUDIG}%lgCENTER”

ORGANIZATION OF FIRM / ABOUT STUDIO CENTER / TRIVIA.

Studio Center Trivia.
e Established in 1967.
e Clients in 50 States / 23 Countries.
e Five offices — Virginia Beach, VA (main hub). Richmond, VA. Washington, D.C. New York City.
e Number of employees — 60.
e  Number of coffee makers —43.
e  Official snack — Chocolate Chip Cookies.
e Number of cookies made a month — 1,200.
e Number of dogs in our offices — 9.
o  Ozzy, is the head AussieDoodle-In-Charge.

e Relieve stress - rubber band fights. (Including the CEO.)

EST. 1967

HEADQUARTERED IN 53
YEARS

15



STUDIGE‘CENTER’
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER / OUR TEAM.

WE’RE QUALIFIED! Collectively our account service, designers, developers and project managers
have over 80 years of experience in their respective fields. Here are some of the key players that will be
on the City of Roanoke / Berglund Center team.

Studio Center has designed, developed and hosted thousands of websites and online media over the
past 10 years. We've created sites for schools, restaurants, breweries, coffee roasters, banks, retail,
and museums, just to name a few. Everything we do in the digital world is mobile first and ADA
compliant. Plus, we provide free maintenance and hosting on our Google Cloud Server.

Our designers and developers have experience with numerous Content Management Systems like
WordPress, Concret5, Drupal, Joomla, Episerver and Magento. And can code in every language from
CSS to HTML5 to MongoDB.

ACCOUNT SERVICES

William Prettyman, Account Director + CEO
Experience: 32 Years

Studio Center Owner: 16 Years

Education: Radford University

Lanley Lakes, Account Manager

Experience: 16 Years

Studio Center: 3 Years

Education: Old Dominion University

Client Experience: Children’s Hospital of The King’s Daughters (CHKD); Priority Toyota Charity
Bowl; Home of the Holidays Charity Concert; CHKD’ Be Kind Do Kind; VA Gentlemen
Foundation; USO Hampton Roads & Central Virginia

CREATIVE SERVICES

Jaydee Jana, Digital Creative Director

Experience: 20 Years

Studio Center: 2 Year

Education: School of Visual Arts, NY

Client Experience: Children’s Hospital of The King’s Daughters (CHKD); Priority Toyota Charity
Bowl; Home of the Holidays Charity Concert; CHKD’ Be Kind Do Kind; USO Hampton Roads &
Central Virginia; United Way

Ken Whitaker, Creative Design Director

Experience: 35 years

Studio Center: 11 years

Education: Old Dominion University

Client Experience: Foster Parents; Wings Over America Scholarship Foundation; Gray 30th
Station; Healthy Diabetic

16



STUDIGE‘CENTER’
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER / OUR TEAM.

CREATIVE SERVICES (CONT.)

Ken Whitaker, Creative Design Director

Experience: 35 years

Studio Center: 11 years

Education: Old Dominion University

Client Experience: Foster Parents; Wings Over America Scholarship Foundation; Gray 30th
Station; Healthy Diabetic

Edwin Dacumos, Senior Digital Designer

Experience: 24 years

Studio Center: 4 years

Education: Virginia Commonwealth University, Art Institute of Virginia Beach

Client Experience: Lambs Farm; 757 Klean Kicks (Kempsville High School); Beach FC; Wings
over America; Atlantic Shores Christian Academy

DIGITAL SERVICES

Chris Wilson, Digital Project Manager

Experience: 30+ Years

Studio Center: 7 Years

Education: Christopher Newport University

Client Experience: Virginia Aquarium; Toys for Tots; Children’s Hospital of The King’s Daughters
(CHKD); World Wildlife Foundation; American Cancer Society; MAKE A WISH

Rob McDowell, Senior Web Developer

Experience: 13 Years

Studio Center: 8 Years

Education: ECPI University

Web Certifications/Experience: PHP; Zend Framework; osCommerce, Magento; Joomla,
Drupal; Concrete5; Wordpress modules; Developed Adobe Edge Animate CC based HTML5
Canvas interactive video modules

Reed Price, Web Developer

Web Developer: 4 Years

Studio Center: 3 Years

Education: Virginia Commonwealth University

Web Certifications/Experience: Google Analytics Certified, Adobe lllustrator, Adobe
Photoshop, Adobe InDesign, Adobe Dreamweaver, Concrete5, HTML, CSS, Less, Javascript,
JQuery, PHP, ADA compliant websites

17



STUDIGE‘CENTER’
ORGANIZATION OF FIRM / ABOUT STUDIO CENTER / OUR TEAM.

WILLIAM PRETTYMAN

ADRIENNE BEYER

Exec Assistant to CEO

|

ACCOUNT SERVICES CREATIVE SERVICES CREATIVE SERVICES NEW MEDIA
P T T e

Lanley Lakes Jaydee Jana Chris Wilson Rusty Waddell

Account Manager Creative Director Digital Project Manager Social Media Director

Ken Whitaker Rob McDowell Tyler Wilfong

Creative Design Director Sr Web Developer Social Media Strategist

Edwin Dacumos Reed Price

Sr Digital Designer Web Developer

18
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STUDIC}A{?ENTER’
EXPERIENCE / DIGITAL SERVICES.

