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Marketing, Branding and Public Relations Services
RFP #745-11329

Submitted by

Upscale Events by Mosaic, LLC d.b.a. The Mosaic Group
Ann Marie Sorrell, President & CEO

405 N. Avenue of the Arts
Ft. Lauderdale, FL 33311

(954) 522-2290
www.upscalebymosaic.com

City of Ft. Lauderdale
Procurement Services Division, Room 619

City Hall
100 North Andrews Avenue • Ft. Lauderdale, FL  33301
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BID/PROPOSAL & SIGNATURE PAGE1
BID/PROPOSAL SIGNATURE PAGE

How	to	submit	bids/proposals:	 	Proposals	must	be	submitted	by	hard	copy	only.	 It	will	be	the	sole	responsibility	of	the	Bidder	to	
ensure that the bid reaches the City of Fort Lauderdale, City Hall, Procurement Services Division, Suite 619, 100 N. Andrews Avenue, 
Fort	 Lauderdale,	 FL	33301,	prior	 to	 the	bid	opening	date	and	 time	 listed.	 	Bids/proposals	 submitted	by	 fax	or	email	will	NOT	be	
accepted.   

The	below	signed	hereby	agrees	to	furnish	the	following	article(s)	or	services	at	the	price(s)	and	terms	stated	subject	to	all	instructions,	
conditions,	specifications	addenda,	legal	advertisement,	and	conditions	contained	in	the	bid.		I	have	read	all	attachments	including	
the	specifications	and	fully	understand	what	is	required.		By	submitting	this	signed	proposal	I	will	accept	a	contract	if	approved	by	the	
CITY	and	such	acceptance	covers	all	terms,	conditions,	and	specifications	of	this	bid/proposal.

Please Note: 	All	fields	below	must	be	completed.	If	the	field	does	not	apply	to	you,	please	note	N/A	in	that	field.

Submitted by: 
(signature)  (date) 

Name:   Ann Marie Sorrell  Title:	President & CEO
Company: (Legal Registration)	Upscale	Events	by	Mosaic,	LLC	dba	The	Mosaic	Group	

CONTRACTOR, IF FOREIGN CORPORATION, MAY BE REQUIRED TO OBTAIN A CERTIFICATE OF AUTHORITY FROM THE DEPARTMENT 
OF STATE, IN ACCORDANCE WITH FLORIDA STATUTE §607.1501 (visit http://www.dos.state.fl.us/ ).

Address:  405 N Avenue of the Arts (NW 7th Avenue)
City:  Ft. Lauderdale       State:  FL  Zip: 33311
Telephone	No.:	 (954) 522-2290    FAX No.:  Email: asorrell@upscalebymosaic.com 
Delivery:	Calendar	days	after	receipt	of	Purchase	Order	(section	1.02	of	General	Conditions):		 30 days

Payment	Terms	(section	1.04):	 45 days  	Total	Bid	Discount	(section	1.05):	 2% net 30

Does	your	firm	qualify	for	MBE	or	WBE	status	(section	1.09):	 MBE	 X   WBE  X 

ADDENDUM	ACKNOWLEDGEMENT	-	Proposer	acknowledges	that	the	following	addenda	have	been	received	and	are	included	in	the	
proposal:

Addendum No. Date Issued 
Addendum No. 1  April 1, 2014 2:41pm

P-CARDS:  Will your firm accept the City’s Credit Card as payment for goods/services?

YES  X NO 

VARIANCES:	 	 State	 any	 variations	 to	 specifications,	 terms	 and	 conditions	 in	 the	 space	 provided	below	or	 reference	 in	 the	 space	
provided below all variances contained on other pages of bid, attachments or bid pages.  No variations or exceptions by the Proposer 
will be deemed to be part of the bid submitted unless such variation or exception is listed and contained within the bid documents 
and	referenced	 in	the	space	provided	below.	 	 If	no	statement	 is	contained	 in	the	below	space,	 it	 is	hereby	 implied	that	your	bid/
proposal complies with the full scope of this solicitation. HAVE	YOU	STATED	ANY	VARIANCES	OR	EXCEPTIONS	BELOW?	BIDDER	MUST	
CLICK	THE	EXCEPTION	LINK	IF	ANY	VARIATION	OR	EXCEPTION	IS	TAKEN	TO	THE	SPECIFICATIONS,	TERMS	AND	CONDITIONS.	If	this	
section	does	not	apply	to	your	bid,	simply	mark	N/A	in	the	section	below.	
Variances:                                                                

revised 11-29-11
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COST PROPOSAL 2
Cost	 to	 the	City:	Contractor	must	quote	firm,	fixed,	annual	 rate	 for	all	 services	 identified	 in	 this	 request	 for	
proposal.		This	firm	fixed	annual	rate	includes	any	costs	for	travel	to	the	City.		No	other	costs	will	be	accepted.		
This	firm	fixed	annual	rate	will	be	the	same	for	the	initial	contract	period.

Failure to use the City’s COST PROPOSAL Page and provide costs as requested in this RFP, may deem your 
proposal non-responsive.

TOTAL ANNUAL FIRM FIXED FEE (INITIAL	CONTRACT	PERIOD):			$247,500 /Annually

PROJECT DELIVERABLE: Project Management 
ESTIMATED HOURS:  300 COST: $37,500

PROJECT DELIVERABLE: Creative 
ESTIMATED HOURS:  300 COST: $37,500

PROJECT DELIVERABLE: Public Relations 
ESTIMATED HOURS:  250 COST: $31,250

PROJECT DELIVERABLE: Content Development 
ESTIMATED HOURS:  50 COST: $6,250

PROJECT DELIVERABLE: Interactive Web 
ESTIMATED HOURS:  200 COST: $25,000

PROJECT DELIVERABLE: Social Media Marketing 
ESTIMATED HOURS:  100 COST: $12,500

PROJECT DELIVERABLE: Community Outreach 
ESTIMATED HOURS:  200 COST: $25,000

PROJECT DELIVERABLE: Consulting 
ESTIMATED HOURS:  100 COST: $12,500

PROJECT DELIVERABLE: Team Strategic Marketing Development 
ESTIMATED HOURS:  400 COST: $50,000

PROJECT DELIVERABLE: Administrative/In-Direct 
ESTIMATED HOURS:  80 COST: $10,000

  GRAND TOTAL: $247,500

 
 
CAM # 16-1374 

Exhibit 2 
Page 75 of 117



REQUIRED DOCUMENTS3
NON-COLLUSION STATEMENT:

By	signing	this	offer,	the	vendor/contractor	certifies	that	this	offer	is	made	independently	and	free	from	collusion.	
Vendor	shall	disclose	below	any	City	of	Fort	Lauderdale,	FL	officer	or	employee,	or	any	relative	of	any	such	
officer	or	employee	who	is	an	officer	or	director	of,	or	has	a	material	interest	in,	the	vendor’s	business,	who	is	in	
a	position	to	influence	this	procurement.	

Any	City	 of	 Fort	 Lauderdale,	 FL	officer	 or	 employee	who	has	 any	 input	 into	 the	writing	of	 specifications	or	
requirements,	solicitation	of	offers,	decision	to	award,	evaluation	of	offers,	or	any	other	activity	pertinent	to	
this	procurement	is	presumed,	for	purposes	hereof,	to	be	in	a	position	to	influence	this	procurement.	

For purposes hereof, a person has a material interest if they directly or indirectly own more than 5 percent of the 
total	assets	or	capital	stock	of	any	business	entity,	or	if	they	otherwise	stand	to	personally	gain	if	the	contract	is	
awarded to this vendor.

In	accordance	with	City	of	Fort	Lauderdale,	FL	Policy	and	Standards	Manual,	6.10.8.3,	

3.3. City employees may not contract with the City through any corporation or business entity in which they or 
their	immediate	family	members	hold	a	controlling	financial	interest	(e.g.	ownership	of	five	(5)	percent	or	more).	

3.4.	Immediate	family	members	(spouse,	parents	and	children)	are	also	prohibited	from	contracting	with	the	
City	subject	to	the	same	general	rules.

Failure of a vendor to disclose any relationship described herein shall be reason for debarment in accordance 
with the provisions of the City Procurement Code.

NAME	 RELATIONSHIPS

In the event the vendor does not indicate any names, the City shall interpret this to mean that the vendor 
has indicated that no such relationships exist.
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LOCAL BUSINESS PREFERENCE CERTIFICATION STATEMENT

The	 Business	 identified	 below	 certifies	 that	 it	 qualifies	 for	 the	 local	 BUSINESS	 preference	 classification	 as	
indicated	herein,	and	further	certifies	and	agrees	that	it	will	re-affirm	its	local	preference	classification	annually	
no later than  thirty (30) calendar days prior to the anniversary of the date of a contract awarded pursuant to 
this	ITB.	Violation	of	the	foregoing	provision	may	result	in	contract	termination.

1. is a Class A	Business	as	defined	in	City	of	Fort	Lauderdale	Ordinance	No.	C-12-04,	Sec.2-199.2.		A	copy	of
the	City	of	Fort	Lauderdale	current	year	Business	Tax	Receipt	and a complete list of full-time employees
and their addresses shall be provided within 10 calendar days of a formal request by the City.

Business Name

2. is a Class B	Business	as	defined	in	the	City	of	Fort	Lauderdale	Ordinance	No.	C-12-04,	Sec.2-199.2.	A	copy
of	the	Business	Tax	Receipt	or a complete list of full-time employees and their addresses shall be provided
within 10 calendar days of a formal request by the City.

Business Name

3. is a Class C	Business	as	defined	in	the	City	of	Fort	Lauderdale	Ordinance	No.	C-12-04,	Sec.2-199.2.		A	copy
of	the	Broward	County	Business	Tax	Receipt	shall	be	provided	within	10	calendar	days	of	a	formal	request
by the City.

Business Name

4. requests a Conditional Class A	 classification	as	defined	 in	 the	City	of	 Fort	 Lauderdale	Ordinance	No.
C-12-04,	Sec.2-199.2.	Written	certification	of	intent	shall	be	provided	within	10	calendar	days	of	a	formal
request by the City.

Business Name

5. requests a Conditional Class B	 classification	as	defined	 in	 the	City	of	 Fort	 Lauderdale	Ordinance	No.
C-12-04,	Sec.2-199.2.	Written	certification	of	intent	shall	be	provided	within	10	calendar	days	of	a	formal
request by the City.

Business Name

6. is considered a Class D	Business	as	defined	in	the	City	of	Fort	Lauderdale	Ordinance	No.	C-12-04,	Sec.2-
199.2. and does not qualify for Local Preference consideration.

Business Name

BIDDER’S	COMPANY:		Upscale	Events	by	Mosaic	LLC,	dba	The	Mosaic	Group	

AUTHORIZED	COMPANY	PERSON:	 Ann Marie Sorrell  4/7/2014 
NAME	 SIGNATURE	 DATE
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LETTER OF INTEREST 4
City of Ft. Lauderdale
Procurement Services Division, Room 619
City Hall
100 North Andrews Avenue
Ft. Lauderdale, FL  33301

April 7, 2014

Re: RFP #745-11329| Marketing, Branding and Public Relations Services

Dear	Procurement	Officer:

We	are	pleased	to	submit	our	letter	of	interest	to	offer	Marketing,	Branding	and	Public	Relations	services	for	the	
City of Ft. Lauderdale’s Northwest-Progresso-Flagler Heights Community Redevelopment Agency (NPF CRA).  
We	understand	your	needs	and	bring	a	tremendous	amount	of	experience	in	branding,	marketing	strategies,	
media campaigns, advertising, public involvement, and government relations.  

The	Mosaic	Group	and	its	team	Moetiv8	Marketing,	Inc.	and	MediumFour	are	Broward	County,	women-owned	
and	minority	 firms	 respectively.	 Our	multi-cultural	 team	 has	 the	 experience	 and	 background	 to	 serve	 the	
diverse	makeup	of	the	City	of	Ft.	Lauderdale	Northwest-Progresso-Flagler	Heights	region.			The	Mosaic	Group	is	
a	full	service	marketing,	public	relations,	events	management,	and	government	relations	firm	with	offices	in	Ft.	
Lauderdale and West Palm Beach, Florida. Our team has over 160 years of combined experience.  Mosaic was 
incorporated in 2005 and has served over 100 clients locally, regionally, and globally.

Team Leader/Project Manager, Ann Marie Sorrell	has	more	than	ten	years’	experience	in	branding,	marketing,	
public	relations	and	event	production.		She	is	the	President	&	CEO	of	The	Mosaic	Group,	a	South	Florida	based	
M/W/SBE	marketing	and	public	relations	firm	where	she	has	managed	more	than	100	campaigns	and	clients	
ranging from budgets of $10,000 to $1 million.

