[bookmark: id.1vsw3ci]FRAMEWORK SCHEDULE 4: LETTER OF APPOINTMENT AND CALL-OFF TERMS
Part 1:  [bookmark: id.4fsjm0b]Letter of Appointment
[bookmark: id.2uxtw84]
CCCO19A18
[bookmark: id.1a346fx]
[bookmark: id.2981zbj]Dear Sirs
[bookmark: id.odc9jc]
[bookmark: id.38czs75]Letter of Appointment
[bookmark: id.1nia2ey]
[bookmark: id.47hxl2r]This letter of Appointment is issued in accordance with the provisions of the Framework Agreement (RM3774) between CCS and the Agency, dated 16th December 2016.
[bookmark: id.2mn7vak]Capitalised terms and expressions used in this letter have the same meanings as in the Call-Off Terms unless the context otherwise requires.
[bookmark: id.11si5id]
	Order Number:
	TBA (Clients to advise Agency) 

	From:
	The Department of Transport (DfT) ("Client")

	To:
	23 Red Ltd ("Agency")


 
	Effective Date: 
	1st August 2019

	Expiry Date:
 
 
	End date of Initial Period 31st July 2022
End date of Maximum Extension Period 31st July 2023
Minimum written notice to Agency in respect of extension: One month


 
	Services required:
 
 
	Set out in Section 2 (Services offered) and refined by:
· the Client’s Statement of Requirements attached at Annex A 
· the Agency’s Proposal attached at Annex B; and
· the Agency’s pricing schedule at Annex C



 
	Key Individuals:
	For the Agency:
REDACTED

For the Client:
REDACTED

	[Guarantor(s)]
	Not Applicable 


 
	Call Off Contract Charges (including any applicable discount(s), but excluding VAT):
	Payment will be made in line with the pricing schedule at Annex C. All rates are inclusive of expenses and exclusive of VAT. The Pricing Schedule found at Annex C is an estimated cost to deliver the requirements set out in Annex A, Statement of Requirements, for the Group Communications – Partnership Marketing requirement for DfT.
The estimated combined contract value shall be for a maximum of £6,600,000.00 (Ex VAT) for the full contract period (three (3) year period, plus one (1) year extension).  This is a call off contract; the Client are unable to guarantee volumes. 
Maximum value should the extension period of one (1) year be exercised is £6,600,000.00
Payment can only be made following satisfactory delivery of pre-agreed certified products and deliverables. Before payment can be considered, each invoice must include a detailed elemental breakdown of work completed and the associated costs. 
The Agency will respond to each brief issued by the Client during the contract in writing, including a firm price in line with the Contract day rates which include all expenses. 
The Client (DfT) will issue a Purchase Order to correspond with the value of the agreed brief.

	Liability 
	Agency Liability: [see clause 18.2 of Call Off Contract]
Client Liability: [see clause 18.4 of Call Off Contract]

	Insurance Requirements
	In line with the Contract Terms and Conditions

	Client billing address for invoicing:
	Email: REDACTED  in pdf format. 
Post: REDACTED



 
	GDPR
	Please refer Call-Off Schedule 8 (Authorised Processing Template)

	Alternative and/or additional provisions:
	Not Applicable


 
[bookmark: id.3ls5o66]FORMATION OF CALL OFF CONTRACT
[bookmark: id.20xfydz]BY SIGNING AND RETURNING THIS LETTER OF APPOINTMENT (which may be done by electronic means) the Agency agrees to enter a Call-Off Contract with the Client to provide the Services in accordance with the terms of this letter and the Call-Off Terms.
[bookmark: id.4kx3h1s]The Parties hereby acknowledge and agree that they have read this letter and the Call-Off Terms.
[bookmark: id.302dr9l]The Parties hereby acknowledge and agree that this Call-Off Contract shall be formed when the Client acknowledges (which may be done by electronic means) the receipt of the signed copy of this letter from the Agency within two (2) Working Days from such receipt.
[bookmark: id.1f7o1he] 
For and on behalf of the Agency:                            For and on behalf of the Client:
Name and Title:  REDACTED                                     Name and Title:  REDACTED
Signature:                                                                    Signature:
Date:                                                                            Date: 
[bookmark: id.3z7bk57] 


[bookmark: h.2eclud0]Annex A
Client Brief
[bookmark: _Toc297554773][bookmark: _Toc296415805][bookmark: _Toc296415793] 
1. [bookmark: _Toc7693185][bookmark: _Toc368573029][bookmark: _Toc7693184]DEFINITIONS 
	Expression or Acronym
	Definition

	The Client
	Means the Department for Transport 

	The Agency
	Means the Supplier

	The Department 
	Means the Department for Transport 
including its Executive Agencies and other
Arm’s Length Bodies 


	ALBs
	DfT’s Arm’s Length Bodies at any time during the term of contract.

	BEIS
	Department for Business, Energy
& Industrial Strategy

	RoI
	Return on Investment

	BAME
	Black, Asian and Minority Ethnic 

	KPIs
	Key Performance Indicators

	Partners
	Those recruited and managed to deliver in kind campaign support through content or channels

	Brief
	Partnership Marketing requirements for each campaign



2. OVERVIEW OF REQUIREMENT
2.1 [bookmark: _Toc297554774]The individual standby agreements for each of DfT and BEIS are to be for an initial period of three years, with each having the option to extend for an additional year.
2.2 The agreements may be used in connection with any existing, planned or future campaign area, subject to Cabinet Office Professional Assurance approvals, with the option to call upon the agencies services for wider support (including for DfT arm’s length bodies) up to a combined total contract value of FIGURE ABOVE
2.3 The maximum Contract spend is outlined below.  Please note there is no commitment by the Clients to spend this value.


2.4 Existing and currently planned campaign areas include:
2.4.1 DfT: THINK! Road Safety 
2.4.2 DfT: Inclusive Transport (New)
2.4.3 DfT: EU Exit
2.4.4 BEIS: Engineering, Take a Closer Look
3. [bookmark: _Toc368573030][bookmark: _Toc7693186]SCOPE OF REQUIREMENT 
3.1 The Agency shall be a highly skilled marketing agency with an outstanding record in successful partnership marketing and expertise in a broad range of sectors. The Agency will:
· develop strategies and manage one-off and multi partner programmes

· implement and leverage existing and new partner activity, developing partner toolkits and delivering events and innovative digital solutions

· design, prioritise and manage partner acquisition and retention programmes

· co-create innovative content to reach target audiences both on and offline

· work with media owners and partners to generate content and programming

· monitor, track and evaluate partnership programmes through both quantitative and qualitative measures

· have flexible capability and capacity, keeping up to date with fast moving events and working closely with the client day-to-day and at senior level

· have access to expertise in sponsorship strategy development, implementation and communication if required
  
· have access to expertise to develop and execute digital and public relations activity including content and delivery if required
 
· have access to expertise to develop and execute educational specialist communications activity including public relations and schools resources

