
Online access tO cOntract Ordering infOrmatiOn, terms and cOnditiOns, 
up-tO-date pricing, and the OptiOn tO create an electrOnic delivery Order 
are available thrOugh gsaadvantage!, a menu-driven database system. 
the internet address fOr gsaadvantage! is: www.gsaadvantage.gOv.

Advertising & Integrated Marketing Solutions “AIMS”
for more information on ordering from the federal supply schedule, click on the “about gsa” tabs at: www.gsa.gov.

cOntractOr: Campbell Ewald Company
 30400 Van Dyke Avenue, Warren, MI  48093-2316

fsc class:   541

cOntract number:   GS-23F-0121M

cOntract periOd:  March 8, 2012, through March 7, 2017

business size:   Large Business

marKeting  pete spender
cOntact:  director, business development
 Phone: (586) 558-6148
 Email: pete.spender@lowe-ce.com

cOntract  James a. lamerato
administratOr:  controller
 Phone: (586) 558-6400
 Fax: (586) 393-4625
 Email: jim.lamerato@lowe-ce.com

general services
administratiOn

FEDErAL SuPPLy SErVICE
FEDErAL SuPPLy SChEDuLE PrICE LISt

LoWECAMPBELLEWALD.CoM



SINS descriptiOn
541-1 Advertising Services
541-1000 other Direct Costs
541-4A Market research and Analysis Services
541-5 Integrated Marketing Services

1a. table of award special item numbers (sin).

1b. prices shown in the price list are representatice  
      prices for Other direct costs, with .75% industrial   
      funding fee (iff).

Odcs price
research $ 120,514.00
Custom Publication $ 493,699.00
Direct Mail $ 674,220.00
Interactive (flash web module) $ 92,314.00
outdoor Boards Production $ 358,121.00
radio Production $ 28,792.00
television Production $ 568,213.00
Newspaper $ 403,496.00
Magazine $ 323,153.00
radio $ 120,609.00
television $ 14,619,499.00

labOr categOry eXperience rate
director 15-20+ years $302.27/hr.
Account Services Director
Creative Director
Planning Director
Production Director
Media Services Director
Database/technical Director
manager 10-15 + years $203.53/hr.
Account Services Manager
Creative Manager
Planning Manager
Production Manager
Media Services Manager
Database/technical Manager
supervisor 7-12 years $144.08/hr.
Account Supervisor
Project Management Supervisor
Creative Supervisor
Sr. Producer
Media Supervisor
staff 3-10 years $121.91/hr.
Account Services Staff
Creative Staff
Planning & research Staff
Production Staff
Media Services Staff
Database/technical Staff
Legal Staff
specialist 1-5 years $85.64/hr.
Account Specialist
Creative Specialist
Planning & research Specialist
Production Specialist
Database/technical Specialist
support 5+years $58.44/hr.
Account Services Support
Creative Support
Production Support
Media Services Support
Database/technical Support
Client Production Support

1c. Hourly rates reflect .75% Industrial Funding Fee.  
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labOr categOry eXperience rate
director 15-20+ years $302.27/hr.
Account Services Director
Creative Director
Planning Director
Production Director
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2. maximum Order:   $1,000,000                                              
3. minimum Order:   $100
4. geographic coverage (delivery area):   Domestic and overseas delivery
5. points of production: Warren, Michigan and Los Angeles, California 
6. discount from list prices Prices contained herein are net prices, discount deducted. 
 on statement of net price:  Prices include .75% Industrial Funding Fee (IFF)
7. Quantity discounts:  N/A 
8. prompt payment term:  Net 30
9a. government purchase cards at or  CEC accepts Government Purchase Cards at or 
 below the micro-purchase threshold below: the Micro-Purchase threshold of $3,000
9b.  government purchase cards above  
 the micro-purchase threshold:  N/A
10. foreign items:  N/A
11a. time of delivery:  In accordance with agreed-to schedules as specified by the 
    agency’s purchase order
11b. urgent requirements:  Contact CEC for faster delivery or urgent requirements
11c. Overnight and two-day delivery:   Contact CEC for overnight and two-day delivery
12. f.O.b. point:  Destination
13. Ordering address: Campbell Ewald Company
    30400 Van Dyke Avenue, Warren, MI 48093-2316
14. Ordering address: Campbell Ewald Company
    30400 Van Dyke Avenue, Warren, MI 48093-2316
15. warranty provision:  CEC company warrants and implies that the items 
    delivered hereunder are merchantable and fit for the particular 
    purpose described in this contract
16. export packaging charges:  N/A
17. terms and conditions of government
 purchase card acceptance:  N/A
18. terms and conditions of rental, 
 maintenance, and repair:  N/A
19. terms and conditions of installation:  N/A
20. terms and conditions of repair parts, etc:  N/A
21. list of service and distribution points:  N/A
22. list of participating dealers:  N/A
23. preventive maintenance:  N/A
24a. special attributes:  N/A
24b. section 508 compliance info  the EIt Standards can be found at www.Section508.gov
 on eit supplies/services: 
25. data universal number systems  006957658
 (duns) number:
26. Notification Regarding Registration in 
 central contractor registration (ccr)  
 database:  Campbell Ewald Company’s registration with CCr is current
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We’ve grown to become a fully integrated marketing communications 
company thanks to our diverse and dedicated talent, and the continued 
trust of a broad client base which includes the u.S. Postal Service, 
u.S. Navy, united States Mint, Federal Citizen’s Information Center, 
u.S. Department of Education, Alltel Wireless, Kaiser Permanente, 
uSAA, u.S. Environmental Protection Agency, Centers for Disease 
Control and Prevention, onStar, and PPG/olympic Paints. 

