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[bookmark: _Toc167318]1. Introduction
[bookmark: _Toc256417229][bookmark: _Toc167319]The proposed procurement will be in accordance with the terms and conditions of RM3796 Communication Services Lot 3 – Channel Strategy and Planning. Suppliers intending to bid for this requirement are requested to confirm their intention and submit proposals via the CCS E-sourcing suite.
2. Background to the Requirement

DVLA is preparing a Business Case to run a media campaign to tackle Vehicle Excise Duty (VED) evasion which is reliant upon Cabinet Office approval. 

This requirement is for a media planning supplier to provide strategy for this campaign in the form of a media plan.  

[bookmark: _Toc253400957][bookmark: _Toc256417230][bookmark: _Toc167320]3. Procurement Timetable

	Description
	Date

	Upload ITT to portal for procurement exercise
	16/07/19

	Closure of clarification questions period
	22/07/19

	Closure of competition (bid submission deadline)
	28/07/19 at 23:59

	Evaluation
	29/07/19

	Intended award of contract
	29/07/19



[bookmark: _Toc177969166][bookmark: _Toc180380665][bookmark: _Toc256417231][bookmark: _Toc167321][bookmark: _Toc177969167][bookmark: _Toc180380666]4. Scope
[bookmark: _Toc253400959][bookmark: _Toc256417232]DVLA is commissioning a supplier to provide media strategy for a forthcoming advertising campaign targeting people who do not pay Vehicle Excise Duty (VED evasion).  The contract is for 1 year with the option to extend for 2 additional years (1+1+1). If the option is taken to extend this contract either for 1 or 2 years the supplier will be expected to provide a media strategy on an annual basis.

The supplier must be able to work with DVLA Communications Team, Insight Team, Media Buyers and Creative Agencies to deliver media recommendations that can inform and shape the forthcoming advertising campaign. 
[bookmark: _Toc167322]5. Implementation and Deliverables

[bookmark: _Toc177969168][bookmark: _Toc180380667][bookmark: _Toc256417233]See section 6.


[bookmark: _Toc167323]6. Specifying Goods and / or Services

The media strategy should be delivered no later than 2nd September 2019 and this will be mandatory criteria when evaluated. Responses to this brief should be supplied by 23:59 on 28th July 2019. It is the intention to award following evaluation on 29th July 2019. 
 
An aggressive timeline is required in order to meet DVLA’s goal of launching its’ VED evasion media campaign mid-January 2019 (subject to Cabinet Office approval).

The brief attached below gives more context and background.




[bookmark: _Toc177969172][bookmark: _Toc180380671][bookmark: _Toc256417234][bookmark: _Toc167325]7. Quality Assurance Requirements 	
[bookmark: _Toc256417236]
Not applicable.

[bookmark: _Toc522084685]8. Other Requirements
Information Assurance 

	[bookmark: _Toc239733242]The following wording must be considered when data handling is key to the requirement

Removable Media 

Tenderers should note that removable media is not permitted in the delivery of this Contract.  Where there is a requirement for Contractor’s Staff to take data off site in electronic format, the DVLA will consider if it is appropriate to supply an encrypted hard drive.

Security Clearance

Level 1

Tenders are required to acknowledge in their tender response that any Contractors’ Staff that will have access to the DVLA site for meetings and similar (but have no access to the DVLA systems), must be supervised at all times by DVLA staff.


Processing Personal Data 

Please note that the successful tenderer as part of the contract agrees to comply with all applicable requirements of the Data Protection Legislation (including the General Data Protection Regulation ((EU) 2016/679), Data Protection Act 2018 the Law Enforcement Directive (Directive (EU) 2016/680), and all applicable Law about the processing of personal data and privacy).





[bookmark: _GoBack]
[bookmark: _Toc471811926][bookmark: _Toc167327]9. Management and Contract Administration
	[bookmark: _Toc177969176][bookmark: _Toc180380675][bookmark: _Toc256417238][bookmark: _Toc471811927][bookmark: _Toc167329]
	Name
	Title
	E-mail address
	Telephone number

	Primary contact
	Liz Rees
	Head of External Comms
	Liz.Rees@dvla.gov.uk
	01792 788571

	Secondary contact
	Elin Price
	Senior External Communications Lead
	Elin.Price@dvla.gov.uk
	01792 782587


10. Training / Skills / Knowledge Transfer 
   Not applicable.
[bookmark: _Toc177969177][bookmark: _Toc180380676][bookmark: _Toc256417239][bookmark: _Toc471811928][bookmark: _Toc167330]11. Documentation
    Please refer to appendices.
[bookmark: _Toc408585090][bookmark: _Toc471811929][bookmark: _Toc167331]12. Arrangement for End of Contract

Not applicable.

[bookmark: _Toc256417240][bookmark: _Toc167332]13. Evaluation Criteria
[bookmark: _Toc256417241][bookmark: _Toc167333]
	MANDATORY QUESTION
	

	Ability to meet delivery deadline (2nd September 2019).
Not able to supply initial requirements = Non-compliant

	           Yes/No



Supplier responses will be evaluated with a 70% weighting applied to quality and 30% applied to price. Quality and Price evaluations will be separated by different evaluations panels.