3.2 DfT Executive Agencies, other arms-length bodies will be able to access the agreement directly at the Client’s discretion.
4. [bookmark: _Toc368573031][bookmark: _Toc7693187]THE REQUIREMENT
4.1 The Agency shall work effectively across a number of different agency partnerships this will include:
· Alerting wider agency group upstream at the planning stage to maximise value of partnership opportunities and ensure all are aligned on deadlines and deliverables
· Ensuring that all content generated fits with wider creative strategy and is delivered directly to media owners in a timely and efficient manner
· Ensuring evaluation metrics and campaign learnings feed in to wider reporting, monitoring and optimisation
4.2 As well as creating outputs with partners that have a fit with the target audience and align with brand values, the Clients also see the value of developing tri-partnerships and initiating opportunities for partners to network and generate ideas together. For example, pairing a media partner and a brand partner together so that DfT and BEIS are able to maximise both content and reach, or aligning a charity so that they can co-create, endorse and promote through their channels.
4.3 The Agency shall offer new and innovative solutions that will stand out and have impact. All communications should be developed with accessibility in mind and meet the required accessibility standards. https://www.w3.org/WAI/fundamentals/accessibility-intro/ for all online content and comply with web content accessibility guidelines (WCAG) 2.1 https://www.w3.org/WAI/standards-guidelines/wcag/
4.4 Some campaign content is expected to be sensitive and will require a robust approach with intelligent negotiation and an eye for potential issues and conflict.
4.5 The Client’s understand that developing new partnerships and opportunities can often have long lead times; the Agency shall provide a clear pathway with realistic targets in terms of deliverables and outputs.
4.6 Whilst DfT and BEIS see the benefits of pooling all Group Communications partnership marketing requirements into one Agency DfT and BEIS are also aware of the potential risks with this approach. A number of the core campaigns will require activation and support on award of the contract, allocated resource will therefore need to be sufficient to accommodate this so as not to undermine the quality of outputs.
4.7 An outline of DFT and BEIS requirements for each of the existing or currently planned campaign areas, subject to Cabinet Office Professional Assurance approvals:
4.8 DFT Campaigns
4.8.1 THINK! Road Safety 
ISSUE: Too many people, particularly young men, are killed and seriously injured on the UK roads.
AIM: Reduce the number of people killed and seriously injured on the roads in England and Wales.
OBJECTIVE: Change attitudes and behaviours towards the most risky driving behaviours by addressing the cultural, contextual and habitual factors that contribute to accidents in the moment (social practice theory).
ROLE FOR PARTNERSHIP MARKETING: Recruited partners should provide incentives or solutions to encourage the Clients audience not to drive recklessly or complacently, and should extend the reach of the campaign messages.
NEW PARTNERS: Drink Drive has been the historical focus for partnership but the Client would like to explore commercial partnerships that will tackle wider issues around driving safety. The new Agency is required to advise on new partners that could include:
· Tech Brands – technology solutions to good driving.
· Insurers –offer incentives for safer driving?
· Car Brands – that understand driving skills
· Gaming Brands – to highlight how real life driving skills and gaming skills differ
· Youth Brands – those that can influence the young drivers 17-24
CURRENT PARTNERS: REDACTED
SUCCESS: Identify a number of quality partners to co-create content that will support the overall campaign strategy (this could include three-way partnership opportunities) and identify a larger range of partners to help amplify the content. The partners should have direct access to a young male audience and be trusted and credible among this group. 
4.8.2 Inclusive Transport 
ISSUE: Disabled people do not feel confident to use public transport and transport operators and the wider public could be doing more to support easy access.
AIM: Positively engage disabled people to improve confidence and use of public transport services, creating a transport system offering equal access for disabled people by 2030, improving access to work. Create a supportive travelling experience amongst the general public by promoting ways of positively interacting with disabled people and reducing instances of disability related hate crime.
OBJECTIVE: 
· To increase the use of public transport by disabled people by improving confidence to travel
· To increase awareness of the needs of disabled people, particularly those with hidden disabilities, amongst the general travelling public 
· To amplify actions of operators and partners that help to improve the travelling experience for disabled people

ROLE FOR PARTNERSHIP MARKETING: Activate and coordinate a focused drive to enable disabled people to confidently travel on a range of public transport. Analyse the existing landscape and insight to identify opportunities to support disabled people, working with delivery, media, private sector and charity partners to engage and motivate hard to reach groups. Generate engagement and awareness amongst the wider travelling public and use trusted voices to extend the reach of the campaign.
SUCCESS: A recognised centrally led drive to enable disabled people to travel with confidence across a range of transport services. An increase in awareness and support from the wider public and transport operators to alleviate the barriers to accessible transport. A range of partners both at the point of travel and beyond which might include tech, charity, in situ brands and schools.
4.8.3 EU Exit
ISSUE: Businesses and citizens will need to take action to continue to travel in the EU post exit, the degree of action and preparedness increases in a no deal scenario. Awareness of steps required and motivation to act is currently low.
AIM: Raise awareness and engage businesses and the wider general public of the possible changes in their travel arrangements to the EU post Brexit.
OBJECTIVE: To ensure business and citizens are informed and aware of the actions they need to take post Britain’s exit from the EU
ROLE FOR PARTNERSHIP MARKETING: To amplify DfT messages to business and public regarding changes to the documentations needed to travel to the EU

SUCCESS: DfT messages carried by industry and commercial partners including websites, at the point of travel e.g. ports and cruise ships as well as trade advertising e.g. the RHA (Road Haulage Association) magazine. Engagement with the 125 partners activated in 2018-2019 is sustained, and new partnerships are developed. 

6.9 BEIS Campaigns

6.9.1        Engineering: Take a Closer Look

ISSUE: 

· The skills gap - 20,000 annual shortfall of engineering graduates in the UK which impacts on the UK’s productivity and growth. The industry needs 203,000 skilled recruits each year to 2024 to keep pace with demand. (ENGUK,2018)
· Engineering is undervalued and misunderstood - less than a third (26%) of parents know what people in engineering do (EBM, July 2018)
· Diversity - only 12% of the engineering workforce is female. People from ethnic minority groups account for 8% of those employed as professional engineers compared with 12% across the working population. (EngUK,2018)
· Multiplicity of initiatives - promotion of engineering suffers from lack of critical mass, duplication of effort and complexity of landscape. There are many organisations competing for share of voice resulting in multiple messages that at best may be hard to filter and at worst could lead to ‘engineering fatigue’ (RAENG Landscape Analysis 2016)

AIM: Widen the pool of young people that would consider engineering as a career
OBJECTIVE: Improve the desirability of engineering among young people, their teachers and families through increasing awareness and understanding of what engineers do
· drawing on opportunities in key Industrial Strategy areas such as AI, developing a green economy, transport systems of the future and a healthier ageing society
· Improving diversity including BAME, women and those from disadvantaged backgrounds.
ROLE FOR PARTNERSHIPS MARKETING: Prioritised partnerships will remain at the centre of the strategy
· Co-creating content linked to young people’s passions and interests – revealing the engineering within
· Creating platforms and simple tools that multiple partners can join and use
· Focus on engineering sectors that BEIS know resonate with young people and girls – tech, design, environment, making a difference (see Five Tribes)
· Tri-Partnerships providing both content and reach – increasing awareness amongst young people parents and teachers
· Amplifying existing activities and coordinating under one brand and consistent messaging. Build the use of ambassadors developing a ‘bank’ of spokespeople and supporters with a focus on diversity
· Building on the legacy of the Year of Engineering to encourage uptake of tools e.g. the Shell Code and the IMechE evaluation tool
· Build regional networks and promote opportunities for Direct Experiences as these are known to have a direct impact on perceptions and attitudes towards engineering.
· Target new landmark partners, reach beyond the ‘usual suspects’ that are already active in the area – focus on brands that index well amongst C2DE
· Develop engaging digital content to keep messages live and up to date, delivering strong engagement rates.
· Bespoke engagement with schools to raise awareness and engage teachers, build regional networks
· Clear evaluation strategy and ROI measure of 3:1 or more

SUCCESS: KPIs will build on those set out in the Year of Engineering, based on uplifts in attitudinal statements, ambassador sign ups and ROI. BEIS anticipate working with 8 or more new ‘landmark’ partners (that offer new co-created content) at least 3 of which would be specifically reaching audiences from BEIS priority areas – girls and BAME groups. The Agency shall also maintain, activate and coordinate over 1500 partners that have signed up to support the previous Year of Engineering campaign. BEIS would like the new partnerships to bring the grand challenges within the Industrial Strategy to life, reach a diverse audience and Tri-Partnerships that are able to deliver on reach as well as content. Forming strong regional networks and a bank of ambassadors that support the campaign.
4.9 The Agency shall also:
4.9.1 Agree and present a strategy and produce a detailed communications plan to deliver each programme of work. This should complement wider campaign strategies where appropriate.  
4.9.2 Produce a weekly status report and meet regularly (frequency of status meetings to be agreed by campaign on appointment) to share progress.
4.9.3  Provide and agree an approval process with the Client for each campaign. The Client will have final sign off on all creative material and payment for creative will not be made until this has been achieved.
4.9.4 Provide accurate notes and actions from all meetings between the Client and the Agency and between the Agency and Partners unless agreed in advance with the Client.
4.9.5 Provide high quality, accessible and innovative creative content that inspires the target audiences and brings the campaigns to life
4.9.6 Provide creative solutions to promote partner content so that audiences are reached and engaged
4.9.7 Understand and keep up to date with developments and new opportunities within the specialist areas of each campaign.
4.9.8 Adhere to data protection rules and requirements in the management of personal data. 
















