
 

 

REQUEST FOR PROPOSALS​
Marketing Services 

​
Issued by: National Bobwhite & Grassland Initiative Foundation​
RFP Issue Date: September 2, 2026​
Proposal Due Date: September 18, 2026​
Anticipated Contract Period: October 1, 2026 – March 31, 2027​
Primary Project Geography: Burke and Emanuel Counties, Georgia; Marion and Lamar Counties, Mississippi​
Total Project Budget: Up to $80,000 ($40,000 per state) 

1. Project Overview 
The National Bobwhite & Grassland Initiative Foundation (NBGIF), in partnership with the National Wild Turkey 
Federation (NWTF) and state and local conservation partners, invites qualified marketing, communications, 
and public relations firms to develop and execute a targeted landowner outreach campaign in Georgia and 
Mississippi. 

The selected firm will support Georgia and Mississippi Grassland Landscapes on Working Lands, an effort 
designed to increase landowner engagement and adoption of conservation practices that improve wild turkey 
nesting and brood-rearing habitat while supporting healthy, resilient working lands. 

The campaign will focus on: 

●​ Georgia: Burke and Emanuel Counties 
●​ Mississippi: Marion and Lamar Counties 

NBGIF seeks more than an awareness campaign. The selected firm should develop and execute a 
measurable strategy that moves landowners from: 

Awareness → Relevance → Interest → Inquiry → Engagement → Participation 

Because of the project timeline, the selected firm must be prepared to move efficiently from strategy and 
creative development into campaign deployment, measurement, and refinement. 

2. Background 
Grasslands, savannas, open pine systems, and other early-successional habitats provide important habitat for 
wild turkey, northern bobwhite, grassland birds, pollinators, and other wildlife. These systems can also support  

 
 



 
landowner objectives related to land productivity, soil and water health, resilience, recreation, and stewardship. 

The broader project promotes voluntary cost-share conservation practices through the Natural Resources 
Conservation Service, including: 

●​ Prescribed fire; 
●​ Woody vegetation and brush management; 
●​ Forest thinning, stand improvement, and savanna establishment; 
●​ Native warm-season grass and forb establishment; and 
●​ Supporting site preparation and maintenance practices. 

Rather than promoting individual practices in isolation, outreach should help landowners understand how 
conservation practices can work together while supporting their individual land-management goals. 

3. Campaign Goal & Objectives 
The goal is to increase awareness, interest, inquiries, and participation among private landowners within the 
project geography by connecting conservation opportunities with their needs, values, motivations, and 
management objectives. 

The selected firm will be expected to: 

Understand the Audience 

Refine priority landowner audiences and personas using existing project knowledge, partner expertise, 
available data, and other efficient discovery methods. 

Potential audiences include agricultural producers, forest and timber landowners, recreational and mixed-use 
landowners, absentee landowners, beginning or limited-resource landowners, and veterans. 

Develop Compelling Messaging 

Translate conservation practices and opportunities into benefits that are meaningful to landowners. 

Potential themes include: 

●​ Leaving land better than they found it; 
●​ Creating a legacy for future generations; 
●​ Improving hunting and outdoor recreation; 
●​ Improving long-term land productivity; 
●​ Improving soil health and overall land condition; 
●​ Improving water quality and natural resources; 
●​ Conserving wildlife and native habitats; and 
●​ Supporting pollinators and beneficial insects. 

Messaging should emphasize landowner relevance, clarity, and practical benefits rather than technical or 
institutional terminology. 



 
Develop & Deploy an Integrated Campaign 

Recommend and implement the combination of audiences, messages, channels, creative assets, calls to 
action, and media investments most likely to generate measurable landowner engagement. 

Potential tactics may include: 

●​ Geo-targeted digital and social advertising; 
●​ Direct mail; 
●​ Email and partner communications; 
●​ Search/display advertising; 
●​ Local media and earned media; 
●​ Signage or billboards; 
●​ Workshops and field days; and 
●​ Other tactics recommended by the selected firm. 

NBGIF seeks the firm's expertise in determining the appropriate marketing mix rather than prescribing a 
predetermined set of tactics or deliverables. 

Support Landowner Engagement 

Help convert campaign awareness into action, including potential support for approximately two workshops or 
field days per state, where appropriate and feasible. 