Deputy Project Manager, Valerie Snow, a Broward County resident and business owner, has more than 19 
years	experience	in	creative,	advertising,	branding,	strategic	marketing.	She	is	the	President	and	Chief	Creative	
Officer	of	Moetiv8	Marketing,	Inc.	Valerie	has	served	as	brand	manager	and	account	executive	for	some	of	the	
leading brands in tourism and hospitality across North America and the Caribbean, as well as several local 
government and Community Redevelopment Agencies including  the City of Hollywood Beach CRA and the City 
of Hallandale Beach CRA. 

Our team also includes the following members: 

Creative Director, Michael Hall, a Broward County resident and business owner has more than 15 years of 
graphic	design	experience	and	12	 years	of	marketing	experience.	 	He	 is	 a	Managing	Partner	 and	Marketing	
Director	for	MediumFour	and	has	experienced	every	aspect	of	the	industry	from	corporate	to	agency	to	nonprofit	
as well as magazine and print experience. Michael has created a process termed “Brand Psychology” which 
ensures	that	client	projects	transcend	designs	that	are	simply	visually	pleasing,	but	will	be	remembered	and	
positively	resonate	with	an organization’s	target	market.	
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Community Outreach Director, Kathy Eggleston boasts a 25-year career in corporate communications and 
philanthropy helping businesses to succeed by empowering their people and strengthening their communities. 
She became a leading force in the redevelopment of midtown Ft. Lauderdale as co-founder of Avenue of the Arts 
Executive	Suites,	a	prime	office	space	designed	to	help	small	businesses	and	professional	practices	grow	more	
business	in	South	Florida.	For	this	and	her	two-decade	record	of	launching	community	projects	that	sustain	
themselves	over	 time,	 in	 2011	 she	was	honored	by	Leadership	Broward	as	 Leader	of	 the	Year	and	 “Avenue	
Executive” was named the City of Fort Lauderdale’s best low-rise commercial renovation of the year.

Economic & Business Development Consultant, Paul White began his career in city management at the age 
of	26	and	now	has	over	twenty	years	of	experience	in	executive	positions.	Mr.	White	has	served	in	key	executive	
positions in communities with populations in excess of 300,000 and has served as the Chief Executive in 
Gainesville,	Florida;		Assistant	City	Manager	for	the	City	of	Riviera	Beach;	has	led	major	economic	development	
efforts	in	Cincinnati,	Ohio	and	Atlanta,	Georgia;	and	has	served	as	the	interim	Community	Development	Officer	
for the Riviera Beach Community Redevelopment Agency.

Our	 team	has	provided	 local,	 regional,	 statewide,	and	national	marketing	and	media	campaigns	 for	 clients	
including	City	of	Hallandale	Beach,	City	of	Miami	Gardens,	City	of	Lauderhill,	City	of	West	Park,	City	of	West	
Palm Beach, South Florida Water Management District, Florida Department of Environmental Protection, and 
more.	Our	team	also	has	CRA	staff/management	experience	with	Gainesville.	CRA	and	the	Riviera	Beach,	Florida	
CRA.	In	addition,	it	is	no	secret	that	our	frontline	team	has	direct	access	to	media	outlets	locally,	throughout	the	
state and nationally—allowing a more hands-on approach to organize, inform, and engage.  We blend in and 
we	can	stand	out!	The	Mosaic	team	understands	the	sensitivity	of	providing	the	Ft.	Lauderdale	residences	and	
the business community with timely information regarding initiatives, events and activities.  We believe our 
team	encompasses	the	knowledge,	experience,	creativity,	and	innovation	necessary	to	meet	your	objectives	
and	exceed	your	expectations	efficiently	and	effectively.	

Thank	you	for	the	opportunity	to	win	your	business.	We	look	forward	to	working	with	your	team	to	provide	
seamless solutions. Feel free to contact me directly at (561) 531-4046 or asorrell@upscalebymosaic.com. 

Ann Marie Sorrell
President & CEO
The	Mosaic	Group
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STATEMENT OF PROPOSED SERVICES5

Lead Company Information:
UPSCALE EVENTS BY MOSAIC, LLC D.B.A. THE MOSAIC GROUP
Fort Lauderdale O©ice West Palm Beach O©ice
405	N.	Avenue	of	the	Arts	(NW	7th	Avenue)	 2930	Okeechobee	Blvd.	Ste	207
Ft. Lauderdale, FL 33311 West Palm Beach, FL 33409
(954) 522-2290	•	Office (561) 290-6739	•	Office	/		(866)	711-0987	•	Fax

Website: www.upscalebymosaic.com
FED ID: 20-3345305
Incorporated: August 22, 2005

Primary Contact Person:
Ann	Marie	Sorrell		/	Project	Manager
(561) 531-4046 • Mobile
asorrell@upscalebymosaic.com

Secondary Contact Person:
Valerie	Snow	/	Deputy	Project	Manager
(954) 993-3293 • Mobile
valerie@moetiv8.com

Additional Team Members:
Kathy Eggleston, Community Outreach Director
Dante’ Fillyau, Web Developer
Michael Hall, Creative Director
Alvin	Jackson,	Business	&	Workforce	Development	Consultant
Sophia Nelson, Public Relations Manager
Latoya Stirrup, Digital-Media Manager
Paul White, Economic & Business Development Consultant

Core Competencies
• Marketing • Public	Relations • Digital	Media
• Government	Relations • Event	Management • Community	Engagement
• Multicultural	&	Grassroots	Outreach

Awards & Honors
Business	Matchmaker	Small	Business	Advocate	of	the	Year	
South Florida Business Leader Women Extraordinaire

CAPABILITY & APPROACHA
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MISSION CAPABILITY & AGENCY OVERVIEW
The Mosaic Group is Your Visibility team!
The	Mosaic	 Group	 is	 a	 full	 service	 public	 relations/involvement,	marketing	 and	 government	 relations	 firm	
based in South Florida.  Mosaic is comprised of a strategic team of experienced, well-connected and creative 
individuals.		Everything	we	do	is	driven	by	our	tag	line,	Your	Visibility	Team.	

Our mission is to build credibility and increase visibility for our clients.  We strive to provide the highest quality 
of customer care and innovative solutions.   

Mosaic	and	its	partners	Moetiv8	and	MediumFour	work	with	a	diverse	array	of	government	agencies,	non-profits	
and businesses in numerous industries throughout the country. We have over 160 years of combined experience, 
and	 serve	 our	 clients	 with	 a	 unique	 approach	 of	 combining	 traditional	marketing,	 advertising,	 and	 public	
relations with new media, grassroots community outreach, reputation management, crisis communications, 
public	 information,	 issues	management	 and	 advanced	 technology.	 	We	 know	 how	 to	 bring	messages	 to	 a	
resident’s	doorstep	or	stakeholder’s	attention.	Our	expertise	with	diverse	markets	gives	our	clients	access	to	
important minority consumers with the right media and the right message.

What separates us from our competition is simple: we provide the total solution, a one-stop-shopping 
experience.	 We	 advise,	 direct,	 consult,	 plan,	 manage,	 organize,	 create,	 and	 coordinate	 ...	 we	 make	 it	 all	
happen,	the	way	you	want	it	to	happen,	efficiently,	effectively	and	successfully.	Our	business	is	to	make	your	
job	easier.	This	personal	attention	ensures	that	everything	runs	smoothly,	with	our	capabilities	limited	only	by	
your imagination and budget.

Whether	you	need	a	marketing	department	or	just	an	extension	of	your	team,	partnering	with	The	Mosaic	Group	
will	provide	a	unique,	out-of-the-box	experience	that	will	ensure	convenience,	efficiency	and	consistency	while	
helping	 your	 organization	 achieve	 its	 financial	 and	 visibility goals.	 	We	would	welcome	 the	 opportunity	 to	
provide this service to you.

OUR SERVICES
The	Mosaic	Group	has	produced	a	wide	variety	of	 creative	services	 for	 its	100+	 list	of	 satisfied	clients.	 	Our	
services include the following:

PUBLIC RELATIONS 
An energetic and dynamic team of PR practitioners is committed to helping clients maintain goodwill with their 
customer	base	and	obtain	the	publicity	they	need	to	soar	to	the	next	level.		Some	of	the	many	services	offered	
include:

• Media Stories & Articles
We	have	the	right	stuff!	 	From	media	releases	to	feature	stories,	to articles	and	editorials,	we	develop	
exciting newsworthy promotional information for the electronic and print media in order to garner 
publicity in your targeted audience. 

• Community Outreach
We	know	and	speak	to	the	community	like	no	one	else.	From	grassroots	organizations	and	civic	groups	
to	public	opinion	leaders	and	elected	officials,	to	target	niche	groups,	we	provide	a	direct	hit	to	penetrate	
your	message	in specific	communities.

• Publicity
We go public with publicity! We serve as your publicist, outline your promotional campaign, represent 
you	at	meetings,	and	enhance	your	image	to	the	public	and	private	sector	like	no	one	else	can.
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• Diversity Training
We	are	dynamic	with	diversity!	We	organize	and	lead	interactive	diversity	training	workshops	designed	to	
meet	the	needs	of	client	multicultural	audiences	and	staff.

MEDIA RELATIONS
The	media	relations	team	works	closely	with	public	relations	and	handles	writing	initiatives	as	well.		Competent	
and dependable, they strive to help clients establish good media relations, and position them to obtain the 
best	and	optimal	coverage	possible.	Some	of	the	many	services	offered	include:

• Media Kits
We use the right way to promote you every day! We write and develop both print and electronic media 
kits	 consisting	of	news	 releases,	 fact	 sheets,	 corporate	and	management	bios	and	more,	 to	help	you	
engage and capture the media’s attention.  

• Media Distribution
We distribute the news the media can use!  We use our state-of-the-art distribution methods to distribute 
your news releases and information to print and electronic media.

• Media Pitching
We	pitch	without	a	hitch!	We	follow	up	with	the	media	after	sending	your	information	with	promising	
pitches	that	are	sure	to	result	in	print,	radio	and/or	TV	media	coverage.	

MARKETING
The	marketing	 team	 is	 the	 link	 between	Mosaic	 and	 its	 prospects	 and	 clients.	 	 Every	 day,	 a	 talented	 team	
of	 creative	marketing	professionals	work	diligently	 to	brand	 clients	 in	 the	hearts	 and	minds	of	 their	 target	
audiences,	using	strategic	sales	and	marketing	techniques.		Some	of	the	many	services	offered	include:

• Brand Marketing
Image	is	everything.	We	use	a	number	of	marketing	techniques	to	brand	you	in	the	hearts	and	minds	of	
your target audience.

• Creative Taglines and Slogans
We’re sensational at developing slogans!  We brainstorm on potential taglines that will help you obtain 
top of mind awareness among your target audience.

• Marketing Plans
We	plan	it	out	like	no	one	else!		We	develop	comprehensive	marketing	plans	outlining	creative	strategies	
and	timelines	to	help	you	reach	your	goals	and	objectives.

• Contract Development
We	develop	contracts	that	make	an	impact!		Our	creative	team	works	cohesively	to	develop	a	winning	
proposal	that	will	make	a	dynamic	first	and	lasting	impression.

• Creative Copywriting
We	write	 to	excite!	 	We	develop	copy	 for	newsletters,	brochures,	flyers,	websites,	 etc.	 for	a	wealth	of	
promotional campaigns.

• Surveys
We	develop	surveys	with	quality,	substance	and	style!	We	help	implement	your	campaign	and	project	
with	print	and	electronic	surveys	and	questionnaires	designed	to	obtain	effective	results	that	provide	a	
dynamic impact.

• Special Promotions
We	put	our	team	in	motion	to	help	you	get	promotion!	We	know	that	promotion	is	the	best	way	to	get	
noticed!  So, we promote you, your group and/or organization for the optimum and best coverage in 
local,	regional,	or	national	markets.
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ADVERTISING 
The	advertising	team	goes	above	and	beyond	the	call	of	duty	to	help	you	gain	the	visibility	you	need!			Some	of	
the	many	services	offered	include:

• Print Advertising
We	create	ad-citement!	 It	 is	our	business	to	create,	design,	and	place	eye-catching	ads	as	part	of	our	
comprehensive	marketing	campaign	 that	 seeks	 to	develop,	enhance	and	maximize	exposure	 for	you,	
your services and events.

• Radio Advertising
We create sound campaigns!  Our creative team writes and develops exciting radio scripts, commercials 
and	jingles	that	can	be	heard	on	radio	stations	nationwide.

• Television Advertising
We	believe	 that	 seeing	 is	 believing!	 	We	write,	 create	 and	develop	 exciting	 TV	 scripts	 for	 videos	 and	
commercials that can be seen nationwide.

• Focus Groups and Testing
We	focus	on	your	needs	to	make	the	difference	of	a	 lifetime!	 	We	plan,	conduct,	 lead,	and	implement	
small and large focus group sessions to test our award winning advertising campaigns among various 
target audiences.  We even have a focus group room in our corporate facility!

