


FEBRUARY 21, 2018

Dear Selection Committe

‘or the opportunity to present our approach to achieving the goals and objectives of Nebraska
DHHS’ Tobacco Free Nebraska (TFN) program. We are fully prepared to continue as your media services
and marketing partner, having invested in talent and resources that will assist TFN in successfully
navigating the emerging challenges of effective media and social marketing outreach, Together, we will
deploy strategic messaging through the most effective and emerging media channels to counter pro-
tobacco influences across the state and within targeted populations.

learned while we cannot outspend the influencers that promote tobacco use, we can outthink them
through motivational messaging and strategy that empowers people to make their own choices—choices
that lead to a longer, healthier life for themselves and the people around them,

We have also learned that as we motivate people to make better health choices by avoiding tobacco use,
one by one, we exponentially reduce the costly, negative impact of tobacco use on Nebraska as a state.
This ties TFN's work to Nebraska DHHS' overall mission of helping people live better lives.

TFN has the power to not only change lives, but to make Nebraska a stronger and safer state fo live and
grow in. That is why your team rloes this important work. When TFN's diligence, competence and research
meet and resonate with your audience, it creates positive change that echoes throughout families and
communities for generations.

There are several Firespring uniques that have led to ou:

hat set us apait from other firms. The first is our tocus on our clients’ why. When we approach
a challenge as your partner, we start there, knowing that every recommended strategy and tactic must
clearly reinforce and grow your putpose as a life-changing movement. The new partnership Firespring
negotiated with Nebraska Broadcasters Association, which will provide n additional airtime to
TFN’s existing media budget, is an example of how our team looks beyond boundaries to achieve greater
outcomes for our clients.



Next, we have ability tc o achieve even the most audacious social change

marketing goals on budget. By having a team of technology experts in-house building platforms for social
impact movements like the St. Baldrick's Foundation, our clients and partners achieve measurable impact
through more collaborative and research-based strategy, highly targeted and personalized approaches to
marketing challenges and deep understanding of new and emerging marketing channels. We've provided
recent narratives to demonstrate our ability to leverage technology toward creating positive change.

Third, we clearly believe our clients succeed when we are able tc

Over the past four years, we’ve added many talented professionals who bring fresh,
innovative and strategic thinking to our clients as we work together to develop cohesive messaging, robust
brands and cutting-edge solutions that deliver results. We've assembled a dedicated TFN team from our
200-plus roster in the Lincoln and Omaha areas. This team is introduced in greater detail throughout this
proposal, and they have been chosen based on their ability to generate fresh insights and their industry

experience.

Finally, Firespring is the first Certified B Corporation (B Corp) in Nebraska. By voluntarily meeting rigorous
standards of transparency, accountahility and performance, B Corps distinguish themselves in a cluttered
marketplace by offering a positive vision of a better way to do business. Since then, we've inspired other
Nebraska-based companies to become B Corps. The more companies engage, the more positive impact our

business community will make across Nebraska.

As vour current strategic marketing partner, your standards are our standards. Your purpose and why

and stories inspiring and engaging, and we welcome your input and questions.

Thank you for your time and thoughtful consideration of our proposal.

Sincerely,
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Corporate Overview

Firespring has had and continues to have many positive telationships with the State of Nebraska.
State of Nebraska contracts we have had within the last five years include:

Nebraska Department of Health & Human Services-Tobacco Free Nebraska -

(+8233[04] Ren[3f)

Firespring (as Snitily Carr until June 1, 2015) has served as the agency of record for the Tobacco Free
Nebraska (TFN) program since 2001. Targeting a statewide audience, our partnership with TFN has
contributed to the significant decrease in the adult and youth tobacco use rates and helped Nebraskans
have significantly less exposure ta the dangers of secondhand smoke. In this role, we provide strategic
planning, focus group facilitation, creative testing, strategic media planning, media buying, creative
development and several production services (including print, video, radio, social media and interactive).

Nebraska Department of Health & Human Services-Tobacco Free Nebraska:

Youth Empowerment Movement - (SCA-9639)

In January 2005, Firespring (as Snitily Carr until Jnne 1, 2015) became the agency of record for Tobacco
Free Nebraska’s Youth Empowerment/Prevention program, No Limits. We have provided staffing as
well as strategic and creative implementation, branding and web services to support the efforts of the
program. Firespring renewed its contract to continue work with the Youth Empowerment Movement in
Tanuary 2018.

Nebraska Department of Health & Human Services-Gamblers Assistance Program - (5CA-51840)
In April 2012, Firespring (as Snitily Carr until June 1, 2015) was awarded the contract to develop and
implement Nebraska's problem gambling public awareness campaign. Activities included strategic
planning, creative development, focus group research, media planning and placement, production services,
wehsite development and public relations. In 2013, an independent Commission on Problem Gambling
hegan administering the Gambling Assistance Program through the Nebraska Department of Revenue.
Firespring began serving the Nebraska Commissjon on Problem Gambling later that year, providing creative,
strategic and interactive services. The campaign included creative development and production of digital,
print and collateral materials.

Nebraska Department of Health & Human Services-Nebraska Organ and Tissue Donor
Awareness and Education - (67453 fo4])

Firespring was awarded the contract to provide statewide education and public awareness of the need for
organ and tissue donation in July of 2015. We have provided strategic marketing to carry out campaigns
that have included statewide theater, print and digital placements.



Corporate Overview

Nebraska State Health Improvement Plan - (No contract number is available)

In April 2015, Firespring (as Snitily Carr until Jnne 1, 2015) began working with the Nebraska
Department of Health and Hurman Services, Division of Pul  Health Community and Rural Health
Planning Unit to provide strategic and branding services. The project included logo development,
design elements, key messaging, brand standards guidelines and branded materials to promote the
State Health Improvement Plan.

Nebraska Tourism Commission - (SCA-0166)

Firespring has maintained a close working relationship with the Nebraska Tourism Commission from
1996-2013. For the first four of those years, we (as Snitily Carr) fnlfilled audio and video production
needs. [n January 2000, we were named advertising agency of record for NTC and began providing
comprehensive advertising and marketing services including audience research; strategic planning;
public relations; media planning and buying; interactive development; custormn photography; social
media; creative and message development; and production of print, TV, outdoor and radio for both
in-state and out-of-state audiences. Our contract with NTC was renewed twice since 2000 because

of the value and results we provided.

Nebraska Department of Economic Development - (No confract number is available)

In 2015, Firespring was awarded the contract to develop a comprehensive marketing plan, branding
and website for the Nebraska Department of Economic Development. Qur work for the Department
included conducting research via surveys with members of the Nebraska business community and
millennials, one-on-one meetings with Nebraska community leaders, open forum meetings throughout
the state and interviews with key state employees and government officials. The rebrand was
developed for the entire Department and brand extensions were created for partners and Nebraska
state agencies. The wehsite promotes economic development in Nebraska to local stakeholders and
partoers as well as regional, national and international markets.

Neabraska Department of Education - (No coniéract number is available)

[n 2014, Firespring began working with the Nebraska Department of Education to provide strategic
marketing services to help educate audiences ahout the new accountability systemn, AQUESTT. Our
work included the development of a strategic marketing plan, key messaging and positioning for

a variety of audiences, branding elements, a creative campaign and promotional materials. In 2016,
we began fo develop a website to support the Nebraska State Board of Education’s strategic plan.



Corporate Overview

Nebraska Department of Labor - (No coniract number is available)

In 2016, the Nebraska Department of Labor hired Firespring to develop a strategic marketing
communications plan. The project included development of marketing and public relations strategies
and creating collateral and promotional materials for job seekers and employers.

University of Nebraska State Museum - (No contract number is availabie)

In 2014, Firespring (as Snitily Carr until June 1, 2015) began working with the museum to provide

a comprehensive strategic marketing plan and subsegnently develop the creative assets needed

to implement the plan. The process included identification of goals, objectives and target audience,

a communications audit and development of key messaging. We also provided media planning services
as well as creative concepting for a campaign implemented through outdoor marketing, online banner
ads, exterior signage and the museum’s website.

Nebraska State Historical Society - (No conéract number is availuble)

Firespring began working with the Nebraska State Historical Society in 2016. Following extensive research
and strategic planning, we recommended and began work on a rebrand. This included a new name,

logo and tagline for the organization, all of which were presented to a focus group of the target audience
for feedback. In addition to developing an overarching logo for the brand, Firespring also created logos
for each of its subdivisions. Ongoing work for Nebraska State Historical Society will include designing
templates for lettethead, business cards, slide decks and more.

No Firespting employee named in this propoesal is or has been an employee of the State within the past
12 months. No employee of any agency of the State of Nebraska is employed by Firespring or is
a Subcontractor to Firespring as of February 21, 2018,

Firespring, or any proposed Subcontrator, has never had a contract terminated for default, nor has it had
a contract terminated for convenience, nonperformance, non-allocation of funds or any other reason.












Narrative

Clewnt | STEC CAP
T'fwe period | February 2017-October 2017
Scheduded rompletion daie | October 2017
Aotugl! completion date | October 2017
Srhesduled budged | $200,000
Artual edger | $200,000
Pifme comtvactor | Firespring
Subrongracior | Wiese Research Associates (WRA)
Reference | L] Hochsiein, STEC CAP Project Manager
University of Nebraska—Lincoln
Veterinary Medicine and Biomedical Sciences Hall (VBS) 126D
Lincoln, NE 68583
ph 402.472.8564
xN/A
email jhochsteinz@nnl.edu

Working in collaboration on the STEC CAP grant, researchers from the U.5, Department of Agricnlture—National
Institute of Food and Agricnlture, University of Nebraska-Lincoln, North Carolina State University and Kansas State
University joined forces to protect public health against STEC (Shiga toxin producing Escherichia coli).

Firespring assisted the STEC CAP team in identifying and defining their primary marketing ohjectives:
+ Increase awareness of STEC and the associated health risks in undercooked ground beef hamburger patties
in the test market.
« tducate target audience on proper food handling and cocking lechniyues to eliminate
STEC in ground becf hamburger patties.
» Change food handling and cooking technigue related behaviors to eliminate STEC
in gronnd beef hamburger patties.

1600 15 GOOD

































m Narrative

Ciient | Tobacco Free Nebraska—Yonth Empowerment Movement (No Limits Nebraska)

Time peripd | 2005—present

Echeduled completion date | 2005-present

Scheduled budget | $185,000 per year

Actual budgee | $185,000 per year

Prime confyactor | Firespring

Subrcowtractor | NJA

Refevanca | Jeff Soukup, Tobacco Free Nebraska Policy Educator
Nebraska Department of Health and Human Services Division of Public Health
301 Centennial Mall South, Lincoln, NE 68509
ph 402.471.1807
fx 402.471.6446
email jeff.soukup@nebraska.gov

In 2005, Firespring was awarded the contract to provide communications, leadership and structure for the Tobacco
Free Nebraska Youth Empowerment Movement (No Limits). No Limits is a youth-led, grassroots movement created
to help protect youth from the manipulative tactics of the tobacco industry.

A key initiative of the program is recruiting millennials, aged 12~18 in grades 712, and educating and empowering
them so they can lead peer-to-peer outreach activities. To accomplish this, Firespring conducted statewide rescarch
with the target audience and worked collaboratively with them to develop the No Limits brand, messaging and
marketing materials that appealed fo a wide range of youth including those living in both rural and urban areas,
those in underserved populations and minority groups.

No Limits purpose to educate Nebraska youth  he dangers of tobacco use—including
Electronic Nicotine Delivery Systems known as ENDS—and empower them to take a stand
against Big Tobacco extends to promoting policy changes, known as the trifecta:
Increase taxes on tobacco (and/or raise the retail price of tobacco products).
Increase funding for agencies with a tobacco cessation and prevention focus.
* Enacting simokefree policies to reduce exposure to secondhand simoke.









Narrative

The No Limits program has been extremely successful in recruiting
and engaging vouth in educational and activism activities. Since
its inception 1ave been registered in the
program with nearly 100 of those youth fulfilling a leadership role
on the Youth Advisory Board. Other indications point to success in
the Vrnth Fmnnwerment Movement as well.
from 13% in 2005 to an anticipated plunge below B% in 2017.
More than 1,000 youth have attended Activism Summits
since 2oas.
Since 2006, 113 adults have participated in Activism Summits.
* On average, 23 different communities have been represented
each year at Activism Summits.
* Since 2005, more than 100 gronps have held nearh
eaching almost 195,000 people with
their message as a result of the mini-grant process.
* Mare than 1,400 youth have participated in non-summit
activities led by the Youth Advisory Board since 2005,
No Limits has receive its since 2010, providing the
organization with the

Parallels between our work for No Limits and the work outlined in this RFP include:

» State of Nebraska agency.

+ A focus on achieving the trifecta—increase taxes on tobacco (and/or raise the retail price of
tobacco products), increase funding for agencies with a tobacco cessation and prevention focus
and enacting smokefree policies to reduce exposure to secondhand smoke.

*+ A deep understanding of the industry climate as well as marketing tactics, research and policies
concerning tobacco and ENDS products.

* Target audience that includes millennials.

* The development and implementation of campaign resources.

The development of materials that can be utilized by pariners and stakeholders.

Funds and oversight provided by government entities.

The delivery of regular status reports and continual communication.

A collaborative working relationship with the State of Nebraska to apply experience, research and
knowledge to the project at hand.

» The development of coordinated, multi-faceted elements,



Corporate Overview

L aivopaing MELEYED A1 LIE LALSIOHNELYE PUWET O couanoranon and a positive, transparent corporate

lture. That belief is actualizedint  vay we conduct v as: am and recognize peers daily at
an 11-minute standup meeting for living Firespring’s values, These values can be summarized as living
up to our commitments to our clients and to each other every day, Exposure to these practices has led
many of our clients and peers to seek advice on organizational management and culture. It’s also been
a key driver in the local and national recognition we've received as a great place fo work.

TFN will benefit from a teamn that is consistently positive, fun to work with and able to focus on
bringing their very best work to the table. For TFN, Firesping will bring its internal team together for a
regular cadence of meetings in which ideas and issues are discussed and assignments are given to the
appropriate team lead. The account team will work closely with TEN to establish a system of meetings
and check-ins that ensure all aspects of the campaign remain on track in terms of creative visiou,
quality, budget and timelines.

Firespring has established a set of core processes for working with clients on all levels, including
creative, hranding, advertising and PR engagements; digital and interactive projects; and printing,
signage and mailing services. These processes ensure that clients and the Firespring teain are on
the same page throughout a complex project with multiple deliverables. Our efficient workflow
practices allow team inembers to channel their time, energy and creativity to TFN's marketing and
communication goals.

