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1.0 ITN Objective  

The Florida Tourism Industry Marketing Corporation, d.b.a. VISIT FLORIDA (referred 
throughout this competitive procurement as VISIT FLORIDA) is the issuer of this 
Invitation to Negotiate (ITN). This document was created to provide potential 
respondents with the information necessary to respond completely and accurately to 
VISIT FLORIDA’s desire to measure the effectiveness of VISIT FLORIDA’s integrated 
marketing efforts and return on investment (ROI) as measured by the effectiveness of 
VISIT FLORIDA’s efforts in bringing visitors to the state and tax dollars generated in the 
state. The measurement and tracking will cover all paid VISIT FLORIDA advertising on 
traditional channels as well as digital, social and native. The goal is to have an ROI on 
all paid media. 
 
These measures will be of domestic U.S. consumer audiences only. 
 
The anticipated length of this agreement is 12 months with a possible extension for two 
annual 12 month renewals.  
 
In the event that negotiations fail to result in a binding contract, VISIT FLORIDA retains 
the right to re-open negotiations with other ranking proposer(s) until a mutually 
beneficial relationship is secured. VISIT FLORIDA reserves the right to partial award the 
ITN to more than one vendor. 
 
VISIT FLORIDA will consider partial replies for certain services as detailed below in 
Section 3.1. 
 

2.0 VISIT FLORIDA Overview 

VISIT FLORIDA is the State of Florida’s official tourism marketing corporation and 
serves as the official source for travel planning to visitors across the globe. VISIT 
FLORIDA is not a government agency, but rather a not-for-profit corporation created as 
a public/private partnership by the Florida Legislature in 1996.  VISIT FLORIDA was 
one of the first public private partnerships in the country and has been repeatedly 
recognized as one of the leading destination marketing organizations (DMOs) in the US. 
 
To review our 2014-2015 Annual Report, please click here. 
 
To review our 2016-2017 Marketing Plan, please click here. 
 
To review our 2020 Strategic Plan, please click here. 
 
As the state’s number one industry, in 2015, tourism was responsible for bringing more 
than 106 million foreign and domestic visitors to Florida. The industry employed more 
than 1 million Floridians. VISIT FLORIDA receives state funding. For every $1 spent on 
tourism marketing, VISIT FLORIDA generated more than $3.20 in tourism spending. 

http://www.visitflorida.org/about-us/what-we-do/annual-reports/
http://www.visitflorida.org/about-us/what-we-do/marketing-plan/
http://www.visitflorida.org/about-us/what-we-do/strategic-plan/
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(According to the Florida Office of Economic & Demographic Research, found at 
http://edr.state.fl.us/Content/returnoninvestment/Tourism.pdf)  
 
The focus on this ITN is measuring Florida’s domestic audience. Florida received 91.3 
million domestic visitors in 2015. More than half (57%) of Florida’s domestic visitors 
travel to by non-air means (primarily private auto), but due to the large number of 
airports another 43 percent of visitors arrive by air. Over half (56%) of Florida’s 
domestic travelers originate from 10 states, including New York, Georgia, Texas, 
Pennsylvania, Ohio, New Jersey, Michigan, Illinois, North Carolina and Alabama. 
Among those states, VISIT FLORIDA heavily targets its paid media in the following 
DMAs: New York City; Atlanta; Chicago; Boston; Washington DC, Philadelphia; and 
Dallas. The majority of Florida’s visitors are leisure visitors, 89 percent, with half 
traveling for a vacation or getaway weekend. The focus of our paid marketing is on the 
domestic market and on leisure travel. As a mature destination the more than 4 out of 5 
visitors to the state have been here before, with almost half taking more than one trip to 
the state in a year. 
 
It is important to note Florida tourism industry investment in VISIT FLORIDA programs 
significantly increases the impact of VISIT FLORIDA marketing. The ability of the 
organization to impact consumer travel is more than tripled by its unique public/private 
partnership and the investment of the Florida tourism industry. VISIT FLORIDA places a 
high priority on creating programs that merit Florida tourism industry support.  
 