	Primary Criteria
	Primary Criteria Weighting (%)
	Sub-criteria weighting and description
	Individual Sub -Criteria Weighting (%)

	Ability to produce a comprehensive channel plan to reach defined target audience Please provide evidence of a clear plan with supporting rationale that meets the requirements of the brief. This should include insight of how the target audience consumes information and media.
	25
	Clear media strategy that meets the brief
	15

	
	
	Supporting rationale and insight
	10

	
	
	
	

	Ability to offer recommendations and insight on regional plans to reflect the geographical variations Please provide evidence of reach and channels for a regional advertising campaign
	25
	Clear recommendations on regional channels tailored to the brief
	15

	
	
	Supporting information outlining a channel match to the target audience characteristics
	10





	Ability to deliver a plan to tight deadlines This evidence needs to include details of scale, budget and channels used so that it can be comparable to the scale required for this procurement
	10
	Clear strategy outlining an appropriate channel plan to tight deadlines
	5

	
	
	Flexible approach to changes required
	5

	Ability to project manage and work with a Media Buying Agency and a variety of stakeholders
	10
	Please provide evidence of your company's ability to work with a range of stakeholders across Government eg. DVLA, media buying agency, creative agency and evaluation agency
	10




	COST
	Weighting – 30%

	Total aggregate cost of ALL specified goods, including any/all delivery charges
	Lowest priced bid receives full score.





	Points awarded key
	 

	Does not meet the requirement, not addressed or no evidence provided
	0 points

	Major concerns/issues that the requirement can be met
	1 point

	Minor concerns/issues that the requirement can be met
	2 points

	The Supplier demonstrates fully that they can meet the requirement as detailed in the Specification
	3 points


14. Points of Contact

	Procurement Contact

	Name
	   Alun Davies

	
	Tel
	   01792 782025

	
	e-mail
	   Alun.John.Davies@dvla.gov.uk

	
	Address
	   Commercial Directorate, C1, DVLA,      
Swansea, SA6 7JL. 

	Comms contacts

	Name
	   Liz Rees

	
	Tel
	   01792 788571

	
	e-mail
	   Liz.Rees@dvla.gov.uk

	Comms contacts

	Name
	   Elin Price

	
	Tel
	   01792 782587

	
	e-mail
	   Elin.Price@dvla.gov.uk



[bookmark: _Toc524612438]All queries/ questions should be sent to the procurement contact 
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DVLA’s Corporate Environmental Policy


Policy statement 
The Driver and Vehicle Licensing Agency, Swansea, is committed to preventing pollution and 
continually improving its environmental performance. 


Description 
DVLA’s operational activities and the individual activity of its staff does affect the environment. 


The aim of this policy is to tell staff, contractors, suppliers and the public that DVLA is committed to 
reducing any negative effect. 


Our policy is to continually improve our environmental performance by: 


•	 reducing our greenhouse gas emissions from energy use 
•	 reducing waste and maximising recycling 
•	 reducing our greenhouse gas emissions from business travel, and 
•	 controlling our use of water. 


Delivery and monitoring 
We will: 


•	 comply with applicable legal and other requirements which relate to our environmental aspects
•	 meet or exceed the terms of the government’s policy on the environment 
•	 prepare for policy changes and tighter targets 
•	 set targets to measure our impact on the environment 
•	 encourage staff, contractors and suppliers of services to reduce their impact on the environment 
•	 produce regular reports for the executive board and senior managers on threats to our performance 
•	 produce accurate, easy to understand interim reports if asked for, and 
•	 make sure our emergency response plans for major incidents consider all significant  


environmental impacts.
Although as chief executive, I am responsible for the environmental performance of DVLA, I expect all 
staff, contractors and suppliers involved in DVLA’s business to share this responsibility. 


Review 
This policy is on the DVLA section of the DfT website for public information and on DVLA’s intranet site 
for staff information. The environmental management team will review the policy:


•	 annually
•	 when there are significant changes to legislation or regulations
•	 if the government’s policy changes, or 
•	 when management ask them. 


Policy owner: Oliver Morley


Name of originator: Julia Ashford


Date of last review: January 2017	


Date of next review: January 2018


INF123/1 
1/17


Buying a vehicle?
The tax is no longer transferable so you must tax it 


before you use it.
www.gov.uk/vehicletaxrules
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DVLA Health  
and Safety Policy 


INF119 
6/16


Health at Work: The Corporate Standard Winners       
DVLA is an Equal Opportunities Employer


Human Resource  
and Estates



http://www.gov.uk/dvla
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DVLA Health and Safety Policy


Introduction 


In my role as Chief Executive I am accountable to the 
Permanent Secretary for the DVLA’s health and safety 
performance. I have overall responsibility to ensure 
that the agency has complete and comprehensive 
arrangements for health, safety and welfare issues. 
The Executive Board has responsibility for health, 
safety and welfare management across the agency. 
The Human Resources Director has responsibility for 
overall policy development of these issues within  
the agency. 


I expect all managers to give similar importance to these issues in their 
operational area and when determining local priorities, plans and resource 
allocation. I also recognise the valuable role played by Health and Safety 
Personnel and Safety Representatives appointed by Trade Unions. 


This Health and Safety Policy statement is to be observed by staff 
throughout the agency. It reflects the importance I attach to the health, 
safety and welfare of all staff and others who may be affected by our 
activities. That includes contractors and visitors to our premises. 


