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COST PROPOSAL

Offeror's Information

• GSA Schedule Contract Number: GS-23F-0130K

• Federal Tax.identification Number (TIN): 43-1480127

• Dun & Bradstreet Number (DUNS): 60-375-8228

• Complete Business Mailing Address:

St. Louis:
Osborn & Barr Communications
One North Brentwood Boulevard

Eighth Floor
St. Louis, MO 63105

Washinqton, DC:
1747 Pennsylvania Avenue, N.W.
Suite 300
Washington, DC 20006

• Contact Name: Bob Wilhelm

• Contact Phone: STL 314-746-1920; DC 202-454-2851

• Contact Fax: STL 314-726-6350; DC 202-393-0363

• Contact e-mail: wilhelmb(_osborn-barr.com

Osborn & Barr Proposed Rate for USDA Rural Develonment Services

Osborn & Barr Communications FY'04 pricing structure for government business includes:

• $90.11/hour for support-level/executional professional services
• $156.08/hourforstrategic/management-level professional services

These rates are consistent with those published on GSA Schedule 738, and include a total
discount of 20 - 27% off agency rate care.

Osbom & Barr proposes this rate structure for the servEces offered to USDA Rural Development
for FY'04.

Outside Costs

Osborn & Barr bills through all outside costs net, w thout any mark-up or handling charges. This
includes any media costs (if applicable), outside production vendor services and materials,
consultants, etc. When billed Osborn & Barr invoices are accompanied by copies of the
original outside vendor invoice for verification.
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Planned Labor Cateqories and Descriptions
As outlined in this proposal for the USDA Rural Development, Osborn & Barr Communications
will utilize the best mixture of services drawing on O&B's extensive expertise in branding
strategy and government and rural communications. These services will be assigned based on
the final scope of work as agreed upon with USDA Rural Development, Based on the current
SOW. all services will fall within the two labor categories as outlined below, and .3riced above.

These categories are described below, ana include experience levels per category:

• Supped-level/project execution professional services:
o Includes services provided by levels such as: Media Assistant; Team

Coordinator; Account Coordinator; Traffic/Production Coordinator; Assistant
- Production Manager; Copy Editor; Account Executive; Compu[er Graphic

Spebialigt. PQblic Relatior_s'AbcountEx-ecutive; Copywriter; Market Analyst;
Production Manager and Art Director•

o These services are performed on project work at the direction of project leads
and management.

o Experience levels for these groups vary by individual and can range from entry-
level to 20 years. However, average experience level is 3-7 years.

• Strategic/management-level professional services:
o Includes services provided by levels such as: Senior Copywriter; Account

Supervisor; PR Account Supervisofi Prbduction Director; Associate Creative
Director; Sr. Account Supervisor; Group Creative Director; Group Accoun_

.... Director; vP-Director Gov-Link VP Executive Crea_i'_e-DiredLor;--Ex__ _ .....
Brand Strategy; Ass0cEate Director_#R: VP Avant Director ares'dent and CEO.

o These services are performed at the levels of business, marketing and issue
communications planning and strategy, project management and supervision and
consultative advisor.

o Experience levels for these groups vary by individual and can range from 7-35
years. However. average experience level is 10-20 years.

Timing is tight for initial services needed by USDA Rural Development under this RFP. The
focal areas wi:[hin Osborn & Barr Communications include Branding Strategy, Government
Communications and Rural Communications, Because of the unique fit these three focal areas
have with the services needed by USDA Rural Development, you can be confident there will be ._

little learning curve or lost productivity as O&B takes on this assignment

Osborn & Barr Firm-Fixed Hourly Rates for FY'04 Contract Period

Labor Categories Per Hour Cost Comment

1. O&B Support-level/project _ $90.11 _As described above.
execution professional services / ,_

professional2"O&B Strategic/management-leVelservices _! $156.08. As described above.
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Estimated Hours for Each Labor Cateqory for FY'04 Contract Period

O&B Support-level/ O&B Strategic/
project execution management-level

professional services professional services
Tactic h_s h ou_

Brand Development Workbook / 82 t 58
Brand Directive Development ! 75 t 198
Brand ID/Standards/Communications
KitElements _ 109 222
ExternalMarketResearch 60 _ _ 270
Internal Market Research i 66 , I 131

Hispanic messaging/interface (Ornelas) _ 60 _ t 80
Media Relations _ 79 i { 185

Native American messaging/interface I i
10 20i

News Bureau _ 169 _ _ 250
News Hook Survey Analysis i 15 , _ 43 .
RadioPSAs _ 21 _ _ 38

Trade Showllnfluencer Mtgs i 66 ! _ 100 i
Initiative at a Glance _. 50 _ _ 35

Kick-OffMeeting _ 150 ! _ 1801
LivingtheBrandTraining _, 127 , _ 253
Message Platform 0 _ ! 62

_'Managemen'dAdministration/Project , , i ;_
Reporting/Account Strategic/ ..... _ t - _ ": -,
Supervision : 320 _ 360

TOTALS 1,459 _.. 2,485

NOTE: Please see Price Sheet Summary below for list of optional tactics with costs.
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Other Proposed Associated Costs. includina ODC. Travel. Outside Services/Consultant

Other Costs,

including ODCs,
Travel, Outside

4,

Tactic Services _ "_-.. Comment

Brand Development Workbook / $21,985
Brand Directive Development / $455
Brand IDIStandards/Communications /
Kit Elements / $13,719 !
External Market Research / $42,370
Internal Market Research f $200 i

Ornelas & Associates

Hispanic me_=olng/interface (Ornelas) / $12,400 Hi_spanic Consultant
Media Relations t $9,152 i

I Michael Standing Soldier
.Native American messaging/interfa_:e _ N_tive American
(M.S.S.) / $12,000 Consultant
News Bureau I $63,748

News Hook Survey Analysis _ $0 !
Proactive Web messaging _ $0 '
Radio PSAs f $100

Trade Show/Influencer Mtgs $7,595 i
Initiative at a Glance I 0 ;

Kick-Off Meeting i $15,000 ; _,
Living the Brand Training _ 0
Message Platform ! 0 !
ManagementAdministration/Project !

ReportingAccount Strategic/ i
Supervision ! 0 !

Travel for Project Management, _' Assumes_ 32. 3-day/2-night
Meetings, DC or Other USDA Meetings _ travel sessJons through
etc. _ $30,000FY'04

TOTALS _\ $228,724 "

NOTE: Please see Price Sheet Summary below for List of optional tactics with costs.
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Price Sheet Summary for Base Contract Period FY'04

BASE YEAR FY'04 PRICING
O&B O&B

Support-level/ Strategic/ OTHER
project exec. Mgmt.-Jeveprofessional COSTS,

professional_._"*_o-_services, ODCs,
$90.11_ TOTAL TRAVEL,

AGENC' OUTSIDE

.3ROUP TACTIC HOURS -G(BST..... HOURS-- ,quiT_
_3rand 3rand Develoument WorkbooK

tl $7.389 58 $9,053 $16.442 $21,985 $38,427 .

3rand Brand Directive Development _" $6.758 198 $30.904 $37.662 $455 $38,117

Brand ID/Standaras/Communlcauons 1

=rana Kit Elements _ 109 $9.822 222 $34.650 $44.472 $13,71c $58,191
External Market Researcn. including
stakeholder interviews focus groups,

rand

I_u°ne;man/Pn°nes 6( $5.407 27C $42,142 $47.548 $42,37, $89,91_
3rand Internal Market Research 66 131 $20.445 $26

Hispanic messaging/interface
5xternal (Ornelas/

$12,40C $30,293

Zxternal MediaRelations _ $7.119 18-_ $28.875 $35.993 $9,152 $45,14_
Native American messaging/inteffac, i

Exteraa (M.S.S.) i0 $901 2( $3.122 $4.023 $12,00(

Externa NewsBureau _ 169 $15.22£ $39.02C $54249 $63,74_ $117,99t
External News Hook Survey Analysis _ 15 $1,352 $6.711 $8.063. E
External Radio PSAs MediaAriaysls and Plan 21 $1.892 3_ $5.931 $7.823 $1Nn $7,92,!

Trade Show/Influencer Mtgs. Does i
not include registration fees or

Externa booth rentals. 66 $5.94 10( $15.60( $21,555 $7,59._ $29,15(
internal nitiative at a Glance _:__'!_

internal Kick-Off Meeting $13.517 $28.09z $41.611 $56,61 I
_internal Living the Brand Training 127 $11.444 ,25," $39.48_ $50.932 [_$50

Internal Message Platform 0 $C - 6," $9.677 ,,J
[
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5stimatedNovember'03mrough
September30 '04 Management & [_ _,1
_.dmtnistration/Projeot
Reporting/Support for projects
-equestedby Director or Designee. _}_
Jp to and including Launch Event.
&.verageof 32 hours per month of
Support-level/project exec; 36
_ours per month Strategic/Mgmt.

Dverall evel.

Travel for Project Management,
Fravel Meetings,All DC. etc. (See detail}

TOTALS I _!_1

\..._j

OPTIONAL TACTICS

D_otional Brand Rewards and Recognition 1£ /" $901 ! . 10 / $I,5611_ /}2,462I'. /'$5 000 \ ,/$7,46V \

&dditiona] Living the Brand Training ! // /,/r 14,B55/12$0 x,
Dptional sessions 31 $2.793 76 $11,862 $14,655 '

P,dditional External Market Research _ ){4if ;.682 $5.584 $6.045 $11.62£ !i

sessiene with Targeted Higher Need
Perspective Customers. PER

Dl_tional LOCATIONESTIMATE. 1¢ $901 30 $

1 / \,, ,_.,_ I"__.J
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_" STATEMENT OF WORK
DEVELOPMENT AND IMPLEMENTATION

OF A MARKETING COMMUNICATIONS PLAN
USDA RURAL DEVELOPMENT

BACKGROUND

USDA Rural Development, a part of the United States Department of Agriculture, [s a mission area consisting of three
statutory agencies, the Rural Business-Cooperative Service, The Rural Housing Service. and the Rural Utilities Service.
USDA Rural Development agencies provide loans, grants, and technical assistance to rural individuals and families,
businesses, and communities for the development of housing, business, and community infi'astrucmre. Its FY 2003
pro_am budget is over $17 billion with an outstanding loan portfolio in excess of $80 Billion. Rural Devetopmem
programs are delivered through the efforts of 7000 employees who are located in approximately 800 local and area
offices nationwide. 47 st_iteoffices, and the National Office which consists of staffin Washington D.C. and a sizeable

servicing center in St. Louis, Missouri / 1000+ employees).

The organization has gone through numerous changes over the past several decades evolving t_om the former Farmers
Home Administration, Rural Electrification Administration, Rural Development Administration, and Rural Economic
and Community Development. The Farmers Home Administration atone time had an office in over 1700 of the 3000
counties in the country and was a very recognizable brand. We no longer use the FmHA brand, and in most cases the
current 800 USDA Rural Development offices are located in USDA Service Centers with little or no identification
specific to our mission area. This has created challenges for USDA Rural Development as we market our important
programs.

The current Under Secretary for USDA Rural Development has a solid vision of the broader and more important role
the USDA R2uraIDevelopment Agencies can play in accomplishing their mission of improving economic opportunities
and improving the quality of life in rural America. The Under Secretary hosted a national meeting of over 600 agency
managers in July 2003, which officially set the stage for doing business in a new way and the importance of marketing
was recognized as critical to that outreach effort. A follow up two-day retreat was held by the marketing working
group that solidifi_dUSDA Rural Development's vision, mission and suggestions for a branding srramgy. LAPAS i_ in
the process of pulling together the list of target audiences identified during that session. A report of the marketing
working group will be provicled to the vendor organizations selected for final review.

The purpose of this Statement of Work is to develop a marketing communications plan that supports the delivery of M1
of the USDA Rural Development programs ro all potential customers and partners in an efficient and effective manner.
Also included in the Statement of Work is the implementation of the marketing communication plan throughout the
United States. Puerto Rico and the Western Pacific Territories.

DESCRIPTION OF SERVICES

The Contractor shall provide personnel, material, services and facilities necessary to accomplish the services and
objectives detailed as follows:

1 Develop a brand and integrated communications strategy for USDA Rural Developmem.
• Establish an identity for the USDA Rural Development brand

• Develop templates and logo sheets to be used by the agencies and states for business cards, stationary,
brochures, etc. for dissemination as well as posting on the intranet site for download.

• Develop a standardized look for the USDA Rural Development web sites cons_lstent with USDA policy and
standards.

• Develop a graphic standards manual to be used at all levels of USDA Rural DeveIopment consistent with
USDA guidelines.
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• i, Develop a research plan

• Arrange for and conduct research

• Analyze findings of the research

• Summarize findings in a written report

• Conduct briefings for senior leadership/program managers and the Under Secretary

3. Work with USDA Rural Development LAPAS to deveIop a communications plan for use internally to communicate
USDA Rural Development's branding strategy

• Assist in deveIoping ancl implementing a comprehensive "'Iivingthe brand" education program for alI USDA
Rural Development team members

4. Work with USDA Rural Development LAPAS to develop an external communications plan directed to national and
local targeted audiences.

• Help establish a national umbrella conununications plan directed at selected targeted audiences.

* Assist in developing a Iocal communications plan template that can be used by the states including suggested
tactical solutions

• Develop and participate in a training program to educate 47 state Public Information Specialists (PICs) and state
directors on how to better iniplement the marketing communications plan

• Develop a measurement system to monitor success/failure based on outputs and outcomes

REQUIREMENTS OF THE CONTRACTOR

1. Knowledge of national rural development issues such as rural demographics, business practices unique to rural
cultures, financing of infrastructure in rural communities, governance practices of rural communities, role of
non,governmental entities in rural communities, etc.

2. Marketing expertise with a proven track record of integrated brand development, market research,
communication plan development and follow through with corporate accounts, non-profits organizations or
government entities

3. Knowledge ofavailable data sources and other resources available from public or private institutions that will
compliment/enhance the marketing effort to rural communities and citizens

4. Has a qualified staffto join forces with the LAPAS team in orchestrating the marketing communications plan

TRAVEL

Local travel will not be reimbursed. The cost of local travel shall be included in the labor rate price. Local travel is
any travel within a 50-mile radius of the contractor's office. Travel outside the local area shall be reimbursed in
accordance wit/] the Federal Travel Regulaffons and market prices.

PRICING

Provide general billing rates for various services and estimated costs for the elements of the communications plan
based on your firm's experience with similar clients. Please describe how your firm prefers to be compensated for work
performed.



TIMETABLE

October 6 SOW offered to interested contractors
October 13 Overview documents due to USDA Rural Development
October 14 Potential vendors will be narrowed to a small group of selected finalists
October 30-31 Formal presentations at USDA in WasbSngton, DC
October 31 Vendor seIected and notified

November 5 Introductory strategy meeting at USDA in Washington, DC
Prior to Dec 31 Conduct basic research

January Development of USDA Rural Development identification and communications pIan
February 15 Rollout to USDARural Developmentnationaland statestaffs. '
March 1 Implementation of the communications plan

AGREEMENT

The chosen vendor must comply with ali federal regulations, laws, and policies. USDA Rural Development is
prepared to enter into a five year agreement with a supplier to provide these services insuring that the program is
sustained and consistent, but with normal escape clauses for both parties should future Administrations have a change
fn strategy.

