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Thank you for your interest and attendance

• RFP Designed with agencies in mind

•



Agenda

• 1:30 p.m. Welcome 

• 1:35 p.m. CTCP Overview

• 1:55 p.m. Advertising Process & Media Landscape

• 2:05 p.m. Program and Media Evaluation 

• 2:20 p.m. Request for Proposals (RFP) Overview

• 2:35 p.m. - RFP Timeline & Stages 

• 2:45 p.m. Questions & Reminders 



Housekeeping

Answering RFP-related questions

• Questions during webinar

o Submit through Chat feature

o Provide name and agency
• Materials will be posted on TCFOR 

Disclaimer

• Open, Competitive Procurement
• Email CTCPMediaRFP@cdph.ca.gov with 

RFP questions 
• No phone calls, please
• Mute phone lines



CTCP Overview

Julie Lautsch

Chief
Media & Communications Section
California Tobacco Control Program



California: End the 

▪ Attainable for California

▪ We have been leading the fight to protect 

Californians from the tobacco industry for 

more than 30 years

▪ Combination of tax, resources, new laws

▪ Media is instrumental



Brief History of CA Tobacco Tax Initiatives

▪

pack

• The quarter that changed the world

▪ Nov 2016, Prop 56 voters overwhelming passed  

$2 per pack tax & equivalent amount on other 

tobacco products, including e-cigs.

• 11% earmarked for CA Tobacco Control 

Program

• Accelerate eliminating tobacco related 

disparities at least 15%

• Media, community, evaluation



When my grandson started vaping, 

I was initially relieved that he 

wasn’t smoking the ‘real thing’. 

Now that I understand the dangers, 

I’m horrified about how vaping 

is marketed to young people.

JAMES OAKLAND, CA

defense of smoking, and frankly, we 

feel no compulsion to bend over 

backwards to spare the feelings of 

those persons who encourage and 

promote a known lethal activity and 

dangerous drug addiction.

DR. KENNETH KIZER

State Health Officer, Congressional Testimony 

1990

The source of this epidemic 
is the tobacco industry





Denormalize the 
Tobacco Industry 
& its products

Prevention 
& Cessation



Goals

Eliminate the 
Tobacco Industry’s 

Influence

Eliminate Availability 
of Tobacco

Eliminate Exposure to 
Toxic Secondhand 

Smoke/Vape (SHS/V) 
& Tobacco Product 

Waste (TPW)

Provide Cessation 
Services

Outcomes

Decrease Tobacco 
Consumption

Decrease Tobacco 
Use Prevalence

Decrease Youth 
Uptake of Tobacco

Decrease Exposure to 
SHS/V & TPW

CTCP Goals



Social Norm Change

Lasting change in youth 
behavior regarding 
tobacco can only be 
secured by first changing 
the adult world in which 
youth grow up.

Cigarette makers say they 



NO Youth-Targeted Media Efforts



Theory of change: 
social issue cycle

The Media 
Campaign is the 
engine that keeps 
this cycle moving.  

It is directly 
responsible for 
creating public
awareness &
concern, producing
attitude shifts and
social expectation.

Apathy

Awareness

Concern

Attitudinal 
Shift

Social 
Expectation

Action/
Legislation

Social 
Norm

Expectations

Contentment



The California Intervention

Media Community 
Engagement

Social 
Norm 

Change=



CTCP Activities &  Funded Partners

Source: California  Adult Smoking Prevalence by county, 2014/2015; CountyHealthRankings.org 

• 61 Local Health Departments

• 100 Competitive Grantees

• 6 Priority Population Coordinating Centers

• Statewide Media Campaign

• Statewide Evaluation

• Kick It CA, Statewide quit partner 

• Technical assistance partners to assist local 

projects



When my grandson started vaping, 

I was initially relieved that he 

wasn’t smoking the ‘real thing’. 

Now that I understand the dangers, 

I’m horrified about how vaping 

is marketed to young people.

JAMES OAKLAND, CA

poison for human beings or allow glue 

allow the sales of marijuana in our city, 

which is probably actually less 

damaging than tobacco, if we truly 

want to lead, we need to have the 

JOHN MIRISCH
Vice Mayor, Beverly Hills

August 7, 2018

Passed first of-its-kind policy ending the sale of tobacco.



