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1.0 ITN Purpose 
The purpose of this Invitation to Negotiate (ITN) is to solicit proposals from an agency to support 
VISIT FLORIDA’s brand campaigns and ad hoc marketing initiatives by providing strategic insights, 
creative consulting and editorial expertise specifically focused on Domestic Hispanic audience.  The 
selected agency will provide services to VISIT FLORIDA for 3 to 5 years.  The agency must have a 
presence in Florida.  

2.0 VISIT FLORIDA Overview 
VISIT FLORIDA is the State of Florida’s official tourism marketing corporation.  VISIT FLORIDA 
has been repeatedly recognized as one of the leading destination marketing organizations (DMOs) in 
the United States. 

To review our 2015-2016 Annual Report, please click here. 
 
To review our 2016-2017 Marketing Plan, please click here. 
 
To review our 2020 Strategic Plan, please click here. 
 
To view our consumer website, please click here. 
 
To view our business to business website, please click here. 
 

VISIT FLORIDA is a public-private partnership that receives funding from the State of the Florida, 
and is required to match each public dollar it receives with a contribution from a non-state source.  
This is currently accomplished through the following four methods: 

1. Direct cash contributions, which include, but are not limited to, cash derived from strategic 

alliances, contributions of stocks and bonds, and partnership contributions. 

2. Fees for services, which include, but are not limited to, event participation, research, and 

brochure placement and transparencies. 

3. Cooperative advertising, which is the value based on cost of contributed productions, air time, 

and print space. 

4. In-kind contributions, which include, but are not limited to, the value of strategic alliance 

services contributed, the value of loaned employees, discounted service fees, items contributed 

for use in promotions, and radio or television air time or print space for promotions. The 

value of air time or print space shall be calculated by taking the actual time or space and 

multiplying by the non-negotiated unit price for that specific time or space which is known as 

the media equivalency value. In order to avoid duplication in determining media equivalency 

value, only the value of the promotion itself shall be included; the value of the items 

contributed for the promotion may not be included. 

 

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/
http://www.visitflorida.com/en-us.html
http://www.visitflorida.org/
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The selected agency will be expected to play a role in the development of campaigns and/or creative 
executions that support VISIT FLORIDA’s co-op initiatives.  

3.0 ITN Objectives  
VISIT FLORIDA is seeking an agency to work in conjunction with VISIT FLORIDA as well as 
VISIT FLORIDA’s roster of agencies to ensure general marketing and ad hoc campaign efforts are 
effective and relevant to maintaining and growing the Domestic Hispanic visitation to Florida. The 
selected agency will provide consultation for VISIT FLORIDA for the next 3 to 5 years.  VISIT 
FLORIDA’s objectives include:  

 Selecting an agency that will develop a research based strategic plan to effectively target the 
Domestic Hispanic audience; 

 Selecting an agency that can develop ad hoc projects that will expand and deepen consumer 
engagement with the Florida travel brand; 

 Selecting an agency that can provide insights to VISIT FLORIDA and VISIT FLORIDA’s 
roster of agencies to curate content for the Domestic Hispanic audience; 

 Selecting an agency that can translate the look, feel and messaging of  VISIT FLORIDA’s  
consumer brand(s) for the Domestic Hispanic segment; 

 Selecting an agency that can provide translation services for efforts related to the Hispanic 
audience as necessary 

 Selecting an agency that will provide public relations services to VISIT FLORIDA; 

 Selecting an agency that will successfully partner with VISIT FLORIDA’s tourism industry 
partners; 

 Selecting an agency that can maximize the value of VISIT FLORIDA campaigns and operate 
as an extension of the VISIT FLORIDA team; and 

 Selecting an agency that utilizes cutting edge platforms and solutions capable of meeting VISIT 
FLORIDA’s overall objectives: (1) increasing visitor volume to Florida year over year; (2) 
maximizing visitor spend; and the legislative mandated one-to-one match of public investment 
to private industry match. 

