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RFP037: GO TO 2040 Production and Promotion
Questions and Answers for RFP037 presented at:
Pre-bid discussion on Thursday, October 15, 3:30 p.m., CMAP offices

CMAP Staff Present: Tom Garritano, Erin Aleman, Dolores Dowdle, and Margaret McGrath

Introduction

CMAP is developing its regional comprehensive plan, GO TO 2040, and is looking for firms to
assist in the plan’s production and promotion through 2011. CMAP is seeking creative ideas for
communicating the plan and promoting its implementation. The plan’s implementation is of
primary importance - CMAP does not intend to create a plan that sits on a shelf. CMAP is
looking for partners who can share the agency’s deep level of commitment to the production
and promotion of this plan.

CMAP began this process in the winter of 2007 with the development of a regional vision.
CMAP produced a series of Regional Snapshot reports to understand existing conditions that
need to be addressed in the plan, such as sustainability and a jobs-housing balance. Over the
past year CMAP evaluated potential planning strategies and conducted an extensive public
input phase “Invent the Future” this summer. The preferred scenario is being developed right
now. The plan will have a top ten (or 12-15) recommendations for the region on a range of
topics, including land use, housing, and many more. The preferred scenario will be presented
for CMAP Board approval in January, after which CMAP will issue a draft plan in May,
followed by the complete plan in October 2010.

As stated in the RFP, CMAP is looking for experts in the following fields to help with the plan’s
production and promotion:

1) communications
2) campaign development
3) visual & interactive media
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Q&A

Q: It sounds like the goal is that you want the hired firm to help with implementation of the
plan. What does implementation mean?

A: The contractor(s) will not be responsible for implementing the GO TO 2040 plan; the
regional plan will be implemented by various stakeholder organizations across the region, with
leadership and coordination by CMAP. The contractor(s) will be responsible for working with
CMAP to develop and execute a strategic campaign for promoting the GO TO 2040 plan’s
implementation by those stakeholder groups. Regarding the campaign, the contractor(s) will
have lead responsibility for developing the strategy (with help from CMAP), and then CMAP
will have lead responsibility for carrying out the campaign strategy (with help from the

contractor(s)).

We are looking for firms that will be able to assist us in communicating the importance for

stakeholder groups to carry out their varied roles in putting the GO TO 2040 plan into action.

Implementation of the GO TO 2040 plan has two parts. The first being that at the end of this
process we will have reached out to stakeholders from the business community, residents,
municipal officials, and legislators to communicate and educate them on the goals and
objectives of the plan. We would like the selected firm(s) to assist us in reaching key
stakeholders and making the connections for our staff so that we can build successful

relationships.

We have many messages and need assistance in focusing them for a variety of stakeholders. We
have to reach out to our many partner organizations, local elected officials, and lots of different
constituencies. We have a good idea of who we would like to reach but would like to work
with the selected firm(s) to begin our campaign strategically.

We are interested in assistance with messaging, especially in mounting a campaign coordinated
in reaching out. We have a diverse region, with 280+ municipalities of different sizes, that we

are going to look towards for implementation. We are looking for innovative ideas.

The other side to implementation will be collaborating with CMAP to develop multimedia tools
that further the top ten strategies that come out of the plan. These tools will assist our
communities in physically implementing the "top ten" list of recommendations we make. Our
staff is working to develop the strategies and initial implementation methods but would like to
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collaborate on a series of “DIY” tools for communities to utilize. Toolkits, an interactive website,

there are different strategies that we can take with people to express and reach their goals.

Q: Implementation could mean literally accomplishing goals for compact development and
transit compared to implementation of community the plan. Can you put a tighter focus on
implementation as it relates to us?

A: The contractor(s) would not be responsible for implementing the GO TO 2040 plan, but the
primary desired outcome of promoting the plan is for it to be implemented by stakeholder
groups. The contractor(s) would help formulate campaign strategies and communication tools
for stakeholders, local elected officials of municipalities, non-profit organizations with interests
from the environment to housing to the economy, and local citizens to buy into the plan.

