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TECHNICAL SPECIFICATION 2025
For the promotion of the social campaign “Mismatched Shoes day”

The total amount for this contract was 11 253 EUR.
[bookmark: _GoBack]1. Market research objective
To promote public awareness and an inclusive attitude towards people with functional impairments, including mental disorders, as well as support for the development of services for these people, especially within the framework of deinstitutionalization projects.
During the social campaign "Mismatched Shoes Day" (hereinafter referred to as the social campaign), everyone is invited to actively participate and become an ambassador for the social campaign – to delve deeper, understand, talk, explain and participate so that on 26 September 2025, by wearing different shoes on each foot and sharing a photo or video on social media with the hashtag "#IekāpOtraKurpēs" (#StepIntoAnothersShoes), thus jointly expressing symbolic support for the full inclusion of people with functional impairments, including mental disorders, in society.
2. Target audience
Primary target audience: Office workers aged 20–40 working in the public and private sectors and their employers, socially responsible employers, pupils in primary, secondary and vocational secondary education and staff of educational institutions (teachers and administrators), as well as students and staff of higher education institutions.
Secondary target audience: Office workers over the age of 40 working in the public and private sectors and their employers, professionals involved in social work, community-based social service providers, organisations representing the interests of people with disabilities.
3. Time and place
The social campaign will take place on 26 September 2025. In order to promote the social campaign and raise awareness of its objectives, the contractor must plan and implement related publicity activities during the period from August 2025 (the exact date depends on the date of entry into force of the contract) to the end of September 2025.
3.1. In August 2025, communication should begin with educational institutions, socially responsible employers, community-based social service providers, and organizations representing persons with functional disabilities, including mental disabilities. The aim of the communication is not only to inform about the upcoming social campaign, but also to motivate the relevant social groups to initiate individual activities, such as open days, master classes or other events on the day of the social campaign, and to share the social campaign on social media, adding the hashtag "#IekāpOtraKurpēs";
3.2. In September 2025, broader activities are planned in the information space – communication that simultaneously highlights the situation and calls on representatives of the primary and secondary target audiences to actively participate in the social campaign, also informing them about the activities that can be implemented as a result of communication with the social groups mentioned in point 3.1.
4. Publicity methods and tasks
Within 7 calendar days after the date of entry into force of the contract, the Contractor shall develop and agree with the Customer an action plan, including the activities to be carried out and the media and public relations tools to be used. Within the framework of this plan, the Contractor shall provide for at least the following activities, which it undertakes to perform:
4.1. To ensure publicity:
4.1.1. develop publicity materials, ensuring tailored content for each communication channel;
4.1.2. ensures the preparation, formatting and sending of invitations to representatives of the primary and secondary target audiences to participate in the social campaign, primarily using e-mail communication, and, if necessary, actively communicates with the addressees to encourage their involvement in the social campaign;
4.1.3. attaches to the invitation to participate in the social campaign a map of community-based services for children with functional disabilities and adults with mental disabilities, developed in accordance with the list submitted by the Customer;
4.1.4. develop and initiate publicity in a national media outlet with at least two publicity materials about the social campaign, for example, an opinion piece, an invitation to participate in the social campaign;
4.1.5. creates and offers at least one publicity material about the social campaign to at least one regional media outlet in each region of Latvia.
4.2. Development and publication of audiovisual content:
4.2.1. in accordance with the objective and target audience of the social campaign, identify at least five broadcasts and coordinate their selection with the Client. Using media relations tools, approach broadcast creators with the aim of creating content dedicated to people with functional disabilities, including mental disabilities, social inclusion and deinstitutionalization, emphasizing the importance of public participation and inviting people to get involved in the social campaign. The broadcast must feature a professional in the field, opinion leader or a well-known public figure with practical work experience in the field of social inclusion and deinstitutionalization or who is able to explain the topic in a format that is relevant to the public and promotes understanding of the importance of an inclusive society;
4.2.2. produces two video materials:
4.2.2.1. Develop an educational promotional video for the primary target audience, approximately 3 minutes long, which includes, for example, facts and explanations about people with functional impairments, including mental disabilities, deinstitutionalization, the importance of an inclusive society and the benefits of an inclusive society, a conversation with one or more people who represent people with functional impairments, including mental disorders, or work with them, and an invitation to get involved in social campaign activities, for example, by organizing or attending open days, masterclasses or other events on the day of the social campaign;
4.2.2.2. a video invitation up to 30 seconds long, primarily intended for distribution on social media, calling on the public to participate in the social campaign, emphasizing the importance of participation and the date of the social campaign;
4.2.2.3. The Contractor shall develop the script for the video material referred to in sub-clauses 4.2.2.1 and 4.2.2.2 and carry out the filming, coordinating everything in advance with the Customer. The Contractor shall ensure the filming, editing and processing of the video material using appropriate software, perform graphic processing, sound post-processing and develop subtitles in Latvian and English.
4.3. Organization of marketing involving social media influencers and popular people/organizations:
4.3.1. in accordance with the objective of the social campaign and the target audience, identifies at least 30 (thirty) social media influencers or popular people or organizations (e.g. sports teams), coordinates this selection with the Client and offers them cooperation. The Contractor shall select influencers, publicly recognizable persons and organizations:
4.3.1.1. whose activities or created content are appropriate for the interests of the primary target audience of educational institution students, especially secondary school-aged young people, using social media and communication formats appropriate for the target audience.
4.3.1.2. whose activities or content are relevant to office workers aged 20 to 40 in the public and private sectors, creating authentic and educational content using social media and communication formats appropriate for the target audience.
4.4. Visual design and requirements for publicity materials:
4.4.2. All publicity materials submitted by the Contractor in the final delivery must be in an editable format, in accordance with the specific file format;
4.4.2. The publicity materials created by the Contractor must be prepared in accordance with the accessibility requirements² for people with sensory impairments;
5. Final deliverable
The Contractor has developed an action plan in accordance with the technical specifications and ensured the implementation of the activities provided for therein, as well as submitted a report on the publicity results to the Customer in electronic form together with publicity materials, including a summary of information about activities published on social media with the hashtag "#IekāpOtraKurpēs".
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