

Statement of Work for Digital Agency RFP

I. Term

This SOW shall commence on August 1st, 2021 and terminate on July 31st, 2022 (the “Term”).  

II. Services

The Provider shall provide to IRC the following services (“Services”): 

The digital agency selected for IRC will be responsible for the below services and work streams within the MMUSA mass marketing team. The agency will manage and run the execution of our digital fundraising programs and coordinate with the IRC’s internal teams, find opportunities to raise more revenue through additional channels, and create a best-in-class digital acquisition program.

The agency’s work will include the following competencies including consulting, project management, and campaign programming execution.

III. Scope

Purpose:
Develop digital media strategy, planning, buying, reporting and analysis for new supporter acquisition and retention programs. The selected agency partner will be responsible for managing all aspects of the IRC’s paid digital media initiatives across paid search/SEM, paid social media, display, video advertising, and emerging media platforms to support digital fundraising KPIs and budget targets. 

Objectives:
Digital Media Strategy
· Manage digital media investments to drive new supporter acquisition, retention, and upgrade goals, with emphasis on sustainer (monthly) donor fundraising. 
· Develop specific strategies for the IRC’s digital media program, including increasing the number of new 1x (cash) donors and sustainer (monthly) donors to achieve budgeted revenue targets.
· Manage media investments and targeting strategies to support subsequent gift conversion goals and improve the overall retention and revenue generated from current donors.
· Advise the IRC on the optimal strategies for acquiring, cultivating, and stewarding sustainers via digital media touchpoints to maximize lifetime donor value.
Paid Media Management
· Present strategy briefs to include comprehensive media plans and partner/channel mix recommendations to support direct-response digital fundraising campaigns.  
· Develop, launch, and optimize digital media campaigns across paid digital touchpoints including SEM/PPC, Facebook and paid social media, display media and other channels to support new donor fundraising and lead acquisition goals. 
· Manage digital advertising strategies, including audience targeting and modeling, media partner and platform testing, creative testing, and more.
· Develop audience segmentation strategies for unique donor cohorts to ensure donors are receiving appropriate communications at the right time to support the following:
i. Conversion of Prospects to New Sustainers
ii. Conversion of Prospects to New 1x (cash) Donors
iii. Upsell of Existing 1x Donors to Sustainers
iv. Subsequent 1x Gifts from Retention Cohorts 
· Align media investments to broader MMUSA campaign calendar to support key moment-in-time fundraising opportunities while maintaining evergreen fundraising year-round.

Budget Modeling & Forecasting
· Develop expense budget and revenue forecasts to assess media performance and overall program health. Support regular reforecasting initiatives to reconcile budget to actual performance and advise on any strategic pivots needed.
· Create income and expense models (projections) that serve as overall expectations for the digital media program and help the IRC make decisions on levels of investment in acquisition, retention, and upgrading.
· Partner with senior MMUSA staff to develop annual budget and reforecasts for the digital media program, with consideration for new donor acquisition KPIs (e.g., average cost to acquire, average gift value) and attrition rates.

Creative Strategy & Production
· In partnership with IRC Creative Studio, develop creative assets including ad copy (e.g., headlines, subline text, calls-to-action), landing page content, graphics/design, and other visual components to support paid media programs.
· Collaborate with members of MMUSA to refine creative strategies; advise on best practices and opportunities to improve ad copy, landing page content, and creative design and visuals to support digital media campaigns.
· Work with the IRC to evolve digital ad copy/messaging and creative visuals to align with the new brand guidelines.
· Provide monthly creative learnings and recommendations on media creative to support productive feedback loop with IRC Creative Studio and support continuous optimization.

Test-and-Learn Plans
· Initiate testing strategies to help drive conversion rate optimization, optimize media efficiencies, increase average gift value, and maximize revenue.
· Analyze tests of digital media campaigns including ad creative and supporting digital properties (e.g., donation forms, lightbox upsell, etc.) to ensure they are tracking with budget and KPI’s set in annualized plan.