3.0    Program Overview and Background  

VISIT FLORIDA is seeking a research company to measure the effectiveness of VISIT 
FLORIDA’s integrated marketing efforts and return on investment as measured by the 
effectiveness of our efforts in bringing visitors to the state and tax dollars generated in 
the state. The measurement and tracking will cover all paid VISIT FLORIDA advertising 
on traditional channels as well as digital, social and native. The goal is to have an ROI 
on all paid media. 
 
The main research objectives: 

 An on-going tracking of VISIT FLORIDA’s marketing efforts to evaluate its 
effectiveness. 

o Tracking of Florida’s top-of-mind awareness as a vacation destination 
among consumers and recall of VISIT FLORIDA paid advertising efforts. 

o Evaluate reactions to creative executions and whether they clearly and 
effectively communicate key messages. 

o Determine how the paid efforts on the different channels work together to 
motivate visitation as well as provide insight and recommendations on 
how the media mix can be adjusted for greater impact. 

o Examples of our paid media channels: digital display, e-mail, digital video, 
native, social, print, out-of-home, radio, broadcast and cable television. 

 

http://edr.state.fl.us/Content/returnoninvestment/Tourism.pdf
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 An annual Return-On-Investment measurement tying the marketing efforts to 
actual visitation to the state and converting visitors’ spending to taxes generated 
for the state.  

o Identify the travel characteristics of these visitors, including whether they 
stayed longer and spent more. 

 
The target population for the surveys will be active travelers defined as: 

 Those that live in the continental United States and for some elements 
those that live in states east of the Mississippi and Texas. Does NOT 
include Florida residents. 

 Have traveled in the past year for leisure, traveling more than 100 miles 
away from home and stayed more than 3 nights in paid lodging 

 Makes the travel decisions for the household. 
 
Optional items to address in the proposal: 

 If you have a methodology that can capture the impact of earned and owned 
media on visitation and intent to travel and the interplay between the three 
elements of paid, owned and earned on actual visitation. 

o Owned Media: VISIT FLORIDA.com, Instagram, Facebook, Twitter, 
Pinterest, and YouTube. 

o Earned Marketing Efforts: journalist/blogger articles and stories. 
 

 VISIT FLORIDA has several sponsorships to target sub-segments of visitors and 
inspire them to visit. If your company as a unique ability to capture the impact of 
the sponsorships in elevating other marketing messages and trips to the state. 
 

 VISIT FLORIDA does a lot of co-op marketing with other destinations in the state. 
If you have a methodology that can capture the value of the co-op advertising in 
bringing visitors to the state please detail it in your response. 
 
 

3.1 Project Timeline  
This would be a year-round ongoing tracking study---measuring paid media from 
September 2016 through the summer of 2017. 
 

4.0 Proposal Instructions and Administration 

This document was created to provide all potential vendors with the information 
necessary to respond completely and accurately to this ITN. We request that each 
participating agency submit a proposal that addresses the needs outlined in this ITN. 
 
This ITN represents the best effort of VISIT FLORIDA to document its requirements for 
this project.  VISIT FLORIDA reserves the right to adjust the specifications or scope of 
effort stated in this ITN.  In the event that any modifications are necessary, VISIT 
FLORIDA will notify all vendors remaining in consideration via a written addendum to 
this ITN.  VISIT FLORIDA will notify those vendors not selected for contracting in 
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writing. 
 
VISIT FLORIDA is looking to make a “best-value” decision during this process.  And, 
although cost is a critical part, we consider the quality of service, staff and 
professionalism, pro-active/creative thinking, and customer commitment to be extremely 
important factors in making our final decision.  Our requirements are business-driven, 
and our decision will be based on the perceived ability of your product(s) and 
employees to fulfill these requirements. 
 
