State of New Jersey
New Jersey Department of

Management and Administration (4210)

Release Purchase Order
T3067 Statewide Advertising and Public Relations Services

Agency Ref. # RT 126315

Vendor Number:
Princeton Partners, LLC

189 Wall St
PRINCETON, NJ 08540

Vendor Alternate |D | NN

Remit Address:
Giselle Herrera

189 Wall St
Princeton, NJ 08540
us

Email:
Phone Number:

INVOICES: Direct invoices in DUPLICATE to the address shown above. TERMS
AND CONDITIONS set forth in our Bid or Quotation, on the reverse side hereof or
incorporated herein by reference become a part of this

ATTN:

Toozm<

Page 1 of 6

P.O. Date: 11/21/2022

Blanket Order Number

19-PROSV-00699:147

SHOW THIS NUMBER ON ALL
PACKAGES, INVOICES AND
SHIPPING PAPERS.

55 North Willow Street
TRENTON , NJ 08608
us

Email
Phone

T—TIT W

o 4

DOH M&A Accounting & Procurement Unit
H & A Building, 7th FI, PO BOX 360
Trenton, NJ 08625-0360

us

Email:
Phone:

r—r—w

o -

Solicitation (Bid) No.:

Payment Terms:

Shipping Terms:

Freight Terms:

Delivery Calendar Day(s) A.R.O.: 0

Item# 1
Class-ltem 915-03

Senior Account Executive - All Inclusive Hourly Rate (Not to Exceed $150.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

Class-ltem 915-03

- o -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
450.00 $ 115.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 51,750.00
Iltem # 2

Account Executive - All Inclusive Hourly Rate (Not to Exceed $100.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

Quantity

Unit Price

UuoM

Discount %

Total Discount

Tax Rate

Tax Amount

Freight

Total Cost

324.722

$90.00

HOUR

0.00 %

$0.00

$0.00

$0.00

$29,224.98
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Item # 3
Class-ltem 915-03

Advertising Account Manager - All Inclusive Hourly Rate (Not to Exceed $130.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine
Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

250.00 $110.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 27,500.00

Item # 4
Class-ltem 915-03

Public Relations Account Manager - All Inclusive Hourly Rate (Not to Exceed $130.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine
Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

360.00 $120.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 43,200.00

Item #5
Class-ltem 915-03

Comptroller - All Inclusive Hourly Rate (Not to Exceed $120.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- N -

Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

75.00 $100.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 7,500.00
Item # 6

Class-ltem 915-03

Media Planner/Buyer - All Inclusive Hourly Rate (Not to Exceed $140.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- o .
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

180.00 $110.00 HOUR 0.00 % $0.00 $0.00 $0.00 $19,800.00

Item # 7
Class-ltem 915-03

Senior Art Director - All Inclusive Hourly Rate (Not to Exceed $125.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

370.00 $110.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 40,700.00




Item # 8

Class-ltem 915-03
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Creative Art Director - All Inclusive Hourly Rate (Not to Exceed $140.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
370.00 $115.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 42,550.00
ltem#9

Class-ltem 915-03

Creative Copy Director - All Inclusive Hourly Rate (Not to Exceed $140.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
500.00 $115.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 57,500.00
Item # 10

Class-ltem 915-03

Senior Production Director - All Inclusive Hourly Rate (Not to Exceed $140.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine campaign

Unit Price

Discount %

Total Discount

Tax Amount

Quantity UOM Tax Rate Freight Total Cost
130.00 $110.00 HOUR 0.00 % $0.00 $0.00 $0.00 $ 14,300.00
Iltem # 11
Class-Item 915-03
Proofreader - All Inclusive Hourly Rate (Not to Exceed $100.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign
- o -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
25.00 $85.00 HOUR 0.00 % $0.00 $0.00 $0.00 $2,125.00
Iltem # 12

Class-ltem 915-03

Social Media Director - All Inclusive Hourly Rate (Not to Exceed $120.00) - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

Quantity

Unit Price

UuoM

Discount %

Total Discount

Tax Rate

Tax Amount

Freight

Total Cost

195.00

$110.00

HOUR

0.00 %

$0.00

$0.00

$0.00

$21,450.00
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Item # 13
Class-ltem 915-03

Media Placement Mark-Up (Not to Exceed 4.5%) - Extension Term: 4/4/22 to 4/3/23. Pass thru Tier 1. COVID-19 Vaccine Campaign