We are committed to promoting the highest standards of health and 
safety in our work places in order to prevent injury and ill health.  
I will ensure arrangements are in place within the agency to deliver  
the following:



http://www.gov.uk/dvla
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DVLA Health and Safety Policy


Objectives
The agency will meet all current and proposed legal requirements made 
under the Health and Safety at Work etc. Act 1974, together with any 
other health and safety policy commitments that apply. This will be 
achieved through effective risk assessment and the implementation of 
appropriate measures for the prevention or control of risks. DVLA will 
annually set and review health and safety objectives, based on identified 
significant risks. DVLA will promote continual improvement in health and 
safety performance and will provide regular feedback on its progress. 


Systems 
DVLA will put in place systems and procedures designed to ensure a safe 
system of work. As far as reasonably practicable, all equipment, plant, 
premises and work practices will be safe and free from hazards to health, 
and we will do our utmost to ensure that employees, the public and 
others affected by our operations are not exposed to undue risk.


Communications/co-operation 
The policy will be brought to the attention of all staff and contractors. 
Legally all staff must co-operate in establishing and maintaining safe and 
healthy working conditions and avoid any actions which may adversely 
affect their health, safety and welfare or that of colleagues, contractors or 
visitors. Consultation on DVLA health and safety issues will be undertaken 
through the DVLA Joint Health and Safety Committee and the appropriate 
Whitley Committee. 



http://www.gov.uk/dvla
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DVLA Health and Safety Policy


Monitoring and auditing 
DVLA will monitor and audit health and safety management systems and 
performance and produce an annual report on health and safety reflecting 
our progress, forward plans and innovative initiatives. 


Review 
The policy will be reviewed continuously in order to ensure its relevance 
and appropriateness to the organisation.  
A formal review will be carried out by the agency’s Health and Safety 
Advisory Team annually. The policy will also be reassessed immediately in 
the event of any major change in health and safety legislation, or change 
in our organisation.


This policy is fully endorsed by the Executive Board and will be 
implemented by management throughout the agency. Roles and 
responsibilities will be clearly defined to ensure effective communication, 
provision of information, training and systems for reporting to those with 
delegated responsibilities.


Oliver Morley 
Chief Executive



http://www.gov.uk/dvla
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Health and Safety 
 
The DVLA requires its contractors to fully comply with its Health and Safety Policy and 
follow  all applicable UK and EU Health and Safety Legislation, Acts, Orders, 
Regulations and Approved Codes of Practices, at all times. 


 
Tenderers should: 


 


 Have an appointed competent person responsible for H&S, details to be made 
available to DVLA on request. 


 Have emergency arrangements and plans for their goods/product/service, and 
observe DVLA’s arrangements whilst on site, or through the course of the 
business, or contract. 


 Have adequate provision for your own first aid when on site. 


 Have an accident reporting and recording process for all near miss, 
accidents/incidents, or violent and aggressive behaviours. Any incident on DVLA 
site should be reported immediately to the DVLA’s Health and Safety Team. 


 Communicate with DVLA on any health and safety matter or issue in relation to 
the contract/product/supply of goods or service, notifying DVLA of any Health 
and Safety hazard which may arise in connection with its supply of goods, 
products or services. 


 Indemnify DVLA in the instance where failure of the company’s product/service, 
acts or omissions, with regards to health and safety, results in an economic 
penalty, time delay, issue, accident/incident or claim against the Agency.  


 Have suitable and sufficient insurance cover for all business/products/services 
supplied/that are provided to DVLA. 


 Have documented, suitable and sufficient, risk assessments and method 
statements, covering all significant activities and deliveries of products, goods 
and services. Copies to be made available to DVLA on request.       


 Provide suitable and sufficient health and safety training, information and 
instruction for all its employees/contractors/subcontractor. Records to be made 
available on request.  


 Engage with DVLA’s Security/Estates Management Group to arrange access to 
all DVLA premises/buildings. 


 Comply with all vehicle and driver legal requirements and DVLA policies whilst 
driving on premises or conducting business for DVLA.  


 






image5.emf
Diversity and  Inclusion Policy.pdf


Diversity and Inclusion Policy.pdf


 


Page 1 of 5 


 


Diversity and Inclusion Policy 


1. Why is it important to us? 


DVLA’s business is  UK wide  and our customer base represents all sections of our society. 
We aim to be representative of modern Britain and the needs of a diverse society.  
 
For us as Civil Servants, the Civil Service Code sets out values and expectations about how 
we should behave and interact with each other and our customers. The core values of the 
code are: 
  


 integrity’ is putting the obligations of public service above your own personal interests 


 ‘honesty’ is being truthful and open 


 ‘objectivity’ is basing your advice and decisions on rigorous analysis of the evidence 


 ‘impartiality’  is acting solely according to the merits of the case and serving equally  
well governments of different political persuasions. 


 


Having Diversity and Inclusion threaded through our business processes and day to day 
actions with customers and each other is key in achieving on our aims outlined above as well 
as demonstrating  the values of the Code.  


DVLA’s Diversity Champions are the Executive Team - our most senior leaders. This gives 
focus, direction and commitment from the very top on working to put Diversity and Inclusion 
principles in the heart of our business.   


Each Champion works with their Staff Networking Group to gain feedback and identify 
challenges that might arise for the staff they represent and they work together to address 
them.     


We believe that a commitment to our diverse workforce and customers is critical to our 
business success. 


We are clear that there are business benefits in using the diverse range of views, our 
workforce and customers have to develop and grow our services.  


We have a foundation of Customer knowledge and insight on which to build and map our 
customers’ journey and experiences. It will inform our actions in meeting the needs of our 
customer base of over 80 million people. 


