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Ogibvy Public Relations Worldhwide

May 23, 2007

Ms. Carol Baker _

California [ncegrated Waste Management Board
FOO1 T Street, MS-7

Sacramenes, CA 95814

Dear Ms. Baker,

Ogilvy Public Relations Worldwide is pleased to submit this propusal 1o dhe Califorila liieraied

Wasee M’m‘létmcnt Board (CIWMB) for RFP #1%MO06096, Muld- Pronged Appnmch w

The team thar we have assembled is dedicared o helping California become a beter place to
live and that includes helping the CIWMB create a California where residents buy green, huild
green, prow preen, drive preen and live green. Our team members were hand-seleered due to their

qualifications and interest in social and enviranmental issues. We believe that is imporane,

Our ceam is comprised of the following experrs:

* MediaLine — experts in public service announcement (PSA) placement. The hrm
has successtully placed PSAs for Climatestar nacionally and mast recendy for the
CIWMB’s e-recycle campaign.

* Take Action Research — environmeneal research, conservation psvcholopy
and consumer behavior experts. Key team menbers developed and worked on the

CIWMB "Busting the 3,000 Mile Myth” study.

* Gomez Research — experts on environmenral studies, Comez is currently
on coneract with the CIWMB through Ogilvy PR for the tre sustainabilicy program.

* BUKWILD — award-winning design and development firm for dleI influence
and social media camipaigns.

* ck.pr Strategic Communications — DVBE firm with award-winning coviroumenial

PR expertise.

{(more)

Mot s Weptbaple 2495 Natomas Park Drive Suite G50 Sacraments A g5 Toaod gs 1m0 B

www. ogilvypr.com



Our proposal demonstrates our proven ability to successfully conduct award-winning public
education and social marketing campaigns on behalf of state agencies. We have developed
exciting recomurendations for CIWMB’s consideration and look forward to continuing our
current working relationship with the Board.

For more than 20 years, Ogilvy PR has been ar the forefront of social marketing — advancing

important issues aimed ar sparking positive behavior change. Consider the following:

* We know how you work, we understand your issues. Having been on contract with the
CIWMB since June 2005 {Green Roads, e-recycle and tire sustainability campaigns), we
understand how your organization operates, we know and currently work with key program
staff, and we have a deep understanding of the goals and mission of the CIWMB,

* We specialize in conducting social marketing campaigns for government agencies.
Through our Social Marketing Practice, we have managed dozens of local and statewide
campaigns for governmenc clients in California and understand the requirements of working
with the state. Clients have included: Caltrans, the County of Los Angeles Deparement of
Public Works, Sacramento Regional County Sanitation Districr, Sacramento River Water
Reliability Study, City of Sacramento, California Attorney General’s Office, California Office
of Trafhic Safery, California Department of Education and the Medical Board of California,

to name a few.

* We have a strong background in environmental public relations. Ogilvy PR specializes
in creating and implementing strategic communications programs for complex projects
that have an impact on their surrounding environment and require extensive stakeholder
outreach and puhlic or resource agency involvement. From e-recycling to land use,
infrastructure, water, flood-control, clean-up, tire sustainability and resource management
projects, our team has a deep understanding of environmental issues.

* We have worked on used oil reduction with the CIWMB. Several years ago, our agency
conducted initial research and developed a comprehensive communicarions plan on how to
best reach the do-it-yourselfer (DIYer) about proper oil disposal.

* We have an award-winning, in-house Creative Studio. OQur creative team offers more
than 40 years of combined work experience in the development and production of
informational materials. Our team has worked on a myriad of award-winning campaigns
aimed ar educating audiences and encouraging behavior change. The Green Roads, rire
sustainability and e-recycle campaigns are among our award-winning work having recenrly
received recognition at the Sacramento Ad Club’s ADDYs and Stare Information Officer
Council’s awards dinner. ‘

* We know California and offer a statewide team. Having conducted starewide campaigns
for rwo decades, we have unmatched experience and knowledge working wich California’s
geographically and culturally diverse populations. Wich offices in Sacramento, San Francisco
and Los Angeles — we truly offer statewide reach.

(more)
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In the Scope of Work sections. we have provided furiher

derail surreunding the strategies and methodalogics that

will be used Tor cach activies.
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Ogilvy PR understands that the CIWMB is seeking one

contractor to implement four activities:

- Consumer Behavior and Habits Survey

- E-recycle.org Advertising

+ Children’s/Youth Outreach

- Used Oil Recycling and Oit Reduction Qurreach

The ultimare goal of all of these efforts is co 1) learn
more abour Californian’s percepeions surrounding
environmental issues, 2) develop innovative approaches
to educating Californians and 3) encourage Californians
eake the appropriate action,

lnr preparing for our response, Ogilvy PR has conducted
initial primary and secondary research, reached our to
putential purtners, and developed preliminary ideas for

public education programs thar woutd complement the
existing effores outlined in the RFD

In the Scope of Work sections, Ogilvy PR provides
further derail and information about our methodology,
recommended strategies, campaign goals, rarger .
audiences, key activirics and how outreach efforrs will
be evaluated along with campaign dmclines:

The campaigns described in the RFR uldimately, require

Catifornians to modify their hehavior, be ic recycling

their old cleccronics, nding our if their car really needs
an oil change ar 3,000 miles or raking che time o
ensure their children understand their role in helping
pracect our environment. Because of this, Ogilvy PR is
rﬁCO[11n]€]ld‘lng (hﬂt fhe UVErﬂrChi[]g methodﬂlog}’ ﬂ.“d
approach for outr work be rooted in social markering
and Ogilvy PR’ propietary 360° approach While we
understand that some of these activities have a more
narfow scope per the RED we will bring che CIWMB
the fuli resources and thinking that make comprehensive
and fully-integrated campaigns successful.