Media 





End

TI Influence

Northstar

Transform California 

by eradicating the tobacco

industry’s manipulative, 

predatory, and deadly influence 

to equitably increase the health, 

environmental, and economic well-being 

of California’s diverse populations

Empower communities to prevent the tobacco industry from 

making tobacco products desirable, acceptable and accessible

Vision

Mission

UNDO Strategic Framework

Core Values
Stand For

Health Equity · Social Justice · 

Environmental Justice · Inclusion· 

Accountability · Science · 

Leadership · 

Health & Wellness 

Stand Against Tobacco Industry’s

Manipulation · Deceit · 

Targeted Discrimination & Prejudice · 

Cultural Appropriation· Green-

washing & Astroturfing · Corporate 

Greed · Addiction · Death & Disease

Personality
Bold · Unapolegetic · Hold the Industry Accountable · Sense of Urgency 



Media campaign strategies

Eliminate
Second-hand  
& Thirdhand
Smoke
Exposure

Eliminate 
Tobacco 

Influence

Eliminate 
Availability of
All Tobacco 
Products

Counter the 
Tobacco 

Emerging 
Products

Eliminate 
Toxic Tobacco 
Product 
Waste (TPW) 
Exposure

Promote & 
Support
Cessation



• Tobacco companies are convicted racketeers their business is not just like any other business  
• The industry is built on manipulation and lies.
• They spend billions each year on slick PR campaigns, political lobbying, and funding their own 

scientific research so they can continue to rake in profits and skirt accountability for the damage they 
cause.

•

em
Big Tobacco



Eliminate secondhand smoke/vape exposure and increase the number 
of tobacco-free areas
• Thousands of people suffer and die each year from secondhand smoke exposure.
• Engage complacent Californians by making toxic secondhand & thirdhand smoke/vape exposure a relevant concern
• Emphasize those most vulnerable and/or having the least access to resources in order to escape the serious dangers 

of secondhand smoke/vape exposure 



• The tobacco industry develops its products, pricing strategies, and marketing practices to target specific populations 
in very sophisticated ways. Studies have found links between the density of tobacco retail outlets and tobacco use in 
socioeconomically disadvantaged communities, African American communities, and youth populations.

•

Starbucks.
•

who smoke reside in lower-income communities.
• The industry funded misleading research to show that people with mental health conditions could use tobacco 

products to relieve symptoms.

Eliminate availability of tobacco products



•
• From filters on cigarettes to low-tar and low-nicotine claims to smokeless tobacco products the claims 

customers and keep people hooked on their dangerous products are nothing new.

•
revealing their many health dangers, including cancer and heart disease, not to mention landing otherwise 
healthy kids in the hospital with serious lung injuries. 

•



• The tobacco industry produces about 6 trillion cigarettes each year. As a result, cigarette butts are the number 
one most littered item on Earth.

• Big Tobacco is a top global plastic polluter whose production and manufacturing directly contributes to climate 
change and deforestation.

•
make them nearly impossible to dispose of safely.

•
we put the blame on their customers for littering and allow them to avoid any environmental regulation.

Eliminate Toxic Tobacco Product Waste Exposure



▪ Cessation counseling from trained specialists
▪ Multiple intervention channels phone, web, text
▪ Multiple product interventions cigarettes, vapes
▪ Six languages

Promote cessation services and increase quit attempts 



Media &
Communications 
Team 



Advertising process 
& media landscape

Jen Garcia

Marketing Specialist
Media Unit  |  California Tobacco Control Program



Multicultural audience

▪ Statewide 

▪ All adults

▪ Primarily non-tobacco users 89.3% of CA 

population

• Tobacco Use 10.7% of CA population 
(4.2M)

▪ English-preferred & Bilingual 



Priority audiences

▪ Populations with unique cultures and have been 

aggressively targeted by the tobacco industry:

▪ African American/ Black

▪ LGBTQIA+

▪ People experiencing mental and/or behavior 
health challenges

▪ People experiencing lower income

▪ Hispanic/ Latino

▪ Consume Spanish media

▪ Bilinguals, Spanish Preferred

▪ Asian Californians

▪ Consume in-language media 

▪ Bilinguals, in-language preferred

▪ Rural communities

▪ American Indian/ Alaskan Native



NO Youth-Targeted Media Efforts



Research & 
Strategic 
Planning

Creative 
Brief and 
Concepts

Consumer 
Research

Substantiate Produce
Media 

Planning
Place Evaluate

Advertising  process



Advertising  campaign highlights



PR  campaign highlights





Public Health Education Funnel

Activate

Educate

Incite

Reason to 
believe

• Educated Site Visitors
• Social Norm Change Visitors

UNDO.org



Program
evaluation

Rebecca Williams, DrPH, MPH

Chief
Evaluation and Surveillance Section    
California Tobacco Control Program



Adult Prevalence Data



Current CA Adult Tobacco Use by Tobacco, By Product, 
2019-2020
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Prevalence Rate

Source: California Health Interview Survey. CHIS 2019 and CHIS 2020 Adult Files. Los Angeles, CA: UCLA Center for Health Policy Research; October 

2021. 



1988 1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020

Rest of United States

California

Current Adult Cigarette Smokers, California (CA) vs. Rest of 
United States, 1988 to 2020

Data

Source: Behavioral Risk Factor Surveillance System, 1988-2020 42
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Current CA Adult Cigarette Smokers, By Demographic, 2020



44Data source: California Health Interview Survey, 2017-2020 

Current CA Adult E-Cigarette Use, By Demographic, 2017-2020
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Current CA Adult Flavored Tobacco Use, 2019-2020
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Source: UCLA Center for Health Policy Research. 

AskCHIS 2019-2020. Current smoking status. 

Available at https://ask.chis.ucla.edu. Exported on 

June 9, 2022

Current CA Adult 
Cigarette Use, 

By Region, 2020

https://ask.chis.ucla.edu/


Source: UCLA Center for Health Policy 

Research. AskCHIS 2019-2020. Current 

e-cigarette smoking status. Available at 

https://ask.chis.ucla.edu Exported on 

June 9, 2022.

Current CA Adult 
Vaping Use, 

By Region, 2020

https://ask.chis.ucla.edu/


CA Adult Exposure to Secondhand Tobacco Smoke, 2020



CA Adult Exposure to Secondhand Vape, 2020



CA Adult Exposure to Secondhand Cannabis Smoke, 2020



Youth Prevalence Data



California Youth Current Tobacco Use, 2016-2020
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Data source: California Student Tobacco Survey, 2016–2020

Note. The definition and measurement of any tobacco use and e-cigarette/vape use changed in 2020. Comparisons across survey years should be interpreted with caution.

*In 2016 and 2018, any tobacco use included electronic smoking devices, hookah, cigarettes, little cigars or cigarillos, smokeless tobacco, and big cigars in the past 30 days. In 2020 any tobacco use included 

vapes, hookah, cigarettes, little cigars or cigarillos, smokeless tobacco, big cigars, and heated tobacco products in the past 30 days.

^In 2016 and 2018 electronic smoking devices (e-cigarettes) included e-cigarettes, vapes, vape pens, e-hookah, hookah pens, and tanks or mods. E-cigarette use was assessed in 2016 and 2018 by asking, 

“Have you used e-cigarettes IN THE LAST 30 DAYS?” In 2020, vapes included the use of vaping devices like vape pens, e-cigarettes, e-hookah, hookah pens, e-vaporizers, tanks, pods, and mods used to inhale 

nicotine or just flavoring. Vape use was assessed by asking, “Have you vaped in the LAST 30 DAYS?”



California Youth Current Tobacco Use, By Sex and 
Race/Ethnicity, 2020

Total Female Male White Black Asian Hispanic NH-Other

Cigarettes 1.2 0.8 1.3 2.0 1.0 0.5 1.0 2.3

Vapes* 8.2 8.1 7.3 13.1 6.3 5.3 6.5 10.2

Any tobacco use^ 9.7 9.0 8.9 14.3 10.2 5.7 8.0 13.1
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Data source: California Student Tobacco Survey, 2020

Note. *Vapes include vaping devices like vape pens, e-cigarettes, e-hookah, hookah pens, e-vaporizers, tanks, pods, or mods used to inhale nicotine or just flavoring.

