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UNITED STATES 2016 OLIVES FROM SPAIN BRIEF 
 

This is a request for a proposal to promote Olives from Spain generically in 
the USA from June to December, 2016. 

 
BACKGROUND ORGANIZATIONS 
 
This promotional campaign is the result of the collaboration between 
Interprofessional Organization of Table Olive (INTERACEITUNA) and ICEX 
Spain Trade and Investment (ICEX).  
 

• INTERACEITUNA represents 100% of the growers, producers and 
packers of table olives in Spain. It has among its main objectives the 
national and international promotion of the concept: Olives from 
Spain.   
 
Since 2007, INTERACEITUNA has carried out generic campaigns to 
promote the brand "Olives from Spain". The various promotional 
activities that have been developed in different countries can be 
found in the section "International Promotion" on the website of 
INTERACEITUNA (www.interaceituna.com).  
 

• ICEX is a public business entity of the Spanish Ministry for the Economy 
and Competitiveness, and is represented in the USA by the Trade 
Commission of Spain in New York. ICEX´s mission is to promote Spain’s 
exports and to support the international expansion of her export 
companies as a way to improve their competitiveness, and attract 
and promote foreign investment in Spain (www.icex.es) 
 

The content developed can be seen at www.olivesfromspain.us. We ask 
that your proposal use the graphic assets and materials already produced 
(creativity, web, video recipes, etc.) as much as possible, only updating, 
adapting and editing them if necessary. 
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GENERAL CAMPAIGN GUIDELINES 

INTERACEITUNA represents 100% of the Spanish table olive sector, and 
includes producers, transformers, and packers. For this reason, all of the 
promotional campaigns are generic and promote the entire "Olives from 
Spain" category, never mentioning or highlighting any specific brand or 
company. 
 
The campaign aims to improve the position, market share, of Spain’s olives 

in the U.S. table olive market against competitor countries (including the 
USA –California-).  
 
The 2016 campaign represents continuity (4th straight year) and will focus on 
consumer and trade audiences. The winning agency will be given two 
creative designs and corresponding high resolution materials (one for 
consumer and one for trade) as follows. The image for the consumer target 
will be tennis player, Rafael Nadal with the tagline: born in Spain, admired 
all over the world, as a clear reference to the product and its origin. In order 
to adapt this creativity to different publication formats we will send to the 
winning agency a Style Manual with instructions on how to use this creativity 
properly. The creative for the trade target will be the one used in the 2014 
and 2015 campaigns, whose main theme is “Sabor”. See ANNEX I: CREATIVE 
THEME CAMPAIGN. Both creative pieces must contain the following logo: 

 
Note: This logo is being gradually incorporated by companies 

on package labels, so that the consumer can connect the 

product with the campaign. However, not all Olives from 

Spain companies are using it yet and some “private labels” 

do not allow producers to use it on the label. This is an issue 

that will be addressed to the winning agency.  

 

The agency will have to provide periodic reports on what was done and 
achieved, and provide quantitative and qualitative analysis of the final 
results obtained from the plan´s specific activities (including #impressions, 
#insertions, with corresponding equivalent dollar value in space obtained in 
corresponding media, traditional and online). In addition, a final written 
recap / wrap up evaluation report will be expected along with samples of 
media results; an evaluation of the results obtained in light of the objectives 
and expectations laid out in the proposed plan; a summary of the 
campaign, and conclusions drawn from what was learned and what could 
be improved. 
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MARKET SITUATION  

US market size of table olives (production + imports) is approximately 
200,000 tons and 600 million dollars, up 8.97% in the last 13 years. Local 
production (California) accounted for 27% of market size in 2015, which is 
gradually being replaced by imports (CA share was 34% in 2003). 
 
Spain is the principle exporter of table olives to the USA; exports have 
remained stable during the last 13 years. Despite the fact that market size 
has increased and local production has decreased, Spain´s market share 
has dropped dramatically, from 44% in 2003 to 39% in 2014. Although the 
situation improved somewhat in 2015 (41% market share) due to the 
decrease in exports from Morocco and Turkey, Greece is still a threat to our 
lead position in the market.  
 

US IMPORTS PER COUNTRY ACCUMULATED+NATIONAL PRODUCTION 
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STRATEGIC PLATFORM 

 
TARGET AUDIENCE 
           
The promotional campaign needs to address the consumer and trade 

audience: 

Consumer: 

1. Foodies: Because of their great interest in new culinary experiences, 
new tastes in exotic, foreign healthy snacks and because they are 
seen as influencers on the general culture. 

