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Question 2.2.4 (Weighting — 2 %) (Word Count 800)

Please de'ail your organisation’s plans for i nplementing a process of continuous impro ement that
will ensur  that best practice is followed when deliveri 'g the servize paying particular at'ention to
the following:

«how you will you ensure staf* are traine 1 and developed in order to keep up to date with a
Framework Public Body’s or janisation ind culture, with best practice, market devel pments
and e nerging technologies, s0 as to prvide a cur ent and innovative service to Fra nework
Public Bodies; and

¢ propo :als to monitor and im rove your on-going le sels of service e.g. customer liaison/
satisfaction surveys and ho ' this infor ation will b2 fed into the continuous improvement
proce s.

2.2.4. CONTINUOUS IMPROVEMENT

Our process
To ensure best practice is followed when delivering th ! service, we have robust continu>us

improvem 3nt procedures in placz. Our ethos is to lear 1 from ever/ project, h 2lping to improve on-
going levels of service and quality of delive 'y for Publi : Sector Body (PSB) clients.

[redacted exempt.]
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[redacted exempt.]

As the process is continuous, w : feed findings from pr2avious projects into new ones immediately.

Training aad development: PSB’s organisation and culture

On joining the team, each staff 1ember is given a full induction o 1 the PSB’s business by the
Account Director. This is follow :d by personal learning — website, publications, news articles.

Our comp 'ehensive campaign evaluations are crucial ind provide thinking, i nplementation, and
recommendation for improvemet.
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Evaluation documents are invaluable for learning.

Account Directors are responsible for disseminating in ‘'ormation on developments in PS3 clients
and impacting policy changes. e regularly monitor:

#




* Develo cments/news

» Sector irends/forecasts

* Legisla tion change

* Scottis 1/UK/worldwide Goverament poli iy

To obtain more effective news on policy, w : recently i \plemented a plan to lisseminat :
informatio 1 from the ScotGov e ail alert.

Training aad development: best practice, market developments, emerging te chnologies

To ensure best practice we are nembers o' the Institu e of Practitioners in Advertising (IPA),
Institute of Promotional Marketing, Direct Marketing Association, ind The Marketing Society.

We acces s best-in-class training programmes. Account Managers sit IPA Foundation/C >mmercial
Certificates and Legal Regulatio1s Exam, and Google Analytics/Adwords. Promotional specialists
sit the IPM Diploma.

_we impl=ment training by:

* Review ing courses available and continually monitoring new offerings
* Using revious feedback/identified knowledge gaps to create needs-based training

_in formal raining/cascading knowledge int :rnally

* Measu ing outcomes though <Pls/surve /s/appraisals
* Using learning to improve fut ire training

This proc ss has enabled us to rass the IPA’s Contin ious Professional Development p-ogramme
every yea ' since its 1999 inception. We are currently working towards Gold certification.

Our Union Academy programme is designed to share <nowledge from internal colleagu s and
external p arties. Topics are continuously reviewed against trends and technologies.

[redacted exempt.]
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As eviden e of providing an innovative service to PSB clients, an | to learn the latest thiking on
behaviour change, we attended :he Behavi yural Exch nge 2015 :onference and casca led
learning internally and to PSB clients.

[redacted exempt.]

We use a wide range of tools to fully understand mark :t developments:

* Online assets (e.g. effectiven 2ss papers)

* OQur W rldwide Partners agency network - partners run public iector cam »aigns in over 60
countri :s, providing international benchmarks and i spiration (unique in Scotland)

* Industr y reports/conferences
* Industr y publication subscriptions

[redacted exempt.]

#



We recently learned about a prozess for solving complex problems called_

which we 1ave now trained in and are impl :menting for clients.

These sources also provide us information on emerging technolo jies.

[1 page redacted exempt.]

Monitoring and improving on-going service

To ensure we continually improve our servi :e, we obtain feedback on our service using our
Agency P :rformance Monitor (that will be provided to >SBs at the end of every project) and

performance against agreed KPlIs.
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#

[redacted exempt.]

Our Directors review all feedbac< - positive or negativ ' - and incorporate it into our Con inuous
Quality Improvement Strategy. ‘irectors kezp in touch with senior clients at il PSBs, regularly
meeting t « discuss areas for improvement.

To implement any lessons learn :d, plans a ‘e commun cated to account teams through »n-going
training and feedback sessions.

Our effective continuous improv :ment procedures hel » us maintain a market leading position in
creative o itput (Scottish Creative Awards) ind industr/ effectivenzss (Marketing Star/IPA
Effectiven 2ss).

{UNION| SCOTTISH CREATIVE AWARDS 2000 - 2016

18
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We have topped the Scottish Creative wards table '2times in th ' past 17 years.
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Question 2.2.5 (Weighting - 5 ,) (Word Count 600)

#

Please prvide details of how you will ensu ‘e that sufficient capacity exists at all times t)» deliver
the Framework, including Framework transition and periods of high demand, and how y >u will
ensure th it there is a consistent level and ppropriate quality of s3rvice provided to Fra nework
Public Bo lies, regardless of spend or geographical sp ‘ead across Scotland.

2.2.5 CAPACITY

To ensure we continually have sufficient capacity to deliver this Framework, including transition
and perio Is of high demand, we follow cap icity planning process 3s:

1. Robust demand forecasting
2. Contin 1ous evaluation/mana |ement of capacity
3. Contin |ency processes for e ceptionally high demand/capacit ' shortage

1. Deman i forecasting

To provide appropriate resource we forecast demand during weekly and monthly management
meetings. We base forecasts on previous demand, industry growth trends, client dialog 1e, and key
dates for ’SB contracts includin jy repeat re juirements (e.g. seasonal campaigns for Fo»d
Standard 3cotland and VisitScot and).

[redacted exempt.]

2. Managi 1g ongoing capacity

Providing 2xtensive capacity, we employ 92 people at our Edinbu gh office, across all r :quired
departme 1ts and disciplines.