After the initial evaluation, VISIT FLORIDA may contact a short list of vendors to 
request they formally present their solution, or they may be asked to submit additional 
information and/or recommendations as amendments to their initial proposal.   
 
VISIT FLORIDA is under no obligation to reveal how a vendor proposal was assessed 
or to provide specific feedback information.  Further, VISIT FLORIDA is not obligated to 
reveal specific information about its decision-making process.  VISIT FLORIDA is 
committed to fairness, objectivity and impartiality. 
 
The issuance of this document and the receipt of the information in response to this ITN 
will not in any way cause VISIT FLORIDA to incur liability or obligation to you, financial 
or otherwise.  VISIT FLORIDA assumes no obligation to reimburse or in any way 
compensate you for expenses incurred in connection with your response to this ITN. 
 
VISIT FLORIDA reserves the right to use information submitted in response to this 
document in any manner it may deem appropriate in evaluating the fitness of the 
services proposed.   If the submitted response contains information that the respondent 
believes constitutes trade secrets, intellectual property, proprietary information, or 
information protected by a specific statutory exemption, the information should be 
clearly identified with particularity and marked confidential.  If confidentiality is requested 
but cannot be afforded, the respondent will be notified and will be permitted to withdraw 
its proposal. Additionally and at its discretion, VISIT FLORIDA agrees to maintain 
confidentiality of any product information developed by and offered by the respondent.   
 

5.0    ITN Timeline 

The following schedule highlights key milestones and dates. This schedule is subject to 
change at our sole discretion including abandonment of the process. 
 

Item # ITN Activity Completion Dates 

1 ITN Issued September 20, 2016 

2 Questions due to VISIT FLORIDA October 3, 2016 

3 VISIT FLORIDA Response to questions due October 10, 2016 

4 ITN Responses Due October 24, 2016 

 
Proposals must be submitted no later than close of business (5PM EST) on the date 
specified in the Timeline. Late submissions will not be accepted.  
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Proposals should be submitted electronically via email to: 
 

Heather Collins, Senior Contracts Manager  
contractsteam@visitflorida.org 
Subject Line: Integrated Marketing Effectiveness 
 

VISIT FLORIDA will notify each agency that their proposal has been received via email.  
Please be sure to include your email address with your proposal.  It is mandatory that all 
questions and requirements stated in this ITN are addressed completely. 
 

5.1    Questions from Vendors 
To ensure that all potential vendors have accurately and completely understood the 
service requirements, VISIT FLORIDA will accept written questions up until 5PM EST 
as outlined in the Timeline. If you have questions, you should submit them via email to 
contractsteam@visitflorida.org. Include the ITN section reference, if appropriate, with 
your questions.     
 
VISIT FLORIDA will respond to questions received by 5PM EST as outlined in the 
Timeline. VISIT FLORIDA will provide a copy of the question and response, to access 
them please click here. 
 

6.0 Proposal Format 

To ensure timely and fair consideration of your response, respondents are being asked 
to adhere to a specific response format, which is described in the following table.  VISIT 
FLORIDA reserves the right to ask any clarification questions and request additional 
information. 
 

No. Proposal Section Content/Deliverables 

1. Authorization Letter and 
Signature 

Under the signature of an authorized Agency 
representative, provide the names of 
individuals authorized to represent and 
negotiate the Agency’s products and services.  

2. Table of Contents No explanation required. 

3. Executive Summary High-level summary of the most important 
aspects of your proposal, including a short 
explanation as to your qualifications.   

4. Vendor Overview 
 

Respond to questions presented in Section 7 
of this ITN. 