2. Hispanics: Focusing on those with a higher education and that 
consume more because of their influence on the broader American 
consumer culture. 

3. Healthy/Sport-loving: since we own the rights to use Rafa Nadal´s 
image this year, we think it would be a good idea to include it in the 
target range of people interested in sports and well-being.  
 

Trade: 

1. Retail buyers at: supermarkets, specialty stores, clubs, foodservice 
buyers for retailers, importers and distributors. 

2. Foodservice buyers and chefs at: restaurants, cafeterias, catering 
companies, hotels, and institutional organizations, R&D departments 
of foodservice operators, importers, distributors all of whom reach 
consumers through their cuisine, recipes and culinary experiences. 

3. Culinary schools: to promote the use of Olives from Spain among chef 
instructors and student chefs. 

 
 
MARKETS 
 
MARKETS: New York, Miami, Chicago, San Francisco, Los Angeles and 
Philadelphia. 
 
Olives from Spain is also seeking to make a “national” statement, through 
appropriate national media opportunities. However the priority is to deliver 
local results in mentioned markets. 
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OBJECTIVE & STRATEGY 
 
Objective:  
 
Increase consumption of Spain’s olives in the USA and gain market share 
from competing countries. 
 
Strategy: 
 
Get consumers to associate olives with Spain, the country of origin, by using 
the positive attributes they have of Spain’s culture and gastronomy. 
  
Build awareness of the wide range of presentations / formats of table olives 
produced in Spain: 
 

- Black Ripe Olives 
- Sliced Black Ripe Olives 
- Queen Olives/ Gordal 
- Green Olives Stuffed with Pimiento 
- Green Olives 
- Stuffed Olives 

 
And the major autochthonous varietals from Spain sold in USA: Manzanilla, 
Hojiblanca and Gordal. Our competitors cannot match our offer in terms of 
range, variety and quality. 
 
MESSAGING CONSIDERATIONS 
 
Product information that may help to develop the proposal is included in 
ANNEX II. 
 
TACTICS: 
 
The proposal must include the following tactics targeted at two audiences: 
 
1.  Targeted at Consumer 
 

1.1. Printed and digital Media Plan. Include health/wellbeing magazines. 
Evaluate whether to include advertorials or ads. It is essential for us to 
maximize the creativity of spokesperson Nadal.  
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1.2. Trade Commission of Spain / Foods from Spain department will 

manage the presence of Olives from Spain at 2 events: Great Match 

New York Oct 5th and Great Match San Francisco (November). All of 

the logistical aspects come under a separate budget which you 

need not consider. Both these events target trade and consumers. 

Agency will have to hire bloggers and /or carry out other 

recommended actions to gain media coverage and visibility online 

and/or in print. You do have to plan and budget for this kind of 

media coverage. 

 

2. Targeted to Trade  

 
2.1. Print and Digital Media Plan. 

 
2.2. Newsletter and Data base. Create 1 newsletter to keep the olive 

sector informed. In previous years we used the tool: “constant 
contact” so we could facilitate access in order to feed the current 
data base and continue to grow it in quantity and quality for future 
use; consider acquiring a data base from professionals. 

 
2.3. Events. IFEC (International Foodservice Editorial Council): Due to 

positive results in 2014 & 2015, we would like to participate again, and 
bring over a chef (preferably one who owns a restaurant) that could 
make a connection with foodservice magazine editors. It is a 
requirement that this chef be included in operator leads. In IFEC, we 
would like to participate in the following activities: 
 
- Meetings with editors (where having an operator leads portfolio is 

mandatory). 
- Learning stations (where having a chef preferably with his own 

restaurant, is a must). 
 

The agency should follow, identify, monitor and have ongoing 
contact with the media before and after IFEC, in order to guarantee 
media coverage / results.  

 
NOTE: the proposal should not use the budget for social media or website 

updates or design. 
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PROMOTIONAL CAMPAIGN PERFORMANCE MEASURES: 

 
1. Monthly impressions delivered by market in various types of Consumer 

media along with their corresponding equivalent dollar value. 
Quantity and quality are important. 

