
TO: 

THROUGH: 

FROM: 

SUBJECT: 

STRATEGIC PLAN: 

DATE: 

MEMORANDUM 

Board of Trustees 

Indra Winquest 
Interim General Manager 

Paul Raymore 
Marketing Manager 

Review, discuss and possibly approve an item for the 
2020/21 Fiscal Year allowing the District to enter into an 
agreement for media buying services for 2020/21; 
Venues: Diamond Peak, Championship Golf Course, 
Mountain Golf Course, Facilities; Vendor: EXL Media 

Long Range Principle #6 - Communication 

July 29, 2020 

I. RECOMMENDATION 

That the Board of Trustees make a motion to authorize Staff to enter into an 
agreement with EXL Media for 2020/21 Fiscal Year media buying services for 
Diamond Peak Ski Resort, the Incline Village Golf Courses, and Facilities for a not
to-exceed total amount to be determined depending on the option chosen by the 
Board. 

• Original proposal: $425,700 
• Option A: $357,700 
• Option B: $325,000 (Staff recommendation) 
• Option C: $289,334 

II. STRATEGIC PLAN REFERENCE(S) 

Long Range Principle #6 - Communication - The District will engage, interact and 
educate to promote understanding of the programs, activities, services, and 
ongoing affairs. 
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Review, discuss and possibly approve an -2- July 29, 2020 
item for the District to enter into an agreement 
for media buying services for 
2020/21; Venues: Diamond Peak, Championship 
Golf Course, Mountain Golf Course, Facilities; Vendor: 
EXL Media. 

• Provide clear, concise and timely information in multiple, publicly accessible 
formats. 

• Ensure that both internal and external communication is responsive, 
comprehensive and inclusive. 

Ill. BACKGROUND 

As a component of IVGID's Diamond Peak, Golf Courses and Facilities annual 
marketing and advertising campaigns, the District contracts with a media buying 
agency to help plan, place, and negotiate rates for advertising placement. This 
includes, but is not limited to, print ads, digital ads, billboards, radio spots, 
television spots, and paid search campaigns. This is an essential service for the 
District's Marketing Staff as the research, documentation, reporting, and support 
received from the third party provider significantly exceeds in-house capabilities. 

Since the 2013/14 Fiscal Year, the IVGID Marketing department has utilized Incline 
Village-based media buying agency EXL Media for the District's media buying 
services. This stretch follows the one-year period (Fiscal Year 2012/13) in which 
the District utilized another agency for media buying, ultimately returning to EXL 
Media after being unsatisfied with the other agency's services and results. 

At the May 23, 2018 Board meeting the Board of Trustees authorized awarding the 
District's 2018/19 media buying services contract to EXL Media with a cost of 
$419,500. 

At the May 22, 2019 Board meeting the Board of Trustees authorized awarding the 
District's 2019/20 media buying services contract to EXL Media with a cost of 
$424,600. 

At the June 23, 2020 Board meeting, the Board of Trustees rejected the original 
proposal to award the District's 2020/21 media buying services contract to EXL 
Media with a not-to-exceed total cost of $425,700. The updated proposal below 
contains three alternate spending options for the Board to consider and choose 
between .. 

Staff to manage spending levels in accordance with District goals 

All of the alternate proposals for media buying services with EXL Media serve as 
a not-to-exceed template for the District's advertising plans, but do not commit the 
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District to any particular advertising spending amounts. In light of the impacts that 
the COVI D-19 pandemic continue to have on District venues, Staff will work with 
EXL Media to adjust advertising campaigns appropriately to align with District 
goals. 

As an example of this flexibility, during 03 and 04 of the 2019/20 Fiscal Year, 
District Staff directed EXL Media to pause general advertising campaigns for 
Diamond Peak (only continuing with season pass campaigns) in mid-March due to 
the COVID-19 shutdown, resulting in a savings of $10,869. District Staff also 
directed EXL Media to pause all golf advertising campaigns at the same time, 
resulting in a savings of $23,584 during the 2019/20 Fiscal Year. 