5. KEY MILESTONES AND DELIVERABLES
5.1 The following Contract milestones/deliverables shall apply:
	Milestone/Deliverable
	Description
	Timeframe or Delivery Date

	1
	Kick off meeting with Client
	Within week 1 of Contract Award 

	2
	Response to brief including creative approach, a top level comms plan and agreement on upcoming deliverables (events, partner materials) 
	Within a min 2 weeks of receipt of detailed brief 
A one week response to brief may be required in exceptional circumstances

	3
	Invoicing schedule agreed
	Within 3 weeks of detailed brief 

	4
	Final strategy and detailed communications plan 
	Within 4 weeks of detailed brief 

	5
	Evaluation report
	Within 4 weeks of specific campaign activity, at 6 and 12 months or as agreed at briefing stage for long term projects

	6
	The Agency shall provide and agree an approval process with the Client for each campaign. As outlined in Section 6.11.3
	Within 4 weeks of detailed brief

	7
	Contract review
	Every 3 months post contract award


[bookmark: _Toc302637211]
6. [bookmark: _Toc368573033][bookmark: _Toc7693189]MANAGEMENT INFORMATION/REPORTING
6.1 The Agency shall provide weekly status reports attending status meetings as required. The frequency and format of status meetings will be agreed with individual campaign teams on appointment.
6.2 The progress of all projects will be monitored throughout with evaluation reports due within four weeks of campaign activity with the option of a six and twelve month report each year. The response to brief should include KPI recommendations which, once agreed, will be added to those at 16.2.
6.3 The Agency shall attend and contribute to quarterly contract review meetings and identify and implement improvements.
7. [bookmark: _Toc368573034][bookmark: _Toc7693190]VOLUMES
7.1 Given the stand-by nature of the contract volumes will be agreed as individual briefs are issued. Subject to Cabinet Office Professional Assurance approvals the existing or currently planned campaign activity is anticipated to require the following:
7.1.1 THINK!: DfT anticipate working with 2-3 quality partners to co-create content. The partners should have direct access to a young male audience and be trusted and credible among this group. DfT would also like to identify a larger range of partners to help amplify the content (agency to advise on number but could range from 5-15), while maintaining existing relationships with historic partners. 
7.1.2 INCLUSIVE TRANSPORT: As a new campaign the Agency shall provide recommendations in terms of the partner recruitment and prioritisation strategy.
7.1.3 EU EXIT: New messaging and policy will arise regularly, so the Agency shall actively maintain relationships with existing active partners (approximately 125 at present) and engage them in amplifying updates as needed. DfT also anticipate the agency building their partner base by at least 50% to ensure that DfT are reaching as much of their audience as possible.  
7.1.4 ENGINEERING: DfT and BEIS anticipate working with 8 or more ‘landmark’ partners each year at least 3 of which would be specifically reaching audiences from their priority areas – girls and BAME groups. The Agency shall activate and coordinate over 1500 partners that have signed up to support the campaign.
8. [bookmark: _Toc368573035][bookmark: _Toc7693191]CONTINUOUS IMPROVEMENT
8.1 The Agency shall continually improve the way in which the required Services are to be delivered throughout the Contract duration.
8.2 The Agency should present new ways of working to the Client during quarterly contract review meetings. 
8.3 Changes to the way in which the Services are to be delivered must be brought to the Client’s attention and agreed prior to any changes being implemented.
9. [bookmark: _Toc368573037][bookmark: _Toc7693192]PRICE 
9.1 The Contract will be for three years with a possible one year extension period (3+1). The maximum contract value is £7.5million exc. VAT. An additional £2.5million exc. VAT is available should the contract be extended for a further year.  Please refer to the breakdown of the spend, by Client in Section 2.
9.2 There is no commitment by the Client to spend this value. Commitments will be made through agreement to individual campaign proposals and issue of purchase orders. 
9.3 Prices are to be submitted via the e-Sourcing Suite [Attachment 4 – Price Schedule excluding VAT and including all other expenses relating to Contract delivery. Prices submitted in any other format will not be considered at tender stage. Prices will be held firm for the duration of the contract. 
10. [bookmark: _Toc7693193]INTELLECTUAL PROPERTY RIGHTS
10.1 The Agency acknowledges that the Client retains ownership of materials developed by the Agency as part of the partnership marketing programme, including all modifications and adaptions, and all Intellectual Property Rights in them.
11. [bookmark: _Toc368573038][bookmark: _Toc7693194]STAFF AND CUSTOMER SERVICE
11.1 The Agency shall provide a sufficient level of resource throughout the duration of the Contract in order to consistently deliver a quality service.
11.2 The Agency’s staff assigned to the Contract shall have the relevant qualifications and experience to deliver the Contract to the required standard. 
11.3 The Agency shall ensure that staff understand the Client’s vision and objectives and will provide excellent customer service to the Client throughout the duration of the Contract.  
12. [bookmark: _Toc368573039][bookmark: _Toc7693195]SERVICE LEVELS AND PERFORMANCE
12.1 The Client will agree KPIs with the Agency at briefing stage for each campaign.
12.2 The Client will also measure the quality of the Agency’s delivery by:
	KPI/SLA
	Service Area
	KPI/SLA description
	Target

	1
	Account Management
	Status reports to be submitted -, attendance face to face as agreed

	Weekly

	2
	Service Delivery
	Production: Responsiveness and delivery against overall brief
	2 weeks for response to brief, 1 week response in exceptional circumstances

	3
	Performance
	Testing: 
campaign optimised based on ongoing feedback and testing
	Targets and frequency to be agreed at briefing stage

	4
	Outputs
	Social reach and website metrics:
Quality of partners and effectiveness of partner prioritisation – partner reach, relevance and outputs
Minimum ROI of 3:1
	Targets and frequency to be agreed at briefing stage
Partner ROI of 3:1

	5
	Performance
	Performance against previous content and campaigns e.g. engagement rates and partner take up.
	Targets and frequency to be agreed at briefing stage

	6
	Performance
	[bookmark: _Hlk2772404]Set attitudinal measures  
	pre and post campaign activity



12.3 [bookmark: _Toc368573040]Quarterly contract review meetings will be undertaken to recognise success and provide opportunity to improve in any areas of underperformance.
12.4 On termination of the contract all information and assets created as part of the contract will be supplied to the Client at no additional cost.
13. [bookmark: _Toc7693196]        SECUIRTY AND CONFIDENTIALITY REQUIREMENTS
13.1 As outlined in the Terms and Conditions
13.2 The Agency shall keep all campaign briefings, materials and partner agreements confidential until such time that the Client has agreed their release.
14. [bookmark: _Toc7693197][bookmark: _Toc368573042]PAYMENT AND INVOICING 
14.1 Detailed itemised costs must be provided and signed off by the Client before any work commences. After which a Purchase Order will be provided by the Client.
14.2 The Agency shall produce and agree an invoicing schedule within 3 weeks of each detailed campaign brief. 
14.3 Payment can only be made following satisfactory delivery of pre-agreed products and deliverables that have been approved by the Client. 
14.4 Before payment can be considered, a detailed elemental breakdown of work completed, unit price and cost must be provided to the client in an agreed format. This will be required ahead of the Agency issuing an invoice as directed below, and could potentially be the draft invoice.
14.5 For DfT orders, Agency invoices should be sent to either (not both):
14.6 Email to REDACTED in pdf format. It is the Agency’s responsibility to ensure the email is received by the Account Payable team.
14.7 Post to REDACTED
14.8 For BEIS orders, Agency invoices should be sent by email to REDACTED
15. [bookmark: _Toc7693198]CONTRACT MANAGEMENT 
This Contract will be managed by the Clients.  Contract Review meetings will be held on a quarterly basis, at the Client’s offices and shall be at the Agency’s own expense. 
16. [bookmark: _Toc368573043][bookmark: _Toc7693199]LOCATION 
16.1 The location of the Services will be carried out at the Agency’s offices however the Agency will be expected to regularly attend meetings at the Client’s offices
16.2 DfT: REDACTED or at the offices of the DfT Executive Agencies and other arms-length bodies.
16.3 BEIS: REDACTED


[bookmark: h.thw4kt]Annex B
[bookmark: id.3dhjn8m]Agency Proposal
[bookmark: id.1smtxgf] 


 
For DfT, a core team of 6 has been allocated to the project. REDACTED, Business Director will oversee all projects, we understand in the first instance that this will include THINK!, EU Exit and Inclusive Transport. 
 
Wendy will be supported by two Account Directors. Due to the scale of the requirements for the Inclusive Transport brief, we propose having a dedicated Account Director for this project with the second Account Director focused on THINK! and EU Exit. They will be supported by a Senior Account Manager, Account Manager and Account Executive to ensure the smooth day to day running of the account.  
 
For BEIS, a core team of 4 has been allocated for Engineering: Take a Closer Look. REDACTED, Business Director, will lead with a dedicated Account Director, supported by a Senior Account Manager and Account Manager. 
 
Our experienced planning team will work closely with both teams on all strategic, campaign monitoring and evaluation aspects of each project. 
 
Except in the instances where a team member is dedicated to a specific project, each person will generally work on one or two other accounts. However, transport/engineering partnerships will be their primary focus and their total allocation will not exceed 80%. Based on our experience, this provides a suitable degree of flexibility, meaning additional resource can be allocated to your account if required.  
During intense periods of activity, we can offer a ‘blended’ or co-located team, meaning the 23red team members will fully integrate itself with the Authority client team, working seamlessly and collaboratively with stakeholders and other suppliers. 
Where significant additional resource is required, we will bring increase the team size. In most cases this will be achieved by drawing on the support of other staff members with the same specialist skill sets or via recruitment of specialist skills. We also have a bank of specialist freelance account handlers who we can draw upon if needed. 
 
As an integrated communications agency, in addition to our in-house partnership marketing and strategy experts we will also draw on the expertise of our creative and digital specialists as the project requires. Our creative team have experience in developing partner toolkits and digital content for Year of Engineering, THINK! and Change4Life for example. 
 
