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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
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Please see a comprehensive Aow chart on che following page.
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B4. Tracking

As requested in the RFDP we will evaluare rhe success
of the adverdising effort by reporting on the number

~of impressions inade, markets reached and the

return on investment. Qur plan will be deailed and
comprehensive. We also recommend tracking the
number of hits to the eRecycle.org web site. Addirional
activites will include:

Monthiy Reports and Meetings — Ogilvy PR
recommends meeting with che CI'WMB monthly to
review activiries, facilitate communication and ensure

the work plan is on track and generating results. Weckly -

calls 1o rouch base are also recommended.

Activity Summaries — An activity summary will be
submitted at the beginning of each month for activities

- conducted the-maonth prior. The aetivity summary will

accompaiy an invoice and will outline key successes.

Work Plan Tracking and Management — The
following acrivities will rake place on an ongeing basis:

* Conduce internal/excernal work plan and stracegy
meetings '

* Budger tracking

* Tracking of work plan activities

* Ongoing scrategic counsel

" Deliverables

¢ Weekly status update calls
* Monthly in-person meertings
* Monthly summary reports and invoices

B5. Final Report

As requested in the RFE our ream will develep a final
report that includes all tracking information and
recommendations for future concepts { advertising
opportunicies such as those listed below.

Deliverables

* Final Report

Multi-Pronged Approach to Outreach Activities

An innovative way to capture Californians attention is
through mobile showcases. These unique, craveling,
vut-of-home displays allow consumers to see products
from three sides of a lit display case. External suund can
also be provided. Similar to other transic adverdising,
key messaging can also be provided on the mobile unit

and a pre-determined travel route is planned. Above is
an example from EKEA’ grand opening. For dhe c-wasre

. campaign, we would recommend flling the display

with e-waste. The display could also creatively depice
the “process.” Based on the amount of e-waste in the
mobile unic, reference could be made to the “weight”
amount, i.e. the mobile unit is carrying 50,000 pounds
uf e-waste which is generated in “x” amount of hours
each day. ‘

LED Mobile Boards

Another wonderfut way to reach tbe rarger audicnce
is through LED mohile boards. The boards can be as
sophisticated or as simple as desired. The CIWMB
could choose to have the entire TV PSA played on rhe
LED board or simply put up the eRecyde.org loga.
The mobile LED boards then travel a pre-determined
route in select markets.



Online Banner Advertising

Ogilvy PR recommends developing a series of online
banner ads thac feature electronic waste recycling
awareness messages and drive users to ¢cRecycle.org for
more information. These banner ads would be placed
on social nerworking Web sices that successfully carget
the CIWMB'’s key audiences, such as Yahoo!, Village,
SacBee.com, MySpace or others. All online media
impressions would be age-appropriate and geo-targeted

" to California residents.

Once ads were placed, we would provide CIWMB with
ongoing tracking and monitoring reports. The media
costs to place advertising on these sites vary greatly
depending on che types of placements secured and

the duration of the campaign. This tactic is scalable
depending on media budgets and the size of the sirtes.

R . P .

'California E-Recycles’ interactive Map

While eRecycle.org offers a wealth of information
about electronic waste recycling and provides valuable
tools for finding recycling locations in California, rthe
Web sice could be greatty enhanced by adding Web 2.0
clements that engage visitors in a conversation. Qgilvy
PR recommends developing an interactive map of
California where residents who've recycled c-waste can
“pir their name, location and a brief descripcion of
what they've recycled. Over rime, as more and more
California residents add their name to the map, it will
provide a visual demonstration of the results of the
CIWMB's campaign, create excitement and encourage
others to join the cause, In addition to the interactive
map, we recommend adding social media tags to the
Eoincpngc and other key pages (e.g., DIGG, Del.icio.us,
etc.) allowing the site ro be casily bookmarked using
these toals. :

log Badges & Influencar Qutreach

There are thousands of blogs dedicared o California
news and environmental issues, wich more chan 13,000
blogs tagged California alone, according 10 Technorati,
a blog scarch engine and direcrory. Many of chese
blogs have an active and dedicated readership, post
regularly and are already ralking abour environmencal
responsibility and e-waste related issues. By reaching
out to these bloggers with news from the CINWMB,

event informarion such as state-wide collection drives

or other promotional opportunitics, we can tap into an
existing and growing conversation and raise awarcness
about CIWMB's programs.

Beyond providing updates to influential bloggers,

we will develop badges — square banners — which
campaign enthusiasts can place on their blogs to provide
additional awareness for the CTWMB’s programs.
MySpacers, bloggers, Webmasters, and anyone wich

a Web page can add the badges ro their site to show
their support for CIWMB'’s campaign. Code for the
hadges can he downloaded from eRecycle.org and easily
integrated into a blog sidebar, 2 Web site’s banner space
or into a profile for other people to view., The badges
will link back to ¢Recydle.org.

Blog infuencer outreach is conducted by selecting
highly-targeted blogs hased en criteria thar includes
content, tone.and influence level. Pitches must be
customized to reflect each blog’s particular angle and
arca of interest, and then monitored for reacrions, posts
and commenes. A few examples of potential blogs for
ourreach include:

+ Green LA Girl (hetp://greenlagiel.com)
- LA-based envirm]mcn.m] blogger
- 2,039 other blogs iink to her
- She posts frequently about LA evenrs and
environmental issues

* Metro Blogging LA (hnp:f."blc_)gging.la)
- Group blog focusing on EA-based events and news
- 6,689 blogs link to Metro Blogging LA

+ Curbed SF (heip:ifsf.curbed.com)
- Blog about news and events in San Francisco

- 762 blogs link to Curhed SF

‘E-Recycle Californial’ Blog Summit

In connection with & major campaign event {e.g.,

a statewide colicction day, Earch Day 2008}, Ogilvy
PR will facilitace an “E-Recycle California! Blog
Summit,” by asking seven to ten influential bloggers
— including stidents, civic leaders, environmentalises,
Siticon Valley husiness feaders and others — o write
about the importance of recycling e-waste during a
specibc timeframe. Examples of potential blog sumimnir
participants include:

18 7 California Integrated Waste Management Board



» Linda Adams, Secrctéry, California EPA

> Margo Reid Brown, Chair. California Integraced
Waste Management Board _

¢ Collin Dunn, Wricer, TrceHugger.com

¢ Select members from our existing advisory
committee ’

The blog summit will build buzz about the evenr and
raise awareness of the issue of e-recycling. Participacing
bloggers will be provided an “E-Recycle California!”
badge to incorporate inco their blog's sidebar o _
demonstrate their participarion in the blog summit.

The evenr could live on eRecycle.org or be hosted on a
separate domain. Content developed during the summir
can be repurposed (c.g., 2 Q&A or brochure) for long-
term usc and distribution. Ogilvy PR would provide
CIWMB with blog monitoring reports that include
actual blog posts, influence level of bloggers, the number -
and content of commenss generared and more.

Recycte YoulriTube

Opgilvy PR recommends establishing a partnership with
YouTube to launch a campaign, st'arring in California,
that encourages residents 1o properly recycle old
televisions and compurter moniters. The parinership
would include running geo-targeted “Recycle E-Waste
Widgets” throughour YouTube. The widgets are
interactive banners that allow users to enter search
criteria from eRecycle.org’s interactive tool {e:g., marerial
type and county). These take users ro eRecydleory
where they can.view a list of drop-off lucations. In
addirion, we would create an e-reeycle conzuunity vn

* YouTube where users can conrribute their videos abour
e-recycling, such as activities in their communirics. We
know that the TV spots created for the campaign have
been.placed oneo YouTube.

W
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Scope of Work:

C. Children’s / Youth
Qutreach

Situation

The CIWMB wishes to educate children, ages 6-12, on
the importance of being good environmental stewards.
Currently, che CIW'MB has some information targering
this age group available on their Web site, but it is not
“captured” in a user-friendly manner nor does it receive
frequent visits. Additionally, the information provided
skews towards a'younger audience basc, and would not
capure the attention of the entire “rween” segment
{10-12 years ofagc) ,

A children’s Web site must be created with the following
in mind — functionality and interactiviry. [t must
capuure cheir attention and bring them back for
additional visits. This means developing a site that

has multiple games and offers a wealth of exciting
information (what might look “overwhelming” or
“cluttered” to adults is expected and desired by che
youth segment). '

What will be equally important is engaging children

and their parents to visit the site. Sites that are popular

with audiences are visited over and over again, and
gain momentum as pcople dlscuss them and encourage
friends to visit thcm

Goal

Educate children, ages 6-12, on the need ro reduce,
reuse and recycle and about how 1o become good
environmental stewards.

. o
Voo dn

AUGISnCE PP

While children, 6-12 years of age, arc the primary targa
audience for this activiry, we believe thar reaching out
to their parents and other key influencers {teachers)

will be crucial in driving traffic to the newly created
kid's site. Because of this, our audience profile includes
information on borh segments as do our recommended
acrivities. It should also be noted that in educating
children, parents are also often educated. That is why
successful brands, such as MeDonalds, target children
so often. They know the children wili alk o their

_parents about the products/issues chey are exposed to on
a regular basis. - :

Youth Target

In 2006, 67 percent of U.S." children, 8—11 years of age,
were using the internet. eMarkerer expects that number
to increase to 71 percent by 2010, Additional learnings
abourt youth online include:

. F()rry-cigbt percent of children, 6-11, played online
games during the last monch ceinforcing rhe
importance of making sure the newly created
CIWMB site is interactive (Experian Simmons,
February 2007). :

* Video gémcs and the internet are the two most
important types of media to children after TV
(Mindsharc,'SeprembchZODG).

* The best way to reach the youth segment is through
humar. According to Mediamark Research Inc.
(MRI), 6-11 year olds want “funny things” on
advertisements be ic TV, radio, internet or princ.

Multi-Pronged Approach to Outreach Activities : _ 5



As the youth segment ages and enters the rween years,
they become “internec explorers” and their time online

 increases from 12:38 minutes for 2-11 year olds to
26:24 for 12-17 year olds {comScore Media Merix,
September 2006). For the cween segment, the following
online activities are most commen:

Select Online Activities “Always/Often” Conducted by US Tweens¥,
April 2006 (% of respondents)

Look up information for school/homework

Use a search engine

Read or send e-mail

ow or tell others about Web sites

Use instant messenger

Watch online videos or trailers
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Parent Target

The number of people who use the internet, in

general, has grown uemendously over the past decade.
According to Pew Inccrnet/American Life Project,
surveys fielded in 2006 show thar internet use among
U.S. adules has hic an all-time bigh. Pew's latest survey
which was conducted February to April 2006 shows that
73 percent of respondents {about 147 million adulrs) are
internet users, up from 66 percent (abour 133 mtlllon
adults) in January 2005.

Additionally, 70 percent of parents with a child ar home
use the internet, compared 1o 53 percent of non-parents.
According to Pew, “These parents are more enthusiastic
than non-parents about technology and its benefits and
are scrong believers that their children need to master
computers and the internet in order to get ahead in life.”
These parénts spend, on average, 81 minutes online

a day. However, other studies such as one conducted

by Nickeledeon in January 2007 found as many as 98
percent of parents are anline.

All studies seemed to report that online parents were
relatively enthusiastic abour the way their internet use
affected cheir lives. Furthermore, 73 percent of online
parents stated that cheir use of the internet helped them
learn new chings. Clearly, reaching parents online to
educare chem abour the CIWMB site will be imporeant.

Strategias/Methodology

;Y

Targu parenss and other influencers (teachers) as a

means to reach the youth audience and drive .. ...

_children to che sire.

» Utilize a éommunity;bascd social markering
approach for the radio partnership bcforc
prandlng efforts scatewide.

- Reach the youth targee through multiple mediums
beyond the Web sire.

» Develop a site that appeals to the youth rarger
audience by making it 1} interactive, 2} new by
changing information regularly, 3) provide -
incentives / awards for visiting, and 4) died into
other co-op promotions.

Do not “watei-down” the site by providing
information thar is not relevant or engaging based
on age, level of activicy.

» Dwevelop co-op partnerships to drive traffic to rthe
Web site and incentivize the audience.

Reach youth through online mediums that chey
utifize the most.

1. Survey and Research

Incorporation of survey information

Our team will review key findings from the Consumer
Behavior Study and apply those learnings ro the creation
and promation of the childreis sice.

Research and audit of existing children’s sites

Qur team will review chree “competicive” Web sites,
cach offering similar infarmation o the identified targe
audience. The compararive nature of the assessment -
provides a helpful benchmark o inform sice priorities
and identify “hest practices” of site design. A complete
overview of the methodology and criteria used for

each of the Ave elements is: homepage design, sice
navigation, branding, content, and visibility. The

assessmenc is performed by following accepred principles

of Web design. Our team will look for the following
information and provide a summary report.

+ Homepage — The homepage makes the all-
importanr firstimpression. The homepage should
give users a sense as o the amount of informarion
provided on the site, present clear pathways o
information, demonstrate credibilicy, and
communicace the organization’s mission and brand.
Evaluation subcategories include:

- Audience & Purpose

- Conrent

- Credibilicy

- Highlights & Shorteurs

Multi-Pronged Approach to Outreach Activities o e
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Navigation — Navigation encompasses everything
that helps visitors determine where they are, where

“they've been and where they must go on the Web

site for information. Evaluation subcaregories .
include:

Overall Navigation
Clarity and Accuracy
Position [ndicarors
Site Search

Branding — Branding is much more than just an
organizarion’s loge. This asscssment examines how
well the use of imagery, colors and rone of voice
represent the organization’s brand, and whether
these elements are found consistently throughout
the site. Evaluation suhcategories include:

- Visual Identiry

Color Palette & Fonts
- Graphics

Brand Personality

Content — We then assess what has been writcen,
Content is obviously an important parr of the site
as it helps 10 educate and lead the target audience ro
action. We look for tone, key messaging, and
consistent use of wording.

Visibility — We assess visibility from the
perspective of how visible che site is to the public
via search engines. Evaluation subcaregories
include:

- Siee Optimization
- " Séarch Engine Placement
Chnline Pressroom

Partnership & Cross Links

Deliverables

24

Audit of three children’s Web sires

Summary report

2. Webh Devsiopment

In reviewing the scope of wark for creation of a children’s
Web site, what became apparent is that what intercsts

a six year old is very different than whar intcrestsa

12 year old. Because of this and due 1o the budget
parameters, we are recommending thar the CINVMB
focus on creating a site rhat will truly engage the younger
target audience {6=9 years olds) Based on the success

of this effort, we would then look ar expanding the

site or crearing a supplemental micro sice for the older
audience {please sce non-funded recommendations).
Our activities will include creation of a sitc map and
diagram of all pages to be built, design and branding
parameters, domain name registration as needed, crearive
wireframes, collect/drait content, design bomepage and
remplate design for other papes. We understand thar
the CIWMB will be responsible for hosting, addirional
design elements and updares.

Specifically, we envision an intuitive micro-site with
hright colors, large easy to read buttons and an overall
design consistent with the top kids Web sices (Playhouse

‘Disney, PBS Kids, ToonTown) currencly available to

this demographic. CIWMB's current maseat, Vermi
the Worm, can easily be integraced into th Wb site
and games,

Up to three educational games emphasizing and
demonstrating the importance of recycling will be rhe
primary focus of this site. The games described below

are examples of games thar BUKWILD, Ogilvy PRs
subconrracror, would design and develop.

Matchlng Card Game with mulnple levels {8 cards,
16 cards, 32 cards, 64 cards)

- Match rccyclable items, images and logos

- Game scores are determined by number of carrect
marches and rime taken to complere game
High Scores are saved into a database were players
are cncouraged to encef their name or inirials

* Race toRecycle Chaltenge with multiple levels
{school, home, park, city}. A character serolls
through game sereens looking wo warn points by
tossing récyclables inro recepracles or applying
“preen” materials to key landscapes. Points are
carned hy picking up and tossing a recyclable item
into the correct recepracles.

Recepracles include {e-waste, u-wasce, glass,
plastic, paper, aluminum

California Integrated Waste Management Board



- Disposables include (glass bottles, plastic bocdes,
newspaper, soda cans)

- Points are earned by determining where “green”
items can be applied, e.g. mulch 1o a backyard

- The speed of the game increases as the player
moves to new levels increasing che difficulty

- High scores are saved into a database were players
are encouraged fo enter their name or initials

+ Trivia Game — Reduce, Reuse and Recycle
While the CEWMB's site already has a trivia game
on it, we recommend updating the questions.

- Multiple choice trivia questions aimed to raise

- awareness . :

- Trivia questions increase in difficulry as che
plavers progress through game

- Trivia game scores are based on speed, level of
completiont and number of correct answers

To encourage children ro visit rhe site, we recommend
working wich the California Teachers Association (CTA)
and California’s Parent Teacher Assoctation. School
administrators would be encouraged to sign-up using
an admin interface login screen at the back-end of the
micre-site. Administrators could enter their schools into
the system electing to participate in a district/stacewide
challenge competing for high cumulative score. The
winning schools would be awarded prizes at the end
of a specified timeframe (prizes would be donared

and secured by Ogilvy PR with approval from the
CIWMB). By adding an incentive, we will be driving

Radio Disney Advertising Plan

Daypart Day of Week
&am-1lam Mon-Fri 50
T0am-3pm fon-Fri :60
3pm-8pm iMon-Fri 60
10am-8pm Sat-Sun

Gam-8pm Mon-Sun

Schedule Total:

Muiti-Pronged Approach to Outreach Activities

our point home as well as ¢ncouraging repear visits o
the “micro-site.”

Deliverables

+ Web design including content, graphics, interaceive
game outlines
» Initial registration of site

C3. Dutreach

Radio Disney Partnership

For this campaign, Ogilvy PR has developed an exciting
partnership with Radio Disney. Radio Disncy provides
an excellent channelro reach children (6=14 years of age)
and their parents (women 235~54}. The partnership has
been designed to educare children and parents abous the
environment and to help drive traffic to the newly
created children’s Web site. Due to budget paranicrers,
the partnetship is for che Sacramento market only, bur
can be expanded starewide. The comprehensive
partnership includes the following activitics:

* On AirSpots — Beginning in August 2007 and
running through the life of the coneracr, Radio
Diisncy will air 340 spors for the CIWMB. This
flighted campaign will air during two wecks of each
month. Please see schedule below.

Spot Length Total Spots

135

90

vt
i
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+ Kidcaster Public Awareness Campaign —

-

[n order o engage children directly, Radio Disney
will provide the CINWMB wirh Kidcaster PSAs for
three monchs (20 PSAs aired over a three month
pertod). Radio Disney will recruir children ar key
community events to read pre-approved PSA copy
about keeping the environment protecred. The

kids choose which message they want to read “out

loud” over the microphone for their “try-out.”
They practice and learn the PSA, usually with their
parents helping chem. Radio Disney will then
sclect the best rhree to come inro the studio and
record a PSA for the CIWMB (CIWMB will have

final approval). The CINMB Kidcaster cryouts wsll :

be held ar three communiry events.

Community Outreach — Radio Disney will help
promote CIWMB'’s messages ar three key
community events or festivals. Radin Disney can
serve as CIWMB's ambassador distributing
important informacion. A sample lisc of events
-includes: Festival-de la-Familia; Disney on Ice,
Arden Fair Camp, Placer County Fair, Yeah Baby
Expo and Rivercats baseball games, 1o name a few. ‘

Web Site Promotion — CINWMB wil| have a cile
ad on the Radiodisney.com Sacramento site for a
three monch period. The tile ad will have a direct
connect pop up box that will have a special message
from the CIWMB and a direct link ro the kid's

Web site as well. Radio Disney can also create a fun

splash page with the same informarion for k:ds and
families.

CTA/PTA Outreach — As referenced ahove,
we believe Jeveraging conzaces with the PTA
and CTA will help ro drive rrafhc o the Web
site. Quilvy PR has coniaces with the California
Teachers Association (CTA) and California’s

Parent Teacher Association (PTA). Through these
conracts, we recommend lérring them know via
cmait or etter about the newly creared CIWMB
kid's Web site and encourage them to share this
informatien at meetings te start 2 "word of nouth”
marketing effort.

Deliverables

Media buy schedule and placement on Radio Disncy
Distribution of CIWMB materials at three
community events

Tile ad on Radio Disney Sacramento site for

three months

Kidcaster PSAs aired for chree meonths

Emailfletter sent to CTA and PTA

Qur ceam is dedicated to providing high quality client
service and award winning work. For cach of our
campaign activities, Ogilvy PR will provide regular
updares. For this campaign, regular updartes (weckiy/
monthly} will include information on radio schedules as
well as event participation.

* Monthly Reports and Meetings — Qilvy PR .

recommends meeting with the CIWMB monthly
to review activides, facilicare communicarions and
ensure the work plan. is on track and generasing
results. Weekly calls 1o touch base are also
recommended. k

) ACtIVIty Summaries — An actlvlry summary wll!

be submirced at the beginning of cach month for
activities conducted the month prior. The activity
summary will accompany an invoice and will:
outline key successes.

Work Plan Tracki-r.ng and Management —
The following activicies will eake place on an
ongoing basis:

- Conducr inrernal/external work Plan and strategy

meetings :
- Budget rracking
- Management and direction to ali subcontracrors

- Tracking of work plan acrivities
- Ongoing strategic counsel

- Presentations ar Board Meetings as requested
- Submission of annual repore

California Integrated Waste Management Board



Deliverables

* Weekly starus updare calls

* Monthly in-person meetings

* Monthly summary reports and invoices

* Year-end reports summarizing evaluarion effors

and highlighting key benchmarks

Additional Expert
Recommendations

Qur ream believes that the yeuch-focused effore provides
numerous exciting oppertunities for the CIWMB,
Qutlined below are non-funded recommendarions

we propose implenenting should addidienal funding
hecome available. .

Rockin’ Recess with Radio Disney

Radio Disney would like to pariner with the CIWMB to
host “Recycling Rockin® Recesses” ar elementary schools
across California (pending school approval). Each event
would be centered on topics that CIWMB wants to
emphasize with kids and all scripes would be created in
conjunction with CIWMB. The assemblies would have
an educational message delivered with high energy, and
would include live, entertaining activiries. Assernhlies
usually run 30 minutes in .]cngth and the CIWMB can
distribute a goodic bag with program materials to cach
student at the school. Radio Disney would oversee all
ceordination, ralent and prizes.

Web'site for Tween Segment

We recommend a more action-based invélvement for’
this segment. The Micro Site for the tween pepulation
(ages 10-12) would provide a place for kids to learn
abour the benefits of recyeling using fun faces and
impactful imagery as well as an interface to show

how their actions have made an impact. Uleimacely,

we would want to challenge kids to get involved in

the “Reduce, Reuse and Reeyele Challenge.” In-chis
challenge, kids would be able to sce how one person can
make a difference in thé environment.

Leveraging the relationships already formed wich
the PTA and CTA, schoot administrators would: be
approached to register their school for the challenge.

Multi-Pronged Approach to Outreach Activities

Students would also have a place on the Web site co send
a request (o their school administration to sign-up for

the challenge.

The “Reduce, Reuse and Recvele Challenge” would
encourage tweens o “act out” being envirenmentally
conscious around campus and in class rooms. Activities
could include picking-up lirter on campus, properly
recycling botcles and cans, bringing in their families

-e-waste for e-recycling (partnerships with recyclers

would be coordinared), posrer contest and essay contest.
Students with the supervision of administrators would
enter their acrivities/accomplishments onto the Web
site. An ongoing tally would “rack-up poines” for

each school, For example, if four campuses choose ro
compere against ane another on picking up licter. The
amount/weighr of litter would be tallied and entered
each day/week, This challenge would run for a pre
determined period-of rime-and the winning school(s}- -
would be awarded prizes. The school would receive
acknowledgement on the web sire and be given a

“badge.”

The payback will be two fold for this approach. On the
Web sire, kids would sce a visual representacion of the
progress they have made and they will be able to see how

. they measure up to other schools and school districts in

California in a fun graphic environment. They will also
be able to calculare over time whar their involvement -
means to the environmenr in terms thar they can easily
grasp. For example, “Remembering to recycle paper
every day for an encire year helps to save % amount

of trees.” ' o

This would also be a wonderful PR opportunity.

The quantitative dara’'ecould be used in a press release”
detailing the progress of the top schools and districrs
across California. )

Search Engine Keyword Marketing

Ogilvy PR recommends driving traffic o the children’
Weh sire by developing a list of relevant search terms -
and purchasing “pay per click” text ads on Google and
Yahoo!. The keywords would be geo-targered such
thar rhey only appear to California residents who are
searching for relevant keywords, such as children’s
games, kid's activicies, etc. Ogilvy PR would provide
analytical information abour the effectiveness of the
keyword ads and changes in search engine ranking.
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Oniine Advertising

Using complementary creative for the kid's site, Ogilvy
PR would develop anline banner ads to be placed on
top parent Web sites to drive parents to the CIWMB
children’s site. '

Top 10 Parenting/Family
Information Web Sites among
US Female Internet Users
with Children*, Spring 2006

. iVillage Pregnancy and Parenting  59.1%
56,99

55.8%

Parents.com/Child.com Network  53.9%

. Parenting 53.3%
52.6%

. FamilyFun 52.6%
. BabyCenter Network 52.4%
9. American Baby 52.1%
10. Childcom 51.8%
Note: *children under 18 in the household

Source: Nielsen//NetRatings, May 2006
073005 www.efarketer.com

Centent Syndication & Online Advertising
at Key Chiidran’s Game Sites

To increase awareness of the CIWMB's existing and
Furure online games, Ogilvy PR would idenrify key
children’s game sites, such as Yahoolipans, Kidscom,
Disney Channel or athers as targets for conrent
syndication. These partnerships would include featuring
the CIWMB's games along with tarpeted banner

Bt
ia}

adverrising thar links back to the CIWMB's Web sice.
The campaign would he developed on a part-paid,
part-PSA basis, such rhat for every paid impression the
partnet will provide three to five addidonal PSA. or
non-paid, imptessions.