Reporting & Continuous Improvement
· Provide daily, weekly, and monthly reports to monitor KPIs and track pacing to goals.
· Present quarterly business reviews to evaluate performance and align on strategic recommendations to optimize digital media programs and strategy.
· Provide ongoing result reports to use in evaluating the effectiveness of the program.
· Advise on sustainer giving and program trends within the industry. 
· Develop new fundraising strategies and campaigns targeted for specific giving tiers.
· Work with the IRC to establish a more precise measurement logic - beyond first-click, last click - to attribute revenue more accurately across multiple platforms/devices in the conversion path.

Project Management
· Present detailed campaign briefs to include audience strategies, media plans, creative specs and requirements, and timeline to support digital media campaigns.  
· Coordinate with the IRC Marketing Technology team to manage all data streams to support digital media programs, including audience file sharing, pixel placement and tracking, etc.

Meetings and Approvals
· Weekly status meeting with the IRC Supporter Acquisition MMUSA to review campaigns and discuss upcoming projects.
· Bi-weekly strategy meeting to review program and performance.
· Monthly meeting with IRC’s Associate Director of Digital Marketing and Supporter Acquisition MMUSA team to review overall program performance including media channel performance and creative learnings, and larger organization goals.
· Ad-hoc meetings with IRC Supporter Acquisition MMUSA and other IRC stakeholders, leadership and service delivery teams to support ongoing health and growth of the digital media program.
· Adherence to clearly defined approval processes to manage workflows to support production of the following:
i. Creative assets including ad copy, art, design, and visuals. 
ii. Media plans including strategy and partner mix, spends by channel and pacing, flight dates and contingencies, ATBs, etc. 

IV. Rate Card & Asset Costs
This section is reserved for all expected costs and agency fees outside the net media investment of $11.5M.  Please input your expected agency costs, rates and any fees that you would propose to include in the MSA. If any adjustments to rates based on seasonality (e.g., year-end/holiday season) please specify. 
Please list services that will be provided by each staff member, dedicating the subsequent time:

	Staff Member
	Title
	Time Allocation
	Cost per Hour

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	








If there are additional assets expected outside of the agreed upon scope, please outline costs for additional elements below:

	Type
	Cost

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	



V. Payment
As full compensation for the services rendered pursuant to this SOW, IRC shall pay Provider in accordance with the terms of the Services Agreement, to be paid within thirty (30) calendar days of the IRC’s receipt and approval of Provider’s invoice(s) and successful completion of the Provider’s services.  Provider agrees and acknowledges that IRC reserves the right to withhold final payment until all deliverables under the Services of this SOW are received and approved by IRC.  Provider’s invoices should be sent to Accounts Payable] at irc.accountspayable@rescur.org.

If there are additional fees or an alternative commercial structure related to business expenses, or managing media buys, please outline them.
	
VI. KPI’s and Budget Projection
The data in this section informs the benchmarks and targets for fundraising set by the IRC. KPIs include the following:
· Total NET Revenue
· Return on Ad Spend (ROAS)
· Media Reach & Efficiency
i. Cost per Impression (CPM)
ii. Cost per Click (CPC)
iii. Cost per View (CPV)
· New-to-file Donors Acquisition
i. 1x (cash) Donors
ii. Sustaining (monthly) Donors
· Cost-to-acquire a new donor.
i. CPA 1x Donor
ii. CPA Sustainer
iii. Cost per Gift
iv. Cost per 1x Gift
v. Cost per Monthly Gift
· Existing Donor Retention & Reactivation
i. No. Subsequent Gifts
ii. Upsell 1x Donor-to-Sustainer
· Conversion Rate (CVR%)
i. Lead to Donor
ii. 1x Donor to Sustainer

VII. Year-End Campaign Case Study
Please provide a detailed plan for how your agency would approach management of the IRC’s upcoming EOY fundraising campaign, if selected. Please outline strategy and rationale including audience segmentation and targeting plans, creative approach and messaging, media plans including ad partner/channel mix and proposed spend levels to support revenue targets.
Please note, relevant documentation including prior year-end campaign performance will be provided to help inform response. 

