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Application Process, Budget and Contracting Process 

Can you provide an expected level of effort (or hours) for the tasks noted in the scope of work or a 

budget range for this project?   

Offerors should submit quotations based on the expected level of effort needed to complete the scope 

of work as outlined in the RFQ. 

 

Are unknown outside costs such as article reprints, media purchases and speaker travel expenses to 

be accounted for in the proposed budget or will they be dealt with as they occur in the day-to-day 

execution of the contract? 

All estimated costs must be included in the proposed budget. 

 

Do you have an approved expense budget for travel and administration of the work? 

No.  

 

Do you have a budget in mind for paid media partnerships and advertising? 

No. 

 

Would you consider a different method for pricing (i.e., project fee or monthly retainer)? 

Given the scope of work, NFWF anticipates a capped time and materials contract. However, offerors 

may indicate their preferred contract type in their quotation.   

 

Do you or have you worked recently with an incumbent vendor? 

No, there is not an incumbent vendor for this scope of work.  

 

What preference is given to a vendor located in or near the NFWF headquarters in Washington, D.C. 

or somewhere in the Southern region? 

Vendor location is not a decision criterion. 

 

Is it acceptable to collaborate with a subcontractor for certain parts of the work? 

Yes. Subcontracts are allowable, with prior written approval of NFWF. Offerors should clearly describe 

the roles, responsibilities, and cost for each subcontractor with their quotation. 

 

What sized agency do you want to work with? 

SRO does not have a specific sized agency in mind. 
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How will the RFQ be scored? Is a certain weight devoted to individual components of the RFQ? 

Quotations will be reviewed against the criteria outlined in the RFQ. Individual components of the RFQ 

have not been weighted. 

 

How will the vendor work with NFWF internal staff? What does the decision making process include 

for developing, reviewing, approving the communications strategy that the selected agency will be 

responsible for developing? 

The selected vendor will work in collaboration with SRO staff and NFWF’s in-house communications staff 

to develop and implement the communications strategy. NFWF’s Communications Director will approve 

all written products and approve the communications strategy. 

 

What is the preferred length for the narrative response? 

Please limit the narrative response to no more than three (3) pages.  

 

To confirm, can we send the narrative response as a PDF Attachment along with the budget template? 

Yes, offerors should submit a narrative response (up to three pages) as well as the completed budget 

template (does not count towards the three page limit) as email attachments to Jon Scott – 

jonathan.scott@nfwf.org.  

 

Who would be the point of contact for the selected agency? 

Jon Scott, Senior Manager, Southern Regional Office will be the point of contact for the selected vendor. 

 

Does NFWF have existing brand or style guidelines in place? 

Yes. NFWF’s in-house communications staff will coordinate with the selected vendor to provide access 

to the NFWF logo, style guidelines and other branding materials, as needed. 

 

Do you anticipate regular in-person meetings? If so, how often? 

Meetings and/or conference calls will be scheduled on an as needed basis. NFWF SRO anticipates more 

frequent meetings or conference calls during the first 60 days as the communications strategy is being 

developed. 

 

Does NFWF have workspace available in your D.C. office for use by the selected team? 

No.  

 

On Pages 1 and 2, there are three areas listed in the scope of work: Communications strategy, media 

outreach and placement strategies, and communications content. There are five tasks listed on the 

budget tracker. Could you clarify which elements of the scope of work should be priced out in the 

provided spreadsheet? 

mailto:jonathan.scott@nfwf.org
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Please complete the budget spreadsheet to best match your approach; the number of tasks is not 

prescribed or firm.  

 

What are the key performance indicators (KPIs) associated with this RFQ? 

Key performance indicators will include completion of all deliverables outlined in the scope of work 

agreed to by NFWF and the selected vendor. Detailed indicators of performance will be discussed and 

can be outlined during communications strategy development. 

 

What are the next steps in the decision process after the RFQs have been received? Will some vendors 

have the opportunity to present to you and your team in person? 

NFWF will internally review the quotations received and select a vendor. The target date for selecting a 

vendor is Monday, March 27th. All offerors that submit a quotation will be notified once a decision has 

been made. NFWF does not anticipate conducting in-person interviews or presentations with offerors. 

 

What are the reporting protocols? 

Reporting requirements will reflect the chosen approach and will be included in the final scope of work.  

Offerors are encouraged to include proposed reporting in the Technical Approach portion of the 

quotation.   

 

How much interaction does the Southern Regional Office communications staff have with HQ, and 

how will the selected agency fit into that process? 

NFWF’s SRO does not have a dedicated communications staff. SRO staff is located within the 

organization’s HQ office, as is NFWF’s in-house communications staff, which oversees all 

communications activities of the Foundation.  Selected agency will primarily interact with SRO staff, and 

communications staff as needed. 

