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SECTION 1

ABOUT KPS3



INRODUCTION

About KPS3

KPS3 is a full-service agency. We started in 1991 
when our founder, a retired RN with an MBA and 
former marketing executive at Saint Mary’s 
Hospital, decided one client wasn’t enough. With 
an emphasis on public relations and traditional 
marketing, KPS3 has evolved over the years to 
provide services in all facets of marketing. Our 
team is a diverse group of individuals who strive 
to be the best in every aspect of their fields. 

Office Location

Reno, NV
500 Ryland St., Ste 300, Reno, NV 89502

Brief History

Leadership

Stephanie Kruse
Board Chair

Rob Gaedtke
President & CEO

Kevin Jones
COO

Years in Business

28
Employees

35



COLLABORATION

Working Together

Our Approach and Style of Work

We are 35 people across four divisions: marketing, 

technology, public relations & growth. With KPS3, you 

get access to all types of marketing specialists.  

We believe in getting things done, being agile and 

never being too rigid. We ensure your needs are met.  

Public 
Relations & 

Social

Branding & 
Creative

Web 
Development

Media 
Strategy & 

Management

Design & UX

Analytics & 
Insights

Search & 
Content



STATE OF NEVADA

A Rich History with DHHS
We are very proud of the work we do with the Nevada Department of Health and Human Services:

• Listed as an approved vendor on the DHHS master services agreement since 2010

• Worked with numerous DHHS programs. Here are a few initiatives: 

In addition below is  a sample of other state organizations we work with: 

o Tobacco Control
o Nevada Women, Infants, and Children
o Nevada Care Connection
o Aging and Disabilities Services Division
o No Wrong Door Campaign

o Respite and Dementia Awareness
o Nevada 2-1-1
o Syphilis Outbreak Awareness
o Cytomegalovirus Awareness 
o Nevada Worksite Wellness



PUBLIC HEALTH

KPS3 + Health
Since the beginning, KPS3 has been dedicated to public health initiatives. Our clients include:

Hospitals & Health Systems
o Cox
o McKesson
o North Inyo Healthcare District
o Orthopedic Specialty Hospital of Nevada
o Reno Orthopedic Clinic
o Renown Health 
o Saint Mary’s Regional Medical Center
o Sutter Health
o The US Oncology Network

Health Insurance Companies
o Preferred Health Care Network
o Saint Mary’s Health Plans
o Hometown Health

Non-Profit Organizations
o Access to Healthcare Network
o Immunize Nevada
o Nevada Hospital Association
o Nevada Public Health Foundation
o Nevada Tobacco Coalition
o Donor Network West

Emergency Medical Services
o American Ambulance Association
o Regional Emergency Medical Services Authority
o Sierra Emergency Medical Services Authority

Higher Education
o University of Nevada, Reno School of Medicine 



SECTION 2

PROJECT APPROACH



Phase One: Now through June 2020

• Discovery and research

• Brand identity

• Marketing plan and media strategy  

• Public relations, social media and content 

creation

• New marketing website and quiz development

• Analytics setup and reporting

Phase Two: July 2020 to June 2021

• Public relations, social and content (cont’d)

• Outreach plan and implementation

• Media management

• Placing and managing media 

• Creative asset development

• Ongoing reporting

• Media hard costs

PROJECT APPROACH

Overview 



PROJECT APPROACH

Discovery & Research
• Conduct internal team and external partner 

interviews to discuss business objectives, target 

audiences and success metrics

• Discuss any past and current initiatives to garner 

insights that will inform our marketing efforts

• Review audience research, web analytics, past 

campaign performance, etc. to gain additional 

insights

• Provide an industry assessment for similar 

campaigns in other states



PROJECT APPROACH

Brand Approach

Deliverables

• Guiding principles

• Creative strategy

• Brand identity

• Cohesive look and feel



PROJECT APPROACH

Marketing Plan & Media Strategy

• The marketing plan will provide the following: 

• A strategic framework for the actions moving forward

• A media strategy to target our identified audiences 

• What is needed from a public relations, social media and content 

development perspective to meet the organization’s objectives

• A tactical, monthly framework for the strategy

• Success metrics to ensure the marketing/media and comms 

efforts are bringing in qualified traffic to the website/quiz. 



