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STATE OF MICHIGAN

Department of Management and Budget

Purchasing Operations

Request for Information  
Statewide Advertising and Media Services
Buyer Name:  Melissa Castro, CPPB
Telephone Number:  517-373-1080
E-Mail Address:  castrom@michigan.gov
Please note revisions to the timeline below:
	Key Milestone:


	Date:

	Issue Date
	4/11/08

	Rescheduled Informational Meeting – Grand Rapids
	5/30/08 at 10am

	Second Round of Written Questions Due 
	6/2/08

	Responses Due
	6/10/08
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1.
REQUEST FOR INFORMATION OVERVIEW AND GENERAL INSTRUCTIONS
This is a Request for Information (RFI), issued by the Michigan Department of Management and Budget (DMB) Purchasing Operations.  
The State of Michigan (State) is in the process of evaluating and analyzing the current purchasing practices for advertising and media services across all State agencies and the Michigan Economic Development Corporation (MEDC). This RFI solicits responses to identify industry best practices and to receive feedback from vendors throughout the State regarding our current processes and potential improvement opportunities for future contracting.  

There will not be a contract resulting directly from this RFI. Respondents to this RFI will be notified of any Request for Proposal (RFP) that may follow this RFI.
2.
RFI DESCRIPTION

The State is seeking information regarding advertising and media purchasing. The information sought in response to this RFI will assist the State in making a decision regarding long-term strategies for the State’s advertising and media purchasing on a statewide basis.  
This RFI has three key objectives: 
· Provide prospective respondents with information regarding the State’s current practices,  
· Solicit respondent information to assist the State in determining more effective and efficient ways to procure these services, and, 
· Develop an understanding of new advertising mediums (such as the internet) and how these mediums can be leveraged by the State.  How can the State effectively transition from traditional media to Web 2.0?
The State is seeking feedback on the information in this RFI and will consider any information, including partial responses, received in response to this RFI.  If the State moves forward in the development of an RFP, the RFP process will be open to all respondents regardless of their decision to participate in this RFI.

3.
EXISTING STATE CONTRACTS AND MEDC PROGRAMS 

The State currently has multiple contracts for advertising and media buying services.  In addition to contracts held by DMB, agencies contract individually for these services when they are under $25,000.  The exact services and requirements may vary per contract.  See Attachment A for a description of current contracts held by DMB.  See Attachment B for a description of two of MEDC’s largest programs involving advertising and media services.
4.
INFORMATIONAL MEETINGS & WRITTEN QUESTIONS
The State is holding three informational meetings during the RFI process.  The Detroit area and Lansing are meetings were already held.  The Grand Rapids meeting has been rescheduled to the date and time listed below.  The purpose of the informational meetings is to have an open dialogue on the current advertising practices of the State, to allow the vendor community to ask questions and to clarify information prior to providing their responses to this RFI, and to provide a forum for group discussion.  Attendance at these meetings is encouraged; however, it is not mandatory to attend one of these meetings in order to respond to the RFI. 
Location and date for the meeting is as follows:


Grand Rapids Area









Grand Valley State University





University Club









Friday, May 30, 2008








10:00am to 12:00noon





There will be an additional opportunity to ask questions in written format.  Respondents may submit any questions on items that were not discussed at the informational meetings. Questions regarding this RFI must be submitted via e-mail to Melissa Castro at castrom@michigan.gov no later than 3pm Eastern Standard Time on the following dates:  

	Vendor Questions Due
	State Answers Posted

	June 2, 2008
	June 4, 2008


A copy of each question and answer will be posted to the RFI website.  

5.
INFORMATION REQUESTED FROM VENDORS
Vendors are requested to review the list of current DMB and MEDC program information for advertising and media buys (see Attachments A and B).  The State is seeking information from industry experts and the vendor community regarding current best practices.  The State is also requesting that responses to this RFI include the vendor’s recommendations for ways to improve the State’s contracting process for these services.  Examples include consolidation of contracts, creating separate contracts for creative and media buys, and any other suggestions that the vendor community believes could assist the state in receiving the best services while controlling costs.  