We also have trusted 23red Associates with whom we regularly collaborate with as part of our extended team. For this brief, we anticipate benefiting from specialist BAME and disability audience expertise. REDACTED are 23red Associates with whom we draw on in these areas. They have supported us on numerous projects, for example REDACTED provided her expertise for identifying partners to engage BAME audiences in blood donation for NHS Blood and Transplant. REDACTED has worked with us as a specialist researcher for vulnerable and disability audience groups for SMART Energy GB. We have provided further detail on their experience in the biographies section below. 
 
During our long-standing relationship with DfT we have successfully demonstrated our ability to commit the right resource at the right time to deliver against the specification. We have also demonstrated flexibility, upweighting resource as and when required to support the core team (e.g. bolstering our account management and planning teams during spikes in activation on Year of Engineering). 
 
Senior Team Experience 

ALL REDACTED 
 
Campaign project management 
 
We pride ourselves on excellent project management. We have noted all the KPI’s, deliverables, service levels, reporting and invoicing requirements detailed in the Statement of Requirements and will ensure that we comply with them. We will also put in place a clear project plan from the outset that sets out milestones and interdependencies and we will keep it under review; essential for the successful delivery of a campaign.  
 
In line with our collaborative approach and quality assurance policy, we recommend regular but focused liaison with our clients to ensure quality and delivery requirements are achieved. We have outlined our proposed approach below; however, we understand that each team and project will have different requirements. We anticipate for example that ‘always on’ projects such as Inclusive Transport will align, whereas EU Exit, for example, will need an approach that can be switched on and off based on when the need arises. We will therefore use this approach as the starting point to discuss with each client team at kick off and adapt as required.  
 
Daily 
· Update on vital developments/challenges 
· Contact reports/meetings note within 24 hours  
 
Weekly  
· Client status (face-to-face where possible) 
· Written status update 
· All agency update during planning phases 
 
Monthly 
· Integrated agency update during campaign phases 
· Client / Agency governance meeting 
 
  
Quarterly  
· Stakeholder updates as required 
· Contract review (an opportunity to present new ways of working as part of our commitment to continuous improvement) 
 
Six-monthly 
· Stand back session (without charge) 
· Mid-year evaluation against objectives  
· L&D session (for those who would like to know more about partnership marketing) 
 
Annual 
· Response to following year’s brief, KPI setting and scope of works 
We also offer relevant added value services as part of each contract such as competitive reviews, planning workshops, stand-back days, training and research, embedding staff in client’s offices and working as part of a blended team as required. 
 
Achieving and maintaining specialist sector knowledge 
As the incumbent agency, we already hold a wealth of specialist transport and engineering sector knowledge and relationships. Many of the team we are proposing are already or have recently worked on at 
least one of the specific projects detailed in the brief and therefore have in-depth knowledge of the subjects. However, we recognise the importance of continuing to develop our knowledge and understanding of DfT/BEIS and the wider policy areas. To do this we will ensure that all team members: 
· Read DfT/BEIS strategic plans, performance reports, research and board papers 
· Synthesise relevant academic reviews on behaviour change 
· Convene behaviour change panels to advise on specific topics 
· Attend conferences and relevant stakeholder groups 
· Monitor press coverage (via Google alerts) and publications 
· Review manifestos published by the major political parties 
We use this knowledge and understanding to inform the development of our partnership strategies and campaigns. 
 
In addition, we regularly identify training opportunities, whether that be a professional qualification, attendance at conferences etc., that will help bolster our team’s knowledge and skillset. 
 
Onboarding and the first 100 days 
 
We believe it’s vital to have a clear on-boarding plan for a new client/agency relationship to ensure a smooth transition and get everyone up to speed as quickly and efficiently as possible. 
 
As the incumbent agency on THINK! and EU Exit the team will be able to hit the ground running. Where there are team changes to allow for the proposed structure there will be a comprehensive handover and comfort in the knowledge that the experience remains within the agency. There will be no impact on the quality of delivery. Whilst there is no need for onboarding in respect of THINK! and EU Exit, we would recommend having a kick-off meeting to agree the deliverables and scope under the new contract. This will also provide an opportunity to review the current processes, ensure that the client teams are happy with the ways of working and agree any areas for improvement. 
 
Whilst we know a lot about ‘Engineering: Take A Closer Look’ having delivered Year of Engineering, we recognise that there will be a new team and a new set of objectives based on the evaluation learnings and alignment with the Industrial Strategy. We would therefore recommend we treat this in the same way as we would treat the Inclusive Transport brief and any other new brief. We would propose a 4-week onboarding plan which will allow us to get partnership marketing activity live within three months (100 days). The on boarding plan is detailed below: 
 
Week One: Kick off and information gathering 
· Kick off meeting with client to introduce the teams, discuss the brief, agency objectives and deliverables, agree ways of working and roles and responsibilities, understand the other partners/stakeholders involved, establish governance procedures 
· DfT/BEIS to share relevant policy, insight and strategy documents, ongoing plans, evaluations, brand guidelines, brand assets etc. 
· 23red to prepare and circulate a pack with key contacts details 
 
Week Two: Immersion and ways of working 
· Document review and Q&A 
· Share draft scope of works with timing plan and budget proposal 
· Diarise status meetings, quarterly contract review meetings and set up templates for status reports 
 
Week Three: Planning for the future 
· 23red facilitated planning workshop to align on campaign objectives, identify information gaps and begin to map out partnership strategy 
· Introductions/meet with integrated agency team 
 
Week Four: Finalising scope 
• 	Agree strategic framework, scope of works, timings and budget • 	Agree billing schedule 
 
Whilst the team members will have been briefed as part of the tendering process, the suggested approach will ensure the agency team is operationally ready, fully conversant with the business and aligned around objectives and strategy within one month of appointment. 
5.2 Agency Integration 
Collaboration is a core 23red value and this extends to how we work with each other and our clients, as well as other agencies, partners and stakeholders. 23red are very experienced in cross-agency and stakeholder working to ensure the integrated and efficient delivery of campaigns. It’s something that has been fundamental to the success of many of our campaigns across both public and private sector and there are several learnings that can be applied to the DfT and BEIS campaigns. 
 
Not only is collaboration critical to ensuring that strategies and creative align but it can deliver efficiencies in media planning and can lead to the delivery of bigger and better ideas. On Public Health England, for example, we work closely with M&C Saatchi (creative), Freuds (PR), Ogilvy (digital), Kantar (research), Wavemaker (media planning) and MGOMD (media buying). We prepare joint strategic responses to briefs which ensures that the partners perspective is considered in the development of the strategy and consideration given as to how the creative might work in partner channels. Such collaboration has also given rise to partnership led responses to brief as in the case of Disney 10 Minute Shake-up which was then supported by advertising. And collaboration with Wavemaker and freuds was essential when brokering innovative media partnerships such as ITV to ensure that any pre-existing commercial relationship and editorial opportunities were leveraged. 
 
We work closely with Pablo (creative), MHP (PR) and Manning Gottlieb (media) on the NHSBT Organ and Blood campaigns. This collaboration has delivered real benefit to our work and to the campaign overall. We work as a cross-agency team from the outset of a campaign; developing strategic responses in collaboration and working closely together throughout the campaign activation phase. For example, on NHSBT Missing Type, the agency group were able to leverage their client base to bring together a best in class portfolio of brands to support the campaign. Partners included Google, TfL, Boots and Starbucks. We also collaborate in order to complement each agency’s activity. For example, 23red secured partners to extend the reach of Pablo’s ‘Bleed For’ campaign creative through the dissemination of a campaign toolkit. Securing the ITV2 Halloween partnership in 2018 Halloween enabled us to provide MHP with high profile content to leverage within PR, maximising the reach and profile of an already successful partnership. 
 
We have also applied this approach to our current work on Go Ultra Low, working closely with Now (creative), Truffle (social), Hill and Knowlton (PR) and Wavemaker (media). Collaborating on a joint agency response to brief, enabled us to ensure that our partnerships strategy aligns and supports the overarching campaign strategy. Understanding the social and PR plans enables us to consider what assets or campaign moments we can tap into and how partners can get involved to amplify (e.g. providing blog content) or how they could benefit to help with the value exchange - for example a celebrity ambassador is being explored which could be a great hook for encouraging landmark partners to co-create high profile PR-able activation.  
 