In total, the 2019/20 Fiscal Year savings vs. budgeted advertising spending for our 
recreation venues due to the COVI D-19 pandemic include: 

• Diamond Peak: $10,869 savings 
• Golf: $23,584 savings 
• Rec. Center: $2,743 savings 
• Tennis: $1,371 savings 
• Facilities: $655 savings 
• Agency Fees: $1,000 savings 
• TOT AL SAVINGS: $40,222 (15% of budgeted spending) 
• vs. total budgeted spending of: $272,500 

So while the EXL Media agreement places not-to-exceed limits on the maximum 
dollar amounts that can be spent on paid advertising for the District's venues, there 
is still plenty of flexibility to spend less than those maximums should the situation 
warrant due to COVI D-19 effects or other market conditions. 

Return On Investment (ROI) of IVGID's paid advertising spending 

We measure the success of our marketing campaigns in many ways. Given the 
nature of our recreation venues, traditional measures that focus solely on revenues 
and profits aren't enough because our venues prioritize customer service over 
profits, and service to our local residents and stakeholders before others. All of our 
marketing efforts reflect these priorities, including our paid advertising strategies. 

We spend a great deal more time and effort ensuring that our local residents and 
stakeholders are informed about the programs, services and discounts that our 
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venues provide than might be justifiable were we a strictly for-profit business. This 
includes analysis of where our second homeowners live, and dedicating paid 
advertising dollars to reach those homeowners in their primary communities. 

While we approach marketing with a resident-first philosophy, we also need to 
acknowledge that visitors who pay full price for our amenities help keep the costs 
down for our local residents and subsidize venues that would otherwise rely more 
heavily on the Recreation Fee. Therefore, some of the paid advertising campaigns 
run through EXL Media are targeted at bringing in these higher-yielding customers. 

How do we measure what's working? 

In attempting to measure the ROI of our paid advertising campaigns, we rely on 
multiple strategies. 

METHOD 1 

The first is the reporting provided by EXL Media which analyzes the amount of 
website traffic generated by our paid advertising campaigns, the amount of online 
revenue brought in overall and online revenue that's attributable to those paid 
advertising campaigns, the Return On Advertising Spend (ROAS), and other 
industry standard metrics such as cost per click, click-through rate, and number of 
impressions. You can see an-example of this reporting below. 
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Division D Remarketing 
Overall Totals 

6 ,02 
162,562 
690,669 
591,829 

1,614,080 

Diamond Peak 
2019-20 Full Season Campaign 

Flight Dates: November 1, 2019 - March 15, 2020 

1 , 1 
4,208 
14,343 
1,842 

31,364 

2.59% 
2.08% 
0.31% 
1.94% 

1 , 14 
$4,779 
$4,174 
$2,959 

$29,057 
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0,4 
$10,440 
$20,297 
$13,273 
$64,443 

218% 
486% 
449% 
222% 

Awareness Buys Impressions Clicks Click Rate Cost Per Click Digital Spend Digital Revenue ROAS 
Google Lessons Messaging 
Yahoo/Bing Lessons Messaging 
Yelp 
DynAdmic Video Network 
Division D Tahoe Ski Resort Targeting 
You Tube President's Da 
Overall Totals 

27, 045 
7,928 
3,774 

179,097 
960,773 
11 ,851 

1,190,468 

2,792 
321 
680 
89 

2,458 
25 

6,365 

10.32% 
4.05% 
18.02% 
0.05% 
0.26% 
0.21% 
0.53% 

Insights 

$1.18 
$181' 
$1.24 

$56.18 
$1 .85 
$6.00 
$2.26 

$3,307 
$581 
$840 

$5,000 
$4,536 
$150 

$14,414 

$2,763 
$460 
$403 

$0 
$415 

$0 
$4,041 

84% 
79% 
48% 
0% 
9% 
0% 

28% 

1. Overall, the paid digital campaign generated over $68k in online revenue. It was a very interesting winter and we cannot really compare to 2018-19 since tracking was not 
working properly then . 

2. This year we broke out the dashboard into ROAS & Awareness buys We also separated out the Lessons ad spend, since that revenue cannot be tracked . Overall the 
ROAS buys had a 222% return . 

3. Facebook & Division D had the highest ROAS, however both also report view thru revenue. For Division D $489 was click thru and $12,784 was view thru . For Face book 
$538 was click thru and $19,759 was viewthru. 

4. Overall Google & Yahoo/Bing continue to do well, with Yahoo/Bing having a better ROAS, but less overall volume. Top revenue generating paid search keywords included: 
Discount Lift Tickets, Ski Deals and Cheap Tahoe Lift Tickets. 

5. Lessons messaging on paid search does still generate revenue for lift ticket purchases, although that revenue is minimal. 