Tween-focused Viral Campaign

QOur team ook a look ar the top Weh sites, blogs,
v-blogs, podeasts and ezines {oniine magazines) visited
by the older specerum of our yourh target audience.
Because so many exist and zre frequented so often. we
recommend investigating a variery of “parrnerships” with
the top sites to cither post informarion, place hanner
ads, develop standing content or set-up links. A primary
focus will be on social nerworking sives that the older
tween visits such as MySpace, Friendster and Facebook,

hut also learning sites such as gamequarium.com.

California MySpace Page

Ogilvy PR would create and maintain a profile for
CIWMDB's campaign on MySpace and encourage links
from other students and residents from California.

The profile could conain informatcion abour upcoming

e-recycling events and other key environmental issues

as well as blog badges, widgets and other relevanr
information. The MySpace presence would build
awareness among younger audiences of the imporrance
of making sure we are all good seewards of our
ENYICQITMENE,

NLLE Partnershin

Newspapers in Educadion (N.LE.) got its stare in 1933
to advance the use of newspapers in schools. The
main purpese of the program is to improve reading,
spelling and wriring sbiliries and 1o help educace
children on different topics, such as the environment.

. The Sacramento Bee, for example, has had an N.LE.

program for more than 20 years and Ogilvy PR

helped coordinate the Sacramenro Area Wacer Works
Association education program with the Bee and the
*Good Bugs” program for the City of Sacramento,
Ogilvy PR recommends investigating select NL.LE.
partnerships statewide as another means ro educare
children 6-12 years of age abour the environment and
drive them to the Weh site. . Since the CIWMB abready
has developed curriculum, ir is recommended thar this
information he shared.

California Integrated Waste Management Board



California Library Association

Working through CLA and directly wich large libraries

across the state, such as the Sacramento Library,

Opgilvy PR would work to secure on-line links to the

newly developed Kid’s Web Site. The Sacramento

Library’s Web sice, for exarhplc, has a “Kids” section

that provides links to “cool sites” for our rarger group. , -
The same site offers a parent and educarion section.

Addirionﬁlly, our tcam recommends making sure that

‘information (CIWMB-created curriculum and learning

oppoitunities) is also posted under those sections and
that bookmarks and fliers are provided in libraries 1w
drive trafhic to the site.

i
i

Learning Matters

Ogilvy PR recommends developing a partnership with
KCRA 3 and My$8’s “Connecting with Kids (CWK) ——
Learning Maiters.”  “Learning Marcters” is a creative, on
air and online media campaign that provides students,
patents and teachers with powerful information and
stracegies. “Learning Matters” is a vital part of KCRAs
and My38's ongoing commitment ro communicy service
and each week, the show explores one of 26 Character

Education traits and offers information, lesson plans,
discussion topics, parenting tips, interactive games

and downloads. We believe that teaching children o
be good environmental scewards would fall under the

CWK program. Similar rype programming would be
soughe statewide.

Multi-Pronged Approach to Outreach Activities
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Scope of Work

D. Scepe of Work - Used Oil
& Oil Reduction Outreach

Situation

An importanc part of making sure California’s

‘environment is protected is decreasing used oil

generation and properly disposing of used oil. In
looking at the amount of oil generared annuatly in
California (estimated in 2005 by the CIWMB to be

_ 1535 million gallons), tbe amount char was recycled

(21 million gallons or 59 percent) and the number of -

‘California drivers who change their oil more frequentdy

than their manufacrurer recommends (73 percenc)'
— the CIWMB's desire 1o create awareness and modify
behaviors is well-founded.

Decreasing Used Oil Generation

“You can change your oil every 3,000 miles if you're
really parcicular, but we recommend changing it every
5,000 miles,” commented Tom and Ray Magliozzi, che
erudite grease-monkey hosts of the popular National
Public Radio program.’

7 W(_);d is slowly spreading that chang@p_g_moror vehicle

il every 3,000 miles may not be necessary. With hetter
made cars and syntheric oils on the rise — the 3,000
mile standard may become a thing of the past.

Some manufacturers and car experts are beginning to
go public with chis information and research conducred
by the CIWMB on “Busting the 3,000 Mile Myth”

supports this claim.

An article that appeared in the Deseret News on March
26, 2007, by Tom Krisher (AP) stated, “Most tnajor
automakers agree: The adage thar you should change
your car’s oif every 3,000 miles is ourdared, and even
5,000 miles may be too often.”

The areicle went on to quote key manufacrurers and
engineers about this premise, stating thac Ford Moror
Company had become che lacest manufacturer to extend

its oil life guidelines, making public that it is raising
the recommended oil change interval fram 5,000 miles
to 7,500 on its newly redesigned 2007 modcls and all
subsequent redesigned or new modcls.

As manufacturers continue to make technological
improvements in vehicles, having “stated” guidelines
may no longer be necessary. Manufacturers such as
Honda and General Motors have stopped making such
recommendations on their new models and are now
relying on sensors to calculate oil life and alert morcorists
when they need an oif change.

This new trend towards not having ail changed
every 3,000 miles was also supported hy the research
conducted by the CIWMB in the “Used Oil Source
Reduction Study: Busting the 3,000 Mile Myth.”

What is important to-nate for oil change intervals is the
driver's behavior on the road and driving condicions.
For vehides thar are driven in severe condirions, oil
changes may need to be more frequent. So, while some
in the industry are becoming more outspoken on the
topic, thete is not a rew one-size-fics-all answer that may
prove to be somewhar confusing to motorists.

In the end, any camipaign thac is developed will need ro
provide easy-to-undersrand infermarion thar engages the
motorist and drives them w action.

Proper Disp'osai by Do-it-Yourseifers {Di¥ers)

[nn addition to promoting proper oil change intervals,

it is impartant to ensure that the DIYers understand
how to properly dispose of their used oil. Based on
facts from the CIWMB’s Web site, used motor ofl can
contain toxic substances such as benzene, lead, zinc and
cadmium. Addirionally, the oil from a single oil change
(1 gallon) can ruin the taste of a million gallons of
drinking warter {1 part-per million) — the supply of 50
people for ane year — if improperly disposed.

1 Used 0il Source Reduction Study: Busting the 3,000 Mite Myih"
(March 2007).

2 Chemical & Engineering News, Copyright © 2006, American
Chemical Society).

Muiti-Pronged Approach to Outreach Activities



While research has indicated char curbside pick-up

for used oil dramatically reduces the amounc thar is
disposed of incorrectly, curbside programs are currently
not availahle in most counries and cities. Therefore,

the benefits and convenience of collecrion centers needs
to be promoted. And with more than 2,000 cerrified
collection centers across California, the DI Yer does have
options. '

What is important to understand, is what motivates or
prevents the DIYer from properly disposing of used oil.
The CIWMB has done several comprehensive studies
already on this topic and our team will utilize chese
findings when developing our messaging and approach.

‘Based an the “To the Greatest Extent Possible” Survey

conducted by San Francisco State Universicy and
the Public Research Institute in 2005, the following
attitudinal findings help shed light on improper
disposal:

* Knowledge AND convenience reduce improper
disposal substantially, but not completely

* The best way ta reach DIYers is through broadcast

media, both TV and radio with specific station day-
parts being focused on (bought) as well as in-
language media

* The motivation for high-volume shade-tree
mechanics (STMs) work is economic

{70at

As stated in the RFP, the goal of our proposed outreach
is to raise awareness among consumers about how they
can decrease used oil generation through education.
based on auto manufacrurer recommendations and
raise awareness among D] Yers about proper used oil
recycling.

Ganeral Consumer

As of December 2006, California had 23.5 million
licensed drivers according to the DMV, All of chese
motorists should be getting their oll changed as.
recommended by their auto manufacturer, bur the
3,000 mile standard™ has become so ingrained that,
as stated carlier, 73 percent are likely to get their oil
changed before the manufacrurer recommendation.

In looking at the CIWMDBT% Used Oil Source Reduction
Study, the “frequent changer” has the following profile:

v Women, ages 35-60

* Gers their oil changed at dealerships or quick lube
shops - - ‘ -

*+ Changes their oil based o window stickers

+ Uses synthetic oils and drive imported cars

* Are “normal” drivers

Based on this, while our campaign will targer all
motorists, we belicve a special focus should be on the
target audience described ahove since they are most
likely to be the greatest “offenders.” Underseanding the
factors that most influence cheir behavior will also be
very important. Our focus group testing will delve into
that, buc preliminary findings fram the Used Ol Source
Reduction Study indicate the following:

* The factor of greatest concern was cngine wear
* The factor of saving time and money was of fess
concern

Do-lt-Yourself Oil Changers

California has abour 2.1 million DIY households. Of

_those, 348,000 are considered shade-tree mechanics

{STMs) meaning that they ch;;ngc oil on vehicles orher
than their own. Imporeanily, the oil caprure rae for
DIYers is substaniially lower then for oil collected
through professional scrvice stacions. CIWMB dara
shows a capture rate of 95 percent for oil changed by
professionals, but only 40 percent for DIYers {Browning,
2005; CIWMB’s To the Greatesr Extent Possible: Do-
It-Yourselfers and the Recovery of Used Oil and Filter,
Qcroher 2003). ‘
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When targeting chis audience segment, we will strive 1o
reach tbe “greatest offenders” throughrcommunicarion
channels they utilize most and find credible. Since the
RET calls for radio, print and our-of-home PSAs, we
will focus any il disposal inessages on radio based on
the chart below. [f additional funds become available,
we would then recommend TV. It should he noted chat
for the Latino DIYers, daily newspaper consumption is
fairly low. Rates of TV and radio use among rhis group
is comparable to other groups.* '

Media Consumption Habits

Daily Proper Gil  Improper Qil
Media Use Disposai Disposal

Radio 277,
TV

Newspaper

Recomménded Markets

Normally we would recommend that the CIWMB
consider conducting test markers with this campaign.
This approach follows the communiry-based social
matketing merhodology that was outlined eadier and
allows for: ' -

* Campaign srrategies and tactics to be thoroughly
tested before being implemented statewide;

+ Messaging to not be diluted because the campaign
is spread across too many markets and nat enough
information is being concentrared in one area;

+ Key barriers to be better understood and

addressed; and
* Contained, measurable results to be caprured.-

However, due to the activities being requested {PSAs
and partnerships), if we were to limit our outreach to
ane or two test markets, we would also be limicing our
ability to achieve results — number of PSA placements,
types of partners that can come aboard, i.e. statewide
organizarions.

Multi-Pronged Approach to Outreach Activities iz

Because of this, we are proposing a statewide program;,
realizing that ideally there would be more funding
available to really sarurete the state with this message
over and over again rhrough muldple communication
vehicles. We consider our activities Phase 1 of whae swill
hochﬁlly become an ongoing campaign rhar will gain
momentum and, ultimately, bust che 3,000 mile mych.

Strategies

For the purposes of rhis proposal and, to ensure a
cohesive campaign, we are going to focus on the *3,000
Mile Myth” for both target audiences. Secondarily,

we will add in the proper disposable message for the

DI Yer without watering down the primary message

for the general motoring public. It is also important

ta note that key members from the research eam that

~ conducred the “Busting the 3,000 Mile Myth” study for

the CIVW/MB will play an integral fole in the campaign

development and measurement components,

The following communication strategies will be urilized
in developing and implementing che campaign:

+ Develop unifying theme that brands the
campaign — Our team will develop a unifying
themeflook and feel based on research conducted in
order to help *brand” the campaign and make it
recognizable amongst our rarger audicnces.

+ Leverage credible, third-party allies —
Providing messaging through credible sources such
as auro manufacrurers-and car dealcrships ar the
point where matarists are secking an oil change
and/or looking inta other maintenance activities for
their vehicles will be important. However, there
will be enticies that do nor wanr the 3,000-mile oil
change recotnmendacion challenged and they may
chouose to heighten their messaging. By parmering
with trusted organizacions, the state can deliver a
powerful and believable message.

"

Utilize social marketing strategies/theories —
As oudined in detail earlicr, our ream will
implement a sacial markecing approach scarting
wirh raising awareness. [t will be important thar
the theories and strategies oudined within chis

3 To the Greates! Extent Possible: Do-if-Yourselfers and the Recovery of
Used O and Fitters {October 2005)
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approach are adhered to in order to fully
understand whar tactics work best.

* Use a variety of communication channels to
offer a 360" approach — While the RFP calls for
PSA creation/distribution and parrnerships only, we
believe it will be important to make sure that our
targets are reached chrough other, credible rouch
points. This approach works on the premise thac all
cffores must work together in an inregraced fashion
to ultimately morivate behavior and affect real
change. So, for example, we recommend reaching
the target audience not only through PSAs and
partuerships, but alse through media relations,
digital influence, and paid advertising for OOH
should more funding become available. This way
the target audience is reached multiple ways and
multiple times. Also, using rhe mediums rhat each

- rarger group relies upon most will be imporranr, ie.

DiYers/SMTs (radio and TV).

* Ensure campaign is relevant — [r will be
imperative that the campaign resonates wich all our
target audiences. Simply translaring information
into Spanish will not suffice; therefore, we will

“transcreate” informational marerials. Additionally,

we are trying to reach both men and women.
Through focus group testing, we will uncover
which messages and dpproaches resonate best with
each audience and if there is an approach that can
reach both equally as wedl,

D1. Work Plan

While this work plan outlines scveral strategies and
activities for achieving the goals of this campaigti, our
rearn will want to collaborare wich the CINVMB furcher
to rehine the plan and areain approval. As outlined

in the timeline, the firse weeks of the conrrace will be
dedicated to conducting a kick-off strategy meeting,
revising the plan and updating the timeline, as needed.
Based un the research conducted (Task A), addirional
changes to the plan and rimeline may be made as well.
A final work plan will be submirtted wirhin 30 days of
award of conrract.’ '

Deliverables

* Updated communication plan and timcline

D2, Partnership Development

Our team will develop key stakebolder partnerships

in order to disseminate the campaign 1nessage,

entist third-party allies and seek experr input for the
campaign. The list of porential stakeholders will include
auto dealerships, auto manufacturers, state agencies

and other rrusted partners. Qurreach efforis to these
entities will highlight potential parmers’ contriburions
to the community and commitment to environmental
sustainability. Partnering organizacions will be publicly
recognized using 2 medium most appropriare for the
arganization. -Such public recognition will reinforce the
stakeholders' commisment to the communiry and to the
environment.

Commirmenc as a tool of behavior change has been
used successfully across a number of studies. Social
psychological research has shown thar making an inidal
commitment can alter the way rhe individual sees
him/herself; and as a result, fucure actions and decisions
are more likely to be consistent with rhe original
commitment. Such an approach will aid us in the
develapment of long-term, sustainable parenerships.

Caltrans
“Don't Trash California”

Ggilvy PR securad more than $1,000,000
in added value via program partners for
this award-winning program,

Porential partners thar we are currently having
conversations with include:

* Department of Motor Vehicles (DMV)

. Burcau of Automative Repair (BAR)

* AAA of Norrhern/Southern California

» California Motor Car Dealer Association

* Bridgestone Corporation

* Auto Business Coalition :

+ California Autnmalls (Elk Grove, Roseville, erc.).
* Universal Techaical Instituce

34 California Integrated Waste Management Board



While the DMV and BAR are prohibited from
providing a partnership lewer in advance of us
being awarded a contract, discussions with their
communication staff appear promising,

Please see terters at the end of this section for
organizarions that are interested in partnering with

the CIWMB on this issue.

ciwms
“E-Recycle”

Ogilvy PR has secured the following retail
partners to distribute information:

Wal-tart/Sam’s Club
Central Computer Systems
CompUSA

Fry's Electronics
OfficeMax

Radio Shack

Target

Key activities t¢ include:

* Development of a partnership plan including
prospective parrners list, recotnmended promotional
opportunities, and partnership oprions/benehcs

-+ Development ofa partnership markering packer to — -

recruit pareners

* Conducr calls, make presentations, Follow-up.with
all identified leads thar have beqn CIWMB

approved, secure partners

+ Identify and then creare marcrials that partners
would And useful (point-of-purchase displays, fliers,
posters, Web site links, shelf hanger, to name a few
options). Providing informarion o the rarget
audience when they are about to “partake” in
gewring their oil changed or other vehicle-related
maintenance is crucial in encouraging a change in
behavior.

* Develop and implement partnership tracking
mechantsm

Deliverables
+ Derailed parwnership plan
» Partnership agreements and matnrenance

« Production and distribution of parmership
materials and implementation of partnership
activities according to plan '

- Regular tracking report to measure effectiveness of
partnership acrivities

D3. Advertising/Marketing

Ower the last several years, a considerable amount of
survey and focus group research has heen conducred
(and morewill be conducted as part of this pmjccr)-rha%
has identified a variety of motivational factors refaced

to oil recycling behavior and oif change incervals. This
data will provide a wealth of informarion upon which
an effective markering campaign can be developed.
Thar is, rather chan basing the campaign on creanve
intuition abour what we think would be effective, the
development of our marketing pieces will be data-driven
and will take into consideration the currenc atticudes,
perceived barriers, knowledge and motivations of the
target population.

Based on the resules of the “Consumer Behavior and
Habics Study” (Task Ay and recent CI'WMB used oil
publicacions {specifically, “Busting The 3,000 Mile
Myth”}, our ream will develop a series of outreach
recommendarions for boch printfou t-of-home {(OOH}
and radio messaging per the RFP. o

For the creation of these materials, our ream will go
through an established and proven creative process.
Having developed thousands of crearive marcrials

for state agencies, non-profits, foundations and the
public sector, we are intimately familiar wich whav ic
takes 10 develop materials that resonate with multiple
audiences and, ultimarely, help drive them o acrion.
Most recently, our team created award-winning work
for the CIWMB Green Roads and Tire Sustainability

campaigns.

+ Developing the Creative Brief — The firse step
that we take in developing creative materials is
to develop the creative brief. The creative brief
answers itmporrant questions such as: Who are
we talking to? What exactly would we like them

Multi-Pronged Approach to Outreach Activities 5
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to do, feel or remember? What is che single most
mativating message? Why should they believe
us? During this time, our eam would also

he conducting a thorough audit of all existing
collateral macerials.

Developing Key Messages — As referenced
before, during the creative brief process and again
during the development of the crearive platform,
our team delves into what types of messaging will
have the most impact with our selected audiences.
Key themes from the survey and publications will
be incorporated into a series of persuasive messages.
The persuasive messages will combine the identified
themes with known principles of persuasion and
hehavior change.

Creative Development — Following the

approval of the creative brief, crearive platform and

key messages, our firm then hegins the development
of select creative materials for focus group testing.
The inock-itps for princ and ouc-of-home are
provided and include a set-up deseription and

copy of script. Several print/out-of-home and radio
messages will he created and tested (targeting oil
recycling and targering recommended oil change
petiods). Each of the messages will be designed
and tested in hoth English and Spanish.

Focus Group & Pilot Testing — We believe
that testing key messages and crearive elements

is a crucial step in the development of any
campaign. Once messages are finalized and the
creative elements complere, each of the messages
will be pilot tested with a small sample to gauge
the reaction of the target population and o
ensure that the messages convey wha is intended.

. The messages will be tested through focus group

sessions and chrough a small field experiment.

[n the field experiment, a toral of 160 participants
will be randomly assigned to listen to 2 number
of messages (in either English or Spanish).

After listening to the messages, participants will
he given a questionnaire to assess outcomes (self-
reported intentions regarding oil recycling and oil
change intervals). It should he nored that we also
have the results of the owo focus groups that were
conducied in conjunction with the *3,000 Mile
Myth” study.. We understand the creative pieces
developed for this effort may be different, bnt ir
is worth noting and referencing key findings from
this cffort.

Deliverables

Creative brief

Key messages document

Multiple scripts and concepts

* Transcripts/report from focus groups (2)

* Radio PSAs (one :30 and ane :60} in English
and Spanish

Peint/OOH PSAs in English and Spanish

.

D4, Distribution

Print and out-of-home PSA distribution will be led hy
MediaLine Communications. Currently, MediaLine
is working with Ogilvy PR on the e-recycle program
and, to dare, has successfully parnered radio and TV
PSA placement valued ar more than $2.5 million in

-equivalent advertising doblars.for. cReyclc.org throughour .

Caliﬁ)rnia.

Drawiﬁg from an existing darahase of PSA-using media,

MediaLine’s activity will include outreich to pring,
OOH and radio on a statewide level. If appropriare, the _
messaging will be made available to national print media
as well, an effort thar our ream has seen dramatic success

with'in the past (ClimateStar campaign, among others).

Specific activities 1o include:

Dcve.lup a targeted list of print, OOH and radio

oppertunites reaching California motorists;

Provide experr input and guidanes a3 needed in the

creative process of pring, OOH and radio PSAs;

Crearte outreach pitch letters and other marterials
expedite communication with rarget media outlets;

Produce professional quality dubs of the radio
PSAs for diseriburion in mulriple formars (CD,
MP3, erc);

Negotiate opporcunities with umbrella
organizations ranging from ourdoor space sales
organizations and radio conglomerares to
publishing houses on a local, starewidce and,
when appropriate, national level;

Actual physical distribucinn of PSAs to media
outlets, including multi-formar delivery and-al}
fo]low-lip dia]()guing;

California Integrated Waste Management Board



* Track che pickup and L;Sagﬂ of spors;

* Prepare monchly reports and analysis of the usage
and estimated value of PSA placements; and

* As needed, explore and make recommendations
regarding discounted outdoor paid advertising
placements.

Deliverables

+ Monthly PSA reports outlining placement
and value

Additicnal Recommendations

Our team recommends conducring the following--- -
activities in addition to those outlined in the RFD

MapQuest Advertising

According to a 2004 Pew [nterner & American Life
survey, 84 percent of Internet users search for driving
directions online. We believe that developing banner
ads and placing them onto MapQuest’s direction page
will be an innovative means of reaching a large segmenr
of our targer audience right before they. ger in their

- car to travel. Often motorists will conduct car repairs

right before taking long ¢rips; therefore, chis “reminder”
ad would rarger California drivers when they arc
thinking about conducting vehicle maintenance. We

-would recommend having the banncr ads run during

heavy travel periods such as 4th of July, Labor Day,
Thanksgiving and ski season. The ads would alsa
appeir on the printed page of the directions. Having
conducted similar effores for other clients, we know
that the CIWMB should be able to gcncratc tnore than
four million impressions.

Media Relations

Working with the news media is ane of the best ways
to communicate with the public, because it 1) is highly
credible and 2) it is a cost-effective means of reaching
large numbers of people. Additionally, working with
targered media, which serve specific popularions, is

a means of focusing the campaign to achieve specific
objectives. In a 2003 poll conducted by Bendixen

Multi-Pronged Approach to Outreach Activities 07

& Associates called “Ethnic Media in America: The
Giant Hidden in Plain Sight.” it was discovered tha

87 percent of Hispanic adules access Spanish in-language
television, radio and newspapers on a regular basis.

Our campaign will Include rhe following:

. Dwelopﬁent of appropriate media materials,
inciuding the following in-language items:

- Sranidard press kit (ro be railored as necded)
- Columns/guest opinion arricles

+ Conduct quartetly media outreach to generate
stories, including:

- ldentificarion of appropriate reporters/editors,
introducrory meetings
- Development of an editoriat calendar for targeted
outlets, ourlining regular media srory ideas,
angles and submission dares to ensure:
» Online placemnents
» Placement of feature articles
* Opinion edirorials
* News articles/stories
- Track and evaluate coverage based on quantity
{audiences reached), quality {content of stories),
and cffectiveness {puhlic response o coverage)

+ Sample media targets would include:

- San Francisco Chronicle — The Sar Francisco
Chronicle is the largest newspaper in northern
California and the second largest in che western
Uniced Scaces. It is a regional, daily nocwspaper
with circulation that stretches from the Oregon
border to Santa Barbara and includes Silicon
Vall:y, with a circulation of 386,564, Ogilvy PR
will pitch Michaet Taylor, Chronicle Auto Ediror.

- San Diego Union Tribune — The San Diego
Uniogn-Tribune is a daily newspaper wuted as
“San Diego Counry's largest newspaper.” The
Union-Tribune offers comptehensive news and
features of local bappenings and the regional
husiness economy. It has a circulation of

304,334

Ogilvy PR will pitch Mark Maynard the
Automotive editor of the Union- Tribuue.
Maynard also has a blog on the Union-Tiibunes
Weh site that deals with automobiles. Heis
interested in new products, aftermarker,
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technology, vintage automobiles and repairs.
He wants to see more stories abourt peaple in
the automortive industry or abour a unique
presentation of a new vehicle.

- San Jose Mercury News — The San Jose Mercury
News is a daily newspaper covering Silicon Valley,
CA, including Sanca Clara Counry, Southern
Alameda County, Southern San Mateo County
and Scoces Valley. This paper has a oral
circulation of 228,880.

Ogilvy PR will picch Mart Nauman. Nauman is
editor of the Drive section, which features new
modei reviews, automotive maintenance advice,
an auromotive-related events calendar and
consumer-related trend stories. He is interested
in stories that depicr the effect auromobiles have
an lifestyles and. he is interested in automorive_
trends, products, consumer interests and safety.

- Los Angeles Times — The Los Angeles Timesis
a general interest daily newspaper char covers
regional, national and incernational news. There
are also regional cditions of the paper for specific
coverage areas. This paper has a circulation of

815,723

Ogilvy PR will pitch Ralph Varrabedian.
Varrahedian is the author of the Los Angeles Times
“Your Wheels” column.

- Sacramento Bee — The Sacramento Bee is
& general-interest daily newspaper for the
Sacramento area. It covers local news and

- business, as well as local and regional
enterrainment, sports and lifestyle. This.
paper has a circuladon of 273,609,

Ogilvy PR will picch the Sacramento Bee's
“Click & Clack” calumn written by Tom and

Ray Magliozzi in the Wheels section. Ogilvy PR

will also pitch the section’s editor Mark Glover.
Glover is interested in hyhrid vehicles and
incentives for using them, gas prices and
consumer-buying trends. Afiér-market producrs
are also of incerest, and he'll talk ro anyone who
has expertise on national trends related to
automotive technology and products.