These successful collaborations demonstrate that we have the skills needed to work on combined agency briefs i.e.: 
· A shared sense of the vision and goals 
· A mutual respect for the unique perspective and talents that each agency contributes 
· Clarity on roles and responsibilities 
· Commitment to teamworking 
· Formal and informal communication  
 
We believe that we can contribute to the integrated agency group in several ways: 
 
· Audience insight: One of the biggest frustrations our partners feel is when they are given a campaign to work with that doesn’t work for them. We can bring an understanding what partners can and can’t do to early stage discussions. We can also bring partners’ audience insight to the table which can often help plug insight gaps around the customer journey for example. Our diversity specialists, REDACTED that specialises in disability insight and REDACTED will also be able to help the cross-agency group better understand the barriers and motivators relating to diverse audiences. 
 
· Ideas and creativity: We will bring co-creation opportunities with partners and their audience groups to ensure we are delivering creative solutions that partners can work with to overcome the audience barriers. When government messages must sometimes focus on the harms, we work with partners to provide the positive solutions. Moreover, partners can often speak with a voice that government can’t which means that we can often be braver and more innovative.  
 
· Owned and earned media planning: We can bring an understanding of how the low and no cost media channels can extend the reach of the campaign which can inform the media planning and ensure the investment in paid can be optimised.   
 
· Evaluation: Partners are a rich source of data to aid evaluation. They can provide information on the extended reach of the campaign, survey data to show impact on audiences and sales data to show impact on behaviours. 
 
Based on our experience we can also contribute some suggestions in relation to the best practice principles and tools that facilitate and support integrated agency working 
 
· In our experience it is helpful to have a leadership team that includes one single-point leader from each party (i.e. partnerships agency, creative agency, evaluation agency, media buying agency(s), DfT or BEIS) who can then draw on the appropriate capabilities of their wider teams as the campaign requires from start to finish. This ensures shared accountability amongst all parties but also a more efficient and coordinated way of working for the client.  
 
· All agency and team briefings: It is helpful if all agencies are engaged from the outset of a project. Where possible we would like to be briefed as a collective by the client and work together on an aligned response. Where the other agencies are already briefed then we like to meet with them to better understand their briefs, roles, responsibilities, timelines and dependencies (e.g. the timelines for negotiating partnerships are often longer than those for the creative).  
 
· Creation of guidelines and assets: In situations where we have created the campaign brand guidelines and core assets, we often fulfil the role of brand guardians; helping other agencies to ensure the integrated campaigns on which they are working are in line with the guidelines to ensure consistent delivery. We involve all partners in the creation of these guidelines and core assets to ensure they are fit for purpose. This also gives a sense of ownership to all parties and removes the risk of a lack of consistency further down the line. Likewise, if we are not responsible for the creative development, we welcome the opportunity to feed into the creative requirements from a partnerships perspective and will work with the creative agency to ensure the assets are fit for purpose. This has worked well, for example, on THINK! 
 
· Frequent and formalised working sessions: Where appropriate, we set up joint teams to co-create strategic and campaign solutions. On PHE we have a cross agency planning team that works together on strategy development to deliver the most effective integrated solutions for smoking cessation and childhood obesity for example. We share partnership strategies to ensure that they integrate with paid-for plans and identify opportunities to leverage partnerships in paid-for and PR channels. We like to contribute to cross agency idea generation workshops to ensure creative ideas work for partners and present our partnership proposals as part of an integrated response to brief. Upon approval of proposals, we work closely with agency partners on production and delivery to ensure all assets for partners are produced and distributed in a timely manner. For a campaign of the suggested scale of Inclusive Transport, we anticipate that it would benefit from such an approach. 
 
· Campaign weekly status reports and meetings: It is useful to have a formal status report circulated weekly to all agencies and clients to ensure all parties are kept up to date on actions and any issues are resolved quickly. This is usually coordinated by the lead agency, which in some instances will be ourselves and in others the creative agency with input from other agencies. We find that fortnightly integrated agency status meetings can also be helpful at least in the early stages of campaign development. 

· Integrated campaign evaluation: Whilst each element of the campaign may be separately evaluated it is helpful to have a single campaign evaluation meeting attended by all agencies and provides a collective view on the successes and learnings from the campaign versus the agreed objectives and KPIs. 
 
· Quarterly leadership stand-back meetings: As part of a collaborative way of working we would suggest quarterly cross agency leadership meetings to stand back from the day to day and forward plan. 
 
5.3 Subcontracting 
We recognise that whilst partnerships is the core purpose of this contract it is likely that additional services will be required. Some of which 23red have the in-house capability to deliver for example creative and content development, website development and management and influencer engagement. However some will need to draw on the expertise of other suppliers. We have outlined below the services we would outsource, who we would propose outsourcing to and why, along with our approach to outsourcing and managing subcontractors. 
 
Services to be outsourced 
 
Whilst we have proposed our trusted partners to deliver these services, we recognise that the client may have existing relationships with other suppliers that they would prefer us to subcontract to. 
 
Sponsorship – REDACTED Consultant 
[bookmark: _GoBack]REDACTED is a 23red Associate with whom we have worked for over 19 years to develop rights propositions for major global sports properties and events. In his previous role as Chief Executive of the FIA World Rallying Championship we worked with REDACTED to develop the global rights proposition and recruit and activate sponsors including PlayStation and Thales. In his most recent role as International Managing Director at Goodwood we worked together to activate existing and potential sponsors around the Festival of Speed. REDACTED now regularly consults with us on sponsorship platforms and activation ideas. 
 
Public Relations - freuds 
freuds is the consumer engagement agency behind some of the most famous public awareness and behaviour change programmes and campaigns of the past decade, such as Comic Relief, Jamie Oliver’s Food Revolution, the 2012 London Olympic and Paralympic Games & the 2019 Special Olympics, Change4Life, Stoptober, and Dementia Friends. 
  
Their experience and expertise from working with government departments means they are adept at operating within complex cultures and environments, utilising best-in-class behavioural change science and psychology.  Through their work with the Department of Health, Public Health England, NHS England, the Department of Equality and Human Rights; the Department of Education and the Home Office, they have a deep understanding of how to fuse evidence and simplify it into compelling content that injects itself into popular culture and asks people to take action.  They are experienced in targeting at-risk, niche and hard to reach audiences on relevant topics such as road safety, new legislation, inclusion and diversity and skills. 
 
23red and freuds have a long-standing proven partnership, having collaborated on Public Health England campaigns over 10 years, launching and establishing behaviour change campaigns at national scale. Together our work has changed behaviours and won awards. 
 
Education Specialist - Hopscotch 
Hopscotch drive reputation, deliver social purpose and create culture change through education. Helping corporates, charities, government and public sector do better business; using education as a positive force for change. Their in-depth knowledge of the education landscape, curricula and pedagogies means they can deliver specialist consultancy and research across a breadth of education areas, from navigating policy and stakeholders, through to full strategic reviews of existing programmes. They use their own teacher and youth panels, as well as independent qualitative and quantitative research, to make sure programmes and content impact young people, teachers, parents and the wider community. 
  
23red and DfT already have an established relationship with Hopscotch from the Year of Engineering campaign whereby we subcontracted to Hopscotch to deliver the education elements of the campaign. They advised on and created education stakeholder activities and communications and teaching resources across the year to embed the campaign in schools. We collaborated on the development of the schools hub section of the website, including a detailed audit of over 250 engineering resources to host. Plus, 
Hopscotch collaborated on the development of co-created partner resources for schools such as the FIFA inspired STEM resources and design of the Marvel More Heroes Needed aptitude test and the campaign evaluation. 
  
Hopscotch have also been working with DfT and the THINK! campaign since 2016, creating a new suite of 
THINK! education resources informed by their education framework designed in collaboration with Road Safety Officers and senior leaders. Targeted at 3-16 year olds, lessons plans, films, online games and even a song continue to engage teachers and has resulted in: 
• 	99% of teachers stating positive increase in knowledge and awareness of safer road behaviours • 	93% of teachers claiming increase in the number of safer road behaviours 
 
They have more recently managed, produced and launched OLEV’s national ‘Eco-innovators’ design competition engaging 7-19 years olds in the growing role EVs will play in the coming years and to see engineering as a creative and exciting career that enables them to improve society on a mass scale. 
 
Research 
We have a number of trusted partners that we use for qualitative and quantitative research, dependent on the subject and requirement of the task. They include: 
· Yougov from whom we regularly commission surveys. 
· Hall and Partners with whom we worked on Smart Energy 
· Kantar with whom we currently work on PHE, NHSBT and DCLG  
· Ipsos Mori with whom we have worked on PHE 
· 2CV (and Talking Taboos) with whom we work on Rail Safety and Standards Board 
· The Nursery who have extensive experience of working on behaviour change across government and for the charity sector 
Experiential - Create 
We would sub-contract the delivery of any experiential activity to Create Productions.  They have been an agency partner for over 10 years and delivered similar scopes of work for Public Health England (Stoptober and Change4Life), Department for Transport, and NHS Blood and Transplant. 
 
