STATEMENT OF WORK

Technical Assistance on Developing Organizational Identity

National Institute for Literacy

I.
BACKGROUND

The National Institute for Literacy  (NIFL) was established in 1991 to ensure that literacy would have a place on the federal policy agenda and to invigorate a national effort to improve adult literacy.  Its primary activities to strengthen literacy across the lifespan are authorized by the U.S. Congress under two laws, the Adult Education and Family Literacy Act (AEFLA) in the Workforce Investment Act and the No Child Left Behind Act (NCLB).  The AEFLA directs the Institute to provide national leadership regarding literacy, coordinate literacy services and policy, and serve as a national resource for adult education and literacy programs. The NCLB law directs the Institute to disseminate information on scientifically based reading research pertaining to children, youth, and adults as well as information about the implementation of classroom reading programs based on the research.

Since 1999, when Congress first added responsibilities concerning children’s literacy to the Institute’s traditional activities on behalf of adults, the Institute has worked to integrate the two primary missions.  While there has been progress in connecting individual projects, the Institute’s new Advisory Board has noted that the Institute’s identity in the education community is unclear.  This lack of clarity prevents the Institute from fully realizing the benefits of its program investments.  

II.
PURPOSE OF ACQUISITION

The Institute seeks technical assistance in establishing a new brand for the Institute that will promote coherence among its projects and establish a clearer image of the Institute’s mission to promote literacy across the lifespan.  The Institute seeks to define and refine its identity to position itself to operate most effectively.  Further, the Institute seeks to benefit from a contractor’s expertise and perspective as an external observer without attachment to the “face” the Institute currently presents to the literacy community and the public.  The Institute anticipates that the branding effort will involve a comprehensive process of understanding the Institute’s need for a new brand, including current perceptions of the Institute; reviewing the information gathered; and recommending the development of a new brand.

III. 
TASKS

The contractor shall perform the following tasks and submit associated deliverables listed below.  

Task 1:  Attend post-award meeting with Institute staff.
1.1 The contractor shall attend a post-award meeting or conference call within seven days of the contract award to discuss contract tasks and answer questions.

1.2 The contractor shall provide a written summary of the post-award meeting to Institute staff.  

Task 2:  Analyze the need for a new Institute brand.

2.1 The contractor shall describe and analyze the Institute’s current brand, including its strengths and weaknesses and effectiveness in expressing the Institute’s mission and goals.

2.2 The contractor shall analyze internal and external factors leading the Institute to seek a new brand.

Task 3:  Examine target audiences’ perception of the Institute.
3.1 The contractor shall identify target audiences and gather relevant information from them concerning the Institute’s current brand and identity, including perceptions of the Institute’s messages, publications, graphic identity, and communications activities.

Task 4:  Make recommendations for a new brand.
4.1 The contractor shall analyze the information gathered in Tasks 2, and 3.

4.2 The contractor shall produce a comprehensive report listing and analyzing the key findings from the audit conducted in Task 3 and providing recommendations for developing a new brand for the Institute.

V.
SUMMARY OF DELIVERABLES

All deliverables shall be provided to the Institute's Contracting Officer's Representative.

	Task 1
	· A summary of the post-award meeting 
	Within one (1) week of post-award meeting

	Task 2
	· A report analyzing the Institute’s current brand and factors leading to the need for a new brand.
	Within four (4) weeks of the post-award meeting (Task 1)

	Task 3
	· Tool(s) to be used to gather information from target audiences
	Within eight (8) weeks of completing Task 2

	Task 4
	· A report providing recommendations for the Institute’s new brand
	Within three (3) weeks of completing Task 3


IV.
PERIOD OF PERFORMANCE

The period of performance will be six months from the time of contract award.
