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BLANKET PURCHASE AGREEMENT
FEDERAL SUPPLY SCHEDULE
FOOD AND NUTRITION SERVICE

BPA#FNS-04-040RAH
. -

In the spirit of the Federal Acquisition Streamlining Act the Food and Nutrition Service ~d
Porter Novelli enter into a cooperative blanket purchase agreement to further reduce the
administrative costs of acquiring commercialservices from the General Services
Administration (GSA) Federal Supply Schedule Contract GS-23F-023IN.

Federal Supply Schedule contract BPAs eliminate contracting and openmarket costs such
as: the search for sources; the development of technical documents and solicitations; and the
evaluation of bids and offers. Contractor Team Arrangements are permitted with Federal
Supply Schedule contractors in accordance with FederalAcquisition Regulation (FAR)
Subpart 9.6.

This BPA will further decrease costs, reduce paperwork and save time by eliminating the
need for repetitive, individual purchases from the Schedule contract. The end result is to
create a purchasing mechanism fer the Government that works better and costs less.

Signatures:

Patricia Palmer, C.O., FNS
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BP A #FNS-Q4-040RAH

I. BPA OBJECTIVES

Tne USDA, Center fOTNutrition Policy and Promotion (CNPP), has awarded a Blanket Purchase
Agreement (BPA), against GSAlPSS Contract GS-23F-0231N. The pmpose of this BPA is to
eStablish a procUTeme:ntvehicle that will satisfy CNPP's need for the development of a new
Food Guidance System to help motivate and educate consumers to make healthy food choices.

CNPP works to improvethe health andwell-bemgof Americansby developingandpromoting
dietary guidancethat linksscientificr~searcbto thenutritionneeds of consumers. Cente:rstaff
help to defiDeandcoormnatenutrition educationpolicywithinUSDA andto translatenutrition
research intomformationandmaterials forconsumers,policymakers,andprofessionalsin health,
education,industry,andmema.CNPP is anagencyofUSDNs Food. Nutrition.and Consumer
Senrices.

BPA Ordering Instructions: The Governmentmay orderthe priced task(s)identifiedin ItemV
herein using a "deliveryorder"form. Otherfixed-priceor laborhour tasksmaybe orderedthat
arenot identifiedhereinbutmeet the requirementsof the BPA's Item IV ScopeofW 0Ik. Othc;-
tasks will be . taskbasisandin accordancewith the'Contractor's
GSAIFS S - Priced ordersmay be issued.mrilatcrally in accordance with
the informatimip .;.~ other orderswill be issued bilaterally. Some orders may
incorporatethe contractor's proposal or partsthcreofbyreference. . .

Designation of COR: TheContractmgOfficer'sRepresentativefor eachtask orderunderthis
BPA is JackieHaven. A separatedesignationmemorandumwill be issuedto.theCon1Iactor
outliningthe COR'sresponsibil ities. .Ms.Havencanbe reachedat 703-605-4269.

Payment Instructions: Billinginstructionswillbeprovidedfor eachorderissuedagainstthe
BPA. The contractorshallbill separatelyforeacbtask orderissued, and,mostimportantly,
referencethe deliveryordernumber on therespectiveinvoice.

ll. PERIOD OFP~ORMANCE: Theperiodofperfonnance oftbis BPAis July 7, 2004to
July 6. 2007. Allordersmust be placed againsttheBPAbeforethe expirationdate, and in no
caseshall anyone task orderexceedtwelvemonthsbeyondthe end dateof the BPA.

ill. OTHER BPA-SPECIFIC CLAUSES:

The con1ractor shall comply with the following clauses as applicable to the individual task order
awarded under this BPA, which mayor may not be incorporated in the GSA contraCt:

A. AGA..R 452.237- 74 Key Personnel (FER 1988)

fa) Tne Government will identify' aDd the ~o~~tor will assign key personnel for each task.order
issued, as appropriate.
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(b) During the first ninety (90) days of perfonnance, the contractor shall makeno substitutions of
key personnel unless the substitution is necessitated by illness, death, or tennination of
employment. The contractor shall notify the Contracting Officerwithin 15 calendar days after
the OCCUlTenceof any of these events and provide the infonnation required by paragraph (c)
below. After the initial90-day period, the contractor shall submit the il1fonnation required by
paragraph (c) to the Contracting Officer at least 15 days prior to making any pennanent
substitutions.

(c) The contractor shall provide a detailed explanation of the circumstances necessitating the
proposed substitutions, and any additional infonnation requested by the Contracting Officer.
Proposed substitutes should have comparable qualifications to those of the persons being

. replaced. The ContractingOfficerwillnotify the Contractorwithin 15 calendardaysafterreceipt
of all required infonnation of the decision on substitutions. The contract will be modified to
reflect any approved changes of key personnel.

B. AGAR 452-237-75 Restrictions Against Disclosure (FEB 1988)

(a) The contractor agrees, in the perfonnance of this BPA, to keep all infonnation contained in
source documents or other media furnished by the Government in the strictest confidence. The
contractor also agrees not to publish or otherwise divulge such infonnation in whole or in part in
any manner or fonn, or to authorize or permit others to do so, taking such reasonable measures as
are necessary to restrict acces~to such infonnation while in the contractor's possession, to those
employees needing such information to perform tIlework provided herein, i.e., on a "need to
know" basis. The contractor agrees to immediately notify, iri writing, the Contracting Officer,
named herein, in the event that the Contractor determines or has reason to suspect a breach of
this requirement.

(b) The contractor agrees not to disclose any information concerning the work under this BPA to
any persons or individual unless prior written approval is o~tained from the Contracting Officer.
The contractor agrees to insert the subsJanceof this clause in any consultant agreement or
subcontract awarded under this BPA.

C. The clause at FAR 52.227-14 "Rights in Data -General" (JUN 1987) is hereby
incorporated by reference and shall apply to a}Jlpropriatetask(s).

IV. BPA General Scope of Work:

General Statement of Work -- The contractor shall provide services to the USDA CNPP for the
development of messages and materials to help motivate and educate consumerS to make healthy
food choices based on the Dietary Guidelines for Americans and USDA's new Food Guidance
System. The base period and optional tasks specified in this BPA include but are not limited to
the development of a graphic image, motivational slogan, educational messages, Interactive and
print educational materials, and professional education modules for the new Food Guidance
System. Also included are media and promotional activities for the Food Guidance System and
materials targeted to the prevention of obesity.
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CNPP has largely completed the technical update of the Food Guide Pyramid. To implement the
new nutritional recommendations, CNPP plans to replace the Food Guide Pyramid graphic with
a Food Guidance System of motivational and educationaltools.

USDA's New Food Guidance System

Motivate

. New graphic

. Motivational slogan

Educate
. Consumer messages - clear, concise, and focused messages to be used in print

materials for consumers to easily understandand follow
. Interactive tools to help consumers personalizetheir food choices

Rationale:

The original Food Guide Pyramid graphic was not designed as a stand-alone tool to provide
consumers with all the information needed to follow a healthy diet. Most consumers think they
mow what to eat because they are familiar with the Pyramid, but, in fact, there is much more
nutrition guidance contained in the 32-page Food GuidePyramid booklet (which most
consumers are not aware of) that could greatly improvethe average American diet.

With the original 1992Food Guide Pyramid graphic,it was not possible to incorporate all
nutrition guidance in one graphic, so several key messageswere selected for illustration. Now,
many stakeholders (nutrition educators, consumers,health advocates, industry groups, etc) are
advocating the addition of more concepts (ie. trans fat, water, physical activity, nutrient density,
etc.) to be included in a new graphic. For the revision of USDA's food guidance, the choice
seems to be either to further complicate the graphicby adding more illustrations or to simplify
the gTaphicby reducing its complexity and developingstrong supporting tools with clear and
actionable guidance for consumers.

The Contractor should be aware that CNPP is working closely with the Department of Health
and Human Service's Office of Disease Prevention and Health Promotion (ODPHP) on the
project described herein. ODPHP will provide adviceand assistance across the course ofthis
contract. ODPHP is leading the communications effort for the Dietary Guidelines for Americans
that will coordinate with and compliments the work on the new Food Guidance System. It is
essential that the Contractorwork collaboratively with other potential Contractors who may be
involved in ODPHP projects of similar subject matter and/or where complementary
communication materials are required. For tasks under this BPA, CNPP will solicit input ITom
HHS and potentially other Federal partners that may impact decisions/approvals so the
Contractor can advancework and complete tasks. The visual treatment created by the Contractor
should be carried through to other communication components to establish a cohesive, consistent
look or identity for all Food Guidance System relatedmaterials. The visual treatment should
coordinate with the "look and feel" of Dietary Guidelinesfor Americans materials developed
by ODPHP. The Contractor will have limited time and set deadlines to accomplish the tasks and
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must be understanding, flexible and capable of making last minute modifications to
communication materials based on final USDA clearance.

1. Background:

The Food Guide Pyramid underwent reassessment for two reasons - to make sure its guidance
reflects the latest science, and to improve its effectiveness in motivating consumers to follow a
healthy diet.

Phase one, the technical reassessment, has been largely completed. The daily food intake
patterns, the recommendations on what and how much to eat, were updated to meet current
nutritional standards and were posted on September 11, 2003 in the Federal Register for public
review and comment. The notice and proposed foodpatterns are available for review on the
CNPP website at www.cnpp.usda.gov. These food intake patterns form the basis for USDA's
food guidance system. To ensure USDA's food guidance system is in harmony with the
recommendations of the Dietary Guidelines Advisory Committee (DGAC),.the food intake
patterns will be finalized once the DGAC completes its work. .

. Phase two is the development and implementation of consumer messages and materials for the
food guidance system. CNPP has conceptualized a plan of work for phase two which includes
the development ofthree new motivational and educational tools that will be the core of the new
Food Guidance System:

1) a compelling new motivational graphic and slogan
2) clear and concise nutrition messages that communicate the new food guidance

recommendations in ways consumers can more easily understand and put into practice.
These messages will be used to develop educational materials like posters and brochures.

3) interactive tools to help consumers personalize their diet. .