+ Generate radio and TV talk show placements.
Our work an behalf of the CIWMB's e-recycle
campaign has secured CIWMB spokespersons and
third-parey allies on a variety of shaws (sec below
partial listing):

- KBIF-AM (Fresno) - "Morning News Show”

- KHTK-AM CBS Radio {Sacramento) - “Today's
[ssues”

- Access Sacramento Radio {Sacramento)
“Gatewood and Farrow™

- Access Sacramento Radio {Sacramiento) “Capital
City Radio”

- KQKE-FM - (San Francisco) “News Program”

- KCBQ-AM (San Diego) “Viewpoine San Diego”

- - KPPZ-AM {San Diego} “Viewpoint San Diega”

Far this campaign, we would do the same and seck o

- place key spokespersons on relevanc TV and/or radio

talk shows.

Deliverables

* Press kit and media materiai development
_* Onpping media calendar and placement
* Media analysis report evaluating the level, quality
and impact of earned inedia efforrs

D5. Measurement -
The effectiveness of the marketing effores created as

part of this-outreach will be systematically evaluared
using valid sampling techniques. The primary purpusc

" of the evaluation component is to determine whether

consumers have heen exposed to the campaign 1nessages
and whether shey are in the process of or have changed
their behavior as a resule. While chere are many ways tw
conduct a valid assessment (intercepe surveys, conerol
markets), for the purposes of this efforr, we recommend
implementing a random-digital dialing phone survey,

Random Digit Dialing Survey

Following the dissemination of the PSA and print media
messages, our team will conduct a random-digit-dialing
survey of 1,000 mortorists drawn from across the stace.
Surveys will be conducred by Interviewing Services of
America using rechniques and izems similar to those
used in the “Consunier Behavior and Habics Survey”
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(Task A). The telephone surveys will be conducred with
both English and Spanish-speaking motorists. Previous
research suggests chat approximately 19 percent of
California motorises are DIYers. As a result, we expect
thar approximately 190 of the surveys will he conducted
with do-it-yourself oil changers.

Because of the nature of PSA placement, we do not
know ahead of time which markexs will air che inessages.
However, we do know thar the messages will air in

some markets more than others. As a resule, we will use
the random placement as a means to define the “PSA- ‘
exposed markets” and compare respondents in each
exposed market with those in non-exposed markets.

The satﬁple of 1,000 will compare “targec” communicies

{where the messages aired) and demographically-similar
communities thac did not air the PSAs {control). With
1,000 surveys in total, we will be able to-assess overall
market penetrarion, and also establish reasonahle
canfidence intervals and cests of statistical significance
for the impact of the messages. The DIY sample will be
notably smaller {estimared 95 in cach sample). While

Activity Summaries — An activity sununary will
be submitted at the beginning of cach month for
activities ennducred the month prior. The activiry
summary will accompany an invoice and will
outline key successes.

Work Plan Tracking and Management —
The following activieies will take placc'on an
ongoing basis:

- Conducr internal/external work plan and
strategy meetings

- Budger tracking

- Managemenr and direction to all subeonuracrors

- Tracking of woik plan activities

- Ongoing strategic counsel

Creation of Final Report — our ream will
document all-ativities and key benchmarks
[hroughour the campaign in order 10 anﬁpi]c
a comprehensive final repore.

the smaller sample size will not provide the same level of  Deliverables

statistical powet, the sampling procedure will ailow for
an overall assessment of message impact.

[n addition to relevanr irems from the “Consumer
Behavior and Habits” survey {e.g. self-reported behavior,
artitudes and current perceptions abour oii-change
intervals), the post-intervention survey will include
additional items cthar assess various aspeces of the specific
marketing materials such as whether or not people saw
or heard them, where the messages were seen/heard,
how motivational they were perceived to be, and other

related irems.

B.6 Reporting,

As requested in the REP every three months our team
will provide a written update and every six months,

as requested, we will make a presentation. Addidonal
activities will include:

* Monthly Reports and Meetings — Ogilvy PR
recommends meeting with the CIWMB monthly
to review activities, facilitate communication and
ensure the work plan is on track and generating
resules. Weekly calls to touch base are also
recommended.

Multi-Pronged Approach to Outreach Activities

Weekly status update calls

Monthly in-person meetings

Written updates every three months
Monthly summary reports and inveices
Presentation che CIWMB every ¢ months
or as requested _

Final report summarizing cvaluartion cffores
and highlighting key successes




Men-fundad Expert
Recommendations

Digital Influence/Social Media Campaign

Sodial media is conversational media in all its interactive
forms including rext, video and spoken words —
whether face to face, over the Internet, over the airwaves

or via mobile technologies such as iPods and cell phones.

Ogilvy PR believes that making sure the campaign
message gets out to motorises cthis way will not only
create “buzz” buc create greater awareness among key
portions of our rarget audience.

According to a Pew lnrernet & American Life Project
2006 study, 65 percent or abour 92 million aduits

use the Internet on an average day. Because of chis,

we believe chat developing a comprehensive “online
campaign” would greaty benefit che CIWMB. The
geal of the online campaign would be to drive visits to
a newly created micro site (hosted within the CIWMB
site). Several online marketing activities would be
implemented to drive traffic and raise avareness
including: keyword advertising on Google targeted
towards California audiences, advertising in California
specific blogs, direct outreach to influential bloggers and
paosting of a video version PSA to sites such as YouTube,

TV Spots

Our team believes chat chis message would be

well received if it could be created asa TV spo.
Additionally, our team has had great success in gerting
TV PSAs placed throughour California and the lead

time is often shorter than for print.

fnnovative Paid Media Qptions

[fadditional funding became available, Ogilvy PR
would recomnend conducting a paid campaign: Paid
media allows us to target when and who hears our
messages. It provides greater.control and can help
jumpstart a new campaign due to its mass audience
outreach. While we would recommend radio and TV,
other mediums that we believe would support this
campaign include:

Gas station advertising — Be it gas pump toppers
or mult-media (TV) informacion, advertising at
fuel stations delivers entertaining and informarive
content o motorists while they refuel.

* Retail Advertising — Ogilvy PR belicves that
partnering with On The Sceie Productions {OTSP)
would be another way to reinforce the campaign's
message to consumers, OTSP reaches and engages

consumers while they are shopping in the world’s
largest retailers. Most people spend an average of
five w0 eight minuces in line ac stores where there’s
nrothing else to fook at other than reading the back
of 2 magazine or a candy package.

The OTSP nerwork includes both breadcasr and
interactive programming that advises and entertains
shoppers and delivers more than 250 milion
viewers every month, and the interactive necwerk

"delivers more than one million product previews

every day. The OSTP nerwork is strategically
placed throughout the stores of many of America’s
premicr retailers ineluding Wal-Marr, Besc Buy,
Circuit City, Sam’s Club, Costco, ShopRite,
Pathmark, Shaw’s, jcwe]-OsCo' and Albertsons.
Under the e-recycle section of this proposal, we ace
recommending partnering with Wal-Mart stures.

Focus Groups — Our team would reconunend
conducting additional focus groups if more funding
becomes available. While we will be conducting
two focus groups (English and Spanish), conducting
twa additional groups in each language is oprimal.
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Used Qil & Oil Reduction Outreach Timeline

Kick-off mecting
Finaitze work plan
Message‘creative devalopment

Develop partnership packets
and media materials

Coaduct feous grougs
Creative development
Laurseh 2arseign
Immglement all aspects:
2SA distribution
- Partnerstip developrment
» Farned media
- Digital influence
Renorrng, including:
- Weekly calis/status reparts
- Monthly sctivity stmmanessinveices
» Written updates every three months

+ Precentaticn to the CIWMB every
S months

P5A placement continued

Farned media piacesnent continued
Digital influence continued
Parlnership activities continued
Tracking poll conduciad, {includes
crafting guestionnaire, implernantation
and aralysis

Reporting, incdluding:

« Weekly calls/status reports

YWritten updates every three maonths

Presentation to the CIWMB every
six months

Final report and tracking polls results
submitted

o 2 r35s

Note: if tha CIWMB wants to incorparate all findings from the general the campaign within 2 months of contract award. The above also
survey (Task A}, the above timeline should be pushed back to reflect reflacts Ogilvy PA’s recommendation te condense the timeframe in order
when the findings from Task A will be completed (within first 90 days to “saturate” the market mare intensely for a higher awareness rate.

of award of contract) The abave reflects the CIWMB's desire to launch This timeline is flexible-can be changed per the CIWMB's disection.

Multi-Pronged Approach to Outreach Activities
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: Ms. Beverly Kennedy

Ogilvy Public Relations Worldwide
2495 Natomas Park Drive, Suite 630
Sacramento, CA 95833

May 22, 2007

Dear Beverly,

On behalf of BFS Retail & Comumercial QOperations, LLC (BFRC), this letter confirms that our company would be
interested in partnering with Ogilvy PR should your agency be awarded the California Integrated Waste
Management Board (CIWMB) used oil recycling and oil reduction public outreach campaign. BFRC is the retail
arin of Bridgéstone Americas Holding Inc., whose parent company, Bridgestone Corporation, is the largest tire and
rubber company in the world. ‘

BFRC is dedicated to driver safety and works closely with a variety of groups to advance this concern. Propertire
and vehicle maintenance is an important and often-neglected function with potentially serious implications for both
drivers and the environment. Currently, our tire and vehicle safety campaigns suggests customers check their
manufacturer's manual for maintenance guidelines, just as CIWMB recommends checking the manuats for the
recommended mileage for vehicle oil changes. We feel this is the best way for motorists to learn current and
relevant information for their vehicle. '

BFRC is willing 1o helb CIWMB’s educational efforts by various means and looks forward 1o discussing this
opportunity. in detail. We appreciate the opportunity -to partner with CIWMDB. and support vour cfiorts. .

‘Regards,

Vicky Condell
Director, Public Affairs
BFS Retail & Commercial Operations, LLC







Organization

Founded in 1980, Ogilvy PR is a full-service agency
with ofhices in-more than 60 cities around the world.
The firm is headquartéred in New York and is wholly-
owned by WPP Group, one of the world’s l'argest
communicatiens bolding companies. '

History

Ogilvy PR is a top-ten agency thart specializes in
managing comprehensive public education campaigns
designed to raise awareness, change attitudes and
motivate individual and socteral behavior change.

Over the years, we have developed dynamic, award-
winning campaigns on behalf government agencies.
Because of this, we understand that successful social
marketing does not rely solely on public education to
meet its goals. It must be 2 comprehensive approach,
addressing motivators and incentives to adopr change;
idenrifying and neutralizing obstacles or batriers to such
change; and developing community-wide pressure to
reinforce the desired behavior, which is the only way

to affect a shift in general social norms.

In additien to our streng social marketing
qualifications, our firm brings a wealth of expetience

‘in chieenvironmental arena. Qur téam specializes in

creating and implémenting strategic communications
programs for complex projects that have an impact on
their surrounding environment and require extensive
stakeholder autreach and public or resource agency
involvemnent. From e-recycling to conservation,
infrastructure planning to water quality, from pesticide
management to renewable energy, and remediatien to
resource management, we have a deep understanding of
environmental issues and how they translate to public
policy and public action.

Please see a detailed rimeline at the back of this binder
for our historical accomplishments.

Ogilvy PR Accolades

Ogilvy PR has received numerous awards for
outstanding work and creative excellence.

Agency of the Year, 2000

— The Holmes Report

Agency of the Year, 2001

— PR Week

Network of the Year, Asia, 2002

— PR Week )
International Agency of the Year, 2003
— The Holmes Report

in 2005, our Social Marketing Practice was - -
rated "without peer” by The Holmes Report’s -
Agency Report Card. Additionally, Ogilvy PR
received the highest score for the followin
question in PR Week's 2006 Agency Excellence
Survey: “Who would you hire as your next
agency?” o :

Location

Ogilvy PR/California will take the lead in servicing

Sacramento at the following address: 2495 Naromas

VPark Drive, Suite 650, Sacramento, CA 95833,

Organizational Chart

Please see our erganizational chare on the following
page. Bios for tcam members can be found in the
Qualifications and Resources Section.

Conflicts of Intarest

Ogilvy PR has no known conflicts of inrerest wich

the CIWMB.

Multi-Pronged Approach to OQutreach Activities



Qrganization Chart
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Qualifications and |

Ahout Ogi}yy po - California Integrated Waste Management
Board -— [n the mid 1990s Ogilvy PR conducted

_ a comprehensive formative research project about
proper disposal of used motor oil on bebalf of the
CIWMB. Since that time, our firm has been
working wich the CIWMB on three ather projuats
including the award-winning Green Roads and Tire
Sustainability campaigns. Additionally, we are
currently managing the e-recycle campaign which,”
ro dare, has gencrated more than $2 million in PSA
placements and has resulted in partnerships being
formed with the following retailers: Wal-Marr,
CompUSA, RadioShack, Central Compurer
Systems, Fry's Electronics and OfficeMax. -

Ogilvy PR is one of California’s leading public relarions
agencics in 'conducring public education, social
marketing and involvement programs for hoth public
and private sector dients in the environmental arena.
We specialize in developing and implemenring strategic
communication plans and creating rargeted messages -
tailored to reach mainstream andfor hard-ro-reach
audiences.

Our firm has had considerable success in developing
and implementing programs for a variery of clients

Management Board (CIWMB), Marin Municipal . . : .
Water District, Sacramento Regional County Sanitation California Department of Transportation
District, Water Forum, California Rice Promotion . — Ogilvy PR designed and managed the starc’s
Board, CALFED Bay-Delta Program, U.S. Army ‘premier storm water polluti'un prevention efforr
Corps of Engineers, East Bay Municipal Utility Diserict, — Don't Trash California. We lalfnchc‘d this-
Sacramento Area Flood Conurol Agency, U.S. Bureau statewide public education campaign with private

of Reclamation, Souch San Joaquin Irrigation District sector support from such prestigious partners
and Pier Pass, to name a few. ’ as Enterprise Renc-a-Car, Jiffy Lube, County of

: Los Angeles Department of Public Works and
Speciheally, Ogilvy PR provides the CIWMB with an Keep California Beautiful. This award-winning
- campaign included extensive stakeholder outreach
and local government involvement which was

-

impressive track record of resules with demonstrared

expertise in managing complex campaigns designed to:
: i critical o its success.

* Raise awareness abour a problem, product or issue

+ Changg artitudes abour a situation

» Motivate change in personal behavior ateributed

County of Los Angeles Department of Public
Works — Ogilvy PR designed and managesa  _
muubti-year regional public educadon campaign
designed to help the County meet federal permit
requirements to reduce storm water pollution.

to the “problem”

[n short, we undersrand how ro caprure people’
attention and move individuals to raking the desired
action needed,

This comprehensive efforr includes conducting
husiness Best Management Praceice workshops
in conjunction with puhlic works stafl; and

Our clients include federal, state and local government collaborating with regional environmental
agencies with goals of managing public invelvement organizations to promote public awareness.
programs to meet NEPA/CEQA requirements;

managing puhlic education programs to meet NPDES

.

Sacramento County Regional Sanitation
District — Ogilvy PR designed and manages the
District’s efforts o reduce mercury pollution in the
regional watershed. The “Mercury Free” camspaign
inctudes collahorarion wich area businesses, local

permit requirements; conducting social marketing

programs to meet federal or state goals; and managing
comprehensive markering and public affairs programs
to improve community healch and well being. We are
particularly proud of our work in these areas, as cach governments and the media to encourage proper
program has delivered measurable results well beyond

the goals and expectations. Consider the following:

dispasal of matertals conmining mercury.

Multi-Pronged Approach to Outreach Activities Ew



i
1
i
i

* Water Forum — Ogilvy PR designed and managed
the [ong-term strategic communications program
thar helped facilicare success for this interest-
based planning effort. Mote than 400 elecred and
appointed officials eventually racified the Warer
Forum’s regional warer plan for the American River
Watershed, making this one of the country’s most
successful pubtic affairs programs to dare.

We are effective program managers, offering intelligent
and creative approaches to geuting cthe job done. When
necessary, we are also aggressive problem solvers. Qur
clients describe us as incredibly responsive, easy ro work
with and successful in delivering measurable results.
Additional services we provide our clients include:

Media Relations — The news media is more complex
than ever, making it necessary ro direct media relations
efforts wich pinpoint accuracy to reach trger audiences.
We work successfully with the stare’s diverse ethnie,
community, online and mainstream media, as well as
with the trade and specialty media railored to specific
stakeholders. We provide training ro help clients be
comfortable and successful working with the news
media, and we monitor all efforts to ensure accuracy and
completeness in reporting,

Social / Digital Media — We specialize in designing
and moniroring the digital world to reach our target
audiences. We undersrand thar social media is the new
frontier in reaching an ever growing and busy public.
From blogs to [M to enline advertising, our team can
creative innovative ways to get our clients IMessages

heard.

Project Maniageément — Ogilvy PR has a fong
history of managing complex government programs
designed to deliver measurable results — on time and
on budget. Our projecr management experrise includes
accurare record keeping, accounting, information
tracking, netification and securing approvals, and
working collaboratively with our clients ar every stage
ofa program. We have the capacity to oversce mulriple
projects in various.phases of development — ensuring
thac all program elemencs are working rowards che same
overarching strategic communication goal.

Strategic Communication Planning — We use
formacive research to develop a comprehensive plan,
and build evaluation measures directly into the
campaign strategy, We undersrand chat a successful
communication campalgn supports a Company’s

business plan and we work with our clicnts to develop
plans char identify challenges and barriers as well as
opportunities and innovative approaches.

Public Involvement Programs — Ogilvy PR excels
in involving the publicin the process of making
decisions that will affect rtheir lives and communicy;
and in meeting state and federally mandated public
involvement efforts.

Diversity Outreach and Multi-Cultural
Communications — Ogilvy PR has impressive
experience collaboraring wirh ethnic communiry leaders,
advocacy organizations and che news inedia to ensure
that information is cubturally relevant, linguistically
accurace and suceessfully disseminated.

Formative and Evaluative Research — We manage
every step of varigus sesearch cfforrs dcsign_(_:d o inform _
strategic communications planning, measure success,
and to evaluate and publicize public awareness, artitudes
and opinion. We use boch formal and informal research
techniques and often oversee research conducted in
multiple languages.

Special Events Coordination — Ogilvy PR has the
experience and expertise necessary to coordinare special

" events of any type, from those designed to garner media

atrention ro ncighborhood evens dcsigned 1o Improve
COMMUIRLies,

Partnerships and Sponsorships — We have a

serong erack record of creating beneficial public/privace:
parcnerships on behalf of governmenr and-not-for-profic
clients. Tdencifying private SECCOr PATTNCts ro provide
support through monetary or in-kind contnbunom can
be vital in leveraging efforts.

Sports Marketing — Ogilvy PR has worked with
every professional sports team in California to suppore
government-based public educadion campaigns. We
have developed numecrous innovarive campaigns for our
clients to effectively reach warget audiences and senerare
an unprecedented rerurn on invesrment via pacenerships
svith sports teams,

Community Relations — We have special expertise in
forming and nurturing positive relationships berween
an organization and its communities. We work with
community-based organizations, local associations

and advoczcy groups to creare awareness, build
collaborarions and deliver resulcs.
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Creative Studio — Our award-winning Creative
Studio has decades of work experience in the
development of campaign materials to suppore public

education, social markerting and public affairs programs.

Ogilvy PR boasts more than 50 in-house art directors,
designers, writers, editors and broadcast specialists.
Qur specialties include: '

* Public service campaigns including video, print,
online and radio components

+ Specialized media placement

+ Marketing campaigns

+ Internal or stakcholder communications materials

+ Direct mail campaigns

* Turnkey education, training or media kits

* Brochures, annual reports, informarional marerials

+ Web site development; Internet monitoring and
research

* Brand/identity development/cofporare packaging

* Advertising campaign marerials and components

Multi-Pronged Approach to Outreach Activities i |
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The Ogilvy PR Team ourlined here provides the best
possible hlend of skills, talent and experience ro meer
preject goals. This eam includes some of the country’s
most respected social marketing experrs, creative

staff and envirenmental experes. Our team members
have a proven track record in Web site creation, PSA

" creation/placement, pannership dcvclopmcm, securing

media stories and implementing multi-faceted research
projects. We believe that the syneigy provided by

this arrangement will provide the CIWMB with a
comprehensive and creative approach that is unmarched.
This team has successfully worked together previousty,
and has developed award-winning, multi-faceted
campaigns for acher California stare agencies.

Ogilvy PR Resumes

Beverley Kennedy
Executive Vice President

Knowledge and Experience

Beverley Kennedy oversees Ogilvy PR California’s Social
Marketing Pracrice specializing in managing public
awareness and social marketing campaigns for Jocal

and state government agencies. She excels in creating
multi-facered, multi-cultural, branded campaigns aimed
ar educating consumers on a variety of access, health and
lifestyle issues.

During the past 12 years, Beverley has overseen a
mulritude of award-winning campaigns for her chient
base and is currently che senior advisor for the California
Integrated Waste Management Board, California Office
of Traffic Safery and the California Highway Pacrol.

Beverley has an in-depth understanding of how to
educare and create positive behavior change among
diverse populations and has extensive experience

in crearing fully integrated campaigns consisting of
community eutreach, public/private partnership

- development, media relations, message/brand

development, research, special events and advertising
efforts.

On behalf of the CIWMDB, Beverley oversees three
campaigns including rhe cire sustaimability program,



e-recycling campaign and the Green Roads campaign.
Suceesses achieved on behalf of the CIWMB for these
programs include:

* Green Roads — Meering with more than 63
jurisdicrions {goal was 40} o increase recycled-
content product use;

* e-Recycle — Garnering more than $2 million in-
value for PSA placements and establishing key rerail
partnerships with organizations such as Wal-Marc

and CompUSA; and

* Tire Sustainability — Developing a partnership
_ with the Rubber Manufacturers Assocaiaton (RMA)
and Les Schwah to promote tire susrainabiliry.

A primary example of Beverley’s ahility to manage

a multi-faceted campaign is her work conducred on
behalf of the California Center far Teaching Careers
(CalTeach). As senior counsel, Beverley was responsible
for providing strategic direcrion and running this $17
million, multi-year, mass media teacher récruitment

. campaign that was conducted in more than 15

languages. Beverley and her team were responsibie for
overseeing a multi-million dollar media buy (television,
radio, pring, internet and thedwre), research activicies,
partnership development, media relations effores,
community and ethnic outreach activities.

Ogilvy PR, under Beverley’s leadership, generated more
than 268 million advertising and media impressions,
increased calls co CalTeach’s 1-888 number by 178
percent and arrained more than $4.1 million in added
value through media partnerships and corporare
sponsorships, Most importanty, 17,000 new teachers
were recruited for the state of California’s schools (goal
was 10,000).

I addition to the award-winning programs referenced
above, Beverley has worked on a myriad of other social
marketing and advertising campaigns including: New
Melones Reservoir, Sacramento Area Water Works
Association, County of Los Angeles Department

of Public Works, Contractors Stare License Board,

. California Department of Justice, California

Department of Insurance and the Medical Board of
Californta, to name a few,

Prior to joining Ogilvy PR, Beverley worked as a
Community Director for the March of Dimes Birth
Defects Foundation where she was responsible for fund
developmenr and special evenc planning.

Education and Licensing

Beverley has a bacbelor of arts in cominunicarion
studies and a minor in business from California State
Universiry, Sacramenro. She is the pasr presidenc for the
Sacramento Chapter of the Public Refations Sociery of
America {PRSA) and in 2001, she received Ogilvy PR’s
prestigious Chairman’s “Vision & Values” Award for

adhering to Ogilvy PRs high standards of excellence.

Tasks to Perform and Hours Allocated

Beverley is the senior project manager responsible

for strategy, oversight of all program elements and
regular client inceraction. She has heen designated for
180 hours.

Betsey Hodges
Account Diractor

Knowledge and Experience

Betsey Hadpges is an account director with Ogilvy PR.
She has more than six years experience developing

and implementing comprehensive public affairs and
public relations programs, including activities such

as media and community relations, public education
and outreach, research and analysis, ally recruiement,
coalitien building and grassroots mobilization. Betsey's
currene responsibilities include:

* California Integrated Waste Management Board
(CTWMB) — Betscy currently serves as che project
manager for the CIWMB's E-Recycle Consumer
Educadion Program. This comprehensive campaign
hias seen greac success since the program began.
Key accamplishments include significant media
arcention generated from four kick-off press events
held througheut the stare as well as activiries
surrounding Earth Day. The program has also
garnered more than $2.5 million in value for PSA
placements and established key retail paruserships
with arganizations such as Wal-Mart and

CompUSA.

+ California Office of Traffic Safety (OTS) —
Bersey currently serves as the project manager for
this account, overseeing the ongning
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implementation of a multi-faceted traffic safery
campaign. Campaigno highlights include obraining
earned media coverage, in-kind support and
sponsorship values. This account targets hard-to-
reach audiences such as reenagers, young adufts and
Larinos.

Prior to joining Ogilvy PR, Betsey worked at APCO
Worldwide where she managed public affairs projects
for clients on a wide range of issues, including
environmental regulation, international trade, consumer
privacy, healch care and technology. Clients consisted

of private companies, trade associations and nen-profit
organizations.

Previously, Betsey worked at KCRA-TV Channel 3
{(NBC) in Sacramento where she coordinaced research
and investigated news stories. Betsey also gathered
footage and assisted reporters in the field.

Education and Licensing

Betsey received ber bachelor of arts in rhetoric and
communication and a minor in political science from

the Universiry of California, Davis.

Tasks ta Perform and Hours Allocated

Betsey will be the depury project manager responsible
for oversight of all projects, daily collaborartion with the
client, and oversight of all subcontractors and vendoss.

She has been designared for 532 hours.