• Media Buying
We	can	help	you	buy	ad	space	in	just	about	every	place!	The	Mosaic	Group	has	the	media	buy	experience	
and	the	staff	to	make	your	media	campaign	not	only	the	most	cost-efficient,	but	one	that	is	heard	and	
seen by the people you want to reach. With our strategies and contacts, we generate the most impressions 
and points possible within your budget.

GRAPHIC DESIGN 
A	creative	team	of	professionals	work	cohesively	to	develop	fresh	and	cutting	edge	campaigns	using	state	of	
the	art	Macintosh	computers	and	creative	software,	including	Adobe	PhotoShop,	Illustrator,	MacroMedia	Flash,	
and	much	more.		Some	of	the	many	services	offered	include:

• Corporate Logos
Our logos are always a go!  We develop creative and dynamic logos that help your target audience to 
immediately identify your organization.

• Collateral Development
We let your design shine! We create and develop letterhead with your selected logo, brochures, newsletters 
and special publications that will help your organization shine!

• Print Ads
We	develop	ads	that	are	meant	to	be	in	print!		We	create,	layout	and	design	print	ads	that	will	make	a	
lasting impression.

• Signage
We	keep	up	with	the	signs	of	the	time!	We	develop	signs	(both	promotional	and	directional),	banners	and	
creative products in order to get your target audience to notice your service, organization or program.

MULTIMEDIA DESIGN  
Our	creative	multimedia	team	is	ready	to	tackle	any	project	of	any	size.	 	Some	of	the	many	services	offered	
include:

• Flash Presentations
We	design	PowerPoint	and	multimedia	presentations	in	a	flash!		Whether	you	want	us	to	add	graphic	and	
visual	images	or	sound	effects,	we	can	handle	any	task	you	ask.

• Interactive Kiosks
We	provide	education	through	innovation!		We	create	and	develop	digital	kiosks,	self-contained	products,	
which can serve as powerful informational tools.  
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• Interactive CDs
We	make	developing	interactive	CDs	as	easy	as	A-B-C-D!		We	handle	everything	from	graphic	design	to	
label	creation	to	file	downloading.		

WEB-BASED DESIGN 
An	 innovative	 team	works	 diligently to	 design	 and	 implement	 Internet-friendly	 and	 totally	 cool	web-based	
products.		Some	of	the	many	services	offered	include:

• Website Development
We create websites that are out of site! We create interactive websites with visionary designs, animation, 
and graphic images.  From a homepage to other web products, our creative websites are innovative and 
user-friendly.

• Electronic Newsletters
We design electronic newsletters that are electric! We develop creative and customized newsletters that 
can be delivered to your target audience subscribers automatically via e-mail.

• Screensavers
We save the day with our dynamic screensavers!  We develop high quality and animated images for your 
desktop.

OUR APPROACH TO PUBLIC RELATIONS & MARKETING PROGRAMS

We	take	a	client	focused,	team	centric	approach	to	providing	services.		As	such,	the	needs	of	our	clients	take	
center	stage	and	we	focus	on	getting	things	done.		Team	members	with	specialized	skills	are	utilized	to	complete	
specific	 scopes	 of	 work	 -	 whether	 it	 is	 creative	 design,	 events	 management,	 public	 relations,	 community	
outreach or media buying – our team centric approach allows us to deliver on budget and surpass our client’s 
expectations.  

In	an	effort	to	“get	it	done”	for	our	Clients,	the	Mosaic	team	is	committed	to	working	smart	and	working	hard.		
Our four point operational process ensures that we meet and exceed our client’s expectations on time and on 
budget.

Understand & Define
During	this	phase,	your	account	manager	will	work	with	you	to	 learn	about	your	vision,	your	organization’s	
positioning,	and	your	needs.		We	will	then	create	an	action	plan	that	uses	sound	marketing	principles,	while	
working	within	the	confines	of	your	budget.

Develop Campaign
Next,	your	Mosaic	team	will	create	a	campaign	and/or	plan	of	action	and	with	feedback	from	you	will	test	and	
refine	the	campaign/plan.	

Campaign Testing & Evaluation
We	know	how	critical	stakeholder	buy-in	is	for	our	public	affairs	clients.		Therefore	our	pre-testing	efforts	may	
include	conducting	focus	groups	and	interviews	to	obtain	feedback	and	buy	in	from	community	residents.

Campaign Launch
Once	all	aspects	of	project	development	have	been	covered,	we	will	complete	the	final	product	and	launch	the	
campaign.		We	will	also	keep	an	open	line	of	communication	with	you	after	implementation	to	ensure	positive	
results and overall customer satisfaction.
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PROVEN EXPERIENCE & QUALIFICATIONS
The	Mosaic	Group	 and	 its’	 partners,	 has	 a	wealth	 of	 experience	 in	 creating,	 planning	 and	 executing	public	
relations	and	marketing	campaigns	on	a	local,	statewide,	national	and	international	level,	as	cited	below:

ENTITY: New England Development 
PROJECT: Marketing,	Community	Outreach,	Public	Relations	for	the	Palm	Beach	Outlets	Development	Project.
GEOGRAPHIC FOCUS: West Palm Beach & Regional (South Florida) DATES OF SERVICE: 2012-Present

ENTITY: Collaborative Development Corporation (Coconut Grove) 
PROJECT: Marketing,	Public	Relations,	Event	Management	(Development	of	new	Art	District	in	Coconut	Grove)
GEOGRAPHIC FOCUS: Miami, Florida     DATES OF SERVICE: 2013-Present

ENTITY: Hollywood Beach Community Redevelopment Agency 
PROJECT: Served	as	the	CRA’s	advertising	agency.	Marketing	consultation,	creative,	design	&	production,	strategic	
planning, media research, planning and placement, content development, branding & tagline development, 
event	marketing	&	promotion,	presentations,	trade	show	displays,	video	production	and	advertising	campaign	
development. 
GEOGRAPHIC FOCUS: Hollywood, Florida     DATES OF SERVICE: 2006 - 2010

ENTITY: Downtown Hollywood Community Redevelopment Agency 
PROJECT: Served	as	the	CRA’s	advertising	agency.	Marketing	consultation,	creative,	design	&	production,	strategic	
planning, media research, planning and placement, content development, branding & tagline development, 
event	marketing	&	promotion,	trade	show	displays,	presentations,	video	production	and	advertising	campaign	
development.
GEOGRAPHIC FOCUS: Hollywood, Florida     DATES OF SERVICE: 2003 - 2010

ENTITY: Glatting Jackson/AECOM/City of West Palm Beach/CR 
PROJECT: Coleman	Park	Neighborhood	Revitalization	Plan	(Community	Outreach/Involvement).
GEOGRAPHIC FOCUS: West Palm Beach, Florida    DATES OF SERVICE: 2010

ENTITY: City of Hallandale Beach 
PROJECT: Developed a new citywide logo, tagline, identity and brand standards guide. Conducted business and 
consumer-based brand audits. Design, production, vendor coordination & implementation of new brand 
identity including signage, collateral, event promotion.
GEOGRAPHIC FOCUS: Hallandale Beach, Florida    DATES OF SERVICE: 2012 - present

ENTITY: City of Riviera Beach Community Redevelopment Agency 
PROJECT: Developed name, brand, messaging, collateral materials, social media, press releases, vendor recruitment 
&	management,	and	event	planning	coordination	for	the	Riviera	Beach	Market	at	the	Marina,	a	green	market	
designed to provide fresh produce and foods.  
GEOGRAPHIC FOCUS: Riviera Beach, Florida    DATES OF SERVICE: 2012 - 2013

ENTITY: Delray Beach Community Redevelopment Agency 
PROJECT: Developed name, brand, messaging, collateral materials, social media, press releases, vendor 
recruitment	&	management,	and	event	planning	coordination	for	the	Delray	Beach	Island	Flair	on	the	Ave.,	an	
open	air	Caribbean	craft	market.
GEOGRAPHIC FOCUS: Delray Beach , Florida    DATES OF SERVICE: 2010

ENTITY: City of Miami Gardens Census Campaign
PROJECT: Graphic	Design	and	Web	Development	for	2010	Census	Campaign.
GEOGRAPHIC FOCUS: 	Miami	Gardens,	Florida	 DATES OF SERVICE: 2010  
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QUALIFICATIONS & TEAMB

PROVEN EXPERIENCE – KEY TEAM MEMBERS

The	Mosaic	team	is	comprised	of	an	in-house,	highly-qualified	and	seasoned	group	of	experts	in	the	field	of	
public	and	media	relations,	marketing	and	communications,	advertising,	multi-media,	creative	and	web	design	
services. Our senior executive team includes:

PERSONNEL: Ann Marie Sorrell   POSITION: Project	Manager	
EXPERIENCE & QUALIFICATIONS: 10	years	-	Marketing/Public	Relations	•	6	years	-	Public	Involvement	•	13	years	-	Events	
Management	•	6	years	-	Government	Relations	•	MBA,	Nova	Southeastern	University	 	
RESPONSIBILITIES: Ensure	that	the	project	is	on	time,	on	task	and	on	budget.		Directing	Marketing	Plan,	Scheduling,	
Monitor all expenditures, QAQC (Quality Assurance, Quality Control)

PERSONNEL: Valerie Snow   POSITION: Deputy	Project	Manager
EXPERIENCE & QUALIFICATIONS: 15+	years	-	Advertising	•	Marketing	•	Branding	
RESPONSIBILITIES: Assist	the	project	manager	in	daily	project	management.	Serve	as	brand	manager.	Manage	and	
oversee	creative	team.	Project	and	vendor	cordination.	

PERSONNEL: Kathy Eggleston   POSITION: Community Outreach Director
EXPERIENCE & QUALIFICATIONS: 25+	years	-	Corporate	Communications	and	Community	Relations		
RESPONSIBILITIES: Design	and	implement	processes	for	stakeholder	awareness,	engagement	and	buy-in	to	ensure	
the	long	term	sustainability	of	the	marketing	plan	and	branding	strategy.	

PERSONNEL: Michael Hall   POSITION: Creative Director
EXPERIENCE & QUALIFICATIONS: 15+	years	-	Graphic	Design	•	Marketing	•	Branding	•	Advertising	 	
RESPONSIBILITIES:  Assist with the creation of original materials for the campaign.  Design or create graphics to 
meet	the	specific	need	of	the	campaign.	Prepares	visual	presentations	by	designing	art	and	copy	layouts.

PERSONNEL: Paul White    POSITION: Economic & Business Development Consultant
EXPERIENCE & QUALIFICATIONS: 30 years - City Management ,Economic and Housing Development
RESPONSIBILITIES: Statewide	relationships	with	City,	County,	State	and	Federal	elected	Officials,	Community	and	
Civic Organizations • Focused on innovation, creativity, and complete customer satisfaction. 

PERSONNEL: Danté Fillyau   POSITION: Web Developer
EXPERIENCE & QUALIFICATIONS: 10	years	-	Web	Design	&	Development	•	15+	years	-	Graphic	Design	•	Branding	 	
RESPONSIBILITIES: Assist the creative team in any capacity, design and develop any and all web based materials 
included to but not limited to web sites, electronic mail templates, etc. 

PERSONNEL: Latoya Stirrup   POSITION: Digital-Media Manager
EXPERIENCE & QUALIFICATIONS:	10+	years	Digital	&	Traditional	Advertising	•	Production	•		Project	Management

  Branding  • Strategy  
RESPONSIBILITIES: Assist with the strategic vision for digital, media and branding executions and oversee those 
aspects	of	the	project.				
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ESTIMATED TIMETABLEC
STRATEGIES  FIRST 180 DAYS LAST 185 DAYS 
Brand Development and Meeting with  X
CRA	NFP	staff	and	stakeholders			

Research Process  X

Website Development and Management X

CRA NFP Collateral Materials  X X

CRA NFP Promo Video  X

CRA New Brand AD Campaign  X

Media	Training	for	NFP	Volunteers		 X
Marketing	Community	members

Staggered Community Campaign   X X

Community Cluster Events  X X

Marketing	of	annual	community	events		 X	 X

Business	Industry	Cluster	Partnership	Outreach	Campaign		 X	 X

Monthly/Quarterly Community Events  X X

Flagler Heights AD Campaign   X X

Progesso AD Campaign  X X

Northwest AD Campaign  X X

Forward	Together	Newsletter	Launch/Online	Launch		 X

Marketing	of	Signature	Annual	CRA	Events		 X	 X

PERSONNEL: Sophia Nelson   POSITION: Public Relations Manager
EXPERIENCE & QUALIFICATIONS: 25 years - Public & Community Development • Public Relations  
RESPONSIBILITIES: Oversees advertising, media relations, video production, photography, press releases, story 
pitches, national awards submissions

PERSONNEL: Alvin Jackson, Jr.   POSITION: Business	&	Workforce	Development	Consultant
EXPERIENCE & QUALIFICATIONS: 30	years	-	Government/CRA	Relations.	
RESPONSIBILITIES: Develop	and	monitor	in-conjunction	with	the	CRA	staff	open	real	estate	plots	for	advertising	and	
other business openings within the CRA District. Facilitate small business and existing industry development 
to	generate	job	growth	and		implement	positive	steps	toward	the	elimination	of	slum	and	blighted	conditions.
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ANN MARIE SORRELL, MBA
President	&	CEO	-	Mosaic	Group
P R OJ E CT  M A N AG E R

Ms.	Sorrell	has	more	than	10	years	of	experience	in	marketing,	public	relations,	business	development	strategies,	and	
events	management.	She	has	managed	a	Florida	based	boutique	marketing	firm	for	eight	years	 in	which	she	oversee	
the	day-to-day	operations	 and	 serves	 as	 of	 Project	Manager	 for	most	 of	 the	firms	projects.	Ms.	 Sorrell	 specializes	 in	
developing	and	implementing	strategic	marketing	plans,	building	community	alliances,	and	consulting	organizations	on	
maximizing	the	return	on	their	marketing	investments.	Ms.	Sorrell	has	a	Masters	of	Business	Administration	degree	from	
Nova Southeastern University and Bachelor of Science degree from Florida A&M University.

