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COST PROPOSAL

Offeror’s information

e« GSA Schedule Contract Number: GS-23F-0130K

« Federal Tax.!dentiﬁcation Number (TIN): 43-1480127
« Duh & Bradstreet Nuinber (DUNS): 60-375-8228
« Complete Business Mailing Address:

St. Louis:
Osborn & Barr Communications

One North Brentwood Boulevard

Eighth Floor
St. Louis, MO 63105

Washington, DC: .

1747 Pennsylvania Avenue, N.W.
Suite 300

Washington, DC 20006

e Contact Name: Bob Wilhelm

e  Contact Phone: STL 314-746-1920; DC 202-454-2851
+ Contact Féx: STL 314-726-6350; DC 202-393-0363

e Contact e-mail: wilhelmb@osborn-barr.com

- Osborn & Barr Proposed Rate for_ USDA Rural Development Services
Osborn & Barr Communiéations FY’04 pricing structure for government business includes:

s $90.11/hour for support-level/executional professional services .
e $156.08/hour for strategic/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 card.

Osborn & Barr proposes this rate structure for the serwces offered to USDA Rural Devefopment
for FY'04.

Outside Costs - _
Osborn & Barr bills through all outside costs net, without 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 coples of the

original outside vendor invoice for verification.

.Cshorn & Bamr Communicafions
RFQ 32083
Page 2



Planned Labor Categories and Descriptions
As cutlined 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 communicatioris. These services will be assigned basedon -
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 priced above.

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

« Support-level/project execution professional services:
‘ Includes services provided by levels such as: Media Assistant; Team
Coordinator; Account Coordinator; Traffic/Production Coordinator; Assistant
. Production Manager; Copy Editor; Account Executive; Computer Graphic
Spetiafists Plblic Relations Account Exgcufive; Copywriter; Market Analyst;

Production Manager and Art Director.
These services are performed on project work at the direction of prOJect leads

and management.
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.

Q

- Strategic/management—leve[ professional services:
Includes services provided by levels such as: Senior Copywriter; Account

@]
Supervisor; PR Account Supervisor; Production Director; Associate Creative

Director; Sr. Account Supervisor; Group Creative Director; Group. Accour i

Directér; VP Director, Gov-Link; VP Executive Creative Director; EXSEUtV
Brand Strategy; Associate Director, PR VP Avant Director; President and CEQO.
These services are performed at the levels of business, marketing and issue
communications planning and strategy project mana-gement and supervision and

" consulitative advisor.
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 within 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 tost productivity as O&B takes on this assignment

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

Labor Catego_ries Per Hour Cost ' Comment
1. 0&B Support-level/project / $90.11 [*As described above.
execution professional services '
| 2. O&B Strategic/management-level $156.08 | As described above.
profe.s_sioné! services g - o
\.k\'\__"y’y -

Osbom & Barr Communications
RFQ 32083
. Page 3



Estimated Hours for Each Labor Cateqorv for FY'04 Contract Period

NOTE: Please sce Price Sheet Summary below for list of optional tactics with costs.

Osborn & Barr Communicaltions .

O&B Support-level/ O&B Strategic/
project execution - management-level
~ professional services | professional services
Tactic hours . hours____ |

- - /(390 1) /(5156.08) 3

Brand Development Workbook 7 82" { ' 58] %
Brand Directive Development i' 75 i 198 |
Brand ID/Standards/Communications % i% ;
Kit Elements 109 % ¢ 222 H
External Market Research 60 | & 270§
Internal Market Research : 66| ° 131 ] ¢
| Hispanic messaging/interface {Omelas) 60 80
Media Relations i 79 185 | |
Native American messagingfinterface !
'(M.S.5.) 4 10| ' 20] |
News Bureau : 169 | 250 |
‘News Hook Survey Analysrs i 15| - 43 |
Radio PSAs i 21 ol 38} |
| Trade Show/Influencer Mtgs i 66 N 100}
Initiative at a Glance ; 50 i 351
Kick-Off Meeting 150 |  § ] 180 | ¢
Living the Brand Tratnmg ! 127 ] © & 253 )
Message Platform ‘ 0] ¢ 62| !
- TitanagementiAdministration/Project ' Pt ' {
.1.Reporting/Account Strategic/ b o
Supervision s20] . % 360 ﬁ

i H . . 0 ¥

TOTALS 1459 |/ N\ 2.485]/

e ST

RFQ 32083
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Other Proposed Associated Costs, including ODC, Travel, Outside Services/Consultant

Other Costs,
including ODCs,
Travel, Outside f
, Tactic Services= M- Comment
Brand Development Workbook / 821,985 1}
‘| Brand Directive Development © %455 | |
Brand ID/Standards/Communications |
Kit Elements _ $13,719
External Market Research $42.370
internal Market Research $200
| _ Ornelas & Associates
Hispanic messaging/interface (Ornelas) $12,400 | Hispanic Consultant
Media Relations $9,152 | |
. - Mlchael Standing Soldier.
"Native American messaging/interface Native American
{M.5.5.) $12,000 | Consuitant
News Bureau $63,748 ;
News Hook Survey Analysis $o! |
Proactive Web messaging $0
. ' Radio PSAs T $100 | ¢
Trade Show/Influencer Ntgs $7,595
initiative at a Glance 0 ;
Kick-Off Meeting $15,000
.| Living the Brand Training @ i
'Message Platform 0 !
Management/Administration/Project i
Reporting/Account Strateglc! i
| Supervision 0 ]
Travel for Project Management Assumes 32 3—day!2-nrght
Meetings, DC or Other USDA Meetmgs travel sessions through
etc. $30,000 FY 04
TOTALS $228,724 .1
P, e

NOTE: Please see Price Sheet Summary below for list of optional tactics with costs

Osbam & Barr Communications
RFQ 32083
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Price Sheet Summarv for Base Contract Period FY’04

BASE YEAR FY 04 PRICING
088 08B
Support-level/ - Strategic/ JOTHER
project exec. Mgmt..level professional COSTS,
professional s services . igm;;ps ODCs,
af"$90 11 ﬁ .c”" $156. 0833 TOTAL TRAVEL,
' u._,w,.w,,m' er AGEN{.‘.Y QUTSIDE
GROUP . TACTIC HOURS | hcesr-' ~HOURS-|-—COST-—|RESOURCES | SERVICESLTOTAL COST|
End _|Brand Development Workbook i (87,389 s8] - $9,053|  $16442) S21.988 $38,427)
Brand . |Brand Diréctive Development ﬂ A 75| $6,758| 198 $30,904 $37,662 $455 $38,117
Brand iD/Standardleommunlcatlons _ - Ao
Brand Klt Elements 109 $9.822 222 $34 650 $44. 472 $13,?19 358,191
' External Market Research, including '
- |stakeholder mterwews focus groups, | . .
Brand phonelmall!phones j _60 $5,407 270 $42 142} $47,548 $42.370 $89,918
Brand " linternal Market Research i 66|  $58471 131 $20446| ' $26,304 $200 $26,594)]
Hispanic messaglng!mterface ‘ :
External _ {{Omelas) i i 5 _$12,400 $30,293
External Medla Relations 3 79 $7.119 185 $28,875 335993 $9,152 $45 145
: Native American messagmglmterface‘f ‘
External - |(M.S.S) ! 10 $901 $3,122 $4,023| - $12,000] . 516,623
lExternal |News Bureau i _169]  $15,2209} $39,020 $54,249| $117,907L—"4
lExtemat INews Hook Survey Analysis { 15| $1,352 43 $6,711 $8,063 $8,063
' [Radio PSAs Media Analysm and Plaé 21 $1,892 . 38 $5,931 $7,823 $7.923

Trade Show!lnﬂuencer Mtgs Does
not include reglstratlon fees or
booth renfals,

Initiative at a Gtance _

Kick-Off Meéting

66

$21,555

50| §1: 541,611}
: L|V|ng the Brand Training E 127 $11,'444 2253 $39,488 -$50,932 $50.93_2
Message Platform i 0 %0 . 62 $9,677 59,677 $9.677

e it b N S

M - T T R S BT
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Estimated November '03 through
September 30, '04 Management &
Administration/Project
Reporting/Suppart for projects
requested by Director or Designee.
Up to and including Launch Event.
Average of 32 hours per month of
Support-leve!/project exec; 36
hours per month Strategic/Mgmt.

Overall level. ' : . $85,024)
‘ Travel for.Project Management, - ;
Travel Meetings, All DG, etc. {See detail) _.$30,000)
' TOTALS}
N - ’-“"J//j“
OPTIONAL TACTICS ‘ e , T
Optional _{Brand Rewards and Recognition 10 /" so01]) | 10 7 31561 £52.462 /36,000 \_s7.400]
' Additional Living the Brand Training _ / \ : ,- / ' \3 : £ A
\Optional _ Isessions 31 $2,793 761 { $11,862 |, $14,665| {1 _ $0| fi  $14,655
Additional External Market Research I g !
sessions with Targeted Higher Need ' ' / ‘
Perspective Customers, PER _ ‘ ¥ j
Optional _ |LOCATION ESTIMATE. 10 $90 30} 34682 /I  $5584 ¢ At s1629
- - ; T : T T #
‘ ' : 4 . \ o

Osborn & Barr Communications
: RFQ 32083
COSTFROPGSAL
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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, is 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 infrastructure. Its FY 2003
program budget is over $17 billion with an outstanding loan portfolio in excess of $80 Billion. Rural Development
programs are delivered through the efforts of 7000 employees who are Jocated in approx1mately 800 local and area
offices nationwide, 47 state offices, and the National Office which consists of staff in Washington D.C. and a sizeable
Servicing center n St Louis Missom‘i {1000+ employees) ' l

1

The organization has gone through numerous changes over T the past several decades evolvmg from the former Farmers
Home Administration, Rural Electrification Administration, Rural Development Administration, and Rural Economic
“and Commiunity Development. The Farmers Home Administration at'one 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. Tlns has created challenges for USDA Rural Development as we market our meortant o

programs.

The current Under Secretary for USDA Rural Development has a solid vision of the broader and more 1mportant role
the USDA Rural Development Agencies can play in accomplishing their mission of improving economic opportunities
and merovmg the quality of life in rural ‘America, The Under Secretary hosted a national meeting of over 600 agency
managérs in July 2003, which officially set the stage for doing business in a new way and the importance of marketing-
was recognized as ontlcal to that outreach effort. A follow up two-day retreat was held by the marketing working
group that solidified USDA Rural Develdpment’s vision, mission and suggestions for a branding strategy. LAPAS isin
the process of pulling together the list of target audiences identified during that session. A report of the marketing -

working gl'O!.lp will be prov1decl to the vendor organizations selected for final review.

The purpose of this Statemnent of Work is to develop a marketing communications plan that supports the delivery of all
of the USDA Rural Development programs to 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 Development.
e 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 31tes consistent with USDA policy and

standards.
Develop a graphic standards manual to be used at all levels of USDA Rural Development consistent with

USDA guidelines.
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» Develop a research plan
e Arrange for and conduct research
o Analyze findings of the research

e Summarize findings in a wriften report .

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

3. Work with USDA Rural Development LAPAS to develop a communications plan for use internally to communicate

USDA Rural Development’s branding strategy
e Assist in developing and implementing a comprehensi

ve “living the brand” education program for all 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 communications plan directed at selected targeted audiences.

L]
Assist in developing a local communications plan template that can be used by the states including suggested

-tactical solutions ‘ o _ ‘ , .
o Develop and participate in a training program to educate 47 state Public Information Specialists (PICs) and state

directors on how to better implement the markefing 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, businéss practices unique to Tural
cultures, financing of infrastructure in rural communities, governance practices of rural communities, role of
non-governmental entities in rural communities, efc. ' ' c '

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 - ' ' ' o

3. Knowledge of available data sources and other resources available
compliment/enhance the marketing effort to rural communities and citizens :

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

from public or private institutions that will

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 with the Federal Travel Regulations 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 ' Overviéw documents due to USDA Rural Development
Potential vendors will be narrowed to a small group of selected finalists

October 14

October 30-31 Formal presentations at USDA in Washington, DC

October 31 Vendor selected 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 plan
February 15 Rollout t6 USDA Rural Development national and state staffs. E
March 1 Implementation of the communications plan

AGREEMENT

The chdgen_vendbr must comply with all federal regulations, laws, and policies. USDA Rural Development is
prepared to enter into a five year agreemént 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 4 change

in strategy.
CONTACTS =~

The primary contact point at USDA Rural Development will be Allan R. Johnson, Director, 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

DESCR!PTIO_N# This wcrkbdok provides'information and Vplanning assistance to help

staff develop cohesive brand identification and communications for theirareas of -
respensibility. In addition, the workbock will provide a training and development section
for empioyees, allowing them to draft specific goals and objectives related to brand
development within their responsibilities or scope of work. - :
BUDGET ESTIMATEL $28,427
Detail: - m—
Out-of-Pocket Expenses: -~ e
Duplication and Distribution:{$11,985 m\)

s
i -

Agency Hours o
Management-level Professional Services 82 hours / [
‘Support-level F’rofess_iona[ Services 58 hours i $ 9,053 /

RFQ 32083 Oshomn & Barr Communicafions Fage 11



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 &

Barr will develop appropriate visual identity elements. These materials are developéd

~ to be clear, concise and easy-to-use. They include:

"« Logo sheets and usage guides. S , ,

'« Simple templates for key brand&d businiess documents such as business card,
letterhead, fax cover sheets, proposals, presentations, etc. '

» Signage. - :

« Electronic versions 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 importance 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 fisting, location and ordering information for any brand materials

** or promotional items available to them.

BUDGET ESTIMATEY sss,@?ii\;

Detail: N
_ Out-of-Pocket Expenses: .~
* Duplication and Distribution:y’ $13,719 - 1

B o
%A-.na.umﬁﬁ"f

x

ey

el

 Agency Hours - ] , ) i
. .Management-level Professional Services =~ 222 hours - | $34,6505‘j}'
Support-level Professional Services 109 hours -~ ‘t\;*$ 9,82%,,.

