
CITY OF AUSTIN – AUSTIN RESOURCE RECOVERY DEPARTMENT
SCOPE OF WORK
PUBLIC EDUCATION CAMPAIGN TO INFORM BUSINESS ESTABLISHMENTS AND CITIZENS OF THE REQUIREMENTS OF THE CITY ORDINANCE REGULATING THE USE OF SINGLE-USE CARRYOUT BAGS
 RFP No. SDC0006


1.0	BACKGROUND

On April 19, 2007, the City Council passed Resolution No. 20070419-026 directing the City Manager to evaluate and recommend strategies for limiting the use of non-compostable plastic bags by retail establishments located within the City limits and for promoting the use of compostable plastic bags, recyclable paper bags or reusable checkout bags.  On April 10, 2008, the City Council approved Resolution No. 20080410-048 adopting a voluntary plastic bag reduction plan in lieu of an ordinance banning plastic bags to reduce by half the volume of plastic bags entering the City’s solid waste stream within 18 months.  On June 24, 2010, the City Council passed Resolution No. 20100624-079 directing the City Manager to determine the cost to taxpayers of processing plastic bags in the waste stream.  In response to this directive, the City Manager provided a January 2011 report specifying a cost estimate of approximately $850,000 annually, excluding environmental costs.  On August 4, 2011, the City Council approved Resolution No. 20110804-021 directing the City Manager to draft, process and bring forward for Council consideration an ordinance providing for the phase-out of single-use plastic bags offered at retail checkouts within the City limits of Austin.  On March 2, 2012, the City Council adopted an ordinance amending Chapter 15-6 of the City Code to phase in a prohibition of Single-Use Carryout Bags within the City limits.

The successful reduction of Single-Use Carryout Bags entering the City’s solid waste stream, combined with the integration of reusable bags and increased recycling and composting, will help the City achieve its goal of Zero Waste by 2040.

The subject ordinance sets forth the following regulations to phase in a prohibition of Single-Use Carryout Bags within the City limits of Austin:

•	Beginning on the effective date of the ordinance, March 12, 2012, the City will engage in a public education campaign to inform Business Establishments and citizens of the requirements regarding Single-Use Carryout Bags.
•	Beginning March 1, 2013, no person may provide Single-Use Carryout Bags at any City facility, City-sponsored event or any event held on City property.
•	Beginning March 1, 2013, a Business Establishment within the City limits must provide prominently displayed signage advising customers of the benefit of reducing, reusing and recycling, and of the need to use Reusable Carryout Bags.  The language and placement of such signs will be prescribed by rule.
•	Beginning March 1, 2014, a Business Establishment within the City limits may not provide Single-Use Carryout Bags to its customers or to any persons except for exemptions and/or special circumstances provided for by the ordinance.
•	A Business Establishment within the City limits may provide or sell Reusable Carryout Bags to its customers or any person.  A person may provide or sell reusable carryout bags at any City facility, City-sponsored event or any event held on City property.

2.0	TARGET POPULATIONS

The target population includes Business Establishments and all segments and age groups of the General Population (citizens) within the City limits of Austin.  Specific communication strategies will target populations facing possible disproportionate economic impacts created by the City’s policy of prohibiting Business Establishments from providing Single-Use Carryout Bags to customers, including but not limited to minorities, low-income persons, the medically underserved, persons with disabilities, persons affected by mental illness, and persons affected by substance abuse. 

3.0	PURPOSE

The Austin Resource Recovery Department of the City of Austin, hereinafter referred to as ‘ARR’, or the ‘City’, or the ‘City of Austin’, requests proposals from qualified media-buying agencies to provide expertise and assistance in developing a creative media campaign and obtaining media placement and purchasing media through a variety of outlets to reach Business Establishments and citizens of Austin.  Through an in-depth media campaign aimed at educating the public about the harmful impacts on the environment and wildlife created by Single-Use Carryout Bags, and by promoting the use of Reusable Carryout Bags in Austin, this broad-based media campaign will work collaboratively with community, worksite, faith-based, and business partners/settings.  The media campaign must be evidence based, have broad reach, and use powerful, effective advertising messages to motivate and educate individuals who live and work in Austin.