About Social Markering

Social marketing is defined as motivaring change in
individual behavior in order t benehir the public guod.
Ogilvy PR recognizes that a suceessful social marketing
effort cannot rely on public cducation or information
alone to meet a program’s overalt goals. A successiul
social marketing program must have a comprehensive
approach, including addressing motivators and
incentives to adopt change; identifying and neutralizing
abstacles or barriers to such change; and developing
community-wide pressure ta reinforce the desired
hehavior, which is the enly way 1o affect a shift in social

norms.

The process of getting people to stop doing one thing
and start doing another is termed “behavioral change”
and a campaign that strives to enact sacicral change is

- achieved through sacial markesing, Social m: arkering

uses tradmonal marketing rechniques that build an
widely accepred public values to accomplish social
change. Every social marketing campaign achieves irs
objectives by carefully guiding its audiences through
messages aimed ar preparing them for the behavior
change chat is soughe.

While many social marketing theories exist, the
following social marketing paradigm — the Suges

of Change — easily demonstrares the key stages that
consumers go through in order for behavior change o
occur. {Please see diagram on the following page.)!

* Pre-contemplation is che stage ac which there is
no intention to change behavior in the foresecable
future. Many individuals in this stuge are unawarc
of the issue or the desired bebavior.

+ Contemplation is the stage in which people are
aware that a problem exists or action should be
taken and are seriously thinking about overcoming
it/taking action bur have not yet made a
commirment to rtaking action themselves.

1 Adapted from Cancer Praveniion Research Center's Transtheoretical
Model.

Multi-Pronged Approach to Outreach Activities



Preparation is a stage thar comhines intention
and behavioral criteria. -Individuals in this stage
are inrending to take action in the very near fucure.

* Action is the stage in which individuals modify
their behavior, experiences or environment. Action
involves the most overt behavieral change and '
requires commirment of time and energy.

* Maintenance is the stage in which people work
1o continue che positive behavior thar has been
enacred.

Taking this a step further, communiry-based social
marketing according to Dr. Doug McKenzie-Mohr
involves four primary steps, including 1) identifying
barriers and benefics, 2) developing a strategy that
utilizes tools thar have been effecrive, 3} piloting the
straregy, and 4} evaluating the strategy once it has been
implemented in a communiry.

s
ait

Within this approach, developing and promoting
activities that support sustainability.really begins wich
the identification of harricrs. Community-based social
marketing, therefore, begins wich in-depth research

1o determine barriers and incentives. Often mulriple
barriers and incenrives can be tncovered char are
specific to individuals caking action. Once the barriers
have been identified, it is very imporant char the
“community” work wgether to overcome the barriers
and address each of them as needed. The seeps outlined
above are simple, bur effective.

What must be sressed in the communicy approach

is the testing of strategics and acrivivies within a
community hefore widespread implemenarion oceurs.
It 15 also extremely imporrant w understand thar when
developing a campaign rargering multiple cultures, whar
works for one group may nor work well for another.

Today. the vast majority of outreach programs consist
targely of the widespread dissemination of information
under the assumption that if people knew how to engage

2 _ California Integrated Waste Management Board
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in a particular hehavior (such as how to properly recycle
oil or when o get an oil change) or if cthey knew that it
was 4 good thing o do. they would do i

However, the cumulacive research Andings on
informarion-based campaigns indicare that while they
might positively increase awareness and attitudes about
a specific behaviar or problem (the first scages of sacial
marketing}, chey are largely ineffective ar crearing
lasting changes in behavior (Schukez, 2002; Oskamp

& Schulrz, 2005). The reason for the ineffectivencss
of informarton-based approaches lies in che face

that they ignore the motivational element of human
behavior. People act or don't ace for reasons, and lack of
knewledge is not a reason for inaction. Likewise, there
is lirle direce relationship between having a positive
actitude abour engaging in a behavior and actually
engaging in the hehavior (Oskamp & Schultz, 2003).
Rather, a combinarien ef factors contribures to accual
behavior change.

Therefore. to be truly successful. effores need to o
beyond simply providing information. This takes time
and resources which go beyond communications.

PTA/CTA
Duirsacn

As we develop our outreach activitics, our team will
collahorate wich the CIWMB abour how to best
approach all the tasks vuddined in the RFP based on
the budger paramerers and tmeframes.