Each client has a dedicated team, with consistent points of contact, headed 1p by an A count
Director.
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. . o : #
mworks closely with Account Directors, allowing quick re-assignment of staff to
elp the core team deal with excess demand.

[1 page redacted exempt.]

To continually meet Framework >ublic Bodies’ needs, regardless of spend or geograph /, we
maintain a flexible floating resource of . This ensues that we can mobilise on new )usiness or
large proj :cts at short notice, oftzn critical T >r PSBs.

We exercised this recently for S :ottish Government’s arental Influence and Skills Development
Scotland’s Digital World campai jns, both o “which req iired full multi-channel campaign
developm :nt within short timeframes.
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In 2015/1 i this flexibility allowed us to launch a global multi-channel campaign for VisitScotland
whilst sim Jltaneously completin | substantial projects for Scottish Enterprise, Scottish D 2velopment
Internatio 1al and SDS.

Our award- inning global brand campaign for VisitS otland.

3. Contingency Planning

Respondi 1g quickly and effectiv :ly to unfor 3seen circumstances is an accepted part of working
with PSBs. For example, we ste)ped in at short notice to assist a website launch for Na:ional
Records of Scotland.

To maintain service quality while responding to increa .es in demand, we can use our network of

20 freelance designers, who are managed directly by iur in-hous : Managers. In extreme
situations we can scale up furth 'r by:

* Realloc ating resource from our Leeds office (relocating if necessary)
» Sub-co tracting resource from our Worldwide Partner agencie ; in England and Nort iern Ireland

Ensuring :onsistent levels of service

Focusing on maintaining consistznt levels of service for each clie it we will e 1sure:

* The aporopriate number of staff
* Consist ently high quality

» Consist ency of service in the event of absence or leave; we allxcate deputies for each member
of your team at contract com nencement

* Ability to service regardless of geography (e.g. we service SNH in Inverness and activate field
project ; from Stranraer to Sh :tland).

Technical infrastructure:

* Top quality IT infrastructure (e.g. superfast internet, video confzrencing), »usiness travel
accounts and well-equipped neeting sp 1ces ensur : we can communicate seamlessly with
clients across the country

Core and more:
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» Core team delivering campai |ns on a day-in, day-o it basis
* Back-u > support team across disciplines
* Key contacts assigned for accounts to ensure familiarity

* Timing plans developed for all jobs
* Ensure s that projects of all size receive the same high quality service

#

{TIMING PLAN]

A UNION BETWEEN NOW ANMD THEN Client action
Agency action
National Records of Scotland Boih required
Content Film Development
16th September 2016

12 (13| 14| 15] 18 19 [ 20 | 21 | 22 | 23 26 |27 | 28 |29 | 30

Final Storyboards shared with Client

Client Asproval of Storyboards
|Seript daveloped for VO

Final Script to Client for rova
Client Aaproval of Final Script
VO Recorded (Client to dial-in if desired)
Final Screen Grabs taken for films

| Animations created

Films shared w/ Client for Approval (in batches as finalised)
Client provides feedback ASAP to animation (N.B. VO will not be

[changeable at this point).
[Amends made to films as requred
Final Films sent to client for use

Project review | H

Example rapid response timing plan.

These processes ensure a consistently exczllent level of service for all PSBs, regardless of size,
spend, ani geography, upholding our reputation of delivering excellence.



I
Question 2.2.6 (weighting — 5 ») (Word Count 800)
Where a ‘ramework Public Bod / has an urgent or em 3rgency re uirement, jlease provide, in

detail, your structure for accom 10dating unforeseen r :quirements of this nature and yo ir
proposed formal processes to in'tiate such activity.

2.2.6. AC JOMODATING UNFORSEEN R :QUIREMENTS AND >ROPOSED FORMA .
PROCES 3ES

Emergency Planning

Our staff re experienced in hel iing clients through e iergency challenges, and we hav 3 a process
for doing o which has been formalised into a policy. This policy i : updated annually by Senior
Management in line with best practice, and shared thr )ughout the agency.

The Union has experience of crisis management with 1 range of clients. For 2xample w 3:

* Worke | for Quality Meat Scot and during the 2001 ‘oot and Mouth crisis )y immediately
prepariig an emergency tea 1to ensure important :ampaign 1essages were agreed and
disseminated in the right way, at the right time;

+ Assisted Food Standard Scotland during the reaction to a perc:ived controversial health
campaign by working with cli :nt and agency legal t :@ams to provide the appropriate r :sponse
swiftly ind effectively.

[redacted exempt.]
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1. PREPARE

To proactively prepare our response before an emerg ncy arises, we take the following steps:

[redacted exempt.]

2. MOBILISE EMERGENCY TEAM

[redacted exempt.]

3. DEVELOP EMERGENCY RESPONSE 'LAN

The Resp »nse Plan will be agre :d and the 1 implemented.

[redacted exempt.]
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[redacted exempt.]

4. ACTIV \TE RESPONSE

The emer jency response will be activated:

[redacted exempt.]

5. MONIT DR AND EVALUATE

After any :mergency event a debrief will be held. This will include:

4
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"

[redacted exempt.]
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[30 pages redacted exempt.]
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Question 2.3.2 (Weighting — 6 1%) (Word Count 1800) + (Word Count 25 | per CV)

Account Management - Please rrovide a detailed breakdown of your proposed Account
Management delivery, to include all discipli 1es relevant to the requirements 1s set out i 1 Schedule
1 and Schedule 1A of the Entire Agreemen ', paying particular consideration to the follo /ing;

Detail ow the services will be delivered and managed for all geographical locations, along with
an acc unt organisational structure for providing th : service; (This must c'early dem instrate the
Tendersr’s senior management hierarchy and the names of key senior and account
management individuals invo'ved in the Jelivery of he service i; provide 'V’s detaili g the
senior nanagement staff’'s experience relevant to their role in the contract, key skills, awards
and ac romplishments in the >reative Advertising sector);

Details of the support staff w 0 will be responsible or administsring the Framework, their roles
and re worting lines;

Mecha rism for approval of a 'y change to the abov :;

The co itingencies in place to work out ith normal working hours as required and to ensure
busine is continuity in the event of abse teeism through holida /s, sickness or key pe-sonnel
leaving:

Details of formal internal met 10ds of interfaces bet reen the A count Manager(s) and other
interna staff within your organisation;

How internal standards and 1onitoring of approvals/sign-off ar> managed and communicated
interna ly/externally;

Details of complaints proced re and escalation pro ‘ess including where the Account
Management Team are unab e to resolv > complain s satisfact rily or within agreed timescales;
and

Trainin y3/development and m nitoring of performan ‘e of the Account manager(s).