: . M

— ﬂ-’> K w/;b"i*?ﬁ&kj\ LA b= N ,
SEANS % Crers (JQ oS Gfb*QD
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REQ SECTION 3.3.1: WORKWITH USDA RURAL DEVELOPMENT LAPAS TO
DEVELOP AN INTERNAL AUDIENCE COMMUNICATIONS PLAN

To educate internal audiences about USDA Rural Development’s mission,
nd focus: 1o inform internal audiences about why the -
ation from internal audiences in helping disseminate
ternal targets to “live the brand” at all levels and in’

Objectives:
organizational commitment a

mission is important; to gain particip
the brand elements; and to inspire in
their daily job.

of the business, O&B will meet with USDA Rural Development fo

e, we will develop specific awareness and
red, so that USDA Rural Development can ensure

Upon award
determine final direction. At this tim

impression goals that can be measu
its mission is being met. '

Strategies: ,
« Empower and motivate internal audiences by securing their buy-in on the new brand

promise, while allowing them to take ownership of the initiative by giving them
contro! 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, & review of available tools and a guide on ways 1o 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, dug to budget limitations and timing issues, reality
dictates that audiences and activities must be prioritized.

To do so, Osborn & Barr identified three natural groupings of key internal audiences that
share commoen 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 C_omr'nunic'ation efforts in order to generate maximum results and
the greatest impact. Once on board, these key drivers will assist and supportkey .. - -
message delivery to additional internal audiences. Following are the breakdowns of the .

category drivers and corresponding internal groups.

Additional Internal Audiences
Under Secretary of Agriculture E
Rural Development Program Administrators

USDA Employees _
FSA and NRCS Employees

Key Drivers ' L
_ USDA Office of Communications :

" State Progi'a}n Delivery Staff C

Public lnform'atio'n Coordinators (PICS) | _ -
Rural Development Associate Administrators

State Directors

Employee Leadership Organizations Rural Development Efnpl_oyee Families

Rural Development Employees

RFQ 32083 Osborn & Barr Communications Page 13



INTERNAL AUDIENCE COMMUNICATIONS TACTICS

GROUP: Internal ,
TACTIC: USDA Rural Development Mission Message Platform

AUDIENCE: Rural Development national, state and local staff; external audiences
TIMING: 12/1/03 to 2/24/04; through FY04 ‘ '

" DESCRIPTION: As USDA Rural Development begins communicating about its
mission, it's important that there is message consistency. Intemnal audiences need to
have the right information, not only for their own understanding, but so they can help
convey that message to extemnal audiences. To assist, Osborn & Barr will work with
 LAPAS to develop a message platform that will 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 to action.

Osborn & 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, Osborn & Barr will meet with key USDA Rural Development
leaders to confirm there is agreement on straiegy before testing and rollout and o
secure their buy-in. Once approval is provided, Osborn & Barr will ensure-all
communications-materials reflect this platform and that all training emphasizes the
message. - ' :
'BUDGET ESTIMATE! $9,677,
Detail.' B fﬂ&w‘““ﬁ%’
Out-of-Pocket Expenses: $0 dff

Agency Hours e —

Management-level Professional Services 62 hours 5;\?; 9,677 )

'11/26 Next Steps:
« Receive briefing from Al Johnson on current USDA

, environment.. . _
+ Begin outlining how to work with LAPAS to achieve that goai.

Rural Development -

RFQ 32083 Osbom & Bair Cormmunications Page 14



GROUP: Internal _
TACTIC: USDA Rural Development Mission Communications Kit

AUDIENCE: Internal USDA Rural Development national and state staff
TIMING: 12/1/03 to 2/24/04; FY04 o ‘ -

DESCRIPTION: To assist USDA Rural Development staff in communicating to external
audiences, the agency recommends developing a “do-it-yourself” toolkit. The kit will
include materials and information local offices need to communicate to their current and
potential customers, rural residents and local lenders, cooperatives and organizations.

' Kits for state offices and directors will include program and fraining suggestions and

recommendations.

Tools could include:. =~ - . _
« Instruction manual {(with a question and answer section)
« PSAs for local distribution
s Flyer/poster templates:
« News release templates
o Letters to the editor and opinion-editorials
Special-event t_emplatés-(agendas, targei audiences, invitations)
‘Logo files and standards, including business card, letterhead and signage
Direct mail templates for a variety of audiences, including e-mail
~ announcements ' | _
e Signage 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 focal organizations '.
o Database structure (to help capture success stories)
. Participation/completion forms to track resuits

All materials would be provided on a branded CD oron a passtord-protected Web site.

e
BUDGET ESTIMATE:5$47,662§
Detail: N e
Out-of-Pocket Expenses: e, 4
Duplication, materials, distributiorf. $10,000 3

il

Agency Hours '
Management-level Professional Services
' Support-tevel Professional Services

198 hours
75 hours

Page 15
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GROUP: Internal
TACTIC: USDA Rural Development Kick-Off Meeting

'AUDIENCE: National attendees, State Directors, PICs

TIMING: 12/1/03 to 2/24/04

BESCRIPTION: The theme for this initiative should spark enthusiasm, so that there is
2 solid base from which to build 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

* Sécretary 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
John Cougar Meilencamp or

who has roots in rural America (such as Sheryl Crowe,
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 how USDA Rural Development L
w working in that community. Result: a personal testimonial that notes

' programs are no
der Secretary could then

the value of investing in Rural America’s heritage. Secretary/Un
introduce him/her for a persanal appearance at the meeting.

BUDGE‘T‘“E‘STIMATE@
Detail:

Out-of-Pocket Expenses:
Budget for materials, to be discuss

ed with USDA Rural Development LAPAS

~ Agency Hours : e L ey
Management-level Professional Services 180 hours - | $28,094 T -

Support-level Professional Services 150 hours - N$13517 /

Rz,
Ty o
e

11/26 Next Steps i
What is already planned (i.e., agenda, schedu!e,'logistics)?
? Who is the contact and how is it being .

»
« Whatis the event-planning process
puttogether? . =~ :

" |s 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)?. ' ' : e
. Do we need to have a pre

-event-meeting or ruh-through with pre-selected,
" supportive individuals? ‘ ' '

RFQ 32083 Osborn & Barr Communications Page 16



GROUP: [nternal -
TACTIC: “Living the USDA Rural Development Brand” Training

AUDIENCE: PICs
TIMING: 12/1/03 to 2/24/04

- DESCRIPTION: _Osborn & Barr believes that all actions are a form of communications
that either promotes or discounts the value of a brand. Successful brands ensure that
all brand “participants” understand and implement the brand based on fundamental
brand directives. Employees 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 promise fo their customers, influencers and general public.

ng a “Living the Brand” fraining .
onsistent and rewarding brand
ts already developed as a

To meet this challenge, Osbom & Barr is recommendi

" program that will assist all stakeholders in ensuring a ¢
experience. This training program will consist of componen
part of the Brand Section of this plan: _

» Brand Devélopment Wo rkbook

« Brand ID Package Materials

Meséégé’ Tfainir_r"'g s-es'siOn"s"‘:i's'fo”r gach person to

y have ownership in representing it
messaging consistently

The goal of the “Live The Brand”
become a steward of the brand — to feel that the
“and communicating the USDA Rural Development mission and

and- effectively at every touch point to the market.

To prepare for brand training, a 'éample of participants Wil-l be asked' in_ advance fo |
respond to the new mission/brand, including likes, concerns, questions, suggestions,
ctc. This enables O&B'’s teamto crafta presentation that is customized to the group’s

interest and needs. In this seminar, we work with the participants to answer the

following questions:

Whatis a “brand?” - - , _
What is the USDA Rural Development 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 ji~n'fcrmaﬁon, the agency wil.f conduct training sessions withrP!Cs at the
0/24/04 meeting in Washingtor DC. {Workbook to complement training.and can be
used as reference). The PICs in turn, may train employees on the'local level, u_tilizing_

) maten'a'ls, interactive CD/Web site

ublic Information Coordinators must be trained on
uickly to the local level. This training will
live the brand, what the initiative key
“101” course and mini-media training

For this initiative to be effective, the P
its components so that they can pass it down g
consist of sessions on the brand name, how to
messages are, a brief media and public relations

“session..
Page 17
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BUDGET ESTIMATE’.

Detail: \W‘“"‘?“‘\

. t- 2 : . : z 0 }‘F
Out-of-Pocket Expenses: \Eﬂ

Agency Hours _
Management-level Professional Services

- Support-level Professional Services

RFQ 32083

253 hours
127 hours

Osborn & Barr Communications

o

5

~

=

| / $30,488

o

$11,444 f '

.

L et
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| . 11/26 Next Steps

GROUP: Internal
TACTIC: Initiative At-A-Glance
AUDIENCE: USDA Rural Development National and State leaders

TIMING: 12/1/03 through 2/24['@4 FYod

DESCRIPTION Empower employee Ieadershlp 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 outon a bl—weekly
or monthly basis, providing snippets on major initiatives, a sma[l success story wzth a

picture or a snapshot ofa Eocai awareness event.

This tactic was_requested at a lower level by LAPAS at 1 1/20/03 meeting at USDA
- Rural Development offices. _ _.

&~ T

; 3
BUDGET ESTIMATE: %’k\$9,968 Y
Detail: \\ ,
Out-of-Pocket Expenses:, $0

Sy
,m‘.-\g;‘%

Agency Hours : e
Management-level Professianal Services . 35 hours ;"' $ 5,463 -
Support-fevet Professional Services . 50 hours \Si,SOﬁ )

e What ex&stlng mternal ccsmmumcatlons vehicles exnst’?

= eJ;m..’

...,2“ _76_«“

RFQ 32083 Osham & Bar Communications Page 19 -



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

Osborn & Barr will provide this schedule in digital and hard copy formats. The actual
number of hard copies to be provided will be determined by USDA Rural Development.

Osborn & Barr will use industry best practices when formatting deliverables and will
provide specific delivery dates when USDA Rural Development officially requests a

deliverable.

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

USDA Rural Developmenit has a very tight timeframe with no margin for delay. The
Osbarn & Barr feam will meet or exceed all deadlines, because team members have
. performed similar projects and have a strong history and connection working for, and
with, rural audiences and organizations. Such expertise will aid LAPAS in the
‘development and’ implementation of customized and comprehensive communications
efforts that will reach all desired target audiences. ' '

. dissemination of informaticn 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. T

Strategies will help maximize

On the following pages is a timeline that denotes those key dates for critical areas of - -
effort. : _

RFQ 32083 Osborn & Barr Communications Pége 31



USDA RURAL DEVELOPMENT

- KEY DATES_IC‘R!TIC-ALTARE’AS‘OF"EFFORT

“Plan/Concept “USDARD

Development Approvals Due
Due By: : 12)'H

Action Item/Tactic

Implementation/ initial Use Perlod/ Evaluation
Production Due  Tactic Duration
By:

-~ Start-up mesting | CONA T | 1-day meeling
upen project _ ' : S : ‘

fica

Name/l.ogo . Initial concept OK

ar. — Sept.
- Development Dec. 8 :
: Final USDA sign-off
Jan. 20 - . ‘ - '
- » 1D materiais . Jan. 23 Jan. 28 Jan. 28 - Feb. 23 *Fab. 24.(State

Mar. — Sept.

Director's Meeting)

- Testbrand ID - | Dec.5~Jdan. g
. concepts , oo

N/A

* Analyze and N/A Jan, 15 - N/A N/A N/A
summarize S : -
results L

» Brief key USDA N/A ' © Jan. 16 Immediately upon N/A Mar. — Sept.
‘representatives | : _ approval for 1D

: material
. ~development -
Internal

Communications

RFQ 32083
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Action Itemlact Iaoncet SDA RD pleetatil
Development  Approvals Due Produciion Due

Initial Use Period/ Evaluation
Tactic Duration

_ Due By: | By: By:
Develop B | Immediately upon . Ongoing - ~ Mar. — Sept. .
messaging approval for C
platform ' -1 communications
. ‘ materials o ‘
+« Communications Dec. 12~ : Dec. 19 | Dec.19 - Feb. 23 *Feb. 24 (State Mar. 30
kit - ' _ S R Director's Meeting) '
* Kick-Off event Dec. 12 Dec. 19 . | Dec. 19-Feb, 23 *Feb. 24 (State Mar. 30
‘ ‘ | ‘ ' | Director's Meeting)
* PIC training ‘ - Dec. 12 Dec. 19 | Dec. 19 - Feb. 23 *Feb. 24 (State - Mar. 30
: ' - : Director's Meeting) | . .

External Cortmunications ~©

s Newsbureau Feb 2'—Sept. 30" | Begins with lead in to | . Sept. 30
(Coordination'only | April launch event;
—~ communications ongotng/monthty

~will not be communications.
released untjl after :
Feb. internal

meeting) -

RFQ 32003 Osborn & Barr Communications Page 33
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Osborn & Barr Communications FY’04 pricing structure for government business

" includes:

$9 1fij ouf for support—level/executtonal professmnai services
1 $156. O8‘a’hour for strateg|c/management-level professional services

These rates are co _g_s&B t with those published on GSA Schedule 738, and mclude a
total discount of‘"ﬁO 27 3‘off agency rate card.
Osbom & Barr proposes this rate struoture for the services offered to US DA Rural

Development for FY'04.