CONTACTS

The primary contact point at USDA Rural DeveIopment wili be Allan R. Johnson, D/rector, LAPAS, USDA Rural
Development, 1400 Independence Avenue SW, Washington. DC 20250, 202-720-1019. The day to day contact person
at USDA Rural Development will be Tim McNeilly, Assistant Director. LAPAS, 202-690-0498.



GROUP: Brand
TACTIC: Brand Development Workbook
AUDIENCE: USDA Rural Development national and state staff
TIMING: October, 2003 to 2/24/04

DESCRIPTION: This workbook provides infc q-nation and planning assistance to help

staff develop cohesive brand identification and communications for their areas of
responsibility, In addition, the workbook will provide a training and development section
for employees, allowing them to draft specific goals and objectives related to brand
development within their responsibilities or scope of work.

BUD; ETESTIMATE4 8
Detail:

Out-0f-Pocket Expenses: ,_.......... _.%.,
Duplication and D stribution:_"$11,985 )

AgencyHours _ $7,_'_
Manageme qt-level Professional Servtces 82 hours
Support-level =rofessional Services 58 hours \ $ 9.053/
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GROUP: Brand
TACTIC: Brand ID Package
AUDIENCE: USDA Rural Development national and state and local staff; External
audiences
TIMING: October 2003 to 2/24/04; through FY04 and ongoing .......

DESCRIPTION: Once USDA Rural Development brand direction is finalized, Osbom &
Ban" will develop appropriate visual identity elements. These materials are developed
to be clear, concise and easy-to-use. They include:

• Logo sheets and usage guides.
• Simple templates for key brand_"db_]sineSs documents such as business card,

letterheaa, fax cover sheets, proposals, presentations, etc.

• Signage.
• Electronic vers=ons for e-mail or web-posting (to be coordinated with USDA web

developers as designated by USDA Rural Development).
• Graphics standards manuals.

This information will be distributed in print form as well as be available through a Web
site. The guide will include the in-_ortance of promoting a consistent brand, the logic
and strategy of the brand positioning, graphic standards for all applications of the brand
logo and identity, and a listing, location and ordering information for any brand materials
or promotional items available to them.

BUDGET ESTINATE_ "_
Detail:
Out-of-Pocket Expenses: _ ',
Duplication and Distribution:_$13.719 j

Agency Hours . _.............
_.Managemen'c-level Professional Services 222 hours _ $34,650-_
Support-level _rofessional Services 709 hours \ $ 9,82__/
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RFQ SECTION 3.3.1: WORK WITH USDA RURAL DEVELOPMENT LAPAS TO
DEVELOP AN INTERNAL AUDIENCE COMMUNICATIONS PLAN

Objectives: To educate internal audiences about USDA Rural Development's mission,
organizational commitment and focus; to inform internal audiences about why the
mission is important; to gain participation from internal audiences in helping disseminate
the brand elements; and to inspire internal targets to "live the brand" at all levels and in
their daily job.

Upon award of the business, O&B willmeet with USDA Rural Development to
determine final direction.At this time, we willdevelop specific awareness and
impression goals that can be measured, so that USDA Rural Development can ensure
its mission is/3eing_et. --- .

Strategies:
• Empower and motivate fntemal audiences by securing their buy-in on the new brand ""

promise, while allowing them to take ownership of the initiative by giving them
control of message delivery on a state level

• Ensure the brand message is consistently delivered by developing an educational
program for internal audiences. Topics covered would include background on USDA
Rural Development, a review of available tools and a guide on ways to communicate
the brand message in the community.

Internal Audiences:
USDA Rural Development programs are special in that they touch a lot of diverSe
interests and needs. However. due to budget/imitadbns and timing _ssues, reality
dictates that audiences and activities must be prioritized.

To do so, Osbom & Barr identified three natural groupings of key internal audiences that
share common responsibilities for, and interaction with, USDA Rural Development.
Within these three groups, Osborn & Barr identified the key drivers on which we will
focus primary internal communication efforts in order to generate maximum results and
the greatest impact. Once on board, these key drivers will assist and support key
message delivery to additional internal audiences. Following are the breakdowns of_the

category dr!vers and corresponding internal groups.

Key Drivers_ Additional Internal Audiences.
US DA Office of Communications Under Secretary of Agriculture

Rural Development Program Administrators
USDA Employees
FSA and NRCS Employees

Public Information Coordinators (PICS) State Program Delivery Staff
State Directors Rural Development Associate Administrators

Employee •Leadership OrganiZations Rural Development Employee Families
Rural Development Employees

RFQ 32083 " Osborn& Ban"Commun[catfons Page 13



INTERNAL AUDIENCE COMMUNICATIONS TACTI CS

GROUP: Internal
TACTIC: USDA Rural Development Mission Message Platform
AUDIENCE: Rural Development national state and local staff; external audie noes
TIMING: 12/1/03 to 2/24/04; through FY04

DESCRIPTION: As USDA Rural Development beg ns communicating about its
mission, it's important that there is message consistency. Internal audiences need to
have the right information, not only for their own understanding, but so they can help
convey that message to external audiences. To assist, Osbom & Barr will work with
LAPAS to develc p a message platform that wilI serve as the foundation for all
communications. This ensures consistency within .and outside of USDA Rural
Development. Additionally, it facilitates repetition and aids in reinforcement and
retention of key messages and calls _o acuon.

Osbom & Barr employs a specific process to ensure that the messages being
developed connect with the appropriate audience for meaningful communications. Prior
to developing this platform, Osbom & Barr will meet with key USDA Rural Development
leaders to confirm there is agreement on strategy before testing and rollout and to
secure their buy-in. Once approval s provided, Osbom & Ban- will ensure all
communications materials reflect this alatform and that all training emphasizes the

message.

BUDGET ESTIMATE_
Detail- _'_
Out-of-Pocket Expenses" $0 J

Agency Hours (,,$ 77-'_Management-level Professiona, Services 62 hours 9,6

11/26 Next Steps:
• Receive briefing from AI Johnson on current USDA Rural Development

environmeBt.

• Begin outlining how to work with LAPAS to achieve that goal.
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GROUP: Internal
TACTIC: USDA Rural Development Mission Communications Kit
AUDIENCE: Internal USDA Rural Development natie hal and state staff
TIMING: 12/1/03 to 2/24/04; FY04

DESCRIPTION: To assist USDA Rural Develo Dment staff in communicating to external

audiences, the ag_ency recommends developing a "do-it-yourself" toolkit. The kit wil
include materials and information local offices need to communicate to their current and

potential customers, rural residents and local lenders,cooperatives and organ zations.
Kits for state offices and directors will include program and training suggestions and
recommendatic ns.

Tools could incl ude:
• Instruction manual (with a question and answer section)
• PSAs for local distribution

• p[lyer/poster tern plates
• News release templates
• Letters to the editorand opinion-editorials

• Special-event tem plates (agendas, target audiences, invitations)
• Logo files and standards, including business card, letterhead and signage
• Direct mail templates for a variety of audiences, including e-mail

announcements

• Signag e templates for local funding partners (i..e., counter cards - Today's
rate is X%. Ask me how you can cut that in half.)

• Presentation templates (PowerPoint)

• Proposal templates
• Suggestions for cooperation with local organizations
• Database structure (to help.capture success stories)

• Participation/completion forms to track results

All materials would be provided on a branded CD or on a Password-protected Web site.

BUDGET ESTIMATE:i $47,662
Detail: _,_

Out-of-Pocket Expenses: f_ _-_
Dup cation, materials, distributio .:rU$10,000 ;

AgencyHours _"..........
Management-level Professional Services 198 hours _ $30,904 _'%

, ojSuppcrt-tevel Professional Services 75 hours $ 6,758 -
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GROUP: Internal

TACTIC: USDA Rural Development Kick-Off Meeting
AUDIENCE: National attendees, State Directors, PICs
TIMING: 12/1/03 to 2/24104

DE_SCRIPTION: The theme for this initiative should spark enthusiasm, so that there is
a solid base from which to buiJd awareness externally. AS a result, a variety of specific
tactics should be employed during the kick-off meeting in February 2004 that celebrates
the brand transformation message. For example, speeches should include USDA Rural
Development key messaging, banners with the new logo/tagline should be visible,
branded giveaways (such as a nice portfolio or other small giveaways) should be
available•

Additionally, there should be a spirited "unveiling" event. Examples: feature the
Secretary or Under Secretary announcing the re-commitment to the mission/brand with
a lead into a short video. Video could feature a celebrity or high profile public official
who has f'oots in rural America (such as Sheryl Crowe, John Cougar Mellencamp or
even President Bush - Lubbock, TX). This person could talk about where he/she still
calls home. The video would show his/her rural community, and how it gave him/her a
strong foundation, as well as specific examples of hew USDA Rural Development
programs are now working in that community. Result: a personal testimonial that notes
the value of investing in RuralAmerica's heritage. Secretary/Under Secretary could then
introduce him/her for a personal appearance at the meeting.

BUDGETESTIMATE_
Detail: k,_...__.,t'J

Out-of-Pocket Expenses: ,_--'-'_-'%

Budget for materials., to be discussed with USDA Rural Development LAPAS

Agency Hours .......: .....

Management-level Professional Services 180 hours _ $28,094
Su 0port-level Professional Services 150 hours _.$.13,517 /

11/26 Next Steps
• What is already planned (i.e., agenda, schedule, logistics)?
• What is the event-planning process? Who is the contact and how is it being

put together? - -
• Is this an annual meeting or a special "call-to-action"?
• What typical communications are there with regard to internal meetings

(pre, on-site and post)?
• Do we need to have a pre-event meeting or run-through with pre-seiected,

supportive individuals?
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GROUP: Internal
TACTIC: "Living the USDA Rural Development Brand" Training
AUDIENCE: PICs
TIMING: 12/1/03 to 2/24/04

DESCRIPTION:. Osbom & Ban- believes that all actions are afo n-nof commun cations
that either promotes or discounts the value of a brand. Succ&ssful brands ensure that
all brand "participants" understand and implement the brand basec on fundamental
brand directives. E_mployees and staff must be given the opportunity to internalize the
brand and set specific goals and objectives that will direct their efforts in delivering the
brand pro raise to their customers, nfluencers and general public.

Tc meet this challenge, Osbom & Barr is recommending a "Living the Brand" training.

- program that will assist all stakeholders m ensuring a consistent and rewarding brand
experience. Th s training program will consist of components already devetc pea as a
part of the Brand Section of this plan:

• Brand Deve:lopmentWorkbook
• Brand ID Package Materials

" " e T/aining sessions is for each person toThe goal of the Live Th Brand"Message
become a steward of the brand -- to feel that they have ownership in representing it
and communicating the USDA Rural Development mission and messaging consistently
and effectivelyat everytouch pointto the market. __

To prepare for brand training, a sample of participants will be asked in advance to
respond to the new mission/brand, including likes, concerns, questions, suggestions,
etc. This enables O&B's team to craft a presentation that is customized to the group's
inte rest and needs. In this seminar, we work with the participants to answer the
following questions:

• Whatis a "brand?"
• What is the USDA Rural Develo pment brand and mission?

• How do you market USDA Rural Development?
• How do you want/need to receive information about USDA Rural

Development programs and initiatives?

Using this information, the agency will conduct training sessions with PICs at the
2/24/04 meeting in Washington DC. (Workbook to complement training and can be
used as reference). The PICs in turn may train employees on the local level, utilizing
matedals, interactive CD/Web site

For this initiative to be effective, the Public Information Coordinators must betra ned on
its compo qents so that they can pass it down quick|y to the local level This training will
consist of sessions on the 3rand name, qow to live the brand, what the initiative key

-nessages are, a brief media and public relations "101". course and m ni.media training
session.
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Detail: " "_
O,,t-of-Poc,etExpe.ses:i,_2_'/
Agency Hours /
Management-level Professional Services 253 hours •-- $39.488
Support-level Professional Services 127 hours t $11,444
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GROUP: Internal
TACTIC: Initiative At-A-Glance

AUDIENCE: USDA Rural Devel_opment National and State leaders
TIMING: 12/1103 through 2/24/e4; FY04

DESCRIPTION: Empower employee leadersi_ip organizations to take on the task of
keeping the entire organization appraised of the progress being made on the initiative.
To assist in that effort, e-mail updates could be developed and sent out on a bi-weekly
or monthly basis, providing snippets on major initiatives, a small success story with a
picture or a snapshot of a local awareness event.

This tactic was.requested at a lower level by LAPAS at 11120/03 meeting at USDA
Rural Development e_ces.

BUDGET ESTIMATE: _$9,968 ,

Detail: \, t

Out-of-Pocket Ex pense_l,._$OvJ

Agency Hours _;o,%
Management-level Professional Services 35 aours "J $ 5,463 _"

Support-level Professional Servioes 50 hours tk $ 4,506 j
Z

11126 Next Steps
• What existing internal communications vehicles exist?

LJ
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Variances to the schedule will be submitted to USDA Rural Development for review and
approval

Osbom & Barr will provide this schedule in digital and hard Copy formats. ]-he actual
number of hard copies to be provided will be determined by USDA Rural Development.
Osbom & Barr will use industry best practices when formatting deliverables and will
provide specific delivery dates when USDA Rural Development 0_cially requests a
deliverable,

Product Timeline -_ critical areas of effort, significant milestones and schedule for
completion of each milestone/deliverable.

USDA Rural Development has a very tight timeframe with no margin for delay. The
Osbom & Barr team will meet or exceed all deadlines, because team members have
perforrfled similar projects and have a strong history and connection working for, and
with, rural audiences and organizations. Such expertise wilt aid LAPAS in the
development andimplementation of customized and comprehensive communications
efforts that Will reach all desired target audiences.

Strategies will help maximize dissemination of information utilizing new and existing .....
networks in an effort to minimize cost and maximize exposure and communications with

all audiences. NO single individual or.group has all the answers. Through effective
facilitation, great ideas are expected to become concrete solutions.

Qn the following pages is a timeline that denotes those key dates for critical areas of
effort.
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USDA RURAL DEVELOPMENT
KEY DATES/CRITICAL AREAS OF EFFORT

i Dec. 5 Initial concept OK I NIK N/A Mar. - Sept.

Dec.8 }
Final USDA sign:off

Jan. 20 }.
ID materials Jan. 23 Jan. 28 / Jan. 28 -- Feb. 23 *Feb. 24:(State Mar: - Sept.

/ Director's Meeting)

• Test brand !D NOv. 26 , Novl 26 Dec. 5-Jan. 9 N/A N/A
concepts

• Analyze and N/A Jan_ 15 N/A N/A N/A
summarize
results

• Brief key USDA N/A, Jan. 16 Immediately upon N/A Mar. - Sept.
representa!ives approvalfor ID

, material
develo
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itationl Initial Use Period/ Evaluation
)n Due Tactic Duration

Develop Dec. 22 Jan. 15 Immediate_ ou_ "r..3"f'i-_66g Mar. - Sept.
messaging approvalfor
platform commt, qications

materials

• Communications Dec. 12 Dec. 19 Dec,'19- Feb. 23 *Feb. 24 (Statekit Mar= 30
Director's Meeting,)

• Kick-Off event Dec. 12 Dec, 19 Dec. 19-Feb23 *Feb. 24 (State Mar. 30
D, j ,Irector s Meeting)

• PICtraining Dec. 12 Dec 19 Dec 19- Feb.23 *Feb. 24 (State Mar.30
Director's Meeting)

• News bureau Dec. 19 Jan. 9 Feb 2- Se3t. 30: Begins with lead in to Sept. 30
(Coordination only April launch event;
- communications ongoing/monthly

will not be communications
released until after

Feb. internal
mee[ing)
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Osborn & Barr Communications FY'04 pricing structure for government business
includes:

•/_90 1ll_for suppont-level/eXecutional professional services

• $_5_0,f$156O8/'h°urfor strategic/management-level professional services

These rates are cgzts_e_nt with those published on GSA Schedule 738, and include a

total discount of.<_0- 27_/_off agency rate card.

