
Terms of Reference (ToRS):
Provision of Public Relations, Marketing and Communication Services for Energy Efficiency Market Activation Campaigns in Jinja (Phase 1), Bushenyi, and Hoima (Phase 2)
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Background – SNV in Uganda has been operating since 1989 and has an understanding of the local context. With offices in Kampala and regional offices across the country, SNV implements donor-funded activities in over 100 districts. The organisation’s projects in Uganda aim to generate employment opportunities, increase income, and improve access to essential services for disadvantaged individuals, collaborating closely with public agencies and businesses.

The Inclusive Markets for Energy Efficiency in Uganda Phase II (IMEU-II) is a three-year project funded by the Embassy of Sweden. The project is implemented by a consortium led by SNV, an international development organisation, with support from Makerere University College of Engineering, Design, Art, and Technology (CEDAT) and Private Sector Foundation Uganda (PSFU) as implementing partners. The project aims to directly benefit 55,032 households, 147 businesses, and 129 social institutions with energy-efficient technologies and services. 

Energy efficiency adoption in Uganda remains low across sectors due to known barriers, including limited awareness, limited availability and appropriateness of technologies, perceived high upfront costs, poor product quality, limited skills and knowledge, and limited institutional coordination. To address these barriers, it is required to use a market systems development approach with interventions at supply, demand, and the enabling environment. Therefore, in contributing to the kick-starting and strengthening of markets for energy-efficient products and services in Uganda, the IMEU-II project has planned to intervene at demand, supply, and enabling environment levels for the EE market as follows:

· Stimulating uptake of energy-efficient technologies and services by increasing awareness among energy users. (demand side)
· Targeted and contextualized de-risking support to small and medium enterprises (SMEs), energy service companies (ESCOs), and Energy Service Provider Companies (ESPCs).  (supply side).
· Strengthening institutional coordination, research, and enabling environment for energy efficiency. (enabling environment side)

To stimulate market demand, the IMEU-II project has contracted follow-on Results-Based Financing (RBF) grantees and initiated onboarding processes for new grantees in its first cycle. These partner companies operate directly on the market's demand side by distributing and selling energy-efficient (EE) products and services. The timing of these market activations is strategically aligned with the conclusion of the onboarding phase in 2026 to support in generating verifiable sales leads for RBF grantees and create mass awareness on EE. Ultimately, increasing the demand of EE products and services is one of the key objectives on the IMEU-II project. 

Behavioural Change Communication (BCC) has been identified as a key strategy to unlock barriers to financing, skills, institutional coordination, and policy, enabling the scaled adoption of EE technologies and practices in selected agricultural value chains and the built environment sector. This strategy aims to achieve a mindset change toward energy efficiency among people in Uganda. For this specific assignment, the BCC strategy will be executed through public awareness-raising events, strategic media relations, digital campaigns, and the development and dissemination of targeted information, education, and communication (IEC) tools. Therefore, these synchronised communication strategies are critical for driving market demand and ensuring the sustainable adoption of EE technologies among businesses, social institutions, and households

Objective – The IMEU project is in its first year of phase two implementation. This solicitation is for public relations, marketing and communications services from a licensed and competent firm to support the following:
1. Undertake a three-month social media campaign (targeted ads online, with the campaign starting in August 2026).
2. Undertake one tailored B2B/B2C market activation to drive sales for the Results-Based Financing Companies.




Three-Month Targeted Social Media (Twitter) Campaign
The firm will design, launch, and manage a targeted digital campaign on SNV Uganda's official X (Twitter) platform, running from August to November 2026. The campaign will highlight the impact of the IMEU project during phase 1, translating technical data into business-case digital narratives. It will strategically leverage the rich repository of content assets, lessons learned, and human-interest testimonials secured during Phase I of the IMEU project, while integrating real-time multimedia coverage of the Phase II live market activation event.
· Content Sourcing, Curation & Development: Pre-Campaign & Legacy Assets: Audit and package existing Phase I data to produce a comprehensive digital content repository tailored specifically for X's audience behaviours. This includes converting Phase I case studies into engaging X threads, creating short-form video clips (under 2 minutes) from existing testimonials, and designing high-impact infographics that visually communicate the proven return on investment (ROI) and energy cost savings demonstrated in Phase I.
· Live Activation Coverage: Deploy a dedicated digital media team to the live market activation to produce real-time, high-engagement content for the SNV Uganda X account. This includes publishing live text and photo updates of EE technology demonstrations, broadcasting short video clips or product pitch snippets from RBF companies, and capturing ‘one-on-one’ interview-style reactions from attending school proprietors, church leaders, and agro-processors.