From Website Design and Development to SEO and Paid Search, our digital department and capabilities
are growing everyday. It's our mission to create and cultivate the online presence of each and every
brand we have the honor of partnering with. Let's collaborate and see how we can help you and your
brand.

WEB DESIGN | DEVELOPMENT | MAINTENANCE | CONTENT | HOSTING | TRAINING
SEO | PAID SEARCH | SOCIAL MEDIA INTEGRATION | PHOTOGRAPHY

WEB DESIGN / DEVELOPMENT / MAINTENANCE / HOSTING / TRAINING
Whether you're in need of a new site or a refresh to an outdated one, our team of talented designers and
developers can design and build a professional, custom, mobile first website with your customer in mind.

Wiy T;‘yp Designed with
Mobile, ~\ ‘ Fast gt the user

’ i . .
responsive / :::;égg e)fpenence in
website designs mind
Easy to use
Content

. ' Management FREE CMS Maintenance
IS System to update -
Hosting!

your new website

SEARCH ENGINE OPTIMIZATION (SEO)
Studio Center offers various services to optimize your website, track rankings, create content, and report
performance via Analytics.

Today’s organizations are all on the Internet with a website and/or a social media presence. Since the
inception of Google, websites’ owners have been optimizing their assets to rank among their peers on
the first page of the Google search results page.

Over time, the techniques to optimize a website have changed, for some, remain identical, for others,
and new factors have emerged (i.e. mobile). At Studio Center, we offer services in very specific verticals
that support rankings, user experience, and performance.

TECHNICAL SEO Some Elements
Your website’s health is paramount to enable search engines to crawl, index Reviewed & Monitored:
and rank your content. Our process lays its foundation on the precept that we 401 errors
want your website to perform at its highest while providing the best user 404 page
experience possible. ?F’)m redirects
age speed
Structured markups
Services range from a one-time review of your website accompanied with Duplicates
recommendations, to a recurring monitoring of key elements over time to Meta tags
ensure that no addition/deletion from the website impact negatively the Meta robots
performance of it. Noindex/Nofollow
Loops
Some of the elements that we review and monitor are listed below: Orphan pages
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STUDIC}A{?ENTER’
EXPERIENCE / DIGITAL SERVICES.

CONTENT CREATION

Google has always said that content is ‘King’. This hasn’t changed over the years, and it is more true
today than ever. Great content creation will drive more organic traffic to your website, improve your
authority on topics relevant to your industry, add to the user experience (UX), and offer valuable
resources.In addition to improving your website, content creation can be used in tandem with paid
campaigns on various platforms, shared among peers, receive backlinks from authoritative websites.

For B2B companies, research papers, technical reports, and general surveys are widely accepted and
bridge the gap between companies and potential prospects.

For B2C, content can take more than a review of a relevant topic to a specific vertical. Content can
become informational about an area, locations and places to go to, lifestyle trends, and much more.

The goal of each initiative is to reach and connect with your target audience. Our services in content
creation, scheduling, and delivery is supported by an in-depth process that provides us with insights into
what your audience is searching for, hence making it easier to answer a need.

PAID SEARCH

Studio Center offers an exhaustive list of services related to paid advertising. From paid search to
programmatic advertising, and even geo-fencing/targeting, our objective is to provide you with the
platform that will best reach your audience and help you achieve your business goals. We also offer
advertising services on Social Media platforms like Facebook, Instagram, LinkedIn, and Twitter.

Free Paid Campaign Audit

Search Campaign — Google, Bing, Programmatic

Social Media Campaign — Facebook, Instagram, Twitter, LinkedIn
Display Campaign — Google, Programmatic

Video Campaign — YouTube, Google Network, Programmatic, OTT/CTV
Remarketing Campaign — Google, YouTube, Programmatic, OTT/CTV, Facebook, Instagram,
LinkedIn

Shopping Campaign — Google, Amazon

Geo-Fencing/Targeting - Programmatic

Geo-Remarketing - Programmatic

Audience Remarketing — Google, Programmatic

OTT/CTV Access — Programmatic
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STUDI(‘}%IgCENTER’
EXPERIENCE / PROOF OF WORK.

FestEvents / festevents.orqg

We will come togather again!

During this crisix, the Fosteveats staf coatinues to work hard researching, planaing, and developing new,
safe commsaity experieoces o preveat, once this is all over. More details will be releaved on our T.0.1.0.
(Thank Goodness It's Over) Series in the near future. Stay safe, Hampton Rosds!

The Ask

A complete redesign of the FestEvents website.
Move away from a flash based site. Add social
media feeds and a ticket/e-commerce
functionality. Give the client ability to update with
ease.

The Approach
=2ufal )
We delivered a complete redesign of client’s T

website. Incorporated new images, social media
threads within the website and added
e-commerce functionality. The result of this
project made the site more mobile friendly and
easier for event goers to find events and
purchase tickets. This site also increased
revenue for the Neptune Festival. e e

Fars yonlT andery hich o) vecra. mariTie aad MY CxiTwal
Waraticea, " satitoat chaners, g dising wed kging
rou-shiaded berches, Matore walting s kg

CONNECT WITH #FESTEVENTS

Btey conmected wixd Current Wi us Vie Inetagram, Twiner i Pucetook. Caich oll the Wiest events s (o7 sev happening 4od i 1n oo

RELATED VENUES

EAN VI
EBEACH PARK

Capyright © 2020 Norialk Pestwvents Lid, Norfalk VA. AX rights ressr
Wab site dasicrad ans powssed by
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STUDIC}A CENTER
EXPERIENCE / PROOF OF WORK.