Osbom & Barr proposes this rate structure for the services offe _edto USDA Rural

Development for FY'04.

Outside Costs

Osbom & Barr bills through all outside costs net. without any mark-up or handling

charges. Ths includes any media costs (if applicable), outside production vendor

services and materials, consultants, etc. When billed, Osborn & Barr invoices are

accompanied by copies of the original outside vendor invoice for verification.

Osborn & Barr Communicabons
RFQ 32083
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Price Sheet Summary for Base Contract Period FY'04

BASE YEAR FY'04 PRICING

Support-level/ / Strategic/ " OTHER
project exsc. . /Mgmt.-level professional ' COSTS,

professig|,laL_ervices / se_ice_ " ODCs,

$90.11 / TOTALTRAVEL,
" +_'-_ ,._,_ . AGENCY OUTSIDE

_'_" HOURS I COST RESOURCESSERVICES TOTALCOST3ROUP TAC]'IC HOURS COST ..............

3rand 3rand Development Workbook / 82 $7,38£ ...... "58 --."$9,053 .... $16_442 $2"_,985 $38,421,

3rand 3rand Directive Development / 75 $6,75_ 198 . $30,904 $37,662 $45_ $38,117

Brand ID/Standards/Communications _ " "f ,

Brand KitElements I 106 $9,822 222 $34,650 $44,472 $13,719 $58,191

ExternalMarketResearch includin9,

stakeholder interviews, focus groups, t
3iand _honelmail/phones , 60 $5,407 27C $42,142 $47,548 $42,370 $89,91_ '_

3rand InternalMarketResearch . i 66 $5_947 131 $20,446 $26,394 $200 $26,59z "_

4tspanle messaging/interface
External :Ornelas) ,lt}_!';_:_:_,_;_.;_, _" __'_"_ "* ¢ "_''' _x% r '.,,:%H".,_/,oN' ',:}i:i,_5}40_ $12,40£ $30,29:

External MediaRelations I 79 $7_11E :185 $28,875 $35,993 $9,152 $45_145 '

Native American mesaaglng/Interfaca \
External (M.S.S.) _ : lC $901 20 $3,12 $4,023 $12,000 $16,023

Extern'al News Bureau \ 16c $15,229 _;/_3.!!_{_50 $39,02C $54,249 $63,748 $117,997

:-xternal News Hook Survey Analysis t 15 $1,352 _ 43 $6,711 $8,062 _i_i_?J_,.,..A_,#- $8,063

External _,adioPSAs Media Analysis and Plat _ 21 $1,892 38 $5,931 $7,82,i $100 $7,92_

]'rade Show/Innuencer Mtgs. Does
not include registration fees or

External booth rentals. 66 $5,947 100 $15 60_ _ $21,55,5 _ , $7,59_ • $29,15(

Internal Initiative at a Glance '_':_' ";_: _ ' ii_:;_7_',;_{_P_C_R__,_,_,_;_._i _ , "; " ;

eternal Kick-Off Meeting $28,094 $41,611 _1_g_)_0 $56,61_ ::,;!_, $13,517
, ..... /

nternai ,Living the Brand Trai_in 9 ' ' $11',444 251 $39,488 $50,932' $50,93 //

nterhal Message Platform \ $£ 62 $9,677 $9,677 $9,67 _,'/"
if

Osbor,_& Barr Communications
RFQ 32083
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=stimated November '03 through
September 30, '04 Management &
_,dministration/Project
Rep0rting/Support for projects
requested by D rector or Designee.
Up to and including Launch Event,
Average of 32 hours permonth of
Support-level/project exec; 36 i_'
hours per month Strategic/Mgmt. -.....

O_verail level. $28.835 $85.02z $85,02 _"" '_..-,.,
Travel for Project Management -.

Travel Meetings, All DC. etc. _See detail $30.00£ "N,f
TOTAL /

OPTIONAL TACTICS

3Pgoaal 3rand Rewares eno Recognition 10 $901T| lC6f $1.561 $2,462t $5,00£ $7.462

- C',ddltional Living the Brand Trainng j /

Dptlonal _essions 31 $2.793}_ 7 $11.862 $14,655 t $C $14.655
_,dditionel External Market Research
_essions with Targeted H gher Need
3ersDective Customers. PER

9ptiona LOCATION ESTIMATE, 10 $901 30 $4,682 $5.584 $6,04 $11.62,c

Osbom& Barr Communications
. RFQ 32083
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USDA RURAL

, OSBORN & BARR COMMUNICATIONS CORE TEAM INFORMATION

Sob Wilhelm
l-ead Accouni Cenlact

• Team lead and contact respoha toe

, , for account management:

Sue Dillon
Public Relalio.s

• Strategy and implement
• Aesl_l with sect mngm!

Kathy Atwooa I

Account Service
- Provide8 ovorol

leam 8upDo_

Key Contacts Direct Phone Cell Phone E-Mail Address
Bob Wilhelm 314/746-1920 314/308-1790 wilh elmb @osbo rn-barr.con-
Michael Turley. 314/746-1999 314/308-1005 tu rleym @osborn-Darr.com
Mark Vogel 314/746-1928 314t591-2103 vogelm @osborn-barr.com
Colleen Church McDowall 816/410-5169 816/506-8343 mcdowalrc @osbom-barr.com
Sue Dillon 314/746-1935 314/368-2082 dillons @osborn-ba rr.com



USDA RURAL DEVELOPMENT
Communications Plan

Working Doc_ument and Summa_.,, _r %

FY'04

Prepared for:
AI Johnson

Director, Legis!ati.ve and: Public Affairs
USDA Rural Development

November 26, 2003

OSBORN&BARR
COMMUNICATIONS
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This is a working document summarizing current plans for USDA Rural
DevelOpment's Brand Promise Communications Initiative, for review with AI
Johnson, Director, LAPAS and Osborn & Barr Communications at the
commencement of work.

Process and Status

Osborn & Barr Communications' process enables the agency to develop the best
messages and communications methods; and ensure they are delivered to the right
people, at the right time, and through media they can understand. The process assures
that a strategy is developed - not just tactics - for accomplishing USDA Rural
Development goals.

The process is based on these six stages:

1... InitialMeetings; Research and Stakeh___d_e._nalysis:Co_duct research of currently
available information; analyze any rn_lua_io-n-;_ese_'r-c__reviousiy coirected;
conduct nterviews with key stakeholders identified by USDA; and recommend and
implement any additional research to be conducted. Th'is: information is integrated
into Osbom & Barr segmentation and communications models, helping gain insight
into USDA Rural Development communiCat ons targets, and turning information into
knqwledge.
Status: Outlined for review on t1126 and beginning ASAP.

2: Set Objectives: Clearly articulate and relate the stated strategic objectives of USDA
Rural DeVelopment wkh awareness and behavior goals, and set communications
goals. This helps map out expectations and deliverabfes for Which the
communications are held accountable.

Status: Outlined by USDA Rural Development LAPAS in initial documents.

A strateg[c direction document iscreated to capture these objectives and
expectations.
Status: Outlined by USDA Rural Development LAPAS in initial documents and
in O&B RFQ response document and addenda submitted 11/3-11/21/03. _ :

F
/

A communications strategic summary document helps capture the key messages
and support for each target audience, to ensure focus for the communications tactics
that fl0w from the plan. This provides our staff with the proper direction so that all
communicationsare developed and deliveredon target.
Status: Outlined by USDA Rural Development LAPAS in initial documents and
in O&B RFQ response document and addenda submitted 11/3-11/21/03,

3. Communications Plan: This plan is a true "blueprint" that identifies an integrated :
tactical and timing plan to meet the goals identified in the objective phase. Each
tactic is identified along with costs, delivery plan, audiences, descriptions , etc. The
document will include step-by-step action plans for all services and tactics; detailed

timelines and schedules for each project or initiative; projected hours and out-of-
pocket costs for each Of the tactics orinitiafives; and a full "roll-up" plan that Captures
this information "at-a-glance" for the ease of our clients.
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Status: Initial direction outlined in O&B RFQ response documents, and in
11/26/03 summary document. O&B will complete plan document following
11/26 meeting with AI Johnson.

4. Project Development: Projects are written and/or concepted and reviewed by project-
team personnel comprised of project manager, management supervisor, public
relations, creative services and production manager. Project concepts are then
presented to our clients for review and revisions/approvals prior to final release to
production or to the market.
Status: Initial plan outlined in O&B RFQ response documents. Individual
project direction documents based on approved plan being developed by O&B
for review/approval by AI Johnson, commencing with Internal and External
Research proposals on 11/26/03. Additional project direction documents to be
developed commencing immediately following 11/26/03 meeting with AI
Johnson and ongoing through FY04 as scheduled.

5. [mplementation/Production: Implementation of the plan/tactics and production and
distribution of materials is managed by our project manager/production manager
team to assure budget and time parameters are met. Daily/weekly status reports are
generated and used by the team to track the full range of projects that comprise the
plan: These status reports are renewed with the client weekly or monthly, as the -
client directs. In the case of USDA Rural Deveiopment, a monthly contractor
progress report will be generated no later than the 15thof each month per the initial
Statement of Work. However, Osborn & Barr recommends at least daily status
reports given the tight:timeframe leading up to the brand launch in February.

' Status: Commencing immediately upon AI Johnson or designee approval of
project direction documents, and ongoing through FY04 as scheduled.

6. Measurement: Milestone measurements will be determined to track results against
goals that have been established. This will provide USDA Rural Development with-
the information necessary to manage against its own performance goals.
Status: Will be outlined in summer, 2004 for review with USDA Rural
Development and implementation in October/November, 2004 (FY05). -
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RFQ SECTION 3_1: DEVELOPMENT OFA BRAND AND INTEGRATED
COMMUNICATIONS STRATEGY FOR USDA RURAL DEVELOPMENT

Osborn & Barr Brand Philosophy
A name is merely an identity. A brand, on the other hand, represents and
communicatesshared values. A successful brand allows both internal and

external audiences to participate at many levels - physically, intellectually and
emotionally. It should instill confidence and conviction in its values. It should be
relevant, persuasive and easy for internal stakeholders to take ownership of
based on belief, commitment and conviction to what the brand represents.

Since a brand's value is measured by its equitl/in the marketplace, successful
brand managers understand that brand ownership and value resides with the
market - not with the organization or agency. With that in mind, brand
management responsibility is simply defined - people must become Stewards of
the brand - ensuring that the brand delivers on the expectations of the
marketplace every time, at each and every contact point:

Analysis

To gain a better understanding of USDA Rural Development, its brand situation
arid communications issues, Osbom & Barr began with analysis and research.
The following information sources were used:

• Documentation provided by USDA Rural Development entitle d, "Branding
Strategy- Marketing CommunicationsPlanning."

• Preliminary qdalitative research interviews with 42 Rural Americans throughout
the United States.

- Preliminary qualitative research with 13 state, area and local USDA Rural
Development employees.

Brand Strategy
The stated assignment is as follows: "under the leadership of Under Secretary
Thomas Dorr, theorganization (USDA Rural Development ) is seeking to present
its transformed, singular focus to its employees, funding partners and the people
of Rural America."

This is no easy task since USDA Rural Development is a complex organization offering
multiple programs and benefits. Though economic factors and program financial support
are essential to the organization's character, they are "features and benefits" of the
programs and do not characterize the more sustainable values that will support:a
successful and long-lasting brand.

In developing brand positioning, Osbom & Barr utilizes an analysis tool called the
"Value Ladder." This grouping of brand characteristics provides a connection among
features,, benefits, beliefs and values of a given organization and audience. The result of
this analysis provides the key shared values between the brand and its audiencesthat
direct the proper positioning of the brand. Again, a sustainable and successful brand
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should be =positioned against shared values, since those values are consistent and
without change over a long period of time.

In short, the essence of the USDA Rural Development brand is not just about the
investment in infrastructurel utilities, housing and economic development of rural areas.

. It is about investing.in people. Rural America is more about "people assets" than
"physical assets." Rural Americans reflect a part of America's culture and history. Rural
Americans reflect the nation's core values that include tradition, work ethic, solid family
structure, as well as the nature and beauty they protect, the food and products they
produce, and the towns and countryside they populate. By supporting Rural Americans,
USDA Rural Development is supporting America foe everyone - inclusive of rural
inhabitants as well as those I.iving in urban areas.

This is the essence of USDA Rural Development and Osborn & Barr's brand positioning
effort will be directed by these shared values. Not only must a brand position reflect the
true and honest identity of the organization, but it must also capture the attitude and
respect for Rural America that is heartfe!t byall Rural Americans, In addition, the brand
position must also motivate and focus the efforts of the internal audiences - particularly
staff and employees of USDA Rural Development.

=
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BRAND DEVELOPMENT TACTICS

GROUP: Brand
TACTIC: Internal Market Research

AUDIENCE: USDA Rural Development Employees
TIMING: 11/26/03 to 1/6/04

3ackqround
USDA Rural Development is seeking to employ a brand and integrated comrr unications
strategy nationwide.

Based on initial research, Osborn & Barr Communications concluded:

1. Both awareness and equity of the USDA Rural Development brand is minimal.
2. Key audiences do not understand how the USDA Rural Development brand

participates in their lives.
3. A consistent s pproach is needed for effective brand management.

Since key brand communications is conducted througn the organization's staff and
personnel, it is important for the brand strategy to be accepted and adopted by all
internal stakeholders.

Research Objectives
1. Gain input and feedback in -egard to brand identity recommendations, design

_ - elements branding statements and key messages with internal audiences.
2. Gain in 3ut in regard to brand communications issues and barriers from all

internal audiences.

3. Gain input to assist the development of the organization's brand development
program in regard to communications, training and marketing assistance.

Methodology
Osborn & Ban- Communications will conduct interviews with the following USDA Rural

Development employees:
50 State Directors

70 State Program Delivery Staff
70 Area and Local Field Staff

Osbom & Barr will obtain a list of available internal staff from USDA Rural Development.

Participants will be contacted regarding their participationand to explain the value of
their in 3ut into the process. Interview dates will be set and creative samples will be
organized and mailed to each participant with instructions not to open until contacted.
Osbom & Barr will then call each participant and go through the creative and:brand
questions to garner their input regarding the positioning messaging ano creative

-epresentation of!he brand identity.

Once all interviews are completed, Osbom & Ban.will complete and distribute a
complete summary report that wilt include finding& key insights, and communications
recommendations.
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Timeline
" 1.26.03 Research proposal approved
12.03.03 Contact lists (including telephone numbers) supplied by client
12.05.03 Testing Creative Elements supplied to client for a oprovat
12.08.03-- Testing elements approved by client
12.10.03 Survey guide submitted to client for approval
12.12.03 Particjpants are contacted by e-mail to encourage participation

Survey guide approved by client
12.15.03 Telephone survey initiated
12.23.03 Telephone survey completed
01.05.03 Survey report con"oleted and distributed

BUDGET ESTIMATE:f$26,593.74 -)

Detail: __
Out-of-Pocket Expenses:

and Creative Materials: /l( 200.00
Telephone, Mailing

Agency Hours: (
Management-level Professional Services 131 hours $20,446.48
Support-level Professional Services 66 hours , $ 5.947.26

-\ i

11/26 Next Steps: W
• Questions and final review with AI Johnson

• Determine final groupings for research; determine prioi'itization of contacts
• AI Johnson review and approve methodology and estimate
• Obtain list from USDA Rural Development
• Commence research
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GROUP: Brand

TACTIC: External Market Research
AUDIENCE: Rural Residents and Targeted Higher Need Prospective Customers
TIMING: 11/26/03 to 1/15/04

Background
The USDA Rural Development is seeking to employ a brand and integrated
communications strategy nationwide.