Rachel Hobler Manke
Vice President

Knowledge and Experience

Rachel'Hobler Manke has an in-depth understanding of
how to formulate and implement social marketing -
campaigns that educate target audiences and create
pusitive behavior change among diverse populations.
During the past 10 years at Ogilvy PR, Rachel has
implemented award-winning campaigns for numerous
clients. In 2001, Rachel’s team won Ogilvy PR’s
Professional Achievement Award for their work on the
California Center for Teaching Carcers account, Most

Multi-Pronged Approach to Outreach Activities ' o

recently her team’s work on a tire sustinability campaign
for the California Integrared Wasre Management Board
wor top honors at the Sacramento Ad Club’s annual
Addy Awards for their retail point-of-purchase matcerials.
The campaign also received a special Sacramento Ad
Club award from Prosper Magazine for best business-to-

business program for their Green Roads campaign.

On behalf of the CIWMB, Rachel manages the day-
to-day straregy and implementation of nwo campaigns
inélﬁding the rire sustainability program and the Green
Roads campaign. She also lends strategic support to
the firm’s work on CINMDB's e-recycling campaign.
Successes achicved on hehalf of the CTWMB for these
programs include:

* Green Roads — Meering with more than 63
jurisdictions to increase recycled-content product
use (goal was 40);

* Tire Sustainability — Developing a parcnership
with RMA and Les Schwah o promdie tire
sustainabilicy valued at more chan $40,000.

A primary-cxamplc of Rachel’s ability 1o manage a
muld-facered campaign is the wark conducted on hehalf
of the California Attorney General’s Office, Department
of Justice Elder & Dependent Adule Abuse Prevention
campaign. Working with her team, Rachel led a series
of highly-actended Senior Crime Alerr Communicy
Forums aimed at informing California seniors about
how to protect themselves from fraud, scams and abuse.

These forums included working with law enforcement
and elder services stakeholders to bring wgether
resources to inform seniors abour how toavoid
being a vicrim of elder Anancial abuse. The forums
involved paid advertising, media relacions, direct mail,
collaboration with subcontracrors on ethnic outreach
activities and engoing community ourreach. Rachel
worked closely with Ogilvy PR designers to develop
all forum promotional pieces for TV, radio and prine
outlets. She had complete oversighr of the hudget,
including all projece seaff ritme and hard costs, and she
coordinaced all scope-of-work deliverables to cnsure a
well-timed campaign. '

Berween April 2003 and August 2006, numerous resules
were achieved for the Department of Justice including:
more chan 12,000 calls w the abuse reporting hoding;
$679,612 in advercdsing added value for the campaign;
$581,802 in free PSA airings; placement of more than



160 campaign stories wich princ media outlets garnering
23 million media impressions from media relations
activities and the dissemination of more than 163,117
campaign materials via mailings and events.

[n addition to the award-winning programs referenced
ahove, Rachel has worked on a myriad of other social
markering and advertising campaigns including: the
Den't Trash California campaign for Calerans; Water
Wise Pest Conrrol program for the City of Sacramento
Department of Utilities, the Be Mercury Free campaign
for the Sacramento Regional Councy Sanitation Districe;
and the Care About Quality Childcare campaign for the
California Department of Education, to name a few.

Prior to joining Ogilvy PR, Rachel worked in the Sales
& Marketing Department for Sacramento’s NBC
affiliace KCRA, and performed student ourreach for the
California State University, Chico Internship Office.

Education and Licensing

Rachel has a bachelot’s degree in communicationsand a
mingr in business adminiscration from California Scace -
University, Chico. 'She is a past Board Member for the
Sacramento Chapter of the International Association of
Business Communicators and a former member of the
Society for Healtheare Public Relations and Marketing.
She is also a graduare of the Capiral City Chaprer

of Toastmasters [niernational. Currently Rachel is
participating in Leadership Sacramento 2007, a business
leadership and communicy service program of the
Sacramento Metro Chamber of Commerce.

Tasks to Perform and Hours Allocated

Rachel will lend assistance to the used oil campaign.

She has be¢n designarted for 65 hours,

Christie Schuck
Senior Account Executive

Knowiedge and Experience

Christie has more than five years of experience
developing and implementing social markering and
public pelicy campaigns involving public education,

L¥y
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commnnity outreach, coalition develapment,

event management, media placement, co-hranding
partnerships, web design, on-air advertising and on-line
advertising. Christie’s community involvement and
social marketing effores have won scveral recognition
awards.

During the past year, Christie has had an instrumental
role implemenring a variety of award-winning
campaigns for Ogilvy PR and currently serves on the
following accouns: California Office of Trathic Safety
and che California Incegrared Waste Management
Board’s Recycled-Conrent Materials Marketing Program
and Tire Sustainability Program. '

Successes achieved on behalf of the CIWMB for these
programs include:

* Green Roads — Chiristic is responsible for outreach
efforts o educate key stakeholders and clecred
officials an the Ainancial and environmental benefics
of recycled road produces. She has been inregral to
thC Pr[)gfﬂnl’s Zlhili.t}’ o DPL‘[] dUOl’S Hnd hreﬂl\‘. dU‘erl
barriers to secure meetings with clected officials in
some of Califocnia’s largese jurisdictions. Christie
has secured more than 50 of the 63 meetings in less
than nine months. The success of these meetings is
dircetly impacting this campaign’s overalt success.
Christie has also coordinated several trade shows for
the CTWMB to showease its four key recycled road
products.

= Tire Sustainability — Chiristie works hand-
in-hand with the campaign project manager o
coordinate the campaign’s educarion materials
for chis program aimed at educating consumers,
local retailers, and the media about proper
rire maintenance. Most recendy, Christie was
responsible for developing partersbips wich RMA, -
California Highway Parrol (CHP}, AAA, and
the Bureau of Automotive Repair for Californias
kickofF of National Tire Safery Week. She also
successtully created an opportunity for a live remote
with Fresno’s Clear Channel radio station and
Luts’ Tire Shop. This was an excellent opportunity
during peak drive time to interview key
spokespeople and remind drivers about checking
their rire pressure oice a month. '

Christic also works closely with the California Office of
Traffic Satery. She recently lene support to the National
DUI Crackdown camnpaign, which resulted in national

California Integrated Waste Management Board



coverage for California. She also manages their award-
wining sports markering campaign in efforts to promote
the Click It or Ticket seatbelt campaign and DUIL

prevention messages.

Priort to joining Ogilvy PR, Christie worked at Poreer
Novelli where she managed public affairs projects for
clients ar buth the federal and state level, including
environmental and corporate regulation, consumer
advocacy, health care and land development. Her clients
included: American Plastics Council, American Cancer
Saciety, Coalition for Enhanced Marine Reésources
(CEMR) and Chevron Corporation. Christic is

exeremely media savvy from waorking at the Sacramento

NBC and WB affiliate for more chan two years in public

affairs and sales marketing.

Education and Licensing

Christie has a bachelor of arts degeee in consumer
psychology from the University of California, Santa
Cruz. She has continued her studies in graphic design
from Sacramento City College and public relations from
the University of California, Davis.

Tasks to Perfdrm and Hours Allocated

Christie will be responsible for partnership development
for the used oil campaign. She has been designared for
185 hours.

Felicia Mowl!
Senior Account Executive -

Knowledge and Experience

Felicia Mowll specializes in conducring long-term
media outreach ro rarger narional, regional and local
media outlers. She excels in developing creative angles
to secure media incerest and she is experienced at
organizing large-scale media events as well as managing
media relations programs and teams.

Felicia has overseen internacional media campaigns and
conducred extensive ourrcach for her client hase. She
is currentdy involved in media relacions acrivities for
the California Integrated Waste Management Board,

Mu!ti-Prbnged Approach to Qutreach Activities =E

California Otfice of Trafhc Safety, [neel, Silicon [mage
and FirstRain.

‘Prior to joining Ogilvy PR, Felicia worked as a project

associate with CirclePoint where she was responsible for
managing public outreach programns for California state
and local government agencics.

Education

Felicia has a bachelor afarts in psychology from

New York University, New York. She also received a
certificate of compietion of an inrensive Urban Planning
course from Harvard’s Graduare Scheol of Design.

* Tasks to Perform and Hours Allocated

Felicia will be responsihlc for garnering media coverage.
She has heen designared for 100 bours.

Kris Hansan

Senior Vice Prasident/Creative Diragtor

Kriowledge and Experience

Kris Hanson is creative direcror and senior vice presiden:

for Ogilvy PR on the Wesr Caast.

She has led the Ogilvy PR crearive studio for cight

_ years in the successful implemenrarion of more than a

dozen fully integrated, statewide, multilingual social
markering and public education campaigns. Kris has
developed campaigns focusing on a muldirude of issues
facing Californians including stormwater pollution
prevention, _recycling, teen preguancy prevenioi,

" teacher recrurrment, alcohol and drug abuse prevention,

elder abuse prevention and wraffic safery.

Kris and her team are adepr ar “trans-creacion”

— developing muldlingual creative conceprs that are
culeurally relevant and audience specific. Kris' ream
has garnered more thant40 local, regional and national
awards for achieving crearive excellence.

This past year inctuded the developmentand successful
implenientation of ewo campaigns on hehalf of the
CINWMB — the “Green Roads” campaign received



regional awards for crearive excellence including a
Gold ADDY and the first ever award granted by
Prosper Magazine for the 2006 Quistanding Integrated
Marketing Campaign. The design concept and
producton of the “Tire Sustainability” campaign was
also recognized for creative excellence garnering two

Silver ADDY awards.

On behalf of the CHP, Kris has been working with teen
and “rween” audiences developing in-school curriculum
and school-to-school challenge campaigns related to
trafhc safety issues. Most recently, she re-concepred

and produced the cult elassic “Red Asphalt 5” which is
shown in most driver training classes; she also completed
the “impact” and “Right Turn” campaigns aimed at
seatbelt usage and how to refuse to drive in a car with an
impaired driver.

For the past four years, Kris has led the creative ,
development and implementarion of Caltrans' “Don't -
Trash California” which is a statewide scorm water
pollution prevention campaign. This comprehensive,
public education program secks o curb polluting
behaviors and bas received more than 20 creative
awards. - Campaign elements indlude a multi-lingual
brand identity and tagline, television and radio spots,
print ads, theatre ads, sports marketing and an outdoor
campaign which included hillboards and intcrnal as well
as external advertising on city buses.

Education and Licensing

Kiris holds a bachelor’s degree in communications from
California State University, Chico where she majored

- in comnmunications with an emphasis in graphic design
and fine art. '

Tasks to Perform and Hours Allocated
Kris will bc.rcsponsiblc for providing crearive direction

on all marerials/campaigns. She has been designated for
25 hours.
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John Ewing
Senior Designar

Knowledge and Experience

John is a senior designer in the Crearive Studio of Opilvy
PR, providing design services for print advertising and
collareral design and production. He has been with
Ogilvy PR for nearly seven years contributing his design
skills to many public advocacy campaigns and designing
award-winning macerials for social marketing programs.
John also lends his scenic design and phorography skills
to multiple projects and is proficient in all of the major
graphics software applicarions. '

Currently, John assists an various social marketing
campaigns, including the California [nregrated Wasie
Management Board's (CIW/MB) :1\';':11;d—‘.'.'inning “Green
Roads” and “Tire Sustainability” campaiys as well as
CIWMB’s e-recycling campaign. John also lends his
talents to the Sacramenio’ Regional Counry Sanitation
District’s “Be Mercury Free” program where the

~ poal is to reduce mercury pollution in the warerways

by educating the public on the dangers of mercury
thermometers and other household products containing
mercury. :

For several years, John has worked on Calerans’ “Don’t
Trash California” campaign, a scornwarer pollurion
prevention program designed o prevent litcer from
contaminating California’s waterways.

John helped design and produce several types of
collateral and informarional marerials for the City of

Sacramento’s Water Wise Pest Conrrol campaign aimed

at reducing the use of toxic pesticides in residendal
landscaping. He has also supparted the Los Angeles
Department of Public Works *Can [)” campaign
focusing on scormwarer prevencion.

John has more than 15 years of graphic design
experience. Prior to joining Ogilvy PR, [ohn wasa
member of Sperry & Assockites Advertising in Raléigh,
NC where he devored his time 1o creating original
design concepts and implementing various eypes of
advertising, point-of-purchase marerials and collareral.

John's volunteer work has included donating his time
and skills for many nonprofic organizacions, including
North Carolina’s "Crape Myrtle Festival” and “Evening
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with Friends” events, benefiting local HIV/AIDS,
womens health and youth charities; and Northern
California community theatre groups.

Education and Licensing

John studied photography, visual art and journalism ac

Sierra College in Rocklin, CA.

Tasks to Perform and Hours Allocated

John will be responsible for designing all creative
materials, He has been designated for 85 hours.

.. Cesar Altamiranc

Junior Designear

Knowledge and Experience

Cesar is a junior designer in the Creative Studio of
Ogilvy PR, providing design services including concept
development, print advertising, collateral design,
illustracion, phomgraphy and production. Although a
recent college gradnate, Cesar has already contributed

 his design skills to many public advocacy campaigns,

designing various materials for social markering
programs. Cesar is proficient in software applications,
including: Ulustrator, Photoshop, InDesign, PageMaker
and Adohe Acrobat. He is also a ralented illustearor and

__ photographer.

For the {(CIWMB), Tire Sust'ainabiliry Carnpaign, Cesar
designed a poster and print ad campaign, window clings,
media/press and recailer kitsin English, Mandarin and
Spanish. He was also the lead photographer for this
campaign which encourages people to check their tire
pressure once a month.

Cesar currently supports the work conducted through

a grant from The California Wellness Foundation
(TCWF) for the Make It In Scrubs campaign which is a
statewide effort to 1) educare policy and opinion lead ers
about the need ro grow and diversify California’s health
care workforce and 2) encourage uuder-réprcscnted
minoriry adules to explore and consider a career in
healch care.

Multi-Pronged Approach to Outreach Activities

Cesar has contribured to the development and
production of print advertising, collateral, direct mail,
trade show and photography for this campaign in
English, Spanish, Victnamese and Korean, {www.
makeitinscriths.com)

Additionally, Cesar is the lead designer in a new
campaign for the CHP called “Impact” which strives

10 increase awareness amnong teenagers about the
importance of seac helr safery. He has designed a logo
which is used on a variery of print, digital and broadcast
media along with a comprehensive guidehook which will
be distributed to every CHP Public Information Ofheer
for use in high-school ourreach efforts.

Cesar also supported the Family Meals Campaign,
Project Help, which promoted a day to ear meals with
your children as part of a national effort 1o promote
parental engagement as a simple, effective way ro reduce
substance abuse by children and teens and raise healthier
children. Cesar worked on the design and production of
posters, banners, press kits, rip cards, udlity bill inserss,
commitment cards and employer outreach HTML
emails for this campaign. The TV PSA can be viewed ar
www.projecthelp.org.

Education

Cesar received his bachelne's degree in graphic design,
as well as a minor in Photography from California Stare
University, Sacramento.

He was recencly awarded a prestgious Naconal Silver
Addy from the American Advertising Federation for his
work on in-house promotional marcrials for Ogilvy PR.

Tasks to Perform and Hours Allocated

Cesar will work with Kris and John to design all creative
materials. He has been designated for 165 hours.



Subcontracior Resumes

Gomez Resaarch
2206 Monte Vista 5t.
Pasadena, California 91107

Gomez Research is a marketing research and consulting
firm specializing in public and nonprofit marketing,
social marketing and corporate social responsibilicy
programs. Gomez Rescarch works with government
agencies and nonprofit organizations, providing research
to promote environmental and puhlic health inidatives
and to improve the delivery of government services
including transportation, health care and education.

The finn bas extensive experience conducting qualitative

and quantitarive research for the express purpose of

“directing the development of public relations and

community education programs. Through focus groups,

-telephone surveys, intercept surveys and target audicnce

profiling, Gomez Research has contribured ra the
development of several statewide and local campaigns
and has evaluated their effectiveness.

The firm has worked with the California Integrated
Waste Management Board, the California Deparement -
of Transportarion, the California Department of Health
Services; the California Department of Education and
the Los Angeles County Department of Public Works,

to name a few.

Gomez Research is certified by the State of California as
a small business enterprise.

Sophia Tripodes Gomez
Principal

Knoﬁledge and Experience

Sophia Tripodes Gomez brings nine years of experience
to the table directing a wide variety of consulting
projects including statistical and survey research efforts,
market research, focus groups, management studies and
program evaluarion.

She has successfully managed 20 marker research surveys
in the last chree years to evaluate public education
campaigns and/or gauge public opinion and awareness,
and she has an in-depth understanding of how social

marketing campaigns should work in order to be
effective.

In 2002, she managed two consumier awareness studies
for the County of Los Angeles Department of Public
Works to evaluare the effectiveness of residendal and
business recycling camipaigns. Activities included
conducring a pre and post telephone survey and
comparing the statistical differences in order to measure
changes in awareness and behavior. Additionally, she
conducred market research o develop messages fora
public relations campaign designed ro increase recycling
among small,; medium, and large businesscs in the
unincorporated areas of Los Angeles County, and <o
track public response to the campaign over time.

Under Subllia’s leadership, her firm has also conducted
multiple focus groups on behall of Caltrans” “Dont
Trash California” campaign (previously implemented by
Ogilvy PR). Focus groups were conducred in Englﬁh)
Spanish, Chinese, Korean and Vietnamese.

Education and Licensing

Sophia received a bachelor of arts in journalism and a
miasters degree in urban planning from the University
of California, Los Angeles. She is 2 member of che
American Marketing Association.

Tasks to Perform and Hours Allocated

Sophia will be responsible for oversight of all qualiwrive
and quantitative research me[ilodo]ngics refated w the

‘general survey. She has been désignared for 180 hours.
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Action Research, inc.
1706 Low Chaparral
San Marcos, CA 92069

Action Research, Inc. is uniquely positioned ta
conduct the Used Oil Recycling and Oil Reduction
Quureach (Task D) porrion of the RFP. The research
team assembled for this project brings many years of
experience and expertise with oil recycling survey and
oucreach projects (see CI'WMB publication number
611-06-004, March 2006'). 1n addicion, the staff

is knowledgeable and well crained wich regard w
attitude measurement, survey design and stacistical
analyses. With a blend of academic faculty and research
appointments, staff chosen for rhis project can also
provide a positive contribution o the development and
analysis of survey items for the Consumcr Behavior and

Habits Scudy {Task A).

Action Research is certified by the State of California as
a small business enterprise.

Dr. Wesley Schultz
Senior Researcher

Knowledge and Experience

Dr. Schulez is the founder and Senior Researcher at

. Action Research, a California-based certified small

business. Founded in 2004, Action Research applies
the mechods, staristical techniques and research

.. .findings from behavioral science to_develop effective

environmental programs. The mission of the company
is to bridge the gap between sciencific research and real-

world applications.

The lead staff ar Actien Research are well trained in
scientihic methodology, behavioral science theory and
advanced statistical analyses. As Sentior Researcher, Dr.
Schulez is an expert in the arcas of behavior and artitude
change, conservation psychology and statistics. His
work in chese areas has focused on the psychological
processes of social influence, particularly as they apply 10
environmental behaviars.

Through Action Research, Dr. Schultz has conducted
research and served as a technical expert for a range of
private and public entities, including rhe Environmental
Protection Agency, U.S. Department of Encrgy,

Mulfi-Pronged Approach to OQutreach Activities G

Southern California Edison, Brookficld Zoo, Keep
America Beautiful and the U.S. Air Foree. Furchérmore,
in his research pesition at California State University,
be has worked extensively wich the CIWMB. He has
served as Principal [nvestigator on two multi-year
CIWMB contracts, and most recenty he played an
integral role in the formative research for the Used Oil
Source Reduction Study that uncovered the “3.000
Mile Mych.”

Dr. Schuliz has been published extensively, with recent
bouoks on the Psychology of Sustainable Development
{Kluwer, 2002) and Attitudes and Opinions (Erlbaum,
2005). Over the past 10 years, he has published

more than 30 articles in some of the leading sciensific
journals and given more than 100 professional
prescntations around the world.  His work s recognized
internationally, and he has givei recent presentations

Jin Canada, Spain, Germany. Singapore, Greece and che

Netherlands.

Education and Licensing

_Dr. Schuliz earned a masters from the University of

Maine, and his doctorate in 1995 from Clarcmonr
Graduate University.

Tasks to Perform and Hours Allocated

Dr. Schulvz will oversce the development and
implementation of focus groups and analysis for
the used oil campaign. He has been designared for

125 hours.

Other key personnei at Action Reszarch

Jennifer Tabanico carned bachelor’s and master's
degrees in psychology from California State University.
She has worked as full-time researcher ar California Seare
University since 2004, ovérseeing studies funded by

the CIWMB and the U.S. Deparement of Justice. She
will lend support on all research aspects. She has been
designated for 250 hours.

1 California State University, San Marcos’ Social and Behavioral
Research fnstitute (SBRI) conducted the survey referenced above.
Professor Schulz and other team members played key roles. SBRI

_is closing June 1st, therefore, Professor Schultz and his feam have
created their own research agency and can bring forth all insighis
from: the previous study. ’



Chuck Flacks is an accomplished group moderator

and rescarch methodologist. He received a masters of
science in counseling psychology from San Diego State
University in 2003, a masters in public policy from
Harvard University's Kennedy School of Government
tn 1992 and a bachelor of arts in sociology from the
University of California, Santa Cruz in 1987. He has
worked on over 50 research projects with such relevane
clients as the California Integrared Wasce Management
Board, the California Deparrment of Social Services and
the California Employment Development Department.
Chuck will oversee all focus groups. He has been
designated for 80 hours. '

Tasks to Perform and Hours Allocated

Action Research will pravide oversight of all qualitacive
and quantitative research methodologies related o the
Used Qil program. They will also serve as consulrant to
Sophia Gomez on the general survey. Individual hours
allocations have been noted previously.

Medialina Communications
2110 Artesia Blvd., #201
Redondo Beach, CA 90278

Paul Williams
Founder

Krowledge and Experience

Pau] Williams formed MediaLine Communications
in 1996 to provide strategic messaging and consulting
services to health, environmental, non-profit,
goveriument, entertainment and consumer-orienred
organizations interested in delivering powerful and
meaningful messages to large rarger audiences.

Paul has designed and implemented successful national
and regional public exposure and public affairs programs
for a wide varicty of organizations, including the
California Integrated Waste Management Board {from
the inceprtion of eRecycle.org and its accompanying
PSAs), the Earch Comnunications Office (ECQ),

Rock the Vote, the Winter Qlympic Games in Salt

Lake City, Global Green USA, Elecrronic Recyclers,

Ine., Isothermies (an environmenral pest eradicarion

organizatien), Alsace (a region in France looking
to enhance corporace responsibility), Cirykids, the

* National MS Saciery, Make-a-Wish Foundation,

SportMart, Avica Digital Video, Danco Energy

(grccn energy solurions), Incited Media (streaming
video services for Lived and che forthcoming Live

Earth concerts); MetLife, the Union of Concerned
Scientists, MemorialCare, the Sue Tsmiel and Daughters
Foundation, United States Olympic Gymnastics,
ArthroCare Sports Medicine, Alphatec Spine, Clayton
Consulants (international kidnap and ransom
resolution specialists) and many athers.

As a puhlic alfairs and public relations advisor/program
leader and as a PSA dévclopmcm and distribucien’
specialist, Paul has overseen successful public
informarion campaigns, including che CIWMB PSA
distribution, in partnership with Ogilvy PR, leading

to more than $2 million in adverusing value in less
than ren months. He has consulted on more chan 10
PSA programs for ECO and with his colleague Bruce
Hartzell (one of the naton’s iczld'ing PSA distrihucion
strategists), and he developed the hugely successtul
ClimateStar print PSA camipaign for the Union of
Concerned Scientists, which has now been fearured,
unpaid, in dozens of publications, ranging from
Entertninment Weekly, Rolling Stone, Us Magazine, TV
Guide and O w Redbook, Sports llustrated, People and
tnStyle.

Paul and Bruce also specialize in partnering high

profile spokespeople with messaging campaigns, having
worked with Brad Pice, Orlando Bleom, Pierce Brosnan,
Morgan Freeman, Salma Hayek, Penelope Cruz,
Mischa Barton, Kevin Bacon and many orhers. Paul is

“eurrently developing a PSA for National Public Lands

Day featuring actor Owen Wilson and a non-celebrity
regional PSA for the Make-A-Wish Foundarion. He

is also working with legendary Spanish-language star
Andrés Gariia on a numher of prostate cancer educacion
programs for Spanish speaking men in the U.S.

Prior to forming MediaLine, Paul served as vice
president at a boutique Santa Moenica public relations
agency implementing media cfforts and overseeing all
clienrs. '

Education and Licensing
Paul holds a hachelor of arts in communication

studies and a minor in writing from the Universicy of

California, San Diege (UCSD). As a journalist he has
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been published in magazines and newspapers ranging
from the Los Angeles Times, San Diego Union Tribune,
Mens Fitness, Los Angeles Business Journal, Orange
County Business Journal and Los Angeles Magazine. He is
regularly asked to guest edit special secrions and articles
for other magazines and publications.

Tasks to Perform and Hours Aliocated

Paul will be responsible for distribucion of nulri-formar
PSAs (pring, radio and, if approved by client, video
PSAs) and arranging of public affairs interviews and
related PR suppore. Paul's services are For a fac fee, thus
hours are nor calculaced,

BUKWILD
1901A De! Paso Bivd.
Sacramento, CA 95815

BUKWILD was started in January 2001 as an
interactive design and development srudio. Tr was born
out of an idea that two friends shared, that top level,
interactive design did not need to come out of San

* Francisco or New York. However, starting a businiess

after the dot com bust proved to be a challenge. Hype
wasn’t going 1o do the trick, nor was venture capital

{as if there were any to go around). Growth happened,
but it happened organically, through tate nights, fresh 7
thinking and the diiving desire to develop consequential
strategies,

- - BUKWILD is now currently made up of 14 talenred

and dedicated individuals split berween two offices,
with Sacramento serving as the headquarters. Services
provided include: ©

Design

* Websire Design

* Interface Desipn

* Interactive Game Design
* Inreractive Survey Design

Development

= E-Commerce
~+ Third Party Integration
* Rich Flask Applicarions
* Content Management Solutions

ideas

* Online Brand Scrategy

+ Process Assessment

+ Strategic Viral Concepts

* Integrated Campaign Concepis

BUKWILD is proud to be a certified small business in
the srare of California.