6. The DynAdmic Video Network generated almost 180k views and had a view thru rate of 87% which is great. Please note, we do not analyze CPC for video buys - we 
consider any clicks as "added value". 

7. We will need to analyze how this past winter may affect the upcoming 2020-21 season and discuss the best strategies and messaging to use moving forward . 
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The report included is the 2019-20 ski season dashboard report, and we get 
updated versions of this report midway through the ski season so that we can 
adjust spending according to what campaigns are working best. 

The reporting we receive for Diamond Peak is the most robust of all of the venues 
due to the existence of an online store that sells most (but not all) products. This 
is a key point, because when there are products available that are not sold online, 
attributing that revenue back to marketing campaigns is much more difficult. And 
this is the case with all LeS$._On products, all Food & Beverage products, and all 
sales made at the Ticket Windows at Diamond Peak. (There are even less 
products - if any - sold online at all other District venues.) So we think of EXL's 
reporting based on online sales as a guide, but not the final answer to the ROI 
puzzle. 

METHOD 2 

The second strategy we utilize in analyzing the ROI of our paid advertising 
campaigns is an analysis of our customer survey results, specifically the multiple
choice question: 
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Please let us knovv All of the viJays you have learned about Diamond Peak 

U Billboard Advert[ sement 

0 Google Search (or other sean:h engfne} 

0 Email Nevvsletter(s) 

0 Internet/Mobile Advert[ sement 

D Social Media 

D ,,.vord of Mouth/Advice of Frfends or Family 

U live in Incline Village/Crystal Bay or nearby 

n Hyatt Staff recommendation 

0 Advertisement in Magazfne/Newspaper 

11 Artide fn M.agazine/Nev,1spaper 

U Radio Advertisement 

CJ Ti/ Advertisernent 

I I Yelp/Trip Advisor/Online Revfew Site 

D Other- V./rfte in [.__ _________ ...,,] 

* This is a common question across all venues' customer surveys, with the name 
changed to reflect the appropriate venue. 

We ask this question to get a sense of what marketing channels our customers are 
telling us that they have used in making their decision to patronize our venues. 

Based on the answers to this question, the average yield per visit, and the paid 
advertising spending levels associated with each of these channels, we can do a 
complementary ROI analysis of our paid advertising spending. 

For example, during the COVID-shortened 2019-20 ski season, the customer 
survey data for this question looked like this: 
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4. Please let us know ALL of the ways you have learned about Diamond Peak 
60 

40 

Value Percent Responses 

Bil lboard Advertisement 6.6% 25 

Google Search (or other search engine) 22.7% 86 

Email Newsletter(s) 11.9% 45 

Internet/Mobile Advertiseme nt - 6. 1% 23 

Social Media 11.1% 42 

Word of Mouth/ Advice of Friends or Family 52.5% 199 

I live in Incline Village/C1-ystal Bay or nearby 31.4% 119 

Hyatt Staff recommendation 6.1% 23 

Adve-rtise ment in Magazine /Newspaper 2.4% 9 

Article in Magazine/Newspaper - 1.3% 5 

Radio Advertisement 0.3% 1 

Yelp/Trip Advisor/Online Review Site 1.8% 7 

Other - Write In 15.6% 59 
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Based on this data and what we know about 2019-20 skier visits {99,424), average 
yield per skier visit ($97.18), and average profit per skier visit ($31.36), we can 
start analyzing the amount of Diamond Peak revenue that's impacted by these 
marketing and paid advertising channels. 

For example: Billboard advertising costs for 2019-20 were $76,794 (including cash, 
trade value, and EXL Media fees). If 6.6% of Diamond Peak customers learned 
about or were influenced by our billboards last season, that's 6,562 customers. 
Multiply those by the $97.18 average yield per customer and that's $637,694 worth 
of revenue vs. $76,794 of spend. Multiply those by the $31.36 average profit per 
customer and that's $205,784 in profit vs. $76,794 of spend. 

Based upon this analysis, all of the paid advertising channels show a positive ROI 
for 2019-20. 

* Note: Survey numbers were down in 2019-20 due to the COVID-shortened ski 
season, but the percentages we saw this year were consistent with previous 
seasons. 