Support may include promotion, audience recruitment, registration, materials, follow-up communications, and 
strategies for converting event participation into conservation inquiries. 

Measure, Learn & Adapt 

Establish a practical measurement framework and use campaign performance to continuously improve 
targeting, messaging, creative, media placement, and investment. 

Measures should extend beyond reach and impressions where possible and may include inquiries, form 
submissions, event participation, qualified leads, landowner conversions, audience/message performance, 
channel performance, geographic performance, and cost efficiency. 

4. Scope of Work & Project Schedule 
NBGIF anticipates three overlapping phases. Respondents may recommend modifications that would improve 
results within the required timeframe. 

Phase I: Strategy & Campaign Development 

October 1–30, 2026 

The selected firm will: 

●​ Conduct project kickoff and review available information; 



 
●​ Refine priority audiences, motivations, barriers, and trusted messengers; 
●​ Develop the campaign and messaging strategy; 
●​ Recommend channels, media allocation, calls to action, and conversion pathways; 
●​ Establish performance measures; 
●​ Develop priority creative assets; and 
●​ Establish an implementation calendar. 

Strategy and creative development should occur concurrently where practical, with campaign deployment 
beginning as soon as sufficient materials are approved. 

Phase II: Campaign Deployment & Optimization 

November 2026–February 2027 

The selected firm will: 

●​ Launch and manage approved outreach; 
●​ Coordinate media placement and campaign assets; 
●​ Support landowner engagement activities; 
●​ Monitor and report campaign performance; and 
●​ Adjust targeting, messaging, creative, media placement, and investment based on results. 

Phase III: Evaluation & Closeout 

March 1–31, 2027 

The selected firm will: 

●​ Analyze campaign performance by audience, message, channel, and geography; 
●​ Assess landowner inquiry and participation trends; 
●​ Identify the most effective strategies and investments; 
●​ Recommend opportunities for continued and future outreach; 
●​ Provide a scalable outreach framework; 
●​ Present final findings and recommendations; and 
●​ Submit final deliverables and invoices. 

Substantive campaign activities should be substantially completed by March 19, 2027, whenever practical, to 
allow sufficient time for analysis, reporting, invoicing, and closeout. 

5. Budget & Geographic Requirements 
A total of up to $80,000 is available: 

●​ Georgia: $40,000 – focused on Burke and Emanuel Counties 
●​ Mississippi: $40,000 – focused on Marion and Lamar Counties 

Respondents should develop their budgets accordingly. While funding must be accounted for by state, 
respondents are encouraged to approach the work as an integrated, multi-state campaign and identify 



 
opportunities for efficiencies through shared strategy, creative/production, project management, media, or other 
activities. Shared costs should be clearly allocated between the Georgia and Mississippi budgets. 

Proposals should account for all costs necessary to execute the recommended campaign and distinguish, as 
applicable, among: 

●​ Professional/agency fees; 
●​ Strategy and research; 
●​ Creative development and production; 
●​ Paid media; 
●​ Printing, mailing, and postage; 
●​ Event-related costs; 
●​ Subcontractors; and 
●​ Other anticipated expenses. 

NBGIF is particularly interested in proposals that demonstrate an appropriate balance between 
agency/professional costs and market-facing outreach investment. 

All campaign materials must comply with applicable grant and partner branding requirements - to be provided 
during Phase I outlined above. 

6. Desired Approach 
NBGIF seeks a firm whose approach is: 

1.​ Audience-centered: Grounded in landowner motivations, barriers, and behaviors. 
2.​ Locally relevant: Responsive to rural Georgia and Mississippi audiences and markets. 
3.​ Action-oriented: Designed around clear pathways from awareness to participation. 
4.​ Integrated: Coordinating paid, earned, owned, partner, print, digital, and in-person opportunities as 

appropriate. 
5.​ Adaptive: Using performance data to improve the campaign while it is underway. 
6.​ Measurable: Connecting marketing activity to meaningful landowner actions where possible. 
7.​ Efficient: Capable of moving quickly from strategy to implementation within the project period. 

