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GENERAL INFORMATION 
The purpose of this request for proposal (RFP) is to obtain proposals from qualified agencies 
interested in working with the Louisiana Public Health Institute (LPHI) to develop a social 
marketing campaign to raise awareness and educate on the Opioid crisis in New Orleans and 
the availability of the overdose-reversal medication, naloxone. 
 
RFP PROCESS AND RESPONSE FORMAT 
Submitting firms are required to email completed bids by 5:00pm, CT Friday, December 15, 
2017. Late responses will not be considered. 
 
Proposals must be delivered electronically. Please ensure the file is a pdf (max file size is 20MB) 
and email it to tscuderi@lphi.org. Your proposal must include a cost proposal. All costs 
associated with the delivery of the project should be presented in a flat rate, fee for service 
format. 
 
LPHI reserves the right to select more than one, or none, of the organizations/firms submitting 
proposals and to select proposals in whole or in part. 
 
Agency responses will be evaluated by a committee of social marketing, communications, 
behavioral and public health experts. Candidate firms will be notified by December 21, 2017 if 
they are selected.  
 
All submitted materials will become property of LPHI and will not be returned.  
 
TIMELINE 

 This RFP is dated December 1, 2017. Firms may download a copy of this RFP from 
www.LPHI.org.  

 Questions are due by 5:00pm CT, December 7, 2017 (please see Questions Period in the 
Proposal Submission section). 

 Proposals are due no later than 5:00pm CT, December 15, 2017. 

 Proposals will be evaluated immediately thereafter. Candidate firms will be notified by 
December 21, 2017 if they have been selected. 

 Work on the project should begin immediately after contract signing and all costs must 
be invoiced (including any media spend) no later than June 30, 2018. 

 



 
 

QUESTIONS 
Questions regarding this request must be submitted via email to tscuderi@lphi.org by 5:00pm 
CT, December 7, 2016. Questions received after 5:00 p.m. CT, Thursday, December 7, 2017, will 
not be considered. Please include “LPHI Proposal Question” in the subject line of the email. To 
ensure fairness, all questions and answers will be placed on lphi.org under the RFP section of 
the site by 5pm CT, December 11, 2017. 
 
CONTRACT TERMS 
LPHI will negotiate contract terms upon selection. All contracts are subject to review by LPHI 
legal counsel, and the project will be awarded upon signing of an agreement or contract, which 
outlines terms, scope, budget, timelines, and other necessary items. 

 

ORGANIZATIONAL OVERVIEW 
The Louisiana Public Health Institute (LPHI), based in New Orleans, LA., is a nongovernmental, 
nonprofit public health institute that translates evidence into strategy to optimize health 
ecosystems. We are dedicated to advancing public health practice and making systematic 
improvements in population health. LPHI operates across sectors to design and implement 
solutions that advance health for all. 
 
To achieve our mission of aligning action for health, LPHI: 

 Develops multi-sector networks and partnerships to support holistic community 
engagement 

 Collects, analyzes and shares information with partners and communities to inform 
decision-making 

 Distributes resources and technical assistance to enhance community and 
organizational capacity 

 Promotes policy, systems, and environmental change to sustainable population health 
outcomes 

 
LPHI’s vision: A world where everyone has the opportunity to be healthy. 
 
LPHI brings together experts from different fields to develop innovative approaches to address 
Louisiana and the Gulf region’s most difficult public health challenges. LPHI is uniquely situated 
to engage a broad range of stakeholders—from grassroots non-profits to government 
agencies—in discussion and action to improve population health.  
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PROJECT OVERVIEW 
The primary objective of this project is to increase knowledge among the general public and 
the healthcare community about the benefits and availability of Naloxone as a rescue drug in 
the event of an opioid overdose as well as increase awareness about the dangers of opioids and 
its affects in Orleans Parish.  
 
Opioid overdose deaths in New Orleans doubled between 2015 and 2016, following national 
trends and indicating a need for increased resources to fund targeted interventions. Recent 
initiatives to address the local opioid epidemic have been considerable. Federal grants totaling 
$3.4 million have been awarded to New Orleans area health centers to expand treatment 
options. According to data published by the CDC, Louisiana writes more opioid prescriptions 
per year than it has residents. Recently-enacted state legislation will limit the duration of some 
courses of prescription opioids. Since misuse of opioid drugs and strict regulations often leads 
to heroin use, the time for community awareness is now. Also, the New Orleans Health 
Department’s issuance of a standing prescription order increased availability of the overdose-
reversal medication naloxone. There is currently a local partner running a treatment and 
recovery media campaign, however, a need remains to develop a public-facing communications 
and education strategy to raise awareness to target key populations, as a means of 
potentiating the aforementioned initiatives of awareness and naloxone availability.   
 