36807 Approach

Complemeniing the social marketing methodology.
Ogilvy PR recommends utilizing our proprictary 364)°
Approach. This means reaching the targer audiences
multiple times chrough trusted communication
channels. As you review the Seope of Work seerions,
you will see that we have addressed the eactics requested
in the RFP, but have also brought forward addidonal
thinking that would allow for each specific rarget
group to receive the message more than just once or
twice. The Children's/Youth Outreach efforc is « prime
example. The chare below depicts this activice and
includes all of Ogilvy PR recommendations (funded

il[ld l]Dll—FLlndEd).

shin

Multi-Pronged Approach to Outreach Activities






Scope of Work

A.Consumer Behavior
and Habits Study

Situaticon

The CIWMB last conducred a general starewide
survey in 1996 as a post-advertising report. Since that
rime several “campaign or topic-focused” surveys have
been conducted, but nothing that was as broad and
all-encompassing. :

In order to jumpstare the pracess for the CIWMB,
Ogilvy PR had four questions added irneo an annual
‘Omunibus survey thar was conducted across California
with 600 registered voters. Below are the findings
from that survey. It should be nored that these are
generic questions, but they do shed some light on
general awareness levels surrounding the CIWMB's
responsibilities and how “engaged” Californians are tn -
helping be good stewards of our environment. A full
response along with demographic information can he
shared upon request.

How familiar are you with the California integrated
Waste Management Board?

+ 25 percent were cither very famlhar or somewhat
Farmllar _ ‘
* 74 percent were not too familiar or not at all familiar

What do you believe the California Integrated
Waste Management Board’s key programs are?

* 16 percent of respondents stated waste reduction
and prevention :

+ 9 percenc said recycled marker development zones

» 7 percent said e-recycle education

* 39 percent didn't know

Are there barriers that prevent you from reducing
waste by recycling?

* 74 percent said there were no bareiers
¢ 9 percent weren't sure
» 7 percenc stated lack of convenience

n what ways do you personally help reduce waste
in California?

* (9 percent said they recycle in general

* 28 percent recycled bottles and cans

+ 17 percent said they do ocher acriviries
* 9 percenr buy greenf/recycled products
* 5 percent said they e-recycle

Goal

. Conduer a statewide study 1o understand and

uncover the waste reduction and recycling habits
and motivartonal facrors of Californians.

-

Audience Target/Profile

All Californians (English, Spanish md Chmcsc—
speaking focus)

Strategies/Overview

To ensure that campaign strategics are rargeted and

“effecrive, Ogilv’y PR a]nng with Gomez Research will

conduce a starewide Consunier Bebavior and Habirs
Study-to-measure publicatdrudes and behaviors across a
broad range of environmental issues. In our experience,
environmental research thar supports oucreach is mos
effective when it addresses attitudes, practice and barriers
to participation. The research will address the excent to
which individuals recognize the importance of recycling,
proper waste disposal and waste reduction; whether they
have the informarion and resources they need 1o act on
that awareness; and whar mortivates their behavier. In
many cases, individuals are aware of the importance of
environmental pratection, but lack the information and
motivation they need to change their behavior.

In a recent study for the Councy of Los Angeles
Department of Public Works, Gornez Rescarch found
that the mgjority of households surveyed recognized

the importance of recycling buc only a fraction of thar
population recycled all the items they could on a regular

Muiti-Pronged Approach to Outreach Activities '



basis. This example points to the imporrance of using
marker rescarch to probe beyond general environmental
attitudes to understand che decails behind waste
reduction practices, including what deters and what
tnorivates people to action.

For the current assignment, we recommend two research
components: (1) a series of focus groups with residents
to address how consumers perceive the CIWMB, their
atticudes and practices regarding waste reduction and
recycling and barriers to behavior change; and (2) a
telephone survey with California residents to quantify
the extent ro which the public is aware of proper waste
disposal, their current behaviors and cheir support for
vatious prdgrams and strategies. All research will be
conducred in English, Spanish and Chinese to ensure
a representative sample of California residents. Given
that the Mandarin dialect is becoming increasingly
dominant in California, particularly.in Southern .. . ..
California, we recommend thar research be conducted
in both Cantonese and Mandarin. This ensures that
the research represents the stace population and is nor
skewed toward Northern California where Cantonese
is more widely spoken.

Based on the current budget, we propose a sample of
800 relephone surveys with English-speaking, Spanish-
speaking and Chinese-speaking residents. A rotal of
400 interviews wilt be conducred in English, 200 in
Spanish and 200 in Chinese. Interviews with Chinese-
speaking residents can include both Mandarin and
Cantonese speakers in proportion to the scatewide
discribuion of the two dialecrs. This approach is an
efficient strategy for providing robust analysis across .
the state and by language.

When all three languages are combined to represent the
state rotal, results will be weighted so thar the reladive
proportion of each population surveyed reflects the
acwual distribution of the state population. The margin
of error for the study as a whole will be +/- 4 percent

at the 95 percenr confidence level, exceeding industry
standards for robust sampling. This means if the study
were conducted repeatedly, 95 times our of 100, the
results would be the same, give or take 4 percentage
points. Analysis by language would be within +/-5
percent for English-speaking residents and +/- 7 percent
for Spanish and Chinese-speaking residents. Additional
analysis would be possible by gender, income and other
demographics with reliability, although the margin of
error will vary by subgroup depending on how many .
respondents from each group complete the survey,

The relephone sample will be conducted using random-
digit dialing (RDD?} and listed samples hased on Spanish
and Chinese surnames. This approach guaranzees thar
both listed and unlisted telephone numbers will be
included in the study, and that there will be sufficicit
sample for each Janguage. This is also the same
methodology that was used in the 1996 study.