Please note, this is not a Request for Proposal.  The State is seeking information regarding best practices and will not be reviewing sales information.  Please do not include sales brochures, resumes of staff or any company specific information that would typically be included in a response to the State’s Request for Proposals. 
6.
RFI RESPONSE DIRECTIONS, FORMAT AND CONTENT

RFI Responses

Vendors interested in responding to this RFI should submit four written copies of their response and two electronic versions on CD to:

Melissa Castro, CPPB
STEVENS T. MASON BUILDING

DMB Purchasing Operations

530 West Allegan Street, 2nd Floor

Lansing, MI  48909

Responses must be received by the State no later than 3pm Eastern Standard Time on June 10, 2008.  The outside of the package (envelope or box) should be clearly marked: “Advertising & Media Services RFI”.
RFI Format and Content
The following is the suggested outline for responding to this RFI.  This outline is intended to minimize the effort of the respondents and structure the responses for ease of analysis by the State.  

The State seeks creative, high-level responses to the RFI and is interested in receiving the following information from each respondent’s RFI submission:

Section 1 – Review of Current Practices
Provide an analysis of the State’s current practices.  This analysis should include a discussion of what the respondent believes is positive with the State’s current practices, and what the respondent believes is not working in the State’s best interest. 
Section 2 – Recommended Strategies and Alternatives
Describe one or more strategy for the State’s purchasing practices for advertising and media buys.  Responses to this section should include information regarding why the respondent believes this would be a viable strategy, including any examples of clients who are successfully using a similar strategy. 

Section 3 – Additional Materials
Please provide any other materials, suggestions, and discussions you deem appropriate.  

Attachment A

Current State Contracts

The information in this attachment pertains to both DMB contracts ($25,000 or over).  For a copy of the complete contract(s), please submit a request via email to Melissa Castro at castrom@michigan.gov.  Please indicate which contract number(s) you would like to receive.  The contract documents are large Word files; please review your email security practices to verify that you can receive these documents via email.  

	Contract #:
	071B6200050

	Agency:
	Department of Agriculture

	Contract Timeframe:
	11-1-05 through 10-31-08

with two 1-year optional renewals remaining

	Est. Annual Contract Value:
	$250, 000.00

	Services Available:
	Develop communication strategies; develop media plans and conduct media placement; develop and produce creative concepts; conduct market research; and produce/duplicate media materials.

	Examples of Programs Targeted:
	Emerald Ash Borer control communications; Michigan Wine and Grape Council publicity and website/magazine content; “Select Michigan” statewide marketing program development; Bovine Tuberculosis eradication PSAs; and “Agriculture Every Day” website content.


	Contract #:
	071B7200193

	Agency:
	Michigan State Police

	Contract Timeframe:
	2-9-07 through 1-31-10

with two 1-year optional renewals remaining

	Est. Annual Contract Value:
	$4,500,000.00

	Services Available:
	Develop advertising/marketing/creative concepts; conduct market research; produce radio, TV, and billboard advertising; produce/duplicate media material; and develop media plans and conduct media placement.

	Examples of Programs Targeted:
	This contract handles almost all creative and media services for the Office of Highway Safety Planning.  The main focuses of the campaigns are increasing safety belt usage and decreasing drunk driving.


Attachment A (cont.)

	Contract #:
	071B5200032

	Agency:
	Department of Treasury

	Contract Timeframe:
	10-10-04 through 9-30-08

with no renewals remaining

	Est. Annual Contract Value:
	$300,000.00

	Services Available:
	Develop communications strategy, develop and produce advertising/marketing/creative concepts; conduct market research; email marketing campaign; develop media plans and conduct media placement; produce/duplicate media materials; and press releases/press event coordination.

	Examples of Programs Targeted:
	This contract handles all creative and media services for the Michigan Education Trust.  The main focuses of the campaigns are to increase sales of MET contracts, and to increase awareness of the MET program.  