Firespring’s team is driven by a passion for purpose. The people we attract to become Firespring team
members are motivated by our corporate commitment to leverage our people, product and profit as a
force for good. Many of us have been at great organizations, but find our why as professionals here at
Firespring, where we can do great work for clients and community.

Our team consists of top talent who bring a range of experiences, including leadership,
communication, client engagement, project management, technical knowledge, marketing skill,

community volunteerism and a commitment to continuous learning and improvement.

Resumes for the proposed account tear can he found on the following pages.





















Corporate Overview

It is difficult to predict if, and to what extent, subcontractors will be needed without first knowing each
project’s parameters. However, with Firespring’s wide array of in-house resources, the need to hire
subcontractors on any given project will be extremely low. If the need does arise, be assured we will
retain the very best vendors for Tobacco Free Nebraska.












Technical Approach

To reduce exposure to secondhand smoke, our plan targets parents of young children (smokers and
nonsmokers) along with a general adult audience of smokers and nonsmokers aged 19 and over
statewide with a focus on residents of multi-family housing and low sociceconomic status and disparity
populations. Recommended campaign tactics include TV and radio, print, theater and digital marketing.

Electronic Nicotine Delivery Systems (ENDS) products have become a hurdle for tobacco prevention
and cessation movements. Since the Family Smoking Prevention and Control Act only prohibits
cigarettes from having characterizing flavors, other products such as e-cigarettes, vap pens and e-pipes
can come in many different candy or fruit flavors, Many studies have shown that flavored products

are helping attract youth to become replacement smokers. While youth are using ENDS products

as a gateway to traditional smoking, many adults are claiming they are using these products as
cessation aids. Lack of regulation on flavors and advertisements on top of the amount of money the
tobacco industry spends on developing and promoting these products means it will take smart media
campaigns to be able to compete. Fitespring is constantly researching these products along with new
ones entering the market to stay ahead of the game and overcome this hurdle.

Orwarall wenmderstand that chaneine behaviors, especially those rooted in addiction, does not happen

Please refer to page 45 for details of our proposed plan.



Technical Approach

rirespring's overarching approach includes working collaboratively with the TFN team, maximizing
the value and impact of themar  ng budget and implemen a gic, results-focused campaign.

Collaboration — Building on the
s a critical component to the success of this campaign. We will continue
to work together to assure we are dedicating our resources in the right way, sharing knowledge and
taking advantage of every opportunity to effectively get your messages out. Elements of collaboration
will include:
Maintaining an ongoing and open line of communication.
* Providing creative briefs to TFN prior to creative work.
* Scheduling regular brainstorm meetfings between Firespring and the TFN team.
* Sharing relevant information on trends, research and innovation.
Participating in local and state tobacco coalition meetings/conferences.

Maximized Value - Firespring will maximize TFN’s marketing budget through our unique in-house
structure, experienced staff and implementation of multiple strategies. We have a proven track record
of maximizing exposure for TFN's messaging, and we are committed to delivering extensive bonus
and value-added opportunities to further enhance your budget and exceed your audience reach goals.
Specific tactics to maximize value include the following:

* To help stretch your budget further, Firespring will provide TFN with «
of the annual implementation budget, which can be used for any in-house
production services such as creative, design, public relations and audio/video editing. {The
credit cannot be provided to any vendor or internal hard costs.) In previous contracts, Firespring
provided a discounted commission on media placements, but moved toward production credit
in 2013 to ensure seamless tracking and more accurate reporting. Firespring has provided sotne
insights on how to best apply that credit to align your messaging with strategic marketing efforts:
Have Firespring data and social media marketers provide a social media structure and
content audit to maximize social media exposure aud keep up with Facebook’s revised
newsfeed policies that will affect Facebook effectiveness for organizations and businesses.
Concept a toolkit for partnership engagement, and send kits to business contacts that may yield
the best results as far as building awareness with the clients, constituents and employees.
Explore additional corporate or private foundation support, munch like CV5 Health and
Bloomberg match national tobacco-free kids initiatives.
Develop a plan to partner with Arbor Day Foundation on a Cigarette Butt Cleanup campaign
on Earth Day. Choose a location that could use a cleanup, and have Firespring create signage
for the cleanup site.
-call campaign in Nebraska to reach Facebook andiences with a quick, easy way
to make a call to the Quitline through a *call now” link.



Technical Approach

Firespring will look fo vith state and national
partners, including the ing new research, content and
marketing strategies that can enhance outreach efiorts on benalt of TFN.

* In November of 2017, Firespring’s Lori Koepke contacted Jim Timm, president/executive director
of the Nebraska Broadcasters Association, in order to negotiate a unique placement that would
expand TFN’s reach, frequency, and schedule from a five-week broadcast schedule for cessation
and a 10-week schedule for secondhand smoke, to a solid, six-month schedule for both campaigns.
Lori communicated that since Tobacco Free Nebraska depends on funding from the government to
promote the cessation Quitline and the harmful effects of secondhand smoke, they wouldn’t be able
to place an effective broadcast schedule based on the funding they received for FY2017-18. However,
their funding could cover the cost of a six-month, $50,000 PEP campaign. Typically, PEP campaigns
require a 12-month hiatus between last direct placement and the ability to purchase a PEP campaign.
However, due to funding cuts and the loss of additional monies from unused production budgets,
Tavi aclad if tha NRA wnuld waive the traditional 12-month guideline and allow TFN to begin

a1
receiving the first month of reporting, 1FN has reached 573.5%0 OI ULEIT SUALAILEEL LHUL U1 B 1ou,u)0
over the six-month campaign, after just one month of airing. In January, TFN received a total of
5,139 TV{radio spots with an estimated value of $125,250, If the same six-month schedule were to
be purchased by direct placement {choosing individual stations and programming), it would have
an estimated cost of $751,500 for the same six-month campaign.

*» Firespring has consistently deliverec
or TFN, and our experience ensures that we will contiuue this practice,

Up-front estimates on all billable projects prior to any work being done.

.} meaning no initial research
spending or learning curve,

* Firespring's intense media verification process confirms every placement using Strata/Freewheel
software and manual verification to ensure accuracy. [f a vendor fails to deliver on exactly what
was ordered, we secure make-goods to account for the discrepancy.



Technical Approach

Strategic Approach — We've established a proven approach that dedicates the bulk of the TFN
budget to getting your message out statewide—even to the hard-to-reach corners of the state where
there aren't a Iot of media options. Our strategy includes:

* Focusing on results and creating partneiships,

* Applying our knowledge of statewide media and your audience, including underserved populations.

* Using a mix of traditional media and proven tactics with new media and emerging trends.

Utilizing key targeting, reaching your audience(s) strategically without wasted coverage,
* Leveraging your media schedules with any CDC schedules and/or coalition marketing.
* Leveraging existing creative resources through the MCRC and tagging for Nebraska when appropriate.

Employing the strategies noted above provides a framework to meet or exceed all of the objectives
outlined in the project scope and ensures that we will fulfill all business and project requirements
of the RFP.

Overall, our role as media contractor will support these efforts and objectives by assisting in the
development and implementation of a statewide media campaign to raise awareness about the health
effects ol secondhand smoke, encourage tobacco cessation and promote the Quitline,



Technical Approach

PROPOSED PLAN

Each of the proposed elements of this plan will be developed and implemented with input and

approval from TFN. An overview of the proposed advertising, matrketing and media strategies are

outlined below. Please refer the work plan starting on page 48 for more detail.

With the significant increase in the amount

of exposure the cessation and secondhand
smoke media assets are getting, we recommend
continuing to leverage additional Tips campaign
assets and other state developed materials
available through the MCRC. Custom tagging
these assets for Nebraska will allow us to stretch
your production budget further and keep a
rotating bank of assets fresh for the market ata

fraction of the cost of creating these from scratch.

Other campaign assets such as the Quitline
materials and new chew campaign are current,
relevant and fresh to continue using during this
upcoming fiscal year.

Building upon the success of the Brighter
Tomorrow's digital campaign, we recommend
expanding this messaging intc print assets to
be targeted to behavioral health practitioners.
Creating a brochure, poster, quitting checklist,
priut and radio ads for this campaign can help
expand the reach of this message.

We know it’s impossible to outspend the tobacco
industry, but the key to success isn’t necessarily
how much budget you have to spend. It’s how
you speud it. Statewide exposure with enough
reach and frequency is key—allowing the
message to resonate with target audiences and

move them to action. To accomplish this, we
recommend spending a majority of the budget
on implementation.

We've achieved great success working with
media vendors who understand and embrace the
purpose behind Tobacco Free Nebraska. Since
our initial implementation of the TFN campaign
in 2001 as Snitily Carr, Firespring has established
strong relationships with a multitude of media
partners across Nebraska. These partnerships
have allowed us to negotiate deeply discounted
rates and opportunities while achieving
enhanced exposure through bonus placements
and value-added opportunities. We will continue
to leverage these relationships as we achieve the
best rates and added value on your behalf.

While the campaigns are defined as statewide,
we will work with TFN to pinpoint any key
geographic areas and demographics for specific
messaging. We also understand that throughout
the course of the campaign, there may be active
efforts from the CDC or Jocal county coalitions.
We will work with TFN to coordinate schedules
and leverage all complementary cammpaigns as
well as activities such as the Great American
Smokeout, New Year’s resolutions, Campaign
for Tobacco-Free Kids efforts, No Limits events
and any state or local initiatives.






.
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Technical Approach

We have a proven history of efficiency when

it comes fo implementing TFN campaigns. In

the past, this has allowed us to apply unused
funds to new opportunifies or focus on specific
demographics or geographies. This efficiency will
continue, allowing TFN greater lexibility.

Our statewide media recommendations proposed
in the following work plan will effectively deliver
the Tobacco Free Nebraska message on a local
and statewide level to achieve the goals outlined
in the RFR.



Technical Approach

This comprehensive work plan has been strategically developed to target statewide audiences for the
specified campaigns. The overall approach includes opp  inities to d on your current creative
campaigns; a mix of mass media utilizing TV, radio, print, out-of-home and digital including social
media; and evaluation of ongoing and new efforts,

DEVELOPMENT

Overall, minimal production will be necessary because existing messaging and creative can he used,
What we would like to focus on is expanding reach of Quitline/cessation materials to behavioral
health services networks, and to further research and deploy messaging related to ENDS cessation
and use prevention.

For cessation advertising efforts, we would continue using the Tips TV and radio spots as the baseline
for creative and messaging in all media, along with promotion of the toll-free Quitline phone number
and Quitnow website, The media placement will be scheduled so that we can switch out creative
when needed to focus on a more specific target audience such as behavioral health or chew as well

as any seasonal or specific timing needs. This emotional yet educational creative has reported greater
intentions to quit within the following 30 days and following six months, and smokers who have seen
the ads multiple times have even greater intentions to gnit. With the recommended participation in
the Nebraska Broadcasters’ PEP program, there will be an increase in awareness and recall within the
target audience due to the number of times the spots will air statewide. Additional materials could bhe
designed—based on the approved media schedule—for a portion of the typical cost because much of
the artwork and copy is existing.

Use of Electronic Nicotine Delivery Systems (ENDS} is on the rise. According to the FDA:
* More than 2 million middle and high school stndents were current users of e-cigarettes in 2016.
11% of high school and 4.3% of middle school students were current users of e-cigarettes in 2016,
» E-cigarette use rose from 1.5% to 16% among high school students and from 0.6% to 5.3%
among middle school students from 2011 to 2015,
* In 2013-2014, 81% of current youth e-cigarette users cited the availability of appealing flavors
as the primary reason for use.

Firespring recommends adding additional research and messaging related to ENDS starting this
year, Some {nitial steps would include:
Conduct primary {via online surveys) and secondary research on the usage of ENDS.
* Identify key andience: re usage adoption is most aggressive,
» Work with national partners to identify effective messaging and communication vehicles to
reach prioritized target audiences.



Technical Approach

For secondhand smoke efforts, we would utilize the Apartment TV and Vehicle radio spots that are
currently airing for the overall creative messaging in all media. Since we include multi-unit/public
housing residents in our target audience (data shows those who live in rental properties are more likely
to smoke than those who own their home), it's important we share this message statewide to encourage
landlords, propetty owners and renters to understand the risks and choices they have as well as
showing how secondhand smoke effects residents in multi-unit housing. As for the Vehicle creative,
47% of households with at least one smoker allow smoking inside their family vehicle. Another
important message to reach those parents of yonng children, smokers and nonsmokers, with

a focus on multi-unit housing residents with low socioeconomic status. All creative will be used to
create awareness of the dangers of secondhand smoke as well as direct the target audience to the
secondhand smoke page of the TFN website to learn the dangerous facts abont secondhand smoke.

July 1, 2018-June 30, 2019 Budget | $48,750

July 1, 2019-June 30, 2020 Budget | $37,500

Total Production Budget | $86,250

A credit equal to 59 of the current yeur's implementation budget will be added annually.

IMPLEMENTATION

The bulk of your budget will be allocated to implementation—~—getting your messages in front of the
target audiences in the most impactful ways possible. We will leverage our statewide media knowledge
and strong media partnerships to deliver maximum added value and bonus coverage throughout

the campaign.

The primary target audience for the secondhand smoke campaign is adults 18-54 statewide, parents
of young children (smokers and nonsmokers). The secondary audience includes all adults aged

15 and older (smokers and nonsmokers} statewide. For cessation marketing efforts, the target audiences
include adult tobacco users aged 25-54 and young adult social smokers and tobacco users aged 18—24
statewide. Both campaigns will also target low socioeconomic status and disparity populations.



Media placement has been divided into two separate campaigns: secondhand smoke and cessation.

SECONDHAND SMOKE CAMPAIGN »

July 1, 2018-June 20. 2019

july 1, 2018-June 30, 2019 | $120,000
July 1, 2019-June 30, 2020 | $123,000
Total Secondhand Smoke Media | $243,000

CESSATION CAMPAIGN »

Julv 1, 2018-June 30. 2019

July 1, 2018-June 30, 2019 | $176,250
July 1, 2019-June 30, 2020 | $184,500
Total Cessatlon Medla | $360,750

July 1. 2019-June 30. 2020

Juiv 1. 2019-June 30. 2020



Technical Approach

ind radic placements will air via participation in the Nebraska

PEP program which is only available to government agencies and

{our message will be distributed to all 120 membker radio stations

ion stations statewide. Participation in the program guarantees a
minimum return of $4 for every $1 invested and will increase your reach and frequency over
purchasing stations and programs individually. Secondhand smoke efforts will continue with
the Apartment TV and Vehicle radio spots that just started airing in early 2018. These spots
promote the harmful effects of secondhand smoke in multi-unit honsing and cars. Schedules
for cessation will continue to rotate the current Tips creative which has reported greater
intentions to quit when smaokers see the ads multiple times,

Print - Schedules utilizing both cessation and secondhand smoke creative will be placed
statewide. The ads will run in 157 newspapers throughout the state, targeting the older
demographic and smaller markets while complementing television, radio and digital efforts.
These local newspapers are highly valued and respected publications that build a sense of
community among local residents and offer very high readership. Cessation ads will also be
placed in local, event-specific publications across the state.