Activities

A1l. Develop Strategic Plan

Our team, upon award of the contract, will meer with
the CIWMB immediately w develop a straregic outline’
and timeline for alt deliverables. During rhis rimeframe
we will want to hear directly from staff about key
findings that the CIWMB hopes to uncover. Qur team
has already reviewed, in full, the 1996 study and looks

" forward to discussing key components thar ¢che CIWMB

would like to have repeated and new elements thar
should be measured.

A2, Questionnaire Development

Our ream will work with the CIWMDB's Board
Members, the Office of Public Affairs (OPA) and

-the Office of Local Assistance {OLA) to develop key

questions and scenarios to present to consumers. Two
research insrrumencs will be developed: {1) a focus
group guide; and (2) a relephone survey questionnaire,
Both instruments will address the following areas:

* How CIWMB is perceived by the public

* Awareness and understanding of CIWMB programs
and projects '

* Arritudes regarding waste reducrion and recycling

» Awareness of proper waste disposal practices

* Current waste reduction and recycling practices

* Barriers to compliance with environmenral
guidelines; and,

* Motivations and concerns guiding behavior.

The purpose of the focus groups will be to explore
beliefs, attirudes and morivators, while the survey
instrument will be used to quantify the extent o which
those beliefs, and corresponding practices, are widely

" held.

6 California Integrated Waste Management Board
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A3. Focus Groups/Survey

Focus Groups — [n order to garner qualitacive
information to complement the quancitacive data thac
will be gathered from the survey, focus g groups will be
conducred in each target language: English, Spanish
and Chinese. We will recruir a general cross section
of each population based on age, gender and income.
We have budgered on-site translation of each Spanish
and Chinese focus group inro English, and will provide
DVD recordings of each discussion group to allow

all CIWMB sialf 1o view resuls firsr hand, CIWMB
staffmay also choose to attend focus proup sessions
in person,

[F the rimeline is Aexible, we recommend conducting the

focus groups prior to the telephone survey to explore key

issues that can later be tested staristically in the sucvey
effor We recommend conducting focus groups in
Sacramento, Fresne, and Los Angeles to provide a nice
cross-section of the stare.

Key accivirties include:

+ Straregy session to determine key outcomes that
need to be attained

* Develop discussion guide for focus groups

* Identify and secure sample groups

* Conducr focus groups

* Compile and report Aindings

Survey — For the telephone survey component, we
tecommend a 10-minute survey with 800 complered
inzerviews, 400 in English and 200 in Spanish and
Chincse. The proposed sample will allow for robust
analysis at both the state level, as well as by language,
gender, income and other variables. The survey will be
weighted as appropriate to represent the seate total, The
overall margin of error for the study is +/- 4 percent,
exceeding industry standards for robust sampling,

The sample of telephone numbers will be a hybrid of
random-digic-dialing, whereby relephone numbers are
randomly generated, and listed samples of Spanish and
Chinese surnames. Key activities include:

» Strategy session to derermine l\Ly measures
and questions

* Develop survey instrument

« Implement suevey
Analyze and report survey findings

Deliverables

* Strategic plan outline

* Telephone survey instrument
-+ Focus group discussion guide

* Report of focus group findings

* Report and presenration of survey fAindings

A4, Reporting

As requested in the RFP our ceam will submic monchly
reports on the process and regular activities summaries.
Specifics include:

* Monthly Reports and Meetings — Ogilvy PR
recommends meeting with rthe CIWMB monthly
to review activities, facilitare communications and
ensure the work-plan is on track and generating
results. Weekly calls to couch base are also
recommended.

* Activity Summaries — An activicy suinmary will
be submitted at the beginning of each manth for
activities conducred the month prior. The acrivity
summary will accompany an invoice and will =~
outline key successes.

+ Work Plan Tracking and Management —
The following acrivities will wake place on an.
ongoing basis:

- Conduct internal/excernal work plan and
serategy inectings

- Budger tracking

- Managemenc and direction to all subcontractors

- Submission of Anal report

- Presentacion update 1o Board as requested

Multi-Pronged Approach to Qutreach Activities



Timeline

As requested in the RFD all Consumer Behavior Study
activities will be completed within 90 days of award of
the coneract, It is assumed the contrace will be in place
on June 1st for the below timeline,

Consumer Behavior Study Timeline

June 2007  July 2007  August 2007

Meet with CIWME ta raview abjactives [ ]
Focus Group and Survey Instruments L
i‘n‘r.—;ngm ] n"lfj"f.[;-'; < e
Conduct focus groups

Conduct telephone surveys

Analysis and Reporting

California Integrated Waste Management Board



Scope of Work

B. eRecycle.org

Situation

In California, more than 2.2 million computers are
sold each year. Most of themn become obsolete in lirdle
maore than rwo years as technologies advance. Based
on this, an cstimared six million obsolete computers
and televisions are stockpiled in homes because peaple
are unwilling or reluctant to discard them. However,
an increasing number are entering the waste scream.
(Electronic Waste Recycling Act of 2003 [$§B-20]

and Cowmipuzers, E-Waste, and Product Stewardihip:

Is California Ready for the Challenge?)