• Palm Beach Outlets Mall Development (New England Development & City of West Palm Beach – June 2012 - present), 
Public Relations, Event Management & S/M/WBE  and Community Outreach – Ann Marie is responsible for managing
the	local	preference	and	local	hiring	initiative	by	New	England	Development.		This	includes	her	team	coordinating
community	outreach	events	 (job	 fairs,	small	business	workshops,	etc).	media	placement,	promotions,	and	public
relations activities.

• South Florida Water Management District	(2007	and	2009,	SBE	Outreach	Initiatives	in	Palm	Beach,	Broward,	Miami-
Dade, and Naples/Ft. Myers), Public Relations, Event Management & S/M/WBE Outreach – Ann Marie was responsible
for	the	management	of	the	South	Florida	Water	Management	Districts	Regional	outreach	for	the	SBE	Certification
Program	and	District	Office	Procurement	opportunities	campaign.		The	purpose	was	to	educate	small	and	minority
owned	businesses	about	the	new	Certification	program	as	well	as	inform	them	of	upcoming	procurement	opportunities
at	each	district	office.		More	than	800	small	business	firms	became	certified	and	more	than	1,000	businesses	attending
the	workshops.

• Florida Department of Environmental Protection (Statewide	State	Park	Initiative,	2007),	Marketing	&	Community
Outreach	–	Ann	Marie	was	responsible	for	managing	the	marketing	and	community	outreach	for	the	Department	of
Environmental	Protection	“Let’s	Go	Outside	–	It	Starts	in	Parks	Campaign”.		The	campaign	specifically	targeted	African
American	and	Hispanic	communities	across	nine	Florida	cities.		Marketing	strategies	included	media	placements	in
targeted	radio,	print	and	online	media	outlets	that	focused	on	African	American	and	Hispanic	families.		In	addition
to the media placements, a family photo contest was launched which included the distribution of more than 70,000
posters	and	flyers	along	with	partnerships	with	local	nonprofits,	civic	groups,	fraternities	and	sororities,	and	faith-
based	institutions.		The	Campaign	lasted	6	months.

• ABC Extreme Makeover: Home Edition (Rainford Family - Riviera Beach, 2006) (Public Relations, Event Management, 
Community	Outreach)	-	Ann	Marie	had	the	opportunity	to	work	with	ABC’s	Extreme	Makeover:	Home	Edition	to	make
a	Riviera	Beach	family’s	dream	come	true	by	raising	over	$1.8	million	in	supplies,	materials,	services	and	financial
contributions.	 	 	Ann	Marie	and	her	team	also	managed	over	700	volunteers	per	day	 for	seven	days.	 	The	Rainford
Family	received	a	new	home,	but	the	story	ended	in	tragedy	as	Mr.	Rainford	died	after	only	living	in	the	home	for	1
month.  His dream of leaving his children with a healthy and comfortable home was realized before his death.

PROFESSIONAL CREDENTIALS
Master of Business Administration • Nova Southeastern
Bachelor of Science Degree, Healthcare Administration •  Florida A&M University

BASIS FOR TEAM SELECTION
Statewide	 relationships	 with	 City,	 County,	 State	 and	 Federal	 elected	 Officials,	 Community	 and	 Civic	
Organizations,	 and	 Leaders	 of	 diverse	 markets	 including	 the	 African	 American,	 Caribbean,	 and	 Hispanic	
Communities.

Focused	on	innovation,	creativity,	and	complete	customer	satisfaction.	Team	player	and	initiator.

EXPERIENCED LEADER
Marketing/Public	Relations	•	10	years	 Public	Involvement	•	6	years
Events	Management	•	13	years	 	 Government	Relations	•	4	years

EXPERIENCE

PROFESSIONAL EXPERIENCE
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PROFESSIONAL EXPERIENCE

VALERIE SNOW
President  • Moetiv8

Ms.	Snow	has	over	19	years	of	experience	in	advertising,	marketing,	design,	strategic	planning	and	branding.	Valerie	is	
the	founder	of	Moetiv8	Marketing,	Inc.	(formerly	Salomon|Snow	Advertising),	a	full	service	boutique	integrated	marketing	
firm	where	she	applies	her	boundless	entrepreneur	and	creative	spirit	to	her	pursuit	for	creative	solutions	that	command	
attention	 in	an	evolving	media	 landscape.	She	has	delivered	exceptional	results	 for	a	variety	of	well-known	local	and	
international clients. Her style has earned her numerous awards for outstanding creative and design. Ms. Snow graduated 
from	the	Art	Institute	of	Fort	Lauderdale	where	she	received	a	degree	in	Visual	Communications.

• City of Hallandale Beach Community Redevelopment Agency (2012 – present)
Develop,	design	and	produce	marketing	collateral	materials	to	position	the	City	of	Hallandale	Beach	for	economic
redevelopment.	Projects	include:	Business	Development	Kit	with	52-page	economic	city	guide,	Trade	Show	booth,
signage program and various collateral materials. Services provided: Consulting, copywriting, design, layout,
photography, production and vendor coordination.

• City of Hallandale Beach (2012 – present)
Developed a citywide brand identity to help position the City of Hallandale Beach. Scope of services provided:
Conducted brand audit, perception studies, conducted business and consumer-based focus groups. Developed new
city logo and tagline, brand standards guideline, signage, collateral design, as well as serve as brand consultant for
the City.

• Downtown Hollywood Community Redevelopment Agency (2004 - 2010)
Served as the advertising agency for the Downtown Hollywood Community Redevelopment Agency. Scope of services: 
marketing	consultation,	creative	development,	collateral	design	&	production,	strategic	planning,	media	research,
planning	&	placement,	content	development,	branding	&	tagline	development,	event	promotion,	sales	&	marketing
presentations, web design, video production and traditional advertising. Board Member of the Downtown Hollywood 
Business Association

• Hollywood Beach Community Redevelopment Agency (2005 – 2010)
Served as the advertising agency for the Hollywood Beach Community Redevelopment Agency. Scope of services:
marketing	consultation,	creative,	design	&	production,	strategic	planning,	media	research,	planning	and	placement,
content development, branding & tagline development, event promotion, presentations, web design, video
production and traditional advertising.

• Hollywood O©ice of Tourism (2005 – 2010)
Served	as	 the	advertising	agency	 for	 the	Hollywood	Office	of	Tourism.	Scope	of	 services:	marketing	consultation,
creative, design & production, strategic planning, media research, planning and placement, content development,
branding and tagline development, event promotion, sales presentations, web design, video production and
traditional advertising. Directed and produced a national television commercial. Managed a $1 million media plan.

PROFESSIONAL CREDENTIALS
Visual	Communications,	BA	•	Art	Institute	of	Fort	Lauderdale

BASIS FOR TEAM SELECTION
Over	19	years	marketing,	advertising	and	branding	experience	in	community	redevelopment	and	tourism.

EXPERIENCED LEADER
Over	19	years	marketing,	advertising	and	branding	experience.

Experienced	marketing	and	creative	services	professional	specializing	in	the	area	of	economic	development,	
hospitality and tourism.

Strategically	 driven.	 Creatively	 led.	 Focused	 on	 the	 achievement	 of	 your	 marketing	 goals.	 Capable	 and	
adaptable	agency	leader	dedicated	to	working	an	extension	of	your	team.

EXPERIENCE

D E P U T Y  P R O J E C T  M A N A G E R
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BUSINESS LICENSES6
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UNDERSTANDING OF  NEEDS7
PROJECT NARRATIVE

The	 Mosaic	 Group	 is	 a	 multi-cultural	 team	 that	 is	 reflective	 of	 the	 Northwest-Progresso-Flagler	 Heights	
Community	Redevelopment	Area	(NPF	CRA).	The	Mosaic	Group	is	poised	“To Move Forward Together.“   Our 
team	not	only	has	the	breadth	and	depth	of	experience		in	marketing	and	branding	,	we	also	have	team	members	
that provide over 30 years in redevelopment on a national basis including CRA’s in Florida.

The	mission	statement	of	the	NPF	CRA	is	to	foster	and	directly	assist	in	the	redevelopment	of	Fort	Lauderdale	
Community	Redevelopment	Area	by	eliminating	blight,	create	a	sustainable	urban	development	framework,	
and	encourage	economic	growth,	thus	 improving	the	attractiveness	and	quality	of	 life	 for	the	benefit	of	the	
CRA	District	and	the	City	of	Fort	Lauderdale	as	a	whole.	We	would	like	to	congratulate	the	CRA	and	the	City	on	
its	efforts	to	date.	Significant	investments	have	been	made	in	infrastructure	improvements	including	streets,	
streetscapes,	park	improvements	and	public	facilities.	The	CRA	has	acquired	and	cleared	properties	and	made	
them	“development	ready”.	The	CRA	also	has	a	number	of	financial	incentive	programs	in	place	which,	utilized	
properly,	 can	 provide	 the	 subordinated	 “gap”	 financing	 necessary	 to	 leverage	 private	 investment	 with	 an	
attractive	return	on	investment.	There	is	also	momentum	with	significant	development	projects	such	as	the	
Pearl	and	NW	Gardens	that	are	near	completion	or	in	progress.	It	is	on	this	momentum	that	the	Mosaic	Group	
position and brand the NPF CRA as a “vibrant, growing urban hub that o
ers a variety of distinctive features, 
advantages and benefits to businesses and visitors alike.”

Our	team	is	poised	to	act	as	an	extension	of	the	CRA/City	staff.	Because	we	are	local,	we	understand	the	progress	
that	has	been	made	in	terms	of	the	public	investment.	We	understand	that	in	spite	of	the	significant	investment,	
there persists wariness on the part of many with old ideas about the community of the CRA. We understand 
the diversity of the leadership and level of organization of the three communities. We understand the historic 
importance	 to	 the	 community	 to	maintain	 individual	 identities	of	Sistrunk	and	Flagler	 in	 the	branding	and	
marketing	and	yes,	we	recognize	the challenge	that	presents.	

The	Mosaic	Group’s	valued	added	skill	set	includes	the	community	and	organizational	development	skills	to	
inspire and empower residents, businesses and government “To Move Forward Together”. Because of our 
redevelopment	experience	we	know	that	our	strategy	must	mirror	the	holistic	approach	of	the	NPF	CRA.	While	
we build bridges and trust internal to the NPF CRA, we must concurrently educate the lending, real estate and 
development communities as to why the NPF CRA is the best opportunity for their investment dollars. 