Based on initial research, Osborn & Barr Communications concluded:

.__.oo.__!. B6th-'awareness4,and#quitwof the USDARural Development brand is minimal.
2. Key audiences do not understand how the USDA Rural Development brand

participates in their lives.
3. A consistent approach is needed for effective brand management.

Prior to implementing the brand communications, it is important to gain input and
feedback relative to customer's perceptions and acceptance of the new brand identity.

Research Objectives
1 Determine communications 'value of the new brand identity for USDA Rural

Development with key customer groups.
2. Determine if new brand identity supports the organization's mission and vision.
3. Provide additional input in regard to key messages and:creative translation of the

new brand strategy and positioning.

Methodoloqy
Osborn & Barr Communications will conduct focus groups with rural residents and
targeted higher need prospective customers. Osborn & Barr will assure geographica!
representation throughout the U.S. and will conduct the research in 7 states:

1. Washington
2. California
3. Texas
4. Illinois

- 5. Mississippi
6. West Virginia
7. New Hampshire

Twogroupswillbeconductedat eachlocation:
Group 1: Small rural business owners
Group 2: Rural. Resident non-business owners

Each Group I (Small business owners) will have representation of targeted higher need
prospective customers. In addition the following state rural resident groups (non-
buSiness) will focus recruitment on the specified higher heed groups:
Washington Native American
California Hispanic
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Texas Hispanic

Mississippi African-American

Upon completion, the external research findings will be analyzed and a final reporl
developed. This report will be very pointed, providing clear answers as to how each
target audience identifies with the brand position and messaging. A ranking of each
according to its success during the research will shcw natural affinity groups, priorities,
etc. If problems with proposed brand identities oricorresponding messaging are brought
to light, solutions will be recommended.

Timeline
11.26.04 Research proposal approved
12.03.04 Locations designated foreach state
12.05.04 Testing Creative Elements supplied to client for approval
12.08.04 Testing elements approved by client
12.10.04 Discussion guide(s) submitted to clientforaaproval
-2.15.03 Focus groups scheduled and screening/recruitment initiated
01.09.03 Focus groups completed
01.15.03 Final report and recommendations completed and distributed

BUDGETESTIMATE_

Detail:
Out-of-Pocket Expenses:
Participant screening, recruitment, facilities testing_ruatedta_, participant compensation,

video recording and duplication, travel expenses__..$.!2,37_

Agency Hours .__ ........4_,_0_Management-leve] Professional Services 270 hours / $42.1 1
Support-level Professional Services 60 hours \..._/

11/26 Next Steps:
• Questions and final review with AI Johr_son

• Determine any additional groups not yet included and priority. Eg: lenders,
realtors, local community/economic leads

• Determine fina/groups and locations for research
• AI Johnson review and approve methodology and estimate
• Commence research
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GROUP: Brand

TACTIC: Brand Directive Development
AUDIENCE: All
TIMING: October 2003 to 2/24/04

DESCRIPTION: Capture.and position the sharedvaluesof Rural Americal while .
declaring and motivating the USDA Rural Development staff to deliver upon the specific
brand promise defined by those values.

This tactic includes the Brand Directive already developed and guiding the creation of
positions and taglines for testing. Will include review and assessment upon completion
of research, and presentation at kick-off meeting and in brand development and
training.

Detail:

Out-of-Pocket Expenses:

DuplicatiOn, materials:_455_'_

Agency Hours f _-_\.
Management-level Professional Services 198 hours , $30,904 .'}
Support-level Professional services 75 hours {_ $ 6,758 J

RFQ 32083 Osbom& Ban"Communications Page I0



USDA RURAL DEVELOPMENT
2005 Communications Plan

• FINAL PLAN

Prepared for:
USDA Rural Developmedt .......

December 3, 2004

OSBORN&BARR
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I SITUATION ANALYSIS

Within eight months, USDA Rural Development has undergone a major transformation. The
organization conducted internal and external surveys, developed a new logo and tagIine,
produced new materials and templates that incorporated its new look and launched the new brand
initiative to internal (and some external) audiences. This is a great accomplishment and as a
result, it has received positive feedback (including support from the Secretary).

However, there are some challenges that remain for 2005:
> Brand has been launched and mandated, but not everyone is on board with change.

> Old branding elements remain in the mix (potential confusion about new brand).
> StiI1 internal momentum to pull apart brand into separate service programs.
> External awareness is still very low.

Oppormmties exist to build from the momentum established in 2004. and take it to the next leveI.
External target awareness is a huge opportunity at tiffs time as well as Hispanic/minority
outreach, which is just beglrming.

POINT OF VIEW /

In order to further extend and deepen the USDA Rural Development brand, it is necessary to
focus internal and external efforts to engage target audiences and provide meaningful context to
the brand message. Phase One of the communications program emphasized the development,
launch and internal buy-in of the new USDA Rurai Development brand. As we move into Phase
Two. the emphasis will feature internal efforts that are further drilled down the organizational
chain and highlight increased external activities.

AUDIENCE ANALYSIS j

l_he initial branding document provided by USDA Rural Development in Fall 2003, identified
numerous internal and external target audiences or stak6holders. In order to generate the greatest
ampact with the communications effort Wen the provided budget. Osborn & Ban- proposed
concentrating on groupings of key audiences who share common responsibilities for, and
interaction with. USDA Rural Development. These audiences were considered key drivers, or
influencers, who assist and support key message delivery te remaining audiences.

In order to maximize resources, this "influencer" model of communications outreach is
recommended. Please note that _arget audiences for Phase Two have been slightly realigned fi-om
last year and strict prioritization of these will be critical to maximize outreach/impact.

Following are the breakdowns of the category drivers and corresponding external groups.



INTERNAL AUDIENCES

Key Drivers Additional Internal Audiences

LAPAS • Under Secretary of Agr/cu!ture
USDA Office of Comm. = • Rural Development Program Administrator;

• Rural Development Associate Administrato
• USDA Employees
• FSA and NRCS Employees
• Employee Leadership Organizations

Public Information • StateProgramDeliveryStaff
Coordinators(PICS) _ • RuralDevelopmentEmployees
State Directois _'- • Rural Development Employee Families

EXTERNAL AUDIENCES

Key Driver Additional External Audiences

Rural Residents _ • Current Customers 1
• Targeted Higher Need Prospective

Customers qIncludes minorities]

KeyInfluencers • PublicInterestOrganizations

• Specialized Organizations (ABA, AIA,
NAFB. State Farm Bureaus and State

"r- Com3_odity Associations)
• Media (national. local, trade)

FundingPartners • Lenders
• ProspectiveLenders
• Other Funding Partners
• Insurance Companies

Capitali ...... "• Venture sts

Decision-Makers _ • White House, Members of Congress
• CongressionalStaff



OBJECTIVESANDSTRATEGIES I

Expose every USDA Rural Development
employee to USDA Rural Development communications
brandmessages > Engageemployeesin the

communications process
Achieve buy-in/ownership of the USDA > Empower and motivate internal
Rural Development brand and mission audiences by continuing to

from 75 percent of its employees communicate and reinforce the
essentials of USDA Rural
Development.. ,Committed to the
Future of Rural Communities.

Provide unique incentives for those
employees (both politicals and
careers) who incorporate the USDA
Rural Development brand into daily

• responsibilities
Secure a 50 percent brand awareness rate _ Ensure the brand message is
among USDA (non-Rural Development consistently delivered by developing
employees) an exposure/educational program for

, internal audiences. :.. .......... ...... m _ ,.. a

Generate 10 million impressions from story > Identify and prioritlze key influencers -
placements within trade and consumer who can serve as "deliverers" of the
publications and broadcast outlets• USDA Rural Development to other.

key audiences to maximize outreach
efforts:

> -Create news-platforms for key

messaging.
> Leverage venues (speaking platforms;

special events) to extend the USDA
Rural Development brand message.

> Implement controlled and earned
media placements to extend the brand
message to wider audience.
Provide local context to national

stories/themes to increase story
placement potential.

;_ Actively engage the media, so theycan assist in reaching target audiences.



TH_ME: I

USDA Rural Development is about "communi_." This not ordy applies to the mission that
USDA Rural Development embraces as it assists rural residents in improvhlg their quality of life,
but in how its employees work together to accomplish that mission. There is a sense of pride in
the work that is being done "for the greater good," which was merely touched upon with the
brand launch in 2004. Now we want to take it a step further.

For 2005, the "Our Community" theme wili serve as a uniting theme that will be woven
throughout internal and extemaI tactics. This theme will concentrate on building team spirit as a
Rural Development unit, which in mm will motivate and excite employees to carry that spirit
into lhe messages it delivers to external andiences.

IMPLEMENTATION I

National Rural Development Din, Proclamations

USDA Rural Development celebrates key events, such as Earth Day and National
Homeownership Month. Instead of focusing solely on outside events, we recommend putting the
emphasis squarely on USDA Rm'ai Development. As a result, we recommend securing federal,
state and local proclamations dedicating a day 'week to rural communities. While tllis initiative
will primarily be a 2006 effort. 2005 work will feature the baseline research needed to determine
the logistics for securing those proclamatiuns (i.e.. proposed date, process for approvals,
templates for state offices, etc.).

7

Target: Intemal
Timing: Ongoing research

BUDGET ESTIMATE: $5,027.5_ )
Out-of-Pocket Expense_: $250 _ _----.._

Support LeveI (25 ho_s)/-_2 a42.75 /
Total-L J



Rural Connections Newsletter - This newsletter is a continuation of what was started in 2004. It

would be a short piece developed for all internal USDA Rural Development employees that
comes down Ii'om Gil through the state directors. Instead of having a more "slick" email
newsletter format or Administrative Notice, it would be a simple emaiI, driving employees to the
Intranet site (updated to feature the "Our Commtmit_f' theme for full text.

Target: Internal
Timing: Ongoing (October - September)

BUDGET ESTIMATE: _$7,494.80 )
Out-of-Pocket Expenses_500 _,_ _'_ .................,.,

Agency Hours: Management Level (25 ho_s}s'S$3,246.40 _\_
Support Leve! (4Q.ho,urs)::- $3748.40 }
Total -@6,994.80 _ .......... =........_

In tranet Program- Update Intranet to capture essence of brand as a "Rural Community." This
update would include new visuals to make the site look like a rural community (i.e, online " .-..
USDA store would be featured as the General Store), provide more regular news updates for
everyone to see notices, post Rural Connections for PICs, state directors and employees.
Marketpiace sectio n tobe enhanced with presentation templates with key messages for specific
audiences (this tactic is described in further detail below).

Target: Internal
Timing: December design update; ongoing news updates

BOGET
Out-of-PocketExpens; andled byLAPAS) ........
AgencyHours: Maria,'meritLevel(1Shours)--j_,434.S-d7

Support Le;e!_.q20hours)-{:_1_874.2"__a*_?"_'_
Total # }4,30<) " ............ :

Emplopee Reco.qnition/Incentive Program - By recognizing emplgyees who are living the brand
and {aking USDA Rural Development messages out into the field, it provides a unique way to
"bubble up". local success stories. To encourage this active participation, O&B (with LAPAS)
will develop a program that provides professional development incentives for those state teams
(PICs, program managers, state directors, etc,) with the best success stories. Incentives could be
that top success stories will be selected for: travel stops for the Secretary and Acting Under
Secret&w, featm-es in national meetings or as subject matter for high-profile media pitches (more
on these pitches are mentioned under the "Media Relations" tactic below).

Target: Internal
Timing: Ongoing

BUDGET ESTIMATE: i$13,212;35 i
Out-of-Pocket Expenses. ! $6,000



Agency Hours: Management Level (30 hours)_$4,869_60"\--Y"_""---_"

Supp ort Le2zek(2_5-hq_.).---_f$2,342•75

Total -i$7,212.35 , ........_......"

A lllessaze from file Secretary' - As a high priority is placed on Rural Development within
USDA, it's important to keep morale high. To assist, O&B recommends developing a regnIar
message from the Secretary that highli_ltS some of the organization's key accomplishment s,
(This not only helps morale, but it provides an outlet whure the Secretory can reach out to her
key employees.) Messages would come out once every quarter and be posted to the Rural
Development Inta'anet site. All content would be _'itten by O&B/LAPAS mad presented to the
Office of Communications tbr review and approvals.

Target: Internal
Timing: Ongoing

BUDGET ESTIMATE }_$3,028.85"
Out-of-Pocket Expensek:. $0 _ j ........... .;_
Agency Hours: Management Level (10 hours)/-_ $1,623.20 \

Support LeVel (15 hours) -_-$l 405.65 !
Total_ $3,028.85 _ ......... ,_

INTERNAL TACTICS

Training Sessions (PICs Trainine/Feb. ) - As we began conducting training sessions for USDA
Rural Development in 2004, the response has signaled an overwhelming desire for additional
training. O&B will work with a special task force of State Directors and PICs to determine
appropriate topics for 2005 sessions to ensure message and brand consistency throughout the
organization. Two sessions will be developed for presentation at the state director and PIC
meeting in February, with plans for more extensive media training with state directors.

Target: Internal
Timing: February launch/presentations

BUDGET ESTIMATE: $32,945.75

Out-of-Pocket Expenses: $5,000 _-_-- ........... "

Agency Hours: Management Level (100 hou;s) / $16,232"_\
Suigport Level (125 hours) ,i $11,713.75 )
Total ,a $27_945.75 ....... _............. _/

Media relations @roactive. reactive, opportanisticJ - It's important to utilize media relations
• O"

qproactive, reactive and opportunistic) to extend USDA Rural Development s messa_,es to



external audiences. Following are two ways to accomplish that goal. )Each one can be adapted to
be proactive, reactive and opportunistic situations.

BUDGET ESTIMATE 2,932.2
O u t-o f-Pocket Exp enses_._ $2 _,529.51 / ---_-_...

Agency Hours: Managemen_'l;evel (3 1 h _)- '-$61,846.92"_
SupportLey¢! l 5,555.86

" Total-_77,402.78 o. _.,_._,J

Regional Media Tours
Coordinate a series of tours in which Gil Gonzalez pro;eides a briefing to key media on USDA

Rural Development and its Services. There would be a total of two tours focusing on

publications/media outlets in the West and the East, where we would highlight capital cities of
those particular states. All travel would be coordinated by tapping into existing travel plans for

the Acting Under Secretary. O&B would pitch national media outlets to secure br/efing
dates/times and coordinate key Hispmlic and other minority media are included as tour "stops."

The agency also will work closely with PICs to encourage the involvement of state directors as

the tour roIis through their state as well as to assist in pitching local media with tangible

examples of USDA Rural Development at work in their communities.

Target: External

Timi,g: Ongoing

News Bureau - To ;each a large number Of current and potential USDA Rural Developmem

customers, the agency recommends utilizing several control ied media vehicles. These vehicles,
including a MAT release, video news release and radio news release, are produced pieces that

allow USDA Rural Development to present its story exactly as it wants it to be read/heard. It

provides the opportunity to achieve significant audience impressions in a cost-efficient and
controlled mariner. The agency recommends developing one MAT release, one video news
release and one radio news release incorporating the news angIes noted above, with distribution

of the first piece beginning in April.