1. Target Audiences:

The target audiences for these materials are:
General population. ..
Information multipliers (nutrition educators, professional organizations, etc)
School children
Industry
Media

Food and Nutrition Service (FNS) program participants and administrators
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V. PRICED TASKS

Below are nine (9) fixed priced tasks that may be ordered under the BPA. Oth=r t!sks may be
ordered if funds are available and the Govemm~ identifies additional requirements that meet
the genc:ral scope of the BPA.' Additional tasks will be negotiated in accordance with the

Contractor'sGSA.E::Xt:/J1.fTf70nJf (!IJ/il1!1Gl<e/A L ::t::";f/i;IUYI/l7ioAf
"

.,.. Base Task(mcludessubtIskE1through3). Bc:m~mnATVReport
. Motivational Tools-GI'aphic & SloganDevelopment. Educational Tool-Message Developmc:mt .

> OptionalTask r'- EducationalTool. Intmctivc Too1s:Levell
~ OptionalTask2 - EdncationalTool. IntClCtivcToo1s:LeveI2
,.. Optional Task:3 - Mate:ria1s Deve10pmcm
,.. OptionalTask:i-Support New Food GuidanceSystemRoll Out
» OptionalTask:5- DietmyGuidelinesCommunications
,.. Optional Task:6 - FoodGuidanceSystemM.aterials

$ 371.388.08

$ 192,376.15
$ 251,894.50
S 166,051.00
S 303,449.50
$138.298.38
$ 173,098.13

.Alsorefer to Item VI Task Descriptions (pages 5 - 10),Item vn Task Pe:rfoImaoceStandards
andMeasures (pages11- 13),and Item VIIIDeliverableandDue Dates (pages 14 ,19)below:

VL TASK DESCRIPTIONS

. BaseTask (Tasks 1 through 3 below)

The Con1raCtorwill complete beD~hmm..-report, develop, consumer test, aDd ii"3t;,.~ the new
graphic, slogan, and core messages for the release ofllie new Food Guidance System anticipated
in February 2005. .AJlmate:ri.alssh.allbe finalized according to the DepartIm:nt of Agriculture's
Design DivisiODspecificanons for printing and for use on the world wide web.

> Task 1- Benchmarkreport

TheContra~,1QrshDJ)develop and Sl1bmit11bc:mcbmarkreport, which will build upon existing
sources of information and focus on,stta1eg1esto communicate nutrition guidance. 1nthis task,
the Contractor sbal1identify existing 1mowledge and synthesize related scientific and market
Tesearchin a report that includes implications ofth~ findings and recommcndarions for this
communications effort

The report will review and synthesize a variety of r::sourccsincluding published and unpublished
reports and pe:rtincntresearch arii::1~sfrom the following:fields: commmrications, socia]
marketing, marketing and advertising, numtioD andhealth education, and promotion. The report
will also include r-..sultsfrom the S1JII1IDaTYof th::w:1tL.'"Dand ora] comments received from the

public iIi response to an anticipat:d F:d:raJ Reg:15le7notic~ aDthe Food Guidance System.
Additionally th:: report will iIlciud: "b::s: pracuc::s" and/or recommc:mdationsrclaI.Cdto the
Food Gwcbnce System on:
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e" Initial audiencesegmentation(e.g.,recommendationsaboutpriorityconsumeraudiences
and what is known about their health beliefs and relevant interests, IGlowledgeand
behaviors related to healthy lifestyles, overweight and obesity, healthy eating/good
nutrition and physical activity)

. Current channels and sources of infoIDlationmost used by consumers

. Nutrition message areas that consumers find confusing or do not understand

. Design and testing of message and materials including interactive tools

The report will also identify significant gaps and/or areas for improvement in what is lmown on
each ofthese topics. Based on the gaps analysis, the Contractor shall also make
recommendations for the Food Guidance System about the types of audience research that ought
to be conducted as part ofthis scope of work to fill these gaps.

~ Task 2 - Motivational Tools - Graphic and Slogan Development

The Contractor shall develop a compelling new graphic and slogan for USDA's Food Guidance
System. They will be used to identify the Food Guidance System and its materials, but will not
be stand-alone educational tools.

Goals for the graphic and slo!!an:

It is envisioned that the new graphic will:. Be used as a branding icon to represent USDA's Food Guidance System to the public and
identify the Food Guidance System materials. This graphic would not attempt to become a
stand-alone educational tool because the food guidance is far too complex for any single
graphic to accommodate.

. Motivate consumers to follow USDA's Food Guidance System.

. Direct consumers to sources of information such as the Food Guidance System interactive
tools and Nutrition.gov to help them personalize their food choices.

. Coordinate with the consumer messages that will help consumers choose what and how much
to eat.

. Illustrate the concept of different food groups within the Food Guidance System.

The accompanying slogan is envisioned as a memorable statement for use in conjunction with
the graphic, to motivate consumers to make healthy food choices. This slogan would not
specifically try to convey an educational message, but would raise awareness and incorporate or
be closely linked with other statements directing consumers to other Food Guidance System
sources where they can access personalized educational messages.

This task includes creative design and development of a graphic and slogan, an anticipated 2
rounds of consumer testing, and related reports. Contractor shall also develop a set of guiding
principles on how graphics, slogan, and core messages can be used by partners and other groups.
See deliverables list for additional details.
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}- Task 3 - Educational Tool -Message Development

The Contractor shall develop and consumer test educational messages containing clear and
concise information on what and how much food to eat. The consumer messages shall be based
on the Dietary Guidelines Advisory Committee's recommendations for the general public, and
the revised and updated food guide intake patterns.

The food guidance messages shall explain what changes most Americans need to make in their
food choices to eat, and how they can make these changes. We envision that a small number (5
- 8) of priority messages will be developed and for each, 3-10 adilitional messages will provide
more specific infonllation. From these messages, those of highest importance to various
audience segments will also be identified.

Thesemessagesare intendedto be: .

. used as the basis of educational materials for USDA's Food Guidance System

. used to develop consumer educational materials for other Federal agencies and programs.

. provided to nutritionists and educators to use as the basis for their own nutrition
. educationefforts.

. provided to the meilia and industry to help them understand and promote the Federal food
guidance.

These messages will give specific recommendations for making food choices. They are
proposed as directional changes that will improve food choices for most Americans in
comparison to their typical choices. These changes will:

. Keep calorie intake balanced with energy needs to prevent weight gain and/or promote
weight loss

. Promote nutrient dense food choices to increase the intake of vitamins, minerals, and
other essentialnutrients,especiallyofthose that areoftenlowin typicaldiets. .

. Lower risk for some chronic iliseasesby lowering intake of saturated fats and cholesterol

. Increase fiber intake

Selected consumer messages highlighting what and how much to eat will be incorporated into a
visually appealing mini-poster format, that includes the icon and slogan, for dissemination at the
release event.

Optional Tasks -

Optional Task 1 - Educational Tool -Interactive Tools - Levell

Overview of interactive tools: As part of the educational tools for the new Food Guidance
System, a portfolio of interactive tools are envisioned to help consumers personalize their food
choices. Contingent upon additional funding, the first tool (level 1) will be ready to be launched
the day the revised Food Guidance System is released (February 2005). It will provide
consumers with basic infoID1ationto help plan their food choices. Shortly following, pending
additional funding, the interactive tool portfolio will be expanded to provide more personalized
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information and feedback on personal food choices. The contractor will develop the interactive
tool and conduct consumer testing under tIns contract.

.
The interactive tools are envisioned to be state-of-the-art, web-based tools to

identify personalized food intake recommendations
enable consumers to plan personalized food choices
provide additional related nutrition and health information to the Food Guidance System

.

.

The Contractor shall develop LEVEL 1 of the interactive tool, including consumer testing
for appeal, usability, and understanding and beta testing prior to release. LEVEL 1 will
provide personalized daily food intake recommendations for each food group and sub-
group, based on sex, age, body size, and activity level. The information provided will be
based on the finalized food intake patterns, which assigns a specific calorie level and
numbers of food group servings for each age/sex/activity level group. The interactive
program shall further personalize these recommendations by using regression equations
from the Dietary Reference Intakes that also take into account height and weight in
determining the appropriate food intake pattern.

!,
~ "

~. "

The interactive tool shall allow users to input their personal characteristics, with defaults
available when specific information is not known. Options shall provide assistance in
determining personal activity level and potential need for weight loss. Additional options shall
include lists of foods and equivalent amounts, additional information about each food group
Sample menus or shopping lists, vegetarian options, and other food choice suggestions,

All Web components must be compatible with Section 508 standard regulations. In 1998,
Congress amended the Rehabilitation Act to require Federal agencies to make their electronic
and information technology accessible to people with disabilities. Inaccessible technology
interferes with an individual's ability to obtain and use information quickly and easily. Section
508 was enacted to eliminate barriers in information technology, to make available new
opportunities for people with disabilities, and to encourage development of technologies that will
help achieve these goals. The law applies to all Federal agencies when they develop, procure,
maintain, or use electronic and information technology. Under Section 508 (29 D.S.C. ' 794d),
agencies must give disabled employees and members of the public access to information that is
comparable to the access available to others. It is recommended that the Contractor reviews the
laws and regulations to further their understanding about Section 508 and how they can support
implementation (accessible at \vww.section508.gov/index.cfm?FuseAction=Content&ID=3 ).

Optional Task 2 - Educational Tool - Interactive Tools- Level2

The Contractor shall develop LEVEL 2 of the interactive tool, including consumer testing
for appeal, usability, and understanding. LEVEL 2 will allow users to make sample food
choices for a day and provide immediate visual feedback of how the choices contribute to
the recommended food intake pattern. It is envisioned, for example, that a depiction of
the appropriate food groups/subgroups could "fill" as each choice is made. Visual
feedback shall also be provided to show the amounts of other important dietary elements,
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such as calories, saturated fat, total fat, and added sugars, in the food selections as they
are made.

The LEVEL 2 interactive tool shall allow users to make food intake choices ITompull-
down lists grouped by food type (about 200-300 food choices in total). As each food is
selected, a sample portion shall be pictured (eg. tuna sandwich with 2 slices bread, 1
chicken breast, 1 slice pizza). The user may select a fraction or multiple of the sample
portion as their personal portion. An option shall allow food items to be typed in rather
than selected ITompull down list. The user shall be able to change any selection (delete,
change portion) to see its impact through changes in the feedback.