2. How will we work to achieve this? 


We will reinforce our approach by incorporating it in our day to day working practices and 
dealings with our customers, colleagues and the many partner organisations we work with. 
It’s not something one team can deliver. Everyone in the DVLA and those who work with us 
as suppliers or partners have a part to play in building a more inclusive organisation. 
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Our aim is to build mutual understanding and better working relationships inside and outside 
the organisation.  


We will not tolerate, bullying harassment or discrimination by staff, customers or partners we 
work with. Where staff feel they have been subjected to inappropriate behaviour we have line 
managers, Harassment Contact Officers, Mediators, TUS colleagues and an Employee 
Assistance programme to support them.  


To enforce this we will aim, where it is appropriate to do so, to resolve any issues informally. 
If a situation requires a disciplinary approach we have the necessary mechanism available to 
deal with inappropriate behaviour. 


If customers feel they have been treated inappropriately they have access to the Agency 
Complaints Procedures, where we will aim to resolve their issues informally in the first 
instance.   


Whilst the Equality Act 2010 specifies grounds on which discrimination may occur and be 
unlawful, we recognise that , bullying, harassment or discrimination  may occur because of 
other characteristics not covered by the legislation and so will not tolerate such action on any 
grounds. 


Some examples of how we will demonstrate our commitments outlined above will be: 


● seek to break down barriers to entering our workforce through: 


○ reviewing our recruitment methods 


○ undertaking outreach within the community to identify barriers 


○ seeking out best practice on inclusive recruitment  


○ using positive action to redress under-representation 


● use management information to track our actions and progress 


● seek a wide range of views from our customers and other external partners when 


developing and revising services and procedures, recognising that some groups will 


have some specific needs when accessing our services. Equality Impact Assessments 


will help us to examine this  


● include best practice approaches  in our service delivery and employee policies and 


procedures, supporting these with appropriate training and guidance to fulfil our legal 


obligations  


● measure and report on the effectiveness of our service delivery through our customer 


feedback channels   


● use our management information to inform service and policy development  to 


continuously improve our customer experience. 


 


In DVLA we continuously strive to achieve:   
 


● a safe environment free from bullying, harassment and discrimination  


● access to quality services that are made available by us  
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● access for  all in opportunities for personal  and  professional development  


● access to progression and promotion opportunities  


● full participation in the workplace and celebration of its diversity for all. 


3. How will we make it happen?  


This policy sets out our strategic approach on Diversity and Inclusion.It will be supported by  


specific policies which relate to  protected characteristics which will also be available on the 


intranet. 


The Executive Team is responsible for ensuring we meet our legal obligations and deliver on 


our strategic plan, these policy principles supports the delivery of these. Diversity 


Champions are responsible for giving strategic leadership and calling us all to account on 


delivery, whilst challenging each other too.    


   


Managers are responsible for: 


 


● fostering a culture in which equality and diversity issues are actively promoted and 


integral to the way we work with each other and our customers  


● demonstrating how diversity and inclusion are integral to local business plans 


● ensuring staff are encouraged, supported and enabled to reach their full potential 


● developing and maintaining an environment that is free from bullying, harassment, 


discrimination and victimisation and resolving complaints. 


 


All Individuals are responsible for: 


 


● building an environment free of fear or intimidation and which celebrates diversity 


ensuring that their behaviour and actions do not amount to bullying, harassment, 


discrimination or victimisation in any way 


● challenging unacceptable behaviour  


● recognising that customers will have many and differing needs and work to reduce any 


barriers they have in accessing and using our services.   


 


Delivery Partners are responsible for: 


 


● ensuring they read these policy principles and  understand what this means for them 


and those working with DVLA on their behalf, seeking clarification where necessary 


● ensure that in delivery of services or acting on our behalf they ,or their staff, do not 


breach this policy 


● ensure  all those acting on their behalf  understand their responsibilities under this 


policy  and are aware of the action the delivery partner will take to deal with any 


breaches 
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● maintain appropriate confidential records to track service delivery as requested by 


DVLA. 


 


Everyone working for us and with us, as partners in delivering our services, has a personal 


responsibility for implementing and promoting these policy principles in their day-to-day 


dealings with customers and our staff.  


  


4. What happens when people don’t adhere to these principles? 


We will look at the facts and the reasons why something has happened, undertake the 


necessary investigations e.g. disciplinary or contract discussions and take appropriate 


action.   


5. Checking how we are doing  


To help us meet our legal obligations as a Public Sector Employer and as part of tracking our 


progress, we will collect information and statistical data.  


We will therefore: 


● encourage staff to self identify &  voluntarily record details of their gender, disability, 


race, age, sexual orientation and religion or belief, to help us monitor our progress on 


diversity and equality  


● include questions on equality  in annual staff surveys  


● consult  with internal and external groups to check how effective  this policy and its 


application is 


● monitor our customer complaints, analysing information on the experiences of different 


customer groups 


● utilise our customer feedback channels to seek specific information 


● utilise other feedback channels e.g. with suppliers or other partners. 


 


 


6. Confidentiality 


Personal information relating to a person’s background or profile is defined as ‘sensitive 


personal data’ under the 1998 Data Protection Act and this means that in most 


circumstances consent of the person is required for that information to be disclosed. 


Information given in confidence, including emergency contact details will remain confidential 


and secure. 


7. Publication  


We will publish anonymised  diversity information and make public our achievements and 


areas for further improvement as well as:  
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 the hard data obtained 


 actions and progress to address the issues identified. 