Why is this happening? According to a 2004 study,
Howsehold Willingness to Recycle Electronic Waste: An
Application to California, conducted by Jean-Daniel
Saphores, Hilary Nixon, Oladele Ogunserian and Andre
Shapira, two trends are causing the problem. First,
consumers have increased the number of electronic
products they use. Second, with all rhe technological
advances occurring, the life span for clectronic products
has dropped dramacically. For cxample, since 1995,
the.useful life of a cell phone in America has decreased
by 50 percent while the number.of subscribers has
increased from 33.8 million to 140.8 million (Fishbein,
2002; Most, 2003).

To help ensure thac Californians properly dispose of
their e-waste, the Electronic Waste Recycling Act of
2003 (SB 20) was created and includes che following key
goals:

+ Reduction in hazardous substances used in certain
electronic products sold in California.

» Collection of an electronic waste-recycling fcc at the
point of sale of certain producrs.

- Distribution of recovery and recycling payments to
qualified entities covering the cost of electronic
waste collection and recycling.

Multi-Pronged Approach to Outreach Activities

+ Directive to establish environmentally preferred
purchasing criteria for state agency purchases of
cerrain electronic equipment.

Addirionally, hecause of chis law, there are now more
than 500 approved collectors providing low or no-
cost recycling opportunities (California [nwegrated
Waste Management Board). E-recyding is br:commg
a booming business and the timing for this campaign
is excellent.

According to the CIWMB, the total weight of covered

. e-waste that was collecred in 2005 was approximately

65 million pounds. The total collecied in 2006 more -
than doubled with 129 million pounds of covered
c-wasre being accounted for.

Californians — when provided with sound informacion
and an easy acrion — want to do the rl;_.hr thing, This
was apparent at the most recent Earth Day E-Recycling
events held across California in April. Over onc
weekend, one million pounds of e-waste was collecred at
45 Wal-Mart and Sam’s Club stores. This accounts for
only part of all the c-waste evencs chat were held during

2007’ Earth Day Celebration.

In order to further promate awareness and help
Californians properly discard their old clectronics,
Ogiivy PR and the CRWMB have been working together

for the past ten monchs to develop and implemenca

successful statewide public education campaign.

To date the following activitics and successes have been
realized:

» Radio and TV PSAs have aired an cstirmatr;d 52,352
times from May 20006 to Mid-April 2007; the
dollar value of these airings is $2,571,946.

» Four campaign launch events were conducred —
Sacramento, Fresno. San Diego and Los Angeles —
garnering 54 media placements for a total of 1.5
million audience imptessions.

+ in collaborarion with Wal-Mare and Sam’s Club and
their chosen recyelers, 43 stores parsicipated in
Earth Dy e-recycling events. Ogilvy PR was able



to generate 38 media stories (print, online and
broadcast) with an estimated three million audience
impressions (nor all impressions for all staries have
heen accounted for yer). Post Earch Day media
efforts are continuing.

Recruited more than chircy key stakeholders o
become members of the advisory group and
participare in meetings and subgroups.

Seven retai] chains have agreed 1o partner with
CIW/MB for this campaign. The following are

initial partnership results:

Wal-Mart — Wal-Mart's 72,440 associates
throughout the state are heing trained on how ro
properly inform customers about e-recycling. More
than 800 window clings and approximately 70,000
information Aiers were distributed ro Wal-Marcs ..
170 California stores. In addirion, approximately
3,000 stickers and 1,800 television/computer
monitor clings were distrihured as “rest” materials
to the 12 Wal-Mart stores in the Sacramento
“region.

Fry’s Electronics — Received approximarely
3,400 informational fliers for thc]r 17 stores
theoughour the state.

Central Computer Systems — Received
employee training as well as informational fiets and
window clings..

Target — Currently using educarional marerial
language for in-store signage.

OfficeMax — Conducted initial introducrory
training session and in the process of derermining
their educational materials needs.

CompUSA — Currendy in the process of
scheduling training sessions for stores statewide as
well as determining their educational marerials
needs.

We helieve thar the advertising campaign concepr
proposed in the RFP will nicely complement existing
e-recycle effores being undertaken and help generare
further awareness and action among Californians.

5oa

Increase the numher of Californians who e-recycle.
This will be accomplished through a seasonal advertising:
program in select market(s) as affordable,

Advertising Objectives

As the budger behind chis effort is limired, the
advertising is designed to generate further discussion
surrounding e-waste recycling and help brand the
current Web site. The role of the advertising is to:

* Increase awareness of e-waste recycling — what to
recycle and how 1o do it

* Introduce eRecycle.org as a resource for locating
" reécyeling éenters and encourage peaple o visit the
site to find a convenicnt cenrer

Encourage recycling of e-waste

Audience Profile

While the goal of the program is to reach all
Californians with the important message of
e-recycling, we chought ic would be imperéant o ake

a deeper look at those individuals predisposed to recycle
or the “e-waste recycling enthusiast™ and make sure thar
our recommended media mix targers that individual
along with the gencml public.

E-waste Recycling Enthusiasts

To betcer understand how to define and reach the

targer audience most likely to engage in e-waste
recycling behavior, we conducted an analysis using MRI1
(Mediamark Research, Inc.), an ongeing study of U.S.
Adults, age 18+. This study, conducted continuously
since 1979, sucveys the demographics, product

usage, behawun and medla consumption of the adulr
population.