Digital — All digital campaigns will consist of site retargeting, behavioral targeting and look-
alike targeting while ntilizing display ads, video and audio as available. The three cessation
campaigns will target different audiences, yet ruu concurrently statewide. The proposed
campaigns would target women and behavioral health, men and chew, and a generic
campaign pushing the Quitliue phone number. All cessation campaigns include mobile

and would implement a click-to-call feature. The secondhand smoke campaign will target
parents of young children, smokers and nonsmokers, public housing residents and multi-unit
housing renters as well as low socioeconomic and disparity populations. We will use existing
creative for all digital campaigns. [n addition, we will boost specific social media posts as
directed by TFN. These boosts allow us to choose a specific audience based on location,
demographics and interests. This guarantees your posts ate getting in front of specific target
audiences throughout the state.

Theater - Secondhand smoke messaging would be placed on 8o screens in 15 theaters across
the state. The theaters were chosen based on their location in the health districts that showed a
high prevalence of cigarette smoking based on the Behavioral Risk Factor Surveillance System,
2016. We would recommend utilizing the same creative as network television, which is the
Apartment spot. Using a consistent message helps maintain and build awareness. The diverse
audience at theaters continnes to grow and provides an opportunity for your message tc be seen
in an uncluttered environment. Your ad is shown in front of a very excited, receptive and captive



audience with an 0% ad recall for PSA ads. Cinema reaches low income gronps across all

ethnicities. In households with income of $35K ot less, 85%4 of African Americans are more likely
to go ta the movies once a week or more than the average U.S. adult; Hispanics are 79% more
likely; and Asians are 69%: more likely.

Transit — King hoards would be placed on 17 total buses (five in Lincoln and 1z in Omaha).
King boards are the signs that run along the driver’s side of the bus. In addition to the signs
on the outside of the bus that are reaching the cessation andience with the Quitline message
and phone number, there are also 9o interior signs {30 in Lincoln and 60 in Omaha), that

put the message in front of those who ride the bus. Transit is an important medium as it
reaches andiences of all ages, backgrounds and incomes, Its mability provides solid coverage
throughout the city, placing your message in your targets sightline where they live, work and
travel on a daily basis. Transit advertising has the lowest average cost per impression of any
other media and its Jarger-than-life impact leads fo high recall.

Sponsorships/Rodeos — Takiug advantage of sponsorship opportunities statewide at rodecs
and targeted cvents is a great way to reach the younger and rural audiences with both a chew
and Quitline message. Rodeos are a big part of rural communities. Placing the You Control

che Can messaging in front of this audience is a perfect fit and allows TFN te show community
involvement and support. Sponsorship opportunities include scoreboard logos, program ads
and banner placement at the events,

These media recommendations will enable the secondhand smoke and cessation campaigns to
convey a strong, consistent message throughout the year. Having the media work together and run
concurrently will build awareness and force recall,

We have a proven track record of maximizing exposure for TFN's messuging, and our media
recommendations will again include extensive bonus and value-added opportunities to Further enhance
your budget. Each quarter, our media tactics and demographic targetiug will reach at least 85% of your
audience. We won't be able to determine or provide specific TRPs for the TV and radio placements since
we are shifting those dollars to the NBA's PEP program o get you a much higher reach and frequency.
However, we do know you will be guaranteed a minimum 4:1 return on a 12-month campaign. If the
same schedule were to be purchased by choosing individual stations and prograinming, it would have an
approximate cost of $1.2 million for the same 1z-month campaign.

Secondhand Smoke Implementation | $243,00c
Cessation Implementation | $360.750
Total Implementation | $603,750



Technical Approach

EVALUATION

We plan to leverage the wealth of research and evaluation that has been conducted. The latest data
from the Nebraska Behavioral Risk Factor Surveillance System, Nebraska Youth Risk Behavior Survey,
Nebraska Adult Tobacco/Social Climate Survey and ather resources such as the CDC and Carnpaign for
Tobacco-Free Kids to shape and guide our recommendations and creative work.

Firespring recommends conducting additional research around Electronic Nicotine Delivery Systems
(ENDS), ex: e-cigarettes, Some initial steps would include: Conduct primary (via select focus groups
and online surveys) and secondary research on the usage of ENDS and identify key audiences where
usage adoption is most aggressive. Work with national partners fo identify effective messaging and
communication vehicles to reach prioritized target audiences.

In addition, social media monitoring will remain a key component of evaluation. We will monitor
social media activity to make sure TFN is creating content that engages the target audience. A henefit
of digital advertising is the wealth of analytics that are readily available throughout the campaign.
Evaluation dollars will be allocated to monitoring campaign performance and making adjustments to
maximize delivery.

July 1, 2018-June 30, 2019 Budget | $15,000
July 1, 2019-June 30, 2020 Budget | $15,000
Total Evaluation Budget | $30,000



Technical Approach

PLANNING

Planning deliverables include ongoing consultation and meeting times with TFN including quarterly
brainstorming meetings, development of all necessary reports and documentation and communication
to TFN. Client communications, regular meetings and documentation will be conducted on an ongoing
basis throughout the campaign.

PRODUCTION

Production deliverables include copywriting, design, photography, video and creative development of
all communication tactics associated with the campaign. This includes the creation of new campaign
materials and tagging, customizing or updating existing materials as needed or requested by TFN.
Cost estimates, creative briefs and proposed timelines will be provided on all production projects for
TFN approval.

Firespring will provide a proposed timeline to TEN for all newly proposed production elernents—such
as creation of additional materials using the Tips creative. The use of existing creative provides the
opportunity to begin the campaign as early as July 2018, and new materials will be created based on
timelines agreed upon by TFN.

IMPLEMENTATION AND PLACEMENT

Implementation deliverables include social media boosting and media services such as placement,
trafficking, invoicing, schedule verification and ongoing communication and coordination with
media vendots.

Upon approval of the plan, Firespring will begin implementing media, social media as requested and
other campaign tactics, This will be an ongoing process, and constant evaluation and verification will
be conducted throughout the campaign. Implementation of the campaign will begin within two weeks
of TFN’s approval of the plan and will occur approximately from July 2018 through June 30, 2020.

EVALUATION
tion deliverables incInde tracking and reporting on the various social media boosts, providing
wresany Teporting on the digital campaign(s) as available, as well as monthly reporting from the NBA
that shows numbers of spots, stations and the estimated value of spots ran. Firesprine will confirm the
2 n ) T 1 lan 5 agreed
upon, evaluation findings and reports will be shared with TFN throughont the length of the campaign.



Terms and Conditions

Il. TERMS AND CONDITIONS

Bidders should complete Sections Il through V1 as part of thelr proposal. Bidder is expected fo read the Terms and
Conditions and should initial either accept, reject, or reject and provide alternative language for each clause. The bidder
should elso provide an explanation of why the bidder rejected the clause or rejected the clause and provided alternate
language. By signing the RFP, bidder is agreeing to be legally bound by all the accepted terms and condiiions, and any
proposed altemative terms and conditions submitled with the proposal. The Slate reserves the right to negotiete rejected or
proposed alternetive languege. If the State and bidder fail to agree on the final Terms and Conditions, the State reser-~~
the right to reject the propesal, The State of Nebraska is soticiting proposals in response to this RFP. The Statc _
Nebraska reserves the right to rejecl proposals that attempt to substitute the bidder's commercial contracte andfor
documents for this RFP.

The bidders should submit with their proposal any license, user agreement, setvice level agreement, or similar documents
that the bidder wants incorporated in the contract. The State will not consider incorporation of any document not submitted
with the bidder's proposal as the document will not have been included in the evaluation process. These documents shall be
subject to negotiation and will be incorporated as addendums if agreed to by the Parties.

If a conflict or ambiguity arises after the Addendum to Contract Award has been negotiated and agreed to, the Addendum to
Contract Award shall be interpreted as foliows:

1. If only one Parly has a parlicular clause then that clause shall control;
2. If both Parlies have a similar clause, but the clauses do not conflict, the clauses shall be read together;
3. It both Parties have a similar clause, but the clauses conflict, the State’s clause shall control.

A, GENERAL

Accept | Reject | Reject & Provide | NOTESICOMMENTS:
{Initial) | (Initial) | Alternative within

RFP Response

{Initial)

The contract resuiting from this RFP shall incorporate the following documents:

Request for Proposal and Addenda;

Amendments to the RFP;

CQuestions and Answers;

Contractor's proposal (RFP and properly submitted documents);

The executed contract and Addendumn One to Contract, if applicable ; and,
Amendmenis/Addendums to the Contract.

e

These documents constitute the entirety of the contract.

Unless otherwise specifically stated in a future contract amendment, in case of any conflict between the
incorporated documents, the documents shall govern in the following order of preference with number one (1}
receiving preference over all other documents and with each lowar numbered document having preference over
any higher numbered document: 1) Amendment o the executad contract with the most recent dated amendment
having the highest priorily, 2) executed contract end any aitached Addenda, 3) Amendments to RFP and any
Questions and Answers, 4) the orginal RFP document and any Addenda, and §) the Contractor's submitted
Proposal.

Any ambiguity or conflict in the contract discovered afer its execution, not otherwise addressed herein, shall be
resolved in accordance with (he rules of contract interpretation es established in the Stata of Nebraska.



B.

NOTIFICATION

Accept
{Inltial)

Reject Reject & Provide | NOTE OMN TS:
{nitial} | Alternative within
RFP Response
{Initial)

AN

D.

Contractor and State shall identify the contract manager who shall serve as the point of contact for the executed
contract.

GOVERNING LAW (Statutory)

Notwithstanding any other provision of this contract, or any amendment or addendum(s) entered into
contemporanecusly or at a later time, the paries understand and agres that, {1} the State of Nebraska is a
sovereign state and its authority to contract is therefore subject to limitation by the State's Constitution, statutes,
common law, and regulation; (2} this contract will be interpreted and enforced under the laws of the State of
Nebraska; (3) any action to enforce the provisions of this agreement musi ba brought in the State of Nebraska per
state law; (4) the person signing this contract on behalf of the State of Nabraska does not have the authority to
waive the State's sovereign immunity, statutes, common law, ol {5) the indemnity, limitation of liability,
remedy, and other similar provisions of the final contract, if eny, are entered into subject {o the State’s Constitution,
statutes, common law, regulations, and sovereign immunity, and, {6) all terms and conditions of the final contract,
including but not limited fo the clauses conceming third-parly use, licenses, warranties, limitations of lability,
governing faw and venue, usage verification, indemnity, llabilily, remedy or other similar provisions of the final
contract are entered into specifically subject to the State's Constitution, stalutes, common law, reguiations, and
sovereign immunity.

The Parties must comply with all applicable local, state end federal laws, ordinences, rules, orders, and regulations.

BEGINNING OF WORK

Accept
{Inltial)

Reject Reject & Provide | NOTES/COMMENTS:
{Initial) | Alternative within
RFP Response
Ir

LM

The bidder shall not commence any billable work until a valid contract has been fully executed by the State and the
successful Contractor. The Contractor will be notified in writing when work may begin.

E. CHANGE ORDERS
Accept | Reject Raject & Provide | NOTES/ICOMMENTS:
(mitial) | (nitial) | Alternative  within

M

RFP Response
{Inltial)

The State and the Contractor, upon the written agreement, may make changes to the contract within the generel

scope of the RFP. Changes may involve specifications, the quantity of wark, or such other iterns as the State may

find nackssary ar decirabla  Carractinee of an dalicaeabis ganvice, or work required pursuant to the contract shall
*feiture of the contract by reasons of such changes.

The Contractor shall prepare a written description of the work required due to the change and an itemized cost
sheet for the change. Changes in work and the amount of compensation to be paid to the Contractor shell be
determined in accordance with epplicable unit prices if any, a pro-rated value, or thiough negotiations. The State




Terms and Conditions

shall not incur a price increase for changes that should have been included in the Contracior's proposal, were
foreseeable, or result from difliculties with or failure of the Contractor's proposal or performance.

No change shall be implemented by the Contractor until approved by the State, and the coniract is amended to
reflect the change and assoclated costs, if any. If there is a dispute regarding the cost, but both paries agree that
Immediate implementation is necessary, the change may be implemented, end cost negotiations may continue with
both Parlies retaining all remedies under the contract and law.

F. NOTICE OF POTENTIAL CONTRACTOR BREACH

Accept | Reject Reject & Provide | NOTES/COMMENTS:
(Initial) | {Initial) } Alternative within

{Initial)

RFP Response

If Contractor breaches the contract or anticipates breaching the contract the Contractor shall immediately give
written notice to the State. The notice shall explain the breach or potential breach, a proposed cure, and may
include a reguest for a waiver of the breach if so desired. The State may, in its discretion, temporarily or
permanently waive the breach. By granting a waiver, the Stale does not forfait any rights or remedies to which the
State is entitled by law or equity, or pursuant to the provisions of the contract. Failure to give immediate notice,
however, may be grounds for denial of any request for a waiver of a breach,

G. BREACH

Accept | Reject Reject & Provide | NOTES/ICOMMENTS:
(Initial) |} (Imitial) | Alternative within

{Initial}

RFP Response

Either Party may terminate the contract, in whole or in part, if the other Parly breaches its duty to perform its
objigations under lhe contract in a timely and proper manner. Termination requires written notice of default and a
thirty {30) calendar day {or longer at the non-breaching Party’s discretion considering the gravity and nature of the
default) cure period. Said notice shall be delivered by Certified Mail, Return Receipt Reguested, or in person with
proof of delivery. Allowing lime to cure a failure or breach of confract does not waive the right to immediately
terminate the contract for the same or diffierent contract breach which may occur at a different time. In case of
default of the Contractor, the State may contract the service from other sources and hold the Contractor responsible
for any excess cost occasioned thereby.

The State's failure to make payment shall not be a breech, and the Contracior shall retain all available statutory
remedies and protections.