^Any tobacco product use includes students who reported using cigarettes, little cigars or cigarillos, big cigars, hookah, vapes, smokeless tobacco, or heated tobacco products in the past 30 days. 53



California Youth Current Flavored Tobacco Use, 2018-2020

85.8% 85.8%
89.2%

55.9%

86.3%

67.7%
64.5%

91.6%
96.2%

82.5%

49.4%

74.1% 75.4%

58.4%

82.9%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Any tobacco* E-cigarettes/
vapes^

Hookah Cigarettes Little cigars or
cigarillos

Smokeless tobacco Big cigars Heated tobacco
products

P
re

v
a
le

n
c
e
 (

%
)

2018 2020

54

Data source: California Student Tobacco Survey, 2018-2020

Note. The definition and measurement of any tobacco use and e-cigarette/vape use changed in 2020. Comparisons across survey years should be interpreted with caution.

*In 2018, any tobacco use included electronic smoking devices, hookah, cigarettes, little cigars or cigarillos, smokeless tobacco, and big cigars in the past 30 days. In 2020 any tobacco use included vapes, hookah, 

cigarettes, little cigars or cigarillos, smokeless tobacco, big cigars, and heated tobacco products in the past 30 days.

^In 2018, electronic smoking devices (e-cigarettes) included e-cigarettes, vapes, vape pens, e-hookah, hookah pens, and tanks or mods. E-cigarette use was assessed in 2018 by asking, “Have you used e-cigarettes IN 

THE LAST 30 DAYS?” In 2020, vapes included the use of vaping devices like vape pens, e-cigarettes, e-hookah, hookah pens, e-vaporizers, tanks, pods, and mods used to inhale nicotine or just flavoring. Vape use was 

assessed by asking, “Have you vaped in the LAST 30 DAYS?”



2000 2002 2004 2006 2008 2010 2012 2016 2018 2020 2021

US 28.1 22.5 21.7 19.7 17.2 15.8 14.0 9.3 8.1 5.8 1.5

CA 21.6 16.0 13.2 15.4 14.6 13.8 10.5 4.3 2.0 1.2
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Current Cigarette Smoking Among California And United 
States High School Students, 2000 2021

Data source: National Youth Tobacco Survey, 2000–2021 (US data), California Student Tobacco Survey, 2002–2020 55
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Note. *In 2018, e-cigarette cessation was assessed by asking, "In the last 12 MONTHS, did you try to quit using e-cigarettes?" In 2020, vape cessation was measured using the following two questions, “In the 

LAST 12 MONTHS, did you try to…" 1) "quit using vapes with nicotine (with or without flavor)?" 2) "quit using vapes with just flavoring?"
56
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California Youth Who Were In A Car or In A Room With 
Someone Using Tobacco, 2020

7.0

15.6

10.3

8.9

24.9

15.9

0.0

5.0

10.0

15.0

20.0

25.0

30.0

C I G A R E T T E ,  L I T T L E  C I G A R ,  O R  C I G A R I L L O V A P E M A R I J U A N A

P
ER

C
EN

T 
(%

)

In a CAR In a ROOM

Data source: California Student Tobacco Survey, 2020

Note: Question asked of exposure in the last two weeks



Policy Coverage



Population Reached by Tobacco Control Policies

Tobacco Retail Sales 

Reach

Multi-Unit Housing 

Reach

Secondhand Smoke 

Reach

Flavored Tobacco 

Sales Restriction 

Reach

California 80.1% 67.2% 95.5% 46.3%

White 78.5% 69.4% 95.4% 44.9%

Hispanic 80.1% 62.2% 94.9% 43.1%

African American/Black 88.5% 71.6% 96.3% 54.7%

Asian/Pacific Islander 80.7% 72.3% 96.9% 54.6%

Under 18 79.3% 65.0% 95.0% 43.0%

Data source: Policy Evaluation Tracking System; Sales: February 2022; Multi-unit housing: March 2022; Secondhand smoke: May 2022; Flavored tobacco: 