The selected firm will not be responsible for providing conservation planning or technical assistance. Its role is 
to generate qualified interest and connect prospective landowners with the conservation professionals and 
partners positioned to help them take action. 

7. Proposal Requirements 
Proposals should be concise and include: 

Firm & Team 

●​ Firm overview and core areas of expertise; 
●​ Proposed project team and roles; and 
●​ Any anticipated subcontractors. 



 
Relevant Experience 

Provide up to three examples of comparable work, particularly involving rural audiences, private landowners, 
agriculture, forestry, natural resources, conservation, behavior-change marketing, or geographically targeted 
campaigns. 

Whenever possible, examples should demonstrate measurable outcomes. 

Proposed Approach 

Describe your understanding of the assignment and recommended approach to: 

●​ Audience discovery and segmentation; 
●​ Messaging and creative development; 
●​ Media planning and campaign deployment; 
●​ Landowner engagement; 
●​ Measurement and optimization; and 
●​ Final evaluation. 

Respondents are encouraged to recommend approaches beyond those specifically identified in this RFP when 
they believe they would produce stronger results. 

Timeline 

Provide a proposed schedule demonstrating the ability to begin promptly and complete the work within the 
required project period. Identify any significant dependencies on NBGIF or project partners. 

Budget 

Provide a detailed budget separately identifying: 

●​ Georgia – Maximum $40,000 
●​ Mississippi – Maximum $40,000 

Clearly allocate shared expenses between states and distinguish professional fees, creative/production, paid 
media, printing/mailing, subcontractors, and other significant costs. 

References 

Provide contact information for at least three clients for whom the firm has completed comparable work. 

8. Evaluation Criteria 
Criterion Weight 

Understanding of project goals, audiences, and 
geography 

20% 



 

Strength, creativity, and practicality of proposed 
approach 

25% 

Relevant experience and demonstrated results 20% 

Measurement and optimization approach 10% 

Qualifications and capacity of proposed team 10% 

Cost effectiveness and value 15% 

Total 100% 

Particular consideration will be given to firms that demonstrate experience reaching rural/private landowner 
audiences, an ability to work within the proposed schedule, a clear connection between strategy and 
measurable action, and an appropriate balance between agency fees and market-facing investment. 

The lowest-cost proposal will not necessarily be selected. 

9. Anticipated Schedule 
Milestone Date 

Internal RFP Review August 26–September 1, 2026 

RFP Issued September 2, 2026 

Deadline for Questions September 9, 2026 

Responses to Questions September 11, 2026 

Proposals Due September 18, 2026 

Firm Selected September 22, 2026 

Contract Finalized September 29, 2026 

Project Kickoff October 1, 2026 

Strategy & Initial Development October 2026 

Primary Campaign Deployment November 2026–February 
2027 

Evaluation & Closeout March 2027 

Substantive Campaign Completion 
Target 

March 19, 2027 

Final Deliverables & Invoicing No later than March 31, 2027 

NBGIF reserves the right to modify this schedule as necessary. 



 

10. Proposal Submission 
Proposals should be submitted electronically in PDF format to: 

Cody Lawhorn​
Director of Communications​
National Bobwhite & Grassland Initiative Foundation​
cody.lawhorn@nbgif.org 

Subject: Proposal – Habitat for the Hatch Marketing & Landowner Engagement 

Proposals must be received no later than 5:00 p.m. ET on September 18, 2026. 

Questions should be submitted by 5:00 p.m. ET on September 9, 2026. Responses will be provided by 
September 11, 2026. 

11. Terms & Conditions 
NBGIF reserves the right to reject any or all proposals; request clarification or additional information; negotiate 
scope, schedule, and cost; modify or cancel this RFP; award all or a portion of the work; or make no award. 

All proposal preparation costs are the responsibility of the respondent. Final scope, deliverables, payment 
terms, intellectual property provisions, branding requirements, financial documentation requirements, and other 
terms will be established through an agreement with the selected firm. 

12. Desired Outcome 
At the conclusion of the engagement, NBGIF and its partners should understand: 

Who should we reach? What motivates them? What messages resonate? Where and how should we reach 
them? What moves them from awareness to action? 

The selected firm's work should generate measurable landowner engagement during the project while 
providing practical insights that can strengthen future conservation outreach. 
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