H. NON-WAIVER OF BREACH

Accept | Reject Reject & Provide | NOTESICOMMENTS:
{Initial) | (Initial) | Alternative within

{Initial)

RFP Response

The acceptance of late performance with or without objection or reservation by a Parly shall not waive any rights of
the Parly nor constitule a waiver of the requirement of timely performance of any obligations remaining to he
pertormead.
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L SEVERABILITY

Accept | Reject | Reject & Provide | NOTESICOMMENTS:
{Initial) | {Initial} | Alternative within

RFP Responsa

{Initlal)

If any term or condition of the contract is declared by a courl of competent jurisdiction to be illegal or in conflict with
any law, the validity of the remaining terms and conditions shall not be affected, and the rights and obligations of
the parties shall be construed and enforced as if the contract did not contain the provision held to be invalid or
ilegal.

J. INDEMNIFICATION

Accept | Reject Reject & Provide | NOTES/ICOMMENTS:
{Initial} | (Initial} | Alternative within

RFP Response

(Initial)

1. GENERAL

The Contractor agrees to defend, indemnify, and hold hammless the State and its employees, volunteers,
agents, and its elected and appointed officials ("the indemnified parlies”) from and against any and all third
parly claims, lisns, demands, damages, liability, actions, causes of action, losses, judgments, costs, and
expenses of every nature, including investigation costs and expenses, seftlement costs, and attomney fees
and expensas {"the claims”), sustained or asserled against the State for personal injury, death, or property
oss or damana. gr~-- - -7 - " from, or attributable to the willful misconduct, ne nee, errar, or
omission of C yeas, subconfractors, consultants, representatives, and agents,
resulting from this contract, except to the exlent such Contractor liability is aftenuated by any action of the
State which directly and proximately contributed to the claims.

2. INTELLECTUAL PROPERTY

The Contractor agrees it will, at its sole cost and expense, defend, indemnify, and hold harmless the
indemnified parlies from and against any and all claims, to the extent such claims arise out of, result from,
or are attributable to, the actual or alleged infringament or misappropriation of any patent, copyright, trade
secret, trademark, or confidential information of any third parly by the Contractor or its employees,
subconfractors, consultants, representatives, and agents; provided, however, the Slate gives the
Contractor prompt notice in writing of the claim. The Contractor may not settle any infringement claim that
will affect the State’s use of the Licensed Software without the State's prior written consent, which consent
may be withheld for any reason.

If a judgment or setllement is obtained or raasonably anticipated against the State's use of any intellectual
properly for which the Contraclor has in - nified the State, the Confractor shall, at the Contractor's sole
vost and expense, pror modify the nern or items which were determined to be infringing, acquire a
license or licenses on uiwe State’s behalf to pravide the necessary rights to the State to eliminate the
infringement, or provide the State with a non-infringing substitute that provides the State the same
functionality. At the State's election, the actual or anticipated judgment may be treated as a breach of
warranty by the Confractor, and the State may receive the remedies provided under this RFP,

3, PERSONNEL
The Contractor shall, at its expense, indemnify and hold hamless the indemnified parties from and against
any claim with respect to withholding taxes, worker's compensation, employee benefits, or any other claim,
demand, liability, damage, or loss of any nature relating to any of the personnel, including subcontractor's
and their employees, provided by the Contractor.



Terms and Conditions

4. SELF-INSURANCE

The State of Mebraska is self-insured for any loss and purchases excess insurance coverage pursuant to
MNeb. Rev. Stat. § 81-8,239.01 {Reissue 2008). If there is a presumed loss under the provisions of this
agreement, Contractor may file a claim with the Office of Risk Management pursuant to Neb. Rev. Stat. §§
81-8,829 — 81-8,306 for review by the State Claims Board. The State refains all rights and immunities
under the State Miscellaneous (Section 81-8,294), Tort (Section 81-8,209), and Contract Claim Acts
{Section 81-8,202), as outlined in Neh. Rev. Stat. § 81-8,209 et seq. and under any other provisions of law
and accepts liability under this agreament to the extent provided by law.

5. The Parties ecknowledge that Attorney Generel for the State of Nebraska is required by statute to
represent the legal interests of the State, and that any provision of this indemnity clause is subject to the
statutory authority of the Attorney General.

K. ATTORNEY'S FEES

Accept | Reject | Reject & Provide | NOTES/COMMENTS:
{Initial} | (Initial} | Alterpative within

RFP Response

{Initial)}

In the event of eny litigation, appeal, or ofher legal action to enforce any provision of the contract, the Parlies agree
to pay all expenses of such action, as permitled by law and if order by the court, including atiorney's fees and costs,
il the other party prevails.

L. ASSIGNMENT, SALE, OR MERGER

Accept | Reject | Reject & Provide | NOTESICOMMENTS:
(Initial} | (Initlal} | Alternative within

RFP Response

(Initial)

Either party may assign the contract upon mutuel writlen agreement of the other party. Such agreement shall not
be unreasonably withheld.

The Contractor relains the right to enter into a sale, merger, ecquisilion, internal reorganization, or similar
transaction involving Contractor's business. Confractor agrees !o cooperate wilh the State in executing
amendments to the contract to allow for the transaclion. if a third parly or entity is involved in the ransaction, the
Contracior will remain responsible for peformance of the contract until such tme as the person or entity invoived in
the transaction agrees in writing to be contractuelly bound by this contract and perform all obligations of the
contract.

M. CONTRACTING WITH OTHER NEBRASKA POLITICAL SUB-DIVISIONS

Accept ) Reject Reject & Provide | NOTES/COMMENTS:
(lnitial) | (Initial) | Alternative within

RFP Response

{Initial)

The Contracter may, but shall not be required to, allow agencies, as defined in Neb. Rev. Stai. §81-145, to use this
contract. The terms and conditions, including price, of the contract may not be amended. The State shall not be
contractually obligated or liable for any contract entered into pursuant to this clause. A listing of Nebraska political
subdivisions may be found at the website of the Nebraska Auditor of Public Accounts.
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M. FORCE MAJEURE

Accept | Reject Reject ‘rovide
{Inltial) | {Initial) | Alfernative within

RFP Response

=

TS:

{Initial)

Neither party shall be liable for any costs or damages, or for default resulting from its inability to perform any of its
obligations under the contract due to a natural or manmade event outside the control and not the fault of the
affected party ("Force Majeure Event”). The Parly st il shall immediately make a written reguest for relief to
the other party, and shall have the burden of proof to justify the request, The other Parly may be granted the relief
requesied: ralief may not be unreasonably withheld. Labor disputes with the impacted party's own employees wiil
not ba considered a Force Majeure Event.

0. CONFIDENTIALITY

Accept | Reject Reject & Provide | NOTES/COMMENTS:
{Initial} | (Initial) | Alternative within

RFP Response

{Initial)

All materials and information provided by the Parlies or acquired by a Party on behalf of the other Party shall be
regarded as confidential information, Al materials and information provided or acquired shall be handled in
accordance with federal and state law, and ethical standards. Should said confidentiality be breached by a Parly,
the Parly shall notify the other Parly immediately of said breach and take immediate corrective action,

It is incumbent upon the Parlies to inform thair officers and erm~~+n5 of the penallies for improper disclosure

imp Privacy Act of 1974, 5 U.5.C. 552a. Specifically, C. 552a {i}1). which is mada anplicahle by
5U m)1). p es that any officer « who Jec w al
hES e vwomnn Of OF Alumse 10 agency MECOMS ..\t wunr e individually ic . ——... the aisclosure ot

which is prohibited by the Privacy Act or regulations established thereunder, and who knowing that disclosure of the
specific material is prohibited, willfully discloses the material in any manner to any person or agency not entitled to
receive it, shall be guilty of a misdemeancr and fined not more than $5,000.

P. EARLY TERMINATION

Accept | Reject | Reject & Provide | NOTES/COMMENTS:
{Initlal) | (Inltial} | Alternative within

RFFP Response

{initiah)

The contract may be terminated as follows:

1. The State and the Contractor, by mutual written agreement, may terminate the contracl at any time.

2. The State, in its sols discretion, may termminate the contract for any reason upon thirty {30) calendar day's
written notice to the Contractor. Such termination shall not relieve the Contractor of warranty or other
service obligations incurred under the terms of the contract. In the event of termination the Contraclor
shall be entitled to payment, determined on a pro rata basis, for products or services satisfactorily
performed or provided.

3. The State may terminate the contract immediately for the following reasons:
a. if directed to do so by statute;
b. Contractor has made an assignment for the benefit of creditors, has admitled in writing its inability

to pay debts as they mature, or has ceased operating in the normal course of business;
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c. a trusfee or receiver of the Contraclor or of any substantial part of the Contractor’s assets has
been appointed by a court;
d. fraud, misappropriation, embezzlement, maifeasance, misfeesance, or illegal conduct peraining

to performance under the contract by its Contractor, its employees, officers, directors, or
sherehoclders;

e an involuntary proceeding has been commenced by any party against the Confractor under eny
one of the chapters of Title 11 of the United Stetes Code and (i) the proceeding has been pending
for at least sixty (60) calendar days; or (i) the Contractor has consented, either expressly or by
operation of law, to the entry of an order for relief; ar (i} the Contractor has been decreed or
adjudged a debtor;

f. a voluntary petition hes been filed by the Contractor under any of the chapters of Tifle 11 of the
United States Code;

g. Contractor intentionally discloses confidential information;

h. Contractor has or announces it will discontinue support of the deliverable; and,

l. In the event funding is no longer available.

Q. CONTRACT CLOSEQUT

Accept | Reject | Reject & Provide | NOTES/ICOMMENTS:
{Initial) | {Initial) | Alternative within

RFP Response

{Initial)

Upon contract closeout for any reason the Contractor shall within 30 days, unless stated otherwise herein:

1. Transfer all completed or partially completed deliverables to the State;

2. Transfer ownership and title to all completed or parially completed deliverables to the State;

3 Return to the State all information and data, unless the Contractor is permitted to keep the information or
dala by contract or rule of law, Contractor may retain one copy of any information or data as required to
comply with applicable work product documentation standards or as are automatically retained in the
course of Contractor's routine back up progedures;

4. Cooperate with any successor contactor, person or entity in the assumption of any or ell of the obligations
of this contract;

5. Cooperate with any successor Contactor, person or entity with the transfer of information or data related to
this contract;

6. Return or vacate any stete owned real or personal property; and,

7. Return all data in a mutually acceptable format and manner.

Naothing in this Section should be construed to require the Contractor to surrender intellectual property, real or
person property, or information or data owned by the Contractor for which the State has no legal claim.

R. TOBACCO COMPANY AFFILIATION

Accept | Reject | Reject & Provide | NOTES/ICOMMENTS:
{initial) | {Initial) | Alternative within

RFP Rasponse

{Initial)

Contractor shall not have a current, or within the past five (5} years, contract or affiliation with a tobacco company.
In addition, the contractor, or any proposed subcontractors, shall not conduct any business with any entity sither
wholly or partially owned, controlled, and/or managed by a company manufacturing, making, or marketing tobacco
or tobacco-releted products. Contractor certifies that it will not accept funding from nor have en affiliation or
contractual relationship with a tobacco company, any of its subsidianes, perent company, or any other
organizations funded by tobacco companies during the term of the contract from the Nebraska Department of
Health and Humen Services/Tobacco Free Nebraska Program.
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. CONTRACTOR DUTIES

A, INDEPENDENT CONTRACTOR / OBLIGATIONS

Reject | Reject & Provide TS: '\
{Initial}) | Altermative within
RFP Response
{Initial)

M

It is agreed that the Contractor is an independent Contracior and that nothing contained herein is intended or
should be construed as creating or estahblishing a relationship of employment, agency, or a parnership.

The Contractor is solely responsible for fulfiling the contract. The Contracior or the Coniractor's representative
shall be the sole point of contact regarding all contractual matters.

The Confractor shall secure, at its own expense, all personnel required to perform the services under the contract.
The personnel the Contractor nses to fulfill the contract shail have no contractual or other legal relationship with the
State; they shall bec ! employees of the State and shall not he aentitled to any compensation, rights or
benefits from the State, including but not limited to, tenure rights, medical and hospite! care, sick and vacation
leave, severance pay, or retirement benefits.

By-name personnel commilments made in the Contractor's proposal shall not be changed without the prior written
approval of the State. Replacement of these personnel, if approved by the State, shall be with personnel of equal
or greater ability and qualifications.

All personnel assigned by the Contractor to the contract shall be employees of the Contractor or a subcantracior,
and shall be fully gualified to perform the work required herein. Personnel employed by the Contractor or a
subcontractor to fulfill the terms of the contract shall ramain under the sole direction and control of the Contractor or
the subcontractor respectively.

With respect to its employees, the Contractor agrees fo be solely responsible for the following:

Any and all pay, benefits, and employment taxes ar g;

Any and all vehicles used by the Contracter'semplo, = . . ... required by state law;
Damages incurred by Contractor's employees within the scope of their dulies under the conlract;
Maintaining Workers' Compensation and heaith insurance that complies with state and federai law and
submitting any reports on such insurance to the extent required by govaring law; and

Determining the hours to ba worked and the duties to be performed by the Contractor's employees.

All clatms on behalf of any person g out of employment or alleged employment (including without limit
claims of discriminetion alleged against the Contractor, its officars, agents, or subcontractors or
subcontractor's employees)

Eal R o

& &

If the Contractor intends to utifize any subcontracior, the subcontractor's level of effort, tasks, and time allocation
should be clearly defined in the Contractor's proposal. The Contractor shall agree that it will not utilize any
subcontractars not specifically included in its proposal in the performance of the contract without the prior written
2 of the Slate.

The State reserves the right to require the Contractor to reassign or remove from the project any Gontractor or
subcontractor employee.

Contractor shall insure that the terms and conditions contained in any contract with a subcontractor does not
conflict with the terms and conditions of this confract.

The Contractor shall include & similar provision, for the protection of the State, in the contract with any
subcontractor engaged to perform work on this contract.



Contractor Duties

B. EMPLCYEE WORK ELIGIBILITY STATUS

Accept | Reject Reject & Provide | NOTES/COMMENTS:
{Initial) | (Initial) | Alternative within

RFP Response

{Inltial}
The Contractor is required and hereby agrees o use a federal immigration verification system to determine the
work eligibility status of employees physically performing services within lhe State of Nebraska. A federal
immigration verification system maans the elecironic verification of the work authorization program authosized by
the lllegal Immigration Reform and Immigrant Responsibility Act of 1936, 8 U.S.C. 1324a, known as the E-Verify
Program, or an equivalent federal program designated by the United States Depariment of Homeland Security or
other federal agency awthorized to verify the work eligibility status of an amployee.