Q: So implementation means communicating the plan and reaching out to folks.

A: Yes. When the plan is completed in October 2010, that won’t be the end of anything, but the
beginning of the region’s implementing GO TO 2040. The campaign to promote that

implementation has to be in place next summer, if not sooner, to start ramping up to October
2010.

Q: So our role is more to help think this through, not to execute on what the goals for the
community are, like to develop a sense of community preparedness, for example? Our goal
would be to engage players with the plan and implement the plan by working through
organizations that have government, nongovernmental, or corporate responsibilities?

A: Yes. We are not looking for help writing the plan. We're doing that and have been carefully
studying these issues for years. It's more the latter part of what you were saying; we want
assistance in tight messaging. We want those messages to be consistent, even as they get
tailored somewhat differently for different groups. Some for the public, one for the municipal
officials, one for the business community, and so on. We will need the contractor(s) to assist in
engaging key stakeholders before and after the plan is completed.

Q: For implementation in context of setting a budget, if you want us to give you cost

proposals based on success | 'm struggling with th
mean making changes in tax policy, land use, a new funding formula for the transit system,

etc.? We as communication partners are not in the place for implementing that. Could you

spend more time on this so we' ' re all really clear
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A: Again, the contractor(s) cannot be responsible for implementing the GO TO 2040 plan. The
contractor(s) will be responsible for communicating CMAP’s plan and guiding a campaign that
CMAP will carry out to promote implementation of the GO TO 2040 plan. This is why we’re
looking for a diversity of possible firms working together. Communication firms have strengths
in developing messages, while visual firms and design firms may have a sense of what toolkits
to develop and how to convey those to make them useful as resources to local stakeholders.
There isn’t much as an agency that we’re ever very comfortable with just turning over to a
consultant. We’re looking for partners, but we’'re not expecting any firms to deploy an army of
people to conduct 60 workshops, as Erin and our staff did last summer. We have staff that are
willing to really jump in there and get things done. We’re looking for contractors to
complement those staff capabilities.

Q: In political campaigns success is the election of the candidate. Is success in this case the

adoption of recommendations of the plan, like a new tax system, new land use policy? As a

campaign advisor we would not be in the position to follow that. As we define success in our
proposals we want to make sure we aren’t too | oft

A: We'll judge proposals on the basis of whether they give CMAP the strongest possible tools
to bring about implementing such policies. We will share a responsibility and motivation for
getting that done. But it’s not as if a firm isn’t going to get paid if tax policy (to cite your
example) isn’t revised.

Q: Let’ s suppos e ntangitevasthatwe neetladtta have the Circle Line

back on the table and we need to figure out how t
to do that. We can sell it and build support for the project so it becomes a priority though,

right?

A: Correct. This is not completely an advisory plan. There are capital elements being vetted
now that will be approved in the spring. There are federal dollars associated with them to get
built. The contractor(s) wouldn’t have a role in identifying a particular priority (such as the
Circle Line, in your example), but once such a priority is part of the GO TO 2040 plan, the
contractor(s) would work with CMAP to help implementing agencies understand why it should
be a priority. We’re not going to ask you to figure out for us what it means to implement the
plan.

Q: I'hear it as a set of outreach tools, we need to help take the tools out to people who can
implement, and then we continue an ongoing campaign strategy and consulting to help you
through the process of reaching audiences and figuring out what they can and will do. Does
that sound right?



Chicago Metropolitan

Agency for Planning

fax 312-454-0411
www.cmap.illinois.gov

A: Yes. When talking about what we’re looking for in your proposals, we want to see your
approaches to what you just described.

Q: Can you state what some of those issues are?

A: An example we gave is compact development. This means density. When I said density how
many people thought of downtown Chicago? A lot of people think like that. We work with
some communities that only have only a few thousand residents. They don’t want or need high-
rise buildings. We need to work with communities and elected officials who have roles in
implementing GO TO 2040 so that they know when we say “a bit more dense” it doesn’t mean
building a sky scraper next to the train station. I'm not under the impression that one solution
will fix everything, but we need to hone our message for different audiences. The issue areas are
out in plain site on our website. We don’t want to go through them in this meeting to be honest,
but they are out there for you to find, they are not that hard to find.