.
2.3.2. HO N THE SERVICES WILL BE DELIVERED ND MANAGED

Geographical locations

We will deliver the services based from our offices in Edinburgh, where our il staff across all
disciplines are based. We have iccess to meeting/business spaces in all Scottish cities through
Clydesdal 2 Business Banking. /e recognise the need to service 2ublic Service Bodies (PSBs)
throughout Scotland and will use video-conferencing/pnone/email when appropriate. Outside
Scotland ve can service clients through ou ' Leeds offi e, and through World wvide Partn :r Inc.
(WPI) agencies in Belfast and L ndon. For nternational delivery re will work with our WPI
network, rith 65+ agencies in 50 markets.

Account o-ganisational structure

To deliver a service relevant to the require 1ents set o it in Sched iles 1 and 1A, we will draw on
the specialist skills of Union Ad rertising ( \dvertising and Digital Marketing), Union Connect
(Field and Partnership Marketin |) and Union Direct ( )irect Marketing).

[redacted exempt.]

Discipline e pertise and Senior Management structu e for service delivery.

Integrated service delivery

Our organisational structure ensares PSBs will have:

o Clear accountability: PSBs are assigned a board level contact with ultimate responsibility for
service delivery

¢ Simpli ity of communication and management: a named d 1y-to-day contact per
engagement/campaign

¢ Integrated thinking: joined up planning approach including brand and data

o Budge: maximisation: depl ying the right resourc : at the right time avoiding duplication
across teams, saving PSBs time and money
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[redacted exempt.]

Project tracking

At project outset we produce a roject Schedule indic iting key mi estones a 1d responsibilities,
ensuring veryone is working towards a common goal and is aware of deadlines.

The Proje :t Schedule builds in sufficient time for Stakeholder approval. For xample Th2 Scottish
Governm nt requires policy approval, whereas Quality Meat Scotland (QMS) may have to gain
approval f.om the Rural Payments Agency (RPA). It is reviewed on a daily b isis to inco ‘porate
required changes.

Each camaign is also itemised with a job number on »ur Synergist project 1anagement platform.
Each step in the campaign proc :ss is form illy initiated and tracked by a series of briefing forms,
which are all logged centrally.

Following each meeting or call, rroject acti ins are documented and circulated in a Contact Report.
Weekly Status Reports track all live jobs and next acti ins.
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-

[1 page redacted exempt.]
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The importance of account man igement

Brilliantly jrganised, instinctively collaborative and out standing communicators, our exp 2rienced
account teams act as the internal ‘conductor’ of the agzncy, bringing together everyone to ensure
successful campaign delivery.

Our effective procedures ensure we provid : best in class account management to deliver a service
relevant t  the requirements.

Last year nve achieved the highest possible score for account ma iagement for VisitScotland’s
Relations iip Management programme and were ranked No.1 across the Lloyds Bankin y Group
UK 15 agency portfolio.

Client-foc 1sed team

[redacted exempt.]

Drawing on the varied skills of the agency t 2am we will create integrated hubs for service delivery.

Each hub will include:

o Board Level Director responsible for overall service delivery

¢ Lead Planner: responsible for overall strategy

o Account Director: responsible for campaign delivery

¢ Cross function team: size a1d skills dependent on client requirement
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[1 page redacted exempt.]

Support team

[redacted exempt.]
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[redacted exempt.]

Mechanis n for approval of a ch inge to pro >osed staff

In the unlikely event that we are required to change th : proposed staff, we follow the pr)cedure
below:

1. Advis 2 framework clients of change immediately

2. Propose a replacement staf with CV and recommzandation statement

3. Arrange a meeting between member of staff and client if deemed necessary
4. Seek pproval to implement the chang 2

5. Addre ;s any concerns raised, and if ne :essary, sezk alternati/e solution

Additional reassurances to mitigate the impact:

¢ Notice periods. Minimum pe-iod of thre 2 months extending to six months for senior and key
staff

o Market Intelligence. We mo iitor the market place or ensure 1 pipeline of high caliber
candid ites

¢ Succe ision Planning. We identify ‘high potential’ individuals ind ensure they recei e
approp iate training to raise t 1eir skill levels to a point whereby they can take on additional
respon sibility smoothly shoul | the need arise. 67% of Account Directors have been promoted
from within

e Crisis Planning. In the event that some >ne was to leave on v :ry short notice, we w wuld use
freelan e resource from our large bank of trusted fr :elancers, in all disciplines



-

Out of hours working

We seek to provide a positive wrk-life balance for emloyees whilst delivering against :lient
expectations. We proactively sc iedule project completion times against resource availaility and
client dea llines — this ensures we are able to minimise out of hours working. However when
necessary to complete urgent tasks or mee! deadlines, we offer time off in lieu or paym :nt for staff.