Outsnde Costs
Osbom & Barr bills through-all out3|de costs net, WIthout any mark—up or handhng

charges Thls includes any media costs (if apphoable) out5|de production vendor
matenals consultants, etc. When bl]ied Osbom & Barr invoices are

setvices and
'acoompanied by copies of the orlgmal outside Vendor invoice for verification.

_ ’ : Osborn & Barr, Communications
RFG 32083
Page 34



Prlce Sheet Summarv for. Base Contract Period FY’04

BASE YEAR FY 04 PRICING

088 - .. CosB ' S
Support-levell - iSt,ratégl'c! - " OTHER
projectexec. . |Mgmt-ievel professional COSTS,
professtgualwsemces serviges o ‘0ODCs, -
gg 11 156 03 TOTAL { TRAVEL, -
ROUP TAGTIC HOURS COST HOURS | ‘cosy |[RESOURCES|SERVICES|TOTAL COST|
rand __ |Brand Development Workbook 782 §7380 " 6l 39 053] 16,4420 827085 s3gaz7|
rand Brand Directive Development i 75 $6,758 198| - $30,904 $37662| . $455| $38,117
- ‘ ;;f' ‘ T ‘ T
Brand 1D.’Standard,s/Communications i ‘ o . .
Brand‘ _ Ki_t Elgments ] ‘ i 1(_'}9 $9,822 1222 $34 650 - $44,472 $13.719 $58,101
External Market Research, including | | | _
qo stakeholder interviews, focus -groups, ? _ )
Brand phone!malliphones ! - 60 . $5,407 270 $42, 142 $47,548 $42,370 $89,918
Brand |tnternal Market Research i 66 131 $20,446 526,394 $200 $26,594) .
Hispanic messagmg/:nterface ‘ | :
External _|(Orelas) 12:48¢ $17,893|  $12,400 $30,293
External  [Media Relations - $28.875 $35,993] " $9,152 _$45,145
© |Nativa Amarican massaglngllnlerfaca B : '
Extarnal (M 5.8.) '$3,'12_2 $4,0231:  $12,000 _ $16,023
External |[News Bureau : . - $39,020 . _$_54_,249‘ v_‘$63 748 $117,997
Exterh_al News Hook Survey Anaiysm ' 36711 $8,063)1 11 $8,063
External Radlo PSAs Media Analysis and Plan \l 21 $1,892 38 $5,931|: $7,923
T T Al . ' '
{Trade Show/Influencer Mtgs. Does
' nat.include reglistration fees or —
External  [booth rentals. $15,608 §2Q1BO
llnternal Imhatwe ata Glance . % 1908 21800
Illnterneﬂ Kick-Off Meeting $13,517[00 0 $26,004) . $41,611 $56,611
Internal__|Living the Brand Training 1R7) $11,444 253| _$30488) 50,932 $50,932).
lLternal Message Platform | \6\; -$0 62|  $9.677 $9,677 $9,677

e i

. I

e o st 1 T T

Osborn & Barr Communicalions

RFQr 32083
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Estimated November '03 through”
September 30, '04 Management & .
Admjinistration/Project .
Repquing!Suprn for projects.
requested by Director or Designee.

Support-leveliproject exec; 36
hours per month Strategic/Mgmt. _

Up to and including Launch Event.
Average of 32 hours per-month of -

R

S

v

A by e

oo piggrim T E

Overall _lievel. - §50,189 585,024 $85,024] e
Travel for Project Management, ol "~
Travel Mealings, All DC, stc. {See datail) ‘}
. TOTALS P
OPTIONAL TACTICS o : S :
Optional _|Brand Rewards and Recognition 10 $901 0] $1,561 $2,162| _ $5,000 $7,462 “‘“"“"‘“’xg
‘ + |Addltional Living the Brand Training : - o : '
|Optional  |sessions o a 31 - %2793, 76| $11,862 $14,655 $0 §14,655
' Additional External Market Research I ‘ ' /
sesslons with Targeted Higher Need. /
_ » - |Perspective Gustomers, PER . 5 : : oo _ /
Optional |LOCATION ESTIMATE, 10 $901 30 ‘ $4_,6_82 ' $5_,_584 ' $6,045 .$11'.629 .

Osborn & Barr Communications

RFQ 32083
COST PROPOSAL
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USDA RURAL DE VEL.PMENT

OSBORN & BARR COMMUNICA TIONS GORE TEAM INFORMA TION

Sipve Bart
COwner
« Senlor conlactfissues
resoluilon

Sue Dillon
Public Relations
« Sirategy and Implement
« Assiel with acet mhgmt

Kathy Atwood ;¢ |
Accotint Service . -
- Provides overall '

leam support

3 Key Contacts

‘Bob Wilhelm
Lead Account Conlact -
- Team lead and contac! reaponslble
for account managemenl

Coltesn Chureh McDowail

Publie Relations

- Strategy and implement

= Assist with acet magmt

Ted Haller
integraled Media
- Provides analysis of
medla ccvarage for PR

Direct Phone

Cell Phohe. .

Michael Turlay
Account Planning
- Co-tenlagl
- Works closely with B.
Wilthelm on stratoyy

Iark Voget N
W Branding Strategy/ki Res. :
B - Stralegic, branding lead
i - Coordinates all research

Brent FranzehWoo
Legislative Allairs
- Provides council on
Congressional issues

: Joe Buns
8 Branding Stralegy/Mki Res.
] - Supporis M. Vagel

in brnndlnghnsmrch

E-Mail Address

Bob Wilhelm 314/746-1920 314/308-1790 wilhelmb @ oshorp-barr.com
Michael Turley. 314/746-1999 314/308-1005 “turleym @ osborn-barr.com
Mark Vogel 314/746-1928 314/591-2103 ~ vogelm@ osborn-barr.com
Colleen Church McDowali 816/410-5169 816/506-8343 mcdowallc @ osborn-barr.com
Sue Dillon 314/746-1935 - 314/368 2082

dillons @ osborn-barr.com



USDA RURAL DEVELOPMENT
Communications Plan

| Workmg Document and Summai’y
| - FY’04

~ Prepared for:
| Al Johnson
Dlrector Leglslatlve 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 Al
Johnson, Director, LAPAS and Osborn & Barr Communications at the

commencement of work.

-Process and Status

Osborn & Barr Communications’ process enabies the agency to develop the best
messages and communications methods; and ensure they are delivered to the right
pecple, 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.

RFQ 32083

Initial Meetings; Research and Sfakebﬁl’der Analysm Conduct research of curréntly
available information; analyze any markEreyaluation research f previously collected:”
conduct interviews with key stakeholders identified by USDA; and recommend and.
implement any additional research to be conducted. This information is integrated
into Osborn & Barr segmentation and communications models, helping gain insight

- into USDA Rural Development communications targets and turning information into

knowledge
Status: Outlined for review on 11/26 and begmnmg ASAP

Set Objectives: Clearly articulate and relate the stated strategic objectives of USDA
Rural Development with awareness and behavior goals, and set communications
goals. This helps map out expectations and deliverables for which the -

communications are held accountable. : _
Status: Outlined by USDA Rural Development LAPAS in initial docu-ments-.

- A strategic direction document i is created fo capture these objectlves and

expectations.
Status: Qutlined by USDA Rural Development LAPAS in initial documents and

in O&B RFQ response document and addenda submitted 11/3-11/21/03.

A commumcatlons strategic summary document helps capture the key messages

and support for each target audience, to ensure focus for the communications tacfics
that flow from the plan. This provides our staff with the proper direction so that all

communications are developed and delivered on target.

Status: Outlined by USDA Rural Development LAPAS in initial documents and
in O&B RFQ response document and addenda submltted 11/3- 11/21/03

Communications Plan: This plan is a t_rue “blueprint” that identifies an lntegrat‘_ed
tactical and timing plan to meet the geals 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 foreach project or initiative; projected hours and out-of-
pocket costs for each of the tactics or initiatives; and a full “roli- -up” plan that captures -

this information “at-a-glance” for the ease of our clients.

Osborn & Barr Communications Page 2



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 Al 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. Individuai
project direction documents based on approved plan being developed by O&B
for review/approval by Al 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 Al
Johnson and ongoing through FY04 as scheduled.

5. Implementation/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 reviewed with the ciient weekly or monthly, as the -
client directs. In the case of USDA Rural Development, a monthiy contractor

- progress report will be generated no later than the 15" of each month per the initial

* Statement of Work. However, Osbom & Barr recommends at least daily status ‘
reports given the tighttimeframe leading up to the brand faunch in February.

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

. 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).

RFQ 32083 Osbom & Barr Communications ' Page 3



- RFQ SECTION 3.1: DEVELOPMENT OF A 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

. communicates shared 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 equity 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 responsibiiity 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
and communications issues, Osborn & Barr began with analysis and research..

The following information sources were used

Documentation provided by USDA Rural Development entitled, “Branding
Strategy — Marketing Communications Planning.” ]
Preliminary qualitative 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 assugnment is as follows: “Under the Ieadershlp of Under Secretary

Thomas Darr, the organization (USDA Rural Development) is seeking to present
its transformed, smguiar focus to its employees, funding parfners and the people

of Rural America.”

This is no easy task since USDA Rural Development is a complex organization offering
muitiple 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 too! 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 audiences that

_ direct the proper positioning of the brand. Again, a sustainable and successful brand

RFQ 32083 Oshorn & Bamr Communications Paged



should be posmoned against shared values, since those values are consistent and
without change over a long period of tlme

In short, the essence of the USDA Rural Development brand is not just about the
investment in infrastructure, utilities, housing and economic development of rural areas.
ltis about lnvestlng in people. Rural America is more about ‘people assets” than
- -“physical assets.” Rural Americans reflect a part of America’s cufture 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 for, everyone — inclusive of rural
fnhabitants as welf as those living in urban areas.

Th!s is the essence of USDA Rural Development and Osborn & Barr’s brand pos;t[onmg
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 alse capture the attitude and

. respect for Rural America that is heartfelt by all Rural Americans. In addition, the brand
- position-must also motivate and focus the efforts of the internal audiences — particularly

staﬁ’ and employees of USDA Rural Deveiopment

RFQ 32083 Osbom & Bar Commiunications Page 5



- RFQ 32083

BRAND DEVELOPMENT TACTICS

GROUP: Brand -
TACTIC: Internal Market Research

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

Background -

USDA Rural Development is seeking to employ a brand and lntegrated commumcatrons
strategy nationwide.

Based on initial research, Osborn & Barr Communications concluded'

1. Both awareness and equity of the USDA Rural Development brend 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.

Since key brand communications is conducted through 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 regard to brand 1dent1ty recommendations desagn .

‘ elements, branding statements and key messages with intemal audiences. -
2. Gain input in regard to-brand communications issues and barriers from-alt.

internal audiences.
3. Gain input fo assist the development of the organ[zatlon s brand deve[opment

program in regard to communlcatfons tralmng and marketing aSSIStanoe

Methodology
Osborn & Barr Communications will conduct interviews W|th the following USDA Rural

- Development employees:
50 State Directors

70 State Program Delivery Staif
70 Area and Local Field Staff

Osborn & Barr will obtain a list of available internal staff from USDA Rural Development.
Participants will be contacted regarding their participation and to explain the value of
their input 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 gamer their input regardmg the positioning messagmg and creattve -'

representat:on of the brand identity.

. Once al! intaerviews are completed, Osbom & Barr will complete and d[stnbute a
comp!ete summary report that will include findings, key anIths and Commumcatlons '

recommendatlons

Osborn & Barr Communications Paga 6



" Timeline _
11.26.03 Research proposal approved
12.03.03

Contact lists (including telephone numbers) supplied by client

12.05.03 Testing Creative Elements supplied to Cl[ent for approval

12.08.03 . Testing elements approved by client
12.10.03  Survey guide submitted’to client for approval

12.12.03 Participants 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 completed and distributed

BUDGET ESTIMATE:/$26,593.74 P
Detail: v

: Out-of-Pocket Expenses:
‘Telephone, Mailing and Creative Materials:

Agency Hours:
" Management-level Professional Services. = 131 hours

Support-ievel ProfesSiOnal Services 66 hours

11/26 Next Steps
+ Questions and final rewew wnth ‘Al Johnson

Obtain list from USDA Rural Development
Commence research

RFQ 32083 Osborn & Bar Communications

$20,446.48
' $ 5,947.26

'Determme final groupings for research; determine priont:zatlon of contacts _
Al Johnson review and approve methodology and estimate
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GROUP: Brand

TACTIC: External Market Research
AUDIENCE: Rural Residents and Targeted Higher Need Prospectwe Customers

TIMING: 11/26/03 to 1/15/04

Backg round

The USDA Rural Development is seeking to employ a brand and mtegrated

‘communications strategy nationwide.

ndze

Based on initial research, Osborn & Barr Communications concluded:

%j Bdthewareness wand-equity of the USDA Rural Deveiopmeht 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 customefs perceptions and acceptance of the new brand identity.