Q: Can you comment on, looking at this from the campaign aspects, any synergies you might

see with RFP 033 in terms of government relations. It sounds like you are reaching out to

some of thesame potenti al audiences with potentially son
assuming you don’'t want to do that twice.

A: RFP 033 was for building ongoing relationships with municipalities, not specific to GO TO
2040. This RFP covers a much broader range of activities and is very specific for the plan.

Q: From the communications standpoint, you mentioned that that campaign strategy needs
to be in place by mid-summer, mid 2010. Do you see the role of a potential partner existing
up to that point or ongoing?

A: The partnership will continue beyond, it will not end in October 2010. We were specific
about that in the RFP. The partnership will most likely be through 2011. It is very important to
us that we find firms who are interested in working past the plan’s completion in October 2010.
Especially coming on the heels of the centennial of the Burnham plan — which is remembered
because so much of it was implemented -- we are conscious that this plan will guide
development and infrastructure decisions through mid-century and beyond.

Q: Do you have any existing video/film content you want to be used by a video production

company? It sounds like you will need shorter video pieces to go up quickly and be up on

the website, then working through the processtotheend of t he next year you’ |
separate, longer 30-60 minute video.
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A: If you go to youtube.com/goto2040 you'll find an archive of all of our videos. Some are from
public affairs shows with our executive director and chair of our board on Chicago Tonight.
Others are things we produced in a shorter form and geared towards specific outreach activity.
They are five minutes at the most, but are still useful and can be used for raw footage. In terms
of the longer video, we did not specify the products in the RFP for this very reason. We will
definitely do some short form videos and will hopefully do something longer, 30-60 minutes —
that will depend on how compelling the proposals are and on funding. We didn’t want to be
too prescriptive, because you guys are the experts in these individual areas. We want your
ideas. Feel free to quote a full spectrum, from shorter to longer videos.

Q: You don’'t really specify what you-60ainate| ooki ng
video and earlier you said you would maybe want some tidbit videos from October through
2011.

A: Video is a great ongoing tool for us to have. Part of us being able to have a longer feature
length video depends on funding. We’ve used video as a great way to promote things and we
would have done more with staff if we’d had the capacity. We’d have done more video with
people who attended the workshops, get more viral, ask them what they liked about the
workshops. But we didn’t have the capacity to do that. Video will be integrated in with the
communication of the plan.

Q: Il m not sure what to quote.

A: ITwould quote a spectrum for certain things. We’re not doing anything less than some 2-3
minute videos. For videos we have done it’s not just an intern with a hand-cam that we put up
on YouTube to feel good about and we hope it gets picked up elsewhere. We're interested in
doing something more ambitious. With the Centennial, though we don’t have the funding in
place, they’ve done more than one video including ArchiMedia Workshop’s. We have
aspirations to do that and are interested in your thoughts about that.

Q: Il s the idea that you’'ll want these tools comp
go?

A: There will be interim products. The preferred Regional Scenario is near completion, and the
RFP states that we hope to have the contractor(s) in place to help promote the scenario, which
will be the last major component before the draft plan (in May) and final plan (in October).
Other milestones Erin mentioned are in the RFP. For the draft plan we’ll want to attract some
attention, but we don’t want to cash in all our chips since the final plan will be out a matter of
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months later. So there will be various public products, but October of next year is the biggest
splash.

For the web, we talked about having an implementation website as a gathering place for
stakeholders. We want to reach out with a website that people won't just use passively, but will
be a place more like a social networking site. It's very likely we won’t have separate CMAP and
GO TO 2040 websites effective October 2010. Attention will shift to CMAP as the organization
leading implementation of GO TO 2040. We want to shift the focus to some extent without
conveying that GO TO 2040 is over.