 

How does NFWF interact with local, state, and federal organizations? 

NFWF interacts with local, state and federal organizations in different capacities. In some cases, 

agencies may be funding partners (typically federal agencies), but may also be grant recipients or 

implementation partners on projects that are funded by a NFWF grant. 

 

Is there a regular gathering or call with communications/PR representatives from partnering 

organizations? 

SRO does not have a regularly scheduled meeting or call with communications/PR representatives from 

partnering organizations. 

 

Scope of Work Questions 

What types of decision makers does NFWF’s Southern Regional Office (SRO) have in mind for the 

Forestland, Cumberland, Longleaf, and Gulf Coast programs?  

NFWF’s SRO seeks to increase communications on behalf of decision makers related to our partnerships 

which can be broken down into two categories: 1) funding partners and 2) project partners.  This 
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includes providing greater visibility for existing funders (including Federal, corporate and private 

foundation funding partners), as well as increase exposure among potential funders. In addition, SRO 

seeks to increase awareness and visibility of our programs and partnerships among existing grantees 

and potential applicants. 

 

How have activities supporting those programs resulted in achieving direct meetings or influencing 

audiences beyond arranging earned media/news outcomes? 

SRO is not currently tracking how program activities are resulting in obtaining direct meetings or 

influencing audiences. 

 

What result or baseline has NFWF established through the Forestland Stewards Initiative partnership 

by branding with International Paper? 

SRO has not completed a baseline assessment of branding/communication efforts associated with the 

Forestland Stewards Initiative and International Paper. 

  

Does NFWF’s SRO maintain an editorial calendar? If so, what were your central news pegs during 

2016? If not, would creating one as part of a strategic communications plan be desirable? 

SRO does not currently maintain an editorial calendar. However, we would consider developing a 

calendar as part of the communications strategy.  

 

In recent years, how have the programs’ grantees and their storylines contributed to securing a 

national conference speaking role for NFWF? 

SRO has not actively sought to secure a national conference speaking opportunity and has not evaluated 

the correlation between grantee/project stories and requests to participate in meetings or other 

speaking engagements.  

 

In the media outreach and placement strategies, you seek an increase in media interest and coverage 

of program events and activities as measured by web traffic. What percentage increase would be 

considered a success? 

Measure of success (including process for measuring and goal) for increased web traffic will be agreed to 

by NFWF and the selected vendor, with a reasonable year-over year goal of increasing web traffic by 

10%. 

 

You ask for six highlight pieces, grantee interviews, and or video vignette spots. In addition to the 

video vignette, what are examples of other highlight pieces? Are the grantee interviews a video piece 

or written communication? 

Potential highlight pieces could include fact sheets or case studies on specific projects funded by NFWF 

and partners. Grantee interviews may be written pieces or video. SRO welcomes suggestions for specific 

highlight pieces to most effectively reach target audiences from the selected vendor as part of the 

communications plan.  
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Has the national organization or Southern Regional Office previously run a sponsored content 

promotional campaign? If so, was it placed and managed internally or through a third-party 

consultant or firm? 

No. 

Do you already have a target list of potential funders and partners you are hoping to reach or should 

we plan for researching that as part of developing the strategy? 

SRO will work with the selected vendor to identify specific partners and funders that should be targeted 

through communications. We do not expect the selected vendor will be asked to research potential 

partners or funders. 

 

Are there big milestones, opportunities or external events happening over the next year in addition to 

the grant awards, potential conferences, etc. that we should be planning for as part of this strategy? 

No major milestones or external events are currently planned over the next year. 

 

Do you expect any outcomes or success stories from the initial rounds of grants to be ready to share 

within the next year or will the stories mainly be focused on the new initiative, goals for the work and 

grant awards? 

SRO anticipates having project outcomes and success stories from currently funded grants ready for 

sharing over the next year. 

 

Who manages NFWF social media channels now, and would the selected agency be asked to take that 

on? Does the Southern Regional Office plan to launch its own social media channels or use the 

already-existing national channels? 

NFWF’s in-house communications staff currently manages NFWF’s social media. The selected vendor 

will assist with developing social media content, but will not be asked to manage or post content 

through NFWF’s social media accounts. SRO does not plan to launch its own social media channels and 

will utilize the organization’s national social media accounts. 

 

Your primary target audience is government, private and NGO funding decision makers but much of 

the scope of work is media outreach and placement. Could you explain further the strategy of using 

media placement to engage funding decision makers? 

Active funding partners have expressed an interest in more robust communications and media 

placement to highlight the projects and programs they support, including at a National level, as well as 

within the local communities in which they have a presence. SRO may also use examples of media 

placement when engaging with potential funding partners. 

 

 