In	 order	 to	 “Move Forward Together”,	 The	 Mosaic	 Group	 recommends	 the	 convening	 of	 the	 established	
leadership	bodies	of	the	three	areas	to	facilitate	the	internal	trust.	Ideally,	this	quarterly	or	biannual	meeting	is	
timed time to provide input on the NPF CRA on the budget and other policy issues. Concurrently, we will have 
mechanisms to educate the broader NPF CRA community by hosting meet and greet mixers or open houses and 
canvassing the community. Our overall message is to position the NPF CRA as a partner with the community. 
As	partners	the	NPF	CRA	and	the	community	can	“Move	Forward	Together”.		This	transparent	communication	
provides	a	basis	for	the	development	projects	to	move	forward	smoothly	with	the	support	of	the	community.	
Developers	 like	 a	 certainness	 to	 the	 process	 and	 regular	 communications	will	 reduce	 the	 time	 involved	 in	
achieving approvals.
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Externally, a commitment for participation from the executives of the leading lenders in Fort Lauderdale/
South	Florida	should	be	formed.	The	participation	in	this	group	must	be	high	level	executives,	as	opposed	to	
only	those	in	the	bank	dealing	with	community	reinvestment	issues.	It	may	be	desirable	to	get	the	Mayor	to	
assist	and	participate	in	this	effort.	A	quarterly	early	morning	breakfast	that	provides	an	opportunity	to	present	
how	the	CRA	financing	programs	mitigate	the	risk	to	lenders	and	make	for	sound	lending	transactions	can	be	
valuable.	It	can	also	provide	an	opportunity	to	discuss	their	concerns	directly.	The	goal	of	the	effort	is	to	get	an	
actual	dollar	commitment	based	on	the	size	of	the	lender	to	deals	in	the	NPF	CRA.	The	announcement	of	this	
lending	commitment	will	be	a	major	event	for	the	NPF	CRA	through	all	media	venues	and	used	in	our	collateral	
material.	This	event	further	positions	the	NPF	CRA	as	“the	place”	to	invest	and	live.	The	Mosaic	Group	is	aware	
of	 the	community	 concerns	with	 respect	 to	gentrification	and	 the	 “moving	out”	of	 existing	 residences.	The	
Mosaic	Group	and	NPF	CRA	staff	will	discuss	the	development	of	viable	strategies	to	provide	assurances	to	the	
residents so that we all “Move Forward Together”.

The	crime	rate	in	many	communities	has	fallen	significantly	over	the	past	several	years.	The	same	can	be	said	
for	Fort	Lauderdale.	However,	good	news	is	not	what	makes	the	front	page	of	the	newspaper	or	the	six	o’clock	
news. Many successful redevelopment areas feature an enhanced public safety presence in terms of either 
officers	or	the	Clean	&	Safe	model.	The	Clean	and	Safe	model	has	been	successful	in	getting	citizen	involvement	
as	well	as	creating	an	atmosphere	that	supports	pedestrian	tourist	traffic	in	redevelopment	areas.	While	this	
initiative	is	not	included	in	our	budget	allocation,	we	are	ready	to	work	alongside	the	CRA/City	to	explore	the	
establishment	of	such	a	program	in	the	NPF	CRA	with	staff.	The	Mosaic	Group’s	grant	writing	capabilities	can	
assist	in	getting	federal	funding	for	such	efforts.	The	enhanced	pedestrian	atmosphere	promotes	a	sustainable	
use of multi-modal transportation, including the possible use of the trolley system through the NPF CRA to Las 
Olas, as well as cycling in the area.

Our	marketing	and	communication	expertise	will	ensure	that	the	profile	of	the	NPF	CRA	will	be	high-level	on	a	
community	basis,	throughout	social	media	and	in	the	press.	We	will	communicate	directly	to	key	stakeholders	
in	the	lending,	real	estate	and	development	communities	with	short	videos	in	a	direct	education	effort	with	
those	that	influence	the	investment	of	development	dollars	in	the	city.	Our	digital	communication	will	create	an	
engaging	newsletter	to	reflect	best	practices	in	terms	of	design	with	the	name	and	look	to	reinforce	the	brand	
strategy.

The	Mosaic	Team	is	structured	to	be	an	extension	of	the	CRA	and	City’s	Team.	We	are	excited	to	add	value	to	the	
effort	to	create	an	atmosphere	for	private	reinvestment,	personal	vibrancy	and	a	partnership	based	on	trust	
between the community and the NPF CRA.
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UNDERSTANDING OF YOUR NEEDS
1. Positioning and branding NPF CRA as a vibrant, growing urban hub that o©ers a variety of distinctive

features, advantages and benefits to businesses and visitors alike;
With	such	a	diverse	target	market,	our	marketing	approach	will	be	a	combination	of	grassroots	and	more
contemporary	strategies	to	position	the	NPF	CRA	as	a	forward-thinking	community	partner.	Such	strategies
will include:

• Content	Marketing:	Revamp	the	CRA’s	website	to	be	an	informative	interactive	platform	that	creatively
reflects	the	“Forward	Together”	campaign	to	residents,	visitors,	businesses	and	developers.

• SEO	&	SEM:	 	 Implement	Search	Engine	Optimization	 (SEO)	 tactics	 to	 increase	search	engine	 results
and	display	prominence	to	better	utilize	Search	Engine	Marketing	(SEM)	methods	to	attract	the	right
audience to the CRA’s website.

• Social	Media:	Employ	social	media	strategies	via	Facebook	and	Twitter	to	interface	with	consumers	and
customers, and raise awareness.

• Event/Meeting	Planner	Recruitment	&	Incentive	Program:	Target	planners/promoters	to	position	local
venues	(i.e.	Ocean	Mall,	Marina,	etc)	as	prime	locations	for	events	-	“Your	Event...	Our	Venue.”

2. Educating target audiences on the ever-evolving projects, programs and initiatives in NPF CRA that
appeals to all generations and price points;
Educating	the	target	audience	and	keeping	them	engaged	in	the	CRA’s	vision	is	a	necessary	element	to	the
success of the neighborhood. Below are proposed tactics to achieve this goal:

a. Identify	key	members	of	the	community	with	a	level	of	influence	to	serve	on	the	“Community	Marketing
Group.”	These	residents	will	function	as		extensions	of	the	campaign	plan	team	and	help	within	their
circles	of	influence	to	inform,	garner	support	and	deliver	feedback	back	to	the	community-at-large.
The	selected	members	will	also	be	a	“brain	trust”	for	the	CRA	to	present	programs	and	ideas	to	before
going before the larger community

b. Open House Meetings
i. Host Open House meetings at the CRA or other venues within the NPF CRA’s boundaries to provide

residents	with	the	platform	to	learn	about	the	programs,	projects	and	initiatives,	ask	questions
and present their point of view.

c. Neighborhood	Outreach	Street	Team
i. Incorporate	 a	 canvassing	 strategy	 using	 a	 volunteer	 street	 team	 to	 gather	 insight	 directly	 from

residents and establish a personal rapport:
1. New Programs: Deliver informative literature to residents at their home or condo building to

educate	them	on	new	programs,	initiatives	and	projects	that	are	available	through	the	CRA.
2. Post-Announcement:	After	 residents	have	been	given	 the	 information,	 revisit	 them	to	gather

feedback	 and	 assess	 their	 understanding	 of	 recently	 publicized	 programs,	 initiatives	 and
projects.

3. Data Collection: During the neighborhood canvassing, the street team will capture data from
residents to build the CRA contacts database.

d. Direct	Marketing
i. Create	informative	flyers	and	brochures	that	provide	a	snapshot	of	the	CRA’s	initiatives	with	a	strong

call-out	for	residents	to	find	out	more,	apply	and	get	involved.	A	QR	code	can	also	be	included	on	the
collateral	material	that	links	users	directly	to	the	section of	the	CRA’s	website	that	has	information
on	the	different	programs.

e. Social Media
i. Develop	a	social	media	strategy	 that	effectively	 leverages	 the	different	platforms	to	engage	and 
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inform residents. Examples of use: 
1. Twitter:	Conduct	 live	Q&A	sessions	where	users	can	post	questions	and	engage	 in	dialogue

over	Twitter	with	the	CRA	on	a	scheduled	day/time.
2. U-Stream: Host informative sessions for users to watch and pose questions in the chat room in

real-time.	This	platform	may	also	be	used	to	stream	meetings	over	the	internet	for	residents	to
watch should they be unable to attend in person.

3. Increasing audience reach and awareness of the growth and development within NPF CRA;
Below are proposed tactics to increase reach and awareness within the NPF area in order to facilitate the
expansion and acceptance of the CRA’s vision:

a. Mobile	Tech	Info	(Responsive	website)
i. Our	 website	 	 design	 approach	 is	 aimed	 at	 crafting	 the	 CRA	 site	 to	 provide	 an	 optimal	 viewing

experience—easy reading and navigation with a minimum of resizing, panning, and scrolling—
across	a	wide	range	of	devices	(from	mobile	phones	to	desktop	computer	monitors)

b. Digital Communication
i. Redesign	the	CRA’s	eCRM	practice	to	develop	an	engaging	newsletter	that	reflects	best	practices	in

terms	of	design,	copywriting,	subject	line	treatment	and	A/B	testing	to	optimize	conversion.
c. Social Media

i. Develop	a	social	media	strategy	 that	effectively	 leverages	 the	different	platforms	to	engage	and
inform residents. Examples of use:
1. Facebook:	Develop	a	Facebook	strategy	that	utilizes	the	platform	to	entice	residents	to	“like”	the

CRA and engage in dialogue directly on the page.
2. Twitter:	Develop	a	hashtag	strategy	that	gets	residents	tweeting	about	the	CRA.
3. YouTube:	Provide	information	about	CRA	programs,	services,	news	and	events.

4. Inspiring pride throughout the redevelopment district that encourages connectivity, engagement,
participation, communication, support of community-at-large, and a wider pool of influencers and
endorsers;
Below	are	 tactics	 to	 inspire	pride	and	 support	of	 the	 “Forward	Together”	 campaign	mantra	within	 the
community:

a. Community	Meet	&	Greet	Mixers
i. Host regular meet and greet events at local venues providing residents with the opportunity to

meet their neighbors and experience the businesses/venues that are a part of their community.
b. Forward	Together	Merchandise

i. Create merchandise that can be purchased by residents (at a nominal fee) to show their support of
the CRA’s progressive initiatives. Merchandise can include:

1. T-shirts
2. Buttons
3. Hats
4. Lawn signs
5. Window static cling decals (for businesses, residences, cars, etc)

c. Neighborhood	Outreach	Street	Team/Ambassadors
i. Maintain an active presence in the community via a volunteer street team that delivers news

directly to residents.
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5. Increasing and maintaining a high level of awareness with regard to the NPF CRA area including
general news, events, activities, etc. among its targeted audiences, including media;
The	communication	channels,	marketing	collateral,	signage,	and	print	materials	will	be	 instrumental	 in
maintaining	 a	 high	 level	 of	 awareness.	 Additionally,	 effectively	 leveraging	 the	Neighborhood	Outreach
Street	Team	to	establish	a	consistent	presence	in	the	community	will	further	assist	in	creating	a	strong	base
with	the	target	market.	Please	see	the	above	points	for	breakdowns	on	each	of	these	tactics.	Mosaic	will
also coordinate community-wide events including new brand launch, awareness campaigns, and other
celebratory milestone events.

6. Generating additional consumer tra©ic, business interest, and media coverage as well as demonstrate
vibrancy and relevance of the new development activity within the NPF CRA.
Below	are	proposed	tactics	to	ensure	that	significant	publicity	and	direct	marketing	to	stakeholders	occurs
to	promote	and	generate	traffic,	business	interest	and	media	coverage	for	the	various	NPF	CRA	initiatives:

a. Public Relations
i. Drive PR messaging that focuses on the investments being made to enhance and rebuild the

community,	which	will	also	work	to	dispel	any	lingering	misperceptions	about	the	NPF	area.
ii. Actively target local media channels and outlets to disseminate information and build the story

around the NPF CRA’s vision.
b. Business	&	Economic	Initiatives:

i. Create and utilize outdoor signage on available development sites to increase visibility and
generate interest.

ii. Develop collateral material to educate prospective businesses on the initiatives available through
the NPF CRA as well as provide insightful data on the demographics of the neighborhood and the
projected	trends.

iii. Assist	in	developing	the	cost	benefit	analysis	in	utilizing	some	of	the	$7,000,000	of	funding	for	the
Sistrunk	Business	Development	Initiative	and	the	Flagler	Transit	oriented	development	to	offer	a
rental rate “buy down” for a period of one or two years as an additional incentive for business who
desire to be in the area.

iv. Identifying	and	tying	CRA	residents	to	job	and	contracting	opportunities	within	the	NFP	CRA		area
and beyond, building relationships with community, employers, and non-governmental and
community	based	job/training	placement	organizations.	To	achieve	this,	we	will:

1. Provide necessary information & education to inform existing businesses of programs, grants,
business assistance funding, technical assistance opportunities for retention and expansion.