An option shall allow all food selections to be made before seeing any visual
feedback, which will be useful for self-testing or for school use. The input and
output shall be developed to be game-like and the feedback displayed visually in
"fun" ways to the extent possible. An additional option to help bring the food
choices closer to recommendations shall be included, by highlighting a food to
delete or a type of food to add to malcethe biggest improvement in compliance
with recommendations.

Optional Task 3 - Materials Development

The Contractor shall develop one or more posters designed to communicate the priority messages
for selected target audience(s) in a visual and appealing way. Prototype poster(s) shall be
consumer tested with the selected target audience to assure that the intended messages are
communicated, that the presentation is appealing, and that no misinformation is transmitted.

The Contractor shall develop one or more brochures designed to communicate the priority
messages for selected target audience(s) in a visual and appealingway. Target audiences may
include low literacy FNS program participants. Prototype brochures shall be consumer tested
with the selected target audience to assure that the intended messages are communicated, that the
presentation is appealing, and that 110misinformation is transmitted.

Optional Tasks 4 - Support New Food Guidance System Roll Out

To help equip key stakeholders (policy malcers, educators,gatekeepers, the media, health
professionals, etc.) with infomlation to support the release of the new Food Guidance System,
the Contractor shall develop a report of recommendations for types of activities and events with
potential locations, time frames, and topics for presentations,media interviews, and other
platforms with appropriate USDAlCNPP spokespersons. The report shall include, at a minimum,
of a televideo conference fornutrition educators andhealth professionals, ideas for the kickoff
and three media events. Recommendations for ways to extend media visibility beyond the
release of the new Food Guidance System should also be included in the report. After
consultation with USDA, Contractor shall provide technical assistance and support to implement
the selected activities.
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Optional Task 5 - Dietary Guidelines Communications

Contractor shall update and enhance the CNPP on-line course, the ABC's of the Dietal)i
Guidelines for Americans: Science and Application. This task includes 2 rounds of consumer
research with nutrition educators. This course is used by nutrition educators to help them
understand the recommendations found in the Dietary Guidelines for Americans, and provides
information on how to apply the guidelines in their own practice. The content for the updated
course will be based on the 2005 Edition ofthe Dietary Guidelines, and the user interface will be
redesigned to improve the design and enhance the appeal and ease of use by professionals. The
technical content for the course will be provided by CNPP.

Optional Task 6 - Food Guidance System Materials for Information Multipliers

The Contractor shall design and develop an interactivetraining module for nutrition and health
professionals to help them understand Food Guidance.System recommendations and how to use
its messages and materials to educate consumers. The Contractor shall also design and develop a
tool kit for professionals to include, but not be limited to, the Food Guidance System messages,
fact sheets, drop-in articles for newsletters, and other customizable materials. The toolkit will be
designed to coordinate with and supplement the interactive training module. Both products will
be tested with target audience members. and be revised as necessary.
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VII. Summary of Performance Objectives, Standards and Measures

Performance ob,jective/requirement
Base Period - Task 1: Benchmark
existing knowledge and synthesize related
scientific and market research, and results
of public response to a proposed Federal
Register notice in a repOli that includes
implications of the findings and
recommendations for the development of a
Food Guidance System.

Base Peliod - Task 2: Develop tested,
graphic and slogan to identify the Food
Guidance System and its materials and
motivate consumers to make healthy food
choices using the new system

Base Period - Task 3: Develop tested,
actionable, clear, and concise consumer
messages that help consumers choose what
and how much to eat. Founat selected
messages into mini poster.

Performance standard

Representative quantitative and qualitative data
sources used to document existing knowledge
and "best practices" related to the
development of a Food Guidance System.
Conclusions based on rational and documented
inference and interpretation of the data and
application of health-behavior and health-
communication models as explanatory tools.

Proposed graphics and slogans reflect the
thoughtful analysis of benchmark data including
public comment. Developed graphics are
appropliate and appealing for multiple target
audiences, and slogans are memorable and
appealing to target audiences. Graphic and
slogan communicate intended messages
effectively.

Food Guidance System messages - - both the
priority messages and additional messages - -
are appropriate for and appealing to the target
audiences, and are clear, credible, easily
understood, and considered actionable by the
intended audiences. Mini poster follows design
specifications provided by the USDA Design
Division.
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Measure

Benchmark report will document
conclusions.

Final tested graphic and slogan are ready
for launch date of new Food Guidance
System.

Report documents quality of messages.
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Optional Task 1: Develop Levell of the Interactive tool- Levell- helps consumers Report from consumer research and beta
Interactive tool as described in the identify appropriate personalized food choices. testing documents the quality of the
Statement of Work. Levell provides Interactive tool is visually appealing and easy to Interactive Tool - level 1.

consumers with basic infonnation to help use by consumers and is coordinated with the
them plan their food choices. "look and feel" of other Food Guidance

System materials. Personalized output is
.. ..

relevant to targeted user, and easily understood
and retrieved by the user.

Optional Task 2: Develop Level 2 of the Interactive tool- Level 2 - provides more in- Report fl.-omconsumer research and beta
Interactive tool as described in the depth infonnation to help consuniers make testing documents the quality of the
Statement of Work. Level 2 allows users sample personalized food choices. Interactive Interactive Tool- level 2.

to make sample food choices for a day and tool is visually appealing and easy to use by
be provided with immediate visual consumers and is coordinated with the "look
feedback on how the choices contributed to and feel" of other Food Guidance System
the recommended food intake pattern matelials. Personalized output is relevant to

targeted user, and easily understood and
retdeved by the user.

Optional Task 3: Develop at least 1 poster Poster and brochure are visually appealing and Rep()rt from consumer research documents
and 1 brochure to communicate the pdority provide infonnation in a clear and concise the quality of the poster and brochure.
messages for selected audience/so manner. They are relevant, easily understood,

and communicate intended messages effectively
to the target audience. Poster and brochures are
coordinated with the "look and Feel" ofthe
other Food Guidance System matelials.

Optional Task 4: Develop a plan with at Appropdate media outlets attend the release Events proceed as plalUled.
least 3 events to roll out the new Food event and events proceed as planned. Nutrition
Guidance System and assist in the planning educators participate in the televideo conference
of a televideo conference for nutrition and conference proceeds as planned.
educators.

Optional Task 5: Update and enhance the Modules will be updatd to reflect the 2005 Report fl.'omconsumer research and beta
on-line course the ABC's ortlle Dietarv Dietary Guidelines for Amedcans and testing documents the Qualityof the on-line



Guidelines for Americans: Science and
Application for use by nutrition educators.

Optional Task 6: Design and develop an
interactive training module for nutrition
and health professionals to help them
understand the new Food Guidance System
and the design of a tool-kit for
professionals to accompany the training
module.

Optional Task 7: Design and develop, and
test educational materials targeted to
weight maintenance/weight loss by
adapting Food Guidance System messages,
matelials, and deliver; channels for this
target audience.

presentation of information coordinates with the
"look and feel" of the other Food Guidance
System materials. Nutdtion educators fInd the
infonnation easy to understand and relevant, and
can easily navigate through the program.
Nutrition and health professionals will fmd the
infonnation in the modules easy to understand
and useful to their programs. Modules will
coordinate with the "look and feel" ofthe

other Food Guidance System materials. Users
will fInd it easy to navigate through the
program.

Materials targeted to consumers trying to
maintain or lose weight will be developed.
Target audience fInds the materials useful and
relevant. These materials will coordinate with
the "look and feel" of the othe r Food Guidance
System materials. Innovative delivelYchannels
are identifIed.
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course.

Report ftom consumer research and beta
testing document the quality of the
interactive training module.

Report from consumer research documents
quality of educational materials.



VTII. Deliverables and Due Dates

The attached charts define deliverables and estimated due dates.

BPA FNS-04-040RAH

Base Tasks 1, 2, and 3
Graphic Icon, Slogan, and Message Development

Deliverable

Throu~hout contract veriod
Monthly status report

Base Period:
Post award meeting

Report ofbencbmarking data and conclusions
Plan for formative testing of graphics, slogans, and core
messages including all materials for OMB*
Develop several prototype graphic designs, several motivational
slogans, and core messages
Conduct initial consumer research
Prepare report of findings and present to USDA for approval
Refine graphics, slogans, and core messages prototypes
Develop guiding principles for use of graphicand slogan for
internal and external use .

Conduct 2ndround consumer research
Prepare report of findings and present to USDA for approval

Refine graphics, slogans, and core messages
Finalize graphic, slogan, and core messages.
messages into mini poster.
Develop camera ready and computer ready graphic, slogan, core
messages, and mini poster
PreDarefinal reDortand submit to USDA

Estimated Due
Date

End of each month

5 working days post
award
1 ~ months after award
2 months after award

2 months after award

3 months after award
3 ~ months after award
4 months after award
4 months after award

5 months after award
5 1/2 months after

award
6 months after award
7months after award

7 ~ months after award

8 months after award

CNPP has obtained generic OMB approval for all consumer information
collection related to this project. Instruments (such as screener and moderator's
guide) related to this specific informationgatheling will be submitted to OMB for
an expedited approval.

.
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Optional Tasks
Task 1

Educational Tool Development - Interactive Tool - Levell

* CNPP has obtained generic OMB approval for all consumer information collection
related to this project. Instruments related to this specific information gathering will be
submitted to OMB for an expedited approval.
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Deliverable Estimated Due
Date

Throuhout contract period
Monthly status report End of each month
Optional Task 1:
Participate in initial meeting 5 working days after

award

Plan for formative testing of interactive tool- level 1 including 2 months after award
all materials for OMB*
Develop Levell of Interactive Tool 3 months after award
Conduct initial consumer research 4months after award
Prepare report of findings 4 Y:zmonths after award
Revise and refine program 5 months after award
Conduct 2naround consumer research 6 months after award

Prepare report of research findings 6 1/2months after
award

Finalize program 7 months after award
Prepare program for use by consumers 7 Y:zmonths after award
Prepare final report and submit to USDA 8 months after award



Optional Task 3
Materials Development

* CNPP has obtained generic OMB approval for all consumer illfonnation collection
related to this project. Instruments (such as screener and moderator's guide) related to
this specific information gathering will be submitted to OMB for an expedited approval.