3.1 VISIT FLORIDA’s Audience 
VISIT FLORIDA’s audience includes: 

 The Florida tourism industry at large (for partnership and cooperative advertising purposes); 

 Consumers in the United States, Canada, and select international markets (currently through 
the consumer brand, “Must be the Sunshine”);  

 Florida residents (currently through VISIT FLORIDA’s “Share a Little Sunshine” campaign, 
which is designed to leverage social networks to reach outside of Florida); 

 Decision-makers in the meetings and convention industry around the world; and 

 International travel trade professionals. 

More information can be found in our Marketing Plan (see section 2).   
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3.2 The Florida Brand and the VISIT FLORIDA Brand 
Florida has been promoted as a tourism destination for more than a hundred years by a variety of 
visitors and tourism businesses.  Throughout its history, three themes have repeatedly emerged: (1) 
the sun; (2) fun; and (3) freedom.   

In the 1950s, state license plates began proclaiming Florida as the “Sunshine State,” and Florida’s 
brand identity began to coalesce.  Consumers now know that in Florida they will find sunshine any 
time of year, and will always enjoy vacations that let them experience and share their own internal 
“sunshine state.”  Expressed visually, this is communicated through: bright and sunny landscapes; 
open vistas; sunny smiles and bright visages; settings that are bright and brilliant where visitors feel 
vibrant and alive as they give over to their own “sunshine state of mind.” 

Key VISIT FLORIDA Brand Attributes:  

Visual:  bright open expanses, vivid colors, and a sense of movement and excitement.  

Tone: passionate, fun, quirky and playful. 

Characteristics: exciting and sensual in a believable way 

Personality Snapshot: Florida is the exotic girl next door, exciting and approachable, with a 
quirky sense of humor.  

Key Attributes: honesty, trustworthiness, and an authoritative source for information.  

4.0  Scope of Work  
The selected agency must: 

A. Partner with VISIT FLORIDA as well as VISIT FLORIDA’s contract agencies to 
create effective brand strategies and build advertising campaigns as it related to the 
Domestic Hispanic audience.  

B. Assist VISIT FLORIDA with crisis management (e.g., hurricane response).   
C. Produce industry Point of View (POV) position papers covering relevant advertising, 

communications and trends, identify how these trends affect VISIT FLORIDA 
strategies, and recommend a course of action. 

D. Participate in the development of creative materials that increase the impact of VISIT 
FLORIDA marketing efforts in this segment.  These services must include, but need 
not be limited to: 

 Planning, consulting and presenting creative guidance to VISIT FLORIDA 
and VISIT FLORIDA’s contracted agencies on the adaptation of the Florida 
brand for the Domestic Hispanic audience. 

 Editorial services such as translation services, copywriting, fact-checking, 
proofreading and editing materials. 

E. Collaborate with VISIT FLORIDA and VISIT FLORIDA’s contract agencies (e.g., 
digital media buying agency, social media buying agency, project agencies, multicultural 
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consultants, and freelance contractors as necessary) to translate brand creative across 
different channel executions to reach the Domestic Hispanic audience.   

F. Develop dedicated and co-operative advertising programs that target the domestic 
Hispanic market. These services could include, but need not be limited to:  

 Planning, negotiating and buying media  

 Production of creative assets, in alignment with VISIT FLORIDA’s consumer 
brand, to fulfill the program needs 

 Securing partner participating in co-operative programs including the client 
services, production and billing to fulfill program 

G. Provide insights that increase the relevance of VISIT FLORIDA content to the 
Domestic Hispanic audience. This includes recommendation of story and feature 
concepts for VISIT FLORIDA’s editorial team and participation in VISIT 
FLORIDA’s social media efforts. 

H. Provide public relations services to VISIT FLORIDA, which may include press 
outreach, working with influencers, and advising VISIT FLORIDA. 

I. Provide event strategy, support and on-site support of any Domestic Hispanic related 
events executed by VISIT FLORIDA and the agency 

J. Provide support to VISIT FLORIDA’s promotions team, which may include outreach 
to potential promotional media partners and brands as well as recommendations on 
consumer promotions concepts for the audience. 