‘-Research Objectxves ;

1. Determine communscatlons va[ue of thé new brand identity for USDA Rural

Development with key customer groups.
2. Determine if new brand tdentlty supports the organlzatlon s mission and vision.
3. Provide additional input in regard to key messages and‘creative translation of the . -

new brand strategy and-positioning,‘

Methodology '
Osborn & Barr Communications will conduct focus groups ‘with rural residents and

-targeted higher need prospective customers. Osbom & Barr will assure geographical

1

2

- 3
4, lllinois -

-5

6

7

representation throughout the U.S. and will conduct the research in 7 states:

) .We_shingjton
2. California
. Texas

. Mississippi
. West Virginia
. New Hampshire

Two groups will be conducted at eech location:
Group 1: Small rural business ownéers =~
Group 2:  Rural Resident non-business owners

Each Group 1 (Small business owners) will have. representation of te'réeted highef need
prospective customers. in addition, the following state rural resident groups (non-
business) will focus recruitment on the speth ted higher need groups

- Washington Native American

California ~ Hispanic

RFQ 32083 Osbern & Barr Communications Fage 8



Texas - Hispanic
Mississippi  African-American

Upon completion, the external research findings will be analyzed and a final report

~ 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 show natural affinity groups, priorities,

- etc. If problems with proposed brand identities or correspondmg messaging are brought.

to light, solutions will be recommended

Timeline
11.26.04 Research proposal approved

-12.03.04 Locations designated for each 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 client for approvai
12.15.03 Focus groups scheduled and screening/recruitment initiated

01.09.03 Focus groups completed
' 01.15.03  Final report and recommendations completed and distributed

'BUDGET EST:MATEM

Detail:
Out-of-Pocket Expenses: :

" Participant screening, recrwtment fac;lltles testzng,matem Is, parﬂcapant compensatton‘
. video recordlng and duplication, travel expenses{ $42,370.00 j

- Agency Hours R
‘Management-level Professional Services 270 hours / $42 141%

'Support-fevel Professional Services . 60 hours § 5,406.60 ;’

11/26 Next Steps:
o Questions.and final review w1th Al Johnson
Determine any additional groups not yet included and pnonty Eg: fenders,
realtors, local community/economic leads
Determine final groups and locations for research
" Al Johnson review and approve methodology and estimate

e Commence research

RFQ 32083 Oshom & Barr Cornmunications Page 3



GROUP: Brand
TACTIC: Brand Directive Development

AUDIENCE: All ,
TIMING: October 2003 to 2/24/04

DESCRIPTION: Capture and position the shared values of Rural America, while -
declaring and motivating the USDA Rural Development staff to dehver upon the specific

-brand promise defined by those values.

This tactlc includes the Brand Directive already devélopred and guiding the creation of
positions and taglines for testing. Will include review and assessment upon completion
of research, and presentation at klck-off meetmg andin brand development and

training.

_ ; TRy
- BUDGET ESTIMATE: $38,117 \3
Detail: i
Out-of-Pocket Expenses:

Duplication, materialsr:{@qgg"‘\}

Agency Hours . _ I
Management-level Professional Services 198 hours {f’,'$30s904 A\
Support-level Professional Services 75 hours 3, $ 6,758 /4
. o
Ny B r‘a->
) TP WL b S
e S
Osborn & Barr Cormmunicalions ’ ~ Fage 10
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l T 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 tagline,
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 chancre

> Old branding elements remain in the mix (potential confiusion about new brand).
» Still internal momentum to pull apart brand into separate service programs.
> .

External awareness is still very low.

Oppottunities exist to build from the momentum established in 2004, and take it to the nex't level.
. External target awareness is a huge opportunity at this time as well as Hispanic/minority

outreach, which is just beginning.

. : POINT OF VIEW
T order to further extend and deepen the USDA Rural Development brand it is necessary to
focus internal and extemnal 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 Rural 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.

e AUDIENCE ANALYSIS

The initial branding document provided by USDA Rural Development in Fall 2003, identified
numerous internal and external target audiences or stakeholders. In order to generate the greatest
. impact with the communications effort given the provided budget, Osborn & Barr 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 to remaining audiences.

In order to maximize resources, this “influencer” model of communications outreach is
recommmiended. Please note that target audiences for Phase Two have been slightly reahgned from

last year and strict priontization of these will be critical to maximize outreach/impact.

Following are the breakdo&ns of the category drivers and corresponding external groups.



INTERNAL AUDIENCES

Key‘ Drivers Additional Internal Audiences
LLAPAS _ m  Under Secretary of Agriculture _

Rural Development Program Administrator
Rural Development Associate Administrato
USDA Employees

FSA and NRCS Employees

Employee Leadership Organizations

State Program Delivery Staff

Rural Development Employees

Rural Development Employee Families

Public Information

Coordinators (PICS) . %

State Directors

EXTERNAL AUDIENCES

Key Driver o Additional External Audiences
Rural Residents ' s Current Customers
o é m Targeted Higher Need Prospective
e ~ Customers (Includes minorities)
- = Public Interest Organizations
Specialized Organizations (ABA, AIA,

é _ NAFB, State Farm Bureaus and State
' ' Commodity Associations)

Media (national, local, trade)

Lenders

Prospective Lenders .

Other Funding Partners

Insurance Companies
- Venture Capitalists

Key Influencers

Funding Partners

)

White House, Members of Coﬂgress

| Decision-Makers | n
: A ' % » Congressional Staff




OBJECTIVES AND STRATEGIES

Expose every USDA Rural Development
employee to USDA Rural Development

brand messages :

e Edetio e

Maintain the volume of bran
communications

Engage employees in the
communications process

Achieve buy-in/ownership of the USDA
Rural Development brand and mission
from. 75 percent of its employees

Empower and motivate inlernal
audiences by continuing to
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

Seoure a5 0 percent brand awareness rate
among USDA (non-Rural Development -
employees)

T Generate 10 million impressions from story
placements within trade and consumer
publications and broadcast outlets.

Ensure the brand message is

consistently delivered by developing
an exposure/educational program for
internal audiences -

S
Identify and prioritize key influencers
wha can serve as “deliverers” of the
USDA Rural Development to other -
key audiences to maximize outreach
efforts.

- Create news i}latfo_rms 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 they
can assist in reaching target audiences. |




THEME: _ B

USDA Rural Development is about “community.” This not only applies to the mission that
USDA Rural Development embraces as it assists rurel residents in improving their guality of life,
but in how its employees work together to accomplish that mission. There is a sense of pridein .
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 2003, the “Our Community” theme will serve as a uniting theme that will be woven
throughout internal and external tactics. This theme will concentrate on building team spirit as a
Rural Development unit, which in turn will motivate and excite employees to carry that spirit

into the messages it delivers to external audiences.

IMPLEMENTATION

National Rural Development Day 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 Rural Developmerit. As a result, we recommend. securing federal,

- state and local proclamations dedicating a day/week to rural communities. While this initiative
will primarily be a 2006 effort, 2005 work will feature the baseline research needed to determine
the logistics for securing those proclamations (i.e., proposed date, process for approvals,

-, templates for state offices, efc.).

Target: Internal

Timing: Ongoing research
BUDGET ESTIMATE:$5,037.55 3
Out-of-Pocket Expenseé: $250

., i N
Agency Hours: - M%g””éfﬁ%”ﬁt Level (15 hours) --§2,434.80
| Support Leyel (25 hours)<$2,342.75 ,

- TO tal ‘{;3.-4, 77 7 . 5 5 | y -‘,;;“.-_-wrm»;—:x:-,u,—;gq@aﬁ%mﬂﬁ =

S

= .




Rural Connections Newsletter — This newsletier 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 from Gil through the state directors. Instead of having a more “slick” email
newsletter format or Administrative Notice, it would be a simple email, driving employees to the

Tntranet site (updated to feature the “Our Community” theme for full text.

Target: Internal
Timing: Ongoing (October — September)

e A

BUDGET ESTIMATE: $7,494.80

Out-of-Pocket Expensest 3300, s . 5

Agency Hours: Management Level (25 hou:'r:,_s)l--“'f]$3,246.40 '
Support Level (40 hours) = $3748.40 .

Total -{$6,994.80 e s

R gy
it .
e e, Ty,

o
ORI

Intranet Program — Update Intranet to capture essence of brand as a “Rural Commurity.” 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. ‘
Marketplace section to be enhanced with presentation templates with key messages for specific -
audiences (this tactic is described in further detail below). ‘ V

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

BUDGET ESTIMATES $4,809
Out-of-Pocket Expensesii$500 (handled by LAPAS) ..
"Agency Hours: Management Level (15 hours)-é&ﬁBZLS(r?

' Support Level QO hours) —5:231,874.20‘%%}“’”

Total + $4,309, o=

Employee Recognition/Incentive Program - By recognizing employees who are living the brand
and taking USDA Rural Development messages out into the ficld, 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
Secretary, features 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

;z‘-.af:,’r. F-f\%»‘-,!@w‘\,ﬂ:“%

BUDGET ESTIMATE: 5—%13,212.35 i

Out-of-Pocket Expensess 56,000 f/



Management Level (30 hours)mng-l 869?5%\

Support Level(25-hours)-<< $2,342.75 j

Total —L$7 212.35 e

Agency Hours:

a7 s

A Message from the Secrefary — As'a high priority is placed on Rural Development within
USDA, it’s important to keep morale high. To assist, 0&B recommends developing a regular
message from the Secretary that highlights some of the organization’s key accomplishments.
(This not only helps morale, but it provides an outlet where the Secretary can reach out to her
key employees.) Messages would come out once every quarter and be posted to the Rural
Development Intranet site. All content would be written by O&B/LAPAS and presented to the

Office of Communications for review and approvals.

Target: Internal
Timing: Ongoing

BUDGET ESTIMATE: /; 028. 85 E‘;

Out-of-Pocket Expense%/f S
Agency Hours: Management Level (10 hours)#~ $1, 623. 20 "%}
Support Level (13 hours).+- $1,405.65 :
Total $3 028. 85 - ) *Wr_wf
INTERNAL TACTICS

Training Sessions (PICs Training/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 2003 sessions to ensure message and brand consistency throughout the
organization. Two sessions will be developed for presentation at the state director-and PIC
meetmg in February, with plans for more extensive media training with state directors.

Target: Internal
‘Timing: February Iaunch/presentatlons

A iy

BUDGET ESTIMATE: $32 945 75 \}

Out-of-Pocket Expense&% 55, OOO J—
Agency Hours: Manaoement Level (100 hours) ~ '$16, 235~
Support LeveI (125 hours).~* $11,713.75 ‘a)
Total $27 943 73 wwmﬂf
] EXTERNAL TACTICS

" Media relations (proact:vel reactive, ppportunistic) — It’s important to utilize media relations
(proactive, reactive and opportunistic) to extend USDA Rural Development’s messages to




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

e A P i

BUDGET ESTIMATE: $102,932.29
“Out-of-Pocket Expenses» $25,529.51 ¢
Agency Hours: &V

e,

_ —
Manageraent Tével (381 hourg)=<"$61,
Support Level (166 hours).& $15,555.86

- Total -# §77,402.78 e
T i T

Regional Media Tours
Coordinate a series of tours in which Gil Gonzalez provides 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. 0&B would pitch national media outlets to secure briefing
dates/times and coordinate key Hispanic 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 rolls through their state as well as to assist in pitching local media with tangible . |
examples of USDA Rural Development at work in their communities.

Tﬁrget: External
Timing: Ongoing

To reach a Iar_ge number of current and potential USDA Rural Development
recommends utilizing several controlled media vehicles. These vehicles,.
news release, are produced pieces that

News Bureau —

customers, the agency _
including a MAT release, video news release and radio :
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 manner. The agency recommends developing one MAT releasg, one video news
release and one radio news release incorporating the news angles noted above, with distribution

of the first piece beginning in April.

Target: External
Timing: Ongoing

' BUDGET ESTIMATE:/$67,003.75 M |
Out-of-Pocket Expensess-$33,000 o ' 7.,...“

Agency Hours: Management Level (125 hours) $20,290
SUPPO%EXE&(QQ?AQBL&};%1 1,713.75
Tota1§;§38,404.50 o _ i

Celebrity Public Service Announcements (Radio and Newspaper) — Continuing on the
momentum established in 2004, there are several additional entertainment 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
celebrities and follow up by developing radio PSAs, as well as newspapers PSAs (up to two for




t will be conducted to determine key arcas where these PSAs

est impact as the budget allows. (Please note that the agency is
PSAs and will also identify where

d two radio PSAs will be developed

each medium). An assessmen
should be placed to make the bigg
also researching potential minority celebrities for possible

these PSAs should be targeted for placement. Two print an
with one version in English and one in Spanish).

Target: External
Timing: Ongoing

BUDGET ESTIMATE? 540,603
Out-of-Pocket Expenseg: $15,000 e
Agency Hours: Management Level (100 hou/gs_ ——1516;3\2\\
Support Leyel (100 hours).~ $9,371 /e
Total £$25,603 i

A2V i
- 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 unique opportunities for extending the USDA Rural
Development message (through 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 powerpoint presentations for up to three topics/audiences (i.¢.,

* banking) will be developed and provided to spokespeople. Templates will also be available to

PICs on the Marketplace séction of the Intranet along with “how-to” guides on developing their
own speakers burcau. Speakers bureat updates can be provided back to USDA Rural

Development employees along with copies of the presentations that were given.

Speakers B ureau/Event Management —

Target: External
Timing: Ongoing

BUDGET ESTIMATE;I§86,22G

Out-of-Pocket Expensess $20,161 .
Agency Hours: Management Level (228 hou§§)u;ff$37,008.96“
' Support Level (310 hours) = $29,050.01 /
Total £°$66,058.97 __romummren I
MEASUREMENT

Research/Benchmariks — To measure the success of USDA Rural Development’s brand

- development and integrated communications plan, O&B recominends research be conducted in
2005 with key internal audiences. This research will be quantitative research that focuses on the
awareness and acceptance of the 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 intérviews from each state. In conducting this research, the
responses will be recorded electronically and a recap report will be provided.