This analysis also works better at Diamond Peak than at the Golf Courses or other 
venues where the majority of our users are local residents whom we assume have 
heard about the venues because they live here. We do still ask this questions of 
non-resident survey takers at the Golf Courses, but the sample sizes of those 
groups of survey takers can be too small to make truly solid inferences from. 
However, the patterns we see in visitor demographics for Diamond Peak and the 
Golf Courses share many similarities, so we do allow successful media buying 
strategies at Diamond Peak to help guide our strategy at the Golf Courses, and 
vice versa. 

ROI Wrap Up 

No method of measuring ROI of paid advertising campaigns is ever perfect. 
Inevitably we get incomplete data on the underlying motivations and influencing 
factors that go into our customers' purchasing decisions. 

Customers might see an advertisement for an experience 20 times, but then might 
commit to doing it after a friend mentioned trying it and having fun. Likely that 
customer will only consciously remember their friend's recommendation, but all of 
those impressions (i.e. branding) may very well have played a big role in getting 
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the customer ready to make the purchase once a friend's recommendation 
triggered it. Companies know this and it's why once you search for a product on 
Google, you'll suddenly see ads for that or similar products seemingly everywhere 
you go online. There is real value in branding and familiarity. 

Another limiting factor is the amount of customer data we collect at our venues. 
The systems currently in place at the Golf Courses, Rec. Center and Tennis Center 
do not capture customer contact data that would allow us to conduct widespread 
customer surveys of non-residents, nor do they allow non-residents an easy online 
purchasing experience. And the check-in processes at Diamond Peak for window 
ticket purchases also do not capture customer data. With these limitations, the 
District's Marketing team takes the data that is available, along with the reporting 
provided by EXL Media, and makes what we hope are the most fiscally prudent 
spending decisions possible. 

IV. BID RESULTS 

The District's media buying services contract went to bid before the 2019/20 Fiscal 
Year, with local agency EXL Media selected to continue providing media buying 
services to the District. A full recap of the bid results are included in the May 22, 
2019 Board Memo authorizing the District to enter into an agreement with EXL 
Media during the 2019/20 Fiscal Year. (See pages 263 - 295 of the May 22, 2019 
Board packet.) The 2020/21 Fiscal Year would be year 2 of an agreement with 
EXL Media since going to bid for this service. 

EXL Media is an Incline Village, Nevada based firm and has over 22 years of 
experience successfully handling media buys for the District. EXL Media has vast 
knowledge of the competitive landscape of the Lake Tahoe recreation market. 
Through the bidding process, they were determined to be the best qualified and 
capable media agency to support the District in meeting its budget objectives and 
will provide the level of attention, detail, and reporting that is required to ensure 
successful media campaigns. 

V. FINANCIAL IMPACT AND BUDGET 

The budgets for all of the proposed media buying services contract scenarios are 
included in the Board-approved Fiscal Year 2020/21 Diamond Peak, 
Championship Course, Mountain Course, Facilities, Recreation Center and Tennis 
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Center Operating Budgets allocated to Marketing. A total of $425,700 is included 
in the approved 2020/21 District Operating Budget for Media Buying Services. 

The proposed alternative options for the 2020/21 Fiscal Year (below) reflect 
varying degrees of cuts from the original proposal presented on June 23, 2020. All 
of these options (including the original) are already conservative, and in alignment 
with the District's marketing goals of primarily ensuring our residents are well 
informed about the various recreational opportunities afforded to them by IVGID, 
and secondarily bringirig in higher-yielding customers to fill in the excess capacity 
available at our venues. 

The original proposal and alternate media buying budget options are laid out in 
h f II . bl t e o owing ta e: 

BUDGET ORIGINAL OPTION A OPTION B OPTION C 
PROPOSAL 

DIAMOND PEAK - CASH $166,000 $166,000 $166,000 $154,000 
GOLF-CASH $51,700 $51,700 $40,000 $33,000 
FACILITIES - CASH $32,000 $32,000 $32,000 $24,334 
REC CENTER - CASH $11,000 $0 $0 $0 
TENNIS - CASH $5,000 $0 $0 $0 

DIAMOND PEAK - TRADE $80,000 $32,000 $20,000 $20,000 
GOLF-TRADE $12,000 $12,000 $6,000 $0 

AGENCY FEES LIMIT $68,000 $64,000 $61,000 $58,000 

TOTAL $425,700 $357,700 $325,000 $289,334 
$ savings vs. original $68,000 $100,700 $136,366 
% savings vs. original 16% 24% 32% 