· Audience Targeting & X Paid Media Buying: Strategically deploy and optimise the paid advertising budget exclusively via X Ads Manager (using X keyword targeting and geographic/professional segmentation) to reach the following distinct user profiles:
· Social institutions: School proprietors, institutional administrators, hotel owners, and health facility teams.
· Agriculture: Farmers and agro processors in the maize, tea, coffee, dairy, soybean, sunflower, horticulture, fruits and vegetables value chains.
· Residential Consumers: Urban and peri-urban households seeking cost-saving, high-efficiency domestic appliances. (Note: The firm will use targeted post-promotion before and during the live activation to drive physical or digital attendance for the market activation event.
· Lead-Generation & Traffic Routing: Establish high-converting digital tracking mechanics specifically optimised for mobile X users. This involves deploying X Web Site Cards and Lead Generation forms that capture warm inquiries directly within the platform or route interested buyers to dedicated landing pages or WhatsApp business channels managed by project partners (RBF grantees) for rapid sales follow-up. 
· Campaign Performance Monitoring: Conduct continuous monitoring and A/B testing of X ad copy variations, hook angles, and media formats to maximise link click-through rates (CTR), ensure optimum profile engagement, and achieve the lowest possible cost-per-lead (CPL) across both the static and live event coverage streams.


Tailored Market Activation in Jinja – Phase 1 
The firm will conceptualise, plan, and execute one (1) high-impact, experiential market activation in 2026. This event must move beyond generic awareness-building to actively stimulate consumer demand and drive verifiable sales leads for Results-Based Financing (RBF) companies.

To achieve the above objective, the firm will need to deliver the following tasks:
· Lead the development, production, and localisation of compelling Energy Efficiency (EE) radio awareness messages (30-second spots) in both English and the local dialect to drive mass advertising, brand visibility, and audience mobilisation for the market activation.
· Develop a well-designed awareness campaign road map with stipulated timelines encompassing the various target audiences for activations.
· Set up an experiential ‘Energy Efficiency Demo Day’ layout, enabling RBF companies to physically demonstrate EE technologies such as improved cookstoves, solar water pumps, LED retrofits, etc. 
· Undertake awareness-raising activations for selected schools, institutions, markets, as well as city drives for Jinja. 
· Undertake photographic, videographic and narrative documentation of the activation event.
· Coordinate with local financing bodies (SACCOs, banks, or microfinance tiers) during the activation to pitch flexible consumer financing and lease-to-own models that solve the "upfront cost barrier" for buyers.
· Develop and implement a crisis management strategy.
· Ensure event visibility across selected media, including social media engagement. 
· Ensure the activation format actively involves women and youth energy entrepreneurs as exhibitors, speakers, and peer-to-peer mobilisers to capture inclusive household and institutional networks.

Tailored Market Activations in Bushenyi and Hoima – Phase 2 (Targeting 2027/Timelines TBD)
Upon successful closeout and evaluation of the market activation campaign in Jinja, and subject to performance approval by SNV, the firm will activate the framework extension to deliver the remaining two (2) separate activation campaigns in Bushenyi and Hoima in 2027.

Approach / Methodology – The agency is expected to deploy the following approaches:
1. Develop a 360° energy efficiency awareness campaign with stipulated timelines encompassing both above-the-line and below-the-line activations directed towards various target audiences.
2. Participate in planning meetings, briefings, and campaign reviews.
3. Content creation and design, including but not limited to digital banners, GIFs, animations, and short videos with respect to messaging to be used in the branding and mass advertising of the awareness events for the various target audiences and media platforms.
4. Undertake media relations activities for promotion/visibility of the campaign, including development of press releases, supporting press conferences, article placements, interviews, and guest appearances, in liaison with the SNV communications team.
5. Periodic status reporting on campaign executions with recommendations for revision in strategic direction where necessary.
6. Overall campaign report weighed against the campaign’s stipulated objectives.


Project Audiences – 
1. Government Institutions: Ministry of Energy and Mineral Development (MEMD), Uganda National Bureau of Standards (UNBS), Ministry of Agriculture, Animal Industry and Fisheries (MAAIF).
2. Industry Associations: Uganda National Renewable Energy and Energy Efficiency Alliance (UNREEA), Energy Efficiency Association of Uganda, Uganda Clean Cooking Alliance, Uganda Manufacturers Association, Uganda Small Scale Industry Association, Federation of Medium and Small-Scale Enterprises and Private Sector Foundation Uganda, Uganda Tea Development Association, Uganda National Farmers Federation, Uganda Real Estate Developers Association, Uganda Hotel Owners Association, etc. 
3. Academia: Makerere University, Kampala University etc.  
4. Civil Society Organisations and Development Organisations: GIZ, WWF, ACODE, GGGI, Embassy of Sweden, FCDO, EU, Power for All, etc. 
5. Media Houses: Nation Media Group, Vision Group, Next Media, UBC, Regional Radio Stations, etc. 



Expected Deliverables and Timelines – 
The total duration of this assignment is three (3) months, spanning initial strategy setup through to final evaluation.
	Key Deliverable
	Description
	Due Date

	Inception Report & Strategy Document
	Finalised operational work plan, stakeholder mapping for the regional market activation, a comprehensive 3-month X (Twitter) content calendar using audited Phase I data, and proposed X Ads targeting architectures.
	Within 10 days of contract signing (Targeting 10th July 2026)	Comment by Kansiime, Peace: I think this is still ambitious.. We shall sign by that time. So may the 10th July.