Target." External

Timiag: Ongoing

Out-of-PocketExpens /
Agency Hours: Management Level (125 hours) -J $20,290"_-"-\

Support Level (125 hour_--_Ii 713.75 ]
Total -- $38, 04.50 ............

Celebrity Public Service Announcements (Radio and NewspaPer). - Contimting on the
momentum established in 2004, there are several additional enteltainment celebrities who may

be tapped to serve as potential USDA Rural Development spokespersons by donating their
services for a public service announcement ('PSA). The agency will work to secure these

ceIebrities and follow up by deveIoping radio PSAs, as well as newspapers PSAs (up to two for



each medium). An assessment will be conducted to determine key areas where these PSAs
should be placed to make the biggest impact as the budget allows. (Please note that the agency is
also researching potential minority celebrities for possible PSAs and wilI aIso identify where
these PSAs shoaId be targeted for placement. Two print and two radio PSAs will be developed
with one version in English and one in Spanish).

Target: External
Timing: Ongoing

BUDGET ESTIMATE _C_,
Out-of-Pocket Expens_'._$1'5.000 ) .....
Agency Hours: Management LeveI (100 hours_)_:,$I6,232

Support Lgyel o(109ho,urs)J-/$9,371 )
Total -Q25,603 .......

Speakers BureauEvent Manaeement - Conducting a speaker's bureau is a great way to reach
key influencers with consistent branding messages. Working with LAPAS, O&B will identify
industry meetings and events that present undque opportunities for extending the USDA Rural
Development message Ithrough spokespeople, presentations, sponsorships, etc.)
Organizations/events targeted include: National Association of County Officials, American Farm
Bureaus. National Association of Farm Broadcasters. National Corn Growers

Association/American Soybean Association. American Banking Association and the Mortgage
Banking Association. Generic powerpoinr presentations for up to three topics/audiences (i.e.,
banking) will be developed and provided to spokespeople. Templates will also be available to
PICs on the Marke_place section of the Intranet along _vith "how-to" guides on developing their
own speakers bureau. Speakers bureau updates can be provided back to USDA Rural
Developmen_ employees along with copies of the presentations that were given.

Target: External
Timing: Ongoing

"X
BUDGET ESTIMATE:' $86,220 |

Out-of-Pocket Exp en se_'_$20,16 i-2_ J

Agency Hours: Management Level (228 ho_)s_$37,008.96"_ N
Support Leve!S310 hpul's)j $29 0_0.01

Total _2566,058.97 _ _ .....................

MEASUREMENT

ResearchBenchmarks - To measure the success of USDA Rural Development's brand
development and integrated communications plan, O&B recommends research be conducted in
2005 with key internal audiences. This research will be quantitative research that focuses On the
awareness and acceptanceofthe brand from the employee level Ultimately, it will help us
determine what states may need more focused resources to bring the brand message to its
employees. Osborn & Barr will conduct the benchmark research with a goal of 250 total



completed surveys comprised of 5 interviews from each state, tn conducting this research, the
responses wiI1be recorded electron/cally and a recap report will be provided•

Target: IntemaI and external
Timing: Intema! (October 04); External (June 05)

iNTERaNAL RESEARCI-I BUDGET ESTI1VIATE: ($15,737.2g'\

Out-of-Pocket Expenses: N/A " _ \
Agency Hours: Management Level (40 h0_r_-'es,_)_/6:4/2"80 /

Support Level..(_5 ho_._--z $9,244•45 j

I HISPANIC EFFORTS I

A great opportunity exists to continue our minority/Hispanic focused commtmications effbrts.
However, it's also important that these efforts are in lock-step with the internal and external
colrmmnications efforts we've highlighted here. As a result, once the main 2005

Qommtaficatlons Pl,'m is approved; Osbom & Barr vdll c0ordinate and provide an integrated

minority outreach pIan. The budget for that plan is targeted _._.____(Y'iJ0_,._._,._J0"_'_



OPTION YEAR #1 -- FY'05 PRICING

klationalRural ....

DevelopmentDay ....................
tntemall Proclamations 2_ $ 2,342.75 15 $ 2,434,80 $ 4,777.55 $250 $ 5,027.5_ \

TrainingSessions,
aternal [In-person) 125 $ 11,713.7,_ 10C $ 16,232.0£ $ 27,945.7£ $5,00£ $ 32,945.75

Rural Connections

nternal Newsletter 40 $ 3,748.40 2( $ 3,246.40 $ 61994.8( $500 $ 7,494.80 :

;hternal , ,intranetProcjram 20 $ 1,674.20 151 $ 2,434.80 $ 4,309.00 $50(3 $ 4_699,60

.Employee
Recognition/Incentiv

_Internal _ Program 25 $ 2,342.75 30 $ 4,869160 $ 7,212.35 $6,000 $ 13_212.35

A. Message from the

Internal Secretary 1[ $ 1,405.6[ 16 $ 1,623.20 $ 3,028.65 $£ $ 3,026.8[

External Media Relations 166 $ 15,555.8_ 38t $ 61,843.92 $ 77,399.7£ '$25,53_ $ 102,932.2 c.

External News Bureau 125 $ 11i713.75 125 $ 20,290,0C $ 32,003.7_ $35,00( $ 67,003.7. _

=_xternal Celebrit_PSAs __ 100 $ 9,371.00 16C $ 16,232.0( $ 25;603.00 $15,000 $ 40,603.01

External Speakers Bureau I 310 $ 29,050.10 228 $ 37,008.96 $ 661059.06 $20,161 $ 86,220.0(

,nternal [
Brand _esearch!Aoa_ysis _ 95 $ 8,g02.45 40 $ 6,492.80 $ 15p395.25 $340 $ 15,735.2_

_,ccount ' i

Management

:Overall (inc udin,q travel) 130 $ 12,182.3C 160 $ 25,971.2C $ gSp153.55 $14,251 $ 52,404.5

VSnority Translations _[ $ 30,060.0

k4inority._ Media/PSAs I __$ 120,000.0

Minority Special Events _ $ 50,O00,C

, ITraining Sessions I
Y

Minodty I(le-person) • i $ 25,000,C

_sp0nsorships I \\' ' $ 25,OOO.C /
/



PIC Teleconference Notes
December 7, 2004

Allan Johnson, Director, LAPAS

• Marketing Taskforce Meeting
o Met last week in Chicago to review progress in the last year and set the

agenda for the upcoming year.
o Met ,;vithFarm Progress and WGN to talk about USDA Rural Development

pro_ams.

• Meetings with National Media
o Conducting a series of interviews with national media outlets, including: Farm

Journal, Successful Farming, Vance Publishing, Primedia, and participated in
the National Association of Farm Broadcasters. where Tom Dorr was

interviewed by 21 outlets on behalf of Rural Development (Acting Under
Secretary Gonzalez was not able to attend). A1Johnson sent the Farm Journal
article to all state PICs on 12-8-04 kplease share with your field staff as well)•

• PIC Training
o The PIC training referenced in the last teleconference has changed. Rather

than holding a separate training, PICs will be included in the upcoming
regional training. The training will be similar to what was held in the summer
of 2004 in Denver and Washington. DetaiIs have not been finalized on dates
and locations, but will inform everyone when it becomes available.

Tim McNeilly, Assistant Director. LAPAS

• Display Booths and upcoming national conferences
o State Directors will be asked next week if they wish to participate in a bulk

purchase of displays, these would be for those who didn't purchase a display
during the first bulk purchase.

• Brochures

o Revised brochures are in the final review process and are expected to begin
showing up within the next several weeks. Work is also underway to translate
into Spanish.

• Success Stories

o Need to continue to populate the national web site with success stories that
can be used intemally and shared with Media. Specifically, the visits to the
various media outlets have b_ghl/ghted the need to have stories ready. Some
states do not have any stories on the national site: AL. FL. MS, MT, NY and
VL



Bob Wilhelm and Sue Dillon, Osborn and Barr

• Update on PSA Instructions and Rollout Plans

o During the various media meetings held over the last month, PSAs have been
well received. All of the PSAs and instructions are now available on the

Intranet_ along with a copy of the PSAs being on the Intemet for publishers to
download directly for higher quality images. To help track the distribution a
tracking system has been developed and is now available on the Lntranet. The
tracking system is intended to track where PSAs are being distributed and
where they are being seen and heard. Questions regarding the use and
tracking of the PSAs can be directed to Sue Dillon at Osbom and Barr
(888)235-4332.

• Feedback on Communication Plans

o Most all states have submitted their plans, which have been reviewed and look
good. A few states: MA, NY. UT. OH, KS, AR, HI and AZ have not been
received or reviewed. Tim Mc. will check on WVa.

• Hispanic Media Outreach
o Working with a couple of media firms to begin an aggressive media outreach

effort, including: translations, and interviews.

Allan Johnson: ':'-

o Other activities that will require state participation is tile sponsoring of the
FFA awards pro_anl for young entrepreneurs and for marketing. The state
and local offices will help with-the jud_ng of competitions and the national
office will assist with the national competition. (Tim Mc will send the
information out to the states

o Also'mentioned that maps are being developed that will be handed out to the --
state directors next week that show lending activities and can be used to assist
with outreach, marketing and management of program delivery. The first set
of maps will be focused on single-family housing.

P[C Q&A

AK Concerns were raised in the state with the cost of marketing plan. A1 responded
that it is up to individual states to determine what their budgets will allow. It is a state by
state decision.

L

GA - 1)Need PSAs in Spanish - Bob indicated that the radio translations will be
available during the first quarter of 2005.2)What other efforts are underway within the
Department related to Hispanic omreach? Tim indicated that Anne Todd and he will talk



with the Department and see if there is any site that can house activities throughout the
Department.

NY - Is there a pricing list for items available. National office has not developed a listing
0fitems with the logo that can be purchased, k is beringleft up to individual states to
procure items. Efforts are still underway to have Rural Development items included in
the store in the South Building(Washington, D,C.).

Tim will resend the memo regarding printing of materials at state and local leveIs. SD has
a request in for approval to print over 1,000 copies of their ammal profess report.
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S&C Advertising and Public Relations

Estimate Details

Consulting and Exec',_tion Hours

Title Rate Est. _curs Tota
Project Director 173.02 I66 2_721.32
St.ProjectManager 142.43 166 2364338
AccountExecutive 66.37 10 6_0.7
Assistar t Account Executwe 45.76 45 2059.2
St. Graohic Designer/Art Director 98.72 60 5923.2
Database Manfiger 13.12 5 665.6
QCSoecialist 57.59 20 1151.8

Wor0 Processor 48.33 55 2858.15 l
Sr. Admit strative Assistant 48.33 60 2899.8 _-

!Grauhic Designer 45.76 "5 686.4

TotalHrs 602 68969.55 [_

$68,969.55

Out of Pocket Costs for Development of training materia!s, media contacts, e_c. [-

$1,030.45

Travel costs for S&C Advertising and Public ReIations to Washin_on DC, St. Louis,
Denver and potential media contact locations

$5,000

Total: $75.000
V

Deliverables:

I. Develop minority/Hispanic training sessions for USDA Rural Developmenl L

employees. Present sessions at summer policy training meetings in Denver and I_Washingon: DC.. And develop resource matsriaIs and information for USDA

Rural Deveiopment employee reference and use after policy meetings.

2. Plan and execute media relations for USDA Rural Development key contacts and
messages with minority/Hispanic targeted media

3. English-to-Spanish translation services for key USDA Rural Development

materials and press releases as requested by USDA Rural Development LAPAS
4, Consult and asstst in development of strategic plan for USDA Rural Development

minority/Hispanic commumcations.

5. Periodic consultatmns, project rewew and s_atuszupdate meedngs wa phone, as
requested.



Price Sheet Summary for Base Contract Period FY'04 ,_ .,G %

BASE YEAR FY'04 PRICING _:_t>___ -J
O&B O&B

SuppDrt-levetl Strategic/ OTItER
project exec. Mgmt.-level professional COSTS,

)rofessiona[ services services ODCa,

$90.11 $156.08 TOTAL TRAVEL,
-- AGENCY OUTSIDE

3ROUP TACTIC HOURS COST HOURS COST RESOURCE_ SERVICES TOTAL COST

[Br_-d Brand Devele,prnenlWorkbook 82. $7,389 5__ $9,052 $16,442 $21,98_ $38,42_

3rand Brand Directive Development 75 $6,758 198 $30,904 $37,662 $45_ $38,1t.

Brand ID/StandardalCommunications

Brand 4itElements 109 $9,822 222 $34,65E $44,472 $13,71_ $58,19"

External Market Research, including
_takeholder interviews, focus groups,

Brand 3hone/mail/phones 60 $5,467_ 270 $42,14: $47,548 $42,37( $89,91t

Brand ,nternal Market Research 66 $5,94_ 13t $20,446 $26,394 $200 $26,594

_rand 9ternal Webske state templates _ 8 $721/__ 20 $3,122 $3,842 $21,875 $25,717

3rand JSDA RD website consistency 14 $1,262 20 $3,122 $4,382 $10,000

SongressionalNVH briefing support
External 3ocs/info _, (. 31 $2,793 62 $9,677 $12,4% $2.850

Hispan s rface
Exlerna_ [Orne_a's) _ 1O $901 20 $3,122 $4,02,2 $12,400

External LaunchEvent 132 $11,89_55 187 $29,187 $41,081 $14,898 I

Attitude, Perception and Message
Awareness Measurement Research

External andAnalysis _ 1_ $1,171 27 $4,214 $5,38_
External Media Relations 7£ $7,11B 185 $2B,875_ $35,992

Native American messaging/interface

External (M.S.S.) 1( $901 2§ $3,122 $4,022 $12,000

External NewsBureau 169_, $15,229 196 $29,655 $44,884 $63,748

External News Hoo_ Survey Analysis __ 155 $1,352 4i $_1 $8,06.'- $35,000

External Proac ve Web messaging f 1 $991 2_. __ $3,434 $4,429 $6,250 "!r*

-xtemal Radio PSAs Media Analysis and Plan I 21 $1,892 3_ _ $5_931 $7,82_
I

External Trade Show/In£uencer Mt._s .__ L 66 $5,947 __ 10_/__ $15,608 $21,555 $7,595
Osbern & _at_ Coflllll(l_[caliiJt]s

Hf:Q :_20_13
COST PROPOSAL

Page 6
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$8,470 J--Internal nitiafive at a Glance 94 46 $7,180 $15,65£

internal 4[ick-Off Meetin_ 52 $4,6861 68 $10,613 $15,29 c [_,c'r_/$O SJJ _9/3clc-\
Internal _ivin9 the Brand Training 127 $11,444l__ 253 $39,488 $50,932 $5@932 _-_-io-___\'_"_(,_--

Inlernal VlessagePlatform 8 $0 62 $9,677 $g,677 $9,677

vlanagement & Administration/Project

Reporting/Stale Advisory & Assist. Up _ iF_,_/.__9_:o and including Launch Event and I _JL]

9verall :hrough September 30, 2004 _ $54,246 728 $113,626 $167,872 / $16_,1)

travel for Project Management, II t __ oo_'_Yravel vleetings,AIIOO,eto.Seedetafl)I ---01 $0t $_o $ o,ooo o,
--TOTALS I 1,8_615166,343 / 2,970 $463,558 $629,901_$349,597 $979,498J l_ ._

OPTIONAL TACTICS (j_.'l C;'_, ,'

_Dptional Brand Rewards and Recognition 10 $901 10 $1,561 $2,462 $5,000 $7,462

Additional Living the Brand Training

Dptional sessions 31 $2,792 76 $11,86_ $1.fl,668 $0i $14,655

Additional Exlernal Markel Research
sessions with Targeted Higher Need
Perspective Customers PER

Optional LOCATIONESTIMATE. 10 $901 30 $4,682 $5,584 $6,04_ $11.6291

Osbolo & Ball Comrout)icaliulls
R#O 32d_}3

COST PROPOSAL
Page 7
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OPTION YEAR #1 .- FY'05PRICING
O&B O&8

OTHER

Support4evel/ Strategic/ COSTS,
project exec. Mgmt.-level professior]at ODCs,

professional services services TOTAL TRAVEL,
$93.71 $162.32 AGENCY OUTSIDE TOTAL

GROUP TACTIC HOURS COST HOURS COST RESOURCES SERVICES COST

Brand 3rand Updates to Or9 30[ $2,81 3C $4,870 $7,681 $0 $7,681

Brand /O Ol $C OI $0 $C $0 $(.