17

Deliverable Estimated Due
Date

Throughout contract period
Monthlv status report End of each month
Optional Task 3:
Participate in initial meeting 5 working days after

award

Plan for formative testing of posters and brochures including all 2 months after award
materials for OMB*
Develop posters and brochures 3 months after award
Conduct.initial consumer research. 4 months after award
Prepare report of research findings 5months after awartl
Revise materials 5 1/2months after

award
Conduct 2ndround of consumer research 6 months after award
Prepare report of research findings 7 months after award
FiIialize.materials 7 months after award

Prepare materials for printing and for the web 8 months after award
Prepare final report and submit to USDA 9 months after award



Optional Task 4
Support New Food Guidance S~'stemRoll Out

Deliverable Estimated Due
Date

eriod
End of each month

'resentto USDA

5 working days after
ward
2 months after award
3 months after award
3 months after award
4 months after award
4 1/2 months after
award
5 months after award
6 months after award

Optional Tasks - Task 5
Dietary Guidelines Communications

.".

Deliverable Estimated Due
Date

Throu~hout contract
Monthly status report
Optional Task 5:
Participate in initial meeting

eriod
End of each month

Plan for formative testing of on-line course, including all
materials for OMB*

Develop updated and enhanced on-line course
Conduct initial consumer testing of program
Revise and refine program
Conduct 2ndround of consumer research

Prepare report of research findings
Finalize program
PreDareDro!:!Iamfor use on-line

5 working days after
ward
2 months after award

4 months after award
4 ~ months after award
5 months after award
6 months after award
7 months after award
8 months after award
9 months after award

* CNPP has obtained generic OJ.v.[Bapproval for all consumer infonnation collection
related to this project. Instruments related to this specific infoID1ation gathering will be
submitted to OMB for an expedited approval.

18



OPTIONALTASK6
Food Guidance System Materials for Information Multipliers

Deliverable

Throu2hout contract period
Monthly status report
Optional Task 6:
Participate in initial meeting

Estimated Due
Date

End of each month

5 working days after
ward
2 months after award

4 months after award
4 months after award
5 months after award
6 months after award
8 months after award
9 months after award
10 months after award
11 months after award
12 months after award

* CNPP has obtained generic OMB approval for all consumer information collection
related to this project. Instruments related to this specific information gathering will be
submitted to OMB for an expedited approval.
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Task Order 43-3198-4-0117

Kev Personnel

Page 3

The BPA Clause AGAR 452-237-74 "Key Personnel" applies to the following contract
employees for Optional Task 8:

Stephenie Fu, Account Management
Liz Fitzgerald, Creative
BcirryReicherter, Interactive
Deanne Weber, Research

Deliverable and Payment Schedule

The contractor shall be paid in accordance with the Fixed Price Payment clause in the
GSA Contract for service and deliverable received and accepted by the Government. The
contractor shall be paid for each acceptable deliverable for Optional Task 8, as follows:
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1. Graphic, Slogan, Message Development
Concepts
2. Graphic, Slogan, Message Final

12/31/2004

02/28/2005

Research:
1. First Round Focus Groups - teachers
2. Second Round Focus Groups - children
3. Kid-Web Focus Group
4. Teacher-Web Focus Group
5. Web Usability

12/15/2004
01/31/2005
02/28/2005
02/28/2005
02/28/2005

6. Research - Additional Focus Groups 01/31/2005

7. Website/Interactive recommendations and
plan
8. Website/Interactivelaunchexecution

01/31/2005

03/31/2005

9. Rollout recommendations and partnership
plan
10. Rollout event execution

01/31/2005

03/31/2005

TOTAL
$ 600,719.46

$ 75,244.00

$ 75,244.00

$ 23,727.13
$ 32,808.63
$ 31,626.25
$ 19,755.75
$ 40,415,63

$ 83,932.25

$ 39,132.00

$ 91,308.00

$ 35,010.33

$ 52,515.50



Optional Task 8 - Special Audience - School Age Children
BPA # FNS-04-040RAH

The goal of this task is to reach school age children with targeted information on the new
Food Guidance System. The contractor shall develop, test, and refine a motivational
graphic, slogan, and messages targeted to school age children. The icon and slogan
should closely coordinate with the Food Guidance System developed for general
consumers to create a consistent recognition. The contractor shall conduct two rounds of
research with the target audience. The first round will include formative research to
assist in developing the icon, slogan and messages. The second round of research will
test prototypes for appeal, usability and comprehension. The contractor shall also
develop materials such as posters to help children recognize the Food Guidance System
for children.

The contractor shall develop a Food Guidance System website which will consist of
interactive activities specifically designed to educate the target audience and motivate
school age children to make healthy food choices. The contractor shall conduct a
usability study with school age children to test the interactive website.

To generate an extensive awareness of the new Food Guidance System, the contractor
shall develop a plan as well as conduct a roll-out event for the new Food Guidance
System targeted to school age children. The roll-out event should reach a wide audience
including the media, schools, educators, and children.



Optional Task 8 - Children's Materials --Deliverables and Due Dates

The attached charts define deliverables and estimated due dates to assist in the

preparation of the proposal.

Graphic, Slogan, Educational Messages and Materials Development

Interactive Tool Development

Deliverable Estimated Due Date

Monthly status report End of each month

Post award meeting 5 working days post
award

Plan for formative testing of graphics (coordinated with other 2 months after award

Food Guidance System work), slogans, and messages including
all materials for OMB*

Develop several prototype graphic designs (as needed), several 2 months after award

motivational slogans, and messages
Conduct initial consumer research 3 months after award

Prepare report of findings and present to USDA for approval 3 1f2months after award

Refine graphics, slogans, and message prototypes 4 months after award
Develop posters and mini poster
Conduct 2ndround consumer research 5 months after award

Prepare report of fmdings and present to USDA for approval 5 1/2months after
award

Refine graphics, slogans, messages, and poster prototypes 6 months after award

Finalize graphic, slogan, messages, and materials. 7months after award

Develop camera ready and computer ready graphic, slogan, core 7 1f2months after

messages, posters and mini poster award

Prepare final report and submit to USDA 8 months after award

Plan for formative testing of interactive tool - level 1 including 2 months after award
all materials for OMB*
Develop prototype for Interactive Tool 3 months after award
Conduct initial consumer research 4 months after award

Prepare report of findings 4 1f2months after
award

Revise and refine program 5 months after award
Conduct2nd roundconsumerresearch 6 months after award

Prepare report of research findings 6 1/2 months after
award

Finalize program 7 months after award



Roll Out

* CNPP has obtained generic OMB approval for all consumer information collection
related to this project. Instruments (such as screener and moderator's guide) related to
this specific information gathering will be submitted to OMB for an expedited approval.

Prepare program for use by consumers 7 months after
award

Prepare final report and submit to USDA 8 months after award

Deliverable Estimated Due Date
Develop report of recommendations and present to USDA 2 months after award
Plan events 4 months after award
Develop partnership plan 5 months after award
Hold press event/events 7 months after award
Prepare final report and present to USDA 8 months after award



Summary of Performance Objectives, Standards and Measures

Performance objective/requirement
Optional Task 8: Develop for 3 selected
children's audiences a tested graphic
coordinated with the work for the
development of a Food Guidance System
for consumers. The breakdown for the 3
age groups could include: ages 6-8, 9-11,
and 12-15. However, we ask the
contractor to offer suggestions for the age
groupings based on their research and
expertise.

Develop, test, and refine with 3 target
audiences a motivational slogan and
messages. Develop 3 posters to help
identify the Food Guidance System and its
materials and motivate children to make
healthy food choices using the new system.
Format selected messages into 3 mini
posters.

Develop an interactive website link with
basic information to help children plan
their food choices.

Develop and execute a roll-out plan to
promote the new Food Guidance System
for children as part of the roll-out planned
for the Center for Nutrition Policy and
Promotion.

Performance standard
Developed graphics are appropriate and
appealing for target audiences, and slogans are
memorable and appealing to target audiences.
Graphic and slogan communicate intended
messages effectively. Posters and mini posters
are visually appealing and provide information
in a clear and concise manner. They are
relevant, easily understood, and communicate
intended messages effectively to the target
audience. Poster and brochures are coordinated
with the "look and feel" of the other Food
Guidance System materials. Materials follow
design specifications provided by the USDA
Design Division.

Interactive tool helps children identify
appropriate personalized food choices.
Interactive tool is visually appealing and easy to
use by children and is coordinated with the
"look and feel" of other Food Guidance System
materials. Personalized output is relevant to
targeted user, and easily understood and
retrieved by the user.

Food Guidance System messages are
appropriate for and appealing to the target
audiences, and are clear, credible, easily
understood, and considered actionable by the
intended audiences.

Appropriate media outlets attend the release
event and events proceed as planned.

Measure

Final tested graphic, slogan, and messages
are ready for launch date of new Food
Guidance System. Report from consumer
research documents the quality of the
poster and mini poster. Events proceed as
planned.
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Technical Proposal for Children's Materials Task Order:
Optional Task 8 - Special Audience - School Age Children
Food Guidance System for the USDAJCenter for Nutrition Policy and Promotion (CNPP)
FNS BPA #FNS-04-040RAH
Revised September 2, 2004

In coordination with the Food Guidance System (FGS) developed for general consumers, Porter

Novelli will work with USDAJCNPP/FNS to develop, test, refine and introduce a motivational

graphic, slogan and messages for school-aged children. The following outlines our approach.

Target Audience and Primary Channel

We recommend that USDA continue to pursue children aged 6-8 and 9-11, as well as a primary

channel of influence - elementary school teachers - and not children aged 12-15. Our

reasoning is twofold:

. Teens differ dramatically ITomyounger children in how they think and learn. They want

to be thought of as adults rather than "talked down to" as children. They would probably

gravitate more toward adult versions of materials than child versions.

. Elementary school teachers are a key channel for implementation. Thus getting their

"buy-in" from the beginning is essential. Teachers can tell us what they need, whenthey

need it, and the best ways to distribute it. They can also help us refine the materials by

providing suggestions about what will capture their students' attention and be usable in

their classrooms. (We will be able to obtain insight from parents in our adult focus

groups when we test concepts and messages for the general FGS.)