Neptune Festival / neptunefestival.com

aw
@' EVENTS SHOP ABOUT GETINVOLVED MEDIA  WAYSTOGIVE fvm
1

The Ask
Complete redesign of The Children’s ¢ upcominG - TicKETS & BOARDWALK  OURSTORY
. y . . ¢ EVENTS MERCHANDISE SCULFT‘ING WEEKEND
Museum of Richmond’s website. Make it
inviting. Make it easy for people to T Neptiune Festivaie s private, non-proft organtzation that prockices over 40 events i Vieginia
Beach each year. From free concerts and seaside wine tastings, to athletic events and a 32-block
become members and donate. Add a long cetebration on the boardwalk - we've been celabrating the beach life since 174!

robust events calendar that is easily
updated on a weekly basis.

The Approach

We made it big, bold and inviting. In
essence, fun, just like the actual museum.
All the functionality was built with
sophistication and intuitiveness, which
improved the user experience
exponentially. The result was a new fully
functioning, mobile friendly website that (v
made it easier for the client to make

changes, as well as the end user to have

a wonderful experience.
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STUDIC?A‘CENTER’

EXPERIENCE / PROOF OF WORK.

Wings Over America
wingsoveramerica.us

SUPPORTING
OUR NAVY
FAMILIES IN
EDUCATION

— { & —

§Icoimano GEICO "~ MDA
@ MILITARY ine Credit Union

BOEING A —
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EXPERIENCE / PROOF OF WORK.

EdVenture
edventure.org

Plan Your Visit Educstors

A\(-vuollu s MutEum

GIWINGTUESDAY

NOW

STUDIC gCENTER’

AvowtUs  SupporUs

All EdVenture locations will remain closed until further notice.

Please check out "Today's Play” for fun and educational at-home activities.

craating new generations of Uifelong Le:
programening and camps. Helping shape a new gen

1 educationst institition dedicated to
mers through museum experionces,

on of peaple who leve to leam

ve core of all we do. In fact, our mission is 10 inspire children, youth and the

aduilts who care about them
families and as a community.

A Place Promoting Play

WhiLe EdVenture is known 35 the serfect venue fer lamilies ta
come to have & great time together, we are proud to be 3 place
that promates the power of play, When children and their adult
caregivers engage in sctritles throughout the museum. the
exporience serves 35 an apportunity 1o learn and grow.

play. Play promotes Le

enparience the joy of leaming as individuals, as

Play it the central ingredient in how childnen Learn. There i 1o
greater gift that can be shared with a child than the chance ta

1 a5 chikdren develop social shitls,
IMAgInaLion, Conmunication, COOPeTAtion, Creativity, reasaning,
memory, and the list goes on, When children play at EdVenture,
they role play as fice fighters, grocers, farmers, chefs,
astronauts, and a host of community betpers, 25 they learn 5o
musch about their werted. When children play ot EdVenture they
are creating experiences that last a ifetime.

Building a Stronger Connection - We're on a mission to make EdVenture
experiences accessible to all children. With you by our side, we know it's possible
to impact lives by inspiring the joy of learning.

Donate

EdVenture Locations

On Kevember 3, 2003, EdVenture opened its doors— Ind its heart— 1o the hildran and families of South Carolina, We have since expanded into two other South
Carolina communities. EdVenture Hartwville, presented by the Byerly Foundation, opered s doors in 2098 and EdVenturs Myrile Beach opened its doors in 2019,
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EXPERIENCE / PROOF OF WORK.

William H. Gray Memorial

Foundation
graymemorial.org

STUDIC gCENTER’

WHO WE ARE | TRUTHS | OPPORTUNITY | SITE SIGNAGE | TIMELINE | CAPITAL CAMPAIGN | DONATE

-

AT T
i

WHO WE ARE

The William H. Gray Il Memorial
Foundation is a group of dedicated
friends, family, and local and national
community members working
together with Amtrak to rename
Philadelphia’s 30th Street Station in
William H. Gray’s honor.

THE 3 PILLAR TRUTHS OF REVEREND GRAY

True Community

True Diversity

Rev. Gray broke barrier

d an authorticaly d
for Amtrak wh

d and strategized-trfy an I
s provided count

THE OPPORTUNITY
Our legislation, H.R. 4838~

To redesignate the railroad station
located at 2955 Market Street in
Philadelphia, Pennsylvania, commonly
known as “30th Street Station”, as the
“William H. Gray Ill 30th Street Station” -
was passed unanimously in

July 2014.

REDESINATION REFERENCES

The railroad station located at 2965 Macket Street in Phladephia, Penmsytvania, Any refecence in alow, map. requiation, document, paper, or other record of the

‘commonly known as "30th Street tatior”, shall be known and designated as the Urited States o the rairaad staion refucred 1o in section | shal be desmed to be
“Waliam H. Gray llS0th Stroet Station”. a reference 1o the "Willam H. Gray Il 30th Street Station”

PROPOSED SITE SIGNAGE

Philadelphia——1 +

William H. Gray i . i
30th Street ! b
Station ; |

m < William H. Gray.lll
._30th Street Station
SEPTA

TIMELINE

uces by Representative Chaks Fattah s
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EXPERIENCE / PROOF OF WORK.