Brand 3rand Updates to kit 50! $4,686 50,1 $8,116 $12,802 $5,000 $t7,802

Brand /O 01 $C ' $O $C $0 $C

Brand /O 01 $C $0 $C $0 $C

Brand Blate Website Advisory & Assist $75C $649 $1,39 c $5,000 $6,39E

Brand Dngoingwebsile updates 1C $937 1( $2,597 $3,534 $5,000 $8,534

External '40 $0 $0 $C $0 $C

Hispanic messaging/interface

External Ornetas) $468 1( $1,623 $2,O92 $5,000 $7,092

External '40 .$0 $0 $(J $0 $C

_,ttitude, Perception and Message
_,wareness Measurement Research

External andAnalysis 1( $937 2£ $3,246 $4,184 $0i $4,184

External Vledia Relalions 7c_ $7,403 188 $30,029 $37,432 $9,15"-- $46.584

'4ative American messaging/interface

External M.S.S.) $489 1[ $1,623 $2,092 $2,50C $4,592

tewsBureau. Includes initial year

_trategy analysis and

External "ecommendation to USDA RD 18C $14,057 150 $24,34_ $38,405 $50,08[ $88,405

External qewsHookSurveyAnalysis C $0 0 $C $0 $C $0

External Proactive Web messagin 9 11 $1,031 22 $3,571 $_4,602 $6,25C $10,852

External RadioPSAs 2C $1,874 15 $2,43_ $4,309 $485 $4,79,

External Trade Show/Influencer Mtgs 8C $4,686 50 $8,115 $12,802 $3,00C $15,80:

Internal Initiative at a Glance 6(; $5,62? 40 $B,492 _ $12,115 $12,11,'

Internal Kick-OffMeeting C $0 O $C _ $0 $C $(

O_I)OE[} _ B_{[ CO[I][fpLli31C_II(3[p_

RFQ 32083
COSTPR©POSAL

Page U
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Ongoing Brand Updates and Stale

Internal Ad l!so)R/and As sist 5C $4,68( __ 50 $8,11E $12,602 $12,802-

!!lte rna) MessaDe Platform $0: ....... SE $0 _ $0
Manageme nYAd ministralion/Project
IReporting/State Advisory & Assist.

Note: Will include State fellow-up
calls for Option Year 1 in lieu of

Overall measurement project 3.! $80,924 330 $53,56C $84,490 $84,49(
Travel for Project Management,

Travel Meetings, Alt OC, etc. (See detail) £ $0 _ 0 $0 __ $( $12,48( $12,480

I - TOTALS 868 $81,340 982 $159,398 $240,739 $103,867 $344,606

OPTIONAL TACTICS

_ABrandd Rewardsa_dRecogeition 131 $901f 10 ____61t_ $2,462 ......
ddilional Living the Brand Trair;ing $5,000 $7,462

sessions $2,793 L _ $) 1,8621 $'i4,Sa5__ $13] $14,655_

Osbofl) _ [JaFr COlTltllLll)ic_lt/otis

i_f:[} 320_J3

COST Pt_OPOSAL
PagL_.9



OPTION YEAR #2-- FY'06PRICING

CA8 CAB OTtlER

Support-level/ Strategic/ COSTS,
project exec, Mgmt,-level professloea, OOCe,

professional services services TOTAL TRAVEL,

$97.46 $168,81 AGENCY OUTSIDE TOTAL

GROUP TACTIC HOURS " COST HOURS COST '_ESOURCES SERVICES. __COST

iBrand _rand Updates toO rg 30 $2,924 30 $5,06 z $7,988 $fl $7,98_
iBr_nd . NO ._£__ $0 0 $( ___. $0 ___ SE ___ $0

_rand BrandUpdatesto kit 5£ $4,873 4Q $6,751 $11,625 $5,00E $16_625

_rand NO $0 0 __-$9 $0___ $E $C

3rand NO $0 C $0 $C $0I-- " $O

_rand State Website Advisory & Assist $585 4 $675 $1,260 $5,000 $6,26C

_3rand Ongoing w__ebsiteupdates $780 12 $2,026 $2,805 $5,O00 $7,805

-_xlernal NO __ $0 $0 $0 $( __. $0

Hispanic messaging/intedace
--x'ternaf {Ornelas) _ $487 1£ $1,688 __$2r175 $5,00( $7,175

:xternal NO $0 C $0 _[$C $0_ $C

Atlitude, Perception and Message
Awareness Measurement Research

_£;'dernat andAnalysis 1( $1,014 2£ $3,511 $4,525 $E $4,525

External MediaRelations 7_ $7,698 185 $31,230 $38,929 $g,15: $48,081

Native American messaging/interface i
xlernal (M.SS.) __ $202 _ $1,350 $1,643 $2,000 $3,643

News Bureau Includes initialyear
Strategy analysis and

-_ernal recommendation to USDA RD 15 $14,61! __ 15¢ $25,322 $39,94l $50,00E $89,941

External NewsHookSurveyAnalysis 0 $0 E __ $0_ $0 $( $C

External Proactive Web messaging 0 $0 C $0 $0 $0 i " $0

External RadioPSAs 20 $1,949 1E $2,532 $4,481 $485 $4,966

External Trade Show/InfluencerM_gs 35 $3,411 3E_ $5,064 $8,475 $_0 $8,475

nternal Initiative at a Glance 6{ $5,848 5C $8,441 $1_i,288 $14,288

Inlernal Kick-Off Meeting ! __ $£ [ __ $0 _ $C $( $C

nternal Living the Brand Training 5( $4,873 5E $8,441 $13,31,1 $13,31.44

O,_bottl _ BaH (_'om[17L_nicat/ofls

RFQ 3208:_
COST PROPOSAL

Page tO



internal _essage_ Platfoml $( $0 .... $C ........ SE

vlanag ement/Ad ministraLion/Project
Repor[ing/State Advisory 8, Assist for

Overall ]ption Year 2 __ 330 $32,16_ 330 $55,707 $87.86£ $87,86£

[ravel for Project iVlanagement,

Travel vleetings. AIJ DC, etc. (See detail) __ 0 $( 0 $_0___ $C $15,565 $15,565

T_OT_ALS 836 $81,51(_ 934 $157,804__$239,31g ,_$97,202 $336,521

OPTIONAL TACTICS

\tfitude, Perception and Message
\wareness Measurement Research

Exlernal _nd Analysis 10 $97_ __ 20 $3,376 $4,351 $45,000 $49,351

Dplional __randRewards and Recognition 10 $901 1( $1,561 $2,462 $5,000 $7,462

\ddRional Living the Brand Training

Dptional _essions 3 $2,79_ 7( $11,862 $14.65_ __ $0 $14 65_

Osboln _ _J_F[ COiIJlnt],'31COIIIIfiS

RFQ 32U_J3

COS? fJROPOSAL
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OPTION YEAR #3-- FY'07 PRICING

O&B O&B OTIIER
Suppori-leve[I Strategic/ COSTS,
project exec, Mgmt,-level pro[essional ODCs.

)rofesslonal services services TOTAL TRAVEL,
$101.36 9175.56 AGENCY OUTSIDE TOTAL

_ROUP TACTIC HOURS COST HOURS_ CNST RESOURCES IERVICES COST

3rand Brand Updates to Or9 25 92,53j 251 $4,389 $6,D25 9C $6,923

5rand NO Q $( 0[ $0 9( 9C $0

3rand Brand Upd_ates lokit 50 __ $5,06E _ 3( $5_267 $10.33_ $5,00C $15,335

3rand NO __0 $C _ [ $0 $C $C . $0
3rand NO $C 0: 90 $C $C $0

3rand State Webs ire Advisory & Assisl $60E 4 $702 $131C $5,00C $6,310

3rand Ongoi_l_e bsite upda tes $811 12 $2,107 $2,91E $500_ $_7,918

:-xternal O 0 $C $0 $C $C$_3

Hispanic messaging/interface

Exierna_ (Omelas)__ __5 $507 10i_ $1_756 $2,26'_ $5,00( __ $7,26_

-_ernal_ NO 0 ___ $C $0 $C ____$C .$(

Attitude, Perception and Message
Awareness Measurement Research

_xlernal andAnalysis __ __ 10 $1,014 2( $3,511 $4,525 $C $4,52_

Exle[nal Media Relations __ 7_ $5,[}07 1_! __$324t_979 $40,48E $g,152 $49,63t

Native American messaging/interface
_xiernal _M S.S.) --3 9304 $1,404 $t,705 $2,00c $3,70_

News Bureau Includes initial year
strategy analysis and

:_xternai recommendation to USDA RD 150 $15,204 15[ $41,538 $50,000 $9t ,53E

External News Hook Survey Analysis 0

lExternal ProactiveWebmessaging 0 $(

Exferna_ Radio PSAs ?0 -- $2,027 $5,161

External Trade Show/Infktencer Mtqs 35 $5,26} $8,814 $0 $8,814

Internal Initiative at a Glance __ 60 $6,082 $8,77_ $14,86C

eternal Kick-Off Meetin 9

internal Living Ihe Brand TrainLncJ _ 50_ $5,068 9t3

Osbom & Barr Coznmuniuatiuns

RFQ 32083
(JEJST PROPO'_AL

, Pafje 12
I



nte_rnal Message Platform $E ..... $0 _ $C $!

Management/AdministrationlProjecl
Reporiing/Slate Advisory & Assist.
Note: Will include State follow-up
calls for Option Year 3 in lieu of

:)verall measurement project 350 $35.475 35C $61.446 $96.922 $96.92_

Travel for Project Management.

Travel Meetings. All DC. etc. (See detall) 0 $C_ C $0 ___ $0 $17.875 $17,87_

TOTALS 851 $86,257 939 $164,851 $251,108 $_99,527$350,63_

OPTIONAL TACTICS

bpt,ooa, I.roo.Rewar.ooc,Recognition I 10_ $9011 ._ 10] $1.561_. $2.4621 $5,0001 $7:f162_

Os_olfl _ _aff COt_}fflll_lf]S

RFO 32083

COST PROPOSAl
Page 13



OPTION YEAR #4-- FY'08 PRICING .......

-- Mgr,_t.-level professioaa

O&B O&B OTHER

Support-level/ Strategic/ COSTS,
project exec. ODCs,

professional service_ services TOTAL TRAVEL,

105.41 $182.58 AGENCY OUTSIDE TOTAL

GROUP TACTIC HOURS COST HOURS COST _ESOURCESSERVICES COST

Brand BrandUpdatesto Or9 2_ 92,635 25 $4,56_ $7,200 $0 97,20C
Brand NO --- $0 __ $0 __ $0 $C $C

Brand j3rand Updates to kit .5 $5,271 3C $5,477 $10,748 $5,0OC $15,74E

Brand IqO $0 .... $0 $C 9C $C
Brand qO $0 __- $O $C $_ __ $_

Brand _tate Website Advisor./ & Assist $652 4 $730 $1,362 $5,OOC _ _._636".

Brand Dnqoinq website updates $843 12 $2,191 $3,034 $5,00£ $8,O3_
External 10 $C SD 9-E $C _.. $(

4ispanic messaging/interface

_External (Omelas) $527 1 $1,826 $2,355E $5,00C $7,35_.'
External NO 9C ___ $0 $£-__ $C $(

Attitude. Perception and Message
Awareness Measurement Research

External and Ana ys s _ 1 $1,054 2 $3,662 $C $45,00( $45,00(

_External Media Relations 79 $R327 185 $33,777 $42,105 $9,15[: $51,25,
Native American messaging/interface

!External (MS.S.) _ 3 $31_ $1,461 $1,77_ $2,00[ $3,77_
News _Bereau. nc_udes initial year
strategy analysis and

:_xtema_ recommendation to USDA RD __ 150 $15,612 __ 15( 927,387 943,19_ $111 $43,31[

_:xternal NewsHookSurveyAnalysis $C __ $[] $_L __ sq
Zxternal _roactive Web messaging _ $C $Q $( __ $( $_

External RadioPSAs 20 $2,10_ 15 $2,739 $4,_4_ $50C _ $5,34_i

]xteroal Trade Show/Influencer Mtgs 35 $3,68.c __ 30 $5,477 $9,16i __ $( ____$9,167

nternal Initiativeat a Gtance 6O 96,32._ 50 $9,12£ 915,45z $15,454

nternat Kick-OffMeeting 0 $C 0_ $0 $0j_ $C ____$q

nternal Living lhe 8rand Training 50 $5,271 50 $9,129 $14,400 914_400

Ost)Ofl) _ _[F COIIIIII_ItliCL_t](H1S

RFL] 320£,3
COST I_HOPC)SAI
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i!

:Internal Message Platform $C $0 __ $( $C

Manag eme n_/Adminislration/Project
Reporting/State Advisory & Assist.
Note: will include final summary and
:lose-out of project, analysis and

)verall *e ortin
P __g. 35 __$36,8 c __ 35_ $63,90_ $100,797 $t00,791

[ravel for Project Management,

Travel Vlee/ings, All DC, etc (See detail) £ _ $( $0 $19,451 $t9,451

__ TOTALS 851 $89,704 939 $171,443 $256,441 $96,214$352,65_

OPTIONAL TACTICS

O_tionalIBrandRewardsandRecognition I lOl sod _ol _156_ $2462L$5oo61_$7d_

Osbom& Ban Oommulfication5
RFL) 32083

COST Pf_OPOSAL
Page 15
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Cumulative Summary Price Sheet: Base Year+AIIO _tions

O&B O&B

Support-level/ S/raleglc/ OTHER
project e×ec, MgmLqevel professlenal COSTS,

professional ser-,'lces services OOCs,

Various Various TOTAL TRAVEL,
AGENCY OUTSIDE TOTAL

RESOURCES SERVICES COST
HOURS COST HOURS COST

Base Year '0, 1,846 $166,34_ 2,97£ $463,55_ $629,901 $349,597 $979,49_

Option Year #1 - '05 868 $81,340 98,_ $159,39_ $240,73 £ $103,867 $344,60E

Option Year f12 - '06 836 $81,5161 934 $157,804 $239,31 c $97,202 $336,521

Option Year #3 - '07 851 $86,257 93_c $164,851 $251,10E $99,527 $350,63£

Option Year #4 - '98 851 $89,7041 93c $171,441 $256,441 $96,214 $352,65_

TOTAL 5,252 $505,160 6,764 $1,117,052 $1,617,5,07 $746,407 $2,363,914

Osborl_ _ B_[r Cofl}F_]lJ/)]caliolt,_
RFQ 32a93

COS T PROPOSAl
Page 15
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Aqency rates for Base Period and Each Option Period

Osborn & Sarr Communications uses the industry-go,,ernment average of 4% increase of cost
per contract period. Fiscat Year periods noted below correspond te federal government fiscal
year of October 1 through September 30.