Proposalfor Children's Materials Task Order: Optional Task 8 - Special Audience - School Age Children
FNS BPA #FNS-04-040RAH - Food Guidance Systemfor the USDA/Centerfor Nutrition Policy and Promotion (CNPP)
Submitted September 2, 2004
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Timing for Roll-out

We recommend that USDA introduce the public to the children's FGS graphic, slogan and

messages in March 2004 - after the launch of the 2005 Dietary Guidelines and new FGS for the

general public - for the followingreasons:

. Establishing the standard first: The children's FGS graphic and other components

should be consistent with the general public FGS graphic and other components. From a

timing standpoint, we will need to establishthe latter in order to test concepts and

materials for children.

. Carving out an identityfor the standard: From the public's perspective, it will be

critical to first establish a presence and identity for the new adult FGS and graphic. From

an internal perspective, this initial launch also will give USDA a small window of

opportunity to fine tune, if necessary, before introducing the children's graphic, slogan

and messages.

. Ideal timing: March is ideal timing for two important reasons: (1) March is National

Nutrition Month, a time when nutrition professionals and media alike are open to and

- interested in new information and resources; and (2) in orderto reach long-lead

magazines in time for September/back-to-school story angles, we need to conduct

outreach 6 months in advance... in March.

Proposalfor Children's Materials Task Order: Optional Task 8 - SpecialAudience - School Age Children

FNS BPA #FNS-04-040RAH - Food Guidance System for the USDA/Centerfor Nutrition Policy and Promotion (CNPP)
Submitted September 2, 2004

Page2 of 11
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Approach: Development Throug.h Introduction

Our work will be conducted in four areas:

1. Graphic, slogan, message development

2. Research

3. Web site/interactive development

4. Roll-out plan and event

1. Graphic, Slogan, Message Development

Close coordination with the development of the general consumer FGS graphic and slogan will

be fundamental to our approach in developing and testing the graphic and slogan for children.

We will develop concepts for both graphic and slogan, as well as children-specific messages to

determine the best final execution.

Since the children's graphic should be consistent with the graphic for the general public, we will

draw from our adult consumer research findings and final execution of the overall graphic.

Likewise, the slogan that accompanies the graphic should parallel the adult/overall slogan.

There should be a logical, natural progression from the children's graphic, slogan and messages

into the adult graphic, slogan and messages that the target kid audience will grow into over time.

A children's character -Power Panther, the USDA Eat Smart Play Hard campaign character-

can be integrated into the graphic.

We will further develop power Panther to bring the messages alive and help motivate children

through lively engagement. We will determine appropriatevenues and treatment, such tapping

PrDposalforChildren'sMaterialsTaskOrder: Optional Task 8 - Special Audience - School Age Chfldren
FNSBPA#FNS-04~040RAH-Food Guidal1ceSystemfor theUSDA/Centerfor Nutritiol1Policyal1dPromotiol1(CNPP)
SubmittedSeptember2,2004 .

"Page?> ofll



"I.'~"'"

lLmu!.!

the character to help tell the story in print materials, as well as bringing the character to life on

the Web site in the interactive activities/game that we develop (see "3. Web site/interactive

development"). Our work on other public health programs for kids (e.g., creating Carla for CDC

Bone Health Campaign "Powerful Bones, Powerful Girls") has shown the value of a central

character with whom our target group can identify.

In determining materials to develop, we will enlist insight and input IToma children's curriculum

expert. We will present USDA with a number of candidates ITomwhich to select. The expert's

counsel will help us ensure that we create valuable resources - such as a classroom poster,

curriculum resource guide and downloadable graphics ITomthe web site - that teachers can

incorporate into their existing curricula.

2. Research

As a complement to our Porter Novelli research team's experience working with children on

health issues, we plan to partner with another group that specializes in research with children and

schools: Just Kid Inc. This partnership will expedite our ability to reach children by capitalizing

on their already-existing relationships with school districts and educators. Just Kid Inc., is a

major youth market research and advertising firm that excels at using non-traditional qualitative

research in classrooms and homes. While Porter Novelli will maintain strategic direction over

all of the research to ensure the coordination between this effort and the adult component, Just

Kid Inc., will provide their expertise and resources to help complete the materials development

and testing research. Further details about Just Kid Inc. are located in Appendix C.

Proposal for Children's Materiah Task Order: Optional Task 8 - Special Audiel1ce - School Age Children
FNS BPA #FNS-04-040RAH - Food Guidance Sysremfor the USDAlCel1terfor Nutrition Policy and Promotion (CNPP)
Submitled September 2. 2004
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Materials Development and Testing: December 2004-January2005

We recommend conducting two rounds of qualitative research to develop and test graphics,

slogans, messages and a poster concept. In the first round, we will gather insights from

elementary school teachers using in-person focus groups. During this initial stage, we believe

the concepts will be at too formative of a stage to obtain useful feedback from young children.

Teachers will be able to provide the best feedback on how adult materials can be made useful for

the children they teach. A trained moderator will conduct two focus groups with teachers who

educate children aged 6-11. (Ful-therdetails and logistics for all focus groups are provided in

Appendix A.)

During the second round of focus groups, we will test draft materials with children by

conducting testing sessions in 2nd,3rdand 4thgrade classrooms in Connecticut, as well as four

focus groups (in focus group facilities) in the West and four focus groups in the South. The

screener we develop will help ensure diverse representation within the groups. The classroom

groups will allow children to view the materials in the same environment where they will most

likely be encountering them for the first time. This will help children visualize the intent of the

materials and verbalize their reactions. The facility focus groups will help us confirm that the

findings in Connecticut schools are applicable in other areas ofthe country.

Web Feeilhack and Usability Testing: February 2005

As with the materials development process, we envision the need for two rounds of testing to

ensure the Web site developed for children will be interesting and motivating. We propose using

two different types of Web research. During the first phase, we will conduct three Web feedback

Proposal for Children's MaZerials Task Order: Optional Task 8- Spec/aZAudience - SchooZAge Children
FNSBPA #FNS-04-040RAH -Food Guidance Sysremfor the USDA/Centerfor Nutrition Policy and Promo/ion (GNPP)
Submitted September 2, 2004
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groups with teachers, children aged 6-8, and children aged 9-11. Feedback groups are conducted

similar to focus groups with up to eight participants in one room, each working on their own

computer. The moderator guides the group through the different elements of the site to elicit

their feedback on things like colors, characters, games, layout, etc. This information will help

our interactive team refine the content and design to make it appealing and engaging.

During the second round, we will conduct formal usability testing with children to ensure the site

is easy to navigate and user-friendly, even to our youngest audience. Web usability testing

differs from feedback testing in that sessions are conducted individually. A human factors expert

walks each participant through a series oftesting scripts that allow us to see the ease w!th which

users are able to complete a task and the problems they commonly encounter. (Further details

about the proposed Web testing are located in Appendix B. Further details about our usability

testing partner are located in Appendix C.)

3. Web Site/Interactive Development

PN Styles research shows all youth segments (young kids, tween and teens) are spending an

increasing amount of their free time with interactive mediums, such as the Web, email, instant

messaging, and computer and console games, while spending less time with traditional mediums

such as print, television, or radio. While it's appropriate to focus on online venues to help youth

understand the foundations of the Food Guidance System, it is also important to note that simply

repackaging the adult-focused FGS content for youth with cute graphics and simplistic activities

will likely fall short on our objectives.

Proposal/or Children's Materials Task Order: Optional Task 8 - Special Audience - School Age Children
FNS BPA #FNS-04.040RAH - Food Guidance System for the USDA/Center for NUlrition Policy and Promotion (CNPP)

Submitled September 2. 2004
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Communicating with Kids on Their Terms

We recommend engaging kids with the activities they most prefer: games. Typically, games or

game-like activities are the most popular sections of Web sites we have built for clients. With

Powerful Bones, Powerful Girls (www.cd_~yLp-owerful!:>ones)and BAM! Body and Mind

(www.bam.gov). which we developed and now maintain for the Centers for Disease Control and

Prevention, the games sections always rank as the top most-visited areas of these sites, month to

month.

In addition to core informational features on the kids' site, we will develop a compelling

interactive game that communicates the information and values of the FGS without "lecturing"

to them. FGS information will be intertwined within the game storyline and activities, perhaps

as something of benefit to the game characters, but not literally at the kid playing the game. The

game must include a combination of entertaining activities and music. We will work with the

curriculum expert to ensure that the game is compatible with required course requirements, and

offers teachers interesting angles to encourage use in the classroom.

Adaptability for Potential Partners

We also recognize that kids can be finicky about the types of online entertainment they choose.

The creative executions on our site will be compelling and effective. At the same time, we

realize that any executions we develop for games and information regarding the FGS will not

necessarily appeal to all kids - they already have established brands, shows and characters they

know and like. To accommodate this, and pending feedback ITomUSDA legal counsel, we will

explore the development of executions that can be syndicated to Web sites of organizations that

Proposal for Children's Materials Task Order: Optional Task 8- SpecialAudience - School Age Children
FNS BPA #FNS-04-040RAH - Food Guidance Syste.mfor the USDA/Centerfor Nutrition Policy and Promotion (CNPP)
Submitted September 2. 2004
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are major players with these audiences (e.g., Cartoon Network, Mattel, Sony, Nintendo,

Microsoft or others). At a minimum, we will seek to link to their sites. Beyond that, we can

reach out to these organizations to offer them the game programming ability to adapt for use on

their Web sites. For example, one could easily see Dora the Explorer, Arthur, Kim Possible or

the Teen Titans as the main character(s) in a game. The roll-out plan that we develop would

include recommended strategies to reach some of these organizations.

Game Directions for Exploration

The specific genre is to be detennined, but the following are some possible game directions we

could explor:e:

. Concept 1 - The kid is a member of a team of"micro-nauts" inside a human body. The

kid is given the goal of keeping the body healthy.by using the FGS to make healthy food

choices and get physical activity. Kids could see how food travels though the body,

control the body through physical activities, and send FGS recommendations to the brain.

Villians could be illustrated as another team of micro-nauts trying to get the body to eat

poorly and stay sedentary.

. Concept 2 - We could take the popular first-person gameplay format and redirect it to

focus on healthy eating and physical activity throughout the game. Perhaps kids would

go through obstacle courses, but could only make it through successfully with healthy

food choices and physical activity for their character.