2. Monthly impressions in various types of Trade media along with their 
corresponding equivalent dollar value. Quantity and quality are 
important. 

3. The degree to which proposed media, journalists attend / participate 
in PR events. 

4. Lastly, everything that contributes to Olives from Spain consumption 
and market share.  

 
Note. All these performance measures are equally important.  
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BUDGET: 
 
The maximum budget for this campaign is: $772,000 us dollars (€702.578 
euros).  
 
When you present the budget, clearly separate fees from costs; costs 
should include all estimated expenses and corresponding taxes that may 
apply. No more that 30% of the total budget should be devoted to events.  
 
The overall budget allocation between the consumer and trade targets is 
as follows: 
 
PRIMARY: Consumer. 70% of the total budget: 

 
- Media Plan. 
- Events. 
- Collateral and olives. 

 
SECONDARY: Trade. 30% of the total budget: 

 
- Media Plan. 
- Newsletters.  
- Events. 

 
Note about collateral / materials and olives (product for tasting, gifts, etc.). 
All proposed collateral materials used for design and production during the 
2016 campaign must be listed and itemized, specifying when, where and 
how they would be used (trade and consumer activities / activations). The 
agency must budget the purchase of olives and materials needed for 
repackaging and labeling as determined by proposal requirements, and 
must explain their corresponding distribution and use. 
 
Brands and labels should never be visible to journalists or final consumers as 
this is a generic Olives from Spain promotion.  
 
Note about agency travel Expenses: You have to plan travel costs 
separately from the rest of the budget. 
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PROCEDURE: SCHEDULE, PROPOSALS, EVALUATION CRITERIA AND 
CONTRACT 

 
i. SCHEDULE: 

Activities will be scheduled through December 2016. All billing, invoicing, 
samples, reports must be completed by the end of November 2016. 
 

• Deadline for submitting proposals: April 15th, 2016 before 12 AM EST. 
• All proposals will be presented in New York at the offices of the Trade 

Commission of Spain in New York located at 405 Lexington Avenue, 
44th floor, New York. 

• The Trade Commission of Spain will invite agencies that had 
presented submission to present their proposals during the week of 
April 25th 

• Agencies will have 90 minutes to present their proposal, time will be 
strictly enforced. 

• The Trade Commission of Spain can request up to three of the top 
scoring agencies to present again within the following 2 days. 

• Proposals will be evaluated no later than the week of May 2nd.   
• Agency selection, no later than the week of May 8th. 
• Once agency has been selected (based on the proposal presented) 

it will be asked to meet in order to make any necessary adjustments 
at the request of the Trade Commission of Spain. It should mean the 
possibility of modify the activities set forth in the awarded proposal 
per activation by removing or adding activities offered. Under no 
circumstances the total budget of the awarded proposal will be 
affected.  

• Agency will begin implementing the plan upon signing the contract. 
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ii. PROPOSAL 
 

- The overall proposal should be divided in two broad sections, 
reflecting how it will be evaluated (details in next section): 
 

o Economic proposal where you detail the budget allotted to 
each area of activity and separate third party costs and 
agency fee and in- house work. This should be presented on an 
excel spread sheet. 
 

o Qualitative / technical proposal. Here you detail all the work 
and initiatives that would be planned and executed. Show the 
number of impressions that each activation, media, etc. will 
contribute and its cost. This must be presented in PowerPoint 
and a summary of all numbers in an excel spread sheet. 

 
- The actual staff that will work on the account must be named in the 

document with a breakdown of the time devoted by that individual 
to a specific project / activation, and description of his functions, 
duties and location.  
 
There has to be one Account Director that coordinates the campaign 
and is informed about all parts and aspects therein (including all of 
the different departments involved in the campaign, specifically 
administrative matters), and that keeps direct, continuous 
communication with the client.   

 
- The proposal will have to be presented electronically and in English 

(preferably power point and where appropriate, Excel for numbers). 
A copy of the proposal must be sent via email to INTERACEITUNA 
promocion@interaceituna.es and the Trade Commission of Spain in 
New York newyork@mcx.es. All files should not exceed 4mb in size if 
sent as an attachment; should files be larger, use a file transfer service 
that you can confirm works. 
 