Ryan Vanii

H o 4 o . ~+
Diractor of Strategy and

Knowledge and Experience

Ryan founded BUKWILD in January 2001 as an
interactive design and development scudio. From the
beginning his job has been o assist in goal assessment,

~ strategic planning and account supervision for all dicnts.

Ryan’s goal has always bxen to build a'company with a
strong and dedicared team culrure, and to continually
push whar we expect from our team players, parrners

" and projects.

Ryan had led Srrétcgy and development f)roﬂdction for
California Travel & Tourism Commission, 2K Spors,
Sony BMG, Arista/] Records, Pebble Beach Resorts and

many more,
Tasks to Perform and Hours Allocated
Ryan will belp develop and mainain the creative

straregy through visual design, user experience and
contene offerings. He has been designared for 10 hours.

Multi-Pronged Approach to OQutreach Activities



Robert Reinhard
Deveiopment Director and Partner

Knowledge and Experience

While attending UC Santa Cruz for Film and Digital
Media, Robert began cxpcrinﬂcnting with dcsign in
the interactive forum, and landed an off-site position
as [nteractive De51gner for Prima Publishing. After
graduating in 2001, Roberc went on to freelance,
working on projects for Play Inc, American Lung
Association and California/Nevada Community Action
Associate. Robert joined BUKWILD in the summer of
2007 as a senior Interactive Developer. After working
on leading many projects for many clients, including
Volvo, Disney and Sony BMG, Robert proved his
creativity and strong handle of online technologies

and became Development Director and. Partner in
early 2003,

Tasks to Perform and Hours Allocated

As Development Director, Robert will lead the
developmene phase, including establishing a stracegic
user experience, technical requirements and 3rd party
technology integration, He has been designated for
90 hours.

Jeff Toll

Craative Director
Knowledge and Experience
Jeft Toll graduated from Sacramento State University

wich top honors including winning numerous academic
awards such as the International Education Conference

2003 and CSUS Design Annual 2003, 2004 and 2005.

He is very much a part of the local design community
and for the past two years has served as a judge for

the prestigious Sacramento Printers Association. Jeff
has worked with varying clients including UC Davis,
Mondavi Center, ] Records, Alicia Keys, Foo Fighters,
Carrie Underwood, Jada Pinkett Smich, Pebble Beach
Resorts, Billboard Video, Clear Channel, Toyota, Raley's
and the California Travel & Tourism Cormmission.

Tasks to Perform and Hours Allocated

As Creative Direcror for che CIWMB contrace, Joff will
be responsible for assisting in concepring funcrions and
features conststenc with the creative straregy, as well as

lead the creative staff in all art dircetion. He has been

designated for 32 hours.

Greg Patterson
Art Diractor

Knowledge and Experience

Greg Patrcrson'brings awealth of creative knowledge

and talent to every projece he is associared wich from

working wirb many national and local clients. His
background in music and art allows him to infuse

his work with vitality and freshness. Some of Greg's
work history include co-founding Asterik Studio, a
Sacramento based design firm in 1999, The company
was relocated in 2000 1o Seattle, Washington. Provided
curting edge internec solutions for Interscope Records,
DreamWorks Records, Papa Roach, Third Rail Adas
and Weezer before lcaving the company in 2001. From
there, Greg left to serve as senior Art Direcror of EMI's
Tooth & Nail Records. His work is not only visually
appealing, buc his experiences in managemenr and
consumer lifestyle research also makcs his work strategic,
effective and on- -earget.

Tasks to Perfprm and Hours Allocated

Greg will be serving as Are Director on the CIWMB
contract, execuring on vartous design conceprs. He has.
been desipnated for 100 hours.

Andy Slipka
Account Manager

Knowledge and Experience
Andy joined BUKWILD one year ago from Vibrant

Media where he headed up their client serviee
departmenc. The primarily focus of Andy's team was
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maintaining relationships wich online media publishers
and providing extraordinary technical expertise pre

and post producr incegration. Andy also brings a solid
background in Web Development fromt his experience
ar Wired Digical & Lycos Inc. as The West Coast Web
Development Manager. During that time he built some
of the webs most celebraced websices, such as HotBot
and Wired News.

Tasks to Perform and Hours Allocated

Andy will manage all aspects of the CINWMB accoun,
including project management, ongoing maintenance
and furure projects and enhancements. He has heen
designated for 24 hours.

Christine Kohn, APR
Principal

Knowledge and Experience

" Christine Kohn, AR, is principal of ck.pr, a Small
Business and [DVBE-certified firm specializing in
environmental outreach for government agencies.
With more than 15 years experience, Christine has
managed programs designed to motivate consumers to
reduce waste and adopt environmentally responsible
behaviars in the areas of used oil recycling, wazer
efficiency and stormwater pollution.

Prior to founding ck.pr, Christine was senior project
manager at PMC and Lucy & Company, consulting
firms specializing in water, land use and environmental
public outreach. She is a former public affairs director
for “The President’s Own™ U.S. Marine Band in
Washington, DC, where she managed the public
relations office, budget and staff for this historic
organization responsible for providing music to the

Whice Flouse.

Christing is a detailed project manager focused

an resules. She excels in research-based straregic
communications planning and implementation. Other
“areas of expertise include partnership development,
media outreach, news and feacure writing, media and

Multi-Pronged Approach to Outreach Activities o

public speaking eraining and evenc planning.
Her most refevant projects include:

+ City of Elk Grove — Used Oil Public Outreach:
While with Lucy & Company, Christine was senior
Strategic advisor and wrote a public ourrcach plan
for the City of Elk Grove’s used oil campaign. Plan
highlights included a comprehensive review of
exiting research on target audiences and motivating
factors for recycling used moror oil, as well as a
detailed outlime of target audiences, key messages,
measurable objectives and outreach acrivities.

City of Stockton — Water Efficiency Program:
While with PMC, Christine managed rhe
development of a new water conservation program
for. the City of Stockton Department of Municipal
Utilities designed to encourage targered customers
ro replace older fixcures with new, water-cfhicienc
models.

City of Folsom — Dry Year Water Supply:

While with PMC, Christine managed a short-term,
comprehensive public outreach program to educate
the community about the complex and potenrially
controversial topic of dry year water supply
planning. '

Christine’s work on behalf of the Regional Water
Efficiency Program (RWEP) demonstraces her ability
to successfully manage a multi-facered camnpaign. The
RWEP's goal is to persuade residents in Sacramenta,
Placer and El Dorado countices o use warer wiselv
and help 18 warer providers fulfill best managemens
practices in watér eédhsérvarion. The oucredch _
program’s strategy was to maximize resources and cost
efficiencies through low-cost outreach methods, strategic
partnerships, free media placement and cooperative
advertising,

Activities and results for this regional program included
partnerships with businesses, media and governmenc
agencies worrh more than $300,000; thousands of new '
requests for free warer efficicncy services generated to
the “Be Water Smart” hotline; blast e-mails to a new
“Be Water Smart” ¢-mail list of 113,000 people; RWA
Web site hits thar exceeded the historic average by 40
percent; public service anmouncemenrs placed on more
than 83 percent of rargeted Spanish language radie and
government access television stations,

Lad



Education and Licensing

Christine holds a bachelor’s degree in juurnalism from
Cal Poly, San Luis Obispo, and a master’s degree in
journalism and public affairs from The American
University in Washingron, D.C. She was awarded

a fellowship o study media management ar the
prestigious Poynrer [nsticute for Media Studies in

St. Petersburg, Florida, and a Rotary Internationai
Scholarship to study marketing ac the University of
Canterbury in Christchurch, New Zealand. She has
served as vice president and ethics officer of che Public
Relations Socicty of America, Sacramento Chapter.,

Christine is aceredited in public relations by the Public
Relations Society of America (PRSA). Her work has
been honored by the California Associarion of Public
Information Qfficials (CAPIOY, the International
Association of Business Communicators in Sacramento
and PRSA in Wasi'lingmng' DC. She has been a featured
speaker on community outreach for CAPIO during ehe

) PZ].‘:‘[ [hFEC stace conﬁ:rcnces.

Tasks to Perform and Hours Allocated

Christine will provide assistance on the media relations
and parinership development frone for che Used Qil
Campaign. She has been designared for 210 howrs,
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Please see Arcachment H for all praposed team members
on the following pages.
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Samples

The following are sample case studies thar are similar in
nature to the proposed project and deliverables. Our
case studies, and their corresponding work samples,
highlight our team’s ability 10 create retail pattnerships,
develop and place ads, leverage advertising dollars,
develop and promote interactive web sites as well as
conduct comprehensive, mulri-faceted educational
campaigns.

Ad Campaign Samples

Caitrans

“Don’t Trash California” Litter Prevention
Campaign — Advertising Program

Situation

On behalf of the California Department of :
Transportation {Caltrans) Ogilvy PR conducted a three-
year pilot project in Fresno, called “Don't Trash Fresno.”
The marketing objective was to test the effectiveness -

: ofpubl:c education in reducing rhe amount of water

pollution caused by liceer on freeways and hlghw.ays

- Ogilvy PR developed the comprehensive public

education campaign (in Enghsh and Spamsh) based on
‘primary research, scientific scorm warer monitoring,
sampling and analysis with the goals of encouraging
behavioral change, educating the public about the

efects of storm water pollution and fostering public
participation in pollution control. Due to the success of
this program, Ogilvy PR launched the statewide effort
called “Don’t Trash California.”

Goal and Objectives

Extensive primary and secondary research was
conducted to provide a foundation for an effective
public education program. English and Spanish
language puiblic opinion polls were conducied to
provide a baseline level of awareness, and focus groups
(conducted in English, Spanish, Chinese, Korean

and Vietnamese} were used ro test receptiveness

Multi-Pronged Approach to Qutreach Activities
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campaign messages and creative components prior to
implementation. The strategic approach utilized for
this campaign follows the social marketing paradigm
of moving targer audiences from awareness to behavior
modification. Campaign ohjectives include:

+ Increase awareness of the problem of litter in the
highway storm drain sysiem

» Decrease the amounc of litter in the stare highway
storm drain system

Target Market—-- —-~

Males and females, 18-34 years of age

Activities

Owur advertising straregy for the campaign was 1o
develop a media plan thar would effectively reach

the primary rarger audience while also effecrively
reaching secondary audiences {family members, friends
and unintentional litterbugs). We-focused our paid-
advertising through flighted, year-long efforts to focus
on venues where we could reach our audience on a
consistent, high frequency basis and a]so leverage the
ad buy 1o garner addicional time and space (value-

- added media, also called public service)-at ne-cost 1o -

the campaign. This allowed us to extend our reach
without preater monetary expenditure. The media plan
delivered an extra $2.7 million in added value which was
negotiated upfronr.

Specific advertising components included:

+ Spot radio advertising /radio traffic tags —
During Year [ of the campaign, to make the preatest
number of impressions on rhe targer audience,
radio spots ran on 32 stations in five markets
(Sacramento, San Francisco, Cenrral Vall(:y, Los
Angeles and San Diego). The spors ran during all
parts of the day to ensurc a strong reach to the
target audience, To supplement rhe radio spots,
messages were placed in rraffic reports during the
morning and evening commure hours, when
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exposure to drivers was the greatest. Overall, gross
impressions for the radio campaign were

04,538,932 and 1.6 million in added value.

In Year 11, radio spots were placed on 33 srations in
the five targered markers. Overall gross impressions
were 165,544,704, During Year II, the “Don’t
Trash California” program received a significant
amount of added value through the radio buy tha
included a presence ar 38 concerts, special events
and sporting events. Twenty-six of the participating
radio statiens also ran additional “Don’t Trash
California” promotional announcements a toral of
542 times. The toral value for these promotions
translated to $1,080,490 in value.

Outdoor {billboards, LED board and bus
shelters) — Placing billboards along freeways was

yetanorther strong way to firther reinforce the radio

adverrising — providing a visual message to suppore
the radio spots. Seventeen billboard ads were
placed on heavily-traveled freeways in five arger
markets: Sacrainenco, San Francisco, Fresno, Los
Angeles and San Diego. In summary, overall gross
impressions for the billboards were 556,114,380
and $38,458 in added value or 18 percenr over the
paid schedule was secured.

In Year 11, placing outdoor messages (billboards,

LED boards and bus shelters) was a key element as
well. A roral of 126 billboard and LED board ads
were placed on heavily-craveled freeways/roadways
in Los’ Angeies and Sacramento. Tortal impressions

. _for outdoor advertising in Los Angeles and

Sacramenre were 228,21 1 244 wuh an addcd value

" of $22,227.

General Market Television — [n Year I, the
30-second TV sport was placed on two general
marker relevision stations in Sacramento to reach
key influencers. In toral, 36 spocs aired on the two
stations. Total gross impressions were 3,045,626,
To supplement the general marker celevision, the
TV spot was also placed on rargeted cable starions
{ESPN and Comedy Central) in'Los Angeles, San
Diego, Bakersfield, Sacramento, Fresno and San
Francisco, in arder to effectively reach the primary
target audience. In summary, cable television
accounted for 907,743,144 gross impressions. In
addition, maore than $245,300 in value add was
generated — 40 percent over the paid schedule.

.

During Year 11, a parrnership with News10 was
established to reach key influencers and general
market audiences in Sacramento. The parmetship
included TV spots, a presence on the News1 0 Web
site with a link back to the “Don’t Trash California”
Web site and o live, in-studio incerviews

on News1 0’s morning show, “Sacramento &
Company.” The spot advertising was supplemented
wirh News10’s traffic reporter Melissa Crowley
reminding viewers: “Don't Trash California.” Groas
impressions for the News10 partnership were

0,431,845, The value-add was $5,000.

Theater advertising — Cincma ads were place
in 33 thearres with 27 of the thearers using the TV
spor on their lobby screens as bonus spors. A total
of 54,432 bonus spors ran with an estimated value
of $95,000 with gross impressions 5,889,097.

Online Advertising — Online advertisements
were placed on MapQuest.com just before heavy
roadway traffic (4th of July, Labor Day and
Thanoksgiving). Ads, with a link ro the Don'
Trash California Web site, were placed on the
MapQuest results and prineer friendly directions
pages for those seeking directions wichin che state
of California. The online advertising resulted in
4,313,367 impressions over rhe three holiday travel
times.

Print Advertisements — Haif-page “Don't Trash
California” print advertisemenrs ran in Comstock’s
Business Magazine in April, May and July, and the
Sacramento Observer in April, May and Qctober.
Placement in Comstock's helped ro increase the

visibility of the program’ with stakeholders and -

influencers in the Capitol region. Placemenc in
the Sacramento Observer helped to support the
African American outreach efforts. Collecrively,
the print ads in Comstock’s Business were 161 ,250
and 375,000 for the Sacramento Qbserver. In
summary, princ advertisements garnered 536,250
Eross impressions.

Beach Trash Can Wraps — Through Adopr-A-

Beach, advertisements were placed on trashcans

- around Los Angeles and Orange County area

beaches. Trashcans were wrapped with two ads

per can. Collectively, 280 posters in English and
Spanish appeared on 140 trashcans during summer
months.

California Integrated Waste Management Board



Rasults

Results for the statewide program over Years [ and II
preg

included: :

= Paid advertising thar generared more than wo
+ billien audience impressions.

* Paid advertising that generated more than
$2.7 mitlion in added value.

Ogilvy PR did recommend and included a pre and
post telephone survey in the Calrrans plan to gauge
increaserd awareness. Calrrans determined thar the
post measurement mechanism was not required and;
therefore; it was nor funded.

Multi-Pronged Approach to Qutreach Activities
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Please find actual work samples
enclosed under separarte cover.
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California Departmeant of Justice

“Facelt. It's a Crime”

Situation

The problem of elder and dependent adulr abuse is
substancial and growing. In California, approximarely
225,000 cases of elder abuse occur every year.
Unfortunately, elder abuse is considered a *hidden
crime” and the prevalence of this type of abuse is largely
unknown due to several facrors — reluctance 1o reporr,
lack of information and inadequate compilacion of
statistics. Recent estimates suggest that one of every

20 elders is a victim of physical abuse, financial abuse,
psychological abuse or neglect.

In response, Ogilvy PR was hired to work with che
California Actorney General's Crime & Violence
Prevention Center to develop and implement a public
education campaign on efder and dependent adult

abuse prevention. The comprehensive public awareness
program — “Face [t. [t’s a Crime.” — was designed to
increase awareness and reduce cthe incidence of elder and
dependent adult abuse in California.

Goal and Ghjectives

 Goal

Reduce. the incidence of elder and dependent adult
abuse within California.

Objectives
- Define elder and dependent abuse;
* Geneérate awareness about the prevalence and
impact of elder and dependent adult abuse,

thereby increasing calls, requests for marerials,
hits 1o Web sites;

* Educare individuals on what they can do to help —
prevention and reporting; '

» Empower seniors and those who care about them
to report/stop abuse;

+ Encourage involvement at all levels and within all
groups (families, communities, etc.);

» Maximize resources by collaborating, leveraging
and building relacionships; and

+ Leverage both free and paid media in an effort to
ger the word out — frequently.

Target Market
+ Caregivers/Family/Friends (Mainstream and Ladino)

+ Seniors 65+ (Mainstream and Latino)

Activities
The campaign cenducted was multi-faceted in nature
and included not only advertising, but other community
and PR related activities.

Year | Summary

Year [ of the campaign focused on developing a
comprehensive scope of work, conducring research

and the creation of all campaign branding/advertising
materials. Several focus groups and a baseline telephone

survey were implemented in order to garner qualitarive

and quantitative information. The campaign’s theme
— “Face It It's A Crime.” — was concepted and
multiple radio, television, out-of-home and print ads
were designed. The program officially launched in April
2003 with a targeted paid media campaign and earned
media relations. :

Year Il Summary
During Year 11 of the campaign, Ogilvy PR

implemented several of the planned outreach activities -
that had been.developed during the planning phase

- {Year I). Ir was determined thar condueting a

comprehcnsive, in[cgrated communication campaign.
where our target audiences could be reached rthrough
multiple communication channels multiple times would
be the best scrategy. It was also determined, that due

to budget limitatio'ns, conducting activities in specific
markets that demonstrated 2 low report rate of abuse
would allow for campaign funds to be spent more
stragegically.
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During the second year of the campaign, several
community oucreach acrivities were held across
California at existing community events and health fairs,
including the DOJ-led Senior Crime Alers Community

Foryms,

Advertising was conducted as par of the forums o

drive craffic, but also to help brand the campaign.
Complementing the community outreach and
advertising efforts, Ogtlvy PR conducted targeted

media relations ourreach with a particular emphasis in
atwining coverage in California’s major dailies and rarger
market publicarions.

Year Il Summary

- Year [Il focused on expanding community outreach

(Forums and event marketing) opportunities as well

as continuing advertising, media relacions, macerial
distriburion and PSA distrihution activides. An
additional activiry thar was fnalized in Year 111 was the
creation of the financial abuse video and corresponding
informational materials. Year H] campaign activities
have included the following:

* Advertising Placement — The Ogilvy PR team
developed a mainstream and Latino advertising
strategy and ad buy thar focused on the event- -
driven campaign strategy which began in Year I1.
Advertising was placed rwo weeks out to promote/
drive traffic to specific events. [n addition, two
weeks of broadcast advertising ran following the
event to raise brand awareness abouc the. campaign.
Our team was able w0 negotiate a significanc
amount of added value in multiple mediums;
thereby, providing furrher contmuatlon of the post-
event campaign advertising flight. In Year 11, the
event-specific advertising focused around the
following events:

- November 17, 2004, Senior Crime Alerc
Community Forum {Monterey County)

- January 8 & 9, 2005, KCRA Health & Firness
Expo (Sacramento County) _

- May 4, 2005, Senior Crime Alert Communicy
Forum (Ventura County)

The campaign also conducred a special adverrising
campaign during May, Older American’s Month.
The ad buy included a partnership with the

- Sratewide Newspaper Advertising Program. (SNAP)

with multiple ad insertions appearing in their
community publications across California.
Additionally, che May ad buy included a strong
purchase of radio ads with a special tag 1dcnnfy1ng
May as Older American’s Moath.

Ogilvy PR alse coordinated the disseminarion

of the campaign’s spocs as public service
announcements (PSAs) to TV, cable and radio
starions throughout California where buys were

not occurring. The PSAs were distributed 1o public
services directors in rhe hopes of increasing
awareness through non-paid PSA airtime.

Community Outreach Events — In Year 1[I,
Ogilvy PR continued ro conduct stand-alone
torums {Senior Crime Alert Community Forums)

in multiple counties across California. These
events focused solely.on providing elder and
dependent adulr abuse information to the local
community and partnering with local communicy
organizations/leaders as directed by the AG’s
oftice. Senior Crime Alert Community Forums
were held on:

- November 17, 2004 Scaside (Monterey County)
- May 4, 2005 Oxnard (Ventura County)

The campaign also participated in ten multiple -
community cvents and was a lead sponsor of the
highly atiended KCRA (NBC Afhliatc) Health &
Fitness Expo held in Sacramento on January 8 & 9,
2005. :

An additional component of the campaign’s
com'muniry ourreach acrivity was a mailing to
community-based organizations (CBOs) statewide.
This mailing rargered senior centers, faith-based
organizations, medical facilities, trauma centers and
geriarric social services'agencies. A campaign packet
was asscrmbled for cach organization and included
sample campaign materials along with a fax-back
order form to request more free items. The packet
encouraged the organizations to use the materials ar
their facilities and distribure the informarion to
their cliencs within the community.

Creative Development — During Year 111,
creative development activities focused on utilizing
existing crearive for adaptation 1o forum and evenc-

specific pring, radio, TV and direct mail advertising,

In addirion, a series of print ads was developed
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abour financial abuse prevention for use during
Older American’s Month. Lastly, a long-format
video about financial abuse prevention and a
companion video booklet was created.

Media Relations — In Year III, we continued the
successful media tour that began the previous year.
This included setting up one-on-one meetings

~ berween key publications and DOJ to enhance the

media’s knowledge abour the prevalence of elder
and dependent adult abuse. Additionally, we
reached out to radio media outlets in areas where
the print media tour was scheduled to take place.
However, the bulk of the media efforts continued
tw center on the Sendor Crime Alert Community
Forums. Media outreach included securing pre-
event listings with print, radio and TV community
calendars and working wirh key print and broadcast:
outlers to develop and run pre-event stories to
increase event attendance. The media was also
invited to attend each forum, and the ream worked
with on-sice media supplying spokespeople and
coordinating interviews with community leaders on
the issue of elder and dependent adulr abuse.

-Research — The tracking survey was

implemented a final time to meastre movernent
against the baseline survey. The survey was
conducted by Ogilvy PR subcontractor | D Franz
Rescarch. The survey was a replication of the
survey conducted in 2003 and 2004 with only
minor medifications. More than 1,400 surveys
were condicred statewide with an over-sampling in

~Tier | and II markets. Interviews were conducted

in English and Spanish to determine if awareness
levels surrounding the campaign had increased.

»

Placed more than 160 campaign stories with prine
media outlets

Disseminated more than 163,117 campaign
materials via mailings and evenis '

Disseminated more rhan 1,400 CBO packets across
California '

Attained more than 43 million media impressions
from media relations activities and PSA placement.
Media arricles were generated in the following
papers (sample list only):

- The San Francisco Cf)mrzicle

- The San Jose Mercury News
- The Contra Costa Times
-+ .The Ventura County Star

- - The Bakersfield Californian. -

¥

- The San Diego Union Tribune
- The LA Daily News

- Merced-Sun Star

- Eureka Times-Standard

- The Sacramento Bee

- The San Luis Tribune

- The Chico Er}terprire-Remrd

- The Vacaville Reporter -
- The Monterey County Herald
- The Oroville Mercury-Register

‘Findings from the fracking survey indicate thar

awareness levels statewide remained fairly neutral,
while awareness levels rrended upwards in the
targeted Tier [ and 1} counries. '

Results

The campaign had che following successes over
three years:

* Received more than 12,000 calls to the abuse
reporting hotline (hotline was newly established
with the launch of the campaipn)

> Received $679,612 in advertising added value for
the campaign

* Secured more than $581,802 in free PSA dirings

iy

ks
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Lalifornia Department of Justice

“Face It.it's a Crime”
Creative Work Samples
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Please find actual work samples
enclosed under separate cover.
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Web Site Samples

Naiicnal Hearg, Lung, and Blood
instituta (NHLB)

“Sleep Well. Do Well" Star Sleeper Campaign
www.nhlbi.nih.gov/health/public/sleep/starsip/
index.htm

Situation

In our over-scheduled society where sleep is often a
luxury, sleep deprivation is a growing healch epidemic
atfecting all segments of sociery, including America’s
children. Common symptoms credited to lack of

. sleep in children include irritabilityand frustration;

meost imporeant, inadequate sleep can lead to diffienlty
paying attention and other characteristics that may be
inappropriately attribured to hyperacriviey or behavior
disorders.

To combat this problem, the Narional Center on

Sleep Disorders Research at the National Heart, Lung,
and Blood Institute launched the Sleep Well. Do Well.
Star Sleeper Campaign to educate America’s children
(and their parents, educators, and healrh care providers)
about the importance of adequate nighttime sleep.

The goal is to reach children ata time when many of the
habits affecting their life-long healch, well-being, and
praducrivity are being shaped with the message thar they

_.need ar least nine hours of sleep-each night to do their

best in school and other activiries..