MRI helps w determine the demographics of the person
best suited to take action to recycle c-waste and spread
the word to others, which allows us to berier evaluate
media oprions.

10 : California Integrated Waste Management Board
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Because e-waste recycling is relatively new, our research
does not yet reflect this activity. Therefore, we examined
similar behaviors amongst consumers. Specifically, we
looked into the population that said they had done onc
or hoth of the following acrivitics within the past 12
months;

* Recyeled products

* Participated in environmental groups/causes

The MRI data provided the Followmg basic

demographics:
Gender: More women than men

* 54 percent women
* 46 percent men

Age: Most likely to fall berween the ages of 30-59

* 31 percenc are ages 3044
- 29 percent ages 45-59

Education: More likely chan the average adult to be
well educated

* One out of three (33 percent) have a BA or post
graduate degree. The group'is 31 percent more
likely chan the average adult to have acained chis
level of education

* Nine percent have an associates degree

.+ 28 percent are attending college, but do not have
a degree

Household income (HH!) breakdown: Morc hkul)
than average to have an HHI of $50K+

* 62 pereent have an HHI 350K+

We also reviewed the 2004 scudy, Hewsehold Willingness
ro Recyele Electronic Waste: An Application te California,
which focused on Californians’ perceptions and
likelihood of recycling. Based on that study, the
availability of curbside collection programs for
conventional recyclables, the disrance to the nearest”
drop-off recycling centers for e-waste and living in
rural communities were important predictors of the
willingness ro recycle e-waste,

The following strategies will he uzilized in developing
and implementing the campaign:

+ Utilize and play off the current brand
The eRecycle.org brand is gaining awarcness.
It will be imporeant o play-off of that momentum
and use already-tested and well-known messaging
to furcher generate awareness levels.

+ Place advertising dollars in markets that will
help to “saturate” that market
With the given budger, we could easily spend

+ the dollars in a market where the message would
get lost or not generate wide-spread awareness,
Therefore, we helieve it will be important to
saturate key markers where awareness levels arc
rising versus spreading dollars roo thin across too
many markerts and poréndially not generaring
any impact.

+ Utilize advertising mediums that are
considered “green”
In developing standard out-of-home advertising,
be it bus shelters, 30-sheets or large hillboards,
large amounts of paper are utilized and then thrown
away after the campaign has runs its course. We
recommend, when possible, tapping into alternative
out-ol-home mediums that are more “preen
friendly” such as electronic displays.

+ Target consumers who are “predisposed”
to recycie when they are thinking about
discarding current electronics
We believe thar our schedule should [argc[
consumers when they are in need of discarding
their current electronics (e-waste).

Multi-Pronged Approach to Outreach Activities



Activities

B1. Advertising Plan Development

While this work plan outlines several stracegics, ciming
and ad placement recommendarions for achieving the
goals of this campaign, our team will want to collaborate
with che CTWMSB further to refine the plan and atcain
approval. As outlined in the timeline, the first weeks of
the contrace will be dedicated to conducting a kick-off
strategy meeting, revising the plan and updaring the
timeline as needed.

Deliverables

* Detailed media plan

B2. Ad Concept Development

For.the creation of advertising concepts, our tcam will
go through an establishied and proven creative process.
Having developed thousands of creative materials for
state agencies, non-profits, foundations and the public
sector, we are intimately familiar with what ir takes to
develop materials thac resonare with multiple audiences -
and, ultimarely, help drive them ro action.

What should be taken into consideration for this

" particular campaign is the existing creative char has

been developed for the e-recycle campaign — both
from a TV/tadio perspecrive and from a print/online
perspective. Having been on contrace with the
CIWMB for almost a year promoring the e-recycle
campaign, we are intimacely familiar with the crearive

" options thar exist.

+ Developing the Creative Brief
The first step chat we take in developing creative
materials is to develop the creative brief. The
creative hrief answers important questions such as:
Whea are we talking to? Whar exactly would we like
them to do, feel or remember? What is the single
most motivating message? Why should they helieve
us? During this time, our team would alse be
conducring a thorough audit of all existing
collateral marerials,

+ Developing Key Messages
As referenced above, during the creative brief

process and again during the developmene of the
creative platform, our team delves into whar types
of messaging will have the most impact with our
selected audiences. For this step, it may he as
simple as lifting the key messages that have already
been developed and used successfully.

* Creative Development
Following the approval of the creative brief,
Ogilvy PR will develop marerials for review by
CIWMB. Mock-ups for print and aut*of-hame
adverdising will be provided along with a set-up
description and copy of script. Once approval is
arrained, our team will go into praduction for
development of the final product.

Deliverables

+ Creative brief
+ Creative concepts
» Final crearive for print and out-of-hame (OOH)

B23. Ad Placements

In developing a strong plan and determining where

the ads should be placed, it is important to loak ar the
timing, the markets, che hudgert available, the frequency
and then the advertising medium.

Geography and Markets — Where should CIWMB
advertise?