June 2022



Support for Local Policies



CA Adult Support For Tobacco Smokefree Multi-Unit Housing, 2020



CA Adult Support For Cannabis Smokefree Multi-Unit Housing, 2020



CA Adult Support For Smokefree Outdoor Dining, 2020



CA Adult Support For Smokefree Public Places, 2020



CA Adult Support for Gradually Banning the Sale of Cigarettes, 2020



CA Adult Support for Immediately Banning the Sale of Cigarettes, 2020



CA Adult Support for Banning the Sale of Single-Use Tobacco Products, 2020



Large-scale evaluation of the CTCP media campaign 

•

• N per wave  

• ~3500 Californian participants

• ~1500 ROUS participants

• Data collection began August 2019

• Ad recall and shifts in knowledge, attitudes, and perceptions



Sandra Soria

Sr. Financial Analyst   
Media Unit | California Tobacco Control Program

RFP Process



https://tcfor.catcp.org/ 

TCFOR Website



https://tcfor.catcp.org/ 

TCFOR Website



Full-service advertising agency

• Experience in executing mass paid media 
campaigns in California media markets

• Focus on capacity of California office(s) but no 
requirement headquartered in CA

• Minimum of 30 employees in California office(s)

• One contract with prime contractor
▪ Only one entity to manage workload, 

including media buying
• All payments directly to contracted party

Minimum 
qualifications: 
CA office(s)



$75 million minimum in gross billings in at least two of 
past three years (2019-2021) from the agency as a 
whole

Evidence of financial stability

This may include:
•

clients completed by an external media buying 
service. Unrelated billings of the media buying 
partner cannot be used to meet the minimum 
billings.

•
included if they have oversight of the media, even if 
the client pays the media buyer directly.

May NOT include:
• The proposing agency partnering with 

subcontractors to meet the minimum billing 
qualification. 

Want seamless services, regardless of who buys media

Minimum 
qualifications:     
Gross billing



NO conflict of interest with the tobacco or cannabis industry

- Applying office must not have any connection to tobacco 
industry subsidiaries or e-cigarette companies, cannabis or 
related industries

- No communication or shared resources with other offices 
that have connections with tobacco or e-cigarette 
companies, cannabis or related industries

Conflicts of 
interest



Maximum contract amount will not exceed $200 million 
over a 5 year contract period. 

September 30, 2022 September 29, 2027 
(estimated)

Annual budget maximum:

1) $30,000,000 for 9/30/22 - 6/30/23.

2) $60,000,000 for 7/01/23 - 6/30/24.

3) $43,000,000 for 7/01/24 - 6/30/25.

4) $35,000,000 for 7/01/25 - 6/30/26.

5) $30,000,000 for 7/01/26 - 6/30/27.
6)  $2,000,000 for 7/01/27 - 9/29/27

Subject to annual appropriation
Actual budget may be lower 
Includes all costs and fees, including production, 
media placement, markup, and other expenses 

Contract funding 
& length



Cost Proposal due in Stage 3 for finalists. The selected 
contractor will have the rates submitted in cost 
proposal locked in for duration of contract

Majority of agency compensation calculated on the basis 
of net cost plus a mark-up percentage

▪ Billed in arrears in month media airs or work 
performed; exception for production allows partial 
pre-payment on approved projects 

In addition, there is a retainer agency fee based on 1.5% 
of the annual approved budget; no bidding required

▪ Billed in arrears in monthly installments

See Attachment 11 and Exhibit B, Attachment II for more 
details  

Compensation 
& billing



State contracts are standardized and not 
negotiable

Exempt from Public Contract Code

Not subject to Small Business and Disabled 
Veteran Business participation requirements

Other contract 
terms



The SOW (Exhibit A) will become 
part of the resulting contract.

CDPH will maintain control over the priority and 
weight given to each item in the SOW.

Spending, projects, and activities confirmed by 
signed work orders (Media Authorizations and 
Production estimates)

CTCP may amend or cancel work orders without a 
formal amendment

Scope of work 
(SOW)



Include if needed to fulfill SOW

Must identify if proposing media buyer

Other potential subs:

• Identify other major subcontractors which 
can include related companies 

• Award of contract to proposer does not imply 
approval of proposed subcontractors

• Separate review process after award may be 
necessary and would be handled by lead 
contractor

Subcontractors



RFP timeline & stages

Jen Garcia

Marketing Specialist
Media Unit  |  California Tobacco Control Program



Stage 1: 
Eligibility Requirements & Agency Capabilities

June 22, 2022

5PM

Stage 2: 
Information Webinar
July 1, 2022
Agency Presentations
July 12-14, 2022

Stage 3:
Client References July 20, 2022
Financial Packages July 22, 2022
Agency Presentations July 27, 2022