The City of Austin is soliciting proposals to procure the services for a firm fixed not-to-exceed price.  Proposers shall include all costs for providing the services as defined by this RFP.  In its proposal, Proposer shall provide a total not-to-exceed price for each service individually, with no price bearing on any other services.  Proposals must include all costs for providing the services as described in this RFP, including all associated costs of media and television airtime, print or electronic media, creative development, Proposer’s fee for placement of advertising, and travel.  The City will not pay for any additional goods or services not specifically requested for in this RFP.

The proposed budget for this two-year media initiative is not to exceed $1,750,000 and is all-inclusive (including but not limited to all labor, materials, supplies, equipment, transportation, translation, studio time, royalties, actor fees, purchasing of all media buys, creative development and supervision, travel) as necessary to meet requirements of this contract.  (Please note that costs are not to exceed $1,000,000 during the first year of the contract, and not to exceed $750,000 during the second year of the contract without prior written authorization from the City.)  Cost is an evaluation factor, so all proposed services should emphasize value and cost effectiveness.  It is recommended that a minimum of 50% to 60% of the total budget be used for media buys.

	The media initiative includes a coordinated, community-linked paid mass media campaign; with targeted media interventions - including minority audiences, web-based, and social-media communications - to reach, engage, and influence priority target populations (as defined under the section ‘Proposed Topics and Audiences’).  This initiative will be administered by ARR Zero Waste Program staff.

4.0	CAMPAIGN GOALS AND OBJECTIVES

The Contractor will create specific campaign goals and objectives and associated measures in support of the regulations set forth in the Single-Use Carryout Bag Ordinance.

4.1	Campaign Strategies

The campaign will focus on the identification, production, and paid placement of print, outdoor, and/or broadcast advertisements to ensure a baseline level of population-wide exposure to the program’s messages.  In order of anticipated dollar expenditures (highest to lowest), funds will be committed for the following four media tasks:

•	Paid media 
•	Materials production and campaign identity  
•	Social media
•	Earned media  

a.	Paid Media

It is expected that the largest budget category will be for the purchase of advertising time and space to ensure a baseline level of population-wide exposure to the program’s messages.  Targeted media will be purchased for dissemination of repackaged and newly produced advertisements on television, radio, print, and outdoor channels, as well as for social media.  The Contractor will determine the most cost-effective mix of local and regional media buys to reach the populations of the participating communities.  The Contractor will also be encouraged to participate in additional pooled media buys for their planned paid-media activities.  In addition, the Contractor will seek significant matching (leveraged) ratios of media time to media purchases.

The local media buys will focus on targeted channels available in the participating communities that are best reached through local media such as Spanish-language television (e.g., Univision and Telemundo), youth-oriented television (e.g., Nickelodeon, Cartoon Network), adult and older-adult-oriented channels (e.g., CNN, Fox News, MSNBC), and general-audience media channels (e.g., entertainment-education strategies using popular daytime and prime-time dramas).  

b.	Materials Production and Campaign Identity

This initiative will use hard-hitting, pre-tested, direct-to-consumer advertisements and other communications to increase awareness, change attitudes, beliefs, and norms, and motivate individual and community actions to reduce the volume of Single-Use Carryout Bags entering the City’s solid waste stream, to encourage recycling of Single-Use Carryout Bags at designated drop-off facilities, and to encourage the use of Reusable Carryout Bags.

i.	Production will adapt existing successful materials and fill gaps where they exist.

ii.	Target populations will be segmented by age (adults and children), language (English and Spanish), race (white, African-American, Hispanic, and others), and other demographic and psychographic characteristics related to risk behaviors and environmental support.

iii.	Dissemination channels for the advertisements will include cable and network television, radio, Internet, print media, and outdoor media, as well as linked electronic media venues such as Web-based social media communities and text-messaging platforms.  Appropriate and accessible advertisements will be identified and/or produced for each health behavior issue, audience segment, and dissemination channel.

iv.	New and existing advertisements will be tagged with a newly developed identity that unifies campaign messages and positions its positive value for residents of Austin.  By creating a coherent identity, the campaign will help connect and coordinate multiple existing campaigns aimed at improving behaviors related to non-reusable and/or non-recyclable paper and plastic bags. 