To provide additional context about how much we are spending on paid 
advertising, the table below compares the not-to-exceed paid advertising budget 
proposals from above to the total budgeted expenses by venue for Fiscal 
2020/21: 
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VENUE OPERATING ORIGINAL OPTION A OPTION B OPTION C 
BUDGETED EXPENSES PROPOSAL 

DIAMOND PEAK: 2.1% 2.1% 2.1% 1.9% 
$8,075,342 
GOLF: $4,858,688 1.1% 1.1% 0.8% 0.7% 
FACILITIES: $1,504,583 2.1% 2.1% 2.1% 1.6% 
REC CENTER: $2,212,155 0.5% 0% 0% 0% 
TENNIS: $226,781 2.2% 0% 0% 0% 

General notes on ALL alternate options: 
• For each option, the agreement with EXL Media will be structured to pay 

Agency Fees based on actual hours billed (at $125 per hour) instead of a 
flat fee structure agreed upon in advance. Depending on the option chosen 
by the Board, there will be a not-to-exceed limit to the Agency Fees that can 
be charged (listed above), but also the potential to pay much less should the 
District choose to cut back on or eliminate paid advertising services during 
the fiscal year. 

• The Trade Media component is budgeted assuming 1 :1 retail value trade to 
cover various ad buys. One of the advantages to including a trade 
component in the contract is that the traded amount typically sees significant 
breakage (i.e. unredeemed value) relative to the actual redeemed amount. 
Under any of the options above, Staff will work with EXL Media to ensure 
that the redeemed value of Trade does not exceed the budgeted amount 
listed above. 

Notes on Proposal/Option A: 
• Includes plans to cut media buying services for the Recreation Center 

($11,000) and Tennis Center ($5,000) to better align with the District's goals 
for these venues - primarily to serve local residents without needing to 
generate additional revenue from visitors and non-residents. 

• Budgets for Diamond Peak Trade value in alignment with the actual 
budgeted amount of $32,000, which accounts for an expected breakage 
level of 60% on $80,000 of trade value. (In reality, actual breakage 
percentage typically runs around 90%.) 

• Saves at least $4,000 in Agency Fees due to elimination of Recreation 
Center and Tennis Center media buying. 
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Notes on Proposal/Option B: 
• Includes plans to cut media buying services for the Recreation Center 

($11,000) and Tennis Center ($5,000) to better align with the District's goals 
for these venues - primarily to serve local residents without needing to 
generate much additional revenue from visitors and non-residents. 

• Includes cuts of $11,700 from Golf budget which will cut all July and August 
advertising spending and maintain a contingency budget for September (if 
needed) and spring 2021. 

• Budgets for Diamond Peak Trade value in alignment with more accurate 
expected breakage level of 75%, bringing expected redeemed value down 
to $20,000 maximum on $80,000 of trade value. (In reality, actual breakage 
percentage typically runs around 90%.) 

• Cuts $6,000 of Trade value out of the Golf budget. 
• Saves at least $7,000 in Agency Fees due to cutbacks at Golf, and 

elimination of Recreation Center and Tennis Center media buying. 

Notes on Proposal/Option C: 
• Includes plans to cut media buying services for the Recreation Center 

($11,000) and Tennis Center ($5,000) to better align with the District's goals 
for these venues - primarily to serve local residents without needing to 
generate much additional revenue from visitors and non-residents. 

• Includes cuts of $12,000 from Diamond Peak budget which will cut funding 
from important branding-oriented campaigns. 

• Includes cuts of $18,700 from Golf budget which will cut all 2020 advertising 
spending ( except $8,800 of already committed outdoor) and maintain a 
contingency budget for spring 2021 . 

• Includes cuts of $7,666 from Facilities budget, which would eliminate 
important print and social media branding efforts. 

• Budgets for Diamond Peak Trade value in alignment with more accurate 
expected breakage level of 75%, bringing expected redeemed value down 
to $20,000 maximum on $80,000 of trade value. (In reality, actual breakage 
percentage typically runs around 90%.) 