Target: Iﬁtemal and external
Timing: Internal (October 04); External (June 05)

INTERNAL RESEARCH BUDGET ESTIMATE:{$15,737.25 %'
Out-of-Pocket Expenses: N/A ’ . \
Agency Hours: Management Level (40 hours}-< $6,492.80
Support Level (95 hours).-£ $9,244.45 ),
Total ii’iai’i”sﬁ:ﬁzs o
i HISPANIC EFFORTS

A great opportunity exists to continue our minority/Hispanic focused communications efforts.
However, it’s also important that these efforts are in lock-step with the internal and external
communications efforts we’ve highlighted here. As a result, once the main 2003

" Communications Plan is approved, Osborri & Barr will coordinate and provide an integrated
minority outreach plan. The budget for that plan is targeted @5@000“

Ry T




National Rural "
Development Day - : N e )
internal/ ___|Proclamations 25| § 234275 15 § 243480 3 4,777.85 $250 $ 502755
Training Sessions |, , ‘ ' :
Internal (In-person) _y’ 1250 § 11,713.75 100 % 16,232.000 § 27094575 $5,000 $ 3204575
- |Rural Connections | ' . : .
Internal Newsletter _ 40| $  3,748.40 20| -$ 324540 $  6994.80 $500 $__ 7,494.80
Internal Intranet Program 20§ 1,874.20 15| % 243460 §  4,309.00 $500 $ 480900
Employee o '
Recognition/tncentiv - _ ‘
Internal e Program 25 % 2,342.75 30 $ 486980 3 7.212.35 $6,000 $ 13.212.35
A Message from the | S
Internat . Secretary i 15| $ 1,405 .65 10 $ 1,623.20] $ 3,028.85 $0 $ 302885
External Media Relations 1660 $ 1555586 3581 $ 6184392 $. 77,399.78] - '$25,533 $ 102,032 26
External News Bureau 125 §  $1.713.75 7 125 $ 20290.001 $ 3200375 $35,000 $ 67,003.75
External Celebrity PSAs 100 $ 8,371.00 100 3 16,232.00] $ 25603.00 $15,000 $ 40,603.00
External Speakers Bureaw 310[ §  29,050.10 228 $ 3700898 % 6G6059.08 $20,161 $ 86,220.06
Internal ‘ : '
Brand Research/Analysis 95 % 8,902 .45 400 % 6,492.80| % 15,395.25 $340 3 ‘15,735.25
Account ]
. Management \ S ‘ :
Qverall (including travel) 7 _ 130§ 12,182.30 160 $ 2597120, % 38,153.50_ 314,254 3 52,404 .50
Minority Translations | ' $  30,000.00)
Minority __Media/PSAs | $_120,000.00)
Minority  [Special Events \ $  50,000,00
‘ Training Sessions. \ ’
(In-person) | $  25000.00)
Sponsorships . 25,000.0¢

S I
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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 with Farm Progress and WGN to talk about USDA Rural Development

programs.

® 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 Dotr was
mterviewed by 21 outlets on behalf of Rural Development (Acting Under
Secretary Gonzalez was not able to attend). Al Johnson sent the Farm Journal
article to all state PICs on 12-8-04 (please share with your field staff as well).

® PIC Training
-0 The PIC traibing referenced in the last teleconference has changed: Rather

than holding a separate training, PICs will be included in the upcoming
regional training. The training WiH be similar to what was held in the summer
01 2004 in Denver and Washington. ‘Details 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 natlonal conferences
o State Directors will be asked next week if they wish fo participate in a bulk

purchase of displays, these would be for those who didn’t purchase a display
durmg the first bulk purchase

® Brochures -
o Revised brochures are in the final review process and are expected to begm

showing up within the next several weeks. Work is also underway to translate
into Spanish. :

®  Success Stories
o Need to continue to populate the natlonal web site with success stories that

can be used internally and shared with Media. Specifically, the visits fo the
various media outlets have highlighted the need to have stories ready. Some
states do not have any stories on the national site: AL, FL, MS, MT; NY and

VI



Bob Withelm and Sue Dillon, Osbom 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 Interhet 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 Intranet. Thé
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.

® Fcedback on Communication Plans
: o Most all states have submitted their plans, Wthh have been reviewed and look

good. A few states: MA, NY, UT, OH, KS, AR, HI and AZ have not been
received or reviewed. TIIII 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 .Tdhﬁsbn_:
o Other activities that will require state participation is. the sponsoring of the
-FFA awards program for young entrepreneurs and for marketing. The state
and local offices will help with the judging of competitions and the national -

office will assist with the national competition. (Tim Mec 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.

PIC Q&A

AK — Concerns were raised in the state with the cost of marketing plan. Al responded
_that 1t is up to individual states to determine what their budgets will allow: It is a state by

state decision.

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 outreach? 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
of items with the logo that can be purchased. It is being left up to individual states to
procure items.. Efforts are still undérway to have Rural Development iterus included in

the store in the South Building(Washington, D.C.).

Tim will resend the memo regarding printing of materials at state and local levels. SD has
atequest in for approval to print over 1,000 copies of their anmial progress report.
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or (c] By saparata latter ar telegram which Includas a. raleranca 10 'he soliciisllon and amendment numbers. FAILURE OF YOUR ACKNOWLEDGMENT TO BE
RECEIVED AT THE PLACE DESIGNATED FOR THE RECEIFT OF OFFEAS PRIOR TO THE HOUR AND DATA SPECIFIED MAY RESULT IN REJECTION CF
YOUH OFFER. U by virua of thls amsendrant ¥4 desira 1o changs an offer already submitted, such change may be made by lalegmam or lettar, provided each
\alagram or Teltar makes raiaracca lo tha sclicitaten and this amandmant, and iz racalved pricr to the opaning hour and data spaciffad.

12 ACCOUNTING AND AFFRCPRIATICN GATA (f roquiad)
§-8B-2506-A57 OC; 252Z . Obligate: $75,000.00
13. THIS ITEM APPLIES ONLY TO MOCIFICATIONS OF CONTRACTS/ORDERS,

IT MODIFIES THE CONTRACT/ORDER NQ. AS DESCRIBED |N ITEM 14, T
A THIS SHANGE CACER 1S 165 UED PURSUANT T0: (Specly autborty) THE CHANGES GET FORTH IN (FEM 14 ARE MADE IN THE CONTRAST GHoER NC. (N TEM 104,

8. THE ABOVE NUMBERED CONTRACT/IRDER IS MOO/RED 1O REFLECT THE ADMINIS TRATIVE CHANGES [sucit a5 changes in paying offics, dopropriation data, er }SET
FORTH i TEM 14, PURSUANT 7O THE AUTHORITY OF FAR 4303, -

C.  THIS SUPPLEMENTAL AGREEMENT IS ENTERED INTO PURSUANT TO AUTHORITY OF:

X | FAR 43.103 (AY3)
D, OTHER Specily typa of moditcaton and authority)

E. IMPCRTANT: Contractor - [Jisnot, & is required to sign this documenl and return _ 1 __caples to the issuing offica.
4. DESCRIFTION QF AMENOMENT/MODIFICATICN (Crganized by UCK saction headings. lnciuding sollcitatian/eovitrct subjact mattar whers feasaitis.)

Modification No. 1: Modltication Reason: !oincrease tha lavel of affort of task order 32083,

A.The pﬁca and technical proposal dated 24 August 2004 in the amount of $75,000.00, which Increasas the lavel of étfort far the
Hisparic messaging and interface, and the governments' ravised statement of work entltled *Minority Qulreach Project” is haraby
incorporatad Into the subject task ordar, ’ ’ :

- B. The not-to-exceed total is hereﬁy increased from $748,053.00 to $823,053.00, a total net increase of $75,000.00.
C. Tha period of perdcmmancs ramains unchangad. ’

Please direct all questions to: Tracy Lambert {(703) 787-1377 — Voica{703) 787-1009 — Fax tracy.lambent @ mms.gov

Excapt at provided horaiﬁ. &t larms and candifions of "ha docament relerancad 'n ttem 94 ar 104, as namwiors Fhanged, remains unchanged and b hill lorca and atfect, ’
15A. NAME AND TITLE OF SIGNER  (Type or pring) [ YEAL NAME AND TTTLE OF CONTRACTING OFFIGER (Type or gant)

Kokt T lnelm Vice -Besideud, Dive Gregory Ruderman, Contracting Officer
- i :

TUNTRACTORVOFFE RO 16C, DATE SIGNED {168, UNITED

) P
o fens! f fO/fsf/ag ok T e

[Slgnatud of persbaduttadzed fa sigm) 1 {Sigratlirs of Conlracting Cicer]

NSN 7540-01-152-8070 . V 30105 : . STANDARD FOAM 30 (REV. 10-83)
PREVIQUS £0LT) UNUSARLE Computar Ganarated - Prasaribad by GSA -
‘ FAR (48 CFR) 53.243
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S&C Ad'vertising and Public Relations

~ Estimate Details

Consulting and Execution Hours

Title Rate Esi Hours,
Project Director 173.02
Sr. Project Manager 142.43
Accouni Zxacutive 66.07
Assistant Account Exacutive 45.76
Sr. Graphic Cesigner/ Art Director S3.72
Latabase Manager 113.12
QC Specialist 57.59
Word Processor 48,33
Sr. Administrative Assistant _ 48.33
Graphic Designer 45.76
Totat Hrs

15 -
6802

Tatal
28721.32
23643.38

6eG.7
20592
5823.2
565.56
1151.8
2658.15
2895.8
£536.4
68965.55

- 868,969.55

‘Out of Pocket Costs for Development of training materials, media_confaets, etc.

1 $1,030.45

Travel costs for S&C Ade:I‘tlSan and Public Relamons to Washington DC St. LOLllS
Denver and potential media contact locations

Total:

Delwerables

$5,000

§75,000

I. Develop mmontnylspamc trammg sessions for USDA Rural Development
employees. Present sessions at summier pelicy trammg meetings in Denver and
Washington, DC... And develop resource materials and information for USDA
Rural Development 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 transiation services for key USDA Rural Development
materials and press releases as requested by USDA Rural Developmeat LAPAS

4. Consult and assist in development of strategic plan for USDA Rural Development
minority/Hispanic communications.

5. Periodic consultations; prD]E:Ct review and status/update meetings via phone, as

requested.

-

I
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Price Sheet Summary for Base Contract Period FY'04

BASE YEAR FY'04 PRICING

0&B 0&B
Support-fevel! Strategic/ OTHER
project exec. Mgint.-level professional COSTS,
professional services services ODCs,
$90.11 $156.08 TOTAL | TRAVEL,
AGENCY | OUTSIDE
GROUP TACTIC HOURS_| COST | HOURS | cosT |RESOURCES|SERVICES|TOTAL cost
Brand Brand Development Workbook 82 $7,389 58 $9,053 316,442 $21,085 _$38,427
Brand Brand Direclive Development 75 36,758 198 330,904 $37,662 3455 $38,117
Brand ID/Standards/Communications
Brand Kit Elements 109 $9,822 222 $34,650 _$44.472]  $13,719 $58,191¢
External Market Research, including
stakeholder interviews, focus groups, )
Brand phone/mail/phones 60 $5,407 270 $42,142 $47,548 §42,370 89,814
Brand tnternal Market Research 66 $5,947 131 $20,446 $26,394{ $200 326,504
Brand Internal Wabsile state templates 8 3721 20 $3,122 $3,842 $21,875 $25,717
Brand USDA RD website cansistency 14 $1,262 20 $3,122 $4,383 $10,000f ~—%+4388]
Congressicnal/WH briefing support
External  |docsfinfo . ) 31 $2,793 G2 $9.677 $12,470 $2.850 —515.326
ispanid nesangiial ]
H|span|€ essaging/intarface
inernal {Omelas) ' 10 $501 20 $3,122 §4,023 £12,4000
[External _ |Launch Event 132]  $11,885 187 $29,187 $41,081 $14,898) |
Aftilude, Perceplion and Message
-|Awareness Measurement Research
Externat  [and Analysis 13 $1,171 27 $4,214 $5,386 $450001
-xdernal  [Media Relations 79 $7,118] 185 528,875 $35,993] 89152 %
Native American messaging/interface
External  |[(M.S5.5.) 10 $901 20 §3,122 $4,023 $12,000[
External  iNews Bureau 169 _§15,229 190 $24,655 $44,884|  $63,748] 1
Exiernal News Hook Survey Analysis 15 . $%1,352 43 $6,711 38,063 $35,000 347
External__ |Proactive Web messaging 1 $991 22 53,434 54,425 $6,250
External Radio PSAs Media Analysis and Plan 21] $1,892 38 35,931 37,823 $100
External  |Trade Show/Influencer Mtgs 66 $5,947 100 $15,608 $21,555 $7 585

Osbom

& Barr Cammunications
RFD 32083

COST PROFOSAIL
Page 6



2 N4
L

s

v

/5 L'j / B({C\

Internal Initiative at a Glance 94 $8,470 46 §7.180] $15,650 . @/15’@:5’('5
internal__|Kick-Off Meeting 52 $4,686 68 §10,613 $15,266) [5i P50 §15,299
Internal Living the Brand Training 127 $11,444| 253 $39 488 $50,932 $50,937
Internal Message Platform 0 $0 62 $9,677 $98677 39,677
Management & Administration/Project
Reporing/State Advisory & Assist. Up I
to and including Launch Event and @D!L nd
Overalt through September 30, 2004 BOZ|  $54,246 728 $113,626 $167,872 { $16?,8§2
. s
Travel for Project Management,
Travel Meetings, All DC, etc. (See detall) o $0 0 $0 $0 $30,000 $30,000
" TOTALS 1,846[$166,343 2,970 $463,558| $629,901 $349,597 $979,498|°
OPTIONAL TACTICS
Optional  |Brand Rewards and Recognition 10 $901 10 $1,561 §2,462 $5 000 ___$7,482
Additional Living the Brand Tralning
Optiona! _|sessions a1 $2,793 76 $11.862 $14,655 %0 $14,655
Additional External Market Research
sessions with Targeted Higher Need
Perspective Customers. PER
Optional  |LOCATION ESTIMATE, 10 901 30 $4.682 35,584 $6,045 §11,629