- - -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
100  [$4625000000  \er 0.00 % $0.00 $0.00 $0.00 $ 4,625,000.00
Item # 14

Class-ltem 915-03

Pass-through Media Placement - Extension Term: 4/4/22 to 4/3/23. Pass thru Tier 2 - COVID-19 Vaccine Campaign

- - -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
100  [$3:989.445000  \pr 0.00 % $0.00 $0.00 $0.00 $ 3,989,445.00
Item # 15

Class-ltem 915-03

Pass-through Media Production - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

1.00 $200,000.00 Net 0.00 % $0.00 $0.00 $0.00 $200,000.00

Iltem # 16
Class-ltem 915-03

Pass-through Non-Media Production - Extension Term: 4/4/22 to 4/3/23. COVID-19 Vaccine Campaign

- o -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
1.00 $ 10,000.00 Net 0.00 % $0.00 $0.00 $0.00 $10,000.00

Item # 17

Class-ltem 915-03

Pass-through Non-Media Production - Extension Term: 4/4/22 to 4/3/23. Consumer Sentiment Tracking - COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

1.00 $50,000.00 Net 0.00 % $0.00 $0.00 $0.00 $50,000.00
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Item # 18
Class-ltem 915-03

Pass-through Media Production - Extension Term: 4/4/22 to 4/3/23. Public Relations Pass Thru - COVID-19 Vaccine campaign

- o .
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

1.00 $25,004.24 Net 0.00 % $0.00 $0.00 $0.00 $ 25,004.24

Item # 19
Class-ltem 915-03

Pass-through Media Placement - Extension Term: 4/4/22 to 4/3/23. Community Outreach Pass Thru - COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

1.00 $290,000.00 NET 0.00 % $0.00 $0.00 $0.00 $290,000.00

Item # 20
Class-ltem 915-03

Pass-through Media Placement - Extension Term: 4/4/22 to 4/3/23. Sponsorships - COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

1.00 $80,000.00 Net 0.00 % $0.00 $0.00 $0.00 $80,000.00

Iltem # 21
Class-ltem 915-03

Media Placement Mark-Up (Not to Exceed 4.5%) - Extension Term: 4/4/22 to 4/3/23. Tier 1 - COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost
1.00 $212,500.00 Net 0.00 % $0.00 $0.00 $0.00 $212,500.00
Iltem # 22

Class-ltem 915-03

Media Placement Mark-Up (Not to Exceed 4.5%) - Extension Term: 4/4/22 to 4/3/23. TIER 2 - COVID-19 Vaccine Campaign

- N -
Quantity Unit Price UOM Discount % | Total Discount Tax Rate Tax Amount Freight Total Cost

1.00 $ 160,450.78 Net 0.00 % $0.00 $0.00 $0.00 $ 160,450.78




TAX: $0.00

FREIGHT: $0.00
TOTAL: $10,000,000.00
APPROVED
By: I

Phone: I

BUYER
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NYC Vaccination Case Study (1/3)

DESCRIPTION

GEO TARGET

PRIMARY DEMO

SECONDARY DEMO
TARGET

GOAL -

ADDED VALUE -

TARGET

» Raise awareness among all New Yorkers especially those
with health disparities about the benefits of the COVID-
19 vaccination and booster shots, as well as where to
obtain them

As vaccination eligibility evolved, OpAD's strategy shifted
to compliment messaging and target audiences.
Maximizing the reach and engagement towards the
general public about vaccination requirements and well-
being was the primary focus with additional messaging
towards young adults, parents, and vulnerable groups as

eligibility for boosters continually expanded

Secured over $14.5M in net media and 107,000+
commercial units, inclusive of all active creative/unit

lengths over the course of 6 months

New York City

Persons 13+ with an emphasis on Black/African

American, Latinx, Asian-American, Speakers of

languages: Arabic, Bengali, Chinese (Traditional Chinese

t Simplified Chinese), English, French, Haitian Creole,

Italian, Korean, Polish, Russian, Spanish, Urdu, Yiddish

 Parents of children 5-11, Parents of Teens, Teens/Young

Adults, LGBTQ, AB5t, Pregnant Persons



























































































































Creative































































Proposal Recap






Location & Contact









New Jersey Department of Health (NJDOH)
Request for Proposal for COVID-19 Vaccination Campaign
T3067 Statewide Advertising and Public Relations

1.0 INFORMATION FOR BIDDERS
Proposals Due: Monday, August 15, 2022, by 3 PM EST

Question & Answer Period: Friday, August 5, 2022, by 4 PM EST

All Bidders must submit Quotes to centralprocurement@doh.nj.gov

Initiative Term: Six (6) months to commence upon approval from Using Agency Contract
Manager (SCM) or designee. This timeline may be subject to change.