. Concept 3 - We could see this as a game where kids would need to select foods and

amounts, balanced with physical activity, to help a game character train for a big race at

school. Ifthey do a good job setting up the character's meals and activities, they would

Proposalfor Children's Materials Task Order: Optional Task B- SpecialAudience - SchoolAge Children
FNS BPA #FNS-04-040RAH -Food Guidance Systemfor the USDA/Centerfor Nutrition Policy and Promotion (CNPP)
Submitted September 2. 2004
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win the race. If the character has eaten too much or not exercised enough, they wouldn't

perform well.

4. Roll-out Plan and Event

Launch Event: March 2005

To launch the new children's FGS graphic and slogan, we recommend a two-step approach in

March: (1) a Washington-based media event with children for the initial announcement; and (2) .

a follow-up deskside briefing tour in New York with long-lead magazine writers.

Pending further discussion and planning, the Washington announcement could be held at USDA

in, for example, the courtyard - a naturallocationfor key media,as well as a time-and cost-

efficient option. The major national news organizations have designated Washington-based staff

already tracking the FGS development closely, so this introduction is the next step of the story.

We also will develop visuals for the news media not in Washington, e.g., graphics for use by

television to share with our contacts at the national networks and CNN, etc., as well as graphics

for newspapers and online media to incorporate into their coverage.

Long-lead Outreach: March 2005

As mentioned in outlining our rationale for launch timing, we strongly recommend that we

conduct deskside briefings with key magazine writers in New York, ITomwomen's to parenting

magazines. These outlets regularly cover health, nutrition and childcare - and, clearly, their

Proposal for Children 'sMaterials Task Order: Optional Task 8 - Special Audience - SchoolAge Children
FNS BPA #FNS-04-040RAH - Food Guidance System for the USDA/Centerfor Nuzrition Policy and Promotion (CNPP)
Submitted September 2, 2004 .
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editors and reporters will want to hear from USDA about the new FGS graphic and resources to

help the nation's children develop healthful eating and activity habits early on. We will work

with the USDAlCNPP/FNS team to identify and media train the appropriate spokesperson.

The briefings provide an ideal platform for USDA to spend time with key media one-an-one to

provide information and promote the interactive offerings. With a dynamic game in place on the

site, for example, USDA has a wonderfully engaging entry point and the ability to demonstrate

firsthand the online resources available for kids and their parents (on the main site we are

developing). These are relationships that we want to establish with the goal of maintaining an

ongoing dialog as USDA continues to enhance its offerings.

Longer Term Plans

In addition to the launch strategy outlined above, our recommended roll-out plan for USDA will

address strategies to reach a variety of intermediary channels, namely:

. Elementary school-based influencers (e.g., NEA, AFSFA)

. Parents/caregivers (e.g., PTA)

. Health professionals (e.g., ADA, SNE, AAP, AMA)

. Media (education and consumer)

We will identify organizations that can be powerful allies. These groups would enable USDA to

reach nutrition and health professionals, educators, school food service and caregivers. The plan

also will outline the media strategies and tactics for extended visibility, as well as

recommendations for materials/tools (e.g., consumerbrochure, level 2 interactive enhancement,

classroom resources) and creative executions to keep the momentum created at launch, generate

Proposalfor Children's Materials Task Order: Optional Task 8 - Special Audience - School Age Children
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awareness of the new children's FGS graphic/slogan, and increase usage of USDA's new

resources ultimately to encourage positive changes among children.

Next Steps

We will work with the USDNCNPP/FNS team to fully develop work plans for each of these

program elements, incorporating feedback :ITomUSDA and outlining roles and responsibilities.

Each plan will be submitted with a budget estimate. PN will seek approval of the workplans

before proceeding with each program element.

Proposalfor Children's Materials Task Order: Optional Task 8 - SpecialAudience - Sc:hoolAge Children
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Appendix A: Focus Group Details

All research with teachers will be conducted in focus group facilities with a professional
moderator. For each group, we will recruit 10 teachers for 8-10 to show. These groups will be
conducted local to our partner fIrm in Connecticut. Just Kid Inc. will prepare the screeners and
focus group guides in consultation with Porter Novelli's research, account, and creative team
members. One group ofteachers of children aged 6-8 and one group of teachers of children aged
9-11 will be conducted.

The in-school focus groups with children will be conducted locally to Just Kid Inc. to take
advantage of their affiliation with the school system. Each discussion group will contain 15-20
children based on normal class size. Since there will not be a separate observation room, we
recommend having a maximum of two outside observers, one from Porter Novelli and one from
USDA, to avoid distracting or inhibiting the children.

There will be eight additional focus groups with children conducted in the West (potentially LA
or Texas) and in the South (potentially Alabama). These groups will be used to ensure that the
findings from the in-school groups are applicable to other regions of the country. We will work
with you and Just Kid Inc. to defIne the fInal locations. For each of these groups, we will recruit
8 children for 6 to show. Each group will be led by a trained moderator who specializes in
conducting groups with children. The groups will be segmented as follows:

. 2 groups with girls aged 6-8

. 2 groups with boys aged 6-8

. 2 groups with girls aged 9-11

. 2 groups with boys aged 9-11

We will work with you to defIne the selection criteria (screeners) for all facility focus groups to
ensure the proper mix of racial/ethnic groups and household income levels. All personnel and
participants involved with the groups will be required to sign confIdentiality agreements. All
groups will be audio taped and the groups held in focus group facilities will be video taped. It
has not yet been determined whether we will be permitted to video tape the in-school groups.

Key fIndings reports will be provided to USDA after each round of testing. These reports will
highlight the most important learnings from the groups, but will not contain participant quotes.
Transcripts and videos (where applicable) will be provided.

APPENDICES
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Appendix B: Web Testing Details

For each of the three web feedback groups, we will recruit 11 participants for 8 to show.
Participants will be paid an incentive for their time and effort. The groups will be led by a
trained moderator, following a focus group guide developed by Porter Novelli in consultation
with USDA. The key findings report from these groups will provide insight into how teachers
and children view the initial design of the interactive component, but will not contain specific
participant quotes. These groups will be audio taped and video taped for later review, and
transcripts will be provided to you.

The usability studies will be conducted by a human factors expert (Bill Killam, MA CHFP) at
User-Centered Design, which owns and operates a state-of-the-art Norm Wilcox Associates
portable usability test lab, complete with data logging software and full video/audio capture of
both the participant and participant-product interaction. We will recruit 18participants for 12 to
show (2 of each age from 6 to 11). Each study lasts approximately one hour, so testing will need
to be completedoverthe courseof two days. Theusabilityreportwill containthe resultsof a .

variety of measures captured during the testing process as well as reconimendations of how to
fme-tune the prototypes to meet users needs.

APPENDICES
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ij:QjR AGENCY USE ONLY UNITED STATES DEI ,TMENT OF AGRICULTURE

~)4106500 Purchase Order
1.PAGENO.2. RECEIVINGOFFICE 4.ORDERDATE 7. FUND 8.ORDERNO.

I

9.SUB

1 N03198 08/18/2004 c~ 43-3198-4-0112 00
9a. 1YPE PURCHASE 9b. SELLER'S IDENT NO. 9d. TAXPAYER'S IDENT NO.

D-:'URCHASE ORDER DELIVERYORDER 133461427 133461427
1D.TO:(Sellers Name, Address, City,State, ZipCode, and Phone No. 11. Consignee, Address, Zip,Code,and Place of Inspectionand Acceptance
PORTER NOVELLI USDA/CNPP

1909 K STREET N.W. SUITE 400 SHIP ATTN: JACKIE HAVEN

VID133461427A TO 3101 PARK CENTER DRIVE

~
ALEXANDRIA, VA 22302

WASHINGTON, DC 20006 PHONE
(AC&No

15. 16.

,

17.

/

18.
BUDGETACC UNIT
OBJECT LINE QUANTITY ISSUE

Room: 1034

12'

1

13.

LINE ACT
ITEM CODE

14. 19. 20.

DESCRIPTION UNIT PRICE AMOUNT

THE TASK BELOW IS ISSUED AGAINST THE TERMS
AND CONDITIONS OF BPA #FNS-04-040RAH, AS
FOLLOWS:
ITEM V. PRICED TASKS:

01 OPTIONAL TASK 1 - NEW FOOD GUIDANCE SYSTEM
EDUCATIONAL TOOL - INTERACTIVE TOOLS LEVEL
I FOR THE FIRM FIXED PRICE OF $192,376.15.

25UI01 1 IL~T 192,376.15 192,376.15

-

THE CONTRACTOR SHALL PROVIDE ALL SERVICES
IN ACCORDANCE WITH VI TASK DESCRIPTION, VII
PERFORMANCE OBJECTIVES, STANDARDS AND
MEASURES, AND VI II DELIVERABLES AND DUE
DATES FOR THE TASK ORDERED ABOVE. THE
CONTRACTOR IS QUALITY ASSURANCE SURVEILLANCE
PLAN FOR OPTIONAL TASK 1 DATED JUNE 4,
2004, IS HEREBY INCORPORATED BY REFERENCE.

REFER TO PAGE 3 OF THIS TASK ORDER FOR THE
LIST OF TASK ORDER KEY PERSONNEL AND
PAYMENT SCHEDULE.

v

Payment under this purchase order will be
due on the 30th calendar day after receipt
of a proper invoice by the office
designated under billing instructions. The
date of the check shall be considered to be
the date payment is made.

-- 1-20a. THIS PURCHASE ORDER NEGOTIATED PURSUANT TO AUTHORI1Y OF 41 U.S.C. 252{c)(



IFORAGENCY USE ONLY

~04106500
1. PAGE NO.2. RECEIVING OFFICE 3. CONTRACT NO.

2 N03198 GS-23F-0231N

UNITED STATES DEF TMENT OF AGRICULTURE

Purct,_~e Order

4. ORDER DATE

08/18/2004

8. ORDER NO.

43-3198-4-0112

9.SUB

00

Sa,J)'PE PURCHASE
PURCHASE ORDER

9b. SELLER'S IDENTNO.

DELIVERY ORDER I 13 34614 27

Sd. TAXPAYER'S IDENT NO.