Q: So the big pieces, video, the website, will be online and ready to go, then the campaign
will go beyond that in reaching out to people over time, adjusting, and reaching new
audiences?

A: It will reach its crescendo in October 2010, but our goal is to sustain a strong level of
visibility.

Q: Since you want this up on the existing website, does that mean that the website developer
needs to do the rest and the media company will just advise?

A: It's all open to consideration via the RFP. We are not necessarily looking to move to a
different platform, but we didn’t stipulate that is has to be the current platform we are using.
Content should drive things, not the technology. So we’re primarily interested in your
approach to content, but you should also provide credible technical details about how you'd
work with us to get it done.

Q: How are you going to rate the proposals that come in? The RFP says there is a preference
for a team approach, but does that also leave open the possibility that one provider of
serviceswants to just bid on one piece wouldn’t
process works that way if you really want people to be part of teams?

A: We wrestled with that. We nearly put out an RFP saying we were only looking for a one-
stop shop, a prime contractor with subcontractors. It’s still in there as one possible approach,
but we didn’t want to shut out any innovative ideas that could be coming from a smaller to
medium-sized shop. I definitely encourage you to grab whoever you want to explore as a
potential partner on the way out of the room. We will make public the names and contact info
of everyone here unless anyone doesn’t want their firm’s information put out there. Please let
Margaret know if that is the case. It would be a good idea for firms to look to a partner, but it is
not a prerequisite.

be
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Q: So there is no penalty for teaming with more than one team?

A: Correct.

Q: Since you are interested in the team approach, are you going to share a list of the
registrants today with us?

A: They will be up on the website tomorrow. If anyone doesn’t want to be on the list that gets
published let Margaret know.

Q: I f you’'re going to be evaluating firms on the
guidelines for certain parts or the whole thing?

A: We have not provided that information. What we want you to do is come up with what you
think is the best proposal and what you think the cost will be. We might have to come back and
negotiate with you to know what you think it would cost to do. Put your best pencil on paper
and let us see that.

Q: Could you talk about funding conceptually for the project?

A: CMAP is primarily funded with federal and state money. We do have some private
funding, primarily from the Chicago Community Trust. Other organizations are also interested
in supporting this. That could make a difference as to the extent of what we’d be doing. We
want to leave that open so we can really explore all the possibilities. The core federal funding
for what we’re proposing to do is not in doubt at all. It's more a question of if we’ll do a 30-60
minute video, there are some ducks that need to get lined up for that.

Q: Can you repeat what you said aboutthebwdgee f undi
and you're stild!l seeking support, but does the co
cover the core scope of services that you are seeking, or are you over here and we need to be

over here?

A: We really do feel like the money we have can cover the core of what we want to do. There
are a lot of things we want to do in addition that will probably depend on additional
fundraising. We do have a significant amount available.
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Q: Talk a bit about stakeholders. Are you the stakeholders? Is there another layer of
stakeholders? How does that process work moving into the project phase?

A: No, we are not the stakeholders. There are a variety of external stakeholders: NGOs, elected
officials, legislators, communities and counties in the region are key partners. The stakeholders
in this process are the people who, at the end of the day, will be making changes whether they
be at the policy level or physical built environment level. It's very important for communities
and residents of the region to be able to apply the principles we’ll be supporting. In order for
this plan to be successful CMAP needs to be the authority on sound planning principles. This
means that we need legislators, mayors, local planners to look to CMAP for guidance. We'll be
spending a lot of time reaching out to a whole spectrum of stakeholders. We are interested in
innovative suggestions for approaching them.

In addition to elected officials and local planning staff, other stakeholders are potentially the
business community, educators and universities, arts and culture organizations, faith based
organizations -- the list goes on and on. In terms of a campaign strategy, we’re looking for
people with communication experience/connections to a plethora of stakeholder groups. The
business community is a good example of a stakeholder group we need to reach out to more.
The plan will make recommendations that have potential to support business innovation
through “green” jobs, telecommunications infrastructure and via other means. Connecting with
business leaders to ensure public investments complement and enhance their objectives will be
important to the implementation of GO TO 2040.