Atlantic Shores

Christian School
shoreschristian.org

Call 757-479-1125/Elementary Campus or 757-479-9598 /Secondary Campus

Atlantic Shores .
3 ianicstor =1 R

ACADEMICSw  ATHLETICSw  GUIOANCE-  PARINTSe AL

All Enrollment is now done online!
Click the link below to request
more information. take a virtual 3
tour, and find out how 10 apply Oficw and we wil be glad o walk you
online. Hvough the process.

RE-ENROLL TOOAY MORE BFORMATION

CLICK HERE TO APPLY FOR
FINANCIAL AID FOR 2020-2021.

FIND EVERYTHING YOU NEED ON
OUR PARENT DOCUMENT PAGE

Community Seevice

0. ye
IPo d more

PARENT DOCUMENTS

‘e

o Atlantic Shores B
@ Covistian sehool

Duting this time of social cistancing

it's roalty important 10 koep our

odkes and braing moving, Hero's &

Snapshot of what some of our

Seahiwks are 6ong 10 keep actve!
any

CONTACT US

ATLANTIC SHORES CHRISTIAN SCHOOL
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EXPERIENCE / PROOF OF WORK.

Wasserhund Brewing Co.
wasserhundbrewing.com

The Wasserhund brand is built around three
things: Dogs. Beach. And Beer. What’s not
to love? Before we began working on their
new site, we enveloped ourselves into their
brand and recognized many inconsistencies
even beyond their site. Needless to say, we
offered to help.

The Ask The Work

Redesign their website to First we created a brand guide. Then we redesigned their
incorporate more of the brand’s website, menus, posters, cans, bottles, packaging and
personality. beer tap handles. We even help name their new beers.

Today, we still do all of the above and manage their social
media and film a weekly “Ask the brewer” web series.

The Results

First we created a brand guide. Then we
redesigned their website, menus, posters,
cans, bottles, packaging and beer tap
handles. We even help name their new
beers. Today, we still do

all of the above and manage their social
media and film a weekly

“Ask the brewer” web series.

DID SOMEONE SAY TI
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EXPERIENCE / PROOF OF WORK.

Wasserhund Brewing Co. W=

BREWING CO VIRGINIA BEACH. VA

wasserhundbrewing.com

OURSTORY BEER MENU ORDERONUINE EVENTS CONTACT

PROST! —
Wassernund Brewing Company. meaning ‘waler dog” wias bom from a love of dogs, and German beer, We aspire to bring
the German beer culturo {0 Virgink Beach st way.. by browing the highost quality aos and lagers and providing he envianmment 1o enjoy
e

ON TAP

CHECK OUT OUR SELECTION
OF 12 BEERS AVAILABLE ON
TAP

FROM THE OVEN
PIZZAS, BRATS, SALADS AND
MORE!

CHECK OUR FACEBOOK PAGE FOR THIS

Wasserhund Brewing Company believes in
WEEK'S CHARITY

COMMUNITY. In fact. it's 50 important to us,

o Evory Tuesday we host a diferent local chari
and events that are important to YOU! that does groat things in our community,
oy e % of ol From 5pm 1wnw§;»;uemmc:sw3:d

revenue to a customer-chosen cause. Why? bbb "'Me Lo

Bocause if it's important to our community, i

than it's important to us. PROST! For a reservation to support your charity send
an omail to

ALZ project!
OPENING TO DATE CONTRIBUTIONS TO OUR CHARITIES OF THE WEEK: $152.71307

© Copyright 2019 Wasserhund Brewing Company. All Rights Reserved Wasserhund Brewing Company

Site designed and powered by Studio Centes

POF Files - Accessibility for Americans with Disabilities Instructions: In order to have the following POF £
fes accessible and read out loud, you will need to download the POF file. Open the PDF file in Adobe 7573511326
Acrobat. Go to View and scroll down to 4€ceRead Out Loud€  and activate. Then, hover your cursor
over the text

fow
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EXPERIENCE / PROOF OF WORK.

Baker’s Crust Artisan Kitchen
bakerscrust.com
h Baker’s Crust opened its first location in 1993 and has

evolved from a 36-seat sandwich/breakfast shop to a full
service, family friendly restaurant, serving breakfast, lunch
, and dinner. Since then they’ve opened several more
BAKERS CRUST locations and now have eight bustling locations from
ARTISAN KITCHEN Virginia Beach to Northern Virginia to Chesapeake, Virginia.

The Ask

TRY OUR INCREDIBLE
NEW ENTREES TODAY!

Baker’s Crust initially came to us for a website
refresh. Little did we know it would grow into
the relationship it is today.

TRY OUR INCREDIBLE NEW ENTREES TODAY!

The Work

We started with the website, which included
new photography, writing and some thoughtful
UX. Then we wrote a radio campaign and BAKER'S CRUST
placed them during hungry drive time. Five
years later, we’re refreshing the Baker’s Crust
website, producing and placing digital
marketing, writing and producing social media
videos, and helping the launch of their ninth
location.

