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Statement of Work
Purpose:  
The primary purpose of this activity is to engage a highly professional advertising agency to develop campaign concepts that are aimed at building the individual, household, community and district competence (willingness and ability) to reduce chronic under-nutrition particularly stunting and other nutritional deficiencies especially anemia.
Provider(s): 


TBD
Period of Performance:
XXXXXXXXX, 2015 
Place of Performance: 

Kampala, Uganda
Activity Code:



A. Background
SPRING is dedicated to strengthening global and country efforts to scale up high-impact nutrition practices and policies. SPRING provides state-of-the-art technical support focused on preventing stunting and maternal and child anemia in the first 1,000 days, linking agriculture and nutrition, and creating social change and behavior change through communication. SPRING’s mission supports two major U.S. Government initiatives: Ending Preventable Child and Maternal Deaths and Feed the Future.

SPRING is funded by USAID under a five-year cooperative agreement. SPRING's experienced implementation team consists of experts from JSI Research & Training Institute, Inc., Helen Keller International, The International Food Policy Research Institute, Save the Children, and The Manoff Group.

Uganda is on track to meet the MDG indicator—eradicate extreme poverty and hunger. The statistics show 38% of population lives below the poverty line and 33% of children under 5 are stunted. Additional 5% and 14% of the Ugandan children under 5 years are wasted and underweight respectively. Anaemia and other micronutrient deficiencies in children and women of reproductive age are equally prominent. The level of stunting, underweight, wasting and anaemia is still high and remain unacceptable and calls for urgent action to prevent more children from getting under-nourished.
Some key underlying factors affecting under-nutrition in children and women of child bearing age especially poor food security, especially seasonal food insecurity, inadequate infant and young child feeding practices including low rates of exclusive breastfeeding and inadequate complementary feeding practices, very poor sanitation and hygiene practices such as failure to wash hands with soap and water and a lack of appropriate toilets. Other contributory factors to under-nutrition in Ugandan children and women of child bearing age are infectious diseases mainly malaria, Tuberculosis (TB) and HIV and AIDS, diarrhea, pneumonia, and acute respiratory infections.
B. Current Status of the Activity
In the past year, SPRING has supported the Secretariat of Uganda Nutrition Action Plan under the Office of Prime Minister to develop the National Advocacy and Communication Strategy. The ultimate goal of the National Advocacy and Communication Strategy is to use communication to support the pro – nutrition activities and household practices contained in the Uganda Nutrition Action Plan to reduce stunting and other nutritional deficiencies especially anemia.

The National Advocacy and Communication Strategy is built on four strategic objectives:

Pillar 1: Protecting the first 1,000 days: Every Ugandan child has the right to achieve his/her growth potential. Achieving healthy growth for every Ugandan child during the First 1,000 Days is an important family and national goal

Pillar 2: Promotion of the healthy Ugandan Diets: Households, communities, Government and Stakeholders can contribute to the production and post-harvest management of local foods, improving access to and consumption of healthy Ugandan

Pillar 3: Promotion of Positive Role Models: People adopt the critical behaviors and changing their attitudes toward particular social practices can provide a role model for others of positive

Pillar 4: Accountability: The nation, not only politicians, is accountable for achieving nutrition
The National Advocacy and Communication Strategy which is the basis of the proposed communication campaign relies on the Social Ecological Model and Diffusion of Innovations theoretical frameworks. Ideally, these two theories should be embedded in the execution of all communication efforts.
The Social Ecological Model recognizes that multiple layers influence human behavior: 

· Individual

· Knowledge and skills, beliefs and values, self-efficacy, perceived norms, perceived risk 

· Family and peer networks

· Parenting skills, positive peer influence, social support, supportive partner relationships

· Community

· Leadership, collective efficacy, equal access to resources/services/information, shared ownership, equal participation, social capital 

· Society 

· Committed leadership, supportive policy, positive religious and cultural values, equitable gender norms, supportive media 

The Diffusion of Innovations (DI) theory describes and typifies how new ideas, practices and innovations spread and become adopted widely. In DI, ideas, behaviors, or commodities must have the following qualities if they are to be widely diffused and adopted:

· Demonstrate relative advantages or benefits that are appealing and make sense from the audience’s point of view; 

· Be compatible with the existing values, practices and day-to-day lives of the audiences; 

· Be simple and easy to adopt, maintain or use; 

· Be easy to try out; 

· Produce observable results, that is, people can see the knowledge, behavior, norm, roles, or commodities being practiced or used and can observe the impact; 

· Be supported through peer-to-peer conversations and peer networks to ensure the spread of the idea, behavior or commodity.