I Agency Services Firm-Fixed Hourly Rates

Labor Categories FY'04 FY'05 FY'06 FY'O7 FY'08

$101.36 $105.41
1. O&B Support- _ $90.11 $93.71 $97.46 !
level/project execution ! i
professionalservices I _ i
2. O&B $156.08 $162.32 $168.81 $175.56 $182.58

Strategic/management-

levelprofessional I
services E ! I

Osborn & Barr Communications
RFQ 32083

COST PROPOSAL

Page 17



Subcontractor Hourly Rates for FY'04 Contract Period

1.Orneias &Associates Hispanic $155.00 As needed in conjunction with

Communications Consultant development of final plan after
consultatioo with USDA RD

2.Michael Standing Soldier Native $150_00 As needed in conjunction with

American Consultant development of final plan after
consultation with USDA RD

3. SpindustryWeb Development& $125.00 For web services and
Communications Consultants consultation with USDA RD

website managers, as needed.

Osbom & Barr Communications
RFO 32083

COST PROPOSAL
Page 18



USDA Rural Development
_vl_i _,,_lilly CoiqqiT'zUiq:_.auo_.... Plan TJrneLao u

Pro.qress to date

1. Working group meeting held - repoR generated
2. Eighteen contractors identified from the GovWorks approved GSA list of

PR firms

3. Eight firms provided Capability Statements for review (judged by Johnson,
Mcneilly and lscher)

4. Oral presentation given November 5-6 at GovWorks office in Hendon, VA.
The selection committee; Johnson, McNeilly, Ischer, Tackett, Ryan &
Brennan, selected Qsbom & Barr, St. Louis, MO as the winning contractor

5. Johnson currentLy working with GovWorks on final contract with vendor
6. Achieve, inc. has developed list of target organizations to approach for

speaking engagements in 2004 (working with Keith and Cheryl to finalize
and then Achieva/LAPAS will approach the organizations).

7. Dave Hill has worked up Project Announcement plan for 2004
8. John Dunn and staff have agreed to work with LAPAS to undertake a

research project to better understand the ROI for companies locating in
rural America (US Chamber project)

Next steps

1. Meet with Osbom Sarr early week of November 17 to formalize
relationship and work out objectives and timetable_

2. Meet with Office of Communications to bring them into the process early
so they can help facilitate approval of concepts, messages, logo design,
etc.

3. Mr. Dorr meets with Deputy Secretary and Secretary to apprise them of
the process and start building expectations for the program to secure buy-
in.

4. Initiate new search for communications specialist for LAPAS.
5. November- December 2003

• Development and testing of logo concepts
• Development and testing of messages

Development of USDA Rural Development Marketing
Communications Plan with estimated budgets.

• Finalize StakehoIder data base.



_. January- February'
Presentation of 2004 plan, final logo concepts and messages to
Under Secretary Dorr.

• Presentation of plan to Office of Communications and Secretary
Veneman (other needed for support and buy-in)

• Work with O&B as well as the Office of Communications on Web
Site development for USDA Rural Development and states.

7. February 24-26
• Roll out extravaganza at State Director Meeting (State Directors,

PICs, Administrators and other senior management).
• Roltout presentation at USDA Rural Development and other

agencies.
• Training session for Public Information Coordinators

Press release to Congress, stakeholders and media on our
outreach efforts.

8. March - April
• Development of Final templates and standardized materials for

states, Administrators & LAPAS including operational manuals).
• Outreach activities launched.

9. May- August
• Follow up regional training sessions for PICs to evaluate their

communications plans and implementation progress.
• Editorial board meetings scheduled with selected newspapers.

Placed magazine articles



10.August

Possibly hold presidential summit on rural America (Des Moines,
St. Louis, Kansas City, Springfield)

• Deve!op budget needs and plan refinements for 2005

11.September- December
• Launch 2005 plan

12. 2005



C3'_iB_*_ _ 270 _11042

1. COb,_RACT iD C_OE _GE _F PAGES

AMENDMENT OF SOLICITATION/MODIFICATION OF CONTRACT
2. _,ME>,CNI_NT_'_CDIFCATON"dO 13 EF_=ZTVE3,kTE a _E_bI._ITIONI_URC_4ASERE_ ,iO" S po<QJECT., © qlacol_r_cle

2 12/9/2004 OCD-02-10 $ 279,505.41 28143
RD-04-55 $ 401" 9117_4

[ -_* seu_3 _Y CODE AOk-IINISTE,_ aY fIol.4er_an Qem i. COD_

Minerals Management Service US Oec,artment of Agriculture. Rural Oeve,c _men[
Attn: Tracy Lambert (703) 787-1377 1400 noeoendenceAve b_mV
381 Eiden SIreet, MS 2500 Washing[or" DC 20250

8l N.&,_4EA_NDADDRESS OF CONq-'_,._CI-OR (No Sf_eet. county, _tale _nd Zl,ot Co#eJ _AI AMENek4ENT OF $GLIC,_AnON ,'.,O

Qsborn & Barr
1 North Brentwood Blvd. Eiqhth FIoor Igo.go._*.TeDIs_-*_'E,__
Clayton,MO63105 [

AttN: Bob Wilhelm _10A'_CONTR'_*CT'OROE_ '_O(314) 308-1790-Celi (314) 746-1920-Voice (314) 726-6350-Fax S-23F-0130K / 32083
DUNS: 60_375-8228 TIN: 43-1480127 I 1lu_10__

coD_ [_c_,wco_s ].___[ November21 2003 _
11. THIS TEt_IONLYAPPLIESTOAbIENDMEHTSOF SOLICITATIONS

T_,e shov_ numbered sotic_t_r_ ts _,_e{_6ed ss set forth [n Ite r_, 14. T_,_ hc*_e _,_d d_te s_clrle_ [_r "sc_{st el Offer_ _ /s a_e_t_eo. [_3 Is n_l _xlenee{_.

Offers must acknowledge receipt of !his amendmenl pr_or [_ the hour and data spaJied n ine sc_c_lailon or as a rnende_. _y 3_e o( _e following mamod$:

(a) By complelJng Items 8 and 15, and returniag one (1) copy of [he amendment; {b) By acknowledgtng race 3I el [sis amen{]menl on each cocky of _e _#er submitted:

. or (¢) ey separate le_!er or _elegram which ncludes a relevance to the soilcitat_en and ar_en_rne61 numoe_, FAILURE OF YOUR ACKNOWLEDGMENT TO _2
RECEIVED AT THE PLACE DES GNATEO FOR Tide RECEIPT OF OFFERS PRIOR TO THE HOUR AND DATA SPECIFIED MAY RESULT IN REJECTION OF

YOUR OFFE_:L If oy virtue of _his amendment you desire to change an offer affeady submittal, such change may ue maee Dy Ia[egram or ie_er, urovl_ed aacn
telegram ur letter makes tolerance _o the solic_latioa ard this amendment, and [s received pnor Ia me ogen;_lg rtogr afld _a_a soeo£ed.

12. ACCOUNTING AND APP£QPRIAT ON DATA (Ift_qulz_d_

5-5B-2500-R57 OC: 252Z Obligate: $ 681,417.15
13. THISITEMAPPLIESONLYTO MODIFICATIONSOF CONTRACTS/ORDERS

ITMODIFIESTHECONTRACT/ORDERNO.AS DESCRIBEDIN TEM14

A. Tt41-_CHANGeOROERIS $SUEDPURSUA_NTTQ: (Spec_authc_y) TH_CHANGESS&q'FORI'H NI_'_M 14AREMAOE_NThECDNTRACTOR_3QP, NO.[NfTEM 10,a

8. _rte A_ove NuMBeRED CONTRACT_DP.D ER S MOOIF eo TO RSELeCT THE ADM[NISTRAT[VE CHANGES {_uc._ ._ c_ang_s L_o_ymg _A'ic_,_#propnel_en tlate, _t_ SET

_O _¢_ iN TEM 14, PDR_tJA,NT TO THe AUTHORITY OF pAR 43.103(b}. - ".-

C THI_ SUPPLEMENTAL AGREEMENT IS ENTERED INTO p_JP-,SUAN T "_O AUTHOi_I_f OF.

X FAR 43.103 (A)(3)

X UnilaleralFAR52217-90otion to Extendthe Termof the Contract I

E. IMPORTANT: Conb-ac_or [] Is not, [] Is requiredto signthisdocumentandre_um coDiesto the issuingoff]co.
14 oescR]PTION OF AMeNO MENTfMQOIFICA_GON (O_nlz_.d by USE sactlo_ h_.adlng:t. _cfud_g _ _el;O_'_t I_ 61_U_._egf mettet _,'her_ [e_le

Modification Reason: to exerciseoption year 1andto increasethe leveloteffortof task order

A. Option Year 1 is hereby exercised and funded.
B. The priseand technicalproposaldated 3 December2004in theamountof $681,417.15which includesthe increasein the
level of effort ,'oroptionyear 1, and [hegovernments'revisedstatementof workentitJed"2005iVlarketing/OutreachPlan&Budget"
is hereby incorporated into the subject task order.
C. The not-to-exceedtotal is herebyincreasedfrom$823,053.00to$1,504,470.15,a totalnet increaseof $681,417.15.
D.Total contract value is $2,502,754.15.
E. The periodof performanceis throughNovember20,2005.

Please direct all questions to: Traey Lambert (703) 787-1377 -Volce(703) 787-1009 - Fax tracyJambert@mms,gev
E_cal_l al ptovidad hera_n, all _rm$ t_nd condfU_4_ Of_hedGcuraenl telereacad _nllem £A or I0 A as h_t old fo_e changed, rema_n_ unchanged a,_0[_ Ior_a and effeCL ' [

15A. NAMEANOT_TLEOFSIGNER /]*y_orpd_{} {tsA. _._AMec,_u,OTITLEQFCONTRAO GQFr_C_R {Type_r_t) _r_

Daniel McC tr ring Officer

NSNTS40-0,-t_Z4070 30-105 [ // { STAf_AROFORM30(REV. 10-83) _'-1
PR_MIOLIS eDITION UNUSABLE Oompu[et Ganer,_i'd /" . Pte_c_ed _lyGSA J

EAR_48CFR}53.243 I
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FOR AGP-NCY US_QNLY ' UNITED STATES _EPARTMENT AGRICULTUREAD 700 #248 (04) PURCHASE ORL ,
O#F]EE ¢40 C*OOA COOI_ J

1 OF $ 04129104 40-0186--4-C-24

..... 9¢1 " " I I J ........ I ) _ -F--[ -- ...... _ ...............91_ ryI'E PUI'(CHAi,P: ((:h_c,k ullu_ ]

QSBONNEANDBARN SHIP ]

One North Brentwood, 8_nFloor TO

St Louis, MO 63105 _ ,,Hn_ cl_,___ I(314) 725-.551"i Attn: Kathy At.wood INe,_am (9Q7) 761_7708 n.,, ._ r'T_ ._ COMM--)
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LINE ACT UNIt

ITEM C_OF: ....... o_sP.r/l[, r_ON I]H,/FC. ] L!t4_; QUAN'FII'Y I*.I_IUE _,LINI T _lCJe _ ANtlaHNT

001 416 See attached Estimate dated 4126/04 2500 1 Ea 285000 2,_50.00

Mark Vogel to attend the All Employee meeting on
September "_4, 2004.

.... ..,..
2oa TI415 PURCHASE ORDER NEGOTTATED PURSUAN[ TO AUTHQRITY OF 41 U,5,C, 252 (c}( ).

I tl .........
2I F.O.b.I.'_NT 22 _I_OUNI _lll/fJN N_[ I_A'fMENT TERM_; 2:_ "f'CP_ C_M_(_otrYI _.5

PAYMENT

Net 30 days ..... c_@5__ X Sub-Total-) 2,850.00

TOTAL ,-_ 2,850.00

28 2!"_ A_;COUN'rING, C_A_'_,I-IEi'CA]'IQN .... ' 30 31
ACe

LINE A B C ": 0 E DISTRIBUTION AMOUN [

_; 10 5 3 4 t.__ 4 i 2 Z

001 4C6080000 I;425:'001:;:::"
0Q2 416080000 t!#i.a&0O: •

..... i

USDA, Rural Development Kathleen K. Russell, ContracLing Officer {No. 657)

aTFr;"C_'RERCIAL PHONE(AreaCodeandnumbeQ 31'_ I'_"r,';I:'nGne....

800 W. Evergreen. Suite 204 (907)761_7708 y,-,_ i No:
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U.S+DEPARTMENT OF AGRICULTURE
PURCHASE ORDER TERMS AND CONDITIONS

52.252-2 Clauses Incorporated by Reference.

As prescribed in 52.i07(b), insert the following clause:

Clauses Incorporated By Reference (Feb 1998)

This contract incorporates one or more clauses by reference, with the same force and
effect as if they were given in full text. Upon request, the Contracting Officer win make
their full text available. Also, the full text of a clause may be accessed electronically at
this/these address(es): http://_,arnet_flov/far.

(End of clause)

Clause Title ......Date

52.213-1 Fast Payment Procedure (Feb 1998}

52.213-2 Invoices (Apr 1984)

52.213-3 Notice to Supplier (Apt 1984)

52.243-1 Changes-Fixed-Price (Aug 1987)

52,213-4 Terms and Conditions-Simplified Acquisitions (Other Than Commercial
Items).

Terms and Conditions-Simplified Acquisitions (Other Than CommerciaJ Items) (Oct 2003)
(a) The Contractor shall comply with the following Federal Acquisition Regulation (FAR)
clauses that are incorporated by reference
(1) The clauses listed below implement provisions of law or Executive order:
(i) 52.222-3, Convict Labor (June 2003) (E.Q. 11755).
(ii) 52.222-21, Prohibition of Segregated Facilities (Feb 1999) (E.O. 11246).
(i7i) 52.222-26, Equal Opportunity (Apr 2002) (E.O, 11246).
(iv) 52,225-13, Restrictions on Certain Foreign Purchases (Oct 2003) (E.o.s,
proclamations, and statutes administered by the Office of Foreign Assets Control of the
Department of the Treasury).
(v) 52.233-3, Protest After Award (Aug 1996) (31 U.S.C. 3553).
(2) Listed below are additional clauses that apply:
(i) 52.232-1, Payments (Apt I984).
(ii) 52.232-8, Discounts far Prompt Payment (Feb 2002).
(iii) 52.232-tl, Extras (Apr 1984).
(iv) 52.232-25, Prompt Payment (Oct 2003).
(v) 52.233-1, Disputes (July 2002).
(vi) 52.244-6, Subcontracts for Commercial Items (Apr 2003).
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(vii) 52.253-I, Compute, Generated Forms (Jan 1991).
(b) The Contractor shall comply with the following FAR clauses, incorporated by
reference, unless the circumstances do not apply:
(1) The clauses listed below implement provisions of law or Executive order:
(i) 52.222-19, Child Labor-Cooperation with Authorities and Remedies (Sept 2002)
(E.O. 13126). (Applies to contracts for supplies exceeding the micro-purchase
threshold.)
(ii) 52.222-20, Walsh-Healey Public Contracts Act (Dec 1996) (41 U.S.C, 35-45)
(Applies to supply contracts over $10,000 in-the United States, Puerto Rico, or the U,S.
'virgin Islands).
(iii) 52.222-35, Equal Opportunity for Special Disabled Veterans, Veterans of the
Vietnam Era, and Other Eligible Veterans (Dec 2001) (38 U.S.C. 4212) (Applies to
contracts of $25,000 or more).