Production – various 
It is likely there will be production requirements for the various projects for example, film production, photography and print. Our experienced Creative Services Director maintains a list of such sub-contractors pre-approved based on skills, quality and financial standing, each of whom has signed an overriding confidentiality and copyright agreement. Competitive tenders or quotes are requested usually from a minimum of 3 sub-contractors. They are evaluated based on quality and cost. We have a track record of working with highly creative, innovative production suppliers, such as Fully Focussed who delivered the THINK! Drink Drive Christmas 2018 content films. 
 
Approach to outsourcing 
 
We have a robust approach for selecting and managing sub-contractors. 23red’s comprehensive Supplier and Sub-Contractor policy was devised in accordance with our ISO 9001 accredited quality management system and industry’s code of conduct: 
· All approved sub-contractors on the database sign  o confidentiality and copyright agreement o Quality Assurance charter  o service level agreements  
· For specific projects, competitive tenders are held to identify the most appropriate and cost-effective solution  
· Sub-contractors provide a written response to each brief, including timing plans, cost estimates, relevant case studies and references. The creative services director evaluates these (based on experience, expertise, demonstrable capability, capacity to deliver, remuneration, KPIs, and value) and a scope of works is agreed with the successful sub-contractor.  This is reviewed regularly. 

· All work is commissioned via purchase orders, which carry the agency’s terms and conditions and govern the relationship (including provision for termination of all contracts should a sub-contractor become insolvent). 
· Wherever possible, projects are briefed face-to-face and are always supported with written briefs. 
· Regular reviews are held throughout the process with key sign off stages identified at the start of a project, including mock-ups and proofs before progressing to final output.  
· Sub-contractors are subject to performance reviews. Any non-performance issues would be discussed with the sub-contractor and either rectified immediately (at no cost to the client) or the contract will be terminated and an alternative sub-contractor appointed. 
· At the beginning of a project a risk management matrix is created which may include a subcontractor element. Any risk will be managed accordingly. 
· At the close of a project, a job audit is completed, including the evaluation of sub-contractors, and any non-conforming sub-contractor is removed from the supplier and sub-contractor database. 
We will be fully transparent regarding our use of sub-contractors, providing full details of their work including copies of briefs, proposals and estimates and coordinating all approvals of their work with the client. All costs will be passed on net; no commission will be charged by the agency when sub-contracting. 
 
Managing subcontractors 
 
Subcontracting can be managed in a number of ways and on establishing the requirement we will agree with the client team which approach they would prefer and progress accordingly.  
 
Below we have outlined the two ends of the spectrum but there is flex within these. 
1. Full Management – in this instance 23red remain the core supplier and primary client contact. We manage the relationship with the subcontractor and take responsibility for the output and achieving the KPIs. 
2. Financial Management – in this instance the client liaises directly with the subcontractor on the requirement. 23red are not responsible for their output or achieving the related KPIs. 23red solely manage the contract and payment. 
 
Regardless of which management approach is taken, we will work collaboratively with all subcontractors as part of the all agency team. As we outlined in question 5.2, we are well versed in working in this way and find it to be the most effective and efficient way to achieve a successful campaign. 

Agency Response to Question 7.1 – Stage 2 Presentation Slides








7.2 Added value provided across campaigns 
One of our strengths at 23red is that we have a team of people who have been working in behaviour change and on partnership marketing campaigns for over 15 years. Moreover, the 23red team has over 10 years of experience of working with DfT and their agency partners. This combined experience means that we can work quickly and efficiently, drawing on our capability and experience to deliver real success for our clients and value to the taxpayer. 
This experience allows us to deliver significant added value services across the campaigns detailed in the ITT as part of this contract and we will commit to delivering added value services to the value of no less than 5% of the annual contract value each year. 
A shared evaluation approach  
We will work closely with the other agencies to develop a shared approach to evaluation. We would propose setting up a shared strategy and evaluation group, comprising the senior strategy leads from each agency. This group would have responsibility for proposing shared KPIs, putting in place a cross-agency evaluation framework, making recommendations on shared measurement methodologies and developing integrated agency evaluation presentations to include shared learnings. We will thoroughly evaluate partnership activity and this work will feed into the integrated evaluation approach 
With regard to partnership marketing evaluation specifically, we will set objectives and make recommendations on measurement and evaluation that support the GCS approach to evaluating inputs (partner engagement and satisfaction, asset creation and production), outputs (number and reach of partners, OTS and Advertising Equivalent Value), outtakes (awareness, understanding and engagement) and outcomes (specific by campaign).  
We will develop an evaluation framework that can then be tailored as appropriate by campaign and agree campaign specific KPIs. We will set up a standardised way of campaign reporting that includes a DfT evaluation dashboard, monthly Ministerial report template, and partnerships evaluation presentation template that will allow for ease of comparison and a familiar approach across the DfT team. 
At the end of each campaign we will hold a wash up meeting to capture the learnings. We will also apply the learnings we have obtained from other campaigns and programmes to this contract. All learnings will inform future campaign development and improve the partnership ROI throughout the term of the contract. 
At 23red, our agency purpose is to ‘change behaviour for the better’. Because of this focus on creating work that has a positive impact on people’s lives, we aim to deliver significant social value.  To support this, we are currently developing a proprietary approach to measuring the social impact of the work that we do for our clients. We would look to apply this new methodology to this contract as an innovative approach to evaluation.  
Driving efficiencies and effectiveness 
Most of the team have already worked on the client business in some way and have knowledge and understanding of DfT and BEIS and the wider policy agenda, as well as strong relationships with creative and media agencies and many of the partners with whom we will be working. We also have a bank of specialist 23red Associates that provide expert input on vulnerable audience/disability research (The Outsiders), BAME (Multicultural Marketing Consultancy), and PR (Freud). This means that we can hit the ground running with minimal onboarding and deliver campaigns more efficiently and effectively. 
We will deliver efficiency savings in several ways. Our rates are competitively benchmarked and the rates we have offered as part of this contract reflect the potential volume of work across all DfT partnership campaigns. The management fee estimates that we will provide for each campaign or project will also reflect the level of pre-existing knowledge that we have. Our procurement-trained Creative Services Director will also ensure that we competitively tender any sub-contracted requirements and negotiate the best possible quality and price with any of our tried and tested production partners.  
We are committed to improving effectiveness in several ways. 
In order to stay on top of our contract requirement, inform our partnership strategies and improve the effectiveness of our campaigns we ensure that we:  
· Read DfT and BEIS strategic plans, reports, research and board papers 
· Undertake social media monitoring (at our cost) to track sentiment towards campaigns 
· Compile reviews of International campaign activity 
· Synthesise relevant academic reviews on behaviour change 
· Convene behaviour change panels to advise on specific topics 
· Attend client conferences and relevant stakeholder groups 
· Monitor press coverage (via google alerts) and publications 
· Monitor press coverage and publications such as manifestos published by the major political parties 
· Track partner information including movers, product launches and brand campaigns 
· Keep updated on technology developments  
In addition, we propose to deliver without charge an annual workshop whereby we share these learnings and opportunities for improving effectiveness as part of the annual planning process. The value of this workshop is approximately £15k. 
Skills transference 
23red has a track record of supporting its clients with skills transference. We will facilitate skills and knowledge transference by: 
· Providing on-the-job experience working as a blended team 
· Seconding staff to DfT when required around key campaign spikes 
· Securing work placements or exchanges with partners 
· Offering inductions for all new DfT/BEIS team 
· Hosting partnership training workshops on partnership strategy and partnership evaluation. The value of this training is approximately £15k. 
· Setting up behaviour change panels for DfT and 23red teams to seek inputs into the development of new behavioural interventions and further develop behaviour change skills 
· Identifying conferences and speaker platforms where 23red and DfT can share knowledge more broadly across the transport, disability and behaviour change communities. 
 