Building on the above background, the UNAP secretariat requested partners including SPRING to support with implementation of campaigns as means of promoting the recommended behaviours and practices but also to produce set of adaptable national communication tools. These tools would get submitted to the office of the UNAP secretariat in the Office of the Prime Minister so that they could get adapted by other partners interested in promoting high impact nutrition behaviours and practices. SPRING agreed to introduce a national communication campaign to support the first two pillars—1) protecting the first 1,000 days, and 2) promotion of the healthy Ugandan Diets.
The campaign will be driven by a combination of mass media, outdoor and community outreach activities. Under the mass media strategy, radio has been considered as the main channel with series of approaches that included radio talk shows, radio spots and DJ mentions. SPRING will implement the campaign over a period of four months with two phases – Protection of the First 1,000 days (2 months) and Promotion of Healthy Ugandan Diets (2 months).
C. Objectives for the Activity:

Develop three creative concepts (“big ideas”) for a campaign that will change social norms and mobilize joint action at household, community, and district levels to promote growth and protect health during the first 1,000 days, and to raise the profile and status of local Ugandan foods as a key part of healthy diets for Ugandans during the first 1,000 days. 
D. Qualifications of the Creative Agency (to be presented as part of the proposal):

The vendor must provide the following:

· Account Management structure for the SPRING/Uganda Account indicating the experience of staff/consultants to be used

· Technical proposal indicating understanding and interpretation of the scope of work and strategic creativity and execution plan for the activity. 
· Competitive financial proposal including the narrative and budgetary allocation between Agency fees and production (Not exceeding UGX 40,000,000 inclusive of all taxation)
· Level of experience in the management of similar projects i.e. provide some case studies
· Experience of working with other Advertising Agency partners to execute an integrated communication campaign
· Two references of recent clients, preferably in the area of development of creative campaigns. 
E. Proposed approach and content:

SPRING will conduct a workshop under which the creative brief will be developed and signed off by the Agency. The creative brief will outline the required direction and output from Agency. The Agency will subsequently develop three concepts that will be pretested in order to select one direction that will applied across all communication platforms and will incorporate both the protection during the first 1,000 days and the healthy Ugandan diets ideas.
F. Responsibilities of the Creative Agency:
The creative agency will work with the SPRING staff to accomplish the following illustrative activities:

1. With technical direction from SPRING and National Advocacy and Communication Taskforce, the Agency will develop three creative concepts for the consideration. The Agency will:

a. Participate in a one day internal SPRING workshop to develop the creative brief and share the key messages for the different audiences specified in the National Advocacy and Communication Strategy.
b. Work with SPRING technical team to develop joint creative briefs for easy execution based on the output from the above mentioned workshop.
c. Present three concepts for review by the stakeholders before the pre-testing process.

2. Based on the feedback from the stakeholders at the National level, the creative agency will make the necessary changes and prepare for the pre-testing exercise of the three concepts. Basically the agency will :

a. Prepare creative boards for the pre-testing exercise
b. Organize the pre-testing sites in consultation of the SPRING technical team.
c. Review the pre-testing guide that will be provided by the SPRING technical team.

d. Provide the necessary facilitation for the participants engaged in the pre-test.
3. Produce the following campaign materials but not limited to:

a. Radio spots with two executions for phase one in English and other 5 local languages – Luganda, Runyakore, Luo, Ateso and Swahili
b. Radio spots with two executions for phase two in English and other 5 local languages– Luganda, Runyakore, Luo, Ateso and Swahili
c. Generic popular song that will garner sufficient airplay for the campaign

d. Design lay out (on CD ROM saved as PDFs) in English and other 5 local languages for the two phases – protection of the first 1,000 days and the promotion of the healthy Ugandan Diets (point – of – purchase advertising materials for market places  and small shops of the foods that are to be valued for their nutritional content).
G. Duration of Activity and level of effort (LOE)

The creative agency will be required to develop the campaign and provide the print materials within a period of one month from the date when the creative brief has been signed.  
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