Osbor & Barr Communicalions
REQ 320183

COST PROFOSAL
Page 7



OPTION YEAR #1 -- FY'05 PRICING

[87:4:]) 0O&B OTHER
Support-ltevell Strategle! COSTS,
project exec, Mgmt.-level professional ODCs,
prafessional services services TOTAL TRAVEL,
$93.71 $162.32 AGENCY | QUTSIDE | TOTAL
GROUP TACTIC HOURS COST HOURS cosT |RESOURCES|SERVICES| COST
Brand Brand Updates to Org 30 $2.811 30[ 34,870 37,681 $0 $7.,681
Brand NO C 30 G 30 %0 $0 $a
lBrand  'Brand Updates to kit 50| $4,686] s0l  $8.116]  $12.8020  $5.000|  $17.807
lBrand O 0 $0, 0 © 30 50 50 50
Brand NO 0 $0 0 $0 $0 $0 $0
Brand Stale Websile Advisory & Assist 3] 3750 4 $649 $1,399 $8,000] 36,3949
Brand Ongoing websiHe updates 10 3937 16 $2. 697 $3 634 $5,000 $8,534,
External  |[NO 0 %0 0 $0 30 $0 30
Hispanic messaging/interface '
External  [(Ornetas) 5 $469 10 $1,623 $2,092) §5000 $7.092
External |NOQ 4] 300 0 $0 30 30 0
Atlitude, Perceplion and Message
Awareness Measurement Research
External  jand Analysis 10 $937 20 $3,246 $4,184 30 $4.184
External  |Media Relations 79 $7.403 185  $30,029 337,432 9152 $46.584
Native American messaging/interface
External  |(M.S$.5.} 5 $469 10 $1,623 32,052 $2,500, $4,597
News Bureau. Includes initial year
strategy analysis and :
External jrecommendation to USDA RD 1501 $14,057 150 524 348 38,405 $50,000]  $£88,405
External  INews Hook Survey Analysis 0 30 0 30 30 _ %0 %0
External |Proaclive Web messaging 11 31,031 22 $3,571 $4,602 £6,250 $10,852
External {Radio PSAs 20 $1.874 15 $2.,435 34,309 $485 _ 4,794
External  |Trade Show/Influencer Migs 50 $4,686 50 8,116 $12,802 $3,000 $15,80Z
Internal Initiative at a Glance 60 $5,623 40 36,4563 $12 115 $12,115
Internal Kick-Off Meeting 0 $0 0 - f0 $0 $0 0
Osbarn & Barr Commupications
RFG 32084
COST PROPOSAL

Page 8



Ongoing Brand Updales and Stale :
Internal Adviscry and Assist . 50 $4,686 50 38,116 $12,802 $12,802

Internal  |Message Platform 0 %0 ic 30 ] 3G

o

Management/Administration/Project
Reporting/Stale Advisory & Assist,
Note: Will include State follow-up
calls for Option Year 1 in lieu of

Cverall measurement project 330 $30,924 330 $43,568 $84,490 ) $84,4§Q
) Travel for Project Management,
Travel Meetings, Alt GC, etc. {See detail) 0 30 0 30 $0] $12.480 $12,48(

TOTALS| _ 868] $81,340)  982/$159,398| $240,739/$103,867|$344,606

OPTIONAL TACTICS

Optional _|Brand Rewards and Recognition 10 901 0] $1561 52,462 $5.000] §7.462
Additional Living the Brand Tralning :
Optional isessions 3t §2,783 76 $11,862 $14.655] $0

Qsborn & Barr Communications
REQ 32083

COST PROPOSAL

Paga 9



OPTION YEAR #2 -- FY'06 PRICING

o&B 08B OTHER
Support-level! Strategic/ COSTS,
project exec, Mgmt.-level professional 0DCs,
professional services services TOTAL TRAVEL,
$97.46 $168.81 AGENCY | OUTSIDE | TOTAL
GROUP TACTIC HOURS | COST | HOURS | cOST |RESOURCES|SERVICES| COST
Brand Brand Updates ta Org 30 $2,524 30 $5,064 $7.588 $0] _ §$7.988
Brand NO 0 $0 0 50 $0 ¥ %0
Brand Brand Updaies to kit 50 $4.873 40 $6,752| $11,625 $5,600 $16,625
Brand NO 0 $0 50 $0 $0 %0
Brand NO 0 30| 30 30 $0 30
Brand Stale Website Advisory & Assist 8 $585 4 3675 $1,260 $5,000 $6,260
Brand Ongoing website updates 8 780 12 $2.026 $2,805 $5,000 $7,6805
Exiernal  |NO Q $0 0 $0 $0 50 0
Hispanic messaging/interface
Externat  {{Ornelas) 5 $487 10 $1,688 $2,175 $5,000; - §717H
External _ [NO G 0 0 $0 0 $0; 30
Altitude, Perceplion and Message
Awareness Measurement Research
External Jand Analysis 10 $1,014 20 $3,511 $4,525 30 $4.525
External  |Media Relations 75 57,699 i85 - $31,230 $38,529 $9,152 $46,081]
Native American messaging/interface
External  |(M.§.S.) 3 $292 8 31,350 $1.643 $2,000 $3,643
News Bureau. Includes initial year
strategy analysis and
External  {recommendation to USDA RD 150  $14.619 150 $25,322 $39,641 $50,000 $89,941
External _ |News Hook Survey Analysis ] $0 0 $0 50 30 30
External __ |Proactive Web messaging D $0 G $0 30 §0; S0
External  [Radio PSAs 20 $1.949 15 $2,532 $4,481 $485 54,960
External _ Trade Show/Influencer Mtgs 35 $3.411 30 $5,064 $8.475 $0 ¥8,475
”Internal Initiative at a Glance 60 §5,848 50 $8,441 $14,288 $14,288
linternal|Kick-off Mesting 0 sal 0 $0 50 $0, o
"@ernal Living the Brand Training 50 $4,873 50 $8,441 $13,314 $13,314

Osborn & Barr Communications
RFQ 32083

COST PROFPOSAL

Page 10



Internal _ Message Platform o ¢ 30 o % Oy $d
Management/Administration/Project
Reporting/State Advisory & Assist for
Overall Option Year 2 330 $32,162 330 $55,707 $87,869 187,869
Trave! for Project Management,
Mravel Meetings, All DC, elc. {See detail) 0 $0 o _ 30 30 $15,565 315,565
) TOTALS 836, $81,516 934/$157,804| $239,319] $97,202/$336,521
OPTIONAL TACTICS
Attitude, Perception and Message
: Awareness Measurement Research
External  Jand Analysis . 10 $975] 20 $3,376 54,351 $45,000|  $49 351
Optiona!  [Brand Rewards and Recognilicn 10 $901 10 $1.561 $2,462 _$5,000 $7.462
Additional Living the Brand Training
Optional _|sessicns 31 $2,793 76 $11.,862 $14.855 $0 $14 655

Osborii & Barr Commanications
RFQ 32043

COST PROPOSAL

Page 11



OPTION YEAR #3-- FY'07 PRICING
0&8 O&B OTHER
Support-levell Strategic/ COSTS,
project exec. Mgmt.-level professional QDCs,
professional services services TOTAL TRAVEL,
$101.36 $175.56 AGENCY [OUTSIDE| TOTAL
GROUP TACTIC HOURS COST HOURS COST RESOURCES|SERVICES COST
Brand Brand Updales to Org 25 $2,534 25 $4.389 $6,623 $0 36,923
Brand NO 0 30 0 $0 $0 $0 30
Brand Brand Updates 1o kit 50 $5.068 30 35,267 _ $10,335 $5,000 $15,335
Brand NO 4] $0 0 50 §0 30 30
Brand NO 0 $0 0 $0 $0 $0 30
{ETrand State Website Advisory & Assist 6 3608 4 $702 $1,310 $5,000 36,310
Brand Ongoing website updates & 5811 12 $2,107 $2,918 $5.000 $7.91
External  INO 0 f0 0 $0 30 30 30
Hispanic messaging/interface . ’
External _ [(Ornelas) 5 3507 10 §1,756 $2,262 35,000 $7.262
External NG 0 $0 0 $0 $0 $0 3
Attitude, Perception and Message
‘ Awareness Measurement Research
External  |and Analysis 16 $1,014 20 3$3.511 $4,525 30 34,525
External  |Madia Relations 79 $8.007, 185 $32 479 $40,486] 9,152 $49.634
Native American massaging/interface
Exiernal  (M.S.S.) 3 23040 8 §1404)  §1709  $2000 $3.709
News Bureau. Includes initial year
strategy analysis and .
External recommendation to USDA RD 1500 $15,204 150, 326,334 $41,538 $50,000;  $91 538
External _ |News Hook Survey Analysis 0 $0 0 $0 $0 %0 . %0
External  Proactive Web messaging 0 30, 0 30 30 _$6; $4
External _ |Radio PSAs 20 $2,027 18 §$2,633 $4,661) 8500 35,181
Trade Show/influencer Migs 35 $3,548 30 $5,267 38814 30 $8614
Initialive at a Glance 60 $6,082| 50 $8,778i§14,8i)_ﬁ_k_ 914,860
Kick-Off Meeting 0 $0 0 0 30 S 1* I 10
Living the Brand Training 50 $5.068| 50 $8,778 .j13,84i | $13,844
Osborn & Barr Cormmunications

RFQ 32083
COET PROPOSAL
Fage 12



bernal Message Platform 0 $0 o $0 %0 %0
Management/Administration/Project
Reporting/Stale Advisory & Assist.
Note: Will include State follow-up
calls for Option Year 3 in lieu of
Overall measurement project 350 $35,476 350;  $61,448 396,622 306,922
Travel for Project Management, i
Travel Meetings, All DC, efc. {See dstail) 0 $C 0 %0 $O0;_ $17,875] 317,874
TOTALS 851 $86,257 939/$164,851] $251,108] $99,527|$350,635
OPTIONAL TACTICS
LOptional lBrand Rewards and Recognition 1OJ $501 10 $1 ,561L $2,462 $5,000 $7,ﬁ§l_§ﬂ

Oshom & Barr Cammunications

REQ 32081

COST PROPOSAL
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OPTION YEAR #4 -- FY'08 PRICING

0&B 0&B OTHER
Support-level/ Strategic/ COSTS,
project exec. Mgmt.-level professional ODCs,
professional services services TOTAL TRAVEL,
$105.41 $182.58 AGENCY | OQUTSIDE | TOTAL
GROUP TACTIC HOURS COST HOURS cosT |[RESOURCESISERVICES COST
Brand Brand Updates 1o Org 25 $2.6835 25 $4,565 $7,200 0 $7,200
Grand NO 0 $0 0 30 $0) $0 $0
Brand Brand Updates to kit 50 $5,271 30 $5477 $10,748) $5,000 $15,748
Brand  |NO 0 $0 0 $0 $0 50! $0
Brand NO 0 50 G $0 30 $0 30
Brand State Websile Advisory & Assist & $632 4 $730 $1,363 35,000 36,369
Brand Ongoing website updates 8 $843 12 32,191 $3.034 $5,000 $8,034
External _ INO 0 $0 0 $0 $0 %0 %0
Hispanic messaging/interface
External - |(Ornelas) $527 10 $1,828 $2,353 35,000 $7,383
External  INO $0 G $C &0 30 $0
Aftitude, Perceplion and Message
Awareness Measurement Research
External  land Analysis 10, $1,054 200 _ 836852 0 $45,000 $45,000
External  [Media Relations 79 $8,327 185 $33 777 342,105 $9,152 $51,254
Neative American messaging/interface
External |(M.8.8.) 3 $316 8 51,461 $1,777 $2,000 $3.777
News Bureau. Includes initial year
strategy analysis and
External |recommendation to USDA RD 150/ $15.812 150 $27,387 §43,189 $111  $43,310
xternal _ [News Hook Survey Analysis O 30 0 $0 $0 30 $0
External  |Proactive Web messaging 0 %0 0 $0 30 $0 $0
External  |Radio PSAs 20 $2,108 15 $2.739 $4,847 3500 $5,347
External  [Trade Show/Influencer Mtgs 35 $3,689 30 $5,477 39,167 30 $9.1§Z
Internal InHiative at a Glance 60 $6,325 50 $9,129 $15454 ___§15.454)
Interna!l_ |Kick-Off Meeting 0 $0 0 50 30 $0 E
Internal Living the Brand Training 50 35,271 50 $9,129 $14,400 $14,400
Osbomn & Barr Comimunications

RFQ 32083

COST PROPOSAL
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Internal _ [Message Platform 0 $0 0 30 $0 o $0
Management/Administraticn/Project
Reporting/State Advisory & Assist,
MNote: will incfude final summary and
close-out of project, analysis and
Overall feporting. 350  $36,894 350 $63,503 §100,797 $100,797
Travel for Project Management, )
Travel Meetings, All DC, elc. (See detail) 0 %0 0 $0 $0] _ $16,451 $19.451
TOTALS 851 $89,704 839/$171,443] $256,441| $96,214 $352,655)
OPTIONAL TACTICS
[QEtionaI IBrand Rewards and Recognition 10] 3501 10| $1,5681 32,462 $5,{]DOI_‘ $?,ﬁ@

Osborn & Barr Communications

REL 32083

COST PROFOSAL
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Cumulative Summary Price Sheet: Base Year + All Options

Base Year ‘04

Option Year #1 - ‘05

Option Year #2 - ‘06

Option Year #3 — ‘07

Option Year #4 — '05
TOTAL

o&B Q&B
Support-level/ Strateglc/ OTHER
project exec. Mgmt.-level professianal COsTs,
professional services services ODCs,
Variaus Various AEBOETNACLY ;ﬁﬁg%é TOTAL
HOURS cOsT HOURS coOsT RESOURCES| SERVICES COST
1,846 $166,343 2,970 $463;558 3629 901 $349 597 $978,495
868 $81,340 982 $159,398 $240,739 $103,867;  $344 606
836 $8‘I,516' 534 157,804 $239,319 $97,202]  3338,521
851, $86,257 939 3164 851 $251,108 $99,527 $350,635
| 851 $89,704 939]  $171,443 $256 441 $96,214 $352 655
5,252 $505,160 6,764| $1,117,053] $1,617,507 $746,407/$2,363,914

Osborn & Barr Communications

REQ 42003
COST PROPOSAL
Faye 1t



Agency rates for Base Period and Each Option Perio

Csbaorn & Barr Communications uses the industry-government average of 4% increase of cost
par contract peried. Fiscal Year periods noted below corrdsoond to federal government fiscal
year of October 1 through September 30.