Continuous improvement  
We are committed to continuous improvement. We are always challenging ourselves to deliver ‘new, bigger and better’. Our campaign evaluations will identify learnings which can be applied to the development of future strategies and our project wash up meetings are used to identify opportunities to improve ways of working. 
We are also committed to continually improving the skills of our staff and use our annual training budget to enable staff to identify and take advantage of innovation opportunities.  Training is run as a mix of whole agency sessions and personalised courses to meet individual needs.  All training must relate back to agency objectives for the year as well as client business and is tied into the 6 monthly appraisal process.  
In addition, we run a series of ‘Think Tanks’ throughout the year where we invite external speakers to the agency, recent events include: Digital OOH, 5G, psychology and neuroscience of digital, Diversity and Universal Pictures.  
We attend innovation conferences such as SXSW and MadFest which are always turned into a series of talks or workshops for the rest of the agency and clients to benefit from. Our Head of Strategy is also a member of Innovation Social and part of the IPA’s Brand Tech group.  
And lastly, we have recently introduced an annual innovation fund of £10k which is available for any member of staff to apply on behalf of their client.  This can be used to develop new ideas or fund early stage innovation development. This approach to innovation helps us to identify opportunities to work with media and tech partners in new ways. This has resulted in significant free media space and technology innovation for our clients. For example, we recently developed an innovative out of home campaign for NHSBT in partnership with Clear Channel; using live appointment data to highlight the number of available appointments and donations in close proximity to local donor centres. 
In line with the Statement of Requirements, we will present new innovative ideas and ways of working as part of the quarterly contract review meeting. 
Providing Management Information across the contract requirements 
We understand that management information needs to be relevant, timely, accurate and well structured. In line with the specification requirement, we will provide weekly status reports and contract reports of all client and partner meetings within 24 hours for each campaign. 
Due to the size of the potential contract and various workstreams we will also provide the following MI reports across the contract: 
· Management Fee Time Tracking Report: Monthly time sheet reconciliation against forecast; shows deliverables by individual, by month and by project strand 
· MI Report: Shows the monthly billing status; client marketing lead; client PO approver; PO number; job name; estimate; payment status 
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Part 2 – Call off Terms  
Please see attached call off Terms
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Challenges and 
assumptions







The audience challenge


Sources: Verbatims from focus groups held at 23red, National Travel Attitudes Study: 
2019 Wave 1, Scope Perception Gap report, Inclusive Transport Sounding Board 2 
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Partner challenges in delivering this project


Barrier Solution


Sensitive topic Tested materials


Developing Infrastructure Shine a light on developments and support activity with 
employee engagement and staff training


Low business priority Support provides competitive edge, increased brand 
trust, share of the purple £


Topic is not their org’ responsibility Positioning - everyone’s responsibility particularly 
employers with a duty of care


Reputational risk (potential to surface 
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Cluttered ‘disability’ landscape Clarify where IT sits with other campaigns and provide 
an opportunity to integrate complementary messaging


Existing commitments Opportunity to amplify and/or extend beyond campaign 
period
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Some assumptions that we have made
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Partnership strategy


Campaign 
objective


Wider public (14-) 16-24, 25-44, people with disabilities + their carers, station staffAudience


Change the mindset and habit of travellers in situ and beyond to improve the travelling experience for 
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Our approach to developing partnership campaigns
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Sector and partner prioritisation







Sector and partner prioritisation







Potential partner universe * Existing 23red relationship
Existing HMGov Partner
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• Campaign amplification


• Targeted reach


• Leveraging trusted voice


• Driving legacy


• Showcasing local improvements


• Lead the way


• Better customer experience


• Support brand purpose


• Create the right environment to 


benefit from the purple £


• Tested and evidence based campaign


Balanced value for 
all parties based 
on better serving 


the consumer


For the partner For DfT


Approach for media partners to be discussed and agreed with MGOMD


Clarifying the value exchange







Partner management - key relationship model


5-6 
landmark 
partners


Uses campaign content including their logo
Eg; OGD initiatives – Disability Confident 


Local transport operators, quick retail outlets


c. 20 co-branding 
partners


100+ signposting partners


Employers
Workforce Schools Other 


local Partners
152 Unitary Local 


Authorities 


Partner level and criteria


Co-creates activities 
Provides significant in-kind value


Cascade campaign messaging via toolkit(s) 


EG:







5-6 
landmark 
partners


Uses campaign content including their logo
Eg; OGD initiatives – Disability Confident 


Local transport operators, quick retail outlets


c. 20 co-branding 
partners


100+ signposting partners


Employers
Workforce Schools Other 


local Partners
152 Unitary Local 


Authorities 


Partner level and criteria


Co-creates activities 
Provides significant in-kind value


Cascade campaign messaging via toolkit(s) 


EG:


Partner management - key relationship model







5-6 
landmark 
partners


Uses campaign content including their logo
Eg; OGD initiatives – Disability Confident 


Local transport operators, quick retail outlets


c. 20 co-branding 
partners


100+ signposting partners


Employers
Workforce Schools Other 


Local Partners
152 Unitary Local 


Authorities 


Partner level and criteria


Co-creates activities 
Provides significant in-kind value


Cascade campaign messaging via toolkit(s) 


EG:


Partner management - key relationship model







Key relationship 
management


5-6 
landmark 
partners


Uses campaign content including their logo
Eg; OGD initiatives – Disability Confident 


Local transport operators, quick retail outlets


c. 20 co-branding 
partners


100+ signposting partners


Employers
Workforce Schools Other 


Local Partners
152 Unitary Local 


Authorities 


Service Levels


- Board level engagement
- Establish a unique value  exchange 


- Individual accounts plans aligned to 
business strategy (growth / customer 


engagement/reputation)
- Co-creation workshops


- Monthly campaign updates
- Annual activity and impact report 


including bespoke case study
- Develop joint commitments (publish)


- Cross government opps – platform, 
speaker events


- Evaluation case studies
- Status reviewed quarterly


- Quarterly campaign updates 
and look ahead meetings


- End of campaign review and 
impact report


-Status reviewed quarterly
-Regular campaign forums


- Share Insight


Campaign 
resource 


centre


Remote


Stakeholders
(led by DfT) e.g


OGDs
DWP – disability confident
Office for disability Issues 
(regional network)
Home Office
British Transport Police


Trade Associations e.g:
NPHA, LPHCA ATOC, 
Licensed Taxi Driver 
Association, National Taxi
Association, Confederation of 
Passenger Transport


Parliamentarians


Digital Influencers


Partner level and criteria


Co-creates activities 
Provides significant in-kind value


Cascade campaign messaging via toolkit(s) 


EG:


Partner management - key relationship model







Our creative approach







Creative considerations


• Campaign toolkit resources required for quick wins and for distribution 
partners


• Quick win content requirements including case studies, infographics, 
short form films, social posts…


• Content creation for legacy


• HMG co-branding, given potential cynicism (for discussion)


• Co-creation approach
• All designed with accessibility in mind


• Translation into Welsh







Activation framework


Barriers


Partner 
activation


Example 
partner type 


Unconscious


Coalition of transport 
partners


Charity coalition + 
amplifying partnerMedia partnership


Idea 1 Idea 2 Idea 3


Unaware Unreasonable


Behavioural
approach Change the ‘rules’ by norming positive attitudes & behaviours


Change attitudes, bringing 
disability closer to homeChange behaviour at point of travel & beyondPartner role







Partner 
Creative idea 1







Interrupting the journey to remind about good behaviours


2.65 million daily 
readership


Distributed in over 50 UK 
cities


Available at all major 
transport hubs 























Partner 
Creative idea 2







Bringing together a coalition of partners to normalise good behaviour


316m journeys outside 
London every year


Vision = mobility partner of 
choice


New passenger charter with 
accessibility built-in


3 million passengers 
everyday


Part of the largest train 
operating company in the UK


Serving over 100 towns and 
cities in the UK


Supported by donated space from a media owner – e.g. JCDecaux



















































Partner 
Creative idea 3







A tripartite relationship to break down barriers and get people TALKing


Support 1 million disabled 
people Over 23 million customers


Understand how tech 
helps everyone stay 


connected


See disability as a societal 
barrier to be broken down































Activation Plan(s)







August September October November December January February March April onwards


Calendar Moments
Inclusive Transport ATL Campaign


Back To School Half Term


World Sight 
Day / Mental 
Health Day


World 
Kindness Day


Christmas


International 
Day of Persons 
with Disability


Season Ticket 
Renewal


World 
Braille Day


Half Term


Time to Talk 
Day


World 
Wheelchair 
Day / Hearing 
Awareness 
Week / 
Disabled 
Access Day


Legacy


Activation Examples
Media Partner: Amplify ATL launch; spikes with 
relevant messaging for key calendar moments e.g.


Travel Operators: Christmas Travel / Season Ticket Renewal 
Launch; spikes for key holiday travel moments e.g.


Telecoms/Charity: Launch 
for Time to Talk Day e.g.


Co-branding partner activation


Signposting partners: Amplify ATL launch and ATL spikes


Schools: Launch phased activity from Back to School


P
ha


se
d 
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ct
iv


at
io


n


Indicative Activation plan







Deliverables calendar
Jul Aug Sept Oct Nov Dec Jan Feb Mar


St
ra


te
gy Finalise


partner 
strategy 
& KRM


Beyond March, legacy 
plans to be developed 


and finalised


P
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Partner outreach, prioritising quick wins and priority landmark 
activation for September launch


Partner toolkit 
creation and 
distribution


Landmark partner management incl. co-creation workshops, development 
and monitoring of activation


E
va


lu
at


io
n


Evaluation of launch 
activity


End of year evaluation


C
am


pa
ig


n
 


M
an


ag
em


en
t


Weekly status meetings / Monthly all agency meetings / quarterly agency reviews







Evaluation framework







Inclusive Transport evaluation framework 
Suggested KPIs in red


INPUTS OUTPUTS OUTTAKES OUTCOMES


What you do before and 
during activity.