DIC BAKERS CRUST

The Results

New locations are opening. Catering as
boomed since we pushed it on digital. The
radio and digital campaigns have boosted
sales in all locations. The Website now has an
engagement rate of 40.41%.

OUR FARM TO YOUR FAMILY
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EXPERIENCE / PROOF OF WORK.

s [OEATIONSS CAREER MORE =

Baker’s Crust

Artisan Kitchen h‘[:
bakerscrust.com B

BAKER'S CRUST
ARTISAN KITCHEN

OOB0000

WELCOME TO
BAKER'S CRUST ARTISAN
KITCHEN
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Speight Marshall Francis (SMF) is a structural engineering firm,

A~ specializing in developing unique solutions to complicated
structural problems for their clients. In early 2019, they came to us
with a problem of their own. While their approach to engineering was

SPEIGHT - MARSHALL - FRANCIS

cutting edge, when it came to their website and brand image, they
were living in the past. After meeting with us and learning about our

capabilities, they hired us to build a new website to reflect the type
of forward-thinking company they are and bring their brand into

modern times.
The Ask

Speight Marshall Francis came to us for a
brand refresh and a complete website
redesign. This was their original logo.

SPEIGHT
MARSHALL

|
& FRANCIS

The Work

After much exploration, we landed on the line
Restructuring the Norm and paired it with a
logo that demonstrates the mix of solid
structure and unique design they incorporate
in their work. Then we created a set of brand
guidelines to ensure a consistent brand
message at every customer touchpoint.
Finally, we tackled their website. We wanted
to build them something that was user friendly
and functional in terms of displaying
information, but was just as much a visual
showcase of the amazing work they do. And
as you can see, we did just that.

43

The Approach

We asked questions. We listened. Then we got to
work. We needed a strong tagline and logo that
would help solidify the SMF brand in the minds of
potential clientele and let them know what the
brand stands for and the work it does.

The Results

Speight Marshall Francis is enjoying a period of
growth, thanks in part to our brand and logo
redesign which helped bring their amazing brand
into a new era, and introduced them to a new
generation of tech-savvy clientele who may have
otherwise passed them by.

Restructuring
THE NORM


https://smandf.com/home
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EXPERIENCE / PROOF OF WORK.

Speight Marshall Francis

smandf.com

Restructu ring
THE NORM

- IS your solution.

CHOOSEUS

FEATURED PROJECTS

VWANT TO EXPLORE MORE PROJECTS?
'CLIOKTHE BUTTON BELOW FOR A COMPREHENSIVE LOOK INTO OUR PORTFOLIO OF WIDE- RANGING PROJECT TYFES.

VIEW FULL PORTFOLIO

Cutting-Edge,
PRACTICAL
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Bay Beach

Veterinary Hospital
baybeachvets.com

I ==
BAY BEACH

Welcome to Bay Beach Veterinary Hospital - Your Virginia Beach
Veterinarian for over 35 years! We have 2 locations to better serve
our community.

i Bve i Vi aney,
VeSerinanian 1o cate 1ot your pets - 100K 1S furthe. )
Hospital is heee 1o provide your pet wish thorough, stabe of the art

! services. We focus on p - Stgery,
and dental caro.

e

Call us for an appointment today! (757) 340-3913

Few cmemyencivs, Buring narmal B o,

vlmhmoxmnvavll( com

Or usis out new TedeVed service! —‘t

Inan cfont to make scheduling an
MppaTimant covier. wee bave
pantnared with PetDesk. Try itt

e rere

c:mmmwwmamw

your mablo divi

“Itook my s ear got . there wias a want the stalf banadaged him up and tned to make hem
comfortable until a doctor was availabie. They even faxed all the informaticn 1o my regular vet and called 10 check an him!”
~Jacquelyn G.
i-4 +— n —
- '
3 . -
- ‘ 14 1 J
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EXPERIENCE / PROOF OF WORK.

Garage Brewery
garage-brewery.com

3]

STUDIG}%IgCENTER”

(@)BSARASE  ABOUT | TAPLIST | EVENTS | CONTACT

GARAGE
- BBREWERY =iy

.

BUILT BY TRADITION.
CRAFTED BY INNOVATION.

UP TO CODE AND BUILDING BETTER BREWS

LY e

. ' i TAPROOM
| )

v

v

BUILDING STRONG FRIEND FOUNDATIONS

CONSTRUCTION SITE GRUB

¢ FOODY FAVORITES

FOLLOW US

foO
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Bubba’s Seafood
Restaurant
bubbasseafoodrestaurant.com

$eato Table on a Whole New Level
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EXPERIENCE / PROOF OF WORK.

Miller Injury Group M MILLER o moios soromsminm won conc

millerinjurygroup.com

Ad

WHERE COMPASSION
MEETS COMPENSATION

CONTACT US ; o QUR GOAL

OUR MISSION LEARN MORE

Brad and his office have been such a blessing to work with, | always feel informed and
totally "in the loop" with what's going on behind the scenes. They really made life easy
when it came to my case and exceeded my expectations when all was said and done.