Agency Services Firm-Fixed Hourly Rates

i

Labor Categories FY'04 FY'05 FY'06 : FY'07 FY'08
1. O&B Support- ’ $30.11 $93.71 $97.46 | $101.36 $105.41 |
| level/project execution ;
| professional services j
2. 0&B $156.08 $162.32 $168.81 i $175.56 1 $182.58

Strategic/management-
fevel professional
| services

Qsborn & Barr Communications

RFQ 32083

COST PROPOSAL
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Subcontractor Hourly Rates for FY’'04 Cantract Period

i 1. Orneias & Associates Hispanic-
| Communications Consultant

$155.00 | As needed in conjunction with !
development of final plan after .
i consultaticn with USDA RD

2.Michzel Standing Soldier Native
American Consuitant

$150.00 | As needed in conjunction with
; development of final plan after i
| consultation with USDARD |

3. Spindustry Web Development &
] Communications Consultants

$125.00 | For web services and |
consuitation with USDA RD
website managers, as needed. |

Osborn & Barr Communications
RFQ 32083

COST PROPOSAL
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SDA Rural Development
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b PO 2 —_—L T
ommunications Flan Timetable

«©

Progress to date

—3

- Werking group meeting held — report generated

Eighteen contractors identified from the GovWorks approved GSA list of
PR firms _
Eight firms provided Capability Statements for review (jludged by Johnson,
Mcneilly and Ischer)

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

5. Johnson currently working with GovWerks on final contract with vendor

6. Achieva, 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 pian for 2004

8. John Dunn and staff have agreed to work with LAPAS to undertake a
research project to better understand the RQ| for companies locating in
rural America {US Chamber project)

Next steps

1. Meet with Oshorn Barr early week of Novemnber 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 Stakeholder data base.



€ January - February

Presentation of 2004 plan, final logo concepts and messages to

Under Secretary Dorr.

Presentation of plan to Office of Communications znd Sacratary
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

Roli out extravaganza at State Director Meeting (State Directors,
PICs, Administrators and other senior management).

Rotlout presentation at USDA Rural Development and other
agencies.

Training session for Public Information Coordinators

Press release to Congress, stakeholders and media on cur
cutreach efforts. '

8. March - April

8. May -

Development of Final templates and standardized materials for
states, Administrators & LAPAS {including cperational manuais).
Outreach activities launched.

August
Follow up regionat training sessions for PICs to evaluate their
communications plans and implementation progress.

- Editorial board meetings scheduled with selected newspapers.

Ptaced magazine articles



10. August

+ Possibly hold presidential summit on rural America {Das Moines,
St. Louis, Kansas City, Springfield)

» Develop budget needs and plan refinements for 2005

11. September — December
o Launch 2005 plan

12. 2005
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EtCONTRACT iG CODE PAGE OF PAGES
AMENDMENT OF SOLICITATION/MODIFICATION OF CONTRACT # l 1 ] 1
2. AMENOMENTMCDIFICAT.GM MO h. SFF=CTIVE DATS 4. RECUISITIONPURCHASE RED. Nid. 15, PROJECT NO. (i appleante)
2 ’ 12/9/2004  loCD-02-10 - § 279,505 41 28143
_ RD-94-535 340101174
8. S3UEDAY CC'DE|_ 7. ADMINISTERED BY (Ifathar than ilam 4] CDCE[
Minerals Management Service - US Department of Agricultura, Rural Development
Attn: Tracy Lambert (703) 787-1377 1400 Independence Ave, SW
331 Elden Strest, MS 2500 Washington, DC 20250
Herndon. VA_20170-4817 AN Allag Jahosan (202) 720-1018-aics 1202 30-9014.Fax
4. NAME AND ADCRESS OF CONTRACTCR (No. Sirasf, caunly, State and ZiP: Coda) JA, AMENDMENT OF SCLICITATION NO.
Osborn & Barr ]
1 Nerth Brentwood Bivd. Eighth Floor : 38, DATED (SEEITEM 11)
Clayton, MO 63105 :
AttN BOb v\j”heim ) 104, MOQIFICATION OF CONTRACT/ORCER NO.
(314) 308-1790-Cell (314) 746-1520-Voice {314) 726-8350-Fax | x GS8-23F-0130K / 32083
DUNS: 60-375-8228 TIN: 43-1480127 103. DATED (SEEITEM 13)
CoLE | FaciTy cooe November 21, 2003

11, THIS [TEM ONLY APPLIES TO AMENDMENTS OF SOLICITATIONS

D The above numbered solicitation ts amanded as sal forth la itam 14, Tha hour and date spacifiad [or racalpt of Offars D is axtendad, . B Is nct exlandad.

Offers must acknowledga recaipt of this amendmenl grior to the hour and dats spacified [a the sallcitation ar as amended, by ona of the: fcitowinb malhads:

{a) By compieting Items B8 and 15, and returning ane {1} copy of tha amendment; {5) By acknowiadging recalpt of his amandment on each capy of the offer submitted;
or (c) By separale fatter or talegram which includas a rafarence 1o tha sollcitation and amandment numbars. FAILURE OF YOUR ACKNOWLEDGMENT TO 32
RECEIMED AT THE PLACE DESIGNATED FOR THE RECEIPT OF OFFERS PRICR TO THE HOUR AMD DATA SPECIFIED MAY RESULT IN REJECTION OF
YOUR OFFEA. If by virtue of this amandmant you dasire to change an offer already submittad, such changa may be made by talagram of lattar, provided sach
telagram ar lattar makes rafarance lo the salicitation and this amandment, and Is recaivad prior ta the upering hour and fala spacifiad.

12, ACCOUNTING AND APPRUFRIATION DATA (f raquiad)
. 5-58-2500-R87 0C:252Z Obligate: $ 681,417.45 . :
' 13. THIS ITEM APPLIES ONLY TO MODIFICATIONS OF CONTRACTS/ORLDERS,

IT MOCIFIES THE CONTRACT/ORGER NO. AS DESCRIBED IN ITEM 14,
[A THIS CHANGE ORDER 15 ISSUED PURSUANT T0: {Specly sutharly) THE CHANGES SET FORTH N TTEM 16 ARE LADE W THE CONTRACT ORDER NG, IN [TEM 10A,

8. THE ABOVE NUMBERED CONTRACT/ORDER |S MODIFIED TO REFLECT THE AOMINISTRATIVE CHANGES (such a8 changes in paying office, appropriation dals, slc.) SET
FORTH i ITEM 14, PURSUANT TO THE AUTHQRITY OF FAR 43.103{p). 4 : . ‘ e

FAR 23,103 (AY(3)

[0 QTHER Specity typa ol modliication and authority)

X | _Unilateral FAR 52.217-9 Ootion to Extend the Term of the Caonfract, _ 7
E. IMPORTANT: Centractor [ Is not, Is required to sign this document and returm - 1 copies to the issuing office.

14. DESCRIPTION OF AMENCMENT/MODIFICATICN (Organized by UCF saction headings, including sofizialionfcontract subjact maller whars faasibia }
Modification Reason: o exercise option year 1 and to Increase the level of effort of task arder.

A. Option Year 1 is hereby exercised and funded.
B. The price and technical proposal dated 3 December 2004 in the amaunt of $681,417.15, which includas the increase in the
levei of effort for option year 1, and the governments’ revised statement of work entitied “2005 Marketing/Outreach Plan & Budget”

is hereby incorporated into the subject task order. _
C. The not-to-exceed total is heraby increased from $823,053.00 to $1,504,470.15, a total net increase of $681,417.15.

D. Total contract value is $2,502,754 .15,
E. The pericd of performance is through November 20, 2005,

Please diract al quéstions to: Tracy Lambert (703} 787-1377 — Voice(703) 787-1009 — Fax tracy.lambert@mms.gov

Excapl 2t provided heraln, ail ‘erms and congitlens of the documenl raferancad in ltem 9A or 10A, as haratalies changad, remalna unehanged anwrnrcs and efact

15A. NAME AND TITLE OF.SIGNER  (Type or print) - 16A. NAME AND TITLE OF COMTRACHNG QF"ICER (Type or print}
Yy . . .. .
' 1 Daniel McCarihyr Contr;[ctmg Officer
158. CONTRACTCR/OFFERCR 15C, DATE SIGNED [TBE, U tS OF af{BAICA . .| 16C. DATE 5IGNED
N 12 G / ﬁ‘/
{Signstura of parson authanzad to sign) : -

j it of Jib o : .
NSN 7540-01-152-8070 30-105 Lm/ | B sTANDARD FORM 30 (REV. 10-83)
PREVIOUS EDITION UNUSABLE Computer Ganersd e Prascpfac by GSA
FAR #8 CFR) 53.243

C.  THIS SUPPLEMENTAL AGREEMENT 1S ENTERED INTQ PURSUANT TG AUTHORITY OF: —

ey

T

£y

|
|
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FOR AGEMCY USE QNLY
AD 700 #248 (04)

UNITED STATES DEPARTMENT

PURCHASE ORL .

@poniiolg

AGRICULTURE

1 CONTRACT NUMBER

4 OROER DATE

B GF--zitt G AN TF

UND

4 ORDER NUMDER

o sl

1 PACE NO. T RECEVING i
GFFICE MO, CODE | CODE
10F 5 04/28/04 4£3.01 85-4-(;»—24
Quy TYPD MURGHALE ((hack uead b SIeLLETCR HTNT NG G POV M 10090 bef L ARPAT R N N
T PURCHARE GRULR PFLINCRY ORGETR |
‘_. x PLURCHARE GROLE NO | x YES

T T {Filer s M, A, G

Iy, Slalu, A Gade, and Mana Ha )

"'(ff‘_;_({gi.;‘]naa. Adarnag, Ap Code, snat Flars af nsoection and Aarnptand?

OSBORNE AND BARR SHIP
One North Brentwood, 87 Floor TO ]
St Louis, MO 63105 > rrenE Ghesh 3 rTr comM |y
. é - ) [RLa]
(314) T26-5511 Attn: Kathy Atwood e swy (907) 761-7708 ¢
= T 1 15 10 A7 e i an
LIHE { ACT. HUNGLT | AL, LT
oM cope DLECIYN e 1 QHJEST LN QUANTITY Lt LUMIT PRICT AMEDIINT
001 | 416 | See attachod Estimate dated 4/26/04 2500 1 Ea 2850.00 24850.00
Mark Vagel! to attend the All Emp[oyce meeting on
September 14, 2004,
Son THiE PURCHAGE ORDER NEGOTIATED PURSUANT 7O AUTHORITY OF 41 U.5.C, 252 {e){ |3
2T G FOINT S RISCOUNT AMINCIR NET PAYMENT TERMS Adp TYPE SOMMODETY! 25
PAYMENT .
Net 30 days couE-P X Sub-Totals> | 2,850.00
73 DLLIVER 1O [.00.0. FOINT ON O REFQRE (Bals) 24 SHIM Via 26 ESTIMATELD FRUIGHT
TOTAL - |2,850.00
an AT AGCOUNTING GLAGSIFIGA TION 30 At
il\.i(a% A u c n E DISTRIQUTION AMDINT
z 5 1 5 3 1 1 4 iz 2
001 | 4Ce030000
002 (416080000 ! .

A1 o IBSUING LFFICE NAME AND ADDRESS

USDA, Rural Development

800 W. Evergreen, Suite 201
Palmer, Alaska 23645-653%

316 CROCRED BY (Name A (i)
Kathleen K. Russell, Contracting Officer {Nc. 667)

7708

Tl COMMERCIAL PHONE (Ari t‘udu wuied numbaor)
(907) 761

M FT% Phone
Mo,

lr‘NATUREKl

Gz L

ATAI0-T (Rev.7/30)
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U.S. DEPARTMENT OF AGRICULTURE
PURCHASE ORDER TERMS AND CONDITIONS

52.252-é Clauses Incorporated by Reference.
As prescribed in 52_107(b), insert the following clause:
Glauses Incorporated By Reference (Feb 1998)
This contract incorporates one or more clauses by reference, wfth 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 accassed electronically at
this/these address(es): http://www,.arnet.gov/far.

(End of clause)

Clause ‘ Title Date
52.213-1 Fast Payment Procedure (Feb 1938)
52.213-2 Invoices - (Apr 1984)
5§2.213-3 Notice to Supplier (Apr 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 Commercia! ltems) (Oct 2003)
{a) The Contractor shall comply with the following Federal Acquisition Regulation (FAR)
clauses that are incorporated by reference: o
(1) The clauses listed below implement provisions of taw or Executive order:

(i) 52.222-3, Convict Labor (June 2003) (E.O. 11755).