In October, the City of New Orleans published a report outlining the city’s strategies for 
addressing opioid addiction and overdose in New Orleans. Within the report are steps for 
immediate action including the following: 
 

1. Enabling the New Orleans Police Department to administer naloxone to overdose 
victims  

2. Expanding current mass media campaigns to educate the community on overdose 
prevention and addiction treatment  

3. Increase options for safe medication disposal to get unwanted prescription opioids out 
of homes quickly  

4. Engage pharmacies to increase opioid counseling at time of medication dispensing  
5. Link nonfatal overdose victims in the emergency department directly with treatment 

services 
 
The scope of this work will focus on supporting the City Health Department’s efforts on 
number 2 and number 4 listed above.   
 



 
 

PROJECT GOALS  
The campaign will consist of two phases of creative and media:   

 Phase I:  Awareness of the dangers of opioid use (Secondary Goal) 

 Phase II: Increase knowledge of naloxone availability and utilization (Primary Goal) 
 
PRIMARY (80% estimated budget/media allocation)  

 Primary Goal 1: Immediate overdose resuscitative efforts utilization – (naloxone) 

 Primary Goal 2 :  Availability of naloxone to layperson and their acquisition of naloxone 

SECONDARY (20% estimated budget/media allocation)  

 Secondary Goal 1:   Educate on dangers of opioid prescription medication, and how it 
affects Orleans Parish residents. 

o Strategies to increase awareness of dangers of old, unneeded opioid 
medications in homes and to increase removal of opioids in homes  

o Strategies to reduce the risk of prescription painkillers 

o Availability of local treatment options and how to refer individuals 

o Reduction in the stigma of addictive disorders 

o Supporting a loved one through treatment and recovery 

PRIMARY AND SECONDARY OBJECTIVES: 

 Primary 

o Increase knowledge among the general public and the healthcare community 
about the benefits and availability of naloxone as a rescue drug in the event of 
overdose.  

 Secondary 

o Increase awareness about the dangers of opioid and its effects in New Orleans. 
 
The overarching communications strategy is focused on targeted, informed messaging to 
target audiences, with an emphasis and attention to the overall program goals stated above, as 
well as with each audience-focused initiative. Through the utilization of an evidence-based, 
approach, along with social marketing (including engaging paid and social media) LPHI can 
effectively achieve the goals listed above.   
 



 
 

PROJECT TARGET AUDIENCE 
 

 Primary Goal: Naloxone awareness and utilization 

o Parents, family and friends of those experiencing addiction  

o Estimated ages to be further defined, but currently 15+ 

o People experiencing addiction 

o Health care, safety, and other system staff working with people who may be 
experiencing addiction. 

o Existing city heat maps identifying opioid overdose hotspots will be used to 
further define geographic locations of media placement, which may affect 
targets demographically as well 

 Secondary Goal: Education of dangers of opioid 

o General population  

o All SES, all demographics 

o Estimated ages to be further defined, but currently 15+ 

o Health care, safety, and other system staff working with people who may be 
experiencing addiction. 

 
 
AGENCY SCOPE OF WORK  

Support City of New Orleans Opioid program initiatives with strategic social media efforts 
and paid advertising support. Coordinate messaging and timing of outreach and advertising 
with New Orleans Health Department and other partner initiatives. 

 Creative concept refinement 

o Based on LPHI recommendations, refine existing campaign creative and 
messaging utilizing materials from  existing well- tested and researched opioid 
campaigns utilized in various states/regions (to be identified by LPHI), (media 
and outreach) 

o Based on LPHI recommendations, create outreach/educational materials, 
utilizing existing materials from existing well- tested and researched opioid 



 
 

campaigns utilized in various states/regions (to be identified by LPHI), (max 2 
pieces, final format TBD) 

 Paid Media strategy and purchasing  

o Based on creative strategy should include (but, not limited to): 

• Outdoor (Billboards) 

• Transit (Bus Shelters, Bus Interiors)  

o Traffic Campaign Materials 

 Based on LPHI recommendations, develop a campaign microsite, linking to partner 
pages and utilizing messaging from existing opioid campaign website(s) (To be 
identified by LPHI) including, but not limited to: 

o Securing vanity url (if needed) 

o Website structure and site buildout  

o Website copy editing/ copy writing  

o Compiling, coordinating and uploading website content  

o Working within agreed upon platform (TBD) 