If the Contractor is an individual or sole proprietorship, the following applies:

1. The Contractor must complete the United States
Department of Administrative Services website &

The completed United States Attestation Form should be submitied with the RFP response.

2. If the Contractor indicates on such attestation form that he or she is a qualified alien, the Contractor agrees
to provide the WS Cltizenship and Iminigration Services documentation reguired to verify the Contractor's
lawful presence in the United States using the Systematic Alien Verification for Entitlements (SAVE}
Program.

3. The Contractor understands and agrees that lawful presence in the Uniled States is required and the
Contractor may be disqualified or the contract terminated if such lawlul presence cannot be verified as
required by Neb. Rev. Stat. §4-108.

C. COMPLIANCE WITH CIVIL RIGHTS LAWS AND EQUAL OPPORTUNITY EMPLOYMENT /

NONDISCRIMINATION (Statutory)

The Contractor shall comply with all applicable local, state, and federal statutes and regulations regarding civil
rights laws and equal opportunity employment. The Nebraska Fair Employment Practice Act prohibits Contractors
of the State of Nebraska, and their subcontractors, from discriminating against any empioyee or applicant for
empioyment, with respect to hire, lenure, terms, conditions, compensation, or privileges of employment because of
race, color, religion, sex, disability, marital status, or national origin (Neb. Rev. Stat. §48-1101 to 48-1125). The
Contraclor guarantees compliance with the Nebraska Fair Employment Practice Act, and breach of this provision
shall be regarded as a material breach of contract. The Coniractor shall insert a similar provision in all
Subcontracts for services to be covered by any centract resulting from this RFP.

D. COOPERATION WITH OTHER CONTRACTORS

Accept | Rsject Reject & Provide | NOTES/ICOMMENTS:
(Inltial} | (Initial) | Alternative within

RFP Response

(Initial)

Contractor may be required to work with or In close proximity to other contractors or individuats that may be working
on seme or differant projects. The Contractor shall agree to cooperate with such other contractors or individuals,
and shalt not commil or pemmit any act which may interfere with the performance of work by any other contractor or
individual. Contractor is not required to compromise Contractor's intellectual property or proprieiary information
unless expressly required to do so by this contract,
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If by the terms of any insurance a mandatory deductible is required, or if the Contractor elects to increase the
mendatory deductible amount, the Contractor shall be responsible for payment of the amount of the deduclible in
the event of a paid claim.

Notwithstanding any other clause in this Contract, the State may recover up to the liability limits of the insurance
palicies required herein.

1. WORKERS’ COMPENSATION INSURANCE

The Conlracior shall take cul and maintain during the life of this contract the statutory Workers'
Compensation and Employer's Liabllity Insurance for all of the contactors’ employees to be engaged in
work on the project under this contract and, in case any such work is sublet, the Contraclor shall require
the subcontractor similarly to provide Worker's Compensation and Employer's Liability Insurance for all of
the subconiractor's employees to be engaged in such work. This policy shall be written o meet the
statutory requirements for the state in which the work is to be performed, including Occupational Disease.
The policy shall include a waiver of subrogation in favor of the State. The COI shall contain the
mandatory COl subrogation waiver language found hereinafter. The amounts of such insurance shall
not be less than the limits slated hereinafter. For employees working in the State of Nebraska, the policy
must be written by an enfity authorized by the Stafe of Nebraska Department of Insurance to write
Workers” Compensetion and Employer's Liability Insurance for Nebraska employees.

2. COMMERCIAL GENERAL LIABILITY INSURANCE AND COMMERCIAL AUTOMOBILE LIABILITY

INSURANCE

The Contractor shall teke out and maintain during the fife of this contracl such Commercial General
Liability Insurence and Commercial Automobile Liability Insurance as shail protect Contraclor and any
subcontractor performing work covered by this contract from claims for damages for bedily injury, including
death, as well as from cleims for property damage, which may arise from operations under this contract,
whether such operation be by the Contractor or by any subconlractor or by anyone directly or indiractly
employed by either of them, end the amounts of such insurance shall not be less than limits stated
hereinafter.

The Commercial General Liability Insurance shall be writlen on an occurrence basls, and provide
Premises/Operations, Products/Completed Operations, Independent Contractors, Perscnal Injury, and
Contractual Liability coverage. The policy shall include the State, and others as required by the
contract documents, as Additlonal Insured(s). This policy shall be primary, and any insurance or
self-insurance carried by the State shall be considered secondary and non-contributory. The COI
shall contain the mandatory COl liabillty waiver language found hereinafter. The Commercial
Automobile Liability Insurance shall be writlen to cover all Owned, Non-owned, and Hired vehicles.
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4. DEVIATIONS
The insurance requiremeants are subject to limited negotiation. Negotiation typically includes, but is not
necessarily limited to, the correct type of coverage, necessity for Workers' Compensation, and the type of
automobile coverage carried by the Contractor.

H. ANTITRUST

Accept | Reject Reject & Provide | NOTES/COMMENTS:
{initlal) | (Initial) | Alternative  within

RFP Response

{Initlal)
The Contractor hereby assigns to the State any and all claims for cvercharges as to goods andfor services provided
in connection with this contract resulting from antitrust violations which arise under antitrust laws of the United
States and the antitrusi laws of the State.

L CONFLICT OF iINTEREST

Accept | Reject Reject & Provide | NOTES/COMMENTS:
(initial} | {Initial) | Alternative within

RFP Response

(Initial)

By submitling a proposal, bidder cerlifias that there does not now exist a relationship belwesn the bidder and any
person or entity which is or gives the appearance of a conflict of interest related to this RFP or project.

The bidder cerlifies that it shall not take any action or acquire any interest, either directly or indirectly, which will
conflict in any manner or degree with the performance of its services hereunder or which creates an actual or an
appearance of confiict of interest.

The bidder cerlifies that it will not knowingly employ any individual known by bidder to have a conflict of interest.
The Parlies shall not knowingly, for a period of two years after execution of the contract, recruit or employ any
employee or agent of the other Party who has worked on the RFF or project, or who had any influence on decisions
affecling the RFF or project.

J. ADVERTISING

Accept | Reject Reject & Provide | NOTES/ICOMMENTS:
{initial) | {Initial) | Alternative within

RFP Response

{Initial)

The Contractor agrees not to refer to the contract award in adverlising in such a manner as to state or imply that the
company or its services are endorsed or prefarred by the State. Any publicity releases pertaining to the project
shall not be issued without prior written approval from the State.

K. NEBRASKA TECHNOLOGY ACCESS STANDARDS (Statutory)
Mnntractar ghall review the Nebraska Technology Access Slandards, found a
ind ensure that products and/or services provided under the contrac .
wic appnuiible standards to the greatest degree possible. In the event such standards change during the
Contractor's pefdormance, the State may create an amendment to the contract to request the contract comply with
the changed slandard at a cost mutually acceplable to the parties.
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L. DISASTER RECOVERY/BACK UP PLAN

Accept | Reject | Reject rovide | NOTESICOMMENTS:
(initial) | (initial) | Alternative within

RFP Response

{initial)

The Contractor shall have a disaster recavery and back-up plan, of which a copy should be provided upon request
fo the State, which includes, but is not limited to equipment, personnel, facilities, and transporiation, in order to
continue servi s specified under the specifications in the contract in the event of a disaster.

M. DRUG POLICY

Accept | Reject | Reject & Provide | NOTES/ICOMMENTS:
{Initial) | {Initlal) | Alternative within

RFP Response

{Initiai)

Contractor certifies it maintains a drug free work place environment to ensure worker safety and workplace integrity.
Contractor agrees to provide a copy of its drug free workplace policy at any time upon request by the State.



IV. PAYMENT

A,

B.

C.
(A,

{Initial}

PROHIBITION AGAINST ADVANCE PAYMENT (Statutory)
Payments shall not be made until contractual deliverable(s) are received and accepted by the State.

TAXES (Statutory)
The State is not required to pay taxes and assumes no such liability as a result of this solicilation, Any property tax
payable on the Contracior's equipment which may be installed in a state-owned facility is the responsibility of the

Contradlor.

INVOICES

. Reject & Provide | NOTES/COMMENTS:
{Initiai} | Alternatlve within
RFP Response
{Initial)

7

tnvoices for paymants must be submitted by the Conlractor to the agency requesting the services with sufficient
deteil to support payment. Tha Contractor shall provide quarerly invoices/reports to TFN, na later than 30 days
after the end of each quarter in which the work is performed except media placement may be billed monthly. The
invoices/reporls shall include the following infarmation:

1. Breakdown of hours per task/project spant completing the work, hourly rate charged, and description of
tasi/project.
2. Narrative summary of campaign activities that the Contraclor developed or initiated, including earned

media, paid media, and pro bono work for the quarter just completed.
TFN reserves the right to modify any quarterly reporting reguirement.

Invoices should be sent to Tobacco Free Nebraska, Depariment of Health and Human Services, 301 Centennial
Mall South, 3@ Floor, Lincoln NE 68509, The terms and conditions included in the Confractor's invoice shall be
deemed to be solely for the convenience of the parlies. Mo tarms or conditions of any such invoice shall be binding
upon the State, and no action by the State, including without limitation the payment of any such invoice in whole or
in parl, shall be construed as binding or estopping the State with respect to any such term or condition, unless the
invoice term or condition has been previously agreed to by the State as an amendment to the contract.

D. INSPECTION AND APPROVAL
Accapt | Reject Reject & Provide | NOTES/COMMENTS:
{Initlal) | (Initial) | Alternative within

RFP Response
{Initlal}

o

Final inspection and approval of all work required under the contrect shall be performed by the designated State

officials.







Payment

will Centractor be required to disclose any information, including but net limited to product cost dala, which is
confidential or proprietary to Contractor.

The Parties shall pay their own costs of the audit unless the audit finds a previcusly undisclosed overpayment by
the State. If a previously undisclosed overpayment exceeds one-half of one percent {.5%) of the total contract
billings, or if fraud, material misrepresentations, or non-performance is discovered on the part of the Contractor, the
Contractor shall reimburse the State for the tolal costs of the audit. Overpayments and audit costs owed to Lhe
State shall be paid within ninety days of written notice of the claim. The Contractor agrees to correct any material
weaknesses or condition found as a result of the audit.



V. PROJECT DESCRIPTION AND SCOPE OF WORK

We have a firm understanding of the project description and scape of work, which is identified throughout the
subdivisions of this RFP to specifically meet the requirements bidders must meet in the Technical and Cost
Proposal sections, including:

We acknowledge and confirm the requiremnents in the subdivisions of the RFP.

We acknowledge and confirm the requirements in the subdivisions of the RFP.

We acknowledge and confirm the requirements in the subdivisions of the RFP.

we acknowledge and confirm the reguirements in the snbdivisions of the RFP.

we gcKnowleage and conhrm the requirements in the subdivisions of the RFP.

we acknow!edge and confirm the reqnirements in the subdivisions of the RFP,
The Project Rates worksheet is included on page 59.

We acknowledge and confirm the requirements in the subdivisions of the RFP.



Project Description and Scope of Work

Bidders should provide a response te each of the following contractor requirements in the space provided below,

1. Outline comprehensive media/marketing plans campaigns that focus on the goals identified in this RFP, The
suggested media allocation and rationale for each target audience shall be included.
a. How will the prapased plans/campaigns meet the objectives of the Tobacco Free Nebraska program as
outlined in the Scope of the Request for Proposal?
b. What types of advertising, marketing, media advocacy, and earned media do the proposed
plans/campaigns include?
c. Describe in detait how the plans/campuaigns will develop over time and what role the Contractor will play
in the development.

Snitily Carr merged with Firespring in 2015, and has had the privilege of serving as Tobacco Free Nebraska's
agency since 2001. During this time, we have partnered with TEN to reduce exposure to secondhand smoke
and encourage tobacco users to quit.

We've also worled with many other tobacco prevention and public health organizations over the last

17 years, and this combination has given us a tremendous amount of experience as well as a comprehensive
understanding of what it takes to successfully implement all facets of this RFP, We believe we are ideally suited
to help TFN continue to achieve its goals.

Tobacco use remains the leading cause ot preventaple Qearn 1 NEDIasKd. Jduly, UveL 2,5uu iveraandls died
from smoking-attributable causes in 2014, while an additional 75,000 Nebraskans suffered from smoking-
attributable ilinesses that same year. But it’s not just tobacco users who are affected, as secandhand smoke also
centributes significantly to the illness and death of nonsmokers. Tobacco causes economic burdens as well. In
Nebraska the healthcare costs directly caused by smoking are estimated to be $795 million annually. Additional
productivity losses caused by smoking are estimated at $605.5 million. Meanwhile, the tobacco industry
continues to aggressively target Nebraskans with its deadly products. The Campaign for Tobacco-Free Kids
estimates that the tobacco industry spends $58.8 million annually in marketing to our state alone,

These statistics underscore the importance of the TFN program, which has been funded through the CDC Office
on Smoking and Health since the early 1990s. In 2001, TFN began to receive funding through the Tobacce
Master Set{lement Agreement, helping the program model the CDC Best Practices for Comprehensive Tobacco
Control Programs. Over the years, funding has varied—yequiring flexibility and efliciency with media budgets.
And while the current Nebraska Unicameral annual allocation is $2.6 million for the entire program, this
amount is only 12.4% percent of the CDC recommended level,



Despite the challenges, TFN continues to maintain a very successful program which hag led to lower

tobacco prevalence rates and decreased secondhand smoke exposnre, The overall goals of the program
are to:

Help people quit tobacco use {cessation).
Eliminate exposure to secondhand smoke.
Keep youth from starting.

Reach underserved populations.

This RFP specifically addresses the cessation and secondhand smoke goals, and reaching underserved
populations is a consideration throughont all campaigns as well as specific targeted sub-campaigns.
The measurable program goals and objectives relevant to the media campaign can be found below.

GOQAL 1: Cessation - Promote quitting ameng tebacce users.
Reduce the percentage of adults who reported smoking cigarettes every day or some days
(current smokers) from 17.3% (2014) to 15.3% by 2020.

» Reduce the percentage of male adults who reported using smokeless tobacco every day or some
days from 8.5% {2014) to 7% by 2020.

GOAL 2: Eliminate exposure to secondhand smoke.

* Reduce the percentage of Nebraska workers who ate exposed to secondhand smoke at work in
the past week from 21,3% to 18% by 2020.

¢ Decrease the percentage of Nebraskans who are exposed to secondhand smoke in their private
residence from 10.1% to 8% by 2020.