v.	Media initiative will be able to be co-branded and locally tagged to all campaign advertisements and materials with relevant information and resources.  The Contractor will follow City branding guidelines and will work with ARR and the City of Austin Public Information Office (CPIO) on engagement initiatives and alignment of electronic communications/initiatives.  (Any stakeholder/partner/media contact lists and branding elements generated for the project will be shared with and owned by the City.)

vi.	All media items created will be both in English and Spanish.

c.	Social Media

Marketing and promotion messages will be created and disseminated through social media outlets to extend the reach and impact local advertising.  Social media can be extremely cost-effective because of the minimal costs for distribution once messages are crafted and the potential for viral retransmission of these messages among individuals and user groups on the Internet.

i.	Social media efforts will focus especially on engaging audiences traditionally viewed as “hard to reach” due to their varying levels of environmental literacy and access to environmental information.
  
ii.	Social media production and dissemination will leverage existing and newly produced campaign advertisements and messages for content and will include purchased, earned and free electronic communication channels for dissemination. 

d.	Earned Media

Media campaign messages will be further disseminated through outreach to local media to generate news coverage.  Television, radio, print and electronic news channels have potential for greatly extending the reach and impact of paid advertising.  Planned local media buys themselves should generate considerable opportunities for earned-media coverage, which will focus on building awareness of the campaign and communicate the role that waste diversion plays in supporting communities.  The Contractor will conduct appropriate proactive media relations strategies.

4.2	Process and Outcome Evaluation

The Contractor shall conduct process evaluations to measure campaign exposure (reach and frequency) and outcome evaluations to measure leveraged media buys, news media coverage, public awareness of the campaign and selected changes in attitudes and behavioral intentions.  The Contractor shall work with the ARR media and evaluation teams to determine the most appropriate data collection method (e.g., a customized survey or the inclusion of campaign awareness/attitude questions on existing public opinion surveys).  CPIO will also be consulted on the polling questions and methodology pre- and post-polling.

a.	The Contractor shall create campaign goals and objectives that are feasible and measurable. 

b.	In particular, the Contractor shall be responsible for compiling and reporting to ARR the data on outcome measures related to this project.  

4.3	Proposed Topics and Audiences

Since the primary aim of this project is to support ARR efforts, this media campaign will be structured to impact all segments of the General Population (citizens) and all Business Establishments within the City limits.  The topics and audiences identified below are of high priority.

a.	General Population (citizens of all ages and all segments):  Educate them on the availability of Reusable Carryout Bags and motivate them to acquire them; mobilize their awareness of recycling and alternatives to using Single-Use Carryout Bags.

b.	Business Establishments:  Educate them on the regulation timelines set forth in the Single-Use Carryout Bag Ordinance. 

4.4	Rollout of Campaign Activities

The Contractor shall participate in an initial internal meeting with key ARR and CPIO staff, anticipated to occur within 10 business days of contract execution.  This meeting will allow the Contractor to present initial findings and ideas related to the media campaign and to provide initial media training to prepare designated City spokespeople and appropriate staff.  This meeting will also be to review the campaign mission, goals, objectives and associated tasks, and will allow all parties to establish working relationships, work styles, expectations, ARR’s requirements and initial steps to develop the most effective campaign strategies.  The Contractor shall plan for one full working day in Austin with appropriate staff for this internal meeting.

After there is mutual agreement between the City and Contractor on an appropriate timeframe, the Contractor shall organize and execute a campaign kickoff event.  This event will showcase new and/or repackaged advertising materials and other campaign news and information.

5.0	DESCRIPTION OF WORK

The Contractor shall furnish all necessary services, qualified personnel, materials, equipment, and facilities to perform the specified requirements. The Contractor shall develop a comprehensive community and partner-based communication and marketing plan to deliver actionable promotion information and messages to the Austin community.  The plan shall reflect the appropriate use of marketing and communication strategies to reach the Austin community.  The plan shall also be consistent with the overall goals, objectives and activities of the ARR Master Plan.

A copy of the ARR Master Plan can be accessed online at the following link:
http://www.austintexas.gov/sites/default/files/files/Trash_and_Recycling/MasterPlan_Final_12.30.pdf

Specifically, the Contractor shall be responsible for the activities explained below.