PROJECT APPROACH

Media Strategy

• Develop a media strategy based on business objectives, 

target audience, budget and success metrics

• Ongoing management of media to ensure its being spent 

efficiently and within budget

• Continual optimization of digital media strategy based on 

metrics

• Launch and manage media campaigns (and necessary 

creative assets) based on strategy

• Ongoing status meetings to report on performance



PROJECT APPROACH

Strategic Comms Example Tactics

• Topline messaging document and talking 

points

• Ongoing PR/media relations and pitching

• Monitoring media opportunities, 

responding, facilitating media requests 

and tracking media

• Social media management, monitoring, 

responding and implementation

• Influencer/stakeholder engagement

• Content development and identifying new 

opportunities

• Coordinate and collaborate PR, social 

media and original content as a 

synchronized effort



PROJECT APPROACH

Online Gambling Quiz

Deliverables

• User experience 

• Wireframes

• Design

• Online quiz development 

• Where to find help, news, blog content and 

contact information

• Launch and training

• Post launch



PROJECT APPROACH

Measurement

Monthly Measurement Analytics and Reporting

Measurement allows us to evaluate the success of 

our tactics and optimize as we go. We will fine-tune 

elements based on key performance indicators 

(KPIs).

We leverage Google Analytics for our web 

performance and Data Studio for our dashboard 

reporting. We primarily use Cision to track PR 

outputs and Falcon.io to track social media outputs.



PROJECT APPROACH

Phase Two – July 2020 to June 2021

• Continued PR, social media management and content 

development

• Outreach strategy to identify potential partnerships

• Digital online ad placements and/or traditional ad 

placements 

• Design and launching campaign assets

• Ongoing reporting for Media and PR

• Web hosting/maintenance

Ongoing Work



Deliverables Costs

• Discovery & research

• Brand identity

• Marketing plan & media strategy  

• Public relations, social media, content

• New marketing website and quiz development

• Analytics setup & reporting

• Website hosting/maintenance (monthly hard costs) 

$100k

PROJECT APPROACH

Budget: Phase 1  
Through June 2020



Deliverables Costs

• Public relations, social and content (cont’d)

• Outreach plan and implementation

• Media management

• Media hard costs 

• Placing and managing media 

• Creative asset development

• Ongoing reporting

• Website hosting/maintenance (monthly hard costs) 

$100k

PROJECT APPROACH

Budget: Phase 2  
July 2020 to June 2021



PROJECT APPROACH 

Long-term Partnerships

We believe in developing meaningful partnerships, with our experience 

and commitment to our client foremost. We've worked with many of our 

clients for over 20 years, and our team brings great longevity as well.

We have long been committed to the Nevada Department of Health and 

Human Services and the public health sector, and we would be honored 

to partner with your team to combat problem gambling in Nevada. 



SECTION 3

Q/A



Bring insights to life.



APPENDIX

CASE STUDIES



• Goal: Build awareness of the services available from 2-1-1 to 

Nevada residents in northern Nevada. 

• Tactics: Included paid media placements throughout northern 

Nevada in targeted outlets, the development of collateral materials 

(including posters, rack cards, business cards, giveaway items) as 

well as a detailed higher education outreach effort. 

• A similar campaign followed in southern Nevada at the conclusion 

of this campaign. 

DHHS

Nevada 2-1-1



• Print ads - Featured in 10 northern Nevada cities. Printed 845K+ times with 
potential views of 2.1MM. 

• Radio – Broadcasted in 15 northern Nevada cities.  Played 5,600+ times with 
potential listens of 4.4MM.

• Outdoor – Placement included Elko, Carson City and Reno/Sparks. Estimated at 
almost 5MM impressions.

• Digital – Targeted across both English and Spanish audiences via display and digital 
radio ads. Drove over 10MM impressions with 10,000+ clicks to the website. 