Contingencies to ensure busine s continuit /

Our large :eam ensures we hav : the capacity to ensurz business continuity in the event of
absenteeism through holidays, sickness or key staff le aving. Our jrocedure is outlined elow:

REQUIREMENT INTE RNAL SYSTEM BACK-U '

¢ Ce ntralised leave diary aids resourcs
planning

¢ Str uctured holiday reque st process

ANNUAL LEAVE ¢ Maximum one person in 2ach account team

on leave at once

e Fo 'mal writte | project handover to
designated st and-in

¢ St ff communicate absence by 8.30am, to

SIC NESS all »w for cover or re-allo :ation of briefs/tasks
to take place
¢ Co ntracted minimum notice period of 3-6 Large and
STAFF months, allowing time to recruit and a full trusted bank of
TUR VOVER handover to take place freelancers

¢ Ca pacity to temporarily r >-structure
departments until replac ‘ment found

e 24 |7 contact

e St Iff home and mobile p 1one numbers
stored in centralised system in the event of

EMERGENCY an emergency
ABS :NCE e Ke y personnel mobile numbers given to
cli :nts

e Te ams can b ! coordinated at short notice to
meet with client or hold conference call

Contingenci :s for planned and unfores ‘en absence.
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Formal intarnal interfaces

To ensure seamless project deli rery our internal interf ices facilitate clear communication across
multi-disciolinary teams.

[1 page redacted exempt.]

Internal interfaces, enabling smooth co nmunication nd project management.
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Quality control and approvals

Our robus: sign off procedure ensures the highest quality outputs:

¢ All brie s approved by senior staff and C -eative Director

¢ Creativ = work and artwork approved by Creative Di ector, Studio Head and Producti »n Director
before joing to the client

e Final o itputs are stamped ‘a proved’ and signed b ' all department heads

Formal cli :nt approval is sought (in writing) at key stages includin :

e Strateg vy

e Timing

e Budget s

e Conce s

e Photog -aphy

o lllustrat ion

o Artwor .

e Data processing
e Live proofs

e Final p oofs

These are managed and approvad through Synergist.
The client can attend shoots, ra lio recordings and printer visits, if desired.

Complaints and escalation proc 'ss

Our proce dure ensures swift, aporopriate a :tion from jenior Management when a project deviates
from the project schedule or fail to meet client expectations. To implement any lessons learned,
outcomes are communicated to :he team a 1d incorporated into on-going training.

[redacted exempt.]



H
Staff training and performance 1anagement

As an acti/e member of the Marketing Society, IPA, IPM and DM \ we are committed to building a
highly skilled, world-class creati e services workforce in Scotland.

We use the IPA’s CPD (Continu yus Professional Development) p -ogramme to promote a culture of
continual learning and personal development. Recognition is the result — one example i Account
Executive* being promoted following an IP \ immersion course in Digital Mar<eting.
Along with personal study, this helped address a development area raised in her appraisal.

Having su:cessfully achieved accreditation in each of he last fifteen years, we now are working to
attain Gol 1 categorisation (awar led only to leading pe ple-driven agencies across the JK).

Crucially, all our Account Managers sit the IPA’s Foun Jation Certificate and _egal Regu ations
exam, which mitigates risk during project management.

We invest heavily in staff trainin | with man ' members of the team attending axternal seninars,
conferenc 3s, workshops and courses - the findings of wvhich are shared internally at mothly
agency show and tell sessions.

We also r in Union Academy, an intensive on-going programme of in-house training events that

give our t am access to a wide range of sp 2akers and the opportunity to keep abreast of the latest
trends, best practice and technology advances across the industry.

[redacted exempt.]

Performance Management

Staff perf »rmance is monitored on an on-going basi ; through weekly 1-2-1’s, an annual
appraisal and a mid-year interi n review with the Lin : Manager. Feedback is gathered from
colleagues and clients. The purpose is to monitor and give fee Iback on performanc?,
progress and personal development, as well as providing obje :tives to help further their
development and career goals.
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Question 2.3.3 - Weighting - 3 1% (Word Count 150 )

Business Management - In order to meet the contract nanagement requirements outlin >d in
Schedule 1 and Schedule 1A of the Entire \greement, the Contractor must have well e ‘tablished
formal tra ‘king tools and processes to deliver the serv ce, ensuring business continuity at all times.
These must be used as a formal monitoring mechanis n within your organisation. Pleas : provide a
detailed breakdown of your proczssses for t acking and delivery, paying particular consi eration to
the following:

o details of all tools and processes to track and repor on progre s of tasks and how you keep
abreas of the latest tools an 'technolog es in the s :ctor;

o details of the management renorting arrangements employed to monitor tasks;

o details of how these outputs vill contribute to the management of risk and inform future
activities;

e details of formal methods/pro:ess for id ntifying an 1 addressing errors or under delivery
includi '\g how and at what stage the client is inform >d.

e provide examples of the man igement information and details of any additional management
information that will be availale, includi 1g frequency. Outline how all of this will be used to
identify and manage activity 'cross the framework.

e delails of any business continuity man igement standards applicable e.g. ISO 22 01, and
the pr cesses and procedu es in plac ' to ensure the servic » is delivered in the e rent of an
emerg ncy situation occurring.

2.3.3. Bu iness Management

Tools and processes

To track and report on the progr :ss of tasks we have robust tools and proce ;ses.

[redacted exempt.]

Synergist logs all tasks and assijns a unique referenc :. Staff time and production fees ire
allocated, generating a Timing ’lan and C >st Estimate.

[redacted exempt.]
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[redacted exempt.]

Synergist — the sector’s leading Project Management System.

[redacted exempt.]

Account Teams and the Creativ ! Director to ensure th at new tasks are allocated appropriate
resource.

aoreast of the latest tra :king and r 2porting to )Is and technologies our IT Mana ;er,-
m Jnitors Synergist’s performance, roviding monthly reports for the Board detailing
improvem 2nts.

As aresul:, in 2017 we will upgrade for iPhone/Androi | integratio 1, giving Senior Mana iement
instant re ort access.

We have nember access to the IPA Advisory Service hat offers ji-annual information on market
dynamics, including reporting tools.

Management reporting arrange 1ents

To monito- tasks The Union has a number >f manage 1ent reporting arrangements in place.

Each Acc unt Director reports formally to Managing Director,

service performance, based on itatistical performance and client ‘eedback. also s eks direct
feedback from senior clients and disseminates this thr ugh internal team meetings.

[redacted exempt.]
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[redacted exempt.]