	Contract #:
	071B5200138

	Agency:
	Department of Community Health

	Contract Timeframe:
	12-15-04 through 7-31-08

with no renewals remaining

	Est. Annual Contract Value:
	$6,000,000.00

	Services Available:
	Develop marketing strategy, develop advertising/marketing/creative concepts; develop media plans and conduct media placement; conduct market research; and produce/duplicate media materials.  This contract also includes a clearinghouse that provides storage space, inventory control, fulfillment and phone center services to respond to media campaigns.

	Examples of Programs Targeted:
	AIDS prevention programs; Breast and Cervical Cancer screening awareness; childhood immunization information; problem gambling prevention and awareness; and understanding Medicaid availability.  


Attachment A (cont.)

	Contract #:
	071B5200395

	Agency:
	Bureau of State Lottery

	Contract Timeframe:
	9-7-05 through 9-30-08

with two 1-year optional renewals remaining

	Est. Annual Contract Value:
	$17,500,000.00

	Services Available:
	Develop marketing strategy, develop and produce advertising/marketing /creative concepts; develop media plans and conduct media placement; conduct market research; and produce/duplicate media materials.  

	Examples of Programs Targeted:
	This contract handles all creative and media services for the Lottery.  The main focuses of the campaigns are to increase participation in the lotteries various games and to increase public awareness of the Lottery’s financial contribution to the State.  


	Contract #:
	071B5200376

	Agency:
	Michigan State Police

	Contract Timeframe:
	7-1-05 through 6-30-08

with two 1-year optional renewals remaining

	Est. Annual Contract Value:
	$30,000.00

	Services Available:
	The contractor provides print and graphic design services, such as logos, fliers, and brochures.  

	Examples of Programs Targeted:
	This contract handles print and graphic design services for the Office of Highway Safety Planning.  The main focuses of the campaigns are increasing safety belt usage and decreasing drunk driving.


	Contract #:
	071B5200376

	Agency:
	Michigan State Police

	Contract Timeframe:
	7-1-05 through 6-30-08

with two 1-year optional renewals remaining

	Est. Annual Contract Value:
	$30,000.00

	Services Available:
	The contractor provides print and graphic design services, such as logos, fliers, and brochures.  

	Examples of Programs Targeted:
	This contract handles print and graphic design services for the Office of Highway Safety Planning.  The main focuses of the campaigns are increasing safety belt usage and decreasing drunk driving.


Attachment B

MEDC Programs

Business Marketing:

In fiscal year 2006-2007, business marketing for Michigan successfully implemented the second year of the “Upper Hand” advertising campaign. The continued funding for this program enabled Michigan to reach significant national and international markets, highlighting the key assets in Michigan including a skilled workforce, great university systems, significant research and development assets and a great quality of life. Overall, the campaign continued to promote Michigan as a great place to live, work and play.  The second year of the contract with DP & Company out of Farmington Hills, continued to build on the development of additional success stories including, Dow Corning – Hemlock Semiconductor (Thompson Township), Neogen (Lansing), ePrize (Pleasant Ridge) and alternative energy advertisement highlighting Michigan as the eco-peninsula.  There are twelve fully produced success stories commercials through the “Upper Hand” campaign.

The marketing was focused on reaching CEO’s and other C-level executives considering locations for business growth or expansion. By contracting with an independent research firm, we were able to test the effectiveness of the ads and messaging within our target audience. In summary, CEO’s across the nation participating in the focus groups had a greater awareness of Michigan as an option for successful business growth, they understood the skilled workforce message and most indicated they would include Michigan as an option for business expansion and understood MEDC as the place to start for looking at locations and business environment (taxes and general costs) for location consideration. The research also indicated an improved image perception of Michigan as a place to do business across national CEO’s. The campaign was expanded into the international market running on CNN national and CNBC. Many traveling CEO’s from Michigan indicated seeing the advertisements in China, Europe and India.