The campaign is co-sponsored by Paws, Inc., the

. corporate enrity hehind Garheld the Cat, and Garfield

serves as the campaign’s official “spokescar.” -

The campaign is providing tools and activities for
partners who can reach children in school and other
activities with messages abour the imporrance of sleep.
Founding partners were the American. Academy of
Pediacricians, National Association of Elemenrary
School Principals, and the American Academy of Sleep
Medicine.

Multi-Pronged Approach to Outreach Activities

Goals and Objectives

The overarching goal for NHLBI is to raise awareness of
the importance of adequate sleep for children ages 7-11
ot personal, family, educational and socieral agendas
and ro prompe behavior change. Specific objectives
include: '

» Call public attention to the imporrance of adequate
sleep for chitdren ages 7-11

* Increase understanding of the causes, consequences
and prevention of problem sleepiness with parents,
guardians, educators and healch care. providers

* Raise awaréness of the importance of good sleep

habits to short-term performance mastery,

childhood developmenr and lifelong health habics
Target Markets
* Adules with children ages 7-11
"= Children ages 7-11
= Other Key Adules — teéchers, docrors, care
givers, elc.
Activities

* Web Site Creation — The weh site was created
in cooperation with Paws, Inc., the crearive studio

— . behind the creation of the character, Garfield. In .. . .. ...

conjunction with the campaign launch, Ogilvy

PR created the Garfield Star Sleeper Web page

for all audiences, indluding kids, the adults wheo
infuence them the most and the news media. The
page feacured poreals and content tailored to cach
audience, with information about the campaign
and related interactive games, comic strips and
links to an online product catalog, It also conrains
the Garheld Srar Sleeper Fun Pad — a 48-page
activity book with puzzles and games promoting
importanc sleep messages for children — in ready-
to-download and print formar.

- Web Promotion — The newly-designed Web sice
was promoted through 1 PSA banner campaign
pitched 1o educarional and kid-targered sites;

o
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conrent syndication with sites to promore the site’s
games and “[.QQ.” tests and search engine
optimization.

* Sieep Contest — After the launch of the
campaign, Ogilvy PR created the "How 1 Ger a
Heap of Sleep” contest to provide a'platform for
national promotion of the campaign to the targer
audience, including promorion via a partnership
with Time for Kids. Coverage highlights included
CNN, Early Show, ABC, NBC, Paradr magazine
and Associated Press.

Results
Through a broad range of rools and acriviries, millions .

of children and their key influencers are learning thac
sleep is critical to children’s health, development and 7

performance.

-

o

a

to $3.5 million advertising dollats.

Launched aﬁ engaging child-targctéd VWeb site
featuring sleep-related games, puzzles and
SCreensavers.,

Secured 20 million free banner placement
impressions from Yahoo.com and Bonus.com.

Created a national contese that has reached over one
million schoolchildren and millions of Internet
USETS.

Received PSA play from 5i8 media outlets,
resufting in 430 million impressions and equivalent

"Generated media relations messages réaching over

199,889,900 million impressions including
coverage on CBS Early Show, ABC and NBC news
{eeds, Parade magazine and Associared Press.

Developved the roelkic and traveling exhibit to be
used by current/future partners.

Secured farge-scale participation in trade shows and
annual conferences with key institution pareners.

California Integrated Waste Management Board



| ~ National Heart, Lung, and Blood
: Institute (NHLBY)

“Sleep Well. Do Weli." Star Sleeper Campaign
Creative Work Samples
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Children's Web Site

Please find actual work samples
enclosed under separate cover.
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Cajiforiiia Office of TrafAc Safety

“Know How to Go” Interactive Game
www.ots.ca.gov/kids

Situation

In an effort to engage children and young adolescents
in traffic safery issues, Ogilvy PR developed the ‘Know
How to Go" Web-based interactive game aimed at
teaching kids how to stay safe on California’s roadways,
using a medium that was fun and engaging. The game
is featured on the OTS Web site at www.ots.ca.govikids.
Uilizing che well-known California Highway Parrol
(CHP) mascot, CHiPper, “Know How to Go” was
designed to inform kids of important rraffic safery laws
and practices via an entertaining and rewarding game.

Goal and Objectives

Create a game that synergistically combined educarional,
eicertaining and engaging material to educate children
on how to be traffic safety smart.

Target Market

Kids and eweens (ages 6-12).

Activities

.= Web Site Creation.— Ogilvy PR worked.

in collaboration with the OTS to develop an
interactive and engaging children’s Web site.

While ideas regarding content of trafhc safety laws
were abundant, the primary issue was to devise
the game to convey traffic laws in a manner rhat
was fun and enreraining for kids. In order for the
game to impart important traffic safety knowledge,
ultimately concributing to safe behavior, kids must
be interested. The result was the creation of an
“on-line trathe safery experience which gives kids
the choice of playing a variety of interactive games
which focus on bike helmer safecy, seat belr safety,
pedestrian safery, school bus safery and railroad
safety, among others. Once kids complete a trafhe
safery game, they are able to princ out a certificate
from CHiPper staring that they are a “Traffic
Safery Star.”

* Promotional Post Card — The “Know How 1o
Go” game was launched in late 2001, In order to
promote the availabilicy of the site 1o teachers, a
direct mail postcard was distributed in January
2002 to 7,000 clementary and junior high schools
througbout California to cncourégc teachers o
urilize the site as a means of addressing traffic safery
tssues with students.

* “Know How to Go” Book — As a spin-off of the
interactive game, OTS cntered inro a partnership
with the California Deparumenc of [nsurance 1o
develop a complementary activity book for
students. The book has been distributed at
numerous communicy events throughoue California
over the past five years reaching thousands of

children.

H_ésuits

As a result of the distribucion of the promorional
postcard in January 2002, hits to cthe Web site more

‘than doubled.
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“Know How to Go” Interactive Ga
Creative Work Samples
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Please find actual work samples

enclosed under separate cover.
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Comprehensive
Campaign Samples

County of Los Angeies
Department of Pubtic Works

Storm_waterlUrban Runoff Public Education
Program

Situation

Nearly 100 milion gallons of contaminated water and
debris flow through the Los Angeles County storm

drain system each dry-day. Storm drains are intended

to take rainwater straight o the ocean to avoid area
flooding. But when it rains, contaminants such as liteer,
animal waste and automobile fluids, make their way. into

" the storm drain and pollute the County’s warerways,

creating health risks, killing marine life and concriburing
to neighborhood flooding and beach closures.

On behalf of the County of Los Angeles Department -
of Public Works, -Ogilvy PR has conducted the
Stormwater/Urban Runoff Public Education Program
since February 2003, The program was designed to
help the County meet National Pollurant Discharge
Elimination System (NPDES) pei’mir rcquireniems

A strategic public education campaign plan was desngned
and implemented to inform Counry residents about

the consequences of stormwater pollurion and motivate
thcm to change polluuon musmg bchavu)r

Goal and Objectives

Program objectives per the NPDES Permir include:

* Measurably increase the knowledge of the targer
audiences regarding the storm drain system, the
impacts of stormwater pollutton on receiving waters
and potential solutions o mitigate the problems.

Measurably change the waste disposal and runoff
pollution generation behavior of targec audiences
by enconraging implementation of appropriare
solutions. '

* Increase the number of business representatives that
participare in the County’s Best Management
Practices (BMP) rraining workshops.

+ Increase involvement by various state and local
government agencies and non-government
organizations {NGOs) in the County that
parcicipate in the Councy’s stormwarter pollution
prevéntion programs.

Target Market
Targer audiences for the program are:

+ Commercial Industry Rerail gas outlets (RGOs)
and restaurant establishmencs in Los Angeles
Counry

* Rubbish Rebels — Mainly single males in
their teens and owencies, many of whom are
car enthusiasts (nine percent of the Counry’s
population} who ate resistant to changing their
improper use of the storm drain system to dispose -
of hazardous substances and trash,

+ Neat Neighbors — Afluent, home-owning,
tamily-oriented professionals (50 percent of the
County's population) who desire to “do thc right

-thing.”

* Fix-It-Foul-Ups — Predominantly male, avid
do-it-yourselfers (13 percent of the County’s _
population), who contribure disproportionarely

-~ -to.stormwater pollution, are very receptive to -
modifying their poflution-causing behaviors and
can be effectively reached chrough do-it-yourself
rc]ated chann(_ls

Activities

+ Advertising — Our advertising strategy for the
campaipit was ro develop a media plan that would
effectively reach all of che different rarger audiences.
We focused our paid advertising through Aighted
efforts where we could reach our audiences on a
consistent, high frequency basis and also leverage
the ad buy tv garner additional dme and space
(value-added media, also called public service) ac no
cost to the campaign. This allowed us to extend |
our reach each year withour greater monetary
expenditure. Specifics included:
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- Radio — 10 reach young adult audiences on .
music stations and adult audiences in cheir cars

- Qutdoor/billboards — to reach all audiences
when they are on the road

- Television — both neework and cable stations

- Advertising in stadiums — as a parrt of sporis-
marketing partnerships

- Trash can wraps — as a part of communicy
outreach strategies

- Online advertising — via added value
negoriated with radio and television oudets

- Print — communicy publications, including
Spanish language and African American ourlets

Private Sector Partnerships — Ogilvy PR

created strategic partnerships to encourage

collaboration between a broad range of

organizations, including private corporations, .
t0 maximize ‘budgct dollars and extend program -
reach. A sampling of parwners include: Calurans’
Don't Trash California campaign, Orchard .
Supply Hardware (OSH), independent pet stores

and veterinary hospitals within the Counry,

 Bloomingdales and many others. s

--irems. -

Media Relations — The program has garnered
coverage in many Los Angeles outlets including;:
The Los Angeles Times, Long Beach Press-Telegram,
Datly Breeze, Argonant, Tolucan Times, KCBS-TV,
KABC-TV, KNBC-TV and KABC-AM to name

a few.

Results

Results for che counrywide‘program_ have included:

In the four years since the program’s launch an
esrimated 632,518,666 audience impressions have
been achieved via paid advertising and $1,203,252
in added value has been negotiated.

Distribution of more than 177,000 promotional

Secured the participation of more than 1,000
volunteers at the community clean up events.

Trained more than 200 restaurants and gas. stations

- at BMP workshops

Coltateral — Promotional items were developed

to help promote the message. Items included .
litterbags, tip cards, pencils, dog waste bag

dispensers, mailers, flyers and car air fresheners.

Sports Marketing — Ogilvy PR developed a

- partnership with the Dodgers. The partnership

included public address announcements, in-stadium .
signage and radio PSAs. .

Community Events — Participaring in public

.events in the County allows the campaign to have

direct one-on-one dommunicarion with residents.
While ather program activiry areas (such as
advertising) drive broad awareness, a more detailed
conversation can take place at public events. Ogilvy
PR also conducted several community clean up
events that garnered high participation by area
residenrs and collected several tons of trash!

Commercial Qutreach — Ogilvy PR has
conducted many Best Management Practice (BMP)
craining workshops for restaurants and gas stations
ta educate them abour the proper containment and
disposal of waste. Ogilvy PR has conducted such
trainings for In-N-Out Burger, Shell, Srandard
Hotel and McDonald's to name a few.

Multi-Pronged Approach to Qutreach Activities

Artained more than 21.8 million impressions from
media relations activities. '

The 2006 telephone poll conducted after the fourth
year of the campaign showed increased knowledge
abour pollution accompanicd by an increase in
recall of water pollution messages.
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Lounty of Los Angales
Department of PublicWorks

Stormwater/Urban Runoff Public Education Program
Creative Work Samples
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Please find acrual work samples
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E-waste Consumer Education Program

Situation

Hundreds of thousands of computer menitors,
televisions and other electronic items are replaced
in California every year. This electronic waste or
“e-waste” contains materials that can be hazardous

- to the environment and human healch if not

-recycled. On behalf of the California Integrated

Waste Management Board (CIWMB), Ogilvy PR is
implementing a two-year, statewide program called
the “e-waste Consumer Education Program.”

Goal and Objectivas

The goal of the program is 10 educate California
residents about the purpose and benehits of e-waste
recycling and how they can properly dispose of their
e-waste. :

The objectives of the efforr are to:

+ Increase e-waste recycling awareness among
Californians

* Dievelop a long-term, active advisory board

* Increase participation in e-recycling by rerailers

“and mianufacturers - -

* Increase hits to Web site and call_s to toll-free
hotline

+ Generate wide-spread, accurate media coverage

. Dcvéiop suscainable parmership programs

Target Market

The primary targer audience is the general public
in five key markets throughout the state, including:
Sacramento, San Francisco/Bay Area, Fresno, Los

Angeles and San Dicgo.

Activities

3

e

Public Service Announcements — Television
and radie public service announcements were
developed to help answer the queston, "What am |
supposed to do with my old elecrronics?” The spots
were created in English and Spanish prior to Ogilvy
PR being awarded the contract. Under our
contract, our teamn was responsible for placing the
PSAs in major media markezs.

Media Relations — To kick-off the program,
press events were held in four of the target markets,
including: Sacramento, Fresno, Los Angeles and
San Diego. Additional media relations activiries
were conducred surrounding Earth Day in April.

.In addition, a long-term media plan has been
" created to garner ongoing coverage and includes

outreach to Tier'[; 11 dnd IT! diedia outlets along -
with trade publicacions.

Advisory Group — An advisory group was
formed to act as a sounding board for outreach
ideas and activities. The group is made up of
representatives from various state and councy
departmenits, electronic and recycling industry
associations, manufactirers, rerail partners and
eRecycling centers throughout the state. ‘The
advisory group meets quarterly and participates in
various sub-group meetings. '

Retail Partnerships — A main component of the
programn is to reach the public in retail locations at
the point-of-purchase through an c-waste Retail

. Partnership Program. By partnering wich CIWMB,

o

Multi-Pronged Approach to Outreach Activities

electronic retailers will receive employee training
and in-store educational materials to promote
e-recycling options and provide information 1o
customers.

Web Site & Hotline — A Web site, e-waste.org,
was established ro serve as California’s one-stop-
shop for information on how to manage unwanted
electronics. Through this site, consumers can find
ourt where reuse and recycling opportunities exist
locally. A roll-free hotline was also established for
Californians to learn more about e-recycling.

Ethnic Qutreach — Ogilvy PR is warking closely
with partner subcontractor agencies to conduct
targeted outreach efforts in Spanish. Latino
outreach mainty focuses on-media relations acrivicies.



Results

Results for the first eight months of this statewide
program include:

4]

bl

More than 50,000 PSAs have aired with an
estimated dollar value of approximacely
$2.5 million.

More than 1.5 million media impressions were
garnered from the kick-off evenes held in
Sacramento, Fresno, Los Angeles and San Diego.

Coverage appeared in the following outlets KNBC,
- KTVU, KCRA, KTXL, KGPE, KBAK, Sacramento

Business Journal, Fresno Bee, Atwater Times, La
Opinion and Recycling Today, 1o name a few.

Mare than three million media impressions were
garnered from the Earchi Day media outreach
activities. Coverage appeared in the following
outlets: Sacramento Bee, Fresno Bee, Long Beach
Press-Telegraph, Bay City News Service, E-Scrap
News, San Jose Mercury News, KFBK, KPIX and
KNTYV, to name a few.

Recruited over thirty key stakeholders to become
members of the advisory group and participare in

meetings and join subgroups.

Increased level of program visibiliry due to

partnerships with various retailers. The following'

are inidal partnership results:

- Wal-Mart — Wal-Mart’s 72,440 associates

.- threughour the state.are being trained on how
to properly inform customers about e-recycling.
Over 800 window clings and approximately
70,000 information fliers were diseribured ro
Wal-Mart’s 170 California stores. In addition,
approximarely 3,000 stickers and 1,800
television/computer monitor clings were

discributed as “test” marerials to the 12 Wal-Mart

stores in the Sacramento region.

- Fry’s Electronics — Received approximarely -

3,400 informational Aiers for their 17 stores
throughour the stace.

- Central Computer Systems — Received

employee rraining as well as informational fiers
and window clings.

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

OfficeMax — Conducred initial introductory
tratning session and in the process of derermining
their educational materials needs.

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

California integrated Waste Management Board
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; E-waste Consumer Education Program
Creative Work Samples
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Please find actual work samples
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Management Board

“Green Roads” Recycled-Content Materials
Marketing Campaign

Situation

California has long been an innovarive leader in the
environmenial arena by taking a proactive approach to
protecting natural resources and diverting unnecessary
waste from landflls,

In 2006, the California Inteprated Waste Management
Board (CIWMB) launched the “Green Roads” recycled-
content materials marketing campaign to increase
awareness and commitment ro using specific recycled-
content materials on road and construction-projects -

by City/County jurisdictions. This is the first rime

a campaign of this nature has been lmplemen[ed in

California by the CIWMB.

The program was created to reach 40 jurisdictions wich
a focus on the following products: rubberized asphalt

concrete (RAC), organics, tire derived aggregare (TDA)

and recycled aggregate. The primary communication
mechanism is one-on-one meetings with public works
staff and elecred officials; however, to keep the topic top
of mind, addirional communication strategies have been
implemented.

-

Goal & Objectivas

The goal of the campaign is to increase understanding

of and commitment to using specific recycled-conrent
products. Below are specific campaign objectives:

« Provide one-on-one answers to questions of
cancerns about products

» Dispel myths and correct misinformation
» Provide details on the uses of the products and

provide print and electronic resources for
supplemental informacion

"

Highlight financial assistance available from the
“ CIWMB for the products

+

Provide contact information for program staff to
continue cerrespondence zbout grearer use of the
producrs

Target Market

The primary rarget andience for the campaign is local
decision makers including, bur not limited to: mayors,
county supervisors, city coundil members, ciry managers,
public works directors and city engineers.

Activities

.

Creative Development — Prior to lzunching
the campaign, Ogilvy PR developed a set of
informational materials to support ourreach

activides. Marerials Iincluded a folder sryle brachure

that features informasion on the four products

we are marketing — RAC, organics, TDA and
recycled aggrepate. The brochure includes original
photography, an overview of the producrs, quotes
from third-party allies who have successfully used
the products and a cost comparison sheer 1o show
the economic benefits of using recycled materials
— a very important sales point for decision makers.
A display hox was also developed 1o showcase
samples of the four products. Both of these items
were provided as a leave-behind piece for our targee
audiences. In addition, we created complementary
print ads featuring the same images and product
informarion.

Advertising — An annual advertising buy

was developed and included placement in trade
publications read by public officials, public works
and city engineers, landscape management experts
and others in rhe construction industry. These
publications featured a full-page campaign ad

thac highlighted one of the products and included
information from a product user for peer-ro-peer
information. The ads rotated quarierly o keep the
products top-of-mind.

Cne-on-One Meetings with Target
Audiences — In order to educate policy makers
and public works departments about ¢he select
recycled-content products, we set up one-on-ane
or small group meedings in identifed jurisdicrions
across California. As a part of thosc meertings, the
“Green Roads” produce box was presented to help

a4 ' . California Integrated Waste Management Board
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“bring to life” the macerials and further explain
whar the products are, what they look like and cheir
various uses. CIWMB public affairs and product
experts atended cach meeting in order to offer a
comprehensive and railored presentarion on the
products and the resources available through the
CIWMB, such as grants.

Conference & Trade Show Pa rticipation —
The campaign also had a presence at key annual

+ CIWMB coordinated a highly successful meeting
with the City of Los Angeles; during the meeting
the City of LA confirmed they were interested in
doing a RAC project with CIWMB — a long-
awaited resubt in CINYMB’s outreach to the Ciry
of Los Angeles.

+ CIWMB mert with Orange County .'m August 20006,
this meeting resulted in Crange County supporting

conferences including: League of California Cities and spearheading plans to do a RAC/TDA
{2005 and 2006) and the California Seate - presentation to all the cities within the Councy.
Association of Counries annual conference in '

2006. A tailored wrade show display was developed  In August of 2007, a Web-based tracking survey and

for these events asa way ro further showcase and 30 one-on-one inteiviews will be implemented to
markert the products to staff and electeds from cities  determine if awareness levels and-intent to use the
and counties throughour California. Producr bins produces have increased.

* were a key feature of the booth and allowed
- atrendees to see the raw products while discussing
product specifics with on-sire technical experts.

+ Web Site — A Web site was established to-serve as
- California’s one-stop-shop-for informarion on the
four recycled-content products, including contact

information for the CIWMB product experts along

with the CIWMB publicacions and other resources.

*+ Media Relations — Sclecr media outreach has
begun as a means to supporr and promote recyded-
content projects being implemented in Spring/
Summer of 2007. Cutrent outreach efforts include
working with the following publications:
Sacramento Bee, Sacramento Business Journal,
Roseville Press-Tribune, San Diego Union Tribune,

_San Diego Business Journal, Western City Magnzine

and others,

Results

As of April 2007, 63 meetings were held within selected
jurisdictions across California. The original goal was
40 meetings over a two-year period. Asa result of those
meetings, jurisdictions have expressed an inrerest and
intent to use the products. For example:

» To dare, 500 brochures have been distributed ro
cities and counties.

+ Iris estimated that 12 grants for rubberized asphalt

concrete will be submitted in 2007 as a result of
2006 meetings.

Multi-Pronged Approach to Outreach Activities 95
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"“Green Roads” Recycled-Content
: Materials Marketing Campaign
: Creative Work Samples

Folder/Brochure ‘ Print Ads
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Sacramento Regional County
Sanitation District {SRCSD)

“Mercury Free March” Thermometer Collection
Event — Mercury Reduction & Removal Program
Atmed at Households

Situation -

Mercury is a key water pollutant, found in silver
mercury thermometers, thermostars and Auorescene
light bulbs. Mercury Free March was developed by
Ogilvy PR and conducted in partnership with Leader
Pharmacies and KCRA-TV in March 2005 to collect
mercury thermometers in exchange for free new digital
thexmomerers in order to reduce mercury pollurlon in
the Sacramento reglon

Mercury Free March was part of a farger on-going Be
Mercury Free campaign created to reduce mercury source
pollution in Sacramento Counry. .

Goal

The goal of the Sacramento Regional Courity Sanitation
District’s (SRCSD) Mercury Free March program was
to 1) collect old silver mercury chermomerters from

the public in order to reduce mercury pollution and

2) increase awareness surrounding proper disposal of
n]f.'rcury.

Target Market

General Public

Activities

* Pilot Events — Prior to launching this large
thermometer collection effort, two smaller half-day
pilot events were conducred, as well as one month-
long event to attain feedback on the evenr and
assess demand for the collection. The halF-day
collections were deemed very time-intensive for a
short-term thermomerer collection acriviry. The
event planning team felr that a month-long effort
would yield greacer mercury thermomerer collection
resuirs, while involving only a slight increase in
work. This proved to be true following an analysis

-

+

of Mercury Free May in 2004. In early 2003, plans
for a second month-fong efforc were putinto place.

Partnership Development — The success of the
event can largely be attributed 1o the partnership
forged with Leader Pharmacies, Inc., which
included teaming up with 22 Leader Pharmacy
stores o collect thermometers during the entire
month of March 2005. Campaign team members
trained store managers and educated staff aboue
how to promote the event and how to collect,
tabulate and store the mercury thermomerers.

Advertising — The partnership with Leader
Pharmacies helped secure interest from Leader’s
main annual advertising partner, KCRA-TV
Channel 3 in Sacramento. They signed on as the
lead advertiser and provided free TV production,
including script development, talent scouting and -

" post production of the TV spot valued at more

than $50,000. Through Leader Pharmacies the

- producrion of the radio spot was also secured free

of charge.

In total, more than $50,000 in advercising was
placed for the SRCSD Mercury Free March month-
long promorion, ‘and $25,000 of this amount was
paid for by Leader Pharmacies. An estimated 72

© TV spots aired on KCRA-TV, and 156 spots aired

Multi-Pronged Approach to Outreach Activities

on a variety of radio stations. We also placed four
print advertising insections in the Sacramento Bee
and its regional editions.

In-Store Promotion Pieces — A variety of
promotional pieces were developed for store
managers to display in order to promote the event.
These included small posters for the front doors of
the stote, an easel sign at the register and Hiers to be
included in customer bags.

Utility Bill Inserts — A utilicy bill inserr was
developed and mailed to all residents in the Ciry
and Counry of Sacramento to inform them of the
month-long evenr. This insert included a Councy-
wide map showing the locarions of the 22 Leader
Pharmacies and included a Web site and phonc
number for more information.

Media Relations — A press packet was created
and distribured o Sacramento area media in order
to further promote the event. Follow-up calls were
placed and inrerviews were secured with print and
TV media outlers.

r



+ Collection Contest — A contest was also
conducred amongst Leader Pharmacy stores to rally
them to collect thermometers and compete with
one another to see which store could collect the
most thermoineters in one month. This helped 10
spearhead enthusiasm for the contesr with Leader
employees and resulted in the largest number of
thermometers collected for a month-long effort
to date. :

Results

During Mercury Free March the following resules were
artained:

w

os}

-

Collecred 8,660 mercury thermomerers in total,
with 7,546 from Sacramento County based

" pharmacies. In addition, several botcles of mercury
totaling 625 grams, four tilr switches and four fab
thermometers were collecred.

Collecred 5,837 total grams (12.8 Ibs) of mercury
during the exchange cffore. A total of 5169 grams
{11.4 Ibs} was collected wichin just Sacramento
Coungy.

* Secured Mercury Free March parchership with
Leader Pharmacies and KCRA-TV thar resulted in
free TV commercial producrion valued ac $50,000
and partner advertising matching funds at $25,000
that were put toward adverrising air-rime.

-

Exccuted a paid advertising campaign in the
Sacramento Designated Market Area that included -
156 radio spats on three radio stations, and 31

spots on Sacramento TV market leader KCRA-TV.

Secured 579,000 media impressions from medta
" relarions activiries.

* Disseminated the Mercury Free March and
household hazardous waste disposal utilicy bill
inserts to more than 432,000 households in the
Ciries of Sacramento and Folsom and the County
of Sacramento. .

* Received 2,396 visits to the Be Mercury Free web
site during Mercury Free March.

* Received '445 calls to the Be Mercury Free hoine

during Mercury Free March.