 Social Media 

o Paid Social media campaign – strategy and plan, implementation, optimization, 
analytics reporting 

o Social media management- campaign pages created, content development/ 
calendar, daily management of presences, analytics reporting 

 In partnership with LPHI, create a findings report and presentation of results 
 
 
CAMPAIGN TIMELINE 
 
12.21.2017 – Agency Selected 
1.5.2018 – Agency Contract Signed 
2.14.2018 –Launch Campaign Microsite 
2.14.2018 – Campaign Launch – Phase I, Awareness (estimated run of 2 -3 weeks) 
3.1.2018 – Campaign Launch – Phase II, Naloxone (estimated run of 8-10 weeks) 
 



 
 

BUDGET 
Not to exceed $160,000.00.  Includes all costs and estimates for services, production costs, and 
traditional and social media buys. 
 
AGENCY CAPABILITIES AND REQUIREMENTS 
To be considered, responding agencies should be able to exhibit at a minimum (but not limited 
to) the following: 

 A minimum of five staff members with appropriate skillsets and experience 

 Strong research and planning capabilities  

 Relevant experience  

o Proven experience in behavioral and cause marketing campaigns 

 Experience and proven success in planning for campaigns related to 
health awareness 

 Please provide case studies or examples of past behavior change/social 
marketing campaigns 

 Comprehensive knowledge of planning and placement for traditional and nontraditional 
tactics for paid media campaigns   

 Experience with leveraging media buys to earn donated media air time. The client 
expects a minimum of a 1:1 ratio of donated space to paid space.  

 Experience in researching and leveraging new or innovative media platforms 

 Social norm/ behavior change media tactics, for diverse and hard to reach populations 

 Experience in researching and reaching diverse markets and hard to reach populations 

  Demonstrated experience in all phases of media placements based on demographic 
determinations and industry standards, post reporting, added-value placements 

 Sufficient financial resources to conduct media placements in accordance with cost 
reimbursement contracts.  

 Access to all ratings, data from leading industry-recognized media rating and 
assessment services 

 Budget management and reporting 

 



 
 

 Website development and design in various backend systems with appropriate analytic 
tools in place 

 Strategic planning and implementation of social media, paid and engagement 
campaigns 

 Accounting and auditing  

 Must have existing contract with 3rd party ad serving system for independent campaign 
reporting  

 Staff should have certifications in online reporting, or other such media qualifications 
and experience in reporting and analysis of same 

 The agency must demonstrate flexibility in handling unexpected requests for services 
(within the agreed scope of work) to support campaigns and be able to meet the set 
timelines. 

 
PROPOSAL CONTENT 
Proposals should be prepared as simply as possible and provide a straightforward, concise 
description of the Agency’s capabilities to satisfy the requirements of this RFP. 
 

 Cover letter (optional)  

 Provide a company profile, indicating background, experience and core competencies. 

 Please identify the staff members that will be assigned to this project, their titles and 
what their roles will be on this project. Additionally, please include biographies for the 
staff members on the proposed project team. Briefly describe your firm’s project 
management process. 

 Please list any subcontractors and what their roles will be. Limited use of 
subcontractors is preferred. 

 Please explain your service level agreement structure. 

 Provide the time frame for completion. The time frame for completion of the project 
will be evaluated. In addition, time frames will be part of the contractual agreement; 
therefore, a realistic time frame for completion is requested. 

 Please describe your process for gathering information and content needed for the 
project. 



 
 

 Estimated budget to produce required deliverables, including analysis. Please estimate 
the cost of each deliverable independently. 

 Terms and conditions.  
 
EVALUATION CRITERIA 
Proposals will be evaluated on the following criteria: 

1. Insight and approach  

2. Agency experience, relationships and staff that have resulted in successful, results-
oriented campaigns  

3. Demonstrated ability to develop smart, evidence based behavior change social 
marketing campaigns that utilize a unique mix of traditional and non-traditional media 
to engage audiences (including diverse and hard to reach populations), that are 
community and culturally appropriate at the local level and achieve measurable results  

4. Understanding of and functional approach to working with a non-profit organization 
with multiple stakeholders; demonstration of passion and commitment to LPHI’s 
mission 

5. Qualifications, experience and fit of staff that would be assigned to the LPHI team  

6. Cost structure and ability to efficiently and effectively allocate budget  

 
LIMITATIONS OF LIABILITY  
LPHI assumes no responsibility or liability for costs incurred in responding to this proposal 
request or in responding to any further request for interviews, presentations, additional data, 
etc. LPHI also reserves the right to cancel this project at any time. 