2. Develop business incentives program for retention and expansion.
3. Provide an Ombudsman to provide equitable and expedient permitting processes.
4. To	create	financial	stimulus	as	an	incentive	for	green	improvements.
5. Identify	the	skill	sets	required	by	businesses	within	the	CRA

7. Support the overall economic development initiatives of the City of Fort Lauderdale via relevant
communications channels and vehicles.
In	addition	to	the	communication	channels	previously	noted,	below	are	other	tactics	that	are	proposed	to
leverage existing and prominent media vehicles within the City of Fort Lauderdale:

a. Public Access Channel Commercials
i. Create a :60/:30 commercial to generate excitement around the new plans for the neighborhood

and invite residents to get involved.
b. Public	Access	Channel	Interviews

i. Our	production	team	has	made	video	production	solutions	a	reality.	Through	our	state-of-the-art
editing	suites	and	studios,	our	creative	team	can	handle	everything	from	final	editing	to	product
development.  
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8. Create message content that respond to the diverse nature of the NPF CRA, particularly the multi-
cultural aspects of the community.
“Forward	Together”	is	a	holistic	campaign	that	looks	to	include	all	entities	and	residents	within	the	NPF
CRA	spectrum.	It	is	for	this	reason	that	we	look	to	develop	a	360	campaign	that	drives	the	inclusive	message
behind	Forward	Together	through	copy	and	imagery,	reaching	residents	on	the	ground,	at	their	home	and
on the internet. Campaign materials to include (but are not limited to):

1. Street banners
2. Digital banners
3. Flyers
4. Brochures
5. Direct Mail
6. Imagery	for	social	media	pages
7. Public access channel commercials and interviews
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9. Work with City and CRA sta© to continuously involve community-based organizations on projects,
initiatives and programs as needed.
Our team believes that a compelling community engagement plan can go a long way towards helping the
CRA spread its message, reach more residents, customers, and generate more sales for local business.
Successful plans go much further than merely garnering media coverage. Our plan will include community
stakeholders	and	will	help	with	the	overall	strategic	planning,	creative	thinking	and	smart	budgeting.	Our
Goals	are	simple:

Step 1
Define	the	goals	and	objectives	to	“raise	awareness”	in	addition	to	increase	business	viability	and	showcase
the	beauty	of	the	communities	of	the	Northwest,	Progresso,	and	Flagler	Village.	That	objective	should	be
a main focus of your PR plan.

Step 2
Pinpoint	our	target	audience,	or	our	“publics.”	This	includes	not	only	the	media,	which	can	help	you	spread
the	word;	it	will	also	includes	stakeholders,	existing	customers,	potential	customers,	suppliers	and	other
vendors, community members, and civic leaders. We plan to create a  database that includes their full
contact information. We plan to reach out to contacts within the database several times throughout our
campaign	 --	 for	 the	original	 invitation,	 reminders	and	 thank	yous	 --	not	 to	mention	 for	 future	outreach
efforts.

Step 3
Promote	ribbon-cutting	ceremonies	and	inviting	local	media	and	government	officials,	hosting	an	open
house for current businesses, sponsoring a barbecue for prospective customers and nearby business
tenants, and launching a community email campaign.

Step 4
Draft	the	key	messages	of	your	public	relations	plan.	Make	sure	they	are	consistent but	not	necessarily
identical. Our plan will also include sending messages to the community at large as well, telling them about 
new business information for example (new hire of employees) which will improve the local economy.

Step 5
Our	 team	will	 develop	 a	 detailed	 task	 list	 and	 timetable	 to	 equip	 the	 CRA	with	 the	 tools	 necessary	 to
implement	the	public	relations	tactics	with	maximum	efficiency.

Step 6
Engage in crisis planning.

Step 7
Choreograph	the	planning	of	events	for	future	marketing	efforts.	Take	pictures	or	shoot	video	of	events,	as
these images could be used on your website and in future advertising materials.

 
 
CAM # 16-1374 

Exhibit 2 
Page 101 of 117



31 
 
CAM # 16-1374 

Exhibit 2 
Page 102 of 117



OUR RESOURCES8
Proposer’s ability to assign appropriate resources to the account in a timely manner.

Our	 project	 team’s	 local	 roots,	 level	 of	 expertise,	 and	 redundancy	 of	 core	 competencies	mean	 virtually	 no	
“ramp-up”	time	to	acquire	an	understanding	of	the	region	and	no	“speed	bumps”	in	executing	on	the	project’s	
goals and timelines.

Our	 project	 team	 has	 a	 combined	 160	 years	 of	 experience	 in	 the	 planning,	 execution	 and	 evaluation	 of	
sustainable	public	 relations	and	marketing	campaigns,	some	so	successful	 that	 they	have	been	running	 for	
more than two decades. 

Every	member	 of	 our	 project	 team	 has	 lived	 in	 South	 Florida	 for	more	 than	 20	 years.	 Our	members	 have	
witnessed,	participated	in,	and	led	major	business	and	community	development	projects	in	all	three	counties.		
Not	only	is	our	team	comprisedby	some	of	the	most	seasoned	public	relations	and	marketing	professionals	in	the	
tri-county	area,	we	also	have	several	of	the	most	highly	regarded	new	media	experts	in	the	region.	This	diversity	
is our strength, and gives us an excellent level of professional redundancy in virtually every management area 
required	by	the	project.		Core	professional	competencies	that	are	possessed	by	more	than	just	the	lead	members	
of	 the	team	assigned	to	 the	area	 include:	public	 relations,	design,	branding,	planning,	marketing	campaign	
development, economic development, community outreach, web and applications design, social media 
management, large and small scale print and collateral material production, content creation, scriptwriting, 
video production and editing management, photography management, philanthropic grant-writing, event 
fundraising,	network	systems	management,	media	measurement	and	analysis,	volunteer	coordination,	ad-hoc	
workgroup	and	task	force	management,	data	and	list	management,	mass	mailing	management,	and	efficient	
back-office	system	design.

Our	team	also	has	planned	for	appropriate	redundancy	in	worksites,	understanding	the	hurricane	season	in	
South	Florida.		We	have	main	offices	in	Fort	Lauderdale	and	West	Palm	Beach,	as	well	as	a	virtual	workgroup	
system	already	in	place.	Moreover,	our	team’s	primary	office	is	located	in	the	heart	of	the	Northwest-Progresso-
Flagler Heights region which means we are just minutes and a phone call away. 
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ADDITIONAL SERVICES AVAILABLE9
The	Mosaic	Group	team	will	 inspire	and	encourage	pride	and	participation	through	three	different	skill	sets.			
It	is	clear	from	the	NPF	CRA’s	performance	criteria	that	it	is	first	and	foremost	a	development	agency	focused	
on	capital	 improvements,	housing,	economic	development	and	 job	creation.	 	Ultimately,	 the	success	of	 the	
development	 projects	will	 build	 the	momentum	 to	 leverage	 private	 investment,	 create	 jobs	 and	 improved	
housing	options	for	the	residents	of	the	NPF	CRA.		The	Mosaic	Group’s	transparent	process	which	recognizes	the	
investment	of	the	community,	the	City	and	the	NPF	CRA	provide	for	the	partnerships	the	CRA	seeks	to	improve.

1. Targeted Informercials - Real Estate & Economic Development Strategy
The	NPF	CRA	 is	 to	be	congratulated	on	 the	progress	 it	has	made	 to	date:	 	Significant	 investments in
streets;	streetscapes;	and	public	facilities	have	occurred	with	more	projects	budgeted	in	the	five	year	plan.		
Significant	“development	ready”	sites	are	available.		There	is	also	the	momentum	from	the	projects	that
have	been	completed.	Therefore	a	key	component	of	the	Mosaic	Group’s	marketing outreach	must	be	to
the	commercial	real	estate	industry;	development	community	and	lending	communities.	The	last	market
study	of	which	we	are	aware	was	completed	in	2007	in	a	much	different	economy.		We	have	not	allocated
funds	within	our	budget	for	this	project,	however	we	would	strongly	encourage	an	update	to	the	plan	to
provide	the	latest	data	to	support	the	development	of	CRA	owned	properties	in	today’s	economy.		The
data	should	be	significantly	different	given	the	advent	of	the	Pearl	and	NW	Gardens	projects.

Targeted	 infomercials	 to	 key
stakeholders	 in	 the	 above	mentioned
industries will educate and update
business leaders on the progress of the
NPF CRA.  Externally, a commitment
for participation from the executives of
the leading lenders in Fort Lauderdale/
South	Florida	 should	be	 formed.	 	 The
participation in this group must be high 
level	executives,	as	opposed	to	those	in	the	bank	dealing with	community	reinvestment	issues.		It	may
be	necessary	to	get	the	Mayor	to	assist	and	participate	in	this	effort. A	quarterly	early	morning	breakfast
that	provides	an	opportunity	to	present	how	the	CRA	financing	programs	mitigate	the	risk	to	lenders	and
make	for	sound	lending	transactions.		It	can	also	provide	an	opportunity	discuss	their	concerns	directly.		
The	goal	of	the	effort	is	to	get	an	actual	dollar	commitment	based	on	the	size	of	the	lender	to	deals	in	the
NPF	CRA.		These	efforts	will	successfully	expand	the	support	and	investment	by	the	community-at-large.

2. Youth Engagement Technology -	The	Mosaic	Group	has	several	technological	innovations	that			position
the NPF CRA as a partner with both the internal NPF communities and the business community external to
the	CRA.	These	value	added	programs		empower,	build	pride	and	create	a	wider	pool	of	endorsers/investors.

• Bridging	 the	 digital	 divide	 is	 an	 issue	 in	 economically	 challenged	 communities.	 	 The	 Mosaic
group can facilitate a partnership between Broward County School Board and the NPF CRA to
provide	mini-computers	allowing	access	to	the	internet	to	families	in	the	NPF	CRA.		The	cost	of	the
mini-computer is approximately $100.00 each and can be funded through corporate donations
or	educational	foundations.		The	Mosaic	Group	team	is	skilled	in	grant	writing.		The	computers
provide a platform for advertising local business (possible income generator) on the screen (the
family	TV).
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3. City Guide /business locator App	-	The	NPF	CRA	APP	provides	information	on:
• Upcoming events locations in the NPF CRA
• Business locations within the NPF CRA

There	are	additional	organizational	development	efforts	which	the	Mosaic	group,	acting	as	an	extension	
of	the	NPF	CRA	and	city	staff	can	facilitate	or	develop.

4. a. Clean and Safe Program
The	crime	rate	in	many	communities	has	fallen	significantly	over	the	past	several	years.	The	same	can
be	said	for	Fort	Lauderdale.		However,	good	news	is	not	what	makes	the	front	page	of	the	newspaper	or
the	six	o’clock	news.		Many	successful	redevelopment	areas	feature	a	public	safety	presence	in	terms	of
either	officers	or the	Clean	&	Safe	model.		The	Clean	and	Safe	model	has	been	successful	in	getting	citizen
involvement	as	well	as	creating	an	atmosphere	that	supports	pedestrian	tourist	traffic	in	redevelopment
areas.  While this initiative is not included in our budget allocation, we are ready to come along side the
CRA/City	to	explore	the	establishment	of	such	a	program	in	the	NPF	CRA	with	staff.		The	Mosaic	Group’s
staff	 includes	grant	writers	that	can	come	along	side	Fort	Lauderdale	Police	Department	staff	to	seek
grant	funding	through	the	Office	of	Criminal	Justice	and	other	grant	funders	to	underwrite	this	effort.

b. Community  Code Enforcement  E©orts
Successful	models	of	involving	citizens	to	assist	the	City’s	code	enforcement	efforts	in	the	NPF	CRA	are
in	Atlanta,	Georgia,	Fort	Worth,	Texas,	and	Austin	Texas.	 	Properly	structured	such	programs	build	on
community pride and partnerships

c. StreetWize Mobile Application Incorporates the Clean & Safe/Public Safety Programs
(Be	one	of	 the	first	 cities	 in	 the	 country	 to	 incorporate	 a	 technology	 that	 engages	 the	 community	 in
keeping	 their	neighborhoods	clean	and	safe	while	 interacting	 in	 real	 time	with	City	Officials	and	Law
Enforcement.