  


8. Relevant Legislation    


We will implement this policy in accordance with current legislation and codes of practice. 


Further information can be found at: 


 


Equality and Human Rights Commission (EHRC) 


https://www.equalityhumanrights.com/en 


 


Government Equalities Office (GEO) 


https://www.gov.uk/government/organisations/government-equalities-office 


 


The policy will be reviewed every three years or sooner if required.  


 


This is the third version – Oct 2016. 


 



https://www.equalityhumanrights.com/en

https://www.gov.uk/government/organisations/government-equalities-office
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Appendix D 


 


Procurement Counter Fraud and Bribery Statement 


 


The Driver and Vehicle Licensing Agency (DVLA) adopts a zero tolerance 


approach to procurement fraud and bribery. 


 


A counter fraud and bribery culture has been embedded at DVLA and is actively 


promoted amongst all staff, including procurement specialists.  


DVLA is committed to continually improve the awareness and understanding of its staff 


to actively prevent, deter and detect procurement fraud and bribery. 


DVLA expects the highest standards of conduct and integrity from its staff, potential 


suppliers and its contractors. Individuals and organisations have a responsibility, in 


deterring procurement fraud and bribery and to report any instances where it is 


suspected or detected. 


DVLA requires potential suppliers and its contractors to; 


 act with integrity, propriety, honesty, objectivity, accountability and openness, 


 take all reasonable steps, in accordance with Good Industry Practice, to prevent 
fraud and bribery by its staff and any sub-contractors, 


 actively avoid, prevent and deter any behaviour or activity that might be 
considered as collusion, i.e. operating a cartel, bid rigging, bid suppression, cover 
bidding, bid rotation, market division and price fixing; 


 actively avoid, prevent and deter any behaviour or activity that might be 
considered as bribery or corruption, in contravention of The Bribery Act 2010, 
e.g. paying a sum of money, or other inducement, directly or indirectly to any 
person/s in relation to any DVLA contract or tender for goods, works or services; 


 declare any conflict of interest that might arise before, during or after a 
procurement process, 


 provide and maintain accurate contract performance records/data, 


 provide and maintain accurate financial documentation, e.g. invoices, 


 







Version 1.1 (January 2016) 


 


DVLA requires its staff to; 


 act with integrity, propriety, honesty, objectivity, accountability and openness, 


 be alert to the possibility that unusual events or transactions could be indicators 
of procurement fraud and bribery, 


 report details immediately through the appropriate channel if procurement fraud 
and bribery is suspected, 


 Co-operate fully with the DVLA Counter Fraud & Intelligence Team. 


In addition, DVLA requires its procurement specialists to; 


 prevent, deter and detect procurement fraud and bribery, 


 ensure adequate control measures exist and operate effectively, 


 assess the risk of procurement fraud and bribery, 


 regularly review and test control measures and implement new control measures 
where necessary. 


 


DVLA has a zero tolerance approach to procurement fraud and bribery. If procurement 


fraud or bribery is identified or suspected, please contact us, in confidence, immediately 


on the following numbers: 


DVLA Counter Fraud & Intelligence Team – 01792 782650 


DVLA Whistle-blowing Hotline – 01792 788883 


If procurement fraud or bribery is suspected, DVLA will consider and investigate and 
may report the matter to: 


 Agency Fraud Officers; 


 the Police and share with counter fraud organisations; 


If procurement fraud or bribery is proven (i.e. sanctioned), DVLA may:  


 exclude a potential supplier from a procurement procedure, 


 suspend or terminate a contract with a supplier, 


 take steps to recover financial losses. 
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Invoicing Procedures 


DVLA’s invoicing procedures are detailed below: 


1. All invoices and/or credit notes must be an original document. 


2. Any correspondence/enquiries which are sent to the designated email address for invoices/credit 
notes and are not an original invoice and/or credit note will be deleted, with no action being taken. 


3. All invoices and/or credit notes will either need to be sent electronically as an attachment to an email or 
as a hard copy document through the post to the designated email or postal address listed below: 


Email: ssa.invoice@sharedservicesarvato.co.uk 
Postal Address: Shared Services arvato 
5 Sandringham Park 
Swansea Vale 
SA7 0EA 


4. If an original invoice and/or credit note is sent electronically, then the same document must not be sent 
as a hard copy through the post and vice versa. 


5. All electronics invoice and/or credit notes must be sent in a PDF format. Any documents which are 
received and are not in a PDF format will be deleted with no action being taken. 


6. All invoices or credit notes must quote a valid Purchase Order number i.e. one that is in the format 
8000XXXXXX. This will be found on the Purchase Order you receive. 


7. A 10Mb maximum file size per email is applicable. 


8. If the e-invoice is encrypted, this could result in the invoice being blocked by arvato email security filters.  


9. The e-invoices must not include profanities, as these will also be blocked by arvato email security filters 
and may delay/stop the invoice being received. 


10. You should not provide goods or services without receipt of a valid Purchase Order. 


11. Do not undertake new work or supply goods or services in excess of the original Purchase Order Value. 


12. If an incorrect Purchase Order number or no Purchase Order number is quoted the invoice will be 
returned to you. You will be able to handwrite the correct Purchase Order numbers on the invoices that 
are returned, however it is preferable that you change it on your system and reissue to ensure any future 
invoices are referenced correctly.  