• Eliminates all Trade value from the Golf budget. 
• Saves at least $10,000 in Agency Fees due to cutbacks at Diamond Peak, 

Golf, Facilities, and elimination of Recreation Center and Tennis Center 
media buying. 
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Staff Recommendation: 

Recognizing the Board's desire to spend less on paid advertising during the 
2020/21 Fiscal Year than previous years, Staff recommends Option B. Benefits 
include cash savings at the Recreation Center and Tennis Center - two venues 
that are primarily run as a community service vs. profit centers - as well as cuts to 
the cash budget at Golf that are in-line with expectations for this COVID-restricted 
season. The cuts to golf advertising will cut into long-term branding campaigns that 
are important for staying competitive in the crowded Lake Tahoe golf marketplace; 
however, Staff is confident the golf courses can rebound from a temporary cut in 
branding efforts. Option B will also see a reduction in the maximum amount paid 
in Agency Fees of at least $7,000 compared to the original proposal. 

Option A would give Staff more flexibility to respond to changing marketing 
conditions and instability with additional advertising spending should it be needed, 
or to reduce spending levels and save money should conditions allow. (E.g. How 
we saved $40,222 during Fiscal Year 2019/20 by cutting paid advertising 
campaigns.) However, staff is confident that if the golf season pans out as 
expected, the spending levels of Option B should be sufficient. 

Option C begins to cut into the paid advertising plans at Diamond Peak - a revenue 
source that has consistently been vital to the District's overall Community Services 
budget. These cuts will predominantly affect branding-related campaigns, the 
results of which might not be seen in the short term, but will result in long-term 
falloff of Diamond Peak's brand recognition in a crowded Lake Tahoe ski 
marketplace. Option C makes drastic cuts to the Golf advertising budgets, severely 
limiting our ability to respond to any COVID-related market disruptions this summer 
and fall. It also eliminates all Trade value from the Golf budget. Option C also 
makes significant cuts to the Facilities advertising budget, which will necessitate 
the elimination of all branding-oriented campaigns. The results of such a cutback 
likely won't be felt for two to three years as couples book wedding venues one to 
two years in advance. Given the importance of weddings revenue to the overall 
Facilities budget, and the competitive nature of the weddings business in Lake 
Tahoe, any cuts are highly discouraged. 

Predicting what advertising needs each District venue might have a full year ahead 
of time is challenging (especially given the COVID-related restrictions that may or 
may not be in place this fiscal year), but Staff will continue to be diligent in adjusting 

30 



Review, discuss and possibly approve an -15- July 29, 2020 
item for the District to enter into an agreement 
for media buying services for 
2020/21; Venues: Diamond Peak, Championship 
Golf Course, Mountain Golf Course, Facilities; Vendor: 
EXL Media. 

spending levels to be in line with District goals and changing market conditions no 
matter which option is selected. 

V. ALTERNATIVES 

Authorize a hybrid spending plan from among the different options presented. (For 
example: Choose Option C but authorize Diamond Peak spending in line with 
Option B.) 

Not authorize any of the proposed media buying budget options and direct Staff 
not to enter into a media buying agreement during the Fiscal Year 2020/21, 
understanding that doing so will leave the District's marketing plan for Fiscal Year 
2020/21 vulnerable as the Media Buying Contract is a key component to the overall 
annual marketing plan. 
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AGREEMENT FOR SERVICES . 
INCLINE VILLAGE GENERAL IMPROVEMENT DISTRICT AND EXL MEDIA 

CORPORATION 

THIS AGREEMENT ("Agreement") is entered into between Incline Village General 
Improvement District, a political subdivision of the State of Nevada (hereinafter 
referred to as "District"), on the one hand; and EXL Media Corporation, a 
corporation (hereinafter referred to as "EXL"), on the other hand and is effective 
on July 1, 2020. 

WITNESS ETH 

a) District is the owner and operator under Special Use Permit of Diamond 
Peak Ski Resort, the Championship and Mountain Golf Courses, The 
Chateau and Aspen Grove, and the Recreation Center and Tennis Center 
in Incline Village, Nevada. 

b) EXL is a media buying and placement agency, located in Incline Village, 
Nevada, with experience in media services. 

c) District desires to retain the services of EXL to provide media services. 

NOW THEREFORE, for valuable consideration, it is agreed as follows: 

SECTION 1 - Agreement. 