PROGRAM COSTS: 
1. Targeted	Informercials	-	Real	Estate	&	Economic	Development	Strategy
2. Youth	Technology	-	Micro	Computer	Program	($100/per	child)
3. City	Guide	App	($75k)
4. Clean &	Safe/Community	Code	Enforcement,	Streetwize	Public	Safety	App	($200k)
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CLIENTS/REFERENCES10
Carabine & Associates/New England Development 
(Palm Beach Outlets)
27 Buttonwood Drive
Andover, Massachusetts 01810
CONTACT: Thomas	Carabine
Owners Representative
(617) 966-4833
tcarabine@aol.com
SERVICES PROVIDED:	from	2012-Present	(Mosaic	Group)

Palm Beach Opera
415 S Olive Avenue
West Palm Beach, Florida 33401
CONTACT: Ceci Dadisman
Marketing	Director
(561) 835-7550
cdadisman@pbopera.org
SERVICES PROVIDED:	from	2013-Present	(Mosaic	Group)

Hispanic Chamber of Palm Beach County
605 Belvedere Road
Suite 10/11
West Palm Beach, Florida 33405
CONTACT: Andre Verona
President & CEO
(561) 832-1986
andrev@hispanicchamberpbc.com
SERVICES PROVIDED:	2011-Present	(Mosaic	Group)

Downtown Hollywood Community 
Redevelopment Agency
330 N. Federal Highway
Hollywood, Florida 33020
CONTACT: Lisa Liotta  
lliotta@hollywoodfl.org
(954) 924-2980
SERVICES PROVIDED: 2003-2010 (Moetiv8)

City of Miami Gardens
1515 NW 167th Street
Miami	Gardens,	Florida	33169
CONTACT: Vernita Nelson
Assistant City Manager
(305) 622-8000
vnelson@miamigardens-fl.gov
SERVICES PROVIDED: 2007-Present (MediumFour)
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KATHY EGGLESTON
Principal  • K. Eggleston Consulting

Kathy	Eggleston	has	focused	her	twenty-five-year	(25)	career	in	corporate	communications	and	philanthropy	on	
helping businesses to succeed by empowering their people and strengthening their communities. She became 
a leading force in the redevelopment of midtown Ft. Lauderdale as co-founder of Avenue of the Arts Executive 
Suites,	a	prime	office	space	designed	to	help	small	businesses	and	professional	practices	grow	more	business	
in	South	Florida.	For	this	and	her	two-decade	record	of	launching	community	projects	that	sustain	themselves	
over	time,	in	2011	she	was	honored	by	Leadership	Broward	as	Leader	of	the	Year	and	“Avenue	Executive”	was	
named the city of Fort Lauderdale’s best low-rise commercial renovation of the year.

Kathy also successfully advises large enterprises wishing to achieve greater strategic impact from their 
community investment programs through her practice, K. Eggleston Consulting. Prior to owning her own 
businesses, Kathy served as an executive for two of South Florida’s largest companies. Her programs and 
organizations	have	received	numerous	awards,	including	national	recognition	on	the	“Best	Companies	to	Work	
for	in	America”	list	in	FORTUNE	magazine.	She	is	a	past	president	of	both	the	North	Broward	Chapter	of	The	
Links,	Incorporated	and	Donors	Forum	of	South	Florida,	has	served	on	numerous	boards	including	Leadership	
Broward, Leadership Florida, Community Foundation of Broward and the Entrepreneur’s Council of Nova 
Southeastern University’s Huizenga School of Business. She was a leader in the start-up teams that launched 
the	 African-American	 Achievers	 awards,	 Deliver	 the	Dream,	 Positive	 Images	 of	 Broward	 County,	 Rebuilding	
Together	Broward,	and	her	current	initiative,	the	Pathway	Scholars	scholarship	program	for	Nova	Southeastern	
University.

• Created the original corporate branding and community relations strategies underpinning JM Family
Enterprises’ revenue growth from $2.4 billion annually to $7.6 billion during an 11-year tenure.

• Developed	 the	marketing	and	promotional	plans	 for	The	Phone	Store	wireless	 chain,	building	 to	$100K
monthly	cash	flow	in	 its	13-year	tenure	 in	urban	 locations	 in	the	Coconut	Grove	redevelopment	district,
Liberty	City	and	North	Miami.	 	Created	 the	“It’s	Great	on	Grand”	Grand	Avenue	marketing	campaign	 for
Coconut	Grove’s	Island	District	Merchant’s	Association.

• Used	a	town-hall	strategy	in	developing,	packaging	and	disseminating	campaign	communications	aiding
passage	of	a	half-penny	sales	tax	to	fund	uncompensated	care	at	Jackson	Memorial	Hospital.	More	than
$100 million is annually realized from this funding source today.

• Designed and conducted research studies on the customer referral process and customer experience for
one of the largest orthopedic and sports medicine hospitals in the mid-Atlantic, leading to innovations in
customer	service,	customer-driven employee	recognition	awards	and	patient	marketing/referral	programs.

PROFESSIONAL CREDENTIALS
Marketing,	BS	•	Drexel	University

BASIS FOR TEAM SELECTION
• Developed the original community outreach plan for South Florida’s largest privately held corporation
•	Co-founded	Avenue	of	the	Arts	Executive	Suites,	winner--2011’s	Best	Low-Rise	Renovation	Project	by	City	of	

Fort Lauderdale’s Community Appearance Board
• Winner,	Leadership	Broward’s	2011	Leader	of	the	Year
• Past Board leader:  Leadership Florida, Community Foundation of Broward, Leadership Broward, Donors

Forum of South Florida, Knight Foundation South Florida Advisory Committee

EXPERIENCED LEADER
Corporate Communications and Community Relations • 25 years

EXPERIENCE

C O M M U N I T Y  O U T R E A C H  D I R E C T O R

PROFESSIONAL EXPERIENCE
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MICHAEL W. HALL
Managing	Partner	/	Marketing	Director	•		MediumFour

One of the foremost brilliant graphic designers and serial entrepreneurs in South Florida, Michael W. Hall is truly a force 
of	nature.	 As	 the	Senior	Managing	Partner	of	 famed	design	firm,	MediumFour,	Michael	merges	his	passion	of	 artistic	
expression	 with	 Design,	 Marketing,	 and	 more	 specifically,	 Brand	 Identity.	 Michael	 oversees	 MediumFour’s	 vision	 of	
producing	a	higher	level	of	design	while	directing	and	evaluating	creative,	structuring	project	plans,	and	executing	the	
wishes of quite a reputable list of clientele.

A proud Seminole, Michael earned his Bachelor of Fine Arts degree from Florida State University’s School of Visual Arts. He 
has cultivated his artistic talents through various roles both the public and private sectors. Michael began his professional 
design	career	at	P&P	Design	as	a	graphic	designer	and	ascended	into	the	rank	of	Art	Director	and	Vice	President.	In	2006,	
Michael	launched	Shocase,	Southwest	Florida’s	entertainment	and	lifestyle	magazine.		With	a	talented	staff	of	over	15,	
Shocase	Magazine	provided	sales,	events	and	marketing	services	to	a	diverse	clientele.	Michael’s	sole,	successful	endeavor	
would	later	provide	unmatched	opportunities	in	the	world	of	graphic	design.	In	2007,	Michael	was	named	the	Art	Director	
of	CITY	LINK	magazine,	responsible	for	the	conception,	design,	layout	and	coordination	of	editorial	and	creative	artwork	
including	the	full	roster	of	visual	identity	for	CITY	LINK.	

A serial entrepreneur and solutions-driven powerhouse from the age of nine, Michael has perfected the art of Brand 
psychology.	 This	 is	 evidenced	 in	 his	 innovative	 and	 unconventional	 design	methods.	 Distinguished	 by	 its	 Marketing	
Energy	+	Design™	mantra,	Michael	exceeds	every	client’s	expectation	by	taking	a	holistic	approach	to	brand	identity.	While	
most	firms	employ	a	segmented	approach	to	design	and	marketing,	MediumFour	established	an	approach	to	address	the	
needs of clients by the guiding principle of creating synergy among visual mediums since its inception in 2006.

In	addition	to	his	thriving,	noteworthy	career,	Michael	commits	his	time,	talents,	and	treasures	to	many	worthy	causes.	
Both	Michael’s	professional	and	community	work	have	been	lauded	by	his	designation	as	‘Who’s	Who	of	South	Florida’.	
Michael	 holds	memberships	 in	 Alpha	 Phi	 Alpha	 Fraternity,	 Inc.,	 the	 American	 Institute	 of	 Graphic	 Arts	 (AIGA),	 Young	
Professionals	Network	of	Miami-Dade,	and	the	Young	Elected	Officials	Network.	Furthermore,	he	commits	his	resources	to	
the	North	Dade	Youth	and	Family	Coalition.	More	recently,	Michael	founded	the	first	Justice	for	Trayvon	Martin	Foundation	
(Justice	TM).	He	played	an	active	role	immediately	after	the	tragedy,	creating	a	website	with	relevant	information	while	
vigorously	acquiring	funds	to	keep	advocacy	for	the	effort	mainstream.	Michael	traveled	the	country	to	bring	awareness	
to	the	Trayvon	Martin	case	in	hopes	of	shedding	light	on	the	Stand	Your	Ground	legislation,	with	plans	to	mobilize	civic	
organizations	 nationally	 to	 successfully	 champion	 the	 efforts	 of	 a	 ban	 on	 the	 controversial	 Stand	 Your	 Ground	 law.	
Michael’s	efforts	to	establish	The	Justice	for	Trayvon	Martin	foundation	caused	the	issue	to	remain	at	the	forefront	of	
national,	regional,	and	local	media	outlets	and	sparked	a	global	movement	for	justice.	

Originally from Panama City, Florida, Michael is deeply committed to the South Florida community, where he is striving 
to	shift	the	social	scene	for	urban	professionals.	An	avid	painter	and	artist,	Michael	calls	Ft.	Lauderdale,	Florida	home.

PROFESSIONAL CREDENTIALS
Bachelor of Fine Arts • Florida State University

BASIS FOR TEAM SELECTION
Extensive	experience	in	marketing	and	managing	interactive	and	traditional	advertising	campaigns	for	world-
class consumer brands, people, places and things.  

EXPERIENCED LEADER
Graphic	Design	•	20	years	 Marketing	•	15	years	
Advertising • 10 years Web Development & Content Management • 5 years
Web & Mobile Application Development • 5 years
Social & E-Commerce Solutions • 4 years 

EXPERIENCE

C R E AT I V E  D I R E CTO R
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PAUL D. WHITE, MPA
Principal •  PDW & Associates

Mr. White began his career in City Management at the age of 26 and now has over twenty years of experience in 
executive	positions.	Mr.	White	has	served	in	key	executive	positions	in	communities	with	populations	in	excess	of	
300,000.	Mr.	White	has	also	served	as	the	chief	executive	in	Gainesville,	Fla.	Population	117,000.	Mr.	White	served	
as	Assistant	City	Manager	for	the	City	of	Riviera	Beach	and	directly	supervised	Community	Development;	Parks	
and	Recreation;	Purchasing;	Human	Resources	and	the	Library.	Special	assignments	include	the	development	
on Renaissance Strategy which resulted in 150 million in residential investment along the Congress Corridor in 
Riviera	Beach.	Mr.	White	has	led	major	economic	development	efforts	in	Cincinnati,	Ohio;	Atlanta,	Ga.	Gainesville	
and	Riviera	Beach,	Florida.	Mr.	White	also	served	as	the	interim	community	development	officer	for	the	Riviera	
Beach Community Redevelopment Agency and is intimately familiar with Master Plan for Riviera Beach Heights 
as well as the Marina.

• Framing	messages	and	developing	materials	for	effective	communication	with	the	news	media,	the	general
public,

• Developing, planning and leading communications strategies and calendars for organizing, legislative,
contract,	political,	and	other	campaigns;

• Conceive and direct media events based on natural and created news opportunities. Write news releases,
background	 pieces,	 advisories,	 fact	 sheets	 and	 other	 news-related	 information	 as	 well	 as	 flyers	 and
campaign	materials;	write	and	place	op-ed’s	and	letters	to	the	editor;

• Cultivate	&	maintain	relationships	with	regional	reporters	and	bloggers;
• Develop	talking	points	and	member	training	materials	for	large	scale	organizing	and	grassroots	campaigns;
• Web	and	print	communication	program;
• Provide	communication	support;
• Developing	email	and	web	based	campaigns;	developing	and	supe	supervising	video	and	other	multi-media;
• Provide	advice	and	communications	support	for	contract	and	organizing	campaigns;
• Train	staff	in	using	communications	in	the	organizing	model,	designing	and	using	print	materials	effectively,
• effective	use	of	web	and	email,	including	technical	aspects;
• Supervises vendors and contractors in printing, design, public relations, video and others.

PROFESSIONAL CREDENTIALS
Master of Public Administration • Howard University School of Business
Bachelor of Arts Degree History/Political Science • Morehouse College
Certified	Economic	Development	Professional
National Development Council

BASIS FOR TEAM SELECTION
Detailed understanding of the Riviera Beach CRA/City of Riviera Beach • Statewide relationships with City, 
County,	 State	 and	 Federal	 elected	Officials,	 Community	 and	 Civic	Organizations	 •	 Focused	 on	 innovation,	
creativity,	and	complete	customer	satisfaction.	Team	player	and	initiator.

EXPERIENCE

PROFESSIONAL EXPERIENCE

E CO N O M I C  &  B US I N E SS  D E V E LO P M E N T  CO N S U LTA N T
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DANTÉ D. FILLYAU, MA
Managing Partner / Production Director • MediumFour

Dante’	D.	Fillyau	is	Managing	Partner	of	MediumFour	and	a	proficient	webmaster	and	web-content	manager.	His	
eclectic	interests	from	childhood	propelled	him	first	to	earn	his	undergraduate	degree	in	Mechanical	Engineering	
from	Florida	A&M	University,	then	his	Master	of	Arts	in	Graphic	Design	from	the	acclaimed	Savannah	College	of	
Art and Design. A love of math and his engineering experience spur Mr. Fillyau to approach each design and web 
project	both	spatially	and visually,	moving	beyond	a	2D	framework.	“Design	is	a	creative	outlet	for	me,”	says	Mr.	
Fillyau.	“As	the	main	web	designer,	I	get	to	blend	art,	design	and	technology.”	His	background	with	magazines	
and	agencies	also	fuel	the	nontraditional	aesthetic	he	brings	to	corporate	projects.