Matthew Gay

LEGAL v

STRATEGIES

PRACTICE AREAS

SERIOUS INJURY / DEATH CAR ACCIDENTS TRUCK ACCIDENTS

MOTORCYCLE ACCIDENTS SLIPAND FALL CLASS ACTION CLAIMS

OFFICE + MEET OUR LEGAL TEAM +
»
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EXPERIENCE / PROOF OF WORK.

NATO 87 ‘ "" Orgosizotion  Actheities  Newsrosm
act.nato.int ==

WELCOME TO NATO!

ALLIED COMMAND TRANSFORMATION
NATO's Warfare Development Command

SEARCH OUR CONTENT

m all over the world. Subscribe

» WE SCAN, INVESTIGATE AND INFORM » WE INNOVATE AND CHALLENGE
a4
» WE CONNECT » WE DELIVER CAPABILITIES
=————————gg
» WE DRIVE STANDARDS » WE EDUCATE AND TRAIN
=

» WEPLAN » WE SUPPORT OPERATIONS
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REFERENCES / STUDIO CENTER.

Neptune Festival
neptunefestival.com
Whit Collins

(757) 498-0215
wbc@neptunefestival.com

FestEvents

festevents.org

Karen Scherberger

(757) 441-2345
scherbergerk@festevents.org

i Am Other / Something in the Water
Robby Wells

Head of Strategy

(214) 457-7398
robby.wells@iamother.com

Mid-Eastern Athletic Conference (MEAC)
Marquis Bryant

Director of Multimedia & Marketing

(757) 274-6366
bryantm@meacsportst.com

Gourmet Gang

Mia Guinan

Owner

(757) 617-0033
mia@gourmetgang.com

Wasserhund Brewing Company
wasserhundbrewing.com
Christine Holley

(757) 498-0215
christine@wasserhundbrewing.com
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CONDITION OF OFFEROR’S PROPOSAL.

Not Applicable
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CONVICTIONS AND DEBARMENT.

1. In the last ten years, has your organization or any officer, director, partner, owner, project
manager, procurement manager or chief financial officer of your organization:

A. Ever been found guilty on charges relating to conflicts of interest?
Yes  No X

B. Is your organization or any officer, director, partner or owner currently debarred or
enjoined from doing federal, state or local government work for any reason?
Yes No X

C. Has your organization or any officer, director, partner or owner ever been debarred or
enjoined from doing federal, state or local government work for any reason?
Yes No X
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COMPLIANCE.

If you answer yes to any of the following, give the date of the termination order, or payment,
describe the project involved, and explain the circumstances relating to same, including the
names, addresses and phone numbers of persons who might be contacted for additional
information on Tab 7.

1. Has your organization ever been terminated on a contract for cause?
Yes No X
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UNDERSTANDING OF REQUIRED SERVICES AND/OR ITEMS.

A. Requirements

10.
1.
12.
13.
14.

15.
16.

17.

18.

19.

20.

21.

Must have the ability to embed videos onto website (preferably homepage and event landing
page).

Must have the ability to add clickable widgets that are stacked in order of date. These must be able
to be arranged in any specific order.

Must have the ability to host a listing of event names along with dates that is easily updated on the
homepage.

Must have the ability to have automatic rotating, clickable images in a carousel format on the
homepage and other landing pages in multiple sizes and areas in the same page at one time.

The website must have the ability to be easily edited to accommodate frequent changes due to the
nature of our business.

Website must have the ability to be edited remotely.

The website must possess the ability to have images and documents such as a pdf’s, jpeg’s and
.docx’s uploaded and hosted.

The mobile version of the website must be user friendly and easy to navigate and have the same
features with few exceptions.

Must be compatible with our current ticketing software (i.e. embed links onto landing pages and
mirror look of our website once customers visits that link).

Must possess the ability to attach pixels for tracking purposes.

All interested parties must disclose each homepage load time.

On every landing page, there must be a search bar that allows customer to search keywords. This
search bar must thoroughly search our website and give the best possible results to the customer.
Website must possess the ability to integrate social media icons and links to specific social media
accounts and include sharing landing pages and its content on customer’s personal pages.
Website must possess a fresh and innovative look/design and be up-to-date and similar to other
trending websites (see examples A-C).

Website must be able to host and display at least 300 different landing pages.

Must have the ability to be formatted to optimize Google search results (i.e. search engine
optimization).

Website must possess the ability to have a website shell. It must have the ability to have images/
links that stay constant no matter what page you’re on.

Mobile version of website must have option the drops down all categories of website (i.e. website
menu).

Website must have the ability to change design or color of page on a temporary basis (ex. Sponsor
takeover).

Website must be able to export analytic data such as page views on every single landing page,
customer information, click rate, bounce rate, etc.

Successful Offeror must provide on-going maintenance and training on introduction and new
features throughout terms of contract
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UNDERSTANDING OF REQUIRED SERVICES AND/OR ITEMS.

A. Requirements (con’t.)

22.
23.
24.
25.
26.

27.

28.
29.

Successful Offeror must have a tech on-call service that is able to be reached 24/7

Website must possess the ability to make edits on pages that are live

Website must have different types of widgets such as an image widget, text widget, etc., and be
able to be placed anywhere on page.