(a) District hereby hires EXL to provide media services described herein (the 
"Media Services"), and EXL agrees to provide the Media Services to District. 
EXL will provide the Media Services to District within the timeline set 
between the IVGID Marketing Department and EXL. The IVGID General 
Manager or the IVGID Marketing Manager shall approve the final form of the 
Media Services for the ski resort, tennis, golf and facilities. No media 
services contracts will be finalized without the prior written approval by the 
General Manager or the IVGID Marketing Manager 

(b) District shall pay EXL a separate amount for each media service. The 
breakdown and total amount for the fiscal year of July 1, 2020 - June 30, 
2021 is as follows: 

Total contract not-to-exceed: $TBD 
• Cash Media: $TBD 

o Diamond Peak: $TBD 
o Golf: $TBD 
o Facilities: $TBD 
o Recreation Center: $TBD 

1 
33 



AGREEMENT FOR SERVICES 
INCLINE VILLAGE GENERAL IMPROVEMENT DISTRICT AND EXL MEDIA 

CORPORATION 

o Tennis Center: $TBD 
• Trade Media: $TBD 

o Diamond Peak: $TBD 
o Golf: $TBD 

• Agency Fees: billed at $125 per hour, not to exceed $TSO 

Cash and trade budgets cover funds for media purchases from third parties. 
When trade is issued to a third party, IVGID services and products will be 
taken at full rack rate. EXL doesn't have any autonomy in discounting 
IVGID's services and products. Trade is to be used when possible in 
exchange for cash to help contribute to the overall value of the media buy. 

In case additional needs arise, District will pay EXL an additional fee as 
agreed by both parties prior to executing the additional project. The amount 
will be separated in individual invoices for different District recreational 
facilities and shall be due upon EXL's delivery and District's acceptance of 
the finished Media Services. EXL will charge a fee of $125 per hour for the 
development of each media plan. This fee will not surpass 40 hours or 
$5,000 for each campaign and will only be charged if the media plan is not 
placed. 

(c) The individual obligations of District and EXL in performing this Agreement 
are set forth below. 

SECTION 2 - EXL's Obligations. 

( a) EXL will provide District with a selection of Media Services for use by District 
recreational facilities for the July 1, 2020 - June 30, 2021 fiscal year. The 
Media Services will include, but are not limited to, at least the following: 

1) Radio 

2) Outdoor 

3) Television/Cable 

4) Digital/Internet/Mobile 

5) Print 

6) Promotions 

7) Specialty Media 

8) Outdoor Production Coordination 
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9) Advertising Performance Analytics & Tracking 

(b) EXL shall consult with District to provide District the opportunity for input on 
the selected Media Services. District will have final approval on all media 
buying and placement, and District's Marketing Manager shall sign off on all 
media buying budgets and plans before any placements are made on 
District's behalf. Media buying budgets and plans shall be evaluated and 
potentially adjusted at least quarterly, with District's Marketing Manager 
signing off on any changes. 

( c) EXL shall not exceed the total amount budgeted for media for the services 
described above and will not incur any costs above and beyond set budget 
unless additional costs are authorized by District in writing. 

(d) EXL will consider performing additional projects from the District not stated 
in this contract on as-needed basis and will provide estimates for each 
project prior to execution. 

(e) EXL will provide copies of original invoices from third party vendors attached 
to EXL invoice. 

(f) EXL will pay all invoices from media/vendors on behalf of District within thirty 
(30) days of receipt of payment from District for the same invoices. EXL 
agrees that any and all media/vendors shall look to EXL for payment upon 
proof of payment by District to EXL for invoices in question. 

(g) EXL will coordinate with and provide creative agencies selected by District 
Marketing Department with all creative deadlines and make sure media 
deadlines are met. 

(h) Non-Disclosure Obligations. EXL acknowledges and agrees that during its 
performance under this Agreement, it may learn of, be exposed to or come 
into possession_ of certain 11 Confidential Information. 11 Confidential 
Information is defined as information developed or owned by District or 
entrusted to District by others. Confidential Information includes, but is not 
limited to, financial information, business strategy, marketing calendars, 
inventory levels and best sellers, partnerships, and customer contact 
information. EXL agrees that it will not, directly or indirectly, (i) use such 
Confidential Information except as required in the normal and proper course 
of performing the Services defined in this Agreement or other obligations as 
contemplated hereunder; (ii) disclose such Confidential Information to any 
other person, corporation or entity; or (iii) allow a third party access to such 
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Confidential Information (except as otherwise may be required by law) 
without, in each case, obtaining the prior written approval of District. EXL 
agrees to protect all information including, but not limited to documents, 
electronic records, tapes and other media in which the Confidential 
Information is contained (the "Confidential Documents"). EXL further 
acknowledges and agrees that the Confidential Documents are, and shall 
remain, the sole and exclusive property of District. EXL shall not copy any 
Confidential Documents or remove any Confidential Documents, or copies 
thereof, from District premises, except as required by the normal and proper 
course of performing the services or other obligations hereunder. EXL 
agrees to return to District promptly upon request any and all property of 
District, including but not limited to the Confidential Documents and copies 
thereof, in EXL1s possession or control. 