We ensur : proper reporting of project and ervice res Its, and we make campaign-monitoring
recommendations from the outset.

On-going Jroject metrics - response rates, :lick-through rates or competition entries - provide ‘real
time’ perf rmance. For example, a particular creative :xecution might not be effective, and we can
respond i 1mediately.

ROI analysis is a key monitoring discipline, allowing comparisons with similar previous activity.

[redacted exempt.]

We also r :view the performance of sub-contractors, identifying key areas for improvement.
S  —
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Managing risk and informing fut ire activitie s

[1 page redacted exempt.]

Informing ‘uture activities

[redacted exempt.]
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[redacted exempt.]

The Meas Jre stage involves us taking all outputs to inform changes in:

e Training through Union Academy
¢ Internal management processzs
e Task minagement systems

We see C 2l as crucial, and interweave it into everyday work. Staff are encouraged to feedback
their view ; and are empowered to develop processes o improve uture tasks. Senior M anagers
then ensu e that new processes are imple 1ented where relevant.

Formal m :thods/process for identifying and addressin j errors or inder deliv :ry

The Union’s formal process to identify errors or under-ielivery is jased on v irious measures,
including:

Synergist: time analysis, costs v foreca it analysis
Manag2ment reporting: Tra fic Light R :port, APM
Project data: performance v ‘orecast

Client interaction: informal and formal fzedback

[2 lines redacted exempt.]
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. ____________________________________________________0n

Examples of management infor 1ation

The Union provides regular management information to Clients throughout the course of a task.

Timing plans are prepared and circulated to the Client from the outset. This gives an at-a-glance
view of project delivery and key milestones. It also faciitates easier transfer »f projects retween
team members at the PSB when required.

{TIMING PLAN|

A UNION BETWEEN NOW AND THEN. Client action
.Agsncy action
National Records of Scotland Both required
Content Film Development
16th September 2016
| 12|13 14| 15] 16 1920|2122 23 26 | 27|28 |29]30

Final Screen Grabs taken for films
Animations created

Films shared w/ Client for roval (in batches as finalised
Client provides feedback ASAP to animation (N.B. VO will not be
changeable at this point).

Final Films sent to client for use

Project review H

Example Ti 1ing Plan.
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. |
A Cost Estimate is provided to the Client at the begining of a task, based on the agreed i
Framework rate-card, proposed Media Plan if applicable, and any external production csts. We
provide consistent estimates ba ied on the amount of ours we expect a task to take an1i the
production requirements. This provides complete transparency on all aspect ; of the project budget.

{ESTIMATE |

A UNION BETWEEN HOW SOON AND HOW MUCH.

Scottish Government
Digital Participation
Job No. 35487

4th January 2016
Version 2

Account Management & Strategy

Account Director xAB hours @ £xx/hour

For oversee of account management and input into campaign strategy. For client liaison and attendance at meetings. KXX
Account Manager xAB hours @ E£xx/hour

For briefing, budgeting and all account administration including client and creative tean liaison and attendance at meetings. XXX
Also inclusive of attendance at 1 x TV shoot and production liaiscn.

Senior Planner xAB hours @ Exx/hour

For insight gathering and strategic input in delivery of campaign across all media. XKK
£xxx.00

Creative Development

Creative Director xAB hours @Exx/hour

For oversee of all creative output across the campaign. HEX

Art Director xAB hours @ Exx/hour

For development of creative visuals across print advertising. For creative direction of photography and attendance at XXX

photography shoot. Also inclusive of attendance at 1 x TV shoot and production meetings.

Copywriter xAB hours @ £xx/hour

For development of copy and headlines acrass the campaign inclusive of print and social media. For the development of an KKK
additonal TV script and attendance at 1 x TV shoot and production meetings.

£xxx.00
Photography
One full shoot day and one day retouching for final x6 images for use across all press, outdoor and online display as per media plan.
Inclusive of studio hire, assistant, stylist, lighting, 4 x coloured backgrounds, props/furniture rental and van rental.
Usage term one full year from 26.02.16 - 26.02.17. £4,500.00
£4,500.00
TOTAL COSTS EX VAT E£xxx.00
VAT @ 20% £x00x,00
Total inc VAT Exxx.00

UNION | |UNIONDIRECT | |UNBOMNDAGITAL] | UNIONCONNECT

Cost Estima e template.
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e
We will provide weekly Status leports to 2nsure all arties are iware of what stage t e project is
at. These are referred to at Status Meetings, the reg Jlarity of wich is agreed with th : client. For
short lead time projects meetings are more frequent.

Client: Food Standards Scotiand

Agency distribution: Union, Union Connect, Union Direct, Union Digital, Whitespace, Republic of Media, Speakeasy, TNS, 3x1, APS
Date: w/c 5th December 2016

PROJECT ELEMENT STATUS NEXT ACTIONS BY WHOM WHEN
Segmentation (Union Direct)
Pen Portraits - FSHE Agency sent revised visuals Client to provide feedback FSS/Union J wic 12 Dec
Festive Campaign
ATL (Union)

Digital Agency progressing to busld Agency to send for final approva Urson Tth Dec
Field and Partnership (Unlon Connect)

Field Agency provided FAP proposa FSS aporoved proposal FSS COMPLETE
PR (3x1)

PR/media PR proposal with client Inital chent feedback received It 29 Nov
Media (RoM)

Media Media now live. ROM to monitor and opbimize ROM ONGOING

digital activity

The Union’s Status Report template.
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Our ethos is that communication is key to a successful relationship, thus regular day-to-day
contact will be maintained throu |h telephone and email.

#

A Contac : Report will be providzd followin y any detailed call or 1eeting that has clear ictions,
allowing all to be aware of and t i1e timings 1ssociated.

This gives both Agency and Client visibility of agreement and allocation of tasks, as well as
providing >n-going information t) any absent members of your prject team.

[1 page redacted exempt.]
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________________________________________________________________________0n

In order to track KPIs on an ong)ing basis we produce a weekly Project Dashboard that provides
an at-a-gl ince view of current p :rformance. Typical m ztrics include web visits, sales da:a, field
engagements, competition entri :s etc.