133461427

10. TO: (Selle(s Name, Address, City, State, Zip Code, and Phone No.
PORTER NOVELLI

1909 K STREET N.W. SUITE 400

VID133461427 A

WASHINGTON, DC 20006

11. Consignee, Address, Zip. Code, and Place of Inspection and Acceptance

USDA/CNPP
ATTN: JACKIE HAVEN
3101 PARK CENTER DRIVE
ALEXANDRIA, VA 22302

Room: 1034
SHIP
TO

~
1S. 20.

12

1

13.
LINE ACT
ITEM COOl

14.

DESCRIPTION UNIT PRICE AMOUNT

SUBMIT INVOICE (S), CITING OUR ORDER NUMBER,
TO: .

USDA, FNS, ACCT DIV
TYPE-43 INVOICE
3101 PARK CENTER DRIVE
ALEXANDRIA, VA 22302

BE SURE TO INCLUDE YOUR REMITTANCE ADDRESS,
INVOICE NUMBER, DATE, DOLLAR AMOUNT, VID
NUMBER (FOUND IN BLOCK), AND OUR ORDER
NUMBER.

VENDOR ID (VID) NUMBERS MUST NOW BE
ANNOTATED NEAR THE REMITTANCE ADDRESS ON
INVOICES. PLEASE ANNOTATE THIS NUMBER &
LETTER ON INVOICES AGAINST THIS ORDER.

Vendor Phone: (202) 973- 5800

Tech. Contact: JACKIE HAVEN, (703) 605- 426

2Oa.THiS PURCHASE ORDER NEGOTIATED PURSUANTTO AUTHORITY OF 41 U.S.C. 252(c)(

21. FOB Point 22. DISCOUNTANDIOR NET PAYMENTTERMS

Destination Net 30 Days
23. DELIVER TO F.O.B. ON OR BEFORE (Date)

04/01/2005
24. SHIP VIA

22a. TYPE r-nMMODITYI
PAYMENT
CODE: . ~

26. ESTIMATED FREIGHT

Sub.Total 192,376.15

192,376.15TOTAL

28. ~!9. ACCOUNTING CLASSIFICATION
ACC, AUNE

30. 31.

B C D E DISTRIBUTION AMOUNT

0114025 03000

[9 -:- 0 c..,L

r:a

31a. is-SUING OFFICE NAME AND ADDRESS

USDA-FCS

A~ninistrative Services Division

31b. ORDERED BY (Name and Trtle)

PATRICIA PALMER, contracting Officer

3101 Park Center Drive

Alexandria, VA 22302

31c. COMMERCIAL PHONE (Area Code and Number)

(703) 305- 2250/....-......

31e.AUTHi>RIZEPSIGNATU,RE

31d. FrS PHONE NO.

Form AD-636 (REV. 3/64)

r



Task Order 43-3198-4-0112

Kev Personnel

Page 3

The BPA Clause AGAR 452-237-74 "Key Pe rsonnel" applies to the folIo wing contract
employees for Optional task 1:

Stephenie Fu, Account Management
Barry Reicherter, Interactive
Ken Buraker, Interactive
Deanne Weber, Research

Deliverable and Payment Schedule

The contractor shall be paid in accordance with the Fixed Price Payment Clause in the GSA
Contract for services and deliverables received and accepted by the Government. The contractor
shall be paid for each acceptable deliverable for Optional Task 1, as follows:

Deliverable Due Date

1. Plain for formative testing of interactive tool
2. Develop Levell of Interactive Tool
3. Completion of initial consumer research and report
4. Conduct 2ndround of consumer research and report
5. Finalize program and prepare for consumers
6. Final report to USDA

9/30/04
10/31/04
11/31/04
12/31/04
01/31/05
03/31/05

Total Price of Optional Task 1

Payment

$10,000.00
$40,000.00
$30,000.00
$50,000.00
$50,000.00
$12.376.15

$192,376.15



UNITED STATES DE:. .RTMENT OF AGRICULTURE

Purchase Order
4. ORDERDATE 7. FUND 8.ORDERND.

I

9.SUB

07/09/2004 c09JP 43-3198-4-0100 00
Sa. TYPE PURCHASE 9b. SELLER'S IDENT NO. 9d. TAXPAYER'S IDENT NO.

PURCHASE ORDER DELIVERY ORDER 133461427 133461427

10. TO: (Seller's Name, Address, City, Slate, ZipCode, and Phone No. 11. Consignee, Address, Zip, Code, and Place of Inspection and Acceptance
PORTER NOVELLI USDA/CNPP

1909 K STREET N.W. SUITE 400 SHIP ATTN: JACKIE HAVEN

VID133461427A TO 3101 PARK CENTER DRIVE

~
ALEXANDRIA, VA 22302

WASHINGTON, DC 20006
PHONE
(AC&No

15.

1

16'

1

17.

1

18.

BUDGET ACC UNIT
OBJECT LINE QUANTITY ISSUE

12'

1

13.

LINE ACT.
ITEMCODe

14. 19.

DESCRIPTION UNIT PRICE

01

THE TASKS'BELOW ARE ISSUEDAGAINST THE
TERMS AND CONDITIONS OF BPA #FNS-04-040RAH,
AS FOLLOWS:
ITEM V. PRICED TASKS:
BASETASKS(1THROUGH3)-BENCHMARK
REPORT,MOTIVATIONALANDEDUCATIONALTOOLS
FOR THE FIRM FIXED PRICE OF $371,388.08

OPTIONAL TASK 4 - NEW FOOD GUIDANCE SYSTEM
ROLL OUT FOR THE FIRM FIXED PRICE OF
$303,449.50.

1 ILOTI 3 03 ,449 . 50

2500101 1 ILOTI 371 , 3 8 8 . 08

-

250010102

THE CONTRACTOR SHALL PROVIDEALL SERVICES
IN ACCORDANCE WITH VI TASK DESCRIPTION, VII
PERFORMANCEOBJECTIVES,STANDARDSAND
MEASURES, AND VIII DELIVERABLES AND DUE
DATES FOR THE TASKS ORDEREDABOVE.THE
CONTRACTOR'SQUALITYASSURANCESURVEILLANdE
PLAN FOR THE BASE TASK AND OPTIONAL TASK 4
DATED JUNE 4, 2004, ARE HEREBY INCORPORATED
BY REFERENCE.

REFER TO PAGE 3 OF THIS TASK ORDER FOR THE
LIST OFTASK ORDER KEY PERSONNELAND
PAYMENTSCHEDULES.

Payment under this purchase order will be
due on the 31th calendar day after receipt

20a. THIS PURCHASEORDER NEGOTIATED PURSUANT TO AUTHORITY OF 41 U.S.C. 252(c)( I

Room: 1034

20.

AMOUNT

371,388.08

303,449.50
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UNITED STATES D[ .~TMENTOF AGRICULTURE

. Purchase Order

9~PE PURCHASE
"URCHASE ORDER

4. ORDER DATE

07/09/2004,
9b. SELLER'S IDENT NO.

DELWERYORDERI 133461427

7. FUND

l

B. ORDER NO.

Cewp 43-3198-4-0100
9.SUB

00

9d. TAXPAYER:S IDENT NO.

133461427

10. TO: (Seller's Name, Address, City, State, Zip Code, and Phone No.
PORTER NOVELLI

1909 K STREET N.W. SUITE 400

VID133461427 A

WASHINGTON, DC 20006

11. Consignee, Address, Zip, Code, and Place of Inspection and Acceptance

USDA/CNPP
ATTN: JACKIE HAVEN
3101 PARK CENTER DRIVE

ALEXANDRIA, VA 22302

Room: 1034
SHIP
TO

~
19. 20.12'

1

13.
LINE ACT
ITEMCODI

14.

DESCRIPTION UNIT PRICE AMOUNT

of a proper invoice by the office
designated under billing instructions. The
date of the check shall be considered to be
the date payment is made.

SUBMIT INVOICE(S), CITING OUR ORDER NUMBER,
TO:
USDA, FNS, ACCT DIV
TYPE-43 INVOICE
3101 PARK CENTER DRIVE
ALEXANDRIA, VA 22302

BESURE TO INCLUDEYOUR REMITTANCE ADDRESS,
INVOICE NUMBER, DATE, DOLLAR AMOUNT, AND
OURORDERNUMBER.

VENDOR ID (VID) NUMBERS MUST NOW BE
ANNOTATEDNEARTHEREMITTANCEADDRESSON
INVOICES. YOU WILL FIND YOUR VID NUMBER ON
THE THIRD LINE OF BLOCK 10. PLEASE ANNOTATE
THIS NUMBER & LETTER ON INVOICES AGAINST
THIS ORDER.

Vendor Phone: (202) 973- 5800

Tech.Contact: JACKIEHAVEN, (703)605- 426

20a. THIS PURCHASE ORDER NEGOTIATED PURSUANT TO AUTHORITY OF 41 U.S.C. 252(c)(

21. FOB Point 22. DISCOUNT AND/OR NET PAYMENT TERMS

Destination Net 30 Days

B C D E

674,837.58
23. DELIVER TO F.b.B. ON OR BEFORE (Date)

04/n/2005
28. 29. ACCOUNTING CLASSIFICATION

ACC
LINE A

@JJ4125 I @3iU

24. SHIP VIA

22a. TYPE r-nMMODITY/
PAYMENT
CODE:

,.. ----
26. ESTIMATED FREIGHT

Sub-Total 674,837.58

31.

er ~Parltner
ovelli

31a.ISSUING OFFICE NAME AND ADDRESS

USDA-FCS

Administrative Services Division

31b. ORDERED BY (Name and Title)

PATRICIA PALMER, Contracting Officer

31~l Park Center Drive

Alexandria, VA 223~2

31d. FTS PHONE NO.