CEC was founded in 1911 and was privately held until  joining the  
Interpublic Group of Companies (IPG) in 1972. We are one of the 
top 25 advertising and digital communications agencies in the 
united States.

We create fans of brands and endorsers of products by igniting 
conversations and experiences that demonstrate how the brands 
enhance consumers’ quality of life. We engage consumers at every 
level of conversation. Get them talking about your brand over a beer 
or at a back-yard barbecue. turn them into advocates that carry 
your message into every network you can imagine. Whatever the 
discipline — branding, digital, retail, direct marketing or experiential 
events — we thrive at making the complex simple. 

We’re hardwired to take a big idea and drill it down to the everyday, 
to make a brand accessible to people nationally or locally, across all 
platforms and all media. 

natiOnwide 
Office netwOrK 
 
Detroit, MI
Los Angeles, CA 
San Antonio, tX
Miami, FL
Washington, D.C.  
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cec (campbell ewald cOmpany) is a cOllabOrative marKeting 
cOmmunicatiOns cOmpany headQuartered in detrOit, michigan. 

Who WE ArE



we’ve dOne this by...

launching a dedicated social media communications practice.
Weblogs, Vlogs, K-logs, Warblogs, thematic blogs, and Moblogs. Microformats 
and microcontent. Social networking and Foksonomies. Smart mobs, P2P, and 
Pervasive Computing. Citizen Journalism and Virtual Communities. our social 
media gurus are immersed 24/7. or at least 9 to 5. 

merging our digital and publishing capabilities.
the Web has a voracious appetite for content. And we’re feeding it.

going hyper media neutral.
how we reach our clients’ prospects is just as important as the message today. 
Collaboration of creative and media deliver the most powerful solutions.

going green.
We launched Garden, an “Environmentally Minded, Market-Focused” capability  
to help our clients create communications that show their commitment to the  
environment. (you’ll note that our work is mounted on earth-friendly cardboard  
instead of foam core.)

building a media lab.
With a Wii. And just about every other media technology out there. It’s a place  
for our clients and employees to get some hands-on playtime with emerging  
media channels.

leading with analytics.
At the end of the day, it’s all about getting results for our clients. So we’re  
holding every single piece of communications we produce accountable through  
data analytics, dashboards and accountability models.

Our capabilities run very deep because Our clients need access tO every tOOl in the 
cOmmunicatiOns tOOlbOX tO be successful yes, we are a full-service advertising agency that creates 
powerful television, radio, print and other mass media. but with the pace of change and myriad of channels available 
today, we know we have to stay a step ahead. we like to identify trends before they’re trends so we can help our clients 
stay ahead of the curve. 
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what we dO is develOp and implement highly persuasive cOmmunicatiOns that create 
cOnversatiOn, and drive behaviOr...from calling a navy recruiter, to switching from fedex to the u.s. postal 
Service to using FCIC’s USA.gov web site to find information about government services. Just building awareness isn’t 
enough. we know that the job isn’t done until our client’s marketing target takes some fundamental action that leads to the 
sale or a change in behavior. 

u.s. pOstal inspectiOn service “2 smrt 4u” 
MySpace. Facebook. Chat rooms and FriendFeeds. As social  
networking sites continue to gain popularity among teen and 
tweens, so does the potential threat from online predators. 
Statistics show that nearly one in seven teens is sexually 
solicited online, and nearly 34% of teens have posted their 
real names, phone numbers or addresses online.

the u.S. Postal Inspection Service, partnering with the 
National Center for Missing and Exploited Children, wanted 
to build awareness of Internet risks, create educated ambas-
sadors and ultimately change teens’ online behavior.

CEC’s solution was to create a wake-up call for young girls that they 
could rapidly embrace, champion, and share. From our internal 
research in conducting “friendship groups” with net-savvy teen girls, 
we knew the way to go was to tap into the mainstays of their teenage 
lives: friends, fashion and celebrities. 

We conveyed the message through a unique conduit that would be 
cool, fashionable, and a tangible reminder to stay safe online: the 2 
SMrt 4u ring. the ring debuted in teen Vogue Fashion university, 
followed by a teen Vogue print and online media campaign featuring 
the star of the hit TV show “Heroes”—Hayden Panettierre. The official 
2SMrt4u web site featured safety tips, cool downloads, and real-life 
stories from girls around the country.