5.1 Develop a Communication and Marketing Campaign Plan and a Work Plan to Implement the Campaign

The Contractor shall produce a communication and marketing plan that includes the components identified below.

a,	Create and develop campaign goals and measurable objectives.

b.	Identify and create profiles of specific target audience segments (Austin) for each campaign objective.

c.	Actions the target audiences will be directed to take.

d.	Develop a creative brief and strategies for the campaign, including advertising, paid media, social media, and earned-media activities.

e.	Identify the types and quantities of materials required to execute the strategies – in particular, a description of both (a) existing advertising materials appropriate for the campaign and (b) advertising materials that need to be produced to fill gaps in the inventory of existing materials.

f.	In close coordination with the ARR, identify and manage partners (e.g., corporate, government, faith-based, and community-based organizations) to engage to maximize effectiveness of campaign strategies and participation and buy-in of appropriate organizations and audience segments.

g.	Create an appropriate formative research plan that is feasible in light of the rapid execution of the campaign and that provides new and critical information to inform campaign design and execution.

h.	Recommend a campaign roll-out timeline.

The Contractor shall develop a separate work plan that describes all tasks in detail and establishes an implementation time schedule with lead times for ARR clearance, partner review, audience testing, creative execution, material revisions, final production and delivery.  The plan shall account for a phased-in campaign with initial materials to be rolled out in the fall of 2012. 

5.2	Develop Campaign Messages and Materials

The Contractor shall develop an identity (i.e., campaign logo and tagline) that unifies campaign messages and positions the positive value of the campaign for Business Establishments and the General Population of Austin.  By creating a coherent identity in line with overall City branding and engagement initiatives, the campaign will help connect any existing campaigns aimed at promoting waste diversion.  In addition, co-brand and locally tag any nationally produced campaign advertisements and materials with locally (Austin) relevant information and resources.  The City of Austin will own all branding elements and materials. 

5.3	Conduct Formative Research on Campaign Messages and Materials

Given the short timelines for campaign planning and launch, the Contractor primarily shall use prior formative research from related communication and marketing efforts and secondary data to establish the initial plan and confirm the audience segments.  The Contractor shall use public and partner engagement tactics in the early stages of the campaign to help assess the resonance of the themes and the audience appropriateness of messages and materials.

The Contractor shall undertake a rapid assessment, five (5) days of existing advertising and related materials — an assessment that may include additional audience pretesting, as necessary — to identify those that are most suitable and effective for use in the local campaign.

As the campaign unfolds, the Contractor shall conduct and document audience research on newly created messages and materials.  Possible formative research methods include focus groups, cognitive testing, field tests, mall intercepts, online questionnaires, and individual interviews.  

5.4	Develop Strategies for Planning, Purchasing, and Leveraging Media

The Contractor shall develop and implement an overall media plan that provides for cost-effective strategies for media placement of campaign messages and materials.  The Contractor’s media buyers will be responsible for negotiating the best possible price for paid-media placements to maximize audience exposure (reach and frequency) to campaign messages.  The plan should specify the recommended media mix (e.g., the proportion of media placed on TV, radio, print, outdoor and Internet advertising, and placement within each medium locally).  The plan would address the maximum communication impact with each target audience.  The plan would also discuss recommendations for leveraging unpaid media as a match for paid media placements in television, radio, print and Internet buys.  Unpaid media can include, but is not necessarily limited to, bonus spots, bonus billboard announcements, print and broadcast public service announcements, interviews and op-ed pieces.  Identify specific media-related benchmarks to refine media-buy and media campaign strategies.

In addition, the Contractor and ARR staff shall participate in a minimum of four (4) face-to-face meetings each year at a frequency and time to be determined once a final contract is in place.  These meetings will be to assess progress and outcomes of the media campaign, discuss media strategy, plan media extension opportunities, and consider media-related feedback from the community.  This activity will help maximize the role of local organizations in extending the reach and effectiveness of local, community-linked communications.

5.5	Media Relations and Earned Media

The Contractor shall provide ARR with support for campaign-specific and ongoing media relations activities, including environmental scanning, media monitoring, feature article/news story pitching, issues management planning support, rapid message testing, video and daily news clipping service, access to wire and syndicated placement services, logistics support for press events, and media training for local media managers and community spokespersons.  The Contractor shall also consider long-lead opportunities for feature articles in consumer magazines with special reach among priority audiences. 