« Increase the number of jurisdictions with comprehensive public policies for tobacco-free
outdoor public places from 1 to 10 by 2020.

GOAL 3: Keep youth from starting.
We understand this goal, but it’s not a focus of this RFP so is not included in the media
campaign.

GOAL 4: Reach underserved populations.

» Reduce the percentage of tobacco-using adults in mental health service facilities from 43.3%
(2014) to 40% by 2020.

* Reduce the percentage of low income (less than $35,000 annual income) adults that currently
smoke from 25.5% (2014 BRFSS) to 21% by 2020.
Reduce the percentage of tobacco users among at ieast two of the identified priority audiences.



Project Description and Scope of Work

Our role as contractor will be to support these efforts and objectives by assisting in the development
and implementation of a statewide media campaign to raise awareness about the health effects of
secondhand smoke, encourage tobacco cessation and promote the Quitline.

TFN has made great progress, but the tobacco industry continues to target Nebraskans. We simply
can’t afford to lose momentum. Any increase in tobacco use directly affects the health and pocketbooks
of people across the state,

This is where Firespring’s experience and approach become crucial. We can hit the ground running
with the seamless implementation of a plan to address key tobacco issues and accomplish the goals
of the program.

Our approach includes three overarching strategies:

- We know firsthand that collaboratively working with TFN is the best way
to achieve results, We will continue to huild nn the strong working relationships we have
developed over the pas{ 17 vears, providing constant communication and sharing of knowledge.

- We can’t outspend the tobacco industry, but we can stretch your
budget and maximize the value of every marketing tactic. Qur technical proposal includes
multiple strategies for maximizing value such as achieving extensive honus and value-added
opportunities and leveraging national partnerships te gain efficiencies in developing research-
based content and resources.

- Qur experience in tobacco prevention and control,
knowledge of Nebraska and strong industry relationships allow us to design a plan that offers
the ereatest impact for your budget. To accomplish this, we'll dedicate the bulk of available
dollais to the category with the highest payoff. Higher spending in the media placement
portion of the implementation budget will ensure that you get your message to the intended
target audience(s).






Project Description and Scope of Work

Our plan fulhlls the project scope and all of the business and project requirernents suwieu ul this
RFP. 5pecifically, we provide a comprehensive, statewide media campaign that is strategic and offers
high-impact marketing tactics, while utilizing your budget to take advantage of efficiencies that were
negotiated for TFN by Firespring. It applies praven methods of social marketing and utilizes traditional
and new media tactics to address the specific goals of the project,

We have a proven track record of maximizing exposure for TFN’s messaging, and our campaign plan
will again deliver extensive bonus and value-added opportunities to further enhance yonr budget.
Each guarter, our media tactics and demographic targeting will reach 85% of your audience. Since
part of our recommendations include shiffing dollars for TV and radic placement to the Nebraska
Broadcaster’s PEP Program, we arer't able to determine specific TRPs, However, we do know you will
be increasing your reach while decreasing your budget and will be guaranteed a minimum 4:1 return
oh a 12-month campaign, If the same schedule were to be purchased by choosing individual stations
and programming, it would have an approximate cost of $1.2 million for the same 12-month campaign.
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2. Summarize in three pages or less the bidder’s undersianding of the relevant tobacco issues in Nebraska
and how the proposed plans/campaigns and componenis will impact the issues.

Firespring has served as Tobacco Free Nebraska’s agency since 2001 and has worked with numerous
other tobacco prevention and public health crganizations. We have a very sound understanding of
the relevant tobacco issues in the state—the foremost being that tobacco use is the leading cause of
preventable death in Nebraska as well as in the United States.

The fects of what tobacco is costing Nebraskans in texms of health and economic burdens are stattling.
» Over 2,500 Nebraskans die each year from smoking-attributable causes, while another 75,000 are
suffering from at least one serious smoking-attributable disease.
* Smoking-related healthcare costs total $795 million annually in Nebraska.
« The annual cost of smoking-related lost productivity in Nebraska is approximately $605.5 million.

The hottnm line i< that the deaths, illnesses and increasec
That being said, we believe the relevant tobacco issues in Nebraska direcily
coincide with the comprehensive goals of the TFN program:

Helping people quit tobacco (cessation): Since 2011, the adult smoking rate in Nebraska has
decreased from 20% to 17% in 2014. The youth rate in Nebraska was 13% in 2015, down from
15% in 2011. In 2017, preliminary analysis indicates that the youth rate is below 8%, though that
research has not been finalized. The adult smokeless tobacco use rate also decreased from 5.6%
in 2011 to 4.7% in 2014.

Eliminating exposure to secondhand smoke: Huge progress was made when the Nebraska
Clean Indoor Air Act went into effect June 1, 2004, however, 5.5% of nonsmaokers are still
exposed to secondhand smoke at home--causing illnesses, asthma and even deaths. Yet 97%
of Nebraskans agree that inhaling secondhand smoke is harmful to children and adults.

Keeping youth from starting tobacco use; There are 1,800 kids under the age of 18 who become
new daily smokers each year in Nebraska. Preventing yvouth from ever trying tobacco substantially
increases their chances of living a tobacco-free life. Although this goal is not a focus of the RFP,
we understand the Youth Empowerment Movement, No Limits, along with event-based activities
via Blacklist, compliance checks and other efforts are actively addressing youth tobacco issues
and in line with TFN's overarching goals.
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Our long-standing efforts to support youth empowerment in this arena has given us the privilege
to work directly with leaders in the youth tobacco-prevention movement, including:
« Campaign for Tobacco-Free Kids and Youth Advocates of the Year in addition to National
Youth Ambassadors.
* Youth Engagement Alliance and members of its National Leadership Team
+ Truth Initiative and its Truth Ambassadors
* Youth Engagement Alliance and members of its National Leadership Team

Reaching underserved populations: The tobacco industry specifically targets minorities

and lower socioeconomic populations. [Income level and education are linked, which means
individuals with less education are more likely to be cigarette smokers. In 2014, Nehraska showed
that the smoking rate of adults earning less than $15,000 per year was 32%. These groups often
lack access to adequate healthcare, which magnifies health disparities.

While Tobacco Free Nebraska's comprehensive efforts have made great strides in reducing smoking
prevalence and exposure to secondhand smoke, the forces of addiction and the ongoing efforts of the
well-funded tobacco industry mean our work is not done. Considering the issues and goals at hand,
Nebraska can't afford to lose momentum. Any increase in tobacco use leads to added healthcare costs
and lives cut short.

The tobacco industry continues to aggressively target Nebraskans with marketing, spending $58.8
million annually. Meanwhile, the TFN program is funded at 12.4% of the CDC’s recommendation
(rankiug our state 27th in tobacco prevention spending). It’s clear we can’t outspend the tobacco
industry. Nobody can. However, we can strategically maximize every dollar and tactic to efficiently
and effectively reach onr target audiences.

While it’s only one piece of the comprehensive tobacco prevention and control program, the media
campaign is critical to successfully combating tobacco use, Firespring’s experience and knowledge
enables us to hit the ground ronning with a communications plan that will help people quit tobacco
use, reduce exposure to secondhand smoke and strategically reach out to underserved populations.



The cessation campaign targets adult tobacco users aged 25-54 and young adult social smokers

and tobacco users aged 18-24 statewide with a focus on low socioeconomic status and disparity
populations, Specific tactics include sponsorships, TV and radio, print, transit and digital marketing.
Cur plan also includes recommendations for promoting the Quitline through a behavioral health
digital campaign targeted towards women aged 25-54 statewide and a digital chew campaign targeted
specifically to men aged 18—5 in select counties with a high prevalence of smokeless tobacco use.

To reduce exposure to secondhand smoke, our plan targets parents of young children (smokers

and nonsmokers) along with a general adult audience of smokers and nonsmokers aged 19 and

over statewide with a focus on residents of multi-family housing and low socioeconomic status

and disparity populations. Recommended campaign tactics include TV and radio, print, theater and
digital marketing.

Overall, we understand that changing behaviors, especially those rooted in addiction, does not happen
overnight, But through onr experience, collaborative approach and ability to maximize your marketing

dollars, we can directly impact these issues and achieve the goals of this program.

Please refer to the Technical Approach beginning on page 39 for the defails of our proposed plan.

Project Description and Scope of Wor_
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3. Provide a detailed work plan that describes the development, implementation, and evaluation of the
proposed media plans/campaigns. The media plans must include the specific media properties and
markets proposed with recommended allocations (identified as a percentuge of the overall campaign
hudget) and rational per medium. Campaign specifics (e.g., TV and radio stations, publications, websites,
etc. to utilize) will be determined after the coniract has been awarded.

This comprehensive work plan has been strategically developed to target statewide audiences for the
specified campaigns. The overall approach includes opportunities to build on your curtent creative
campaigns; a mix of mass media utilizing TV, radio, print, out-of-hame and digital including social
media; and evaluation of ongoing and new efforts.

DEVELOPMENT

Overall, minimal production will be necessary because existing messaging and creative can be used.
What we would like to focus on is expanding reach of Quitline/cessation materials to behavioral
health services networks, and to further research and deploy messaging related to ENDS cessation
and use prevention,

For cessation advertising efforts, we would continue using the Tips TV and radio spots as the baseline
for creative and messaging in all media, along with promotion of the toll-free Quitline phone number
and Quitnow website, The media placement will be scheduled so that we can switch ont creative
when needed to focus on a more specific target audience snch as behavioral health or chew as well
as any seasonal or specific timing needs. This emotional yet educational creative has reported greater
intentions to quit within the next 30 days and next six months, and smokers who have seen the

ads multiple times have even greater intentions to quit. With the recommended participation in the
Nebraska Broadcaster’s PEP program, there will be an increase in awareness and recall within the
target audience due to the number of times the spots will air statewide. Additional materials could

be designed—based on the approved media schedule—for a portion of the typical cost because much
of the artwork and copy is existing.

For secondhand smoke efforts, we would utilize the Apartment TV and Vehicle radio spots that are
currently airing for the overall creative messaging in all media. Since we include multi-unit/public
housing residents in our target audience (data shows those who live in rental properties are more
likely to smoke than those who own their home), it's important we share this message statewide to
encourage landlords, property owners and renters to understand the risks and choices they have as
well as showing how secondhand smoke effects residents in multi-unit housing. As for the Vehicle
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creative, 47% of households with at least one smoker, allow smoking inside their family vehicle.
Another important message to reach those parents of young children, smokers and nonsmokets, with a
focus on multi-unit housing residents with low socioeconomic status. All creative will be nsed to create
awareness of the dangers of secondhand smoke as well as direct the target audience to the secondhand
smoke page of the TFN website to learn the dangerous facts about secondhand smoke.

Use of Electronic Nicotine Delivery Systems (ENDS) is on the rise, According to the FDA:
* More than 2 million middle and high school students were current users of e-cigarettes in 2016.
* 11% of high school and 4.3% of middle school students were current users of e-cigarettes in 2016,
* E-cigarette use rose from 1.5% to 16% among high school students and from 0.6% to 5.3% among
middle school students from 2011 to 2015,
* In 20132014, 81% of current youth e-cigarette users cited the availability of appealing flavors as
the primary reason for nse.

Firespring recommends adding additional research and messaging related to ENDS starting this year.
Soime initial steps would include:
* Conduct primary (via online surveys) and secondary research on the usage of ENDS,
Identify key audiences where usage adoption is most aggressive,
» Work with national partners to identify effective messaging and communication vehicles to reach
prioritized target audiences.

july 1, 2018-June 30, 2019 Budget | $48,750

July 1, 2019-June 30, 2020 Budget | $37,500

Total Production Budget | $86,250

A credit equal to 5% of the current year’s implementation budget will be added annually.

IMPLEMENTATION

The bulk of your budget will be allocated to implementation—getting your messages in front of the
target audiences in the most impactful ways possible. We will leverage our statewide media knowledge
and strongr  ia partnerships to deliver maximum added value and bonus coverage throughout

the campaign.

The primary tar  audience for the secondhand smoke campaign is adults 18—54 statewide, parents
of young children (smokers and nousmokers). The secondary audience iucludes all adults aged 19
and older (smokers and nonsmokers) statewide, For cessation marketing efforts, the target audiences
include adult tobacco users aged 2554 and young adult social smokers and tobacco users aged 18-24
statewide, Both campaigns will also target low socioeconomic status and disparity populaticns.



Media placement has been divided into two separate campaigns: secondhand smoke and cessation.

SECONDHAND SMOKE CAMPAIGN »

Julv 1. 2018-June 30, 2019

July 1, 2018-June 30, 2019 | $120,000
July 1, 2z019-Tune 30, 2020 | $123,000
Total Secondhand Smoke Media | $243,000

CESSATION CAMPAIGN »

Julv 1. 2018-June 30, 2019

July 1, 2018-June 30, 2019 | $176,250
July 1, 2019-June 30, 2020 | $184,500
Total Cessation Media | $360,750

Julv 1. 2019-June 30, 2020

Julv 1. 2019-June 30, 2020
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nd radio placements will air via participation in the Nebraska

PEP program which is only available to governnient age s

ns. Your message will be distributed to all 120 member radio

i T tv stations statewide. Participation in the program guarantees a

minimum return of $4 for every $1 invested and will increase your reach and frequency over
purchasing stations and programs individually. Secondhand smoke efforts will continue with
the Apartment TV and Vehicle radio spots that just started airing in early 2018. These spots
promote the harmful effects of secondhand smoke in multi-unit housing and cars. Schedules
for cessation will continue to rotate the current Tips creative which has reported greater
Intentions to quit when smokers see the ads multiple times.

Print - Schedules utilizing both cessation and secondhand smoke creative will be placed
statewide, The ads will run in 157 newspapers throughout the state, targeting the older
demographic and smaller markets while complementing TV, radio, and digital efforts.
These local newspapers are highly valued and respected publications that build a sense of
community among local residents and offer very high readership. Cessation ads will also be
placed in local, event-specific publications across the state.

Digital — All digital campaigns will consist of site retargeting, behavioral targeting and look-
alike targeting while ntilizing display ads, video and audio as avaiiable. The three cessation
campaigns will target different audiences, yet run concurrently statewide. The proposed
campaigns would target women and behavioral health, men and chew, and a generic
campaign pushing the Quitline phone number. All cessation campaigns include mobile

and would implement a click-to-call feature. The secondhand smoke campaign will target
parents of young children, smokers and nonsmokers, public housing residents and multi-unit
housing renters as well as low socioeconomic and disparity populations. We will use existing
creative for all digital campaigns. In addition, we will boost specific social media posts as
directed by TFN. These hoosts allow us to choase a specific audience based on location,
demographics and interests. This guarantees your posts are getting in front of specific target
audiences throughont the state.