	Digital Campaign Prep & Asset Readiness
	Creation of all digital creative assets (X threads templates, infographics, edited Phase I testimonial video clips). Technical configuration of X Site Cards and landing page tracking mechanisms.
	24th July 2026

	Official Social Media Campaign Launch (3-month campaign)
	The 3-month targeted X digital campaign officially goes live. Launch of initial audience-segmented paid promotions and lead-capture systems using IMEU phase I impact data.
	3rd August 2026

	Market Activation 
	Successful deployment of real-time multimedia coverage (live posting, video clips, event threads) on the SNV Uganda X account during the physical market activation event. Submission of a mid-term brief tracking campaign reach and digital leads collected.
	7th September 2026
(Market Activation event scheduled in September)

	Campaign Closeout & Final Report (End of Month 3)
	Conclusion of the 3-month social media campaign. Submission of the final report evaluating overall analytics, profile engagement, a GESI breakdown of reached audiences, and a ledger tracking all commercial leads transferred to RBF partners.
	3rd November 2026




The social media campaign will run for 3 months, starting in August and ending in November.
· Month 1: 3rd August – 2nd September
· Month 2: 3rd September – 2nd October
· Month 3: 3rd October – 3rd November

The market activation in Jinja is scheduled for September 2026.

Required Qualifications and Expertise - 
The consulting firm must provide verifiable evidence of the following corporate competencies and team skills:
· Corporate Experience: Minimum of five (5) years of registered operations in Uganda delivering integrated public relations, commercial experiential marketing, and digital media management.
· Sector Familiarity: Proven track record of executing successful demand-stimulation or behavioural-change campaigns within the international development, renewable energy, climate advocacy, or agricultural market systems development sectors.
· Technical Capability: Demonstrated proficiency in running sophisticated B2B/B2C digital lead-generation funnels and paid ad architectures, backed by documented case studies of past success.
· Proposed Key Personnel: The dedicated project team must include at least:
· Team Leader/PR Specialist (1): Over seven (7) years of strategic communications experience handling large multi-stakeholder or development programmes.
· Experiential Marketing Manager (1): Proven expert in handling corporate event curation, logistical management, and last-mile community engagement.
· Digital Content Creator / Media Buyer (1): Expert in graphic design, short-form video editing, and advanced ad-platform algorithms.

Evaluation Criteria – 
a) Preliminary Requirements
1. Company profile 
2. Certificate of Incorporation/Registration 
3. Copy of Memorandum & Articles of Association 
4. Valid Trading License 
5. Current Tax Clearance Certificate addressed to SNV (TIN :1000112373)
6. Last 2 years (2024 & 2025) audit reports showing financial soundness to handle the services 

b) Technical Criteria
- The contract will be awarded based on the following criteria:
	Evaluation Criteria. 
	Weight (%)

	Technical criteria (out of a score of 80. One who scores at least 60 will progress to financial evaluation)
	

	Overall Response
Relevant capabilities and experience working with development organisations, agencies, and other entities on similar scopes and creativity/innovation. 
Considerations:
-Completeness of response - (5 marks)
-Overall concord between task order needs and the samples – (5 marks) 
-Credible overall experience and result and quality-oriented proposal - (20 marks)  
	30

	Technical capacity
-Skills (team CVs) and capacity (equipment & software) of the firm to deliver the expected multimedia outputs - (20 marks)

	20

	Technical competencies
Relevant quality of portfolio (20 for photos) for proposed output. Portfolio samples for the referenced outputs specifically should be provided in soft copy.
Considerations:
- Photo quality - (10 marks)
-Production direction and creativity- (10 marks)

	30

	Financial Criteria
	

	Cost-effectiveness and value for money
	20



Reporting Line - The service provider will report to the SNV in Uganda Country Communications Officer, who will be responsible for ensuring the deliverables meet the quality standards required by SNV.

Key Compliance Issues - The consultant or partner must comply with the following key issues during the implementation of the project:
· Adherence to SNV’s Environmental and Social Safeguard requirements.
· Compliance with SNV branding guidelines. 

How to apply
Applications should be sent no later than 30th June 2026 at 5 pm East African time. Any questions requiring clarification shall be sent to the email address above no later than 25th June 2026.
The technical and financial proposal should be sent separately through email: ugandatenders@snv.org. Please include “Proposal for IMEU Public Relations, Marketing and Communication Services”. in the subject.

Disclaimer. 
SNV reserves the right to accept or reject any or all applications submitted. SNV can stop this procurement at any time without the need to explain or extend the deadline for submission once it sees fit. In case you do not hear from SNV within three weeks of the closure of the application process, consider yourself unsuccessful. SNV also reserves the right to reject and cancel this call-in in case any illegal, corrupt, coercive, or collusive practices are noticed. Late applications will be rejected. Please note that viewing, downloading or otherwise using the TOR constitutes acceptance on your part of all the above-noted statements and conditions.
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