ISSUING OFFICE Form AD-B38 (REV. 3/84)



Task Order 43-3198-4-0100

Kev Personnel

Page 3

The BPA Clause AGi\R 452.237-74 Key Personnel applies to the following contract
employees for the base and optional task 4:

Base Task 1 - Deanne Weber

Jeanne Goldber~
Stephenie Fu

Base Tasks 2 & 3 - Dan Snyder
Stephenie Fu
Liz Fitzgerald

Optional Task 4 - Dan Snyder
Stephenie Fu
Stephen McCauley

Deliverable and Pavment Schedule

The contractor shall be paid in accordance with the Fixed Price Payment Clause in
the GSA Contract for services and deliverables received and accepted by the
Government. The contractor shall be paid for each acceptable deliverable for the
Base Tasks and Optional Task 4, as follows:

Base Tasks 1, 2 and 3:

1. Outline for Benchmark Report
2. Benchmark Report complete with conclusion
3. Plan for formative testing of graphics, slogans &

core messages, Prototype graphic design, slogan
and core messages

4. Research & Final Report of consumer findings
Refined graphics slogans and messages
Guiding principles for graphic and slogan

5. Second round of research & findings presented to CNPP
6. Refilled graphics, slogan, core messages, Final

graphic, slogan, core messages, mini poster,
all camera ready

7. Final Report

Total Amount of Base Task

$ 25,000.00
100,000.00 /

50,000.00

75,000.00 /
50,000.00

50,000.00
21.388.08 .

$371,388.08
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At Porter Novelli, we have spent 30 years building a culture of quality in our staff and vendors. As a
result, we have well-established processes for creating, managing, and evaluating our work.

We will conduct our work with USDA with rigor, guided by three principles: (1) set high standards for
client service; (2) provide the best possible professional staff; and (3) invest in systems and technology that
increase our productivity and efficiency. Applying these principles gives us an edge in providing an innovative
communications program that meets client expectations for on-target, on-time, on-budget services.

CONFIDENTIALITY

In addition to the PN office-wide confidentiality agreement our staff adheres to as part of our code of
professional standards, we can easily arrange for the PN team to sign a confidentiality agreement specifically
regarding all work related to theCNPP Food Guidance System contract.

INTERNALREVIEWPROCEDURES:PNSIGNATURESERVICE

Porter Novelli has formal, written procedures for account-level and senior-level review of our work.
Clients' participation is also an integral part of our quality control process. These procedures are embodied in
our Signature Service Standards, which focus on strategic account planning, ongoing client agency communi-
cation, and performance evaluation.

.Strategic account planning. At Porter Novelli, we utilize Compass, our proprietary account-planning model,
to develop an overall strategic framework for the client's program. The process also includes an evaluation
plan in which both client and PN agree to what constitutes "success" for the program. This strategic plan-
ningensures that communications programs are based on sound objectives, target the right audiences, and
apply the right tactics.

. Ongoing client communication. The management structure for a project is designed to meet the client's

needs for access to key staff - at all levels - and for up-to-the-minute project status information.
Communication lines are well established and facilitate communication on day-to-day issues, for urgent
requirements, and in emergencies. For example, "Expectation Meetings" are scheduled on a regular basis,
from weekly to bimonthly, to discuss progress and to air any problems and pose solutions in a timely fashion.

Of course, USDA staff are always free to call or e-mail account managers whenever they desire.

.Evaluating performance. Each year, clients are asked to rate (on a scale of 1-10) how well we understand
the client's marketing challenges, bring the client "big ideas," offer an independent, informed point of view,
deliver results in media coverage, manage the program budget, meet deadlines, and show attention to
detail. The results of the survey are reviewed by staff and then discussed with the client in a face-to-face
meeting.

USDA/CNPP ATTACHMENTS.JUNE4, 2004 . PORTERNOVELLI 9
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In senior-level agency-client reviews, USDA would meet with top-level PN personnel from corporate
headquarters, account planning, and the practice group to go over the year's program and discuss any con-
cerns, improvements or additions to the program.

STAFFING FOR QUALITY CONTROL

For this contract, you would be assigned to the Health and Social Marketing Practice. Your account man-
ager will be Stephenie Fu, who will be responsible for the day-te-day workings of your program She will start
the ball rolling on new tasks, monitor work flow, and will be your lead contact. Dan Snyder will oversee the
contract. And because this contract requires the expertise of many disciplines, the account team will be
joined by staff from our Food, Beverage and Nutrition Practice, as well as our specialty services group, PN2,
which includes research, graphic design, interactive, and media production departments. Resumes for key
personnel are included with this proposal.

To ensure that everyone is "on the same page," every member of the USDA account team, from the
administrative assistant to the senior counselor, has attended training sessions in Signature Service proce-
dures and is familiar with the expectations and performance measures agreed upon by USDA and PN. Not
only does this approach save your agency money, it also saves time and gets the work done efficiently and
effectively.

ENSURING QUALITY IN SUBCONTRACTORS

Selection of subcontractors, consultants, and vendors reflects our commitment to providing exceptional
talent in specific areas of expertise. We take full responsibility for subcontractor's work and therefore select
organizations and individuals with whom we have worked before and trust to uphold our high standards.
Quality control measures for subcontractors include (1) selecting expertise in the specific issue/service we
need; (2) hiring subcontractors with whom we have had positive experience; (3) having written agreements
with individual vendors or subcontractors; and (4) establishing direct subcontractor-account manager report-
ing relationships.

ENHANCING PRODUCTIVITY AND EFFICIENCY: PN QUALITY CONTROL SYSTEMS

In addition to the goal-setting and performance evaluation measures used in Compass, quality control
also stems from PN's commitment to keeping up with the latest personnel, time, and budget management
technologies:

.FuUycomputerized office with state-of-the-art e-mail and document-sharing capabilities on our secure net-
work, computerized design and production system, as well as access to the World Wide Web. Porter Novelli
maintains its own Information Technology staff.

.Account management tools. PN teams employ our proprietary Account Management Manual, designed to
make PN staff more efficient in conducting everyday tasks such as contacting the client, developing materi-
als, billing, and resolving problems. We have procedures that speed communication and work flow among
the account team, as well as between the account team and other in-house service staff.

.Strong supplier relationships. Because we are a large-volume company with a 3D-yearpresence in the area,
our suppliers are very responsive to us. We get our clients' work delivered quickly, and we get top quality
and the best price available.

.Extranet capability. We also could utilize PN Workz, an extranet-based application that would enable our
USDA account team to communicate more efficiently and effectively with clients by utilizing interactive
tools. We have implemented more than 60 of these extranets for clients, through which the client and teams
canaccessmaterials at any time in a secure environment.
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.Budget management tools. Porter Novelli uses a government-approved accounting system, Costpoint, to
track labor and other direct costs by project. Expenses are tracked through the use of unique accounting
codes for each contract, as well as for specific tasks under a contract. Project status reports are generated
each month and sent to the appropriate project manager for review. Porter Novelli has its own in-house
contract administrators who are familiar with Federal Acquisition Regulations and contract management.

HANDLING MULTIPLE PROJECTS

All of the above systems and procedures help Porter Novelli sustain a high quality of client service and
performance while handling programs of varying intensity, complexity and urgency. We have historically man-
aged national, multi-dimensional campaigns that require meeting many deadlines simultaneously. Our com-
pany has a reputation for tremendous productivity and being able to move quickly, and we attract the kind of
people who enjoy working in that kind of environment.

USDAlCNPP ATTACHMENTS.JUNE4, 2004 . PORTER NOVElli 11



UNITEDSTAlES DEPAATMENT OF AGRICULiURE:
Purchue Order

THIS NUM3ER MUS! APPI:AA, ON A!J.\N\1C\~S.
PA!XIlGGS. AND PM'ERS ReLATlNt!1

Y ;0TI'II$OltDfit...
4. tmDER OATE S,$I'".:!81 7. FUNO C/.ORDeRNO.
09129/200~ 22 ~ 43-3l9B-4-0l41

91>.SELLeR'S~NO. k ,,~ ,O!19 .': SId.T.QPAYER'SICEKTNO.

OEUVERYORDERI 431"~l.G8S No :';(1:5".. 431791685'f>!
11, C~.~Zifl.~.~JCit~af~and~

t7SDA/rNS/CGA'~ ,

3101 glUU'{CEN'l:E~ DR.
ALEXAND!uA, VA tf302

.~~;
'<0,

10. '1'0<IS"""" ~~. =y. St;oIQ.ZG>Code,"'ndPII-~.
FI~ISHMAN-HILLARD, INC.

1615 L STREET, NW SUITE 1000
VID4JJ.791685 A
WASHINGTON, DC 200365654

SHIP
TO Room: 912

~
17, 1A. 20.

~OlINT

14.

(Jfm" I"HICE

S
E
L
L
E
R

.,1',

,",

I

'i'

,t
It

i
~
j~I5

0
R
I

G
I

N
A
L

',~

";
I;

'~~

:;y
'r
~!'

~ch.Contact: PAT SEWARD,'(703) 305-
2Oa.THISPlJRCI.IMEORD/;RNEGO'/'I4'1'EOPlmSUANTTOA~ OF~1u.s.c. ~,
21. F06P8i11t .a;. DISCOUHTANOIORNET"AYM9fr~
Destina~1Qn Net 30 Days

23.Dwva:tlO F.O.B.emOR~OFtE (DaI!) !AI.SHJPV14

~
~;
.,';,

1;,

i
j~ Total 4,055,563.52

DONOT
~ ORDER'TC
1H1SADDREss

(~10~
Ai:IdI88 ~

BILLINGINSTRUCTIONS:
No Billing WillBe SUbmitted in Advanceof Shipment

FumishInvoiceWrth0.. ORDERNUMBER To:

USD~NS/ACCQ~NGDN1mON
FNS-43INVOICE
3101 ParkCenterOrive "',,

AlexandtiaVA22302 ,~
,J'

~AlLI)RE TO SHOW OUR PURCHJ\R ORDER NUMBER Oft INVOK& WILL DELAYPAYMENT
''''

FReIGHTCHARGiEOV:ER,$100 REQUmes mLL OF LADIN~~
, ~

.~ AVAILABLE,INCLUDEYOURNINEPOsmONS DUNNNUMBERqj~ lYtCHINVOICE

'RE3B . Ii31b.QlmERlm.., (NsmeBlfIIT1Ie) ~.
:LEONARD J. GR5EN, CONT1Jh,CTINGOrrICSI\

'1
3~1;.COMMEP.C::W,PHON;. (- ~ 1jIJ'JNuInbeIi~:'

(703) 305- 22Sw7'

.~":~.:::'~;'?'::':., :~> ":''-'.
... ';:::..' . " .

;),~,

trsDA-res

Acmunistrative ~~rvi~es Divi$~on

3101 Park Centar Drive

Al.exandria, VA 22302

21d. s:-rs "'liOrfE NO,

FOfIIIAO-lI.'J8(REII. W)