Theater — Secondhand smoke messaging would be placed on 8o screens in 15 theaters across
‘he state. The theaters were chosen based on their location in the health districts that showed

1 high prevalence of cige 'moking based on the Behavi 1 Risk Factor Surveillance System,
2016. We would recommend utilizing the same creative as network TV, which is the Apartment
spot. Using a consistent message helps maintain and build awareness. The diverse audience

at theaters continues to grow and provides an opportunity for your message to be seen in an
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uncluttered environment, Your ad is shown in front of a very excited, receptive and captive
audience with an 80% ad recall for PSA ads. Cinema reaches low income groups across all
ethnicities. In households with income of $35K or less, 85% of African Americans are mote likely
to go to the movies once a week or more than the average U.S. adult; Hispanics are 79% more
likely; and Asians are 69% more likely.

Transit — King boards would be placed on 17 total buses (five in Lincoln and 12 in Omaha).
King boards are the signs that run along the driver’s side of the bus. In addition to the signs
on the outside of the bus that are reaching the cessation audience with the Quitline message
and phone number, there are also go interior signs (30 in Lincoln and 60 in Omaha), that

put the message in front of those who ride the bus, Transit is au important medium as it
reaches audiences of all ages, hackgrounds and incomes. 1t's mohility provides solid coverage
throughout the city, placing your message in your targets sightline where they live, work and
travel on a daily basis. Transit advertisiug has the lowest average cost per impression of any
other media and its larger-than-life impact leads to high recall.

Sponsorships/Rodeos — Taking advantage of sponsorship opportunities statewide at rodeos
and targeted events is a great way to reach the younger and rural audiences with both a

chew and Quitline message. Rodeos are a big part of rural communities. Placing the “You
Control the Can” messaging in front of this audience is a perfect fit and allows TFN to show
communify invelvernent and support. Sponsorship opportunities include scoreboard logos,
proeram ads and banner placement at the events.

These media recommendations will enable the secondhand smoke and cessation campaigns to
convey a strong, consistent message throughout the year. Having the media wark together and run
concurrently will build awareness and force recall.

We have a proven track record of maximizing exposure for TFN’s messaging, and our media
recommendations will again include extensive bonus and value-added opportunities to further enhance
your budget. Each quarter, our media tactics and demographic targeting will reach at least 85% of your
audience. As mentioned previously, we won't be able to determine or provide specific TRPs for the TV and
radio placements since we are shifting those dollars to the NBA's PEP program to get you a much higher
reach and frequency. However, we do know you will be guaranteed a minimum 4:1 refurn on a 12-month
campaign. If the same schedule were to be purchased by choosing individual stations and programming,
it would have an approximate cost of $1.2 million for the same 12-mouth campaign.

Secondhand Smcke Implementation | $243,000
Cessation Implementation | $360,750
Total Implementation | $603,750
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EVALUATION

We plan to leverage the wealth of research and evaluation that has been conducted. The latest data
from the Nebraska Behavioral Risk Factor Surveillance System, Nebraska Youth Risk Behavior Survey,
Nebraska Adult Tobacco/Social Climate Survey and other resources such as the CDC and Campaign for
Tobacco-Free Kids to shape and guide our recommendations and creative work.

Firespring recommends conducting additional research around Elecironic Nicotine Delivery Systems
(ENDS), ex: e-cigarettes, Some injtial steps would include: Conduct primary (via select focus groups
and online surveys) and secondary research on the usage of ENDS and identify key audiences where
usage adoption {s most aggressive. Work with national partners to identify effective messaging and
communication vehicles to reach prioritized target audiences.

In addition, social media monitoring will remain a key component of evaluation. We will monitor
social media activity to make sure TFN is creating content that engages the target audience. A benefit
of digital advertising is the wealth of analytics that are readily available throughout the campaign.
Evaluation dollars will be allocated io monitoring campaign performance and making adjustments
to maximize delivery.

July 1, 2018~-June 30, 2019 Budget | $15,000
July 1, 2019-June 20, 2020 Budget | $15,000
Total Evaluation Budget | $30,000
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4. Provide detailed media plans that include opportunities to reach 75% to 85% of the target audience
each quarter of the year during a campdign, with a minimum average of 1,200 gross rating points (GRPs)
per quartey during the introdhiction of a campaign and 800 turgeted rating poinis (TRPs) per guarter
thereafter. Both campaigns—cessation (all tobacco products) and eliminating exposure to secondhand
smoke—will be statewide. The media plans must include the specific media propertics and markets
proposed with recommended allocations (identified as a percentage of the overall campaign budger)
and rationale per medium. Cumpaign specifics (e.g., TV and radio stations, publications, websites, efc.
to utilize) will be determined after the contract has been awarded.

Objective | Deliver messaging for two Tobacco Free Nebraska campaigns. The media recommendations
for the 2018—19 and 2015-20 years are the same and include a split of 60/40 hetween cessation and
secondhand smoke. Targeting for cessation will he ages 25-54 statewide with an emphasis on public
housing residents, and secondhand smoke will target ages 18-54 statewide, including parents

of young children, smokers and nonsmokers. Both will focus on low sociceconomic status and
disparity populations.

CESSATION | 60%

Muarkets | Statewide
Timing | 12 months
Recommendation | Nebraska Broadcasters (split 60/40 with SHS)

Rationale | 96% of Nebraskans use local radio and television every week; in fact adults 18+
spend 44 hours with television and radio each week, and AM/FM radio remains the #1 source
of audio for Nebraskans: 86%6 18-34, 89% 25-54, 90% 35~64. With the NBA, you are able to
purchase a schedule that is 12x longer than buying the stations direct (12 months vs. 1). Their
PEP program {Public Education Program) is designed specifically for nonprofit agencies to air
messages effectively and affordably. PEP gnarantees your message gets airtime and provides
monthly reports showing the estimated value of airtime given, the number of times spots were
aired and a listing of stations and markets that aired the spots. Your message will air on over
o5% of the stations in the state, 7 days a week, across all dayparts. You will receive a ROI of at
least $4 for every $1 invested with a 12-month campaign.
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Markets | Statewide (not Lincoln and Omaha)
Timing | ¢  eks (1 week per month for 6 months)
Recommendatiorn | NE Press Association, NE State Fair Gate Book (August/September)

Rationale | The NPA covers 157 newspapers throughout Nebraska with a total circulation
of 304.274. These local newspapers are highly valued and respected publications that
build a sense of community among local? residents and have very high readership, In fact,
newspapers reach 69% of the U.S. population in a given month.

Markets | Statewide
Timing | 6 months

Recommendation | The cessation digital campaigns will consist of site retargeting, behavioral
targeting and look-alike targeting while utilizing display ads, video and audio as available. We
are recommending three different campaigns, each targeting different audiences, yet running
concurrently statewide. The proposed carmpaigns would target women with behavioral health
issues, men who chew and a generic campaign pushing the Quitline phone number. All
cessation campaigns include mobile and would implement a click-to-call feature. In addition
to the digital campaigns, we will boost specific social media posts on Facebook as directed by
TFN. These boosts allow us to choose a specific audience based on location, demographics
and interests. This guarantees your posts are getting in front of the correct audiences
throughout the state.

Rationale | Digital allows us to deliver a highly targeted message geographically, behaviorally
and coniextually, when people are looking for content. People use the internet to find
information quickly and oflentimes are multitasking while utilizing traditional media as well.
We can track the user and provide a lot of data, allowing us to analyze your audience and make
adjustments as needed throughout the campaign. Nebraska adults aged 18+ spend 4.5 hours per
day online and consume over 30 hours of online content each week. In addition, 85% of adulis
aged 18—49 use multiple devices at the same time, These include phone, tablet, laptop and TV.
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and Omaha
Timing | 6 months

Recommendation | 17 king boards {driver’s side)—5 Lincoln, 12 Omaha; g0 interior signs—
30 Lincoln, 60 Omaha

Rattonale | Transit advertising is an important medium for reaching audiences of all ages,
backgrounds and incomes. Its mobility provides great coverage throughout the city, placing
your message in your target’s sightline where they live, work and travel on a daily basis.
Transit advertising has the lowest average cost per impression of any other media and its
larger-than-life impact leads to exceptional recall.

Recommendation | Sponsorships of Burwell's BIG Rodeo, NEBRASKAland Days Rodeo and
Rodeo Nebraska Magazine, which covers most of the state and supports many of the smaller
rodeos in Nebraska.

Rationale | Therodeo circuit in Nebraska is very popular with the younger, rural audience.
Continuing the sponsorships with these larger rodeos is an efficient way to maximize exposure
to this exclusive audience and allows TFN to show community support and involvement.
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SECONDHAND SMOKE | 40%

Recommendation | Nebraska Broadcasters (split 60/40 with cessation)

Rationale | 96% of Nebraskans use local radio and television every week, in fact adults aged
1 ipend 44 hours with television and radio each week; and AM/FM radio remains the

#1 source of audio for Nebraskans: B6% aged 18-34, 8g% aged 25—54, 90% aged 35-64. With
the NBA, you are able to purchase a schedule that is 12x longer than buying the stations direct
{12 months vs. 1), Their Public Education Program (PEP) is designed specificaily for nonprofit
agencies to air messages effectively and affordably. PEP guarantees your message gets airfime
and provides monthly reports showing the estimated value of airtime given, the number of
times spots were aired and a listing of stations and markets that aired the spots. Your message
will air on over 95% of the stations in the state, 7 days a week, across all dayparts. Yon will
receive a ROI of at least $4 for every %1 invested with a 12-month campaign.

Markets | Statewide (not Lincoln and Omaha)

Timing | 6 weeks (1 week per month for 6 months)

Recommendation | NE Press Association

Rationale | The NPA covers 157 newspapers throughout Nebraska with a total circulation
of 304,274. These local newspapers are highly valued and respected publications that
build a sense of community among local residents and have very high readexship. In fact,
newspapers reach 69% of the U.S. population in a given month.

Markets | Statewide
Timing | 6 months

Recommendation | The secondhand smoke digital campaign wil! consist of site retargeting,
behavioral targeting and look-alike targeting while utilizing display ads, video and audio

as available. It will target parents of young children, smokers and nonsmokers, public
housing residents and multi-unit housing renters as well as low sociceconomic and disparity
populations. We will use existing creative for all digital campaigns. In addition, we wil! boost
specific social media posts as directed by TFN. These hoosts allow us to choose a specific
andience based on location, demographics and interests. This guarantees your posts are
getting in front of specific target audiences throughout the state.
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Rationale | Digital allows us to deliver a highly targeted message geographically, behaviorally
and contextually, when people ate looking for content. People use online to find information
quickly and ofteu times are multi-tasking while utilizing traditional media as well. We can
track the user and provide a lot of data allowing us to analyze your audience and make
adjustments as needed throughout the campaign, Nehbraska adults aged 18+ spend 4.5 hours
per day online and consume over 30 hours of online content each week. In addition, 85% of
adults aged 18-49 use multiple devices at the same time. These include phone, tablet, laptop
and TV.

;/towns in Nebraska, including Lincoln and Omaha, with the highest
ng by health district,

Timing | 13 weeks

Recommendation | Secondhand smoke messaging would be placed on 8o screens in

15 theaters across the state. The theaters were chosen based on their location in the health
districts that showed a high prevalence of cigarette smoking based on the Behavioral Risk
Factor Surveillance System, 2016. We would recommend utilizing (he same creative as
network television, which is the Apartment spot. Using a consistent message helps maintain
and build awareness,

Rationale | The diverse audience at theaters continnes to grow and provides a great
opportunity for your message to be seen in an uncluttered environmeni. Your ad is shown

in front of a very excited, receptive and captive audience with an 80% ad recall for PSA ads.
Cinema reaches low income groups across all ethnicities. In households with income of
$35,000 o less, 85% of African Americans are more likely to go to the movies once a week or
more than the average U.5. adult; Hispanics are 79% wmore likely and Asians are g% more
likely. 49%6 of the movie going audience are aged 18~45, with 24% being 50+.

NOTE: All costs included in these detailed media plans are estimated. Upon approval of this plan, final
costs and placements will be determined and presented for approval before any media is purchased, not
to exceed the allocated budget.
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5. Describe your staff who have expertise in public health and targeting diverse populations.

As a Certified B Corporation, Firespring attracts talented staff who have extensive experience in
developing sirategic communications and marketing campaigns for public benefit and working with
national, state and local government, coalitions and nonprofit organizations.

Kelly works closely with Firespring clients to ensure they benefit from our full suite of strategic marketing
solutions and serves as a consultant o a select list of Firespring’s nonprofit and government clients.

Prior to joining Firespring, Kelly oversaw statewide social marketing efforts for a Nebraska public-
private partnership called Nebraska Children and Families Foundation. In this role, she worked with
Nebraska state and national partners to launch coliaborative communications on topics related to
foster care, early childhood development, youth substance abuse prevention, behavioral health for
system-involved youth, child abuse prevention, prevention of unplanned/early pregnancy and access
to health care services and housing for rural youth and families. Target audiences for these campaigns
included current and former system-involved youth, participants in-state behavioral health services,
vulnerable segments of Native American tribes, immigrant populations, Nebraskans living below
federal poverty levels, victims of abuse and neglect and rural homeless youth.

She partnered on several public relations initiatives with DHHS Department of Communications and
the Office of the Governor, collaborating with the administrations of Gov. Mike Johanns, Gov. Heineman
and Gov. Ricketts. She also worked closely with news media to promote coverage of issues while
protecting privacy and identity of vuluerable subjects, including former systermn-involved youth and
families enrolled in state-funded behavioral health programs.

Christopher’s social marketing work and experience includes a strong focus on entrepreneurship and
technology. A member of Rotary Interuational and Paul Harris Fellow, Christopher is active in the
Lincoln community as a volunteer and donor to social causes.

He has contributed to communication efforts for nonprofit and government organizations such as
Lincoln Public Schools {Technology Think Tank), UNL's Center for Entrepreneurship and NMotion
{mentor-driven, education-focused, startup accelerator) and Nonprofit Hub (national resource for
nonprofit organizations and startups.)