SECTION 3 - District's Obligations. 

(a) District will provide EXL with customer research and will assist with 
information and strategy to complete media services. 

(b) District reserves the right to modify, reject, cancel or stop any and all plans, 
schedules or work in progress, and in such event, EXL shall immediately 
take proper steps to carry out District's instructions. In turn, District agrees 
to assume liability for all such commitments and to pay EXL, in accordance 
with the provisions of this agreement, any and all proper charges earned 
and incurred by EXL in connection with such work up to the time of its 
discontinuance, cancellation or modification. District agrees to indemnify, 
defend and hold harmless EXL for any claim or liability incurred by EXL 
under any agreement entered into by EXL for the benefit of District and 
which is modified by the District and pursuant to the terms hereof. IVGID 
understands that outdoor contracts are non-cancelable once approved. The 
agency fee is based upon an hourly rate of $125 per hour as documented 
by EXL Media and invoiced monthly, and if the contract is cancelled by 
IVGID, no further agency fees will be due except those required to facilitate 
the return of IVGID's Confidential Information and hand off any existing 
media buying commitments. 

( c) District will pay EXL for the Media Services as set forth in Section 1 (b) 
above. 
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SECTION 4 - Relationship and Responsibility. 

(a) This Agreement is for the provision of services, and is limited to the services 
described herein. District and EXL agree that EXL is an independent 
contractor providing services to District, and neither EXL nor any employee 
or agent hired by EXL is or shall be considered an employee or agent of 
District. 

(b) EXL shall be responsible for all required licenses and permits for the 
services as specified. EXL shall be solely responsible for all agents and 
employees used by EXL and for all matters relating thereto, including 
payment for services. 

(c) EXL shall defend, indemnify and hold District harmless from any and all 
matters relating to or arising from the performance of the services described 
herein, and from any claims against District by any agents or employees of 
EXL, except those claims which are determined to be the direct result of 
separate and independent negligence by District or its employees. 

(d) This Agreement is cancelable upon thirty (30) days' notice by either party. 
In such event, District shall only pay EXL for media services actually 
performed and completed. This agreement is for a time period of one (1) 
year and may be renewed upon agreement. 

(e) District agrees to indemnify, defend and hold EXL harmless against any loss 
and expense, including reasonable attorney's fees and court costs incurred 
as the result of any claim, suit or proceeding made or brought based upon 
the content of any advertising material prepared or placed for District by 
EXL, notwithstanding the fact that any such material may have been 
approved by District. District will have the right to defend or settle any such 
claim, suit, or proceeding at its own expense. District's obligation to 
indemnify EXL shall include any claims by third parties based upon 
trademark, copyright or other infringements of intellectual property rights. 

(f) EXL agrees to indemnify, defend and hold the District, its officers, directors, 
employees and representatives harmless, against any loss, damage, claim 
or expense in connection with or arising out of the breach or negligence or 
fault of EXL pursuant to the performance of services under this agreement 
or as a result of EXL's representations to third parties contrary to the scope 
of EXL's responsibilities hereunder. 
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SECTION 5. Miscellaneous. 

(a) This Agreement is entered into and shall be performed in Washoe County, 
Nevada, and venue for any action arising from this Agreement shall be 
limited to Washoe County, Nevada. 

(b) This Agreement and the rights and obligations of the parties hereunder may 
not be assigned by either party without the express prior written consent of 
the other party. 

(c) No provision of this agreement shall be deemed a waiver of District's 
sovereign immunity beyond that presently provided by Nevada law. 

IN WITNESS WHEREOF, the parties have executed this Agreement as of the date 
set forth opposite each signature below. 

EXL MEDIA CORPORATION 

By:--------------
Name: Wendy Hummer 
Title: President 

Date 

INCLINE VILLAGE GENERAL IMPROVEMENT DISTRICT 

By:--------------
Name: Indra Winquest 
Title: District General Manager 

Reviewed as to form: 

By:--------------
Name: Joshua Nelson 
Title: District General Counsel 

6 

Date 

Date 

-------

-------

-------
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