[redacted exempt.]

11
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- ________________________0n

Business sontinuity management and emergency situ tion processes and procedures

We follow the principles set ou tin ISO 2 2301 when developin j and mai ntaining ou - Business
Continuity Plan (BCP), which lists all po ssible thre ts to t he Agency, pot ential losses incurred,
and processes, procedures and standards to mitigate igainst causing disruption to business.

Business Continuity Plan

Processes,
procedures
and
standards to
mitigate
losses

Threats to Possible

losses
incurred

business
continuity

The Union’s BCP structure.

Emergency service delivery

Through te BCP The Union ha a clear process in pl ice to ensure service delivery in the event of
an emerg :ncy situation.

[redacted exempt.]



H
Assess incident

The Board and Senior Manage ient meet or hold a coference call to asses ; the situation.
Immediat actions are agreed.

Business impact analysis

We then determine the impact on the business, specifically on the area of th : business affected:

people, d ta, infrastructure. We communicate the situ tion to relevant clients.

Develop strategy

roach to the situation is Jeveloped, with actions designat :d to key p :0ple by -

ﬂbw 10 will lead on all aspects.

Implement strategy

Each Dire :tor has a home office set-up, an | all staff h ive remote email access, which 1eans we

can still ¢ ntinue work on projects in an emergency sit Jation (e.g. extreme weather conditions)

where offi ;e access is not possible.

We have 1 data backup structur 2 that is threefold — internal and t vo external servers - there we
can access all files instantly.

With no p 1ysical access to the office, all clients and suppliers are provided staff mobile wumbers,
stored on wo external ftp servers.

If an alter iative office location is required, all telephon : traffic is f rwarded onto numbers at the
temporary location. In the event that there i 5 no acces i to servers/desktop machines, devices

ISR . <. pro-int led, allowing work within 24
hours.

We have \lternative office availability with lydesdale Bank or our Leeds offi ze.

#

#
#



|
Question 2.3.4 (Weighting - 10%) (Word Zount 1200)

Business Continuity and Cyber Resilience - A key ele 1ent of the service will be the
Contracto “s Business Continuit ' in respect of Cyber Resilience services. Tenderers sh uld
provide d ‘tails of any standards applicable in this area (e.g. ISO 27001, ISO 22301, ISO/IEC
20000, C ber Essentials/Cyber Essentials Plus or thei- equivalents), advise whether an/
certifications are held and provi e details of any plans to achieve any cetrtification. Tenderers
must also describe their procedures to ens ire continuity of service and protection against
cyber-attacks, paying particular attention to the followi 1g:-

details »f processes followed ncluding those for assessing future risks;

testing >f Disaster Recovery policies and procedures, including the dates, duration

and fre yuency;

method's for the back-up of delivering services shou'd an incident occur including ma power
and ac ess to equipment;

methods in place to mitigate against cyber-attack and crime using online technologie ;
includi 'g processes relating t> Boundary Firewalls ind Interne® Gateways, Secure

Config iration, Access Control, Malware Protection and Patch Aanagement;

Tenderers should refer to the UK Governm :nts Cyber Essentials Scheme and consider the
informatio 1 included within the scheme when providing their resp nse to this section.
(https:// w vw.gov.uk/government/publications/cyber-e :sentials-scheme-overview)

Where ap licable, Tenderers m st ensure that any su)-contractors appointe d to deliver any of the
services have Business Continuity and Cyber Resilien e measur s in place.

2.3.4. HO N WE ENSURE BUSINESS CO ITINUITY ND PROT:CTION AGAINST C 'BER-
ATTACK |

To ensure continuity of service re follow the principles of ISO 22301 and have designe 1 our
Business Continuity Plan in line with this. We aim to have full ISO 22301 certification in 2017.

In order to mitigate against Phishing and Hacking we fllow the recommendations of H |
Governm :nt Cyber Essentials Scheme, for which w > hold Certificate of ‘ompliance
(QGCE59)5).

We have ilentified the likelihood and potential impact »f factors that may disrupt the business.
Critical business processes hav : then been identified, as have the assets required to d liver
these pro :esses.

Every effort has been made to easure that idequate firancial, organisational, technical and
environm ntal resource is available. The safety of staf and systems has been placed at the heart
of this pro:ess. Adequate insur ince is in place to cov :r any potential risk, and funds ar2
available to hire equipment and relocate th : company o work fro n serviced offices in Edinburgh
should the need arise.

Disaster r :covery processes to _:nsure service continu ity

Assess f iture risks

We continally review and asse is the business contin lity risks. Any change ; are imple nented and
staff are informed and trained on these changes at Union Academy sessions.
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Test Disaster Recovery polici 's

The Disaster Recover plan is te ted in its e 1tirety every six months. Recovery processes for IT are
tested every two months. IT Ma iager ‘ carries out the testing.

Mitigate against data loss

Data loss zan result from a num)er of factors, includin y human error, hardware failure,
ransomware, natural disaster and theft. We mitigate a jainst this via training, servicing and building
security.

All servers use a form of RAID array to stop any single point of failure of the hardware where data
is stored. This allows for the fail ire of multiple hard disk drives before there lata lose o 1 any one
server.

[redacted exempt.]

These are reviewed regularly and restores >f data are carried out monthly to test the intz2grity of
the backup data. Once the data 1as been backed up | cally it is then transferred to an off-site
location. This covers data loss in the event of somethi ig happeni 1g to the servers, or the office in
which the ' are located.



[redacted exempt.]

Offsite strrage

Data is automatically backed up overnight to external .ervers in both Edinburgh and Gl isgow. For
continued backups, older archiv : backups are duplicated to a secure storag : facility.

A record of what is backed up a 1d a copy of the recov :ry procedure are stored at this r :mote
location s ) that it can be retrieved if the primary site cannot be ac:essed. Images of the Disaster
Recovery Disks - which can be ised to set ip new ser ‘ers - are also stored here.