The Contractor shall develop events to help gain news coverage of program activities and new data releases related to the phased-in prohibition on Single-Use Carryout Bags and the encouraged use of Reusable Carryout Bags.

The Contractor shall help determine and schedule speaking engagements for local spokespersons and ARR personnel to speak at appropriate local events to further promote campaign messages.

5.6	Develop Internet Strategies, Materials, Tools and Resources

The Contractor shall develop a comprehensive written plan for relevant online efforts to support the campaign.  The Contractor shall provide data/research supporting the overall strategy and provide data/research supporting the use of each recommended channel/tool.  The Contractor, with input from ARR, shall manage the overall Internet strategies related to this campaign.
			
a.	Public and Partner Web Sites

The Contractor shall develop and/or design and provide content for a public Web site, to be hosted and maintained by the City, to support the information and messages being conveyed by the campaign and to provide information, resource referrals, and other Web links for the campaign’s key audience segments.  
  
b.	Interactive and Social Media Efforts

The Contractor shall develop and produce strategies, materials, tools, resources and other efforts that utilize social media and other interactive (“Web 2.0”) strategies to engage users in the campaign.  The Contractor shall consider new and emerging technologies, channels, tools, and products/services that may support the campaign.
  
i.	Web 2.0 Recommendations – The Contractor shall develop written recommendations regarding what Web 2.0 tools, applications and channels should be used in the campaign.  These efforts can include online polls/contests, webinars, social networks, user-generated content and sharing sites, mobile applications (texting, reminders, etc.), podcasts, online radio, e-games, e-cards, electronic calendars/reminders, blogs, widgets/gadgets, online visualization tools, online partnerships, and other tactics.
  
ii.	Online Social Networking – The Contractor shall develop specific plans/recommendations for using social media (online social networks, virtual worlds, etc.) to engage audiences in understanding the messages of the campaign and taking action to improve the health of their families and communities.  The Contractor shall implement those plans in collaboration with other in-person grass-roots efforts of the campaign.

5.7	Key Deliverables

a.	Campaign communication and marketing plan – outlining the goals, objectives, strategies, tactics, research approaches, and evaluation indictors for the media initiative.

b.	Campaign work plan – describing all tasks in detail and establishing an implementation time schedule.

c.	Campaign identity – visual and textual identifier to unify and provide greater visibility to specific messages delivered by community programs. 

d.	Campaign identity guide – guidelines, examples, and templates to help communities adapt and locally tag messages featuring the campaign identity. 

e.	Formative evaluation guidelines and protocol – for testing of campaign concepts and materials.

f.	Local media placement plan – outlining strategies to secure paid media placements through local channels reaching the Austin community.  Facilitate regional pooled media buys and place media that provides and maximizes added value for the campaign.. 

g.	Media evaluation plan – plans and recommended data collection method(s) for assessing changes in public awareness, attitudes, and intended behaviors related to the media initiative.

h.	Earned media guide – guidelines, examples, and templates to help communities gain news coverage of program activities and new data releases.

i.	Internet media plan – based on consumer/market research, a description of relevant online efforts to support the campaign, including use of Web-based social/interactive media.

j.	Campaign web site for partners – Internet presence for sharing of media materials, consumer research results, community learning’s, templates for community social media applications and other campaign tools and resources 

k.	Campaign web site for public – Internet presence for providing information and resource referrals to campaign’s key audience segments 

l.	Quarterly reporting of campaign output measures:  number of ads produced and/or adapted; number of ads with talent rights acquired.  Semi-annual reporting of campaign outcome measures:  leveraged media buys, news media coverage, aided and unaided campaign awareness, attitudes toward prevention policy, behavior-change intentions. 

m.	Optional Deliverable:  Propose additional tasks for campaign innovations.         

Note: Contractor will include guidance on long-term Web-site maintenance, to be approved by ARR prior to beginning work on Key Deliverables.
  