13. Credit notes should quote the Purchase Order number and your original invoice reference along with 
details of what the credit note applies to, particularly if it is not for the full value of the invoice. 


14. Identify the business unit the invoice or credit note relates to e.g. DVLA. 


15. Shared Services arvato cannot be responsible for any e-invoice until it has been received. 
Responsibility for ensuring the e-invoice is received by arvato in a timely manner lies with the 
supplier. 


All supplier invoices and payment enquiries must be directed to Shared Services arvato. If you 
contact the relevant business unit directly, they will direct you to Shared Services arvato. 


 


How to Notify us of a Change 


If you change important information, such as your organisation’s contact or bank details, we will need written 
official correspondence. Please notify Shared Services arvato as soon as possible: 


Tel: 0844 892 0343 
Email: support@sharedservicesarvato.co.uk (Please do not email original                                     
invoices/credit notes to this email address) 



mailto:ssa.invoice@sharedservicesarvato.co.uk

mailto:support@sharedservicesarvato.co.uk





              Postal Address: Shared Services arvato 
              5 Sandringham Park 
              Swansea Vale 
                 SA7 0EA 


Enquiring about progress of payments  


1. For all payment and invoice queries you will need to contact the Shared Services arvato Service and 
Support Desk directly on 0844 892 0343. When calling you should quote the Purchase Order number, 
your vendor account number (if known) and the business unit you are invoicing e.g. DVLA. 


2. You should ask for your communication to be logged on a “service ticket” along with your contact details. 
This will allow all issues relating to your query to be logged under a unique reference number. 


3. You should quote the service ticket number in any follow up conversations. 


4. If Shared Services arvato has the invoice but cannot release it for payment, you are required to take 
appropriate action to ensure it can be paid.  


5. If the invoice has not been received by Shared Services arvato, the responsibility is on you to get the 
invoice to Shared Services arvato. If you are sending invoices to anyone other than Shared Services 
arvato, please change your customer invoicing address to Shared Services arvato.  


6. If a response from Shared Services arvato is required, one will be provided to you within 10 working days.  


7. If you have any remittance queries, these should be discussed with Shared Services arvato:  


Tel: 0844 892 0343 
Email: support@sharedservicesarvato.co.uk (Please do not email original                                     
invoices/credit notes to this email address) 


8. You must also ensure that a statement is sent to Shared Services arvato monthly to aid prompt payment 
of invoices (email and postal address as above). 


 



mailto:support@sharedservicesarvato.co.uk
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Armed Forces Covenant 
 
1. The Armed Forces Covenant is a public sector pledge from Government, 
businesses, charities and organisations to demonstrate their support for the armed 
forces community. The Covenant was brought in under the Armed Forces Act 2011 
to recognise that the whole nation has a moral obligation to redress the 
disadvantages the armed forces community face in comparison to other citizens, and 
recognise sacrifices made. 
 
2. The Covenant’s 2 principles are that: 


 the armed forces community should not face disadvantages when compared 
to other citizens in the provision of public and commercial services 


 special consideration is appropriate in some cases, especially for those who 
have given most such as the injured and the bereaved. 


 
The Authority encourages all Tenderers, and their suppliers, to sign the 
Corporate Covenant, declaring their support for the Armed Forces community by 
displaying the values and behaviours set out therein. 


 
3.  Guidance on the various ways you can demonstrate your support through the 


Corporate Covenant is at The Corporate Covenant below. 
 
4.  If you wish to register your support you can provide a point of contact for your 


company on this issue to the Armed Forces Covenant Team at the address 
below, so that the MOD can alert you to any events or initiatives in which you 
may wish to participate. The Covenant Team can also provide any information 
you require in addition to that included on the website. 


 
Email address: covenant-mailbox@mod.uk 
Address: Armed Forces Covenant Team 
Zone D, 6th Floor, Ministry of Defence, 
Main Building, Whitehall, London, SW1A 2HB 


 
5.  Paragraphs 1 – 4 above are not a condition of working with the Authority now or 


in the future, nor will this issue form any part of the tender evaluation, contract 
award procedure or any resulting contract. However, the Authority very much 
hopes you will want to provide your support. 


 
 
 
 
 
 
 
 
 



mailto:covenant-mailbox@mod.uk





   


 


 
The Corporate Covenant: 


Section 1: Principles of the Armed Forces Covenant 
 


1.1 We Company XYZ will endeavour in our business dealings to uphold the key 
principles of the Armed Forces Covenant, which are: 
 


 no member of the Armed Forces Community should face disadvantage in 
the provision of public and commercial services compared to any other 
citizen 


 in some circumstances special treatment may be appropriate especially for 
the injured or bereaved. 


 
Section 2: Demonstrating our Commitment 


 
2.1 Company XYZ recognises the value serving personnel, reservists, veterans and 


military families bring to our business. We (Company XYZ) will seek to uphold 
the principles of the Armed Forces Covenant, by: 


 


 promoting the fact that we are an armed forces-friendly organisation; 


 seeking to support the employment of veterans young and old and 
working with the Career Transition Partnership (CTP), in order to 
establish a tailored employment pathway for Service Leavers; 


 striving to support the employment of Service spouses and partners; 


 endeavouring to offer a degree of flexibility in granting leave for Service 
spouses and partners before, during and after a partner’s deployment; 


 seeking to support our employees who choose to be members of the 
Reserve forces, including by accommodating their training and 
deployment where possible; 


 offering support to our local cadet units, either in our local community 
or in local schools, where possible; 


 aiming to actively participate in Armed Forces Day; 


 offering a discount to members of the Armed Forces Community; 


 any additional commitments XYZ could make (based on local 
circumstances). 