California Integrated Waste Management Board



Sacramento Regional County
Sanitation District (SRLSD)

: “Mercury Free March”
: Creative Work Samples

Mercury Free March
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Contract Eligibility and Licenses

Contract Eligibility

Ogilvy Public Relations Worldwide and all
stbcontractors proposed for the work entailed in RFP
IWMOG6096 are eligible ro do business with che State
of California pursuant to PCC 10286.

Licenses

A current business license issued by the ciﬁy of
Sacramento to Ogilvy Public Relations Worldwide is
on the next page. |

Multi-Pronged Approach to Outreach Activities
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Forms

* Attachment C

+ Atrachment G
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Firm Detail 7
ACTION RESEARCH ' 0SDS Ref# 46430
; 1706 LOW CHAPARRAL : Phone: {(76Q) 277-1105
SAN MARCOS, CA 92069 FAX:

Email: wschultz@takeactionresearch.com
Web Page.

AKA Names

Service Area{s): STATEWIDE

; Keywords:

: Services - MARKETING RESEARCH. APPLIED SOCIAL SCIENCE. SOCIAL MARKETING.
: i COMMUNICATION.

’ ~ Current Certification Status

“This F|rm is Certified- Mlcrobusmess {MB}

Business Type  Certification Type Status From Date To Date
! ) SERVICE - SMALL BUSINESS Approved  4/28/2007 12:00:00 AM - 4/30/2008 12:00:00 AM
i Standard Industrial Classiications (SIC) repistered by this firm
! SIC Code SIC Description

8732 Commerclal economic, scciological, &educailonal research

httne wanw anne dog ca onv/OSNDCSearch/FirmNetail aony LM NN
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Catifornia Hnme : . : Hond:

Procurement o

5 T

Firm Detaii

BUKWILD ’ OSDS Ref# 41862
1901A DEL PASO BLVD- , ' Phone: {916) 922-9200

SACRAMENTO, CA 95815 ' FAX: (916) 922-9201
Email: infe@bukwild.com :

Woeb Page; www.bukwild.com

AKA Names

Service Area{s); STATEWIDE -

Keywords:
Current Certification Status
Business Type _ Certification Type Status  From Date ' To Date :
SERVICE SMALL BUSINESS = Expired 2/3/2006 12:00:00 AM 1/31/2007 12:00:00 A
Standard Industrial Classifications (SIC) registered by this firm
SIC Code : ' _8IC Description

NOTE: BUKWILD hasrapplied for a renewal of'their certification.
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D1AIE OT Laurgrmia - veganmant 0T General >ervices ' Arnoiq scnwarzenegger, Foyernor

PROCUREMENT DIVISION
Office of Small Business and DVBE Services

707 Third Street, ‘ist Floor, Room 400 * PO Box 889052

Wast Sacramento, California 95798-9052 + (800Q) 559-5529

DVBE APP 20061108

November 8, 2006

REF# 0043754

CK.PR STRATEGIC COMMUNICATIONS
3341 EDGAR LANE

CARMICHAEL CA 95608

Dear Business Person:

Congratutations on your certified disabled veteran business enterprise (DVBE) status with thé State of California.
Your certification entitles you to benefits under the state's DVBE Participation Program within state contracting,
including the three percent DVBE participation goal for overali state contract dollars.

Cert:flcat'lon period “““"m"-".
- BND A

Industry
SERVICE

. 2§ G ) § U4y W _ '

All DVBEs must subriifo the Office of‘ﬁ‘a’lall Busines’!hm.avaﬂ%ervices {OSDS) each postcertification tax year,
a complete copy of your -&aa’mm’_.ﬁnﬁrai' income tax return, including extensions, within 90 days of the tax return’s
filing due date. If your business’is-a partnership, each partner must also submit a complete copy of his or her
individual tax return. Additionally, if you are a DVBE that is not a sole proprietorship and your firm rents equipment to
the state, you must also include in your submittal a complete copy of the personal federal income tax returns for
each of your disabled veteran owners, inciuding extensions, and within 90 days of the individual's tax return filing
due date. Failure to comply will result in the suspension of your DVBE status and possible decertification, and it
shall prohibit your business from participating in any state contract until all requirements are met.

Maintaining You_'r Online Certified Firm Profile
A secure access feature on our website enables you to maintain certain company profile information, including
customizable keywords to best describe your business specialties with. Details about the Certified Firm Profile and

your secure logon information are available on the final page of this letter. Please keep your logon information page -
in a secure place and DO NOT share it with anyone or inciude it with any of your bid documents or submittals.

Reporting Business Changes

You must notify OSDS of all business changes or your certification status will be subject to revocation. The enclosed
"Certification Information Change" form identifies specific items that may be reported using the change form and it
identifies other changes that require a new certfication application submittal.

Proof of Eligibility

Maintain this original certification letter for future business needs. To demonstrate your firm's DVBE eligibility,
include a copy of this letter in your state contract bid submittals.



Office of Small Business and DVBE Certification

REF# 0043754 CK.PR STRATEGIC COMMUNICATIONS ' November 8, 2006
2 DVBE APP 20061108

Prior to contract award, agencies will assure the vendor is in compliance with Public Contract Code, Section 10410
ot seq. addressing conflict of interest for state officers, state employees or former state employses.

Certification Renewal

A renewal application will be mailed to you prior to the expiration of your DVBE certification. If you do not receive an
application, please call us so that you may timely renew your certification. -

if you have any questions, please contact me at 800.559.552¢ (Procurement Division receptionist) or 916.375.4840
(OSDS receptionist), by e-mail irma.barbosa@dgs.ca.gov, or by fax 816.375.4950. The Procurement Division
oversees many programs to further state contracting participation. For more information regarding these programs,
visit our website at www.pd.dgs.ca.gov/smbus, or visit the Procurement Division’s website at www, dgs.ca.govipd.

Sincerely,

Irma C. Barbosa -
Certification Officer _ )
Office of Small Business and DVBE Services

APPLTR Rav. D6/28/2004

.



State of California * Department of General Services * Arnold Schwarzenegger, Governor

PROCUREMENT DIVISION

T 4 ] Office of Bmall Business and DVBE Services
1 ZA 3 " 707 Third Street, 1st Floor, Room 400 * PO Box 989052

Wast Sacramanto, California 95798-9052 * (800) 559-5529

SB APP 20061108

February 13, 2007

REF# 0043754

CK.PR STRATEGIC COMMUNICATIONS
3341 EDGAR LANE

CARMICHAEL CA 95608

Dear Business Person:

‘Congratulations on your certified small business status with the State of California. Your certificaﬁon entitles you to.
benefits under the state's Smali Business Participation Program within state contracting, including a five percent
bidding preference and special provisions under the Prompt Payment Act. .

‘Certification period

w"“""""ﬂ;- :
. Y s
Your certification perigs ' '
g
S
Industry > 59
SERVICE 5@
s
_ ey o
Annual S_ubmlssmg'? & %) X ) c;){ §
_ £ ,
To maintain your certifiég, status, you mygt¥nnually suﬂihjt,jp the Off <o} Small Business and DVBE Services

(OSDS), proof of annual réteiptganenoof of employees for VB8 and each of your affiliates (if any).

Proof of Annual Receipts

Subhit to OSDS, a copy of your firm's and any affiliate firm's ENTIRE federal tax return each year foliowing your
certification. Include ALL accompanying schedules, forms, statements, and any other support documents filed with
that'é'pécifictaxretUrn.7 e o S oo

If you request & tax filing extension with the Internal Revenue Service, submit to our office a copy of the extension
form. When your tax returns are filed, submit a copy of the entire federal tax return to our.office.

Proof of Erhplovees

f yoﬁ have employees whose taxable wages are reported to the California Employment Develo pméht Départment

{(EDD) on a quarterly basis, you must annually submit to our office aiong with your proof of annual receipts, proof of
employees for your firm and any affiliates. - _

We will accept a copy of the EDD's "Quar{erly Wage and Withholding Report" (Form DEB) or other format accepted
by the EDD. Your employee documents must cover the same four quarters as the tax return you submit for your™ -

proof of annual receipts.

If you have out-of-state employees, submit the employee documentation comparable to EDD’s "Quarterly Wage and
wilhnotding Report" for the same four-guarter period.

Maintaining Your.Online Certified Firm Profile



~ Order Form.

Dffice of Small Business and DVBE Certification

REF# 0043754 CK.PR STRATEGIC COMMUNICATIONS November 8, 2006
. : 5 SB APP 20061108

A secure access feature on our website enables you to-maintain certain company pfofile information, including
customizable keywords to best describe your business specialties with. Details about the Certified Firm Profile anc,
your secure logon information are available on the final page of this letter. Please keep your logon information page

. inasecure place and DO NOT share it with anyone or inciude it with any of your bid documents or submittals. _

Reporting Business Changes

You must notify OSDS of all business changes or your certification status will be subject to revocation, The enciosed
“Certification Information Change" form identlfies specific items that may be reported using the change form and it
identifies other changes that require a new certfication application submittal.

Prompt Payment Rubber Stamp

The Prompt Payment Act requires state agencies to pay the undispuled invoices of certified small businesses and
registered nonprofit organizations on a timely basis. Prompt payment is reinforced by adding interest penalties for
late payment. Covered under the Act aré certified smali businesses that are either.a service, manufacturer, or non-

manufacturer firm, and nonprofit organizations registered with OSDS.

Compensation 'on late or unpaid progreés ba-ymén-ts for certified construction firms is addressed in.Public Contract
Cade, Section §10261.5. . .

Use of the prompt payment rubbér stamp alerts state agencies of a firm's certified small business or registered
nonprofit status. ' ' . :

Ordering_a rubber stamp

To purchase a prompt payment rubber stahp. complete and submit the enclosed Prompt Payment Rubber Stami_
Proof of Eligibility

Main.tain this originat certification letier for future business needs. To demonstrate your firm's small business
eligibility, include a copy of this letter in your state contract bid submittals. .

Prior to contract award, agencies will assure the vendor is in compliance with Public Contract Code, Section 1041 é -
el-seq. addressing conflict of interest for state officers, state employses or former state employees.

Certification Renewal

A renewal application will be mailed to you prior to the expiration of your small business certification. If you do nof
receive an application, please call us so that you may timely renew your certification. .



Office of Small Business-and DVBE Certification

November 8,2006

REF# 0043754 CK.PR STRATEGIC COMMUNICATIONS
SB APP 20061108

3

If you have any guestions, please contact me at 800.558.5529 (Procurement Division receptionist) or 916.375.4940
(OSDS receptionist), by e-mall irma.barbosa@dgs.ca.gov, or by fax 916.375.4950. The Procurement Division
oversees many programs to further state contracting participation. For more information regarding these programs,
visit our website at www.pd.dgs.ca.gov/smbus, or visit the Procurement Division's website at www.dgs.cagovipd.

Sincerely,

Irma C. Barbosa
Certification Officer .
Office of Small Business and DVBE Services

APP| TR Rev 08/28/2004
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State of California * Depariment of General Services * Arnold Schwarzenegger, Governor

= PROCUREMENT DIVISION
as Office of Small Business and DVBE Services _
. 707 Third Street, 1st Floor, Roem 400 = FO Box 989052
West Sacramenta, California 95798-9052 > (800) 559-5529

SB APF 20060822

August 22, 2008

REF# 0043163

GOMEZ RESEARCH
2206 MONTE VISTA ST
PASADENA CA 91107

Dear Business Person;

Congratulations on your certified small business status with the State of California. Your certification entitles you to
benefits under the state’s Smiall Business Participation Program within stale contracting, including a five percent
bidding preference and special provisions under the F’rbmpt Payment Act.

Certification period m“‘“B‘H:; ULy "rr;,

!ndustg ]
SERVICE ?:_'

l 'S‘ ' ol o
To malntaln your certified s‘Eé‘tg Joum t@nr@aj submlt l&méﬁomce of Small Business and DVBE Services
(OSDS), proof of annual receipts é‘ﬁd' oof of emp 5%&%5?& your firm and each of your affiliates (if any)

Proof of Annual Receipts

Submit to OSDS, a copy of your firm's and any affiliate firm's ENTIRE federal tax return each year following your
certification. Include ALL accompanylng schedules, farms, statements, and any other support documents filed Wlth N

that 'specific tax return.”

i you requesl a tax filing extension with the [nternal. Revenue Service, submit to our office a copy of the extension
form. When your tax returns are filed, submit a copy of the entire federal tax return to our office.

Proof of Emplovees

If you have employees whose taxable wages are reported to the California Employment Development D_ehartment
(EDD) orr & quarterly basis, you must annually submit to our office along with your proof of annual receipts, proof of
employees for your firm and any affiliates. - :

We will accept a copy of the EDD's "Quarterly Wage and Withholding Report” (Form DEB) or other format accepted
by the EDD. Your employee documents musi cover the same four quarters as the tax return you submit for your

proof of annual recelpts

if you have out- of—sta’re employees, submit the employee documeniation com parable to EDD's "Guanary Wage anc
Withholding Report” for ihe same four-quarter period.

Maintaining Your Online Certified Firm Profile
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Firm Detail

MEDIALINE COMMUNICATIONS OSDS Ref# 46930

2110 ARTESIA BLVD., #201- Phone: (949) 916-6880
REDONDQO BEACH, CA 90278 FAX: (949} 916-6883
Email: medialine2@aol.com
Web Page:

AKA Names

Service Area(s): STATEWIDE
- Keywords: . _
Services - PUBLIC RELATIONS SERVICES

Current Certification S;nétus

Business Type = Certification Type Status From Date To Date

SERVICE SMALL BUSINESS Approved 5/21/2007 12:00:00 AM 5/31/2008 12:00:00 AM
Standard Industrial Classificatlons (SIC) registered by this firm
SIC Code SIC Description

8743 Public relations services

httne-Hfharsar anne doe ra onu/NSTWQ parcrh/Firm Diatail acny ) $/M100N7
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ATTACHMENT G

Contractor Status Form

Contractor's Name Ogilvy Public Relations County _Sacramento
Address_ 2495 Natomas Park Drive, #650 Phone No. _ 916-418-1500
Sacramenta, (A 95833 FaxNo..  916-418-1515

Federail Empioyer identification No. h

STATUS OF CONTRACTOR PROPOSING TO DC BUSINESS:

] individual ' O LimitedrPartnership 1 General Partnership &l Corporation Clcher

INDIVIDUAL:

If a sole proprietorship, state the true name of sole proprietor:

PARTNERSHIP:

If a partnership, list each partner, includin'g limited partners, stating their true name and their interest in the partnership:

CORPORATION:

If a corpération, place and date of In.corpor'ation: State of Delaware, 6/28/1989
Date cer'poration was authorized by Secretary. of State: 6/28/1989
"“ﬁresTde'ht:' Marcia Silverman— =~ " TTT T ""'Vii:é'-‘P'rb‘s‘idertt ~--Paul -Hicks
segretary; Wiliiam Chess " Treasurer: Peter Gawrychoski
Other Officers: |

SMALL BUSINESS PREFERENCE

Are you claiming preference as a small business oras a non-smail
business certifying to subcontract 25% of the total bid amount? K] YES - Please attach approval letter from OSDS
’ ' O wNo

faiming preference as a small business, date you filed for small business certlftcatlon
Your small business ID No.

NOTE: THIS FORM MUST BE COMPLETED OR YOUR BID'MAY-BE REJECTED






Ogilvy PR Awards List

BabyCenter.com

20068 American Advertising Federation -
District 14 Silver ADDY Award
BabyCenter.com Sales Video

2006 Sacramento Ad Club Silver Award
BabyCenter.com Sales Video

California Integrated Waste
Management Board

2006 American Advertising Federation -
District 14 Silver ADDY Award
Tire Sustainability Campaign

2006 Sacramento Advertising Club -
Gold Award :
Green Roads Campaign

2006 Sacramento Advertising Club -
Siiver Award
Tire Sustainability Campaign

2006 Sacramento Advertising Club -
Silver Award '
Tire Sustainability Poster Campaign

2006 S$IOC {California State Information

Oificers Council) - Gold Award
Rerailer Tire Maintenance Poster

2006 SIOC {California State Information -

Officers Council) - Silver Award
Green Roads Brochure :

2006 SIOC {California State Information
Ofificers Council) - Silver Award
Green Roads Product Boxes

2006 SIOC {California State Information
Officers Council) - Silver Award
- E-recycle Media Campaign

California Department of Justice

2004 International Association of Business
Communicators - Crystal Award
Video PSA

“Face ir. It's a crime.”.

‘ 2004 iInternational Association bl’ Business

Communicators - Merit Award
Prine Media Ads — B/W series

“Face [t. It’s a crime,”

2004 International Association of Business
Communicators - Merit Award
Audio PSA

“Face it. It’s a crime”™ .

2003 Sacramento Advertising Club -
" Gold Award
Public Service — Broadcast
“PFace it” 60-second English Radio

- 2003 Saeramento Advertising c_lub -

Gold Award
_Public Service'— Broadcast
“Face it” 60-second English TV

2003 Sacramento Advertising Club -
 Gold Award '
.- -Public Service-~ Overall Campaign. - - -
“Face it” Elder Abuse Prevention Campaign -

2003 Sacramento Advertising Club -
Silver Award
- Public Service — Broadcast
“Face it” 60-second Spanish TV

2003  Sacramento Advertising Club -
Silver Award
Public Service — Broadcast
“Face ir" 30-second Spanish TV

2003 Sacramento Advertising Club -

Silver Award
Public Service — Broadcast
“Face it” 60-second Spanish Radio.

Multi-Pronged Approach to Outreach Activities 117



Los Angeles County Department

of Public Works

2004

2004

2003

2003

2003

2003

2003

2003

2003

118

International Association of Business
Communicators - Crystal Award
Print Media Ads .

Can It! Litter Prevention Campaign

International Association of Business

Communicators - Merit Award

Advertising Campaign ~ Government/
Non-Profit organization

Can It! Liceer Preverition Campaign

Sacramento Advertising Club -

- Gold Award

Public Service — Quidoor Ca.mpaign

Can It! Outdoor campaign

Sacramento Advertising Club -
Gold Award

Billboard

Can It! Spanish Billboard

Sacramento Advertising Club -
Silver Award

Public Service — Overall Campaign
Can Ir! Litter Prevendion Campaign

International Association of Business
Communicators - Crystal Award
Can It! Print Ad

International Association of Business

- Communicators - Merit Award.

Advertising Campaign — Can It! Litrer
Prevention

Sacramento Adv_ertising Club -
Silver Award '

Public Service — B‘_roadcast
Can It! 30-second English TV

Sacramento Advertising Club -
Silver Award
Public Service ~ Broadcast

Can It! 60-second English Radie

California Department
of Insurance

2002

Sacramento Advertising Club -
Silver Award

Carchall category

“Brain 8 Pretzel” Folder

California Department
of Transportation

2005

2005

2005

2005

2003

. 2003

2003

Sacramento Public Relations
Association - Honorable Mention
Award

“Don’t Trash California” Campaign Launch

International Association of Business -
Communicators - Crystal Award
“Don't Trash California” Special Event

Promotion

American Advertising Federation,
District 14 - Silver Award

“Smith & Jones” 30-second Radio

Sacramento Advertising Club -
Silver Award
“Smith & Jones” 3(-second Radio

Telly Award
“Don’t Trash California” TV PSA

Sacramento Advertising Club -
Gold Award - :
Caltrans - Airport Kiosk

Sacramento Advertising Club -

- Silver Award

2003

2002

Caltrans — Rest Stop Poster -

Sacramento Advertising Club -
Silver Award o

“Velez & Perez” 60-second Radio — Spanish
“Don’t Trash Fresno” Campaign

Sacramento Advertising Club -
Gold Award '
Public Service — Broadcast

“Don’t Trash California” TV Spot

California Integrated Waste Management Board

T

.



2002

2002

2002

2002

2002

2002

2002

Sacramento Advertising Club ~
Gold Award .
Public Service — Campaign

“Don't Trash Fresno” Campaign

State Information Officer's Council -
Gold Award
“Don't Trash California” TV PSA

State Information Officer's Council -

Gold Award

Internal Publications, Rcducmg Licter in
Storm Warer”

State Information Officer's Council -
Silver Award
“Cell Phone Directions” Radio PSA

“Don’t Trash Fresno” Campalgn

- R T

State Information Officer's Councll -

- Honorabhle Mention Award

“Smith & Jones” Radio PSA’s
“Den't Trash Fresne” Campaign

International Association of Business
Communicators - Merit Award

Audio PSA -

60-second Cell Phone Direcrions

International Association of Business
Communicators - Crystal Award -
Audio Program

*Smith & Jones” I and II

Cahforma nghway Patrol

2006
20086
2006

2006

American Advertising Federation -

‘District 14 Silver ADDY Award

Right Turn “Hidden Camera” 30 TV PSA

Sacramento Advertising Club Silver
Award
Right Turn “Pcer Presurc” 30 TV PSA

Sacramento Advertising Club Silver
Award
Right Turn “Hidden Camera” :30 TV PSA

Sacramento Advertising Club Silver
Award
PACE (Streer Racing) Outdoor

2006

2006

2005

2005

2005

2005

2006

2005

2005

- 2005
2005

.2008

2005

Muliti-Pronged. Approach to Outreach Activities

Red Asphalt Video Program

$10C Calilornia State Information
Officers Council - Silver Award
Right Turn Video

American Advertising Federation -
District 14 Silver ADDY Award
PACE (Street Racing) Ourdoor Campaign

SiOC Awards - Gold Award
“Red Asphale V*

Telly Award - Bronze Telly Award
Right Turn “Hidden Camera” 30-se.cond
TV PSA

Telly Award - Bronze Telly Award
Right Turn “Peer Pressure” 30-second TV PSA

Sacramento Public Relations .
Association - Honorable Mention
Award

“Red Asphalt V”

Sacramento Public Relations
Association - Honorable Mention
Award

Make the Right Turn! Video

International Association of Business
Communicators - Crystal Awsard
Make the Right Turn! Video

international Association of Business
Communicators - Crystal Award

American Advertising Federation,
District 14 ~ Silver Award
Red Asphalt English Video

American Adbertising Federation,
District 14 - Silver Award
Right Turn! English Video

Sacramento Advertising Club -
Gold Award _ .
Red Asphalt English Video

Sacramento Advertising CIu_I: -

Gold Award
Right Turn! English Video

119



The California Wellness Foundation

2006

2006

2003

2003

2003

2002

2002

2002

2002

2002

2001

120

American Advertising Federation -
Silver ADDY Award
MakeltInScrubs.com Web Site

Sacramento Advertising Club - Silver
Award
MakeltlnScrubs.com Web Site

Sacramento Advertising Club -
Gold Award
The Advokit

Sacramento Advertising Club -
Gold Award
Newspaper Category

“Get Real” prinrad ~ Spamsh
Sacramento Advertlsmg Club -
Silver Award
Public Service — Broadcast
“Talk Straight 1o Me” 60-second TV

Sacramento Advertising Club -
Gold Award

Collateral Marerial ~ Poster campaign
“They're 15" Poster Campaign

Sacramento Advertising Club -
Silver Award

Collateral Material — Four Color Brochure

“Voices of California” Brochure

Sacramento Advertlsmg CIub -
" Silver Award

Newspaper Category
“Think all they do is hold hands” Print Ad

Sacramento Public Relations
Association - Gold Cappie
Individual PR Tools/Promotional Device
Condom Keychain -

international Association of Business
Communicators - Merit Award

Black and White Print Ad Series

“Ger Real About Teen Pregnancy”

Sacramento Advertising Club -
Gold Award '
Brochure:

Get the Picture Teen Profiles

2001

2001

2000

2000

2000

2000

2000

Sacramento Public Relations
Association - Silver Cappie
Brochure, three or more colors:

Ger the Picture (Get Real Campaign)

Public Relations Society of America -

- Finalist in LA Prism Awards

Get Real About Teen Pregnancy .
“Access to Contraceptives Document”

American Advertising Federation -
Citation of Excellence

Newspaper:

“Your Teens Should Hear It From You™

Sacramento Advertising Club -
Gold Award

Collateral; .

“Your Teens Should Hear It From You” .

Sacramento Advertising Glub -
Silver Award

Print Media:

Sex on TV Sells

Sacramento Advertising Club -
Silver Award

Print Media:

“Your Teen Should Hear It From You”

Sacramento Advertising Club -
Silver Award

Creativity On A Shoestring

Radio

CalTeach - California Center
for Teaching Careers

2002

2002

State Information Officer’s c«:uncll -
Sllver Award
Media Relations Campaign

Sacramento Public Relations
Association - Gold Cappie )
Individual Public Relations Tools, Brochure:
California Center For Teaching Careers

— Pathways to Teaching Pamphlet

California Integrated Waste Management Board

——



e e

2002 Sacramento Public Relations
Association - Honorable Mention
Cappie
Overall Public Relations Programs, Special or

Media Event, Other:
California Center For Teaching Careers
— Pathways to Teaching Forum

2002 International Association of Business
Communicators - Merit Award
Special Event: '
California Center for Teaching Careers
Pathways to Teaching Forums

2002 International Association of Business
Communicators - Crystal Award
Black and White Print Ad Series:

California Center for Teaching Careers — Mach/

m  SciencefSpecial Ed Ads -

2001 Sacramento Advertising Club - |
. Gold Addy Award
CalTeach Print Ad — Public Service

2001 Sacramento Advertising Club -
. Gold Addy Award
CalTeach Campaign — Public Service

2001 International Association of
Business Communicators Crystals -
~Merit Award
CalTeach Advertising Campaign

.. City of Sacramento -

Department of Utilities
Water Wise Pest Control Program
2002 International Association of Business

- Communicators — Merit Award
Overall Communications Program

2001 Sacramento Advertising Club -
Silver Addy Award

Water Wise Pest Control Garden Cart _bisplay

2001 CA EPA - Department of Pesticide
Regulation - IPM Innovator Award
Water Wise Pest Control Program

Multi-Pronged Approach to Outreach Activities

Los Angeles Police Department -

2001 Public Relations Society of America -
Finalist in LA Prism Awards
"Los Angeles Police Department:
1-877-ASK-LAPD Program

2000 American Advertising Federation -~
Citation of Excellence

Los Angeles Police Department:
1-877-ASK-LAPD Poster Series

Minnesota Department of Health
(MNENABL)

2004 Public Relations Society of America -
Classics Awards . - - .
Audio PSA
It's Enough. Radio PSA

2004 Public Hél_atidns Society of America -
Classics Awards
- Public Service Campaign — Govcmmcnt

2003 Sacramento Advertising Club -
Gold Award
Poster
Carousel Poster

2003 Sacramento Advertising Club -
. Gold Award .
Poster .
Diner Poster

2003 Sacramento Advertising Club ~

Gold Award
Poster
Diner Photo

2003 Sacramento Advertising Club -
Silver Award
Poster
Carousel Poster - Spanish

121



California Office of Traffic Safety

2006

2006

2006

2006

20086

2006

2006

2006

2006

2005

2005

2005

122

SPRA (Sacramento Public Reiations
Association) - Gold Award

Holiday DUI Enforcement Campaign
SPRA (Sacramento Public Relations
Association) - Gold Award

Holiday DUI Campaign PSAs

SPRA (Sacramento Public Relations
Association) - Silver Award

Click It or Ticket Seat Belr Enforcement
Campaign

SPRA (Sacramento Public Relations
Association) - Silver Award _
Sports & Entertainment Matketing Program

SPRA (Sacramentb Public Relations
Associatio_n) ~ Honorable Mention
National Holiday DUI Enforcement Kick-Off

Event ’

SI0C (California State Information
Officers Council) - Silver Award
Annual DUI Media Campaign

International Association of Business

Communicators — Merit Award
Organization Identity — “Report Drunk-
Drivers. Call 9-1-1."