If you are not interested in bidding, please send an email indicating that you will not bid

2.0 BACKGROUND:

The New Jersey Department of Health (NJDOH) is undertaking the next phase of a multi-
million, multi-lingual and multi-channel statewide public awareness and outreach campaign
focused on increasing COVID-19 vaccination and booster rates with a primary focus of reaching:

e Individuals eligible for COVID-19 first and second booster shots

e Parents of 5 to 11 years of age ahead of the new school year

e Parents of children under age 5

e Individuals in high-risk and hard-to-reach communities

¢ And other COVID-related messaging as the pandemic continues to evolve.

The goals of this campaign will be to encourage parents to get young children vaccinated and
those eligible to receive boosters. The campaign and materials should motivate behavior
changes, and potential vendors should propose a method to collect, measure, and incorporate
feedback on messaging. Subcontracting with firms specializing in culturally appropriate creative
materials and behavioral change marketing will be encouraged.

The campaign must be adaptable and able to adjust rapidly as messaging and audiences evolve.



3.0 SCOPE OF WORK:

The advertising campaign shall offer a mix of vehicles in multiple languages that best reach the
audience it is intended for including:

e TV ads (network, cable, and streaming), including Univision, Telemundo, TV Asia;

e Radio ads and PSAs targeting NY/Philadelphia/NJ radio, stations serving Latino, African
American, Asian/Pacific Islander audiences;

¢ Digital billboards in high-traffic areas and communities with low vaccine uptake;
e Bus and rail transit ads;
e Print ads in parenting publications, and ethnic publications;

e Social media for Facebook, Instagram, Twitter, TikTok, and any other mediums to meet
audiences;

e Digital ads that can reach vaccine-hesitant individuals targeted populations and parents,
and digital news websites;

e Nano Influencer campaign directed at parents/mommy bloggers, adults ages 18-49;

e Infographics, posters, flyers, and doorknockers in multiple languages with culturally
appropriate messaging.

Target languages: English, Spanish, Chinese, Tagalog, Hindi, Portuguese, Korean, Gujarati,
Polish, Yiddish, and Arabic.

Messaging/creatives must include why it is important to receive your booster shot. Currently,
anyone age 5 and older are eligible to receive the first booster — 5 months after completing a
Pfizer (5 and up) or Moderna (18 and up) primary series, and two months after receiving a J&J
vaccination (18+).

In addition, the CDC currently recommends that the following groups receive a second booster
dose if they are:

e Age 50 and up
e 12+ who are moderately or severely immunocompromised
e 18+ who received both a primary dose and booster dose of Johnson & Johnson

The campaign must include innovative, grassroots approaches to engage and move hard-to-reach
populations.



The potential vendors shall organize at least two virtual/or in-person town halls and/or Facebook
live events featuring medical professionals and community leaders who represent communities
that are eligible for boosters and can answer questions about the COVID-19 vaccines.

The potential vendors shall organize at least two virtual/or in-person town halls and/or Facebook
live events featuring medical professionals, including pediatricians, school nurses, and parents,
to address questions and concerns about the COVID-19 vaccination for children.

The potential vendors shall secure and vet trusted community messengers across the state who
represent targeted communities for advertising and outreach events. Community messengers
shall appear in at least one video and commit to posting on their social media NJDOH-approved
messages regarding vaccines to help share this information with friends and loved ones.

Priority audiences of the campaign could expand as the campaign is underway. If priority
audiences expand, the potential vendor will need to expand creatives to target that audience.

To ensure NJDOH has routine feedback from targeted communities that can help adjust
campaign messaging as needed the potential vendors should employ a method to garner feedback
from targeted populations to assess the progress of the campaign on attitudes regarding
vaccination to inform creatives and placement of advertising.

Campaign and outreach materials should motivate behavioral changes. The potential vendor is
encouraged to subcontract with firms that specialize in advertising/marketing for behavioral
change.

The potential vendors must provide weekly and quarterly reports of the following metrics:
impressions, clicks from digital ads, video views, production, and deployment of all advertising
by type of asset.

The ad buy must be for six months, beginning as soon as possible in July.