- The proposal has to fulfill the campaign objectives and strategies. 
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iii. EVALUATION CRITERIA 

 
The winning proposal will be the one that offers the best quality – 
price ratio. This will be determined as follows: 

 

 
 
 

 EVALUATION CRITERIA POINTS  

 Economic Evaluation of proposal 40 

1 
Agency Fee clearly identified and separated from third party 
costs. Lowest Agency Fee receives highest points. 

20* 

2 

Cost of activities excluding fee. Evaluating committee will analyze 
the proportion of costs assigned to third party vendors in relation 
to those that agency can carry out in house at a lower cost. 
Should Agency execute more work internally at a lower cost 
compared to an outside vendor, more points will be assigned to it.  

20* 

 Qualitative evaluation of proposal 60 

3 Total number of Impressions delivered by proposal. Quantity and 
quality of impressions will be evaluated by Committee.  

10* 

4 
Quality of the impressions and its relevance and impact with the 
campaign targets. 

20 

5 Novelty and relevance of ideas presented. 10 

6 
Detail provided in description of proposed actions which 
demonstrates that proposal is achievable and adjusted to the 
campaign targets. 

10 

7 
Office and staff based in the USA. 10 

 Total Points 100 

 

   
* Proportional system will be applied in assigning points to economic 

evaluation and to impressions delivered. The starting point will the agency 

that scores top points, from there all others will be assigned proportionate 

points in relationship to their proposed budget. 
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iv. CONTRACT 

Once the Agency has been selected for this campaign, a contract will be 
signed between the Trade Commissioner of the Trade Commission of Spain 
in New York (on behalf of ICEX and INTERACEITUNA) and the Agency.  

This contract will set out the terms and conditions of the campaign and will 
detail the period of appointment, the activities to be carried out, fees and 
expenses payable, payment terms, amongst other things. 

The contract may be extended for a maximum period of four years on a 
yearly basis, calculated from de initial contract, if contract parties expressly 
agree to this. 

At time of preparing and signing the contract, administrative requirements 
for billing and substantiating the execution of activities will be 
communicated. ICEX / Trade Commission does not pay any advances. 

No expense can be incurred before the date of signature of the 
corresponding contract. 

The contracted proposal cannot be assign, transfer or sub contracted to 
another agency.  

 
 

INFORMATION 

 
Any question you may have concerning this brief, please contact 
nuevayork@comercio.mineco.es with the heading “UNITED STATES 2016 
OLIVES FROM SPAIN BRIEF” in the subject line of the message 

 
In Madrid, 30 of March, 2016 

 
 
 
 
 
 

Francisco Javier Garzón Morales 
Chief Executive Officer 
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ANNEX I: CREATIVE THEME 2015 CAMPAIGN. 
 
 

1. Consumer 
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2. Trade 
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ANNEX II:  INFORMATION ABOUT THE PRODUCT 

 

History and tradition: Olive trees have grown in Spain since the first century 

as part of the landscape and food culture of our country.  Spain´s climatic 

conditions and nutrient-rich land deliver unmatched quality to the fruit. 

Olives are part of the culture of our country and take on a social aspect 

when interacting with family and friends. 

Leadership and quality: Spain leads the world in production and export of 

table olives at 22% and 40% respectively (average for the last 5 years). This 

leadership is thanks to the good job done by our farmers and the fact that 

we have the most modern and advanced industries in the world, which 

gives us high ratings in food safety and control. 

Broad Spanish offer:  Spain produces and exports a wide range of olives to 

the United States: different varieties (i.e. Manzanilla, Hojiblanca, Gordal, 

etc.); types (green and black); packaging (cans, glass jars, plastic 

containers, large formats for professionals, etc.); and numerous formats 

(whole, pitted, sliced, seasoned, crushed, more than 80 kinds of fillings, 

etc.). 

Versatility: Table olives are a very versatile food that can be consumed as a 

snack and as an ingredient in several preparations beyond their common 

use in pizzas, salads and sandwiches. Since olives are one of the few fruits 

that contain the four basic tastes, they can be easily integrated into other 

dishes such as sauces, pastas, meats, fish, rice and even desserts. 

Accessible product: Table olives can be found in different formats and 

presentations in any establishment.  Any household can afford them and 

they are easy to store. 

Nutrition and health: Olives are the natural source of olive oil, an essential 

ingredient of the Mediterranean Diet. The caloric content of olives is 3 or 4 

times less than other industrial snacks. Olives contain healthy nutrients such 

as vitamins, minerals, oleic acid, fiber, etc. 