• KPIs agreed
• 5-6 landmark 


partnerships – KPI
• C. 20 Co-branding
• 100+ signposting 


partners
• Partner Website(s)
• Pre-tested resources
• Partner social and 


content strategy
• Multi partner platform
• Additional partner 


resources
• Social media content


What is delivered/ target 
audience reached.


• Total reach of in-situ 
nudges (OTS across 
partners)


• Total reach of online 
content across partners


• Reach of Inclusive 
Transport PR


• Inclusive Transport 
website visit volumes


• Quality of partnerships 
(relevance, influence and 
reach, cross sector 
representation)


• Value of partner activity 
(ROI) – KPI – minimum 
3:1


What the target audience 
think, feel or do as a result.


Do:
Core actions:
- Look up at every stop
- Don’t challenge 
- Reduce noise/ remarks
- Ask if you can help
Feel
• Empathy & 


consideration
Think
• ‘I know that disabled 


passengers have 
additional travel needs’


• ‘I know what actions I 
can take’


• ‘People with invisible 
disabilities need 
support & seats too’


The result of your activity on 
the target audience.


• Attitude change from 
able-bodied 
passengers: increase in 
positive, supportive 
attitudes 


• Behaviour change from 
able-bodied 
passengers: Increased 
volume of positive 
actions


• Attitude change from 
disabled passengers: 
increased confidence to 
travel,  decreased 
perception of  other 
passengers as a barrier


Campaign aim: Create a supportive 
travel experience amongst the general 


public
On-going insight to inform delivery 


and future planning 
Campaign evaluation & further 


insight to inform future planning


Stages


What 
we will 


track


IMPACT


• Increased number of 
disabled people using 
public transport


• Increased number of 
journeys taken by 
disabled passengers


Policy aim: A public transport system 
that offers equal access by 2030


Combination of on-going, staged and end measures, informing live optimisation and final analysis


Qualitative research
Client approval
Partner feedback


Data from partners, 
independently verified 
where possible
AEV estimate
Assets, co-created material 
in situ
Quality scoring (Return on 
Relationship)


Behavioural research (if 
feasible)
Attitudinal research 
against benchmark
Partner surveys
Inclusion of partner 
channels in campaign 
tracking


Behavioural research (if 
feasible) 


Campaign tracking
How 


we will 
track it







Pre-testing showed that our approach will be effective at 
meeting our objectives


Source: Focus groups held at 23red


It just makes you think about 
things you don’t think about.  
Disabled people are definitely 


one of them.  Especially 
people with hidden 
disabilities - 19-24


You’re making it as it should be 
expected, it’s normal so, 


“Thank you for, well done for 
giving up your seat” so it’s not 


fearmongering - 35-45


It feels like it’s speaking to me 
as well. I think it’s really good. 
Because it reminds you of 


things you should be doing 
anyway but maybe not because 


of any of the usual morning 
tribulations - 35-45


Change attitudes, bringing disability 
closer to home


Social 


norming


Modelling


It does make you think it doesn't 
take much, it’s free, it’s literally a 


second of your day just thinking a 
bit more about the people 


around you - 25-34


It makes you feel like, “Oh I’m 
going to look around and see if 


there is somebody” - 19-24


Change behaviour at point of travel & 
beyond


Ease


Thank you for doing something 
that you haven’t necessarily 


done yet but you probably will 
now because you’ve read the 


poster which has told you to do 
it and you think, “Yeah, I should 


really do that” - 35-45


Disrupt 
habit loop


Positive 


nudge


Convincing proof points







And our approach resonated with disabled passengers 
too, increasing their confidence to travel


Source: Focus groups held at 23red


You haven't been on public 
transport for 12 years, if they ran 
this campaign, how would it make 


you feel?


More inclined to give it a go, that’s 
for sure, it’s all about numbers, if 


you're in a coach with 50 people, if 
this was running, at least five or 


six of them are going to be 
thinking, “chap in a wheelchair, I’ll 


make a bit more space for you, 
mate”, sort of thing or at the very 
least, no-one is going to treat you 
like “you're in my ****ing way”, 


sorry for swearing.







To close







Why 23red?


An experienced, passionate team ready to hit the ground running


Complimented with expert 23red Associates


Robust partner approach to partner identification and prioritisation


Existing relationships with potential quick-win partners
Activation ideas which have been researched with the travelling public including 
disabled groups
Track record of developing and delivering effective partnership campaigns for DfT







Questions







020 7843 5900
info@23red.com







Appendix







16 to 44 year old Public Transport users 
(with and without disabilities)


Touchpoint map for travelling adults including with disabilities


Travel environments


Commute


Distractions


Travel Planning Leisure
(days/nights out)


On the go 
consumption Communities


Finance/budgeting Education


Family
(children, parents)


Training


Modes of transport


Snack brands –
confectionary (Mars)


Inhome assistance 
Alexa, Hey Google 


Carers, care homes, 
GPs


Travel ticketing/
booking


Trains: Trainline, 
Split ticketing, train 


operators
Coaches/Bus: National 


express
Taxis: Uber,


Hailo, Kabbee, Gett


Quick Service Retail
Pumpkin, M&S, WH 
Smith, SSP (upper 


crust/AMT)
MCD/BK/Pret/Greggs/


Starbucks


Faith groups - MCB


On-line networks - 
Nextdoor.comRoute planners 


City mapper, TFL, 
Googlemaps


Train
(TOCs)


Taxi/
private hire


Bus/
coach


Car 
rental


Destination planners:
Tourist info, Visit x 


sites


Employers
McD, Primark, New 
Look, Argos, Tesco, 


Cineworld, Superdrug


Discount cards National 
Rail Cards – YP Group 


4, 2 together
Local authorities –  


bus pass


Schools, further and 
higher education NUS, 


UCAS, NCS
Accommodation


Hotel booking sites


Training providers
City&Guilds, 


App’Agency, Youth 
employment UK, Reach 


Out


Season  
ticket  
loans


Entertainment  
booking sites


Cinema


Pubs/clubs 


Sports Events


Festivals


Shopping


Bowling


Mobile phone 
networks/internet 


providers O2,VF,Virgin, 
BT (EE)….


Taxi ranks – Local 
authorities, Network 


Rail


Entertainment
Gaming, books, Social 


platforms, Podcasts


Network Rail Estates
(stations) - Ticket 


office/Wcs
Free press


Metro, ES, City AM…
Bus stops/stations – 


LAs, AdshelsIn situ comms Carparks – NCPs…







Employees of operators –  
Trains, Taxis, Buses and SMEs


Trade associations


Unions


Training/licensing/
Insurance


Benevolent charities


Employers/
Operators


Regulatory Bodies Social channels 
and networks


Industry benefits


Finances


Specialist media


RMT
ASLEF
TSSA


Trains – Arriva, NR, 
Grand central..


Buses – First Group
Taxis – Uber, Addison 
Lee, Hackney Carriage


Transport Benevolent 
Fund


Railway benefit Fund
CSIS fund


Office of Rail and 
Road, The London 


Assembly Rail Delivery 
Group, TFL, Local 
Authorities, DVSA, 


DVLA


HMRC (driver tax)
Low Carbon Hackney 


Cab Loan


DVLA - licensing 
TFL – knowledge and 


schools
Local Authorities


Specialist taxi insurers


Taxi Tales,  
All in a days work, 


 LTDA ...Moving On, 


NPHA, LPHCA ATOC,  
Licensed Taxi Driver Association, national taxi association, 


confederation of Passenger Transport


Discount schemes
Vodafone – 20% off for drivers


PHT monthly
(Talk radio)
TaxiPoint


Touchpoint map for travelling adults including with disabilities


Petrol/
diesel – Esso, BP 


forecourts 
Travel planning


Waze
Cafes


Valeting Job bookings
Hailo, Kabbee, Gett, 


Uber


Supplier chain







Disabled (visible and non visible)
Biggest diverse group


Education


Modes of travel


HCPS


Respite care


Specialist retailers


Social care
(adult)


Finance (travel)


Advice and support 


Domiciliary services


Housing


Pharmacy


Private sheltered 
accom’ 


McCarthy&stone
Retirement housing-


Pegasus Life, Housing 
Associations


Local authorities


Professional
Local Authority


Care provider org
Charities


Care providers
Charities


Local Authorities
NHS


Mobility aids
Equipment rental


Informal 
Friends & Family


Neighbours


Charities


Meals on wheels
Chiropodists, cleaners, 


gardeners …


Other
Physio Hospice


Freedom pass
Taxi Card scheme
Disability rail card


GPs


Trains – Arriva, NR, Grand central..
Buses – First Group


Taxis – Uber, Addison Lee, Dial a rise, 
Motability


OGDs - DVLA, DWP, 
HMRC


SEN Schools inc 
residential


Touchpoint map for people travelling with disabilities