Within three weeks, the campaign had 
surpassed everyone’s expectations. 
Media attention created a groundswell of 
interest among teen girls, and nearly 337,000 
rings were ordered here in the states and in 
82 countries abroad. 94% of teen girls who 
ordered the rings say they wear it, and 81% 
say they’ve discussed the ring with others. 
two-thirds of the girls who heard about the 
campaign said they are more careful online 
as a result. But perhaps more important — the 
incidence  — of face-to-face meetings arranged 
online has dropped 50% since the start of the campaign.

Web Site

Print

2SMrt4u ring

Earned Media Coverage
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inciting actiOn thrOugh public educatiOn



given the depth and breadth Of Our service Offerings, it’s nO wOnder that sO many 
marKeters whO Operate in highly cOmpleX marKeting envirOnments cOme tO cec. 
We do our best in situations characterized by multiple target audiences and influencers, each requiring a good deal of 
information before taking action. it’s our ability to make sense of this complexity and to integrate our communications 
solution to maximize both effectiveness and efficiency that sets us apart.

u.s. navy recruiting 
today’s Millennials clearly have a desire to do great things, but 
when  faced with a life-changing decision, they don’t know what to 
do. So we built a campaign around the idea of helping them chart  
a course for adventure and achievement. 

our approach was to “surround sound” the target with total 
integration – from print and direct mail to video games. We 
launched the “Life Accelerator” tool to help them profile their own 
interests, goals, and aspirations–and then showed them how the
 Navy could help them achieve them.

Lead generation improved dramatically, resulting in a record 78 
straight months of meeting enlisted recruiting goals. And we did it 
with the lowest cost-per-recruit among all of the service branches – 
a full 40% lower than the Marines and one-third the Army.

We also pioneered innovative, experimental initiatives as part of 
our  strategy for making sense of the fragmented media habits of 
17-to-24-year-olds:

Customized mobile phone marketing.

Integrated video-on-demand programming, including  
Navy SEALs workout regimens.

tours and events, such as the Navy SEAL challenge where  
potential recruits are encouraged to go head-to-head with 
SEALs in timed challenges.

Dedicated youtube page that showcases agency 
and  Sailor-created content.

Navy SEALS Challenge

Interactive television

youtube Brand Channel

Click-to-Video in Mobile
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Our industry-acclaimed cOmmunicatiOns planning prOcess results in uncanny insight 
intO what maKes Our clients’ target audiences “ticK.” nowhere is this ability more important than 
for our clients in the health and social marketing arenas.   

we even created a funny lOOKing character tO help peOple 
face dOwn cancer CEC was given the tough task of convincing people to 
get a colonoscopy in an effort to reduce colon cancer among all Americans. Early 
research told us that this was a taboo subject, with respondents indicating very 
little willingness to even talk about it let alone do something about it.  

We knew that to be successful, we had to really do something different to 
break-through the deep-seated reluctance to think about this issue. So we 
created “Polyp Man,” a character that looks like a colon polyp, who shows 
up where he least wanted – which is everywhere. he is a nuisance until 
doctor “cops” haul him way. the humorous ads worked to grab attention 
and leave a memorable impression in the minds of the audience, thus 
helping to drive home the simple message: Colon cancer. Get the test. 
Get the polyp. Get the cure.”

Awareness of colon cancer rose dramatically as a result of this campaign.  
Within months of launch, 57% of consumers said they had read, heard 
and seen something about colon cancer prevention – a 20% increase in 
awareness.  More important, more people than ever understood the 
message loud and clear: Colon cancer can be prevented by early 
removal of polyps.

NAtIoNAL FAthErhooD INItIAtIVE — we built awareness of the im-
portance of a father’s role in a child’s life, drove increases in dialogue 
about the issue, and even the had a positive impact on the amount of time 
fathers spend with their kids.

AMErICAN hEArt ASSoCIAtIoN —we dramatically increased awareness of 
heart disease as the number one killer in America and drove more than 1 million 
people to take the online “Learn and Live quiz” to learn about prevention.

KAISEr PErMANENtE — our “thrive” campaign positioned  Kaiser Permanente 
hMo as the champion of wellness and helped their members lose weight, 
quit smoking, get a grip on stress, and eat better.

Print
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Navy SEALS Challenge

Interactive television

uNIquE EXPErtISE
health and sOcial marKeting



we have hOned Our sKills On sOme Of the largest and 
mOst demanding clients in the cOuntry, including 
general mOtOrs.  And we know it all starts with rock-solid process, 
in both technical performance and contract administration. And this can 
only come from a disciplined process that is repeatable and efficient. 

for us this means:
A clearly defined communications development process that can be 
customized to fit every client’s need.

Account management mandatories that dictate regular internal and 
client status tracking to ensure that every project is on track.

Production schedules/timelines for every project that hold everyone 
accountable to on-time delivery.

Conference reports written within 24 hours of every meeting where 
mission-critical decisions are made.

An online project management system that prevents unauthorized 
expenditures from being made.

A quality Assurance protocol the minimizes error and immediately 
elevates problems that do occur for immediate resolution.

it’s nOt seXy, but we KnOw careful stewardship Of any client prOgram is essential tO 
success. it’s all about being on time and on budget, and we have proven our ability to successfully manage some 
of the largest and most complex accounts in the country.

Print
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