 [You are encouraged to sign up to as many of the above as 
appropriate to your business. Please amend to provide details of 
how you intend to meet each commitment.] 


 
2.2 We will publicise these commitments through our literature and/or on our 
website, setting out how we will seek to honour them and inviting feedback from the 
Service community and our customers on how we are doing. [Amended as 
appropriate for your business]. 
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Department/Organisation: DVLA

Contact name: Commercial

Contact email: Commercial

Framework ref: RM 3796

Date issued: Monday 15 July

Response deadline: Monday 29 July 

Summary 

DVLA is looking for a media planning supplier to plan our future advertising campaigns, subject to Cabinet Office approval.  

The media strategy will be included in the business case to Cabinet Office.

We intend to, subject to Cabinet Office spend approval, run a paid for advertising campaign in this financial year, targeting motorists in regions of the UK where vehicle tax evasion is highest. 



If we receive approval the campaign is likely to run between January and March 2020. 



The campaign will meet the objective of disrupting current vehicle tax evasion behaviour and prompt an action amongst the target audience.

The information below outlines what went well in the previous campaign and some areas that we would like to improve on for future campaigns.



The Problem (and Objectives)

Vehicle tax evasion is rising and the latest Roadside Survey results (2017) has shown a growth in the number of untaxed vehicles spotted on the road.  This has grown from 0.6% to the current rate of 1.8%, since 2013.  Our insight is clear that people understand the rules and whilst there is a growing belief that the consequences of not paying vehicle tax on time or using SORN correctly, could happen to them but yet they still evade.  Whilst policy and enforcement activities will contribute towards keeping evasion low, integrated communications is one of the tools we have to help us meet this objective.  

The overarching communications objectives of this VED campaign are to:



· Generate more than 1.3m (or pro rata equivalent) additional visitors to the online vehicle tax service during the campaign period  

Increase the belief of the consequences happening locally by [xx] The key performance indicators for this campaign include:

· To reach 80% of our target audience in the chosen regions.  We will track this using the media evaluations

· To see a reduction in the number of unlicensed vehicles in the postcode areas the campaign is targeting by [xx] by the end of the campaign 



Note: we intend to develop KPIs as we progress the business case



 Context (Insight)



DVLA is an executive agency of the Department for Transport (DfT). The requirement to pay vehicle tax is embedded into UK legislation and we are responsible for collecting vehicle tax on behalf of HM Treasury - it is our primary function.



UK vehicle keepers have been paying vehicle tax for the past 100 years and despite the most recent policy changes around vehicle tax (abolition of tax disc, non-transfer of tax when a vehicle changes hands and the introduction of new vehicle tax rates) happening over 4 years ago, we are still seeing a growth in a segment of the audience who had previously complied but now take a chance and skip paying their vehicle tax (Roadside Survey 2017).  



The latest Roadside Survey in 2017 showed an increase in vehicle tax evasion for the third time in a row.  Since 2013, the evasion rate has grown from 0.6% to its current level of 1.8%.  



This current evasion rate has an estimated loss of £107m a year to HM Treasury.  If this trend continues, vehicle tax evasion could rise to at least 2% in 2019 potentially taking the loss to Treasury to £117m.  Our aim is to disrupt this current behaviour to stabilise and eventually reverse this trend.



We are committed to keeping evasion low through a variety of methods, one of which is paid for advertising.



We recently ran two consecutive advertising campaigns, targeting a segment that could be taking a chance and not paying vehicle tax, building on our extensive no-cost communications and enforcement strategy. 



Our most recent campaign took place in early 2019. This £2m campaign targeted 12 regions in the UK where vehicle tax is highest. These were Belfast, Birmingham, Sheffield, East London, Manchester, Nottingham, South London, Coventry, Leicester, Glasgow, Bristol, and Cardiff. 



This campaign ran on paid for channels including social media, digital display, print, out of home and radio supported with PR stunts in eight of the regions. This was heavily supported with our own no cost activities such as media ops with our wheel clampers.  This was very successful and generated over 170 pieces of coverage during the campaign period.  



This targeted approach proved to be more successful in terms of actions than previous campaigns.  We intend to mirror this approach in future campaigns



The campaign activity exceeded its key performance indicators in terms of reach, actions and awareness driving an additional 1.5m unique visitors to the online vehicle tax service.  Our post campaign research shows that following these campaigns, there is a growing belief that those who evade will get caught and a penalty given.



The next Roadside Survey results are due to be published by the Department for Transport later this year. 



As the regional approach proved to be a success, we are keen to roll this approach out wider to more regions and with more budget but with a similar penetration in each region.  

Audiences (Insight) 

Which behaviour are we seeking to influence and what’s our desired outcome? 



The belief that it won’t happen to me - Our evaluation showed that there is a growing belief of the consequences of not taxing a vehicle but the feeling that it will happen to those surveyed is not quite clear.  It’s likely that this is fuelling more people to take a chance and not tax their vehicle. 



Taking a chance - normally compliant vehicle keepers that may have a financial or leisure choice to make when their vehicle tax is due and are currently taking that chance by not paying on time or not at all.



Our desired outcome is for these people to tax on time.

We hold the records of registered vehicles in the UK, and have additional insight on evader profiles. 