(iv) 52.222-36, Affirmative Action for Workers with Disabilities (June 1998) (29 U.S.C.
793). (Applies to contracts over $10,000, unless the work is to be performed outside the
United States by employees recruited outside the United States.) (For purposes of this
clause, United States includes the 50 States, the District of Columbia, Puerto Rico, the
Northern Mariana Islands, American Samoa, Guam, the U.S. Virgin Islands, and Wake
Island.)
(v) 52.222-37, Employment Reports on Special Disabled Veterans, Veterans of the
Vietnam Era, and Other Eligible Veterans (Dec 2001) (38 U.S.C. 4212) (Applies to
contracts of $25,000 or more).
(vi) 52.222-41, Service Contract Act of 1965, As Amended (May 1989) (41 U.S.C. 351,
et seq.) (Applies to service contracts over $2.500 that are subject to the Service
Contract Act and will be performed in the United States, District of Columbia, Puerto
Rico, the Northern Mariana Islands, American Samoa, Guam, the U.S. Virgin Islands,
Johnston Island, Wake Island, or the outer continental shelf lands).
(vii) 52.223-5, Pollution Prevention and Right4o-Know Information (Aug 2003) (E.O.
13148) (Applies to services performed on Federal facilities).
(viii) 52.225-1, Buy American Act-Supplies (June 2003) (41 U_S.C, 10a-10d) (Applies to
contracts for supplies, and to contracts for services involving the furnishing of supplies,
for use in the United States or its outlying areas, if the value of the supply contract or
supply portion of a service contract exceeds the micro-purchase threshold and the
acquisition-
(A) Is set aside for small business concerns; or
(8) Cannot be set aside for small business concerns (see 19.502-2), and does not
exceed$25,000).
(ix) 52.232-33, Payment by Electronic Funds Transfer-Central Contractor Registration
(Oct 2003). (Applies when the payment will be made by electronic funds transfer (EFT)
and the payment office uses the Central Contractor Registration (CCR) database as its
source of EFT information.)
(x) 52.232-34, Payment by Electronic Funds Transfer-Other than Central Contractor,
Registration (May 1999). (Applies when the payment will be made by EFT and. tlhe
payment office does not use the CCR database as its source of EFT information.)
(xi) 52.247-64, Preference for Privately Owned U.S.-Flag Commercial Vessels (Apr
2003) (46 U.S.C. Appx 1241). (Applies to supplies transported by ocean vessels (except
for the types of subcontracts listed at 47.504(d).)
(2) Listed below are additional clauses that may apply:
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(i) 52.209-6, Protecting ,,_e Government's Interest When Subt.ontracting with
Contractors Debarred, Suspended, or Proposed for Debarment (July 1995) (Applies to
contracts over $25,OO0).
(ii) 52,211-17, Delivery of Excess Quantities (Sept 1989) (Applies to fixed-price
supplies).
(iii) 52.247-29, F.o.b. Origin (June 1988) (Applies to supplies if delivery is f.o.b, origin).
(iv) 52.247-34, F.o.b. Destination (Nov 1991) (Applies to supplies if delivery is f.o.b.
destination).
(c) FAR 52.252-2, Clauses Incorporated by Reference (Feb 1998). This contract
incorporates one or more clauses by reference, with the same force and effect as if they
were given in full text. Upon request, the Contracting Officer will make their full text
available. Also, the full text of a clause may be accessed electronically at this/these
address(es): http:llvw¢w, arneLqo.vffa(.
(d) Inspection/Acceptance. The Contractor shall tender for acceptance only those items

that conform to the requirements of this contract. The Government reserves the right to
inspect or test any supplies or services that have been tendered for acceptance. The
Government may require repair or replacement of nonconforming supplies or
reperformance of nonconforming services at no increase in contract price. The
Government must exercise its postacceptance rights-
(1) Within a reasonable period of time after the defect was discovered or should have
been discovered; and
(2) Before any substantial change occurs in the condition of the item, unless the change
is due to the defect in the item.

(e) Excusable delays. The Contractor shall be liable for default unless nonperformance
is caused by an occurrence beyond the reasonable control of the Contractor and
without its fault or negligence, such as acts of God or the public enemy, acts of the
Government in either its sovereign or contractual capacity, tires, floods, epidemics,
quarantine restrictions, strikeS, unusually severe weather, and delays of common
carriers. The Contractor shall notify the Contracting Officer in writing as soon as it is
reasonably possible after the commencement of any excusable delay, setting forth the
full particulars in connection therewith, shall remedy Such occurrence with all
reasonable dispatch, and shall promptly give written notice to the Contracting Officer of
the cessation of such occurrence.

(f) Termination for the Government's convenience. The Government reserves the right
to terminate this contract, or .any part hereof, for its sole convenience. In the event of
such termination, the Contractor shall immediately stop all work hereunder and shall
immediately cause any and all of its suppliers and subcontractors to cease work.
Subject to the terms of this contract, the Contractoi shall be paid a percentage of the
contract price reflecting the percentage of the work performed prior to the notice of
termination, plus reasonable charges that the Contractor can demonstrate to the
satisfaction of the Government, using its standard record keeping system, have resutted
from the termination. The Contractor shall not be required to comply ,with the cost
accounting standards or contract cost principles for this purpose. This paragraph does
not give the Government any right to audit the Contractor's records. The Contractor
shall not be paid for any work performed or costs incurred that reasonably could have
been avoided.

(g) Termination for cause. The Government may terminate this contract, or any part
hereof, for cause in the event of any default by the Contractor, or if the Contractor fails
to comply with any contract terms and conditions, or fails to provide the Government,
upon request, with adequate assurances of future performance. In. the event of
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termination for cause, the Government shall not be liable to the Contractor for any
amount for supplies or services not accepted, and the Contractor shall be liable to the
Government for any and all fights and remedies provided by law. If it is determined that
the Government improperly terminated this contract for default, such termination shall
be deemed a termination for convenience.

(h) Warranty_ The Contractor warrants and implies that the items delivered hereunder
are merchantable and fit for use for the particular purpose described in this contract,

(End of clause)

452.2p4W0 Inquiries,

'_'_ INQUIRIES (FEE] 1988)

Inquiries and all correspondence concerning this solicitation should be submitted in
writing to the Contracting Officer. Offerors should contact only the Contracting Officer
issuir_g the solicitation about any aspect of this requirement pdor to contract award.

(End of provision)
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0qi27.'o+1 r}_:f}o I,'A); 314 883 ?;!77 nSHIII_N AND BARR [_jOO2,,'r_03

On,._ North Brcmwm}d_ 8ill Floor, SI. Lmfis, MO, 63105

OSBORN&BARR
C G ,%1 M U IN I C y_ T' q {'j r4 _

Estimate
USDA Date: 4/26t2004

I'ag_ : l

Atl,cnti(m;

Client Ret'#: Client: usda Division raise Product mist

Estimate # : 013247 USDA "Living _L: Brand +' Alaskan JeD # : 021283 USDA 'qSving lhe Brand" Adaskai_

Comp # : 01 USDA "k,iving the Brand" Alaskan Comp # : 0I USDA "I.ivjng tile Brand" Ala.,:kan

Quote #; ol Revi_ton # ; Ol Sale_ CIsss: Account Scrvlccs

Description Alnollllt

This estimate h_s been created to corm' costs associated with the USDA laving the Brand
Workshop.

Agejlcy F'ee,_:

Agency Fee 2,000.00

Cost for agency ti) present "Living the Brand" workshop,

Agency Fees:: 2,000.00

Outside Expense:

Tra vcl E×pcnscs 850.00

Outside Expense:: 850,0(}

Total Estimate Amount: $2_g5(1.0{1

.... Conllnucd .....
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04/')7_I},1 tl!};{ll I_A_ 3}4 8fJ3 2277 {),_IJUNN AI_U ttAII!( ,_J-,..,,''_"-_

Ol)e Nilrlh Br_nbvl}_)d_ Roll Fl(lor_Sl. Louis, MO. 63205

OSBOm',,I  .BAgR
C O iM r,_ U N i C A T I _'J ]'q £'_

Estimate
USBA ]_a(e : 4/2612004

Pai_e: 2

A1 l{:l'd]on:

Client ]_,ef#: CIieBI: vsda Division mi_¢ Pforluc_ mi,s¢

)q2stlmaTe # : 013247 USDA "Living the Brand" Alaskan Job # : 021283 USDA "lAving the Brand" Alaskaut

" Cutup # : 01 USDA "Lv ng the Brand ') Alaskan Comp # : 01 "USDA "Living the Brand" Alaskan

Quote #: {11 Revision # : 0l Sales Class: Account SerVices

Description Amount

'I-Fd_ eslinr_itc is ';ubj<:cr ios -I1. I (J*)_l Variance, •

"l'hc c_._ _m: ba_c,'] _ljs(_ our _llldcrs1_dit}g l)t lhi_ tiw_:. "l-he_e e_L_ dl} iml imcltld_ tiny _]lowiInccs _r ttwi_ioDs or char_g_l aJt_t

Hfi,_date. This ¢8ti_tte is suhject to review if rim sppmv,:d w{thln (_0) days or if pmductioo, ksnnl ¢6r_[cte within (601 ds_y.,i.
Photo illid hroad_sl estirfl;ttes dn n_r allow for ') R_)M-OtH" c_l')'CaneeHuti_n g_cs",

I'aN]:ea(:
Upon termmmion {>fthe agtee:m_:nl O_bolT_& Ban" shnI_ be enti'tlcd m re_ai',_e the e_mp{tnaation and eapen.se_s in its entirety a!;
prevldcd hcrciJ_ fnre its sarvice._ _a outlined hcr¢in for adverlisirlg/,out)lla _elad.o.s l;archased_ slid for any tlncalleellable materials
and/or eorllract,_ llni.q_ed or D_prcpl}ralinn, l'h;)Io iJhJstr;tien_ are l:as_d upon r) "usage fee" unless otherwise noted. Freight,

........ _



P._COMI_I_ND_D _OURC_f_.) {If ne¢_:acy, U-_C _ttachc_d} : ccl't_@ tJl_.l: t_¢ _ov¢ i_:=E_ _= ll_c=_a for I_SC tll ¢JI¢ p;b_ic ;;yic_ =.

TITL_

gTATE D_CT0t_
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05103/04 O_:SZ F<t__ 314 863 _277 OSBOP<N __vD BARR _81

on_ North Br_,_-_oc3'_ EighthFI_=r4"$c. Louis,Mis_._u_.63705_"(314) 726-$511"#,(_SS)BELIEF.2,_ (31-1')725-_3S0F_h(4*_,_#.0_0r_-_com

To: Rose Made Massa From: Kathy Atwood'

Fa-_: 717-237-2191 D&t_: 5-3434

Phonei . Pages: 3

Re: CC:

[] URGENT [] For R.evldw [] Please Comment [] Please Reply (_ Please RecTcle

Cor_ men_.$:

Hi Rose Made,

Attached is the estimate for the "Lfvin 9 the Brand" workshop to be conducted by Mark Vogel on Tues, June

15. Travel expenses may took a bit high but wan't sure what aiffere would be, hotel, meals, etc.

Please sign anti fa_ back to me at 314.-726-6350.

I-batiks,

Kathy

We Create Belief e

"_isf__d anya_ch_ddc_rne_csaz_oanF.d_nci_andat=in_cle_solcb,_or'._e;ndi_d_l_r_dcym whkhth_sf_isaddr_s_d,Anyus_,4i_ios_,_y_g o_
_li_b_don_f_i_ f_ _ _ au_a_ _es_ _r_on_a_he__h_ _h_in_nd_d_:ipie_ _sFr_h_ir_. if _ a_e_ :h_i_end_ r_pi_c of_s F_,pt_a._n_df/_hes_naer_

©20c.4WeCr_-_c__r._ _ _r_c_red madtm_rkof_orn &_ C_mm_n_.ti_ns.In_
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o5/o5/_4 0_:fi3FAX_I.4 S63 2277 OSBOlkNAND I_I _002

.,one No_ Br_tw£od, gth Floor, St. Loni_, MO. '6310_

osso &B .
. . C OM MU NI<: ATIO N S

. .. Estimate .
USDA "Date : 4/2972004

lhg_ : 1
A_m-l_on:

Estimate#: 0.13384 USDA '"Living the Bread" PA Work Job#: 021458 USDA"LiviugtheBrand"PAWof'ks

Comp # : 01 .USDA ;_Living the 152"a_l"PA Work Corap # : 0t • USDA 'rLivi_g the Bmndj' PA Werks
QQote_: 01 l_c','i£OlI#:,00 •Sale_Clasg:_ol/_tS_3/icea.

Des_ripdon . A.moullt

.This e_iTnate has bee_ created to eovex costs _sso_ated wi_ the USDA Living the Brand
Workshop

Mark Vogel from Osbom & Bm'r C_,,,;)nmieations w_ll travel _2A to presentthe "Lrci_g the

Bi_d" workshop. Any ehamges m these job spe_i_cationswi]]requirea _c_'v_sMestimate. . .
!

AgenCy'Fees: . .

AgencyF_ .2,000.00

Outside ExpenSe: Agency Fees:: 2,_oo_oo ,

Travel Expeus_ 800.00

C_d_/degxpense:: _00,00'

Total Es_n3ate _aount: $2,800,00

--Continu, ed--
/
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o5/oa/o4 oa:53 FAX 314 863 2._77 OSB01LN _NI) B3_ Igloo3

One North Breatwtmd, $th. Floor, SL Loulg, rvlO. 6310_

C_.M MUN C A_IONN

Estimate
USDA Date : 4)2922004

• . Page : 2

Aramtlov:

Client Ref#: , Client: usda Division raise Pi-odnet mist

Estimate#: 013384 usDA"IAv:mgtheBr'and"i_AWork Job#: 021458 USDA"Liv_gthegran_t'iFAWorks

Camp#: O1 " USDA'qA_ug_eBraqd"PAWork Camp#: Ol " USDAnLivSngtheBrand_l_AWorks

Quote #: Ol Revision # : O0 Sales Class: Ae-_mt Serv/ces

Description AlXlOltnt .

This e_tS_ate is subject to a +/- I0_/* variance.' . .

Tll_ costs are ba_ed utxm om'undn_tm_dlng ai this t_. These c.m_s do not _nchade any ailowano=s for revfs_os or =h_gc* after
this dam. Th_s estimate is subject to review ff not approved witl_n (3.0) days or heproduc_on is sot ¢or_l_te within (60) dzys.

II iJ ii
P_ote and broadoaat ¢_._x_t_s do nat a/law for _aln-C_dt or Cance/latiQn F_s .

Pay'me,nit. . . . .
Ut:,cm tm_.;n_tficrz of the agreeancnt ashore & Ban: _l:ala.be entitled to receive the edmpematibn and e'speames/,1 its eu'tirmy as
provided her_ f_m its serv_c¢_ as outlined h_6La far advertising/public rctatiatm p_ehaded, mad fvr any utlcuncel]ablc mature'lab
andJcr contracts fmishe_t or in preparatlcrn: Photo il_cna are hazed upon a _e fee" tmle.qs otherwise noted, l:i_ight,

...,,
Pr "o Manager Client Signature
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