Website must possess the widget that scrolls customers to the top of the page no matter where
they are on said page

Website must have pop-up box when entering website that must be exited out or information
entered to proceed to homepage

Must have the ability to change the format of the font as it pertains to: size, color, bold, underline,
and italics of text on website.

Successful Offeror must allow a maximum of 3 design edits.

Successful offered must be able to provide first draft of new website by July 31, 2020, second draft
by August 14, 2020 and final product by September, 2020. These times are subject to change
upon mutual agreement between the City of Roanoke and the Successful Offeror.

B. Additional Items - Desired features to additionally include within proposals, if available

10.
1.

12.

Desire to have a website chat feature that allows customers to have a live chat with a member of
our staff.

Desire to have a virtual tour feature that enables customers to have a step-by-step navigation of all
of the parts of all of our buildings. This virtual tour should have zoom in capabilities and have
pop-up boxes with information about that area. It should also have a dedicated virtual tour guide.
Desire to have the ability to upload and host 3D photos on any landing page

Desire to have the ability to live stream directly on our website homepage

Desire to have ability to hover over portions of the website and have pop-up boxes display quick
info/deeper dive

Desire to have on homepage- display of recent scrolling social media posts (Instagram) that are
clickable links

Desire for mobile website to be navigated completely by using the thumb finger only without
moving one’s hand. i.e. Thumb-friendly navigation

Desire for website look to be fluid/ organic (i.e. not rigid box and square) designs and elements
with overlapping elements

Desire to have a countdown widget on any webpage that can countdown to multiple dates/times
Desire to have ability to attach gifs and/or glitch art on any landing page

Desire to have the ability to hover over image and a small animation will draws reader’s attention
(i.e. micro-interaction)

Desire to have the ability on the website’s homepage along with all other landing pages to
completely load the page in under 3 seconds.
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APPROACH.

Studio Center Will...

Build a well-designed, intuitive website built using
a modern content management system. The CMS
Studio Center uses most often, Concrete5, has
been adopted by the US Army for use on all of
their sites.

The new contract between the U.S. Army and
Concreteb covers the next decade; they are
pumping into the CMS millions of dollars to make
the content management system even greater.
They believe in open source, and they appreciate
the ease of use of concrete5. They want concrete5
to grow and be healthy.

All of this is great news for Studio Center and all of
our clients, as we were early adopters of the CMS
and have a close to a decade of experience
building websites using Concreteb.

Discovery

Questions. Questions. And more questions. The
Studio Center research team will conduct the
appropriate research in this information gathering
phase. Including, but not limited to, site visits,
focus groups, online surveys and impromptu meet
and greets. This is a crucial step in the process as
we will fully immerse ourselves into our client’s
world.

Planning

In the planning stage, we take all the information
and requirements and create a site map. This site
map will list all of the main and sub-topic areas of
the site and help identify duplicate or unneeded
content.

Design

This is where your site begins to come to life. The
designers envelop themselves into your brand and
begin to develop a look and feel for the new site.
The design team will create dozens and dozens of
mock ups until there are three that rise to the top.
Those three are presented to the client until we
agree on one solution. Once a look and feel is
approved, we move onto the interior pages.
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Development

The developmental stage is the point where the
site itself is created by our developers. They will
take all the individual graphic elements from the
prototype and use them to create the actual
functional site. This is typically done by first
developing the homepage,followed by a “shell” for
the interior pages.

The shell serves as a template for content pages
of the site, as it contains the main navigational
structure for the site. Elements such as the CMS,
interactive contact forms, or e-commerce shopping
carts are implemented and made functional during
this phase.

Testing and Delivery

Time to test all the buttons, link, and proof spelling
and grammar. Our team will attend to the final
details and test the entire site line by line, page by
page. Including the functionality of forms and other
scripts, browser compatibility, and ADA
compliance.

The site was designed and developed to be mobile
first, but we triple check each page at this point as
well. Once final details, like plugin installation and
SEO, we send the site out for client approval.
Once approved, we will use the File Transfer
Protoco program to upload the files to the server to
launch the new site.

Training and Support

This is the final phase to prepare the client. Our
digital experts will guide you through a live training
with your new site. You will walk away knowing
how to make basic updates and changes, but we
don’t disappear. We are always a phone call or
email away.

Measuring Performance

The short-term performance metric will be based
mainly on the ease and efficiency of content
migration into the new site. While maintaining the
design and brand standards. Long-term metrics
will be based on data and analytics gathered within
a 12 month period.
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PROPOSED PROJECT SCHEDULE.

Below is a timeline example of creating your new website - from our initial meeting to the launch Berglund
Center’s website.

One of Studio Center’s tenet is FASTER IS BETTER. If you have specific date you are wishing to launch
the site we can do it!

Website Design Awarded to Studio Center!

Discovery: Meet with City of Roanoke / Berglund Center: | Set Meeting Within One Week of
can be done in person or via video Being Awarded Project
Planning: Information Gathering / Site Map Week One

Homepage Design Comps Presented / Revisions Before July 31, 2020

Homepage Design Comps 2nd Draft Presented Week of August 10th

Testing & Delivery Week of August 24th

Staff Training Week of August 24th

Launch Tuesday, September 1
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PRICING.

Project: ADA Compliant Website Redesign and Development of
https://itheberglundcenter.com with content population — on Concrete5 content management
system. Deliverables to include the requested website features as outlined in the RFP Scope
of Services.