To support the overall advertising campaign and messaging, the MEDC Business Marketing team also worked on supporting initiatives including website redesign. Michigan.org had historically been the overall MEDC website with 80% of the traffic to the site being travelers looking for tourism information. By splitting the website into three specific sites, Michigan.org (travel/tourism), TheMichiganAdvantage.org (business marketing) and TheMEDC.org (MEDC corporate site) MEDC is better able to communicate specific content for the target audiences. The metrics and reporting put in place helps drive content updates and changes required throughout the site updates. MEDC now carries the “Upper Hand” branding through the web and e-strategies formats.

In addition to the focused delivery of a consistent message and branding campaign in FY 2007, the MEDC Business Marketing team helped to create a clear message in several key events held both nationally and internationally. These events were used to communicate to prospect businesses the advantages Michigan offers as a place to do business. These events were coordinated with our statewide local development partners and supported their regional economic development initiatives. The key shows and events MEDC participated in during FY 2007 included:

· North American International Auto Show (NAIAS) – highlighted alternative energy and automotive research and development strengths

· Society of Automotive Engineers (SAE) – Highlighted automotive research and development strengths

· Grand Prix Race Weekend – CEO’s from Michigan companies were able to experience a positive weekend and enjoy the race

· Bio – highlighted life sciences and medical device strengths in Michigan

· E2Detroit – Celebrated entrepreneurialism in Michigan

· Management Briefing Seminars – highlighted our automotive research strengths in the state

· MichBio – highlighted our life-sciences pipeline

· CoreNet Global Summit – Highlighted our services provided to the real estate professionals

In summary, FY 2007 focused on rebuilding image and messaging for the economic development efforts taking place throughout the state. By building on the branding in FY 2007, MEDC will become more aggressive in developing national and international attraction opportunities and continue to leverage the CEO success stories to attract diversifying companies.

Michigan Tourism Promotion:

Visitors spend $18.8 billion annually traveling Michigan.  That spending funds 200,000 jobs statewide and generates $1.1 billion in state tax collections.  

Our “Pure Michigan” marketing campaign was recognized as the “Best State Tourism Advertising Campaign” in the U.S. in 2007.  Our tourism website, michigan.org, is the most popular state tourism website in the U.S.

Funding from the 21st Century Jobs Fund boosted the Michigan tourism promotion budget from $5.7 million in 2005 to $13.2 million in 2006 and 2007.  New funding from the tobacco settlement bond refinancing will boost the Michigan tourism promotion program to $20 million in 2008 and $26 million in 2009.  This will be Michigan’s biggest tourism promotion effort ever, funding a first-ever national cable television buy for Pure Michigan.  We also will be adding new primary markets, such as Columbus, Dayton and St. Louis, to our current primary market list – Chicago, Indianapolis, Cleveland, Cincinnati, Milwaukee and Ontario, Canada.

This funding is particularly important given what our competitors are spending in FY 08:

Hawaii -- $85 million

Texas -- $63 million

California -- $58 million

Illinois -- $50 million

Florida -- $42 million

Pennsylvania -- $32 million

Louisiana -- $29 million

South Carolina -- $28 million

Arizona -- $25 million

Colorado -- $23 million

Tennessee -- $21 million

Missouri -- $21 million

These funds need to be available no later than April 1 for us to take the Pure Michigan campaign national for the 2008 summer season.   The buy has to start airing the first week of May, needs to be purchased by April 1.  If we miss this deadline, we will have to delay the national campaign for a year, until the summer of 2009.

Regarding our return on investment research, Travel Michigan spent $13.1 on out-of-state advertising from 2004 to 2006.   That advertising generated 2.6 million incremental trips to Michigan, and those new visitors spent $517 million at Michigan businesses.   That spending also put $36.2 million into the state treasury.  So, each state advertising dollar resulted in $39.50 for Michigan businesses and $2.76 in new state taxes.  Private-sector advertising partners all over the state contribute more than $1 million per year to the Pure Michigan advertising program. 
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