Christopher provides creative review and direction for all of Firespring’s creative service projects and
accounts. His sacial change marketing work includes strategy for St. Baldrick’s Foundation, Lincoln
Arts Council, Foundry, Nebraska Department of Economic Development {State Economic Development
brand creation), STEC CAP, and Tobacco Free Nehraska.
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Social change marketing is Maellyn’s passion, and she has been a member of the Tobacco Free
community since 2005. During her career she has served the Nebraska community in her role as the
Assistant Director of Resource Development for the United Way of Lincoln and Lancaster County and as
the External Relations Manager for the Nebraska Children and Fami ~ Foundation.

While at Firespring, she has directed several social marketing accounts such as Tobacco Free Nebraska,
Tobacco Free Nebraska-Youth Empowerment Movement (No Limits Nebraska), Tobacco Free Lincoln,
Loveland Products—Saocial Giveback Program and United Way of Lincoln and Lancaster County.

Since 2004, Lori Koepke has handled media placement, planning and strategy for a large number of
local and state accounts. She has a vast knowledge of Nebraska's statewide media landscape and the
nuances associated with it and has built strong relationships with vendors thronghout the state.

Lori has worked with the Nebraska Collegiate Consortinm to assist member colleges in the Omaha
comrmunity in implementing a strategic digital media plan to reduce high-risk drinking among college
students. We implemented a nine-week campaign, targeting ages 18—24 in Douglas County, which
generated over 7.5 million impressions using a digital ad network and Pandora.

She has also been involved with the Douglas County Health Department in implementing a Lead
Poisoning Prevention Program targeting residents aged 18+, living in specific zip codes that wete
known to have a high prevalence of lead paint in their homes. The goals wete to raise awareness of the
opportunities available for home testing, along with the dangets of having lead paint in the home. The
message was delivered in both English and Spanish languages via a digital ad campaign, outdoor and
theatre in those specific south Omaha zip codes. The campaign ran for eight weelks and delivered over
three million impressions.

Lori has also been involved with the TFN account since 2004 and is aware of the public health issues
created by using tobacco products as well as the importance of reaching the specific, disparity target
audiences for both Cessation and Secondhand Smoke statewide. With her experience in buying
statewide media in Nebraska, taking over the buying duties will help to assure your goals are met,
while utilizing the budget to achieve the most efficient placernent possible. She will also work to make
sure bonus and added-value opportunities are secured at or above the levels of past plans.

In addition to the above campaigns, Lori has also worked with Nebraska Organ & Tissue, Gamblers
Assistance Program (GAP), St. Baldricks Foundation, Lincoln Council on Alcohol and Drugs (LCAD},
Every Women Matters, NE Children and Families Foundation and the NE Safety Council, to name a few.
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Angie’s experience in social marketing has included nonprofits, government and edncation. She has
implemented outreach campaigns for adult learners via her work with Bellevue University. She has
recently worked on campaigns for the National Safety Council of Nebraska, Papillion Sanitation and
Nonprofit Hub, and she is designing campaigns for several national Omaha-based nenprobts focused
on vulnerable populations.

Notably, she serves on the board of directors and has been president of the board for Angels Among Us,
a 501(c)(3), nonprofit organization that financially assists families with children battling cancer. Angels
Among Us works with the families of children heing treated for cancer at hospitals in Nebraska (even if
these farnilies reside in other states). The organization aims to assist with co-pays, housing payments,
medical expenses (above what insurance does not cover), prescription costs, travel expenses, ntility
bills (electric, gas, phone, water) and other expenses along these lines,

While at Firespring, Melissa has been lead art director for Tobacco Free Nebraska, Nebraska Organ &
Tissue, Nebraska Department of Economic Development, Nebraska State Historical Society, Nonproht
Hub and Prairie Health Ventures. In addition, Melissa has won several local, regional and national
design awards for logo design, illustration, print design and website user expetience,

Melissa has served as President, Secretary, and Publicity Chair for the Nebtaska Dressage Asscciation.
She is responsible for all aspects of marketing and communications, including trade show presence,
advertising, email blasts and marketing material design. Melissa volunteers at educational and show
events, and she has designed many unique materials for the Association, including a 16-page full-size
coloring book with unigue illustrations, In 2014, she was awarded the Volunteer of the Year Award for
this organization.

She has also served in publicity, marketing and communications roles for the United States Dressage
Federation Region 4, which includes Nebraska, lowa, Kansas, Missouri, Minnesota, North Dakota
and South Dakota. She was responsible for the design and creation of the USDF R4 website
(usdfregions.org) and its ongoing maintenance,

Dana’s experience as a graphic designer has provided many opportunities for her to contribute her
talents to social marketing campaigns, espe  Ily in her role at Firespring. She has developed logo/
identity, digita! ads and infographics for hnndreds of Firespring’s nonprofit print and direct mail
clients, including the Nebraska Bankers Association. Most recently, Dana has worked on social change
marketing projects for Tobacco Free Nebraska.
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As a member of the tobacco quit community, Angie understand Big Tobacco’s marketing lures and quit
pain points firsthand. She applies her real-world experience quitting tobacco to her work for Tobacco
Free Nebraska, No Limits Nebraska and similar organizations.

Angie has been on the board of a local 501(c)(3) nonprofit, Mystic Rhoads Productions (MRP), for seven
years. MRP’s focus areas include education, healthy lifestyles and community service—with a special
emphasis on youth and underserved populations.

She also worked with Lori on the Douglas County Health Department’s Lead Poisoning Prevention
Program efforts, providiug campaign concepting and messaging set to resonate with diverse
populations in specific Omaha areas.

With nearly a decade of experience in social marketing, Angie has partnered with compaunies such as
Tobacco Free Nebraska, No Limits Nebraska, Nebraska Department of Health and Human Services,
Douglas County Health Department and 5t. Baldrick’s Foundation.

Nolan’s artistic talent and experience includes serving as co-director of Tugboat Gallery and running
his own studio/gallery in Lincoln, His work has earned the Ida M. Vreeland Award and a Nebraska Arts
Council Individual Fellowship Award.

He has worked on a number of social change marketing accounts including Tobacco Free Nebraska,
NIRMA and Nonprofit Hub.
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6. Describe your experience working on social marketing campuigns with government agencies and/or
non-profit sector.

As omne of the Midwest’s largest communications firms with a nonprofit and purpose-driven focus,
Firespring has extensive social marketing campaign experience across the board.

The majority of our nonprofit and government web, print and marketing clients are health and human
service focused. Our ability to support these organizations® social efforts on various levels, listed below,
helps them maxirmize allocated dollars and collaborative efforts to achieve desired results such as
awareness, activism and/or taking a specific call to action.

Firespring understands government agencies and those working in the nonprofit sector must remain
budget conscious while activating andience members to engage in social change. Often, these
government agencies and nonprofits are promoting messages that competitive against entities with
rmore dollars to allocate toward opposition messaging.

That is why Firespring recommends leading with strategy to ensure the monies directed toward gocial
marketing campaigning is money well spent, From there, we are able to determine which tactics will
make the most impact based on goals, budget and timeline. Qur range of strategic, creative and tactical
capabilities are outlined below.

. 1, acconnt planning, marketing plan development and analysis
. 18, identity, campaign development, copywriting and design
. - corporate communications, press releases, event planning, media training,

guerilla marketing, social media planning, content development, managing and/or repotting,
media tours, media relations, crisis management and reporting
. - planning, placement, trafficking, management and reporting
. - web, 2-D & 3-DI animation, application development, podcasts, online garnes, mohile
and email marketing, social media, SEO and SEM
. - broadcast, photography, direct mail, specialty prodncts, print ads,
newsletters, brochures, billboards and theater
ligital, variable data, large-format and digital print on demand
- preparation, shipping and bulk mail handling and variable-data mailing
- modular, pop-up and tabletop displays, retractable banners and stands,
workstations, signage, islands and trade show management
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Here are a few nonprofit and government agencies partnering with Firespring on social media servicing:
* Douglas County Health Department, Omaha, NE
Nebraska Soybean Board, Lincoln, NE
* No Limits Nebraska, Lincoln, NE
» STEC CAP, Lincoln, NE
* Tobacco Free Nebraska, Lincoln, NE

Cur most recent and ongoing social marketing campaign efforts have been with the
{COB). In partnership with COB is rolling out a new trash, recycling and yard
waste program to its residents.

A major social media component, including 24/7 social campaign management and monitoting via
COB social platforms, accompanied the social marketing campaign efforts that included campaign
concepting and pitching, website creation with a unique URL, print, digital, out-of-home, preroll video,
radio, truck wraps and public relations (including town hall meetings).

The campaign concept was titlec and social media examples and stats from
this ongoing effort can be reviewed on the following pages,
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7. Describe the methodologies used to monitor the accuracy of media placements.

Firespring is a licensee of two media and accounting software programs—Strata (now called Freewheel)
and Advantage. We use these software prograims, in addition to a structured internal process, to
manage and verify our clients’ media buys.

Our process consists of the following steps.

Once the media plan is approved, we submit a media agreement for the client to sign. This
confirmns the media we will be placing, when and where we are placing it and the total cost
of the campaign.

We then issue the orders to vendors using Strata/Freewheel, our media buying software. The
vendors are regnired to sign and return the orders, This acts as a contract and verifies we are in
agreement on rates, dates and times.

After the orders are placed and have been confirmed by the vendors, we send out all filefartwork
specifications to the account manager.

We then provide traffic instructions to our vendors. These are generated from our software and
also require a vendor signature.

The approved assets ate sent o the vendor.

We maintain close contact with vendors throughout the campaign, staying on top of any make-
goods or placement issues that may arise.

The next step is receiving the invoices from the vendor. They are either imported and verified
electronically through our software or enteted manually depending on the vendor and type of
media purchased.

We verify every invoice including a line-by-line check of date, timme, spot length, ad size, rate and
ISCI code.

If we detect any discrepancies, we work with vendors to correct them, making sure our clients
receive equal or higher value with the make-good.

Once the invoices are approved by the media buyer, they are imported into Advantage, onr media
accounting software, fot vendor payment.
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9. Explain your working knowledge of SharePoint.

Firespring’s leadership team and IT team has experience working with SharePoint. In previous roles,
Kelly Medwick has launched and managed a SharePoint iutranet system that served as the central
communications and file storage hub for her organization. Firespring’s IT teamn can provide more
technical insight on SharePoint if needed for this engagement.
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Tactics

+ Digital ads, consider native display and retargeting.
* Rotate :30 e-cigarette radio spots into the NBA contract for a specific time period.
Unique landing page located by a campaign-related URL to include more details related to the
campaign efforts.
» Paid Facebook advertisements and hoosted posts on your existing page.
» Reach specific target audience verticals by boosting relevant posts targeted specifically fo them.
+ Print materials snch as posters, infographics and brochures.

Barriers

« The number of variables researchers must take into consideration when conducting research fo
provide easy-to-understand facts on the health effects of e-cigarettes.

» E-cigarettes have been marketed to the masses as a socially acceptable, healthy alternative to other
tobacco use for nearly a decade.

* Those conducting healthy-alternative marketing have large budgets and established tactics to
effectively target youth and young adults, specifically.
E-cigarettes are now the most commonly used tebacco product among youth in the United States.

» As this is one of TFN's first e-cigarette campaigning efforts, new materials will need tc be strategically
produced to remain on budget and talk to multiple target audiences via multiple channels.

The limited budget allocated for a statewide, multi-targeted audience effort.

» TFN website is currently lacking in information specifically focused on e-cigarettes.

* TFN’s current Facebook page is branded as a smoke-free counter calculator rather than Tobacco
Free Nebraska, which could be confusing to the target audience and seem disjointed.

= Facebook’s recent algorithm changes are hyper-evalnating posts for end-user value within
the post and post link.

» The MCRC is lacking in resource materials on the topic of e-cigarettes.

Evaluation
Evaluation of the campaign consists of doing some initial research to gain insights into messaging.

Then evaluation will occur as we monitor and optimize the digital campaign and social media efforts,

Budget | $50,000

Implementation $35,000 Strategic media placement and social media.






Project Description and Scope of Work

Utilize existing research findings.

+ Potentially receive value-added media placement by tapping into Firespring's established vendor
relationships.

* Track campaign success with predetermined expectations and measnrables,

Tactics
» Talking points to share with staff, advocates and the media.
¢ Press releases and media alerts, if newsworthy information and happening are deemed shareable,
+ Arrange broadcast interviews with hand-selected expeits.
* Ensure TFN has a page dedicated to finding more information and support.
» Paid Facebook advertisements and hoosted posts on your existing page.
+ Reach specific target audience verticals by boosting relevant posts targeted specifically to them,

Barriers
TFN must walk a fine line with messaging and political/policy opinion or backing.
The limited budget able to be allocated to this statewide, multi-targeted audience effort.

» A TFN web page may need updated or revised.

* TFN’s current Facebook page is branded as a smoke-free counter calculator rather than Tobacco
Free Nebraska, which could be confusing to the target audience and seem less as an official page
vs. specific campaign page.

* Similar messages are coming from other health advocacy groups. The audience may be
desensitized to these messages, given their prevalence in the media over the years.

» This information would be corning from a government entity.

» Facebook's recent algorithm changes are hyper-evaluating posts for end-user value within the post
and post link.

Evaluation
Evaluation of this campaign consists of doing some pre- and post-surveys to establish a perception
benchmark and show results.

Budget | $10,000

Pre- and post-survey to establish a perception benchmark
Evaluation $1,000
and show results.












Project Description and Scope of Work

Tactics
Rotate Tips specific creative into existing media plans such as print, NBA and digital.
Print materials including posters, brochures and ads.
* Ensure TFN has a current webpage dedicated to finding more information and support.
« Paid Facebook advertisements and boosted posts on your existing page.
+ Reach specific target andience verticals by boosting relevant posts targeted specifically to them.

Barriers
Similar messages are coming from other heaith advocacy groups. The audience may be
desensitized to these messages, given their prevalence in the media over the years.

» This information would be coming from a government entity.

» A TFN web page may need updated or revised.

* The limited budget able to be allocated to this statewide, multi-targeted audience effort.

+ TFN’s current Facebook page is branded as a smoke-free counter calculator rather than Tobacco
Free Nebraska, which could be confusing to the target audience and seem less as an official page
vs. specific campaign page.

» Facebook’s recent algorithm changes are hyper-evaluating posts for end-user value within the post
and post link.

Evaluation

Opportunities for evaluation would revolve around moniforing and optimizing digital and social
media tactics as well as monitoring calls to the Nebraska Tobacco Quitline to measure effectiveness
of the campaign.

Budget | $15.000

Dedicating a portion of established participation in

] programs like the Nebraska Broadcaster’s PEP program and
Implementation $12,500 L .
the Nebraska Press Association placements will allow us to

maximize your freqnency with a minimal budget.
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