Projected Contract Start Date: 
September 30, 2022

Key RFP dates



Part 1  Eligibility Requirements

• Cover Page (Attachment 1)
• Certification of California Office and Gross Billings 

(Attachment 2)
• Guaranty (Attachment 3)
• Conflict of Interest Certification (Attachment 4)
• DGS PD1- Darfur Contracting Act (Attachment 5)
• California Civil Rights Laws Attachment (Attachment 6)
•

Scoring: Pass/Fail

Due: June 22, 2022 at 5:00pm

Stage one



Part 2  Agency Capabilities
Experience & Strengths (6 pages maximum and creative reel)
• Experience
• Strengths
• Multicultural and Specific Target Audience Experience
• Digital & Social Media Experience
• Collaboration Experience 
• Creative Experience

Advertising Effectiveness (4 pages maximum) 
• Strategic Service
• Research & Evaluation
• Substantiation Services
• Media Management

Advertising Agency Fact Sheet (Attachment 8 )* - only 
needed for the prime agency proposer

Scoring: 100 points possible
The proposers with the 6 highest scores and receiving a minimum score of 
80 points will advance to Stage 2.
Stage 1 is not included in the cumulative final score.
See Section IV Submission Requirements for formatting.

Due: June 22, 2022 at 5:00pm

Stage one

* Any non-public information included in the Agency Fact Sheet should be marked 

“CONFIDENTIAL” and include a short explanation. 

CREATIVE REEL submission:

Please submit a URL link to your 

creative reel in your written proposal. 

Please also send the link via email to 

CTCPMediaRFP@cdph.ca.gov. 

mailto:CTCPMediaRFP@cdph.ca.gov


Agency  Presentations & Account Staffing Proposal

Two and a half hour meeting should include:
• Agency Overview & Creative Reel (5 min. maximum)
• Case History Presentation
• Agency Assignment Presentation
• Account Staffing Proposal (Attachment 9)
• Q&A Session 

Scoring: 150 points possible

Up to 3 of the highest scoring agencies will advance to Stage 3.  

Held: July 12-14, 2022

Stage two



Stage 2
Advertising Assignment

• Very focused 
• One issue
• Opportunity to see how agency thinks, how the agency utilizes chosen 

subcontractors 
• Property of CDPH State requirement



Agency Presentation, Client References, & 
Financial Package
• Agency Presentation
• Advertising Assignment Presentation
• Client References (Attachment 10)
• Submit sealed financial package* containing:

o Financial Records

o Advertising Cost Proposal (Attachments 11)

o Proposed Budget Allocation (Attachments 12)

o Other Required Information (Attachments 13)

Scoring: 150 points possible
The final selected agency will be based on the highest cumulative score of 
stages 2 and 3. Financial Package is 75 points of total Stage 3 points.

Client Reference Due: July 20, 2022
Financial Package Due: July 22, 2022
Presentations Held: July 27, 2022

Stage three

*Any non-public information included in the Financial Package should be marked 

“CONFIDENTIAL” and include a short explanation. 



Stage 3
Spec Creative Assignment 

• Extension of Stage 2 assignment
• One issue 
• Opportunity to see how agency executes as a team
• Property of CDPH State requirement



Will notify Stage 3 participants 

Post on TCFOR once CDPH approval 
received

Five-year contract starts when fully 
executed

Estimated start date is  September 30, 2022

Award of contract



Questions & reminders

* Enter questions in chat box 
* Provide name and agency with your question



Read RFP thoroughly
• Do you meet the minimum qualifications?
• Check TCFOR often for updates
• Emails only 
• Fill out all forms completely and sign (blue ink!)
• Meet page limitations, copy requirements and 

deadlines

RFP reminders



• Avoid jargon and acronyms
• Open, competitive process
• Not interested in promoting CDPH
• Serious about conflicts
• Why should we hire your California office?

RFP reminders



• Collaborative (and fun!) client
• Always a hot and interesting issue
• Scrutinized by friends, partners and 

enemies

going out of business.

Reminders about us



Thank you

CTCP has saved more than one million lives and 
in the process changed the world.