5. Vendor Capabilities Respond to questions presented in Section 8 
of this ITN. 

6. Pricing Respond to Section 9 of this ITN. 

 

mailto:contractsteam@visitflorida.org
mailto:contractsteam@visitflorida.org
https://visitflorida.box.com/s/ca89cbm3si531t57losbrzy0084vb4u4
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7.0 Vendor Overview 

A. Provide Vendor name, mailing address, and phone number. 

B. Brief background on the Vendor. Include your company’s experience with 
marketing effectiveness studies and what makes your organization uniquely 
qualified for this project. Please also provide specific examples of similar 
projects, especially in tourism and hospitality. 

C. Detail company location that will be used to support the VISIT FLORIDA account 
and the business nature of the location’s operation.  
 

D. Describe commitment and procedures in delivering flawless service to your 
clients to ensure the quality and consistency of the data we receive. 

 
E. Provide contact information for at least three current clients that VISIT 

FLORIDA can contact.  For each reference, please indicate the following: 

 Contact Name and Title   

 Contact Vendor Name 

 Contact Phone Number   

 Industry of Client 

 Service Description    

 Length of Relationship 

 A brief synopsis of the project 
 

F. List any experience with projects similar to one in this proposal or any done for 
other travel entities. 

8.0 Vendor Capabilities 

A. Provide detailed information on your survey panel, including how members are 
recruited, coverage, sample methodology, representativeness, survey frequency, 
and how it is maintained and kept current. Please also indicate any calibration 
used to make the sample more statistically representative of the U.S. population.   

B. Provide the lead time for adding ads and revising the questionnaire since we are 
always actively negotiating and changing our media and advertising.  

C. Provide the experience of all the members who will be assigned to this project, 
their professional credentials, and how much of the project is expected to be 
contributed to by each person.  

D. Provide a schedule, timeline, and cost for conducting the surveys over a 12 
month period and anticipated deliverables assuming we can begin the project 
early November 2016. 

 

8.1  Questions 
A. What is your methodology for capturing visitation to the state and calculating the 

return on investment to the state?  
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B. Are you using a consumer panel? Who is your panel provider? How is the panel 

populated and maintained?  
 

C. Can you provide a preview of your online surveying tool? Please provide an 
example of your online tool. 
 

D. Have you worked in the tourism/hospitality field? If yes, please provided a case 
study(ies).  
 

E. How do you typically report your findings?  Please provide an example of your 
report. 
  

F. Provide examples of when you have presented findings to a government entity. 
 

G. What organizational methods do you use to provide your data?  Will you create a 
report that is unique to our needs and a dashboard of the most relevant aspects? 
Please provide an example of your dashboard. 

 

9.0  Pricing Information 

VISIT FLORIDA requests each agency to provide detailed pricing for account 
management and fees for services outlined in the ITN. Pricing must be fully 
comprehensive, and complete. Explain how you approach a pricing structure: hourly, 
milestones, retainer or another model. Additional information and backup detail should 
be included as appropriate with your proposal.   
 

10.0  Contract 

The contract terms shall be defined by a written agreement, which shall be binding 
when fully executed by both parties.  Any responses to the ITN will be incorporated by 
reference in each written agreement and will become an integrated part of the final 
contract.  Agreements will be customized through negotiations, and VISIT FLORIDA’s 
basic terms and conditions and business requirements will be embodied in this contract.  
 
The desired relationship is one marked with a commitment to consistent quality service 
and continual improvement for the contract processes and services.  Therefore, any 
final agreement will include specific service level and performance standards 
requirements.   
 
Other Contractual Considerations: 

 
A. The Agency will be required to utilize the U.S. Department of Homeland Security’s E-

Verify system to verify employment of all new employees hired by the Agency during the 
contract terms pursuant to State of Florida Executive Order No. 11-116. Also, Agency 
shall include related subcontracts a requirement that subcontractors performing work or 
providing services pursuant to this contract utilize E-Verify system to verify employment 
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of all new employees hired by the subcontractor during the term of contract.  
 

B. The Agency shall, at its own cost during the term of this relationship, maintain liability 
insurance of at least $1 million covering claims or suits arising out of Agency’s services. 
 

 
 


