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Are you interested in doing
business with the City of Austin?

We are here for you!
City of Austin

Purchasing Office
Vendor Registration

512-974-2018
VendorReg@austintexas.gov

www.austintexas.gov/department/purchasing
For information on the City of Austin’s Minority/

Women-Owned Procurement Program please contact the
Small & Minority Business Resources at 512-974-7600
or visit www.austintexas.gov/smbr.

Travis County Healthcare District
d/b/a Central Health

1111 E. Cesar Chavez Street
Austin, TX 78702

RFQ 2204-004 A/E Services for the
Central Health Enterprise Headquarters

& Multi-Purpose Care Site Center
Due Date: 6/23/2022 by 2:00 PM CT

Central Health is seeking a highly qualified
Professional A/E firm who is able

to demonstrate collaborative
experience in ambulatory healthcare,

adaptive reuse, and professional
office interiors design and development.

Project location: The former Sears and Roebuck
retail store located at

Hancock Shopping Center,
1000 41st Street, Austin, Texas.

Ordering Instructions:
Package can be downloaded from:

https://prod.bidsync.com/central-health, OR
http://www.centralhealth.net/finance/purchasing

OR http://www.txsmartbuy.com/sp

Congressional Black Caucus Members Push Biden
Administration on Advertising with Black Media

By Stacy M. Brown,
NNPA Newswire
Senior National
Correspondent

@StacyBrownMedia

In April, dozens of federal agencies launched plans for more equity to open federal programs to more people
and reduce racial disparities caused by government decisions. (Photo: iStockphoto / NNPA)

(NNPA) - Four years
after D.C. Democratic
Congresswoman Eleanor
Holmes Norton publicly
condemned federal agen-
cies after a Government
Accountability Office re-
port revealed they spend
very little of their adver-
tising dollars with Black-
owned media, another
member of the Congres-
sional Black Caucus has
openly aired the con-
cerns.

“The federal govern-
ment spends billions of
dollars a year in paid ad-
vertising. However, the
federal government’s pro-
cess for allocating adver-
tising dollars fails to rec-
ognize and value the
unique relationship that
Black-owned media have
with their audiences,”
Georgia Democratic Rep.
Hank Johnson wrote in a
letter to President Joe
Biden.

 Co-signed by
Norton, Barbara Lee (D-
Calif.), Val Demings (D-
Fla.), and 34 other mem-
bers of Congress, the let-

ter pointed out that the
standard process for
spending federal advertis-
ing dollars consists of giv-
ing a prime contract to a
large White-owned ad-
vertising agency with the
stipulation that the
agency includes a
multicultural agency as a
subcontractor.

 “However, the
prime contractor controls
how much money goes to
the subcontractor and
how that subcontractor
spends that money,”
Johnson wrote.

“This routinely re-
sults in a smaller fraction
of federal dollars going to
the subcontractors. And,
when the subcontractor
does get to spend money,

it is usually directed to
spend that money with
Black-targeted media and
not with Black-owned
media.”

He asserted that
“successful Black busi-
nesses hire and promote
Black Americans at a
much higher rate than
other businesses. They
are, consequently, the key
to building successful
Black communities.”

In 2018, Norton
commissioned a GAO re-
port that revealed that
the federal government
spent more than $5 bil-
lion on advertising over
five years. Still, Black-
owned businesses re-
ceived only $51 million, or
1.02 percent of those

funds.
“I will work with mi-

nority publishers to press
[my colleagues] in Con-
gress to demand greater
spending on minority-
owned outlets to reach
minority audiences that
most traditional outlets
do not,” Norton stated
during a 2018 news con-
ference with members of
the National Newspaper
Publishers Association on
Capitol Hill.

“The GAO report
showed, as we expected,
that the federal govern-
ment has a long way to go
to ensure equal opportu-
nities for minority-owned
news outlets,” Norton
continued.

“As the nation’s larg-

est advertiser, the federal
government has an obli-
gation to provide adver-
tising opportunities to
news outlets and media
companies owned or
published by people of
color.”

In April, dozens of
federal agencies launched
plans for more equity to
open federal programs to
more people and reduce
racial disparities caused
by government decisions.

“Advancing equity is
not a one-year project. It’s
a generational commit-
ment,” Biden stated.
“These plans are an im-
portant step forward, re-
flecting the Biden Harris
administration’s work to
make the promise of
America real for every
American, and I mean ev-

ery American.”

In the Johnson-led
letter, members of Con-
gress have issued a re-
quest for Biden Adminis-
tration to investigate and
report back complex data
on “the process by which
they grant advertising
contracts, and how they
oversee those contracts
after they are granted.”

“The federal govern-
ment spends billions of
dollars a year in paid ad-
vertising. However, the
federal government’s pro-
cess for allocating adver-
tising dollars fails to rec-
ognize and value the
unique relationship that
Black-owned media have
with their audiences,”
Johnson wrote.Tiffany Haddish talks about her first children’s

book and the importance of playing ‘make-believe’

(THEGRIO STAFF) - Tiffany Haddish has re-
leased her first children’s book titled Layla, the Last
Black Unicorn, and is speaking out about what she
hopes kids will learn from the inspiring story.

As reported by PEOPLE, the tale centers on a
child named Layla as she navigates her first year at
school. Released this week, the book is co-authored
by Jerdine Nolen, author of the Coretta Scott King
Honor Book Thunder Rose.

“She has her issues fitting into this whole new
world,” Haddish tells the publication about Layla.
“But in trying to be something she’s not, she real-
izes, I can just be myself — and it pays off to be who
you are.”

Per She Knows, Kirkus Reviews called Haddish’s
latest effort, “A winner on many levels,” saying, “The
colorful, cartoon-style illustrations show refreshing
diversity in the world of fantastical beings, and the
striking black unicorn will do wonders for cultural
perceptions of beauty.”

Layla, the Last Black Unicorn is about self-dis-
covery and self-acceptance, which Haddish says is
something “everyone grapples with.”

“I think it’s so important to play make-believe,”
said Haddish. “And to be able to tell your story

through another character’s eyes – through some-
one else’s life – is really awesome. That’s why I cre-
ated Layla, the last Black unicorn.”

The title of the book continues the unicorn
theme that Haddish established in her previous
book. The comedian released a collection of per-
sonal essays in 2019 titled The Last Black Unicorn
which became a New York Times bestseller.

“I hope that kids share it with each other and
trace the pictures and retell the story over and over
in their own way,” she said of her current effort.

“I hope parents are able to have great conver-
sations with their kids and maybe bring up certain
things like, ‘Would Layla do that? How would Layla
want to do that?’ ” Haddish said. “I would love for
something like that to happen.”

Haddish plans to release a young adult book
later this year, according to the report. In the mean-
time, she remains focused on her pursuit to adopt
a child.

“I’m gonna ask for the ones that don’t get
adopted,” she said. “That’s who I want to look out
for – ’cause I know what it feels like to feel like no-
body wants you. And that’s the worst. That’s a whole
other book,” she tells PEOPLE.

Tiffany Haddish attends the 51st
NAACP Image Awards on Feb. 22,
2020, in Pasadena, California. (Photo
by Leon Bennett/Getty Images for BET)