• Additional activities
• Collateral materials – Printed rack cards, posters and business cards in both 

English and Spanish.
• Higher education outreach effort – Partnership with northern Nevada’s 

community colleges and UNR.

DHHS

Nevada 2-1-1 | Results



• Goal: Spread awareness and combat false stigmas 

surrounding dementia in Nevada.  

• Encouraged early screening and intervention

• Produced helpful information on how to embrace life 

with dementia to those in need

• Tactics: KPS3 created an outreach plan and strategy, 

dementia awareness kits, public relations efforts, landing 

page and a targeted AdWords campaign.

DHHS

Aging & Disabilities



DHHS

Aging & Disabilities | Results

• Public relations  – Resulted in a total reach of over 600K on 
social media and the combined average unique visitors to the 
websites that posted our press release or ran articles was more 
than 286K.

• Digital – Landing page launched with digital media strategy 
implemented. This generated over 17K impressions with 1,150+ 
clicks to the landing page. This resulted in 200+ PDF and 
Roadmap downloads.  

• Dementia awareness kits – Created 100 social media one-
sheets, 1,000 rack cards, 2,500 printed Dementia Roadmap 
booklets, and branded giveaway items which included a 28-
piece puzzle book. 



D H H S

Tobacco Control Program

• Goal: Provide an online tool for tobacco merchants to train 

their staff on Nevada’s tobacco laws and how to successfully 

avoid selling tobacco to minors.

• KPS3 created a marketing site, quiz and certificate of 

completion that are easily updateable via the CMS.

• DHHS wanted real-time statistics on how people were using 

the tool. 



F I R S T  R E S P O N D E R S

REMSA

• We have worked with REMSA since 1991 on its strategic 
marketing and public relations efforts.

• KPS3 has helped REMSA with its brand reputation, 
garnering media coverage locally, regionally and 
nationally, including a complete website redesign. 

• We have also developed strategic messaging and plans 
for REMSA. KPS3 branded, launched and advertised a 
new and innovative non-emergency nurse help line, 
which was funded through a Health Care Innovation 
Award from the federal government. 
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	•
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	Public relations, social and content (cont’d)
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	Discovery & Research
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	•
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	Conduct internal team and external partner 
	interviews to discuss business objectives, target 
	audiences and success metrics
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	Discuss any past and current initiatives to garner 
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	campaign performance, etc. to gain additional 
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	Marketing Plan & Media Strategy
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	The marketing plan will provide the following: 
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	•
	•
	•
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	•
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	Media Strategy


	•
	•
	•
	•
	•
	Develop a media strategy based on business objectives, 
	target audience, budget and success metrics
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	•
	•
	•
	•
	•
	Topline messaging document and talking 
	points


	•
	•
	•
	Ongoing PR/media relations and pitching


	•
	•
	•
	Monitoring media opportunities, 
	responding, facilitating media requests 
	and tracking media


	•
	•
	•
	Social media management, monitoring, 
	responding and implementation


	•
	•
	•
	Influencer/stakeholder engagement


	•
	•
	•
	Content development and identifying new 
	opportunities


	•
	•
	•
	Coordinate and collaborate PR, social 
	media and original content as a 
	synchronized effort
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	Online Gambling Quiz
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	Monthly Measurement Analytics and Reporting
	Measurement allows us to evaluate the success of 
	our tactics and optimize as we go. We will fine
	-
	tune 
	elements based on key performance indicators 
	(KPIs).

	We leverage Google Analytics for our web 
	We leverage Google Analytics for our web 
	performance and Data Studio for our dashboard 
	reporting. We primarily use Cision to track PR 
	outputs and Falcon.io to track social media outputs.
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	Phase Two 
	–
	July 2020 to June 2021
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	-
	term Partnerships


	We believe in developing meaningful partnerships, with our experience 
	We believe in developing meaningful partnerships, with our experience 
	We believe in developing meaningful partnerships, with our experience 
	and commitment to our client foremost. We've worked with many of our 
	clients for over 20 years, and our team brings great longevity as well.