Ideally, the e-recycle message will reach all Californians.
For this RFE, targer markets are San Francisco, i
Sacramento, Fresno, Los Angeles and San Diego.
However, the advertising budget is not large enough {0
make an impact in muldple media markets. In selecting
markeis for advertising we considered the following
criteria:

+ High Recycling Markets
What markets consist of people mose likely
recycle any type of product {paper, hortles, erc.)?
What markets have curbside. recycling? We are
making the assumption that markets that are
recycling friendly are mare likely to begin or
increase ¢-waste recycling accivicy.

12 . California Integrated Waste Management Board
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- The top five California counties based on the
number of tecycling centers are Alameda, Los
Angeles, Orange, Santa Clara and San Diego
Counties.

- According to The Green Guide — National
Geographic (www.thegreenguide.com/da/113/
topl0ciries), Sancta Rosa (#5), Qakland (#6),
Berkeley (#7), Irvine (#14) and San Francisco
(#18} are among rhe nations greenest cities based
an a variery of criterta including recycling.

* Proximity of E-recycling Collection Centers
[t is imporrant that e-recycling be made “easy” for
the consumer. Therefore, we wane to augment our
current activities with advertising in markers that
have multiple coltection centers. Currently a
major barrier to recycling is a perceived lack of

convenience... An e-waste survey conducted in 2006.

by Consumcr Reports National Research Center
reported that on average, consumers would drive a
median of just 6.8 miles to drop off TVs and ather
e-waste. Cousumer Reports also found thar self-
proclaimed environmentalists would drive only 880
yards farcher.

Current E-Recycling Activities
In planning advertising for this effort, we believe
that it is important to rake intw account the PSA
and earned tmedia coverage that has already been
“arained. Press events have been held in
Sacramento, Fresno, Los Angeles and San Diego.
Additionally, radio and TV PSAs have aired in San
Francisco, Sacramento, Fresno, Los Angeles and San
Diego. lvis our intent, to the extent possible, that
this new advertising effort should ﬂi}g}nfn: current’
PSA placements thart are occurring and leverage
ather activities such as retail partnerships and
carned media efforts.

Based on the 2bove, we recommend focusing our
adverrising in San Francisco/Bay Area, Sacramento
and Los Angeles. These markets have had PSA acrivicy
in the past and che advertising can augment current
awareness levels. Again, we believe it is very important
to saturate key markets where awareness levelsare
rising versus spreading dollars teo thin across roo many
markets and potentially not generaring any impact.

Scheduling, Seasonality and Continuity:
When should CIWMB advertise?

We do not have daca at cthis rime thar rells us when
people are most likely to recycle e-waste. And, we
know that rthe budget is nor large enough 1o run
continuous advertising throughour the yc:ir. Thercfare,
we examined purchases of consumer clectronics and
determined chat the most purchases are made during
the holiday season. Assuming many new purchases are
replacing old electronics, we will scheduie adverrising ro
remind consumers that e-waste — rheir old clecironics
—- should be recycled. Advertising will begin mid-
December and continue chrough January, We believe
this strategy will complement the other ongoing_enmed
media activities that are occurring in the other contract.

Addirionally, we will continue seeking electronics
manufacrierers and recall parmers-who will puc the
e-recycle message on products and ar poinr-of-sale o
help extend message reach and frequency.

Reach and Frequency

The media plan will be designed ro achieve maximum
frequency behind tbe message — frequency builds
familiaricy, keeping our message top of mind. The -
mare top of mind/familiar the message, the more likely
rhe target is to act and even pass along c-recycling
information.

Media Mix Rationale

The REP 6ut]-i_-ned arrequest 1o consider outdoor and
publications (newspapers and magazines) to reach the
target. In developing an audience recommendarion, we
have reviewed the following mediums:

Magazines — Magazines deliver efficient reach of select
audiences and the ability to match advertising with

compatible editorial. However, magazines offer limized

geographic options and uneven market by marker

reach. City magazines and Sunser magazine are regional

publications chat rarget women and offer good editorial
environments for recycling messages. They offer broad
reach of California; however, the costs are high for
advertising and building frequency behind the recycling
message would be a challenge given che budger.

Multi-Pronged Approach to Outreach Activities
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Newspapers — Newspapers are timely and immediate
and offer excellent geographic Aexibility and good

local market penetration. Readers “shop” the ads for
merchandise and promotions. However, the newspaper
environmenc is cluttered and local recailers are often
provided the best ad space. In roday’s media market,
newspapers' one-time reach of 1 consumer can be
relatively low (inust be examined on a market by market
basis} and high out of pocker costs can prevent an
advertiser from generating reach and gaining traction or
frequency behind a message.

Outdoor/Transit — Outdoor/transit advertising
delivers broad reach and very high frequency. Although
it is hard to obrain demographic selectivity wich
outdoor, it does offer excellent geographic flexibility
and can serve to target locations within a market, In
general, outdoor provides limited message capabiliey
and depending on the location sbort exposure time can
also limit the ability to communicare with the targe
audience.

Media Mix Recommendation

Based on the above analysis, we recommend using a

combination of online advertising and a unique out-
of-home opportunity to support the ongoing public

relarions effores behind eRecycle.org. We believe our
plan is the best use of stare dollars and will provide a
high reach and frequency. Per the RFD we have also
included a trade media buy.