(if) 52.222-21, Prohibition of Segregated Facilities (Feb 1999) (E.O. 11246).
(i) 52.222-26, Equal Opportunity (Apr 2002} (E.O. 112486).

(iv) 52.225-13, Restrictions on Certain Foreign Purchases (Oct 2003) (E.o.s,
proclamations, and statutes administered by the Office of Foreign Assets Cantrol 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 (Apr 1984).

(i) 52.232-8, Discounts for Prompt Payment (Feb 2002).

(iii) 52.232-11, 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) 52.253-1, 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. 13128). (Applies to contracts for supplies exceeding the micro-purchase
threshold.)

(i) 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 Istands).

(i) 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) (28 U.S.C.
793). (Applies to contracts over $10,000, unless the work is fo be performed outside the
United States by employess 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
{stand.)

(v) 52.222-37, Employment Reports on Special Disabled Veterans, Veterans of the
Vietnam Era, and Other Eligible Vetarans (Dec 2001) (38 U.5.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 Istand, Wake lsland, or the outer continental shelf lands).

(vii) 52,223-5, Pollution Prevention and Right-to-Know Infarmation (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 autlying 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 cancerns; or

(B) Cannot be set aside for smali 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). (Apphes 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 Contractar.
Registration (May 1999). (Applies when the payment will be made by EFT and the
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 (exc:fapt
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 wmie Government's interest When Subuontracting with
Contractors Debarred, Suspended, or Proposed for Debarment (July 1985) (Applies to
contracts over $25,000).

(ii) 52.211-17, Delivery of Excess Quantities (Sept 1989) (Applies to fixed-price
supplies).

(i) 52.247-29, F.o.b. Origin (June 1988) (Applies ta supplies if delivery is f.o.b. origin).
(iv) 52.247-34, F.o.b. Destination (Nov 1991) (Applies to supplies :fdelwery is f.0.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 Confracting Officer will make their full text
available. Also, the full text of a clause may be accessed electronically at this/these
address{es): http//lwww.arnel. gov/far.

(d} Inspectian/Acceptance. The Contractor shall tender for acceptance only those items
that conform to the requirements of this contracl. 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 reasanable period of time after the defect was dlscovered or should have
been discovered,; and
{2) Before any substantial change occurs in the condition of the itern, unless the change
1s due to the defect in the item.

(e) Excusable delays. The Contractor shall be liable for default unless nonperformance
1s caused by an occurrence beyond the reasonable contro! 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, fires, floods, epidemics,
quarantine restrictions, strikes, unusually severe weather, and delays of common
carriers. The Contractor shall notify the Contracting Officer in writing as scon as itis
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 occumrence. ,

(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 wark hereunder and shall
immediately cause any and all of its suppliers and subcontractors to cease work.
Subject to the terms of this contract, the Contractor shall be paid a percentage of the
contract price reflecting the percentage of the wark performed prior to the notice of
termination, plus reasonable charges thal the Contractor can demonstrate to the
satisfaction of the Government, using its standard record keeping system, have resulted
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 Gavermnment 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.

(9) 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 coniract terms and conditions, or fails to provide the Gavernment,
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 liabie to the
Government for any and all ights and remedies provided by law. If it is determined that
the Government improperly terminated this coniract 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 parlicular purpose described in this contract.
(End of clause)

452.204-70 Inquiries.
INQUIRIES (FEB 1983)

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

K}

(End of provision)
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Oni North Brenrwaod, 8th Tloor, 81, Leuis, MO, §3105

OSBORN&BARR

CORMMUOMNISC ATIDNS

| _ Estimate

USDA Date :  4/26/2004

. Pape : !
Allention:
Client Rcf #: Client: usda Division misc Product misc
Lstimnate#: 013247 USDA "Living the Brand” Alaskan  Job #: 021283 USDA "Living the Brand" Alaskan
Comp# : 01 USDA "Living the Brund" Alaskan  Comp # 1 01 USDA "Living the Brand" Aluskan
Quote #; 0] Reviston #; 01 Sales Class:  Account Services g
J)cscri_btimn ‘ ‘ . . Amount

This estimate has been created 1o cover costs associnted with the USTIA Living the Brand
Workshap.

Apency Feen: .
Ageney Fee } ‘ 2,000.00
Cuost for apency to present "Living the Brand” workshop. : _
) Apency Fues:: 2,600.00

Outside Expense;
Travel Expenses T _ 850.00
Outside Fxpense:: §50.00
“Tacal Estimate Amount: ' 52.%50.00

e lurrlinueed .
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One North Breotwooed, Rl Floer, Si. Louis, MO, 63105

OsBORN& BARR,

S OM M UNICATIONS

Lstimate
USDA ‘ Date:  4/26/2004
. . Page: 2

" Allention:

Client Ref #: , | Clienv:  wsda  Division misc Product misc

Estimate # 1 013247 USDA "Living the Brand” Alzskan Job #: 021283 USDA "Living the Brand" Alaskan
"Comp #: 0] USDA "Living the Brand" Alagknn Comp #f @ (1 USDA "Living the Brand" Alaskan

Quote #: 0] Revision #: 01 Sales Class:  Account Services

Description - ' . Amount

This extimle is subfeer 10 a4/« T0% variance, ‘

The costs are baxed upon nurunderstanding, at this time. These costs do nat include any allowanees for revisions or change after
this date. This ettimate is subject to meview if net approved within (30) duys or if production is not complete within (60) days.
Phote und broadiast estimates do not allow for " Rain-0ut” or "Canceliation Fees",

Payment; _ ]
Upon termingtion of the agresment Osborn & Burr shall be enlitled to recaive the campensation and expenses in its entirely ag
provided herein fare its services as outlined herein for advertising /public relntions purchased, and for any uncapceilable materinls
and/or eontructs finished or i preparation,  Photo dlusteations are based upar a "usage fec” unless otherwise noted. Freight,
delive d postage cxpenses. are estimatgg agly. Actual costs will be billed acenrdingly.

‘A..hn.:\tiuuzn’g{'xucu Ve ﬂ Datc | %9/5’7/
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ST DIR RURAL DEVELOPMENT

"{TO: (Precuremant Offler)

PROCUREMENT REQUEST
INSTRUCTIONS: Agencics must provids

1. REQUESTING OFFICE

SUPERVISOR SIGNATURE

eritries in unshoded aFeac See roverse.
2 4 5 a 7 g 3 1A, PROCLUREMENT REQUEST NO.
RECEIVING ccmmc‘r NUMBER SRDPER UNiT |FUND PURCHASE/DELIVERT suB
QOFFICHE NO. (If Applicahis) DATE cops |CODE GRDER NUMBER )
1B. DATE

0% .25 o

HECK ONE] 10, TO: (Gallar) 1. SH-lF' To: {Cancignes and Dastinuticn)
Purchas
O‘:ch c Oéborn— ﬁu‘f" LS 24 - ve s !?.A_Lf—
S0 Ho e, Cred: —}'L&“m Floc e, =uide 23c
Deljvery g + rr,r s.é«.r Ay o
Order ,4_’L CUQOGL ﬁ s
AHe: ,61“7%7 gon-bbt -{ 765" WNSIDE DEUVERY REQUESTED
12 13 14 Affoe 18 18 17 1sE! 18 20
LINE| ACT. BUDGET |ACC. UNIT
rrem| cooE CESCRIPTION SEIECT |UNE | QUaNTITY]ISSUS  UNIT PRICE AMOUNT
Shate FViin ( MME&“F?&B ‘5‘555”” ;—3—0-0 —
b-15-0f ‘ 5 o0 = w
IUS’I'IFTCATION
)ZE ir ff} {[ﬂ Uf-
;4; //aw uf' ‘fD é-ef!nj ;
e 5
E\-\_'_\ L :
& I L :
fﬁ-cna_,nﬂfﬁ* fh it s i et I '
s o Y
’ 4 ’D&Lﬁ\_&bf“d—“ - :j '}?
o (;_ U—Ji’.‘r.-ﬁ-‘-ﬂ".‘ el
- /
W pry O A"’*-—"‘ 5{“’""3!’ £,
i’p 4& cf“'_i_-_ﬁ/&?“n “E"i”-'-f:"
‘ ' DY & 75" /
c{mi‘&-r--ke sl ‘71 3/% -/ ’f
For addiciopal informuation plears comtact:
/ (2372267
TECHMICAL CONTACT TELEPHONE NO.
71 FOB POINT 72 CISCUUNT TERMS
TReRT - Sub-Total P’
23 REQUIRED DELIVERY | 234 HEGGTIATED DRELIVERT | 24 SHIP VIA 7% ESTIMATED 77
(DG NOT LUSE FREIGHT -
(Do NE TOTAL W 2%#0. -
28 | 28 ACCOUNTING CLASZIFICATION 1 ! 21
T A ! c D & DISTRIBUTION AMGUNT
—z 5 10 5 —3 2 f— ~1—2 2 _

RECOMMENDED SOURGE(S) (If necc=zary, Y=<t attachad}

FUNDS AVAILABLE SIGNATURE DATE

1 cortify that the above ifoms are necessary for use in the public service.

TITLE

STATE DIRECTCR

3[/ 12?9.5 oF AUTHQR?&ESENTATN=

ADTOD (4-82)
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05,0304 08:52 FAY 314 863 2277 OSBORN AND BARR imonl

 (OSBORNGZBARR

COMMURNICATIONS

One Narch Brencwaod 4 Eighth Fioar ¢ 3e. Louis, Missourd 63105 ¢ (314) 7265511 % {288) BELIFF.2 & {314) 726-G330 FAX & yeund asbprm-brr.com

Ta: Rose Mars Massa From: Kathy Atwood'
Fax: 717-237-2191 Dare: 5-3-04
Phone: _ _Pages: 3

Re: ‘ CC:

[JURGENT  [] For Review ] Please Comment

Please Reply [ Please Recyzle
P

Comments:

Hi Rose Marig,

Attached is the estimate for the "Living the Brand" workshop to
15. Travel expenses may loak a bit high but wan't sure what al

Please sign and fax. back 1o me at 314-726-6350.
'fhanks,

Kathy

be conducted by Mark Vogel on Tuss,, June
riare would be, hatel, maals, etc.

We Create Belief®

This fax ard any atrached decuments are confidential and arz incended soldy for the individual or endity 2o which this fax is acdressad, Aty usa, disclosurs, copying or

disribusion of this fax or die attached files by amyoae other than the interdled Tecipient is prahibieed. i you are not tha inkended recipiene of this f, please netify the sender.

2004 We Create 3elicP is 3 regiveered trademark of Qsborn & Barr Cammunicarions, Inc,

@oos
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.Oné North Brentwood, 8th Fieor, St, Lowis, MO. 63108

 COMMUNICATIONS ‘
A - Estimate o
uspA . S A : ‘Date: 4/29/2004
o : . Page: !
Atrention: ‘ )
'trﬁent Refd: o Client: wda  Dlvision szc _ Product misc
Estimate ¥ : Ul 3384 USDA "'Living the Brand" PA Work Jab#: " 021458 USDA "Living the Brand" PA Works
Comp#: 01 . USDA "meg thc Brand” PA Work Comp#: 01 - USDA "Ljving the Brand" PA Works
Quote#: 01 Revigion #:. Sales Class: Account Services. '
Deseription - ’ _ . . ' . Amount
. This e:st:mate has been created 10 C«O‘V‘EI‘ costs associated wnh the USDA Living the Brand
Warkshop
Mark Vogel from Osborm & Barr Comrmmications will travel to PA to present the "Living the
Brand” workshop. Ay changes ‘o these an specx.ﬁcanons will require a revised estimate.
Agency Fees: . L . . .
Agency Foz _ ' o _ ' . 2,000.00
h Agency Feesi: :  2,000.00
Outside Expense: , _ . : : ;
"Travel Expenses ' - ' _ §00.00
’ - Outside Expense:: : 300.00
. Total Estimate Amount: ' | §2,8300.00

—-Continued—
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One North Brentwood, §th Flnur,.'St. Louds, MO. 63185

OSBORN&BARR |

VCO.MMUNICATIONS

| ‘ Estimate N | .

USDA -+ - : , . Datc:  4/25/2004
) . ' " Page: 2

Aftention: .
Client Ref#: . - - ' Client: usda  Divisionmisc  Product misc
Estimate#: 013384 USDA "Living the Brand” PA Work Job#: 021458 USDA “Living the Brand" PA Works
Comp#: Ol =~ USDA "Living the Brand” PA Work Comp#: 01 - USDA "Living the Brand" FA Works
Quote#: 01 - Revision#: 00 : Sales Class:  Account Services - .
Description o | | . Amount

This estimte is subject to & +- 10% variance. . . ' . . o ‘

The ¢osts are based rpon ourundsrstanding at this tine, These costs do not include any allowances for revisions of chenges after
" this date. This estipmte Is subject to review if not approved within {30} days or if production 18 not conplete within (60) days.

Photo and broadcagt estimetes 36 not allow for " Rain-Our” or "Cancellation Fees". : _

Payment: =~ - - : o ' ; .
Upon termination of the agresment Osborn & Barr shall be entitled to receive the compensation and expenses i its extirsty as
provided hergin fore jts services as outlined herein for advertising /public ralations purchased, ard for any uncancellablc materials
and/or contiacts finished or in preparstion. Photo ilhistrations arc based upon 2 "ussge fee” unless otherwise noted. Freight,

Pry )f w . Clicni Signature

[ A,ecmmﬂ&xv::uﬁ% ' l . Date
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