6.0	Contractor Requirements

To be considered responsive to this solicitation, the Proposer must meet the following requirements:

•	At least three (3) years of experience conducting high-impact media campaigns and message development. 
•	Experience developing messages that are culturally sensitive, appropriate for low-literacy populations and Spanish-speaking communities.
•	Documented evidence of experience.
•	Using social marketing for message development.
•	Developing and using media messages and methods for distribution.
•	Developing and using multiple media venues targeted for specific populations for messaging placement including all populations.
•	Demonstrate ability to leverage use of in-kind or media matches (i.e., free and discounted).
•	Demonstrate minority representation and/or expertise in marketing with special emphasis on race/ethnic groups, including both African American and Hispanic.

7.0	Definitions

•	Business Establishment means any commercial enterprise, including sole proprietorships, joint ventures, partnerships, corporations or any other legal entity, whether for-profit or not-for-profit, and includes all employees of the business and any independent contractors associated with the business.•	General Population means all citizens who live within the City limits of Austin.
•	Carryout Bag means a bag provided by a business establishment to a customer, typically at the point of sale, for the purpose of transporting purchases.
•	Reusable Carryout Bag means a Carryout Bag that is specifically designed and manufactured for multiple reuse and meets the following criteria:
· Displays the phrase “Reusable and Recyclable” in a highly visible manner on the bag exterior;
· Has a handle; and
· Is constructed out of either:
-	Cloth, or other washable fabric, or other durable materials whether woven or non-woven;
-	Recyclable plastic, with a minimum thickness of 4.0 mil and containing only the types of plastic resin as prescribed by rule; or
-	Recyclable paper, with a minimum basis weight of 65 pounds and certified Sustainable Forestry Initiative or Forest Stewardship Council.
•	Single-Use Carryout Bag means a Carryout Bag that is not a reusable Carryout Bag.
•	Zero Waste means a goal that is ethical, economical, efficient and visionary, to guide people in changing their lifestyles and practices to emulate sustainable natural cycles, where all discarded materials are designed to become resources for others to use. Zero Waste means designing and managing products and processes to systematically avoid and eliminate the volume and toxicity of waste and materials, conserve and recover all resources, and not burn or bury them. Implementing Zero Waste will eliminate all discharges to land, water or air that are a threat to planetary, human, animal or plant health. (Zero Waste International Alliance, 2012.)



[bookmark: _GoBack]Frequently Asked Questions (FAQs)


Q:	Can you provide a breakdown of what you would like in terms of the media?  In other words, how many TV, how many radio, print? Outdoor? Web? 
A:	This RFP does not specify a number of media buys. ARR desires to select the most effective proposal based on the evaluation factors discussed herein. ARR assumes that each of the ads will be available in multiple formats — TV along with complementary radio, print, outdoor, Web, etc., executions.  Thus, “ads” should be discussed and interpreted in the proposal as “ad packages.” 

Q:	Who is responsible for organizing, planning and staffing the special events? The Contractor? ARR?
A:	The Contractor will be responsible under supervision of ARR.

Q:	What is your definition “hard-hitting” in reference to the types of messages and advertisements you are looking for?  Does that mean that the emotional context has to be scare tactic (e.g., focused on potential punitive results of non-compliance)?  Would you be willing to consider positive/supportive messages as well?
A:	“Hard-hitting” refers to advertising that will break through media-message clutter and attract the attention of target audiences – not necessarily advertising that features fear or other negative-emotion appeals.  ARR will consider any messages or message appeals, including positive/supportive appeals, that are likely to succeed based on audience research and creative insights.  A mix of diverse messages and message appeals is likely to be required.

Q:	Please provide guidance as to what proportion of the overall budget ARR would like to dedicate to the media buys.
A:	There is an estimate of 50% to 60%.  However, submittals may propose alternative percentages based on their understanding of the project, their past experience with similar campaigns, and their professional expertise.

Q:	In an effort to reach “hard to reach” audiences, we will likely explore alternative social media vehicles.  From your past campaigns, which target segments do you classify as “hard to reach”?
A:	In general, ARR views the label of “hard to reach” as misleading and victim-blaming; it is not that certain audiences are inherently or structurally difficult to communicate with, but rather that communicators have not taken the steps to understand and utilize preferred and/or available communication channels to these audiences.  Audiences typically characterized as “hard to reach” are people with lower levels of educational attainment and literacy skills, non-English-speaking populations and ethnic/racial minority groups.
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