Mitigate ower failure
All critical equipment within the jerver room is protect :d using Uninterrupted Power Su jplies

(UPS). This allows the servers t) run for a eriod of time after po rer failure and to shutdown
correctly t> avoid data loss/ damage. All equipment is annually P \T tested.

Remote access to servers

If the scope of the disaster is severe enough to deny azcess to our building, there are methods in
place to gain access to the serv :rs remotel /. Data can be access xd and transferred, all swing
business to continue.

Maintain ;ommunications

If no access to the phone syste 1 is available, clients and suppliers would be made awa-e of staff
mobile nu nbers and email addr :sses. This informatio 1 is stored on an external ftp Server.

_woul | be contacled as soon as an alternate office location

is identified and all traffic would »e forward :d to temporary numbers.
Equipme 1t rental
Before an / permanent solution t> replace t 1e inaccessible equip 1ent could »e sought, it will be

necessary to hire equipment. Servers, desktop machines and printers can be rented wit1 software
pre-installed, enabling users to start workin y soon after any disaster.



We already have an account activated with ||| ] 2o eauipment would be lelivered
the day af er ordering.

Methods t> mitigate against cyber attacks

The meth )ds we use to protect 1gainst these types of attacks are as follows.
Boundar ' Firewalls and Internet Gateways

We employ a Watchguard XTM525 firewall on the bou1dary betw 2en our network and the
Internet. The below steps are ta en to prev :nt internal network intrusion:

e Default passwords replaced ith strong »>asswords.

e Open ports on the firewall that are not required are :losed off and approval protocols are in
place fr additional rules to be added

e Proces ses are in place to review firewall rules regularly. Any that are not required ar : disabled
immediately

e Ports fr vulnerable services such as S IS, RPC, rl»gin, rsh, r xec have been blocked.

o A defa Ilt rule has been put in place to block all traffic when a rule hasn’t specifically >een set
to allo ' traffic through

Secure CHnfiguration

Processe  have been put in pla e to protect against v iInerabilities to computers and equipment
that come from default accounts and setups. These in :lude:

¢ Deletio 1 of unnecessary user accounts

o Default passwords replaced ith strong >asswords

¢ Remo val of unnecessary applications /utilities

¢ Disabli 1g of auto-run features

e Enablin g of personal firewalls on deskto » PCs and laptops
e Regula -backups to protect against ransomware

e Securit y and event logs monitored and aintained

User access control
To mitigat 2 issues associated with user accounts, we will ensure:

o All use accounts are approv :d by our IT Manager ind assigned to named individuals. Strong
passw rds are required to gain access to computers or applications

¢ A proc dure for removal of a :.counts when they are no longer required (s :t either on account
creatio 1 or when user leaves the compa 1y)

¢ Administrative accounts are rastricted to within the IT departm :nt and are strictly monitored,
docum :nted and reviewed re jularly. Strong passw irds are us :d and changed at least every
60 day ;

Malware jrotection

All compu ers are protected fro | malware ‘ia Sophos Anti-Virus oftware. This softwar : is
controlled centrally from Sophos Enterprise Console. 'heir policies enforce a number of settings
within the desktop software:

e Virus Engine and Signature files are updated as so »n as they jecome available. The
computers check for new updates every 10 minutes
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¢ All files are scanned on opening, includi 1g on-demand live protection scanning of websites.
Suspicious files are quarantined and websites with nalicious c>de are blocked. Websites can
be blacklisted from the firewall

e Sopho . Anti-Virus completes scans of all computer; on a daily basis

Patch management
All softwa e is licensed, support :d and controlled by the IT department. No users have iccess
rights to install software. Operating System s and Appli:ations software is security patchzd as

soon as they become available ind out of date/ unsupported legacy is replaced or disa led.

The company currently does not employ the use of an 7 ‘Bring Yo ir Own’ devices or ha e any
remote w rking staff.

Sub-cont ‘actors
We have | formal procurement irocess for selecting s uppliers managed by our Production

Director. his ensures they have the appropriate measures, plans and documentation in place to
safeguard business continuity in respect of cyber resilience as pat of our supply chain.
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#
#
2.4 Sustainability/Corporate Social Responsibility (Weighting 0%)

Question 2.4.2 (Weighting - 0%) (Word Count 100)

Tenderers must confirm that, where appropriate, they will support the Scottish Ministers
policies on Sustainability and Corporate Social Responsibility in delivering the service
required.

2.4.2. SUSTAINABILITY AND CORPORATE SOCIAL RESPONSIBILITY

The Union can confirm that we will support Scottish Ministers’ policies on Sustainability and
Corporate Social Responsibility in delivering the Framework contract.

We have a strong track record in these areas, and will continue to do so.



#
Question 2.5.2 (Weighting - 100%) (Word Count 800)

Please describe how your organisation proposes to commit to being a best practice emloyer in
order to s ipport these Scottish Ministers workforce po icies in the delivery of this Framework.
Answers ‘'eed not be constrained to or be reflective of any examples given alongside this
question.

The tenderer should take the enjagement and empowerment of staff seriously; take a positive
approach fo rewarding staff at a level that helps tackle poverty (e.g. through a commitm >nt to
paying at least the living wage), srovide ski ls and training which elp staff fu'fil their pot2ntial, that
you do no' unfairly exploit staff (2.g. in relation to matt :rs such as the inappr priate use of zero
hours con'racts): that your company will de nonstrate jrganisational integrity with regards to the
delivery o "those policies. This r :assurance should be achieved b/ providing tangible a d
measurab'e examples that can be monitored and repo ted as part of on-goin 3 contract
management.

2.5.2. WORKFORCE BENEFITS

As a best oractice employer, we have a range of policies and pro :edures focused on engaging
with and empowering each member of our vorkforce rith positive employmeint terms a d
conditions. Our policies are aligned with the Scottish inisters’ workforce policies and t e Fair
Work Convention. This will contiue through the duration of the contract, and we will monitor and
report on it.