	We have long been committed to the 
	We have long been committed to the 
	Nevada Department of Health and 
	Human Services and the public health sector, and we would be honored 
	to partner with your team to combat problem gambling in Nevada. 
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	Figure
	•
	•
	•
	•
	•
	Goal: Build awareness of the services available from 2
	-
	1
	-
	1 to 
	Nevada residents in northern Nevada. 


	•
	•
	•
	Tactics: Included paid media placements throughout northern 
	Nevada in targeted outlets, the development of collateral materials 
	(including posters, rack cards, business cards, giveaway items) as 
	well as a detailed higher education outreach effort. 


	•
	•
	•
	A similar campaign followed in southern Nevada at the conclusion 
	of this campaign. 
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	•
	•
	•
	•
	•
	•
	Print ads 
	-
	Featured in 10 northern Nevada cities. Printed 845K+ times with 
	potential views of 2.1MM. 


	•
	•
	•
	Radio 
	–
	Broadcasted in 15 northern Nevada cities.  Played 5,600+ times with 
	potential listens of 4.4MM.


	•
	•
	•
	Outdoor 
	–
	Placement included Elko, Carson City and Reno/Sparks. Estimated at 
	almost 5MM impressions.


	•
	•
	•
	Digital
	–
	Targeted across both English and Spanish audiences via display and digital 
	radio ads. Drove over 10MM impressions with 10,000+ clicks to the website. 


	•
	•
	•
	Additional activities
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	•
	Collateral materials 
	–
	Printed rack cards, posters and business cards in both 
	English and Spanish.


	•
	•
	•
	Higher education outreach effort 
	–
	Partnership with northern Nevada’s 
	community colleges and UNR.
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	•
	•
	•
	•
	•
	•
	Goal: Spread awareness and combat false stigmas 
	surrounding dementia in Nevada.  


	•
	•
	•
	•
	Encouraged early screening and intervention


	•
	•
	•
	Produced helpful information on how to embrace life 
	with dementia to those in need



	•
	•
	•
	Tactics: KPS3 created an outreach plan and strategy, 
	dementia awareness kits, public relations efforts, landing 
	page and a targeted AdWords campaign.
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	Aging & Disabilities | Results


	•
	•
	•
	•
	•
	Public relations  
	–
	Resulted in a total reach of over 600K on 
	social media and the combined average unique visitors to the 
	websites that posted our press release or ran articles was more 
	than 286K.


	•
	•
	•
	Digital 
	–
	Landing page launched with digital media strategy 
	implemented. This generated over 17K impressions with 1,150+ 
	clicks to the landing page. This resulted in 200+ PDF and 
	Roadmap downloads.  


	•
	•
	•
	Dementia awareness kits 
	–
	Created 100 social media one
	-
	sheets, 1,000 rack cards, 2,500 printed Dementia Roadmap 
	booklets, and branded giveaway items which included a 28
	-
	piece puzzle book. 
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	Tobacco Control Program


	•
	•
	•
	•
	•
	Goal: Provide an online tool for tobacco merchants to train 
	their staff on Nevada’s tobacco laws and how to successfully 
	avoid selling tobacco to minors.


	•
	•
	•
	KPS3 created a marketing site, quiz and certificate of 
	completion that are easily updateable via the CMS.


	•
	•
	•
	DHHS wanted real
	-
	time statistics on how people were using 
	the tool. 
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	REMSA


	•
	•
	•
	•
	•
	We have worked with REMSA since 1991 on its strategic 
	marketing and public relations efforts.


	•
	•
	•
	KPS3 has helped REMSA with its brand reputation, 
	garnering media coverage locally, regionally and 
	nationally, including a complete website redesign. 


	•
	•
	•
	We have also developed strategic messaging and plans 
	for REMSA. KPS3 branded, launched and advertised a 
	new and innovative non
	-
	emergency nurse help line, 
	which was funded through a Health Care Innovation 
	Award from the federal government. 
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