Q: When you say stakeholders could you be talking about, for transportation or transit for
example, stakeholders that could include the CTA, trucking companies, etc.?

A: Absolutely. Transportation agencies both private and public are stakeholders in this process.
CMAP has a variety of committees that transportation agencies in our region serve on,
including CTA, Pace, Metra, RTA, Union Pacific Railroad. For development to happen at the
end, people need to be on board with us for this project and to address the core principals we're
looking at.

Q: For example, the Chicago Metro Chamber of Commerce: stakeholder or partner?

A: Stakeholders, partners, we don’t draw major distinctions. The Chamber is probably not as
integrally involved in implementation as local municipalities and transportation providers. It
doesn’t mean we think they are less important, though.
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Q: Di scussing the notion of the “audience,”
to the audience? Can you provide us with access to business stakeholders, representatives of
communities?

A: We have no reason to withhold access to our existing contacts. We don’t need help in
identifying municipalities or counties. On the opposite end of the spectrum, we’d be interested
in proposals that indicate a track record of reaching out successfully to communities that maybe
aren’t our strengths, like the business community. A good example of the type of partnership
we are looking for would be our relationship to the Chicago Community Trust, which funded
important parts of the plan including the Regional Indicators project. They are active
participants and equal partners in the execution of that project. As an agency we didn’t have
particular strengths in reaching out to human services, but the Trust did. It would be an asset
for firms submitting proposals to have those bases touched already, rather than have to
establish contact.

Q: Can you talk about the approval process by which CMAP works? Is it more interactive?
How do you get things approved? Your website, for example, how do you decide what that
looks like and how do products get approved?

A: We don’t go through committees, it’s a staff enterprise. We work closely with the board and
we have a clear governance structure. It's not something consultants will have to navigate. Staff
has direct, hands-on responsibility for the web from day to day.

Q: Inregard to the technical illustrations and graphics, is there a spectrum along illustration
and design? Where will it fall on that spectrum?

A: We have a full time graphic designer but he doesn’t have the time to spend on developing
illustrations for the plan. We want to tightly focus our resources on products that have very
high impact. We definitely don’t have the capacity in-house to do technical renderings of
different developments or visual representations of policies. One thing we did this past year
was workshops with communities, in which we went out and explained that we were
developing three different draft scenarios of different policy ideas (”"preserve,” “reinvest,” and
“innovate.” We asked firms (mostly working pro bono) to illustrate what would happen to the
physical landscape by employing different policies. The response to these workshops was very
positive and helped affirm why we need to have more visualizations in the plan. In addition to
renderings of different capital elements, something like a rendering of the Circle Line, if it
becomes an approved part of the plan, is an example of a capital element for which we would
want a striking visualization.

anrs
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Many regional plans” key promotional piece is a map of the region. The way we are heading a
map might not be the best solution. It could be a subject of discussion, but right now we are not
leaning towards a single map.

Q: Can you talk about other skill sets your team has and what you rely on them for rather
t han what you’'d be relying on contractors for?

A: We have a graphic designer. We also have a full time web communications person. We have
an external relations team, but it is small (5-7 people). We do have connections to all the mayors
and managers and Councils of Government in the region. In terms of planning staff, we have a
lot of data analysis and mapping capabilities so we can produce maps in house. We may be
looking for some maps that look nicer, with higher graphic quality.

Q: Are there any outside partners you already have in the areas of communication or graphic
design?

A: We do not presently have a communications or graphics consultant. Our web hosting is
done by Web Solutions. They host our sites and also do some of the web development work.
We’ve been working with the team for five years now on the Ektron platform. We also have
some smaller web development contracts that are project-specific, but the main site CMAP and
GO TO 2040 sites are on the Ektron platform.

Q: In the earlier phases of the plan’s devel opme
firm/team you have as an incumbent?