4.0 PROPOSAL REQUIREMENTS:

The Proposal must meet state expected impressions and expected measurable impact/reach and
demographics. A toolkit with downloadable ad materials with multi-lingual social media
graphics, flyers, videos and other materials is also required. It will be posted on the DOH website
and shared with key stakeholders.

Potential vendors shall respond to the bid with three tiers of pricing proposals for a “multi-
million dollar” 6-month campaign. The three tiers should include small, medium and large
budgets for ad buys.

Potential vendors shall supply sample creatives for specific populations, which include parents of
children ages 0 to 11 and those who are eligible for boosters.

Potential vendors shall provide proposals with the following:



1. A project plan including the timeframe for project completion, a specific description
of, and schedule for, deliverable items, and a schedule of labor and mark-up costs
associated with specific events and deliverables. All products received during the
Mini-Bid become the property of the State;

2. A detailed approach to performing the scope of work reflecting the requirements of
the engagement including, but not limited to, Campaign details, collateral, social
media plan, media plan, and associated research; and

3. Person-hour and/or labor category mix: a comprehensive chart showing the person-
hours proposed to meet the requirements of the request for competitive engagement
pricing. The chart shall be designed to reflect the tasks, sub-tasks, or other work
elements required by the request for competitive engagement pricing. The chart shall
set forth, for each task, sub-task, or other work elements, the total number of person-
hours, by labor category, proposed to complete the scope of work;

a. The hourly rates used for each labor category shall be the all-inclusive hourly rates
submitted in response to this Bid Solicitation Section 4.4.5

Potential vendors may submit lower pricing than what was originally proposed, either a lower
mark-up rate, or lower hourly rates, in response to a Mini- Bid, but not higher. If a potential
vendor {contractor} submits lower pricing, that pricing will become the potential vendor
{contractor's} new pricing for that Mini-Bid only. The Vendor's {Contractor's} pricing will
automatically revert back to the original Blanket P.O. pricing for subsequent Mini-Bids. The
Proposal shall also show examples of previous campaigns and metrics reached, as well as
examples of any applicable resulting behavioral change.

5.0 CRITERIA FOR CONSIDERATION:

The Department of Health will evaluate proposals based on the potential vendor’s overall
technical approach and plans to meet the requirements of this Scope of Work. This narrative
should convince the Department that the potential vendor understands the objectives that the
Scope of Work is intended to meet, the nature of the required work and the level of effort
necessary to successfully complete the project. Potential vendor proposals will also be evaluated
based on the vendor’s ability to reach the target audience through multi-media platforms.

The potential vendor whose bid proposal, conforming to this Scope of Work, is most
advantageous to the State, price and other factors considered will be recommended for award.
The selected vendor Proposal will be posted on the Office of State Comptroller website.



Notice of Executive Order 166 Requirement for Posting of Winning Proposal

and Contract Documents

Principal State departments, agencies, and independent State authorities must include the
following notice in any solicitation:

Pursuant to Executive Order No. 166, signed by Governor Murphy on July 17, 2020, the Office
of the State Comptroller (“OSC”) is required to make all approved State contracts for the
allocation and expenditure of COVID-19 Recovery Funds available to the public by posting such
contracts on an appropriate State website. Such contracts will be posted on the New Jersey
transparency website developed by the Governor’s Disaster Recovery Office (GDRO
Transparency Website).

The contract resulting from this [RFP/RFQ] is subject to the requirements of Executive Order
No. 166. Accordingly, the OSC will post a copy of the contract, including the [RFP/RFQ], the
winning bidder’s proposal and other related contract documents for the above contract on the
GDRO Transparency website.

In submitting its proposal, a bidder/proposer may designate specific information as not subject to
disclosure. However, such bidder must have a good faith legal or factual basis to assert that such
designated portions of its proposal: (i) are proprietary and confidential financial or commercial
information or trade secrets; or (ii) must not be disclosed to protect the personal privacy of an
identified individual. The location in the proposal of any such designation should be clearly
stated in a cover letter, and a redacted copy of the proposal should be provided. A
Bidder’s/Proposer’s failure to designate such information as confidential in submitting a
bid/proposal shall result in waiver of such claim.

The State reserves the right to make the determination regarding what is proprietary or
confidential and will advise the winning bidder/proposer accordingly. The State will not honor
any attempt by a winning bidder/proposer to designate its entire proposal as proprietary or
confidential and will not honor a claim of copyright protection for an entire proposal. In the
event of any challenge to the winning bidder’s/proposer’s assertion of confidentiality with which
the State does not concur, the bidder /proposer shall be solely responsible for defending its
designation.