Design:

Studio Center’s project designer will create two sitemaps — one for the current site and one for a
proposed redesign. The site map will list all main topic areas of the site, as well as sub-topics, if
applicable. During this phase, the designer will help the client decide what technologies should be
implemented. Elements such as which CMS incorporate, will any contact forms be needed, etc.

The designer will work with the client to incorporate elements such as the company’s logo or colors
to help strengthen the identity of the company on the web site.

The designer will create three prototype designs (homepage mock ups) for the web site. This is
typically a .jpg image of what the final design will look like. The designer will make any and all
revisions requested by the client (which may take time if the client isn’t readily available). Once the
homepage mock up is approved by the client, the designer will create a prototype (mock up) of an
interior page for approval.

Est. Design Hours: 50

Development:

The project developer will take all of the individual graphic elements from the prototype and use
them to create the actual, functional site. This is typically done by first developing the home page,
followed by a “shell” for the interior pages. The shell serves as a template for the content pages of
the site, as it contains the main navigational structure for the web site.

Elements such as the CMS (We suggest Concrete5) interactive contact forms, or ecommerce
shopping carts are implemented and made functional during this phase, as well.

The developer will write valid HTML / CSS code that complies with current web standards,
maximizing functionality, as well as accessibility for as large an audience as possible.

Est. Development Hours: 45

Content Transfer/Population:
Once the shell has been created, the designer will take the content and distribute it throughout the
site, in the appropriate areas.

Est. Content Population Hours: 60

63



STUDIGE‘CENTER’
PRICING.

Initial SEO:

To get site noticed and ranking on all major Search Engines like GOOGLE, BING, and YAHOO.
The basic package includes:

Google Analytics Integration: So you see the important visitor stats on your site
Keyword Research & Meta Tags (Title, H1, Description) Optimization.

Robots.ixt file integration: Makes it easier for “bots” to search/cache your site.

XML Site Map Creation: So the search engines find all your pages correctly.

Verification of your site with Google Webmaster Tools

There is NO COST TO YOU for the initial SEO/SEM. This is an added value for our clients
because it's so important for your site to be searched and seen.

Testing/Delivery/Training:

The site will be thoroughly tested (such as the complete functionality of forms or other scripts, as
well as testing for last minute compatibility issues - viewing differences between different web
browsers, ensuring that the web site is optimized to be viewed properly in the most recent browser
versions/mobile devices — referred to as responsive design. The digital team will check to be sure
that all of the code written for the web site validates. Valid code means that the site meets the
current web development standards — this is helpful when checking for issues such as
cross-browser compatibility as mentioned above.

Once the client has given final approval, we will use the FTP (File Transfer Protocol) program to
upload the web site files to the server.

The client will receive up to 20 hours of training on the CMS at either the Studio Center location, at
the client’s location or virtually via GotoMeeting (client’s choice).

Est. Training Hours: 20

Hosting: OPTION / NOT REQUIRED TO WORK WITH US

Studio Center can host the client site on our Google Cloud-Based Server at NO ADDITIONAL
COST TO YOU. When hosted on our server it makes it easier to maintain and faster if anything
needs to be fixed.

Ongoing Support and Site Maintenance:
Content management system updates, javascript updates, server maintenance and upgrades,
secure certificate renewals, LAMP stack updates and upgrades.

Another ADDED VALUE for YOU - NO COST TO YOU.
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PRICING.

WEB DEVELOPMENT COST

Design

Development

Content Transfer / Population

Initial SEO

Testing / Delivery / Training

Training Included / No Cost to You
Hosting (Option - Not Required) Included / No Cost to You
On Going Support & Site Maintenance Included / No Cost to You

COST ESTIMATE $29,550.00

*This site will be SEO optimized and ADA compliant upon release of the site to the client. Studio Center cannot be held liable for any added
content, past the point of turnover to the client, that is not ADA compliant or SEO optimized. Please contact Studio Center for assistance as
needed. We would be happy to help.

ADDITIONAL ITEMS - DESIRED FEATURES
Virtual Tour Video Production and Edit for Berglund Website

Video Production Video Post Production
1 Day Shoot on location @ Berglund Center Video Edit for: 1x up to 5 mins

[}
° Director/DP & Producer ° Color Correction
° Location Scout ° 2D Graphics for titles, lower thirds and end card
° Audio, Gaffer/Grip, HMU, Teleprompter Op. ° Audio Mix & Music Library
° Craft Services ° Footage Archival
° Media Management/Hard Drives ° Link to downloadable deliverables in 1080p
° (1x) Voiceover ANNCR Talents - Web Usage Buyout e  "ADDED VALUE** Behind the Scene Video
° Camera (360 camera and lens package)
° Wardrobe
° Travel

VIRTUAL TOUR ESTIMATE TOTAL:
+ $15,750.00

65



STUDIO CENTER /

STUDIJ&%’IENTER@



STUDI('}AgCENTER’
STUDIO CENTER / CONTACT INFORMATION.

Lanley Lakes
Account Manager

Lanley@StudioCenter.com
757.622.2111 (0) / 703.789.7161 (m)
161 Business Park Drive ¢ Virginia Beach, VA 23462

StudioCenter.com
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Thank You.



