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TECHNICAL SPECIFICATION 2023
Information campaign to support the deinstitutionalization process in Latvia (including “Mismatched Shoes day” event)
[bookmark: _GoBack]The total amount for this contract was 103 445 EUR. In this file we have compiled a summary of the main technical specification in 2023 with what we consider to be the most useful points and requirements.
1. Requirements for applicants:
1.1. The applicant must have experience in developing and implementing at least two information campaign concepts during the three years prior to the date of submission. The applicant need to add also Positive feedback from the customer for each service provided that confirms experience.
1.2. The applicant must provide at least the following specialists for the contract:
1.2.1. Project manager (must have experience for managing at least two information campaigns);
1.2.2. Creative director;
1.2.3. Public relations specialist (must have experience creating social media campaigns, working with media, writing press releases);
1.2.4. An expert in the target group "adults with mental health disorders" who has gained experience in working with the target group (worked with the target group in a non-governmental organization representing its interests, or provided health care or community-based social services by implementing social projects to support persons in the target group);
1.2.5. An expert in the target group “children with functional impairments who have been diagnosed with a disability” (similar experience as mentioned at 1.2.4.);
1.2.6. An expert in the target group “children deprived of family care, children in out-of-family care who live or have lived in social care centers” (similar experience as mentioned at 1.2.4.).

2. Purpose of the campaign
1. 
2. 
3. 
3.1. 
By encouraging young people to think creatively about an inclusive society and showing middle-aged people the positive experiences of the deinstitutionalization process and the interaction between the target group of deinstitutionalizations and the local community, increase public awareness of:
- mental health disorders and people with mental health disorders;
- functional impairments and children with the disability;
- children who have been left without parental care and who live or have been forced to live in social care centers;
- increase public support for the need for infrastructure facilities designed to support the target groups of deinstitutionalizations;
- the importance of the participation of every member of society and the attitude of the local community in creating an inclusive and accepting living environment.

3. Target audience
Primary target audience:
· Economically active residents of Latvia's regions aged between 30 and 50. These people are active members of society, often the most active shapers of social and economic life in their region, with the ability to influence the opinions of other groups;
· Leaders of various communities, parishes, and municipalities;
· Young people aged 18 to 25 from Latvia's regions. Young people who are currently shaping or have the potential to promote the development of a more inclusive society in Latvia.
Secondary target audience: 
· Media;
· Non-governmental organizations;
· Other social service providers;
· Society.
4. Duration of the campaign
The total planned duration of the information campaign is six months:
- Passive phase, approximately 2.5 months. During this period, the campaign concept is created, key messages are formulated, including the campaign activity schedule and media plan;
-  Active phase, approximately 2.5 months. During this phase, the campaign launch event and other events will be held in accordance with the campaign plan;
-  Additional phase, approximately 1 month. The contractor continues to implement the planned events sequentially. 
5. Campaign activities
5.1. Campaign launch event – Needs to be organized in such a way that public and media interest is ensured. The Contractor shall provide everything necessary for the implementation of the event, including inviting journalists and other participants, venue/premises, technical equipment, fact sheets, and, if necessary, transport and refreshments. The Contractor shall prepare a press releases (before and after event) and, together with it, high-quality and high-resolution photographs from the event (you can also add video here). A script is being developed before the event. 
5.2. Series of articles and/or stories – The number of articles/stories are up to you, but our goal in 2023 was to create at least 15 of them. The series of articles and/or stories should dispel myths about the target groups of deinstitutionalization, focusing on people, their personalities, lives, and experiences, including stories of their relatives, social workers, and local residents, and a story about how the environment and local community have changed and what they have gained after the opening of the deinstitutionalization facilities. In the articles/stories are with high-quality and high-resolution photographs, if video is created it needs to be with subtitles in national language. 
5.3. Video stories – For social media (Facebook, Instagram, X, etc.) videos needed to be at least one minute long, with subtitles and the Contractor plans and posts the videos online through your social media accounts.  
5.4. Short film – The first idea of the 15 stories was changed that instead three in-depth ones are created in short film called “Three stories”. To gain more public interest in this film, we partnered with influencer. Requirements for the film: high-quality video, submitted with and without subtitles, we recommend to also ask for English subtitle video for promoting it abroad. To attract additional public attention, each story video must be submitted separately so that they can be published additionally as well.
5.5. Informative materials – For previous campaigns together with the Contractor we have created Powerpoint presentations for kids at school to understand what is mental health disorder and functional impairments when the teacher talk with them about “Mismatched Shoes day”. 
5.6. Creative competition for young people - The contractor develops and organizes a creative competition for young people (aged approximately 18 to 25), inviting them to create works such as stories, video stories, poetry, environmental installations, games, research projects, visual artworks, and community engagement activities that encourage the public to think about the representatives of the deinstitutionalization target group, their identity, what they have in common with other people. The Contractor proposes ideas for prizes for the authors of the best works, provides them with the prize. More information: https://cilveksnevisdiagnoze.lv/jauniesu-radoso-darbu-konkurss/ 
5.7. Survey on the campaign and campaign evaluation - The report shall include a campaign evaluation based on a survey of the campaign's target groups with a total of at least 750 respondents from all planning regions of Latvia. The survey shall include questions about campaign recall, including a breakdown of campaign activities (advertisements, campaign materials, social media, publications in media) and about the impact of the campaign (was the message is easy to understand, whether it helped to change public attitudes, whether it provides information that is worth sharing, etc.).
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