Engaging and empowering staff

Our board members have an ‘open door’ p licy, aiding transparency and allowing staff to
communicate their needs.

We encourage a growth mindset where people are empowered to influence igency life. We adopt
360-degree information exchange through a Staff Survey and twice yearly appraisals th at highlight
successe - and development op rortunities.

Staff meetings are held monthly.

Rewardin | staff

All of our :mployees were paid the Living Wage well in advance of its imple 1entation. We are an
Accredite | Employer. We found that our cl 2aning company were not, and we amended our
contract t ' ensure that everyone working in our buildiny was paid the Living Wage.

From inceotion in 1996 we have paid all staff a 4% co tributory
pension - and continue to pay a ove the required level.

To nurture talent in the agency, 1 formal training structure gives
Account Directors clear responsibility for a »articular strand,
reporting to the Managing Director:

e Union Academy — fortnightly internal/external training
e IPA Triining Programme
¢ |IPA Lejal, Foundation, Advanced and Search courses

We are an Accre#‘ed Li‘ing
Senior ceople mentor to aid development

Wage Empioyer.
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¢ Special
¢ Special

[redacted exempt.] IP Certificat

DipIonI

e Adwor

[redacted exempt.]

Our IPA’s
hours of p

This year
Associate

Uniquely i
developm

[redacted exempt.]

(
=,

JAWORLDWIDE

oA’ PARTNERS

[1 line redacted exempt.]

-_
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l

Non-exploitative contracts

The Union does not, and will not, offer zero hours contracts. We do not use ‘umbrella’ ¢ mpanies.

We are supportive of flexible working, working from home and, at present, we have peole working
part-time, compressed hours, flexitime, and phased re irement. We allow career breaks.

We are currently providing pro-bono consultancy for a new initiati re designe 1 to connect
employers and parents looking far part-time flexible w rk.

Organisational integrity

We demo 1strate organisational integrity through tangi ile results.
In 2016 w 2 promoted 17% of our staff in recognition of personal dsvelopment.

Last year wve recruited nine peo lle at entry level, creat ng career opportunities and supporting the
industry.

[2 lines redacted exempt.]

We recruit people based on aptitude and atlitude, not their protected charact zristics, su :h as
gender, religion, or sexual orientation.

[redacted exempt.]
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l

We have jpened conversation ith SDS with the intention of emp oying a M »dern Appr :ntice.

We currently employ people fro 1 various e hnic backgrounds and 17 different nations, highlighting
diversity.

Our Staff 1andbook makes clea - the responsibility for ~vorkplace respect and tolerance. Our
flexible w rking and general culture contributes to wor /life balance.

We have jeen a Cycle Friendly Employer since 2013.

We provide a lively, empowering and positive culture trough reg ilar staff events, montily staff
meetings, lunchtime yoga, ‘Albu n Fridays’, fortnightly ‘Picture Quiz’, and bake days.

[redacted exempt.]

Tangible rzporting metrics

e Engag ' with three external e lucation bodies

e Recruit two graduates p.a.

¢ Recruit one Modern Apprentice

o Attain I1vestors in Young Pe ple

¢ 50% g nder split

¢ 50% g nder split in senior positions

e Annual staff survey

e Annual 360-degree appraisal

e Annual 360-degree interim a praisal

¢ IPA CPD Certificate

¢ 16 inte nal training sessions .a.

e Extern 1l opportunities available to 100% of staff

e Extern 1l paid-for training achieved for at least 50% >f staff
e CPD a :hieved annually

e CPD Gold (for outstanding performance) achieved for the first time
e No zer) hours contracts

e Living Vage Employer

e Proven flexible working

e Clear communication of expe:tations through Staff 4andbook
e Measu ement through Staff Survey

e Sub-co ntractor adherence to :hese stan lards
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#
#
Question 2.5.3 (Weighting - 0%) (Word Count 100)

The Scottish Business Pledge is a Government initiative which aims for a fairer Scotland
through more equality, opportunity and innovation in business. Information on this can be
found at the following link:

https.//scottishbusinesspledge.scot/

Tenderers are asked to confirm if they have signed up to the Scottish Business Pledge.

2.5.3. THE SCOTTISH BUSINESS PLEDGE

The Union can confirm that we have signed up to The Scottish Business pledge.

Because what's . - . .

good for your . \ ] : g

business is good for \ LA '

all of us. | 1 g t =
R S y

Let’s all play our part in
building an even more

courageous, competitive Living Wage Zero Hours Workforce Balanced

and forward-thinking
business opportunity in How fair pay deliversa more Contracts Engagement Workforce

Scotland. committed workforce. Why not using exploitative How bringing out the best in Businesses with more
staff contracts benefits your your employees adds value to diversity do better.

r—] business. your business.
ake your \

M
READ MORE READ MORE \\
| A

Invest in Youth Innovation Internationalisation Community Prompt Payment

Is there a business in the world How innovation can create Explore opportunities to make Connect with your customers Paying your bills promptly has

that couldn't benefit from ‘new new value for your busi international connections and by giving scmething back. a positive impact on your

blood? access new markets. suppliers, especially small
businesses

" \ N\ N\ \
READ MORE A READ MORE ~ READ MORE @ READ MORE <
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#
Question 2.5.4 (Weighting - 0%) (Word Count 100)

The Scottish Living Wage Accreditation Initiative and the Living Wage Foundation recognise
and celebrate the responsible leadership shown by Living Wage Employers and support
employers to incorporate the Living Wage into organisational structures long term. More
information can be found at the links below:

http://scofttishlivingwage.org/

http.//www.livingwage.org.uk/

Tenderers are asked to confirm if they are accredited as a Living Wage Employer.

#

2.5.4. THE SCOTTISH LIVING WAGE

The Union can confirm that we are accredited as a Living Wage Employer.

The Union Advertising Agency
Award-winning advertising & digital agency.
Address: Union House, 18 Inverleith Terrace, Edinburgh, EH3 SNS

{UNION}
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