One of the objectives of the media plan is to generate
frequency behind the e-waste recycling message — to
reach and rémind the rarger audience multiple times

about e~waste recycling and encourage them 1o act
(check for @ recycling center and take c-waste to he
recycled). We also want to reach the targer when they
are likely o be in the frame of mind ro consider our
message {(one reason we are running at che holiday dme).

In-store Advertising — Ogilvy PR recommends a
relatively. new and unique medium —— in-store broadcast
advertising. Through On the Scene Productions
{OTSP} we will be able to place the existing TV PSA
{providing a cast savings) at the point of checkour in
select stores across California. We recommend chousing

Wal-Marr stores in San Francisco, Sacramento and:

Los Angeles for our placement since rhey are the top
recycling cides and a parc of the CIWMB's priority list.

Having developed a relationship with Wal-Mart through
our other contracg, we believe this is a wonderful way to
conginue to provide the message to our target audience.
Customers will now see our existing materials (window
clings, TV clings, tip-sheets/cards, ctc.) in the stores as
they shop, and they will be exposed to the TV spor as
they stand in line to purchase cheir merchandise.

Based on the budget for this camupaign, the spots

will run for one month, beginning in mid December |
— peak shopping season. Additionally, in scleer stores, .
we will have the Spanish PSA air as well. We will work
with OTSP w identfy which stores in each markee have
a high Latino and/or Spanish-spraking consumer-base
and rotate those PSAs in accordingly.

Based on the demographic informarion provided earlier,
it should-be noted thar 60 percenr of ail U.S. consumers
shop at Wal-Mart each month (NPD insighes) and

thar Wal-Mart is shopped by 84 percent of all U.S.

Wal-Mart In-Store Broadcast Advertising

Number of Stores
in Market

Store Locations

Los Angeles 33
Sacramento 20

San Francisco

Traffic Per . Total Airings for
Region* One-Manth Schedule

3.03 millien

2.12 millign

1.56 million

*Traffic represents.corsij
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households {AC Nielsen). Additionally, 46 percent of
the top Wal-Mart shoppers have annual incomes higher
than $50,000, are female and are 44 years of age or
vounger (AC Nielsen). Mosr frequent shoppers, not
surprisingly, have a larger household,

Electronic Trade Media — [t is also Important to
promote the eRecycle.arg activities to the trade. To
that end, we will place advertising in three industry
publicacions: Resource Recycling, Waste News and
Recycling Today. Together these publicatians will reach,
among others:

* executives, owners, operation managers and waste
managemeit professionals in private recycling and
composting businesses

+ state, local and federal governments

* waste haulers

* consultants

* equipment dealers

Advertising units will be half page and quarter page.
The schedule will begin in July with Regyeling Today

to take advantage of rheir electronics-relared editorial,
We will then place an ad with Resonrce Recyeling in their
August electronics issue. Whste News edirorial is more
news than feature related, so we will place that ad in
September to coincide with the other two publications
and provide the CIWMB with three consecutive
months of coverage in the trade media — July through
Sepremher. (See chart below.) '

To camplement the ads appearing in the trade
publications, our teain will also seek article placement,
Through our existing contract, we bave developed

" ‘a'comprehensive, strategic media plan that includes

generating earned media ardcles in a variety of outlers.

Search Engine Optimization (SEO) and Web
Marketing — Searches are one of the rop online
activitics, with more than 60 million Americans

using a search engine such as Googlc on a daily basis.
Ogilvy PR recommends optimizing the existing
eRecycle.org Web pages for higher scarch engine ranking
and conducting outreach to increase the number of
links ro the site from partner and/or ally organizations.
Doing so will increase the likelihood chac CINWMB's
Web site is among the top results returned when users
search for relevant keywords on search engines (c.g.,
computer rccycling, TV disposal, erc.) such as Google,
Yahoo!, MSN and AOL. We understand chac current
key word marketing efforcs are heing overseen in-house
and chat the e-waste team is looking to updare the site
furrher before driving more traffic to the site, but we felt
that it was important to touch upon this zctivity and our
ability, under chis new contract, 1o lend assistance.

Ogilvy PR will alse increase the Web sice’s visibility on
search engines by devcloping a fist of relevant search
terms and purchasing “pay per click” text ads on Google
and Yahoo!. These paid listings will be geo-targered
specific California markets and link 1o content deep
within the e-recycle Web site, such as the * Where Can

I Find a Recycler?” page. Ogilvy PR will be able 1o
provide analyrical informartion abour che cffecriveness of
the keyword ads and changes in search engine ranking.
We would focus cffores on the month of December to
coincide with our other adverdising fight schedule.

Deliverables
+ Wal-Mart media tracking reporr

« Elécrronic trade media tracking, rear sheets
* SEQ tracking report

Electronic Trade Media Advertising

Trade Outlet Timing
cling Today July
Resource Recycling August

Waste News September

Total Insertions: 3

Multi-Pronged Approach to Outreach Activities

Circulation (assumes 1.5 RP(]

Please see a comprehensive Aow chart on che following page.



ehecycie.org Advertising Plan
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Wal-Mart Yideg Advertising

Sacramento - 20 stores

San Francisco - 17 stores

Los Angeles - 33 stares

Jui-07 _Auq-07 . Sep-07 Oct-07" Nov-07 Dec-07 Jan-08
8| 16| 2