Mr.	 Fillyau’s	 design	 and	 marketing	 career	 began	 with	 the	 launch	 of	 his	 own	 company,	 Baldpointe.	 While	
running	Baldpointe,	he	was	also	Creative	Director	at	The	Marome	Agency,	where	he	translated	client	marketing	
objectives	into	comprehensive	creative	strategies,	managing	the	print	production	as	well	as	branding	solutions	
for	corporate	and	special	events.	As	Graphic	Designer	at	Shocase	magazine,	coordinated	print	conception	and	
layout for the bi-monthly south Florida lifestyle guide. At MediumFour, Mr. Fillyau is presently responsible for 
overseeing the creation, development and management of all creative from conception to implementation for 
new	and	existing	clients.	He	ensures	that	each	project	meshes	with	the	clients’	vision	and	is	adept	in	developing	
creative approaches that align with clients’ strategic direction and communications strategies. 

Mr.	Fillyau	is	an	active	member	of	progressive	organizations	such	as	Alpha	Phi	Alpha	Fraternity,	Inc.	and	the	
Young	Professional	Network	of	Miami.	Mr.	Fillyau	shares	what	elevates	MediumFour	above	other	agencies:	“I	
take	the	time	to	do	the research	of	trends	for	that	industry	or	product,	look	behind	the	idea	and	combine	the	
two	to	create	something	different	for	our	clients.”	

PROFESSIONAL CREDENTIALS
Mechanical Engineering, BS • Florida A&M University
Graphic	Design,	MA	•	Savannah	College	of	Art	&	Design

BASIS FOR TEAM SELECTION
Extensive	experience		and	knowledge	in		graphic	design	and	web	marketplace	capabilites.	

EXPERIENCED LEADER
Graphic	Design	•	15	years	 Web	Development	&	Content	Management	•	8	years
SEO	&	Marketing	•	5	years	 Social	&	E-Commerce	Solutions	•	5	years
Web & Mobile Application Development • 5 years 
Hosting & Web Service Capabilites • 10 years

EXPERIENCE

W E B  D E V E L O P E R
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LaTOYA STIRRUP
Creative	Solutionist	•	KISS	T	Creative	Suite

Ms.	Stirrup	has	over	a	decade	of	experience	leading	award	winning	projects	and	performing	in	the	disciplines	
of	account	management,	project	management,	production	and	traffic.	While	working	at	Ogilvy	&	Mather	and	
AgencyNet	 Interactive,	which	 is	 now	AgencyTen,	 she	 actively	managed	 enterprise-level	 digital	 solutions	 for	
brands	such	as	Slim-Fast,	Promise	Buttery	Spread,	Dove,	Nickelodeon,	Bacardi,	Grey	Goose,	Island	Def	Jam,	
Ruby	Tuesday,	and	Mike’s	Hard	Lemonade.	Upon	joining	La	Comunidad,	she	expanded	her	experience	as	Director	
of	Project	Management	&	Creative	Resource	Manager	by	working	to	build	the	Project	Management	Department	
and establish processes for resource management within the agency. Ms. Stirrup also had the opportunity to 
lead	all	digital	initiatives	and	delve	into	traditional	media	as	well	as	the	US	Hispanic/LATAM	market	handling	
TV,	print,	radio,	direct	marketing	as	well	as	experiential	projects	for	brands	such	as	Volvo	Cars,	Converse,	Time	
Warner	Cable,	Modelo	Especial,	Trident,	and	Corona	Extra.	Ms.	Stirrup	is	now	leveraging	her	diverse	experience	
as	a	strategic	consultant	and	freelance	project	manager/producer.

• KROMA	Art	Space	–	Executive	Producer. Ms.	Stirrup	was	a	key	driver	of	 the	creative	vision,	mission	and
purpose of KROMA. She actively led the brand development process and secured vendors to execute the
creative	vision,	marketing	collateral	and	PR	materials.	Ms.	Stirrup	worked	closely	with	real	estate	developers,
The	Barlington	Group,	and	the	Collaborative	Development	Corporation	to	manage	quality	control	leading
up to	the	soft	opening	of	the	gallery	 in	December	2013.	Ms.	Stirrup	also	managed	the	marketing	and	PR
efforts	for	the	opening	exhibitions.

• Coconut	Grove	Heritage	Tours	–	Executive	Producer.	Ms.	Stirrup	liaised	with	the	Collaborative	Development
Corporation,	Greater	Miami	Convention	&	Visitors	Bureau	and	Black	Hospitality	Initiative	to	create	a	one-
hour	tour	of	the	Village	West	enclave	of	Coconut	Grove highlighting	the	historic	landmarks	and	narrative	of
the early pioneers.

• Coconut	 Grove	 Village	 West	 GMCVB	 Collateral	 –	 Executive	 Producer.	 Working	 with	 the	 Collaborative
Development Corporation, Ms. Stirrup delivered content to be used for the creation of brochures that will be 
distributed	by	the	Greater	Miami	Convention	&	Visitors	Bureau to	inform	and	attract	new	visitors	to	Coconut
Grove.

• 2014	Coconut	Grove	Art	Festival	–	Executive	Producer.	Ms.	Stirrup	orchestrated	the	creative	execution	and
production of the booth design and collateral materials that were distributed by booth volunteers at the art
festival.		As	part	of	her	role,	Ms.	Stirrup	delivered	design	specifications	to	the	vendors	who	were	secured	to
produce	the	booth	banners,	flyers,	etc.

PROFESSIONAL CREDENTIALS
Bachelor of Arts Degree Communications, Minor in Spanish • Florida State University Summa Cum Laude

BASIS FOR TEAM SELECTION
Extensive experience in managing interactive and traditional advertising campaigns for world-class consumer 
brands.  

Passionate about merging technology and design to develop engaging solutions and experiences. 

EXPERIENCED LEADER
Digital/Interactive	Advertising	•	10	years		 Traditional	Advertising	(TV,	Print,	Radio,	DM)	•	2	years
Project	Management,	Production	•	8	years	 Community	Development	•		1	year

EXPERIENCE

PROFESSIONAL EXPERIENCE

D I G I T A L  M E D I A  M A N A G E R
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SOPHIA NELSON
Managing	Partner	•	Mosaic	Group

Sophia	A.	Nelson	is	a	life-long	marketing,	advertising	and	public	relations	professional	having	worked	in	the	
industry	for	more	than	25	years.	Sophia	has	worked	on	many	accounts	some	which	include	Florida	Department	
of	Environmental	Protection,	The	Florida	Consortium	of	Urban	League	Affiliates,	South	Florida	Water	Mgmt	
District,	Glatting	Jackson/AACEOM,	The	City	of	West	Palm	Beach,	Pahokee,	Delray	Beach	and	Riviera	Beach,	and	
as	a	managing	partner	for	the	Mosaic	Group.

• Framing	messages	and	developing	materials	for	effective	communication	with	the	news	media,	the	general
public,

• Developing, planning and leading communications strategies and calendars for organizing, legislative,
contract,	political,	and	other	campaigns;

• Conceive and direct media events based on natural and created news opportunities. Write news releases,
background	 pieces,	 advisories,	 fact	 sheets	 and	 other	 news-related	 information	 as	 well	 as	 flyers	 and
campaign	materials;	write	and	place	op-ed’s	and	letters	to	the	editor;

• Cultivate	&	maintain	relationships	with	regional	reporters	and	bloggers;
• Develop	talking	points	and	member	training	materials	for	large	scale	organizing	and	grassroots	campaigns;
• Web	and	print	communication	program;
• Provide	communication	support;
• Developing	email	and	web	based	campaigns;	developing	and	supervising	video	and	other	multi-media;
• Provide	advice	and	communications	support	for	contract	and	organizing	campaigns;
• Train	staff	in	using	communications	in	the	organizing	model,	designing	and	using	print	materials	effectively,
• effective	use	of	web	and	email,	including	technical	aspects;
• Supervises vendors and contractors in printing, design, public relations, video and others.

PROFESSIONAL CREDENTIALS
Bethune	Cookman	University	•		BS,Pre-	Law/Sociology	Masters
University	of	Alabama	•		MS,	Criminology	Theory	Doctorial	(PHD)
Walden University • Public Administration and Policy

BASIS FOR TEAM SELECTION
Project	Management,	Personnel	Management,	Team	Building	and	Training,		Talent	Recruitment
Customer	Satisfaction,		Organization	and	Follow-Through,	Relationship	Management

EXPERIENCED LEADER
Proficiency	in	Internet-based	research,	word	processing,	print	layout,	photo	editing,	presentation	and	email	
programs	•	Strong	interpersonal	skills	•		Demonstrated	superior	writing	skills	including	experience	writing	op-
eds, press releases, fact sheets and other media related materials  • New media expertise

EXPERIENCE

PROFESSIONAL EXPERIENCE

P U B L I C  R E L AT I O N S  M A N AG E R
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DR. ALVIN JACKSON, JR.
Managing	Partner	-	Jackson	Vaughn	Group

Dr.		Alvin	Jackson,	Jr	.	is	a	professional	management	and	marketing	consultant	specializing	in	solution	oriented	
programs for public and private sector clients.  His areas of expertise are:

• Outreach	&	Community	Affairs • Full-Service	Marketing
• Organizational	Leadership	&	Development • Governmental	Affairs
• Procurement & Contracting • Economic Development
• Community Development

Dr.	Jackson	is	an	accomplished	senior	executive	with	over	25	years	experience	in	local	government,	extensive	
experience in strategic planning, business management, corporate structure implementation, human resource 
development,	procurement,	governmental	affairs,	public	involvement	andmedia	relations.		Some	of	his	noted	
accomplishments are as follows:

• Initiated	Workforce	Training	Programs	to	increase	the	availability	of	qualified	local	workers	needed	to	build
Everglades	Projects	throughout	South	Florida.	Secured	over	$1.2	million	in	funding,	created	partnerships
with	 the	 education	 center	 of	 Southwest	 Florida	 and	 Palm	 Beach	 Community	 College	 to	 train	 certified
workers	in	heavy	equipment	operation	and	construction	trades;	to	date	over	100	students	have	completed
the program.

• Initiated	Outreach	and	Recruitment	efforts	to	over	4000	small	businesses	for	the	Everglades	Restoration
Projects.		To	date	over	93	small	businesses	in	the	area	have	earned	over	$8.5	million	working	on	reservoirs,
test	cells	and	storm	water	treatment	area	projects.

• Re-engineered	the	Media	and	Outreach	Program	at	South	Florida	Water	Management	District.	 Increased
positive and accurate media coverage by over 50% with exposure in national print and broadcast media.

• Led	 an	 Economic	 Development	 Strategic	 planning	 initiative	 in	 Lake	 County	 that	 included	 over	 120
Businesses, Community and Educational Leaders.

• Guided	a	Procurement	Diversification	 initiative	 for	South	Florida	Water	Management	District,	 increasing
minority vendor expenditure participation by over 168% for a total of $60 million in one year.

• Directed	 Lake	County’s	 first	 countywide	 strategic	 planning	 initiative,	 recruiting	 and	 engaging	over	 3000
citizens, raised over $100,000 and resulted in a 10-year strategic plan.

PROFESSIONAL CREDENTIALS
Government	&	Politics,	BA	•	University	of	Maryland
Ministry	Leadership,	MS,	PhD	•	Thomas	Brown	Bible	College

BASIS FOR TEAM SELECTION
Extended community outreach and expertise. 

EXPERIENCED LEADER
Leadership,	communication	and	teamwork	skills	development	•	Empowered	and	trained	staff
Rewards and recognition programs development • Enthusiastically moves organizations forward
Proven	track	record	for	leading	•	Published	author	and	skilled	communicator	•	Secured	grant	funds	to	improve	
the	City’s	downtown	park	and	saved	the	historic	band	shell.

EXPERIENCE

R E A L  E S T A T E  O P P O R T U N I T Y  D E V E L O P M E N T  C O N S U LT A N T
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Marketing, Branding and Public Relations Services
RFP #745-11329

Submitted by

Upscale Events by Mosaic, LLC d.b.a. The Mosaic Group
Ann Marie Sorrell, President & CEO

405 N. Avenue of the Arts
Ft. Lauderdale, FL 33311

(954) 522-2290
www.upscalebymosaic.com

City of Ft. Lauderdale
Procurement Services Division, Room 619

City Hall
100 North Andrews Avenue • Ft. Lauderdale, FL  33301
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