International Association of Business
Communicators — Gold Award
“Click It or Ticket” campaign

International Association of Business
Communicators — Merit Award

‘Holiday DUI Enforcement campaign

$10C Awards - Silver Award

Web Site — Www,ofs.ca.goy

SiOC Awards ~ Gold Award
Media Relations for
“Click It or Ticker” Campaign

International Association of Business
. Communicators - Crystal Award

2005 Click It or Ticker Scat Belt Campaign

2003

2003

2003

. 2003

2003

" 2002

2002

2002

2002

2002

2002

Sacramento Advertising Club -
Silver Award

Public Service — Broadcast

- “Checkpoint Officers” PSAs

State Information Officer's Council -

Grand Prize

Drunk and Drugged Driving (3D) Prevention
Month Campaign

State Information Officer’s Council -
Gold Award

Outstanding Media Coverage

State Information Officer's Council -
Silver Award
2002 Annual Report

State Information Officer's Couneil -
Silver Award
Seat Belt Radio PSAs

State Information Officer's Council -

Grand Prize and Gold Award

Drunk and Drugged Driving (3D) Prevention
Month Campaign

State Information Officer’s Council -
Silver Award

More Bang for the Buck _

Sports Marketing Campaign

State Information Officer’s Council -
Silver Award
Tracks Newsletter
Sacramento Public Relations
Association - Silver Cappie

More Bang for the Buck

. 2002 Sports Marketing_Campaign

Sacramento Public Relations
Association - Silver Cappie

Special or Media Event, Press Conference/Press. _

Bricfing :
2002 CQOPrails Media Evenc

Sacramento Public Refations
Association - Gold Cappie
Short-term Public Relations Campaign
2002 Drunk & Drugged Driving (3D)

Prevenrien Month Campaign

California Integrated Waste Management Board
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2002

2002

2002

2001.

2001
2001

2001

Sacramento Public Relations

Association - Honorable Mention

Cappie

Individual Public Relations Tools - Public
Service Announcement - Radio

“Live Dangerously” PSA

International Association of Business
Communicators ~ Merit Award

Overall Campaign Program

2002 Drunk & Drugged Driving (3D)

Prevention Month

International Assoclation of Business
Communicators - Crystal Award
Special Event Promotion

2002 COPrails

.State Information. Officer's Council -

Gold Award
CHiPper Interactive Web Site Game

Promotional Postcard

State lnfornpafion Officer'’s Council -
Gold Award
“Know How ro Go” ChiPper Interactive Game

"State Information Officer's Council -

Silver Award
COPrails logo

State Information Oﬂ'icer’s councll
Silver Award

- 2001 3D Month Campaign

2001

2000

2000

2000

‘Staté Information Officer’s Councli =

Silver Award
2001 Sports Markering Campaign

State Information Officer's Council -
Gold Award
3D Month Window Decal

“Designate Before You Celebrare”

State Information Officer’s Council -
Grand Prize

3D Month Window Decal

“Designate Before You Celebrate”

State Information Officer’s c::uncil- -

2000

2000

2000

2000

2001

Silver Award
3D Month Campaign

State Information Officer’s council -
Gold Award

Best Bang fot your Buck

2000 Sports Marketing Campaign

State Information Officer’s Council -
Grand Prize -

Best Bang fot your Buck

2000 Sports Marketing Campaign

Sacramento Advertising Club ~
Silver Addy Award

3D Month Window Decal
“Designate Before You Celebrate”

international Association of Business
Communicators - Silver Crystal Award
Child Passenget Safety Week Campaign
Medical Board of California

State Information Officer's Council -
Gold Award
Be Informed, Be Healthy Audio PSA

Nevada Ofﬁce of Traffic Safety

2001

2000

Sacramento Public Relation
Associations - Gold Cappie Award
Helmet Safety Homework Folder
Promotional Device

Publlc Helatlons SOclety of Amerlca -
Los Angeles, Prism Award of
Excellence

TV PSA — “Showdown”

Ogilvy Public Relafion_s Worldwide

2008

2006

Multi-Pronged Approach to Outreach Activities

-Arnerican Advertising Federation -

National Silver ADDY Award
Seudio lustrations

American Advertising Federation

District 14 - Gold ADDY Award
Studio Ilusteations
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2008, American Advertising Federation
District 14 - Silver ADDY Award
Creative Studio Inner-Agency Postcards

2008 Sacramento Advertising Club ~
Gold Award
Creative Studio Inner-Agency Postcards

2006 Sacramento Advertising Club -
Gold Award

Creative Studio Postcard Ilustrations

Pharmacy Access Partnership

2002 Sacramento Public Relations
’ Association - Honorable Mention
Cappie

Individual PR Tools/Brochure — Three ormore -

colors
Wallet-sized brochure

Planned Parenthood Affiliates of
Northern California

2008 Amenean Advertising Federation

District 14 - Silver ADDY Award
Think Qutside Your Bubble TV Spor

2006 Sacramento Ad Club - Silver Award
Think Outside Your Bubble TV Spot

2006 SABRE Awards - Gold Sabre Award
Think QOuside Your Bubble TV Spor .

2006 Pollie Award - Silver Award
Think Qutside Your Bubble TV Spot

Universal Lifeline Telephone Service

2000 Sacramento Advertislng Club -
Gold Award _ _
Hispanic/Asian/Ethnic Advertising
Radio: Universal Lifeline Telephone Service

2000 Sacramento Advertising Ciub -.
Silver Award )
Hispanic/Asian/Ethnic Advertising
Print Any Formar: Universal Lifeline Telephone
Service

124 ) ~ California Integrated Waste Management Board

Los Angeles Community
College District

2002 National Council for Marketing and
Public Relatjons - Gold Award
Best Folder Cover

Sacramento Regional County
Sanitation District

2005 International Associ'ati_on of Business
Communicators - Crystal Award
Poster ~ “Mercury Can Be Harmful”

2003 International Assoclation of Business
Communicators - Merit Award
"~ Brochure~ “Mercury is in the House”

Heart, Lung & Blood Institute -
The Heart Truth

2008 Public Relations Society of America -
Bronze Award
The Heart Truth: Newsweek Heart Hcalth

2006 Public Relations Society of America,
Anvil Award of Commendation
Advertorial -

2006 PR Week, Public Sector Campaign of
the Year Finalist
The Heart Truth Campaign and
Red Dress Project

2008 Best Government Online Ad Award
The Heart Truth PSA Banners

'2005 Gold Sabre: Special Event (More than

7 Days):
First Ladies Red Dress Collection Premiers at
The Kennedy Center

2005 Thoth Awards - Advertorial Category
Heart Health: Take Care of Your Heart-For

Your Health, Your Loved Ones and Your Life!

2004 Thoth Awards - Best of Shuw- Public
Relations Excellence
“The Heart Truch”



2004

2004

2004

2004

2004

2004

2004

2004

Thoth Awards - Public Service
Category 7
“The Heart Truth” Campaign

Sabre Award - Best in Show
The Red Dress Heart Truth Campaign

Platinum Sabre - Best in Show and
Best Campaign of the Year for 2003
The Red Dress Heart Truth Campaign

Woman's Day - Inaugural Red Dress

Award to NHLBI and Ogilvy Public

Relations Worldwide

Creation of the Red Dress as the national
symbol for women and heart disease

Bulldog Media Relations Awards - Best

in Show and Gold awards

Categories: Health, Medicine and Fitness; Non-
profit; and Public Service
The Heart Truth Campaign

PR Week - Best in Show Finalist
The Hearr Truth Campaign

National Association of Government
Communicators - Blue Pencil Award
Best Promotional Campaign of the Year

The Heart Truth Campaign

National Institute of Health - Plain

" "Language Awards

Campaign fact sheets

© The Heart Truch Campaign

2004

2004

2004

2004

Gold Sabre
Marketing to Women
The Red Dress Heart Truth Campaign

Gold Sabre

Integrated Marketing

The Red Cross Save a Life Tour

Public Relations Society of America -
Silver Anvil

Public Service Campaign of the Year

The Heart Truth

Public Relations Society of America -
Silver Anvil, Award of Excellence
Integrated Communications

The Heart Truth

2004

2003

2003

- 2003

2003

-2003

2003

2003

2003

2003

Multi-Pronged Approach to Outreach Activities

Public Relations Society of America -
Bronze Anvil
The Heart Truth TV PSAs

PR Week - Public Sector Campaign
of the Year
The Heart Truch Campaign

Gold Sabre
Marketing to Women
The Red Diress Hearc Truth Campaign

PRSA National Chapter - Thoth Award
TV PSAs
The Heart Truth Campaign

PRSA National Chapter - Certificate
of Excellence

The Heart Truth for Women video

The Heart Truth Campaign =~

Wenger Award for Communications’
Excellence '
The Heart Truth

Thoth Awards - Public Service
Campaign of the Year, Best of Show
Press Kits/Media Kits, and Direct Mail/Direct

Response

The Heart Truth Campaign

- Thoth Awards

TV PSAs
The Heart Truth Campaign

Thoth Awards - Certificate of
‘Excellence

The Heart Truth Campaign

The Heart Truth for Women video

Telly Award

Public Service Caregory |
The Heart Truth Campaign — TV PSA, “Tackie”

125



Centers for Disease Control
and Prevention - AIDS

2003 Thoth Awards
Best Use of Interner
“At Worlz, Online, for Workers with HIV-
AIDS”

1999  CIPRA Awards
- . PSA: Video
“Business Responds to AIDS”

1997 Public Relations SOclety uf America -
- Silver Anvil
“America Responds to AIDS"
“SmartSEX" video for MTV

_ Centers for Disease Controland

Prevention - Choose Your Cover
Skin Cancer Campaign
2005 Cine Award - Golden Eagle Award

“Picture of Health” Television Public Service
" Announcement

2002 Thoth Awards
Non-profit PR Program

2000 American Publlc Health Associatlorl
Public Health Materials

Choose Your Cover “Been Burned Lately?” TV

PSA .
2000 Thoth Awards
Radio and TV P5As
2000 Thoth Awards - Certificate of

Excellence
Prcss Kit

2000 Telly Award - First Place
TV PSA

Choose Your Cover — “Skin Cancer: Warmng
Label”

2000 American Academy of Dermatology -
Gold Triangle Award
Public Service Adverrising
Choose Your Cover Skin Cancer Campaign

71998 CIPRA Award

1999 CIPRA Awards
Print Ad - *Can’t Read the Warning Label”

1999 Thoth Awards - Certificate of
Excellence
Press Kit

1998 Public Relations Society of America -
Bronze Anvil
“Choose Your Cover” TV PSA

District of Columbia Department
of Health

1998 CIPRA Award
HIV/AIDS, Multi-cultural ma.rkctmg
Safe Men are Right Togerher

Print PSA — Safe Men are Right Together

National Institute for Allergy
and Infectious Diseases

2008 Crystal Award of Excellence
External Communications/Educational
Category
“HIV Vaccines: Hope for the Future”

126 California Integrated Waste Management Board
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Following are several of the soc?al marketing campaigns and initiatives
Qgilvy has developed and advanced in the U.S.

National campaigns and initiatives on behalf
of the Federal government

. AmenCorps, Senior Corps Foster Grandparents Program —- et

- Back to Sfeep —
» Breast Cancer Preventlon -

L Descenlinn

+ Choose Your Cover National Skin Cancer Prevention Campaign — Cweniars 7o-

« Crisis Communications/Media Relations — =

TGRSO

F.'oodSmarr — Semersi

=T TrEeEnTon
+ Gynecolegic Cancer Prevention — Ccnters for Disesse Tonirn an0 Dreveniion

* HIV/AIDS Education Campaigns ¢(America Responds to AIDS, Business/Labor

Responds to AIDS, Prevention Marketing Initiative, Respect Yourself, Protect

Yourseff) — Centers fror Dicagse Conmn! and Proveriion
= HIV Vaccine Research. Real People. Real Progress. — National nanitute of
srgy and intectious Diseases
« | Was There, World Trade Center Health Registry -~ Ceners for Disease
“on &nd Prevention and Agency for Toxic Substances Dizease Ragisin
. injury Prevention — Centers “or Disease Cantrol amnd Prevenion
+ Know Stroke: Know the Signs, Act in Time — Natioral Institute of Neuro'og:ca
cers and Stroxe :
4 Medrcare Services — Ceinvars for Medicare & ]"rE‘OILaIO Services
- Miik Matters — National nstiuie of Child Hesltn and Human Des aloprnant
 National Kidney Disease Education Program — National Institute of Diabetes
i Ogeslive and Widney Diseesos '
» Pandemic Fiu Preparedness — .5 [
+ Prostate Cancer Prevention — Ceniers for Disease Control and Prevention
+ Radiation Safety — Centers for s ol nd Preventicn
+ Research Dissemination — iationa' Eve Institute ’
« Research Dissemination — Mubtonai 2eart Lung, 2nd Biood Instituie
* Research Dissemination — Mationar Insatute of Chia Health ane
eran Develonmient ’
» Screen for Life National Colorectal Cancer Prevention
Campaign — Cenrars fnr Dicgace (oniret and Prevention
= Stay in Circufat}on: Take Steps to Learn About PA.D.

b=

{Peripheral Arterial Disease) — MNaiicna! Hearl. Luna. andg Biood nstity

N

department of =ealth and Hurman Sorvicss

ogs0 Contr

e

. s.feep Well, Do Well: Star Sleeper Campaign — ~ =7 =~ —

« Smart Drivers Just Drive —
= Terrorism Preparedness — .
« The Heart Truth, a Natlonal Awareness Campalgn for women about Heart

Lung 3on Bioood

T8I ILTE

Disease —

National campaigns on behalf of corporations
and foundations’

« Asthma Action America — a5t
* Don’t Lose Sight (AMD Prevention) — Bausch X o
« Entitled to Respect — Coleinsy Staler-iilale
~ Fruits & Veggies: More Matters — Sroduce for
» Spotlight on Shingles — Merci & Co. inc

* STRONG WOMEN, INSIDE & QUT (Osteoporosis) — Mergd & O

» There's Something You Should Know: STD Education and Preventlon

Campaign — Glaxo Welicome '

e

State/locai campaigns on behalf of
local agencies

- California Teacher Recruitment Program — {zitaeaclh
* ConPact ~ Washingion, DC Adminstranion for HIVAIDS
« Don’t Trash California — Califorria Degartment of Transnortaton

" = Don’t Try, We Comply — Washinaton, DC

« Don’t Trash Fresno — California Department of Transportatior

« ENABLE: Education Now, Babjes Later — Csiifornia De;partmeht of Healti,
Minngsoia Depariment of Heahin

» FAMIS — Yirginia Depariment of Puslic Health

+ Get Real, California’s Teen Pregnancy Campaign — "he Califorma
Weliness Foundation -

» IHinois Breast and Cervical Cancer Early Detéction Program —

" lliness Degartment of Health

« Make !t in Scrubs — Califcrig VWelinass moundslion

* SMART: Safe Men Are Right Togel‘her — Washing:on DT
Adminstration for HY A0

« Smooth Operator — Natioral Highway

» Tire Sustainability and Recycling — C
Management Board

on -

Following are several of the social marketing campaigns and initiatives
Ogilvy has deveioped and advanced around the world

» Australia — Vs ot L5
* Belgium - Ths S,
» Belgium - Zuro
’ EuroPean Union —

. Cambodra — Avian T

T2 learn more about Ogilvy Public Relations Worldwide,
vizase visit www.agilvyprcom.

- Japan -
- Kenya — (2
» Laos — &~
= Philippines —
- Singapore — -
« Thailand ~ !

DEMGEGT &0

= Vietnam —
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E - AIDS Frevention Guide
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Cost Proposal Sheat ATTACHMENT &
Mutt-Pronged Approach to Outreach Activites

NVMOSHEDE
Contractor/Company Name; Oglivy Public Relations World wide
Task # » NamefPusition Fersoonel Services - " Deacription of Services Fringe | Overhead® Totat for Individuals Out-of Packet Total Coat
: Haours Banafita® Parson Houre ThemsMalerials Cosis
Conmiimet ; i i $i 5 i R ] b o R S BT
[AT, St Plan Meet with chant to finslbny work pln sid strahagic] 123.02% = 600.00
_ fectt Frmalze timeiine, Saek approval, 34.52% 122.8% 2% 17,605.00
na 50.00% S0 S00 OG-
—. 75.00
A2, Question Devel Pro Bono B + in colaboration with CRBAMB, develop 4 52% 123.82% 20,280 00
§ t7500 5 B75.00 peahar b i ire for tabepks 345248 123.82%
$ 12000 50 £,000.00 [survey and locus groups, ahace drafty with clent na 50.00%
and attain final approvai,
{AZ. 5 Pra Bona s |3 - |Atiued foversac focis groups which will ba 3450% | 1zda% -
§ 1s00] 92 [% 2,196.00 in Muitiple linguages. Dversoe 3a52% | 1 - i} _
implemantation ol BOO RDD phone survay in
$ 1000| 8 |3 10,200.00 |multipls lengusges. Cwvalop report, 1
AL R 10 T | A outined i the Stops of Work, pravide reguier
| . 10 1,750,00 |aceount managemant, sctivilies summaries and
" 10 1,200,060 |report on key findings from study.
i R [ T SE,000.00
B1. Siratege: Plan Rl H - YMuacl wih chent 1o finaize work plan anc better 40 - Wak-Mart sdvertising 5100000
15 ] 2.625,00 | strategic ob . Seek Roal [ - hoy word 5 (00,00
- . 5 - trade publications adverivif 5,000.00
|82, Advertf Concepts Pra Boho ] - |Conduct internal brsinstnm mestinga, develop ] -
R 175.00 il 1,750.00 jcrnative brief, collaboraty witl clent on
o 20000 % 1,000.00 i , deveion nd produce firad
100.00 40 4 .000.00 |products for placement.
[A3. Advarti Placarant Pro Bona 5 3 - |Werk with ad reps to place all ads in idenlified
3 17500 20 $ 3,500.00 |mediume by desdhnes, chip actwork/sds by
desdine.
BA. Trac Pro Bone 5 3 - ['Work with ad reps to tratk piacement, airings and]  34.52% 123.82%
§ 175.00 25 4 4,375.00 [provide requiar reparts o client, Provide bear M 52% 123.82% I . _—
iy sheets.
B5. Final R Pro Bone LEE ) - JCenduct angoing account management. 566 3452% | 12082% -
$ 17500 P $ 4,3754 scope of work for detail. Provide iral repert. 34.52% 123.82%
503 e e R B PR 15, REa TG g B R BEE A MR THER) ¥ 2N R D R R DI R R R A
C1. Burvey and Research Pra Bone 10 [] - |Werk with BUKWILD to conduct 3 miniits of 34.52% 123.82% 25 - Radiio
517500 5 $ 875.00 |children's sies. Develop report for cliend for 34.52% 123.82% 58 |- BUKWILD -
. review, 10
C2. Web Dovel |$ 20000 10 2,000.00 |Create all aspects of the web site design. Work 4.00% 7.00% B0
A75.00 80 15,750.00 |with client 1o sttain mpproval, Tima tor audil ke 4.00% 7.00% 32 e .
150.00 32 4 BOO.DD |accounted for in this section. | 4.00% 7 D0% 100 . N
0000|100 10,000.00 [ 4oo% 7.00% FY] ﬁ B
s 3 10000 X . 2,400.00 4.00% 7.00% 1 ..
3. Outrsach Pro Bono [ $ - |Oversee parinersinp wiln Radic Destey snsuring M52% 12382% e —
- $ 17500 25 ] 4,375.00 Lall dolivernbies. are on Urne. Outreach t 3452% 123 82% -
CTAIPTA.
4, Tracki Pro Bono 10 3 - {Canduc] ongoing accourt management.” See 34.52% 123.82%
$ 17500 2B 3 4,800.00 {scopa of work for detail. Provide final mport. M.52% 123.802% !




Cast Propasal Bhewt A TACHMENT 4
Muld-Pronged App to Outryach

AYMia0ave
LR T 9 & BT 0 5 & S AR R T T A e e e vt L R e o R B R R
Pto Bono [ - Finadize the work plen and timedne in H.52% 123.82% 90 48,000,00
200.00 20 4,000.00 |calk with the CIWME, Seak fnal 34.52% 123.82% 65 3 10,750.00
$ 17500 %0 8,750 00 | approval on sd aspects. 3529 123.62% 350 B ipaol inceotives
. 185 - translebon
{02, Partnenship Fro Bono 20 . 1t 1he p: p plan 28 cuthred inthe|  34.32% 123 B2% i) - rmnacript
§ 20000 ot 4,000.00 |seopa of work. nciudes developing parinership M.52% 123.82% 20 - haid staft .
3 17500] 75 13,125.00 [packets, meetings, folow-through, collabormtion | 34.52% 123.82% 3 [Travel Costs 3, 25000
3 14000 160 22 40000 |on parinership activithes.. 3.52% 122.82% 125 ISA 1000 RDOQ) 28 550.00
$ 8BS00( 106 892500 : na na 290 | Iw L 36,000.00
125 PSAs 35,000.00
¥ro Hono 15 - |Creas Wi B w|_3s52% PRV F=1 -2 radio PEAS
7500 | 25 TATED0 [outtined n acope of work, Includes. participation R 23.87% 0 - Prnt001 | ad
200.00 n 4,000,00 [in focus groups and inal production of ol | 34.52% 23.82% 0 - \ranglelion servicen
25.00 a5 1062590 |cresthey malerials, 34.50% 23.82%
00.00 125 12,500.00 1.52% 123.82%
|
3 17500 il 13,125.00 |Activities mciude PSA distribution and tracking, 34.52% 123.82%
§ 14000 100 14,000.00 |media retatione and MapCraeal sdverbeing M.52% 123.82%
5 3300 105 925.00 |placement. afa na
Pro Bono 15 = |Inchudes uf oversight and creaticn of focue 34.52% 123.82%
200.00 fe] 5,000.00 |groups wnd ROD eamphe, fined report of survey, |, 34.52% 123 B2%
175.00 % 9,825.00 | Inchudes simategy mestings, devalopmant of 3452% 123.62%
14000 ] 125 17,500 00 |questionnaites, acalysie. Z5.00% 25.00%
100.00 250 25,000 00 25 .00% 25.00%
106001 80 8,000.00 [ 2500% | 25.00%
17600 | 30 3 600,00 W SO.00%
Pro Bono » - |inchudes a1 acoount management ssperts 3452% 123.52%
§ 17500 ) 12,200,000 |tegpdas repons, iracking, firal reports ac outined | 34.52% 123 52%
$ 14000 F-] 3,500.00 | Ih scope of worle M.52% 123 82%
Grand Totar
Total by L tont 2438 3 303,02500 : & 2ee6t0.00[F 59783560

The urdersigned thal the irtal of this J ani offer for a pinely {O0) day period for tha CHAWME to award an Agreeraant.
Mumuw«m«nmmumumﬂawmm inchuding Adcends, refating fo this AQresmaent.

. The undersigned acknowledges. that (e Proposer has read all of T requirements set forth in CIWMB documenis and will comply with aaii prowislons.

The undarigred heretry authortzes and requests any person, firm,_ agency or o to farrkay anvy inh L sted by the CIVYMIB bn verificalion of tha
r-uu-mtmhm-swmmwmmcmua(umamm firms, atx.., in arder to obisin formation regarding the undersigred,

The undersigned acknowledges thal thers are no potential conflicts ol inlerest, as defined in Public Contrach Code (PCC) 10430, 10411 e Geereerrumend Code (GC)
BT100, by Lhe submitting firm andior any subconlractors listed in this Proposat,

1 decaie under penaity of perjury thet the Toregoing i true and comect

Hame & Tite of Authorized Representution;  Geveriey Kennedy Cantractos N-v;l:
Addresa; 2495 Nolomas Fark Drive, Suite 650 Yelsphone ¥. §18:418-1500
Ciy, Stala, Zip:  Sacramenio, CA BO833 Erroal; |

Saphia Gormel I 3 40k proprietor and doam nol uve benefi thicugh er company. Chriatine Kohn sharted sa 3 sols propriesor In May 2007, thum she doss nat have ingaiowerhesd expenees fo caloulatr: an yet.