A: Off and on we’ve had assistance but nothing on this scale. We did have some help with
branding, outreach, and video, but no one is on board presently. I wouldn’t say we had things
done piecemeal because it makes it sound like it was not well-executed, which is not the case.
Continuity is important. As an agency in the past we have gone with smaller contracts. One
thing we are interested in looking into is the type of continuity and seamless integration of
products that we hope to get through the RFP.

Q: The RFP talks about some document preparation/layout/design/topography. Would that
be part of the bid to design the documents listed?

A: The one we are interested in that type of help for is the popular summary. (We don’t like
calling in an “executive summary.”) It will be approximately 24 pages and richly illustrated.
We want it to be the most persuasive document we can make. We’re inclined to do layout and
design in-house but this could be done in close partnership with the firms. If the firm felt
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strongly that their designers should do that, then we’re open to it. We’d need upwards of 10,000
copies of the popular summary.

The complete plan will not meet that threshold. It will be mainly a PDF and printed in limited
quantities. The complete plan will be a giant document that no one really reads completely. We
will drop in constituent parts that the firm will provide, as for example with renderings. But
we’re not looking for an agency or firms to compile that document and produce it for high-
volume printing.

We have a very high-end Xerox printer in-house, output of which you can see if you grabbed
any of our brochures. We can print in very focused ways with very limited volume, and that’s a
great way to communicate. For higher-volume jobs like the popular summary that require
commercial printing, we know how to get print quotes and specs and work with printers. If a
firm felt strongly that it needed to manage that aspect we would be open to it, but it's not what
we’re looking for. By including a list of potential documents, we wanted to give you an example
of for the types of products that will come out of this process.

To move forward as a plan document in the 21¢ century, the GO TO 2040 plan needs to be a
resource available to everyone. We hope it can be integrated into the website and interactive so
it’'s more than just a static document. Hopefully most of you saw our MetroQuest tool. Erin
worked closely with the developer Envision in Vancouver. It was successful in a narrower
scope than what we want for implementation on the website, but it's a good indication of where
we want to go. We’d like to build in social networking capabilities; for example, our
MetroQuest tool let people who visited the site create their own scenarios and link to them via
Facebook or via email. Web forums are good, but we are looking for something a bit more
innovative. The MetroQuest web tool was really good at showing cost-benefit relationships of
policies and investments that the plan is likely to contain.

Q: Under campaign development, are there any immediate channels you have at your
disposal or things you have earmarked over the next couple years to keep in mind?

A: Twork closely with the mainstream media. Our web communications specialist Anne Holub
works closely with new media. I'm not sure I'd say we have everything completely lined up.
Let’s talk about Chicago Tonight, CMAP executive director Randy Blankenhorn was on two
nights ago talking about the Illinois Expressway. That tends to happen organically when the
agency is related to some story in the news. We do hope that media outlets consider the plan
itself news when it comes out and that they don’t take it for granted. Part of the firm’s job is to
help us find news hooks so we’re not just asking news outlets to help us promote the plan, but
to make the plan itself newsworthy.
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Q: You cite three models that you think are positive models for marketing: the Southern
California Association of GoBEneision bitah)dnd Sacrathentop as s Bl
Region’s Blueprint. What is it about those three

A: They did a great job with stakeholder involvement and the outreach tools they use. They're
very recent examples. In terms of implementation they have some good visual examples
representing cost benefits and what would happen if we continue on the path we’re on now, the
“business as usual” scenario compared to the preferred scenario. If we had everything we
wanted ours would be something even bigger and better. When you go to their websites many
times the plan’s chapters are simply available to download, whereas we want this plan
document to be more integrated.

Q: With CMAP doing the plan, will the selected firms have access to your GIS database and
any output tools you will be using for the plan? Sources of data may be good tools.

A: Yes, however, any additional processing of data and the tools to accomplish this are your
responsibility.

Q: In terms of how many finalists you will interview, do you have a number you will
narrow it down to?

A: We haven’t set a limit. We’ll do our best to meet with as many people as we can that merit
an interview. We'll be busy trying our best to do the process justice because it’s in our best
interest.