Information we already hold about the motivations of evaders is detailed in the customer insight report attached.



We have been targeting our advertising to the following groups based on our own insight.  Demographic analysis suggests the following 2 key groups:



Credit crunchers

This group will be financially stretched. 26- 45 year olds, Single/ separated/ divorced. Living in urban areas and suburbs in private or socially rented homes in areas with high crime rates. Predominantly white British with some ethnicity. This group will have a basic education and be in low skilled employment, though unemployment is high. They are likely to have high rates of County Court Judgements and have a high demand for loans. This group will have high internet use for social media and emails and read tabloid newspapers.



Forgetful

This group are aspiring to be middle class. 26 – 65 year olds. Married with children. Living in the suburbs in owned or mortgaged home. They are likely to be white British and Indian. They will have some qualifications and be in mid- level professional – technical roles. There is low unemployment in this group.  They may have more than one vehicle and have issues keeping on top of their admin. CCJs will be low in this group. They are likely to respond to online marketing messages and read mid marketing newspapers and magazine.



We are keen to know more about this audience and how they react to issues like ours (not paying tax).  We welcome further insight around this problem.



Vehicle Quarterly Census Extract (Feb 2018) of Data Type 1 records to understand currently licensed and SORN’d vehicles 



Based on this insight we have a clear audience description and understand the types of vehicles most likely to be untaxed:



1. 10 – 18 year old vehicles are the major contributors

1. Based on the above statement the likelihood is they are low to very low value vehicles

1. There is a 55%-45% split between current keepers and new keepers of the vehicles that are evading 

1. A  male bias (65% of registered keepers in this pot are male)





Again, we’d welcome more information about these audience segments and whether the propensity to evade is higher in different age groups and locations thus enabling us to target even further.



We have undertaken online and focus group research to understand more about the behaviours of these target audiences in addition to their opinions and reactions to creative concepts.  Our research examined:

· What action they would take after seeing the adverts 

· Why they evade taxing their vehicle

· What is stopping them taxing on time

· Which message and creative execution resonates with them

· Where they expect to see these adverts



The results of this research are attached. 



A report byhttps://chcymru.org.uk/uploads/events_attachments/Behavioural_Insights.pdf (please copy and paste into your browser)  

shows the power of social norms around compliance of tax payments (not specifically vehicle tax).  

In addition, we have the most recent behavioural insight and media post campaign analysis reports to inform planning decisions for your perusal. 



What do we want them to feel, think and do?



Guilt/shock/shame



Belief that it will happen to me  

We want them to tax their vehicle after seeing the advertising 



Our call to action is Tax it or lose it/Tax now/Learn more

We want motorists to believe that the consequences portrayed will happen to them if they don’t tax their vehicle on time and for them to check if they are taxed (for the forgetful/disorganised) and for the ‘chancers’ to tax.

 













 Strategy 

Our strategy is to get as close to those we believe are evading paying vehicle tax and disrupt their behaviour with clear, direct messaging in their locality.  We will use a range of communication techniques and develop an integrated campaign to deliver this.



We intend to keep the tag line ‘Tax it or Lose it’.



The campaign is intended to be regional. However, we welcome discussions about the added value of national space to complement this campaign, particularly at launch.   



We welcome any further insight that the agency may have to support targeted advertising to trigger a behaviour change with this target audience.  



We know from our most recent campaign that channels in their local setting were most effective with petrol pump and radio adverts being the most recalled channels. 



We also know that certain digital channels e.g. display (Top Gear site) and social (Twitter) did not provide value for money.   We expect previous performance to be considered to develop a media plan for the next campaign.



We want motorists to believe that the consequences portrayed will happen to them if they don’t tax their vehicle on time and for them to check if they are taxed (for the forgetful/disorganised) and for the ‘chancers’ to tax.



Agency requirement (Implementation)



We want to appoint a supplier to provide media strategy for our future advertising campaign.  



The supplier must be able to work with DVLA communications team, insight team, media buyers and creative agencies to deliver media recommendations that can inform and shape our future advertising campaigns. 

We would like responses to this brief by 29 July.  We intend to appoint a supplier in August with a view to include media planning recommendations in the business case to Cabinet Office within 3-4 weeks of appointment.  

This is an aggressive timeline to meet our goal of launching a campaign by mid-January 2019 (depending on Cabinet Office approval). 

Agency response (Evaluation)

The agency must demonstrate the ability to produce a clear strategy to fulfil the campaign objectives. 



We will use the GCS OASIS model to deliver and evaluate our campaigns and would expect the appointed agency to use this model in their approach. 



The evaluation will be based on a 70 / 30 breakdown of quality / price and responses will be evaluated on:



· Evidence of producing high quality media plans

· Ability to offer recommendations and insight on regional plans to reflect the geographical variations 

· An understanding and application of the GCS OASIS model for campaigns

· Ability to meet aggressive deadlines

· Ability to work closely with media buyers and other stakeholders





[insert marking scheme]

Appointment and timings (Evaluation)

 We require a media strategy to complete the Professional Assurance process.  The campaign launch is planned (subject to Cabinet Office approval) in the current financial year – potentially between January and March 2020.  



We would like a response to the brief by 28th July 2019.



The campaign media spend will be approx. £2.4m of a potential £3m budget

2019 OMGD PCR attached.  

2019 Kantar behavioural evaluation attached

GCS TGI Insight packs for media consumption by target audience