K. Observe market research, demographic data, and data relating to the effectiveness of 
past and present campaigns. 

L. Provide periodic reporting as requested or required by VISIT FLORIDA for its own 
reporting to external auditors and the State of Florida. 

M. Obtain written authorization in advance of all work and bill VISIT FLORIDA 
monthly with detailed supporting documentation attached to all invoices.   

 
The selected agency must have a presence in Florida.  The scope of work is subject to change pending 
final negotiations, but VISIT FLORIDA expects this section to serve as the starting point for crafting 
the final contract terms.  

5.0 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 interested vendor submit a proposal 
containing the content described in Section 7.  
 
VISIT FLORIDA reserves the right to adjust the specifications herein.  In the event that any 
modifications are necessary, VISIT FLORIDA will notify all vendors via a written addendum to this 
ITN.   
 
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 
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submitted in response to this document in any manner it deems appropriate.  
 
VISIT FLORIDA is under absolutely no financial obligation to any respondent until and unless the 
agency is selected and executes a contract with VISIT FLORIDA.  
 
SENSITIVE INFORMATION:  VISIT FLORIDA ADHERES TO FLORIDA’S PUBLIC 
RECORDS LAW.  THE CONTENTS OF ALL RESPONSES THAT ARE SUBMITTED WILL 
CONSTITUTE A FLORIDA PUBLIC RECORD AND WILL BE PROVIDED BY VISIT 
FLORIDA TO ANYONE UPON REQUEST.   

ANY INFORMATION THAT CONSTITUTES A TRADE SECRET OR PROPRIETARY 
CONFIDENTIAL BUSINESS INFORMATION UNDER FLORIDA LAW (LINK) MUST BE 
MARKED “CONFIDENTIAL—TRADE SECRET” OR “CONFIDENTIAL—PROPRIETARY 
CONFIDENTIAL BUSINESS INFORMATION” AT THE TIME IT IS RECEIVED BY VISIT 
FLORIDA.   

ONLY THOSE SPECIFIC PORTIONS OF THE PROPOSAL CONTAINING PROTECTED 
MATERIAL SHOULD BE MARKED.  THE ENTIRE PROPOSAL SHOULD NOT BE 
MARKED.  VISIT FLORIDA CANNOT WITHHOLD ANY CONTENT NOT MARKED 
CONFIDENTIAL IF IT RECEIVES A PUBLIC RECORDS REQUEST.  

RESPONDENTS SUBMITTING PROPOSALS WITH PROTECTED INFORMATION 
SHOULD SUBMIT TWO COPIES, A CLEAN COPY, AND A COPY WITH PROTECTED 
INFORMATION REDACTED.  BOTH COPIES MUST BE MARKED AS DESCRIBED 
HEREIN.  THE REDACTED COPY WILL BE PROVIDED BY VISIT FLORIDA TO THE 
PUBLIC IN THE EVENT A PUBLIC RECORDS REQUEST IS MADE. 

6.0 ITN Timeline 
The following schedule provides you with the key events and their associated completion dates: 

Activity Dates 
Announce Procurement April 26, 2017 
Deadline for Questions to be Submitted May 10, 2017 
Deadline for Response to Questions May 22, 2017 
VISIT FLORIDA Hosted Webinar, if 
needed 

June 1, 2017 

Proposals Due June 16, 2017 
Initial Evaluation by VISIT FLORIDA  Week of June 26, 2017 
Presentations by Selected Vendors Week of July 10, 2017 
Negotiation with Final Vendors Week of July 24, 2017 
Agency Selection Week of July 31, 2017 

 
Proposals must be submitted no later than close of business (5 PM EST) on the date specified in the 
Timeline.  Proposals submitted beyond that deadline may be rejected.  VISIT FLORIDA may waive 
minor irregularities in the process described above, or modify the process, as it sees fit.  
 

http://www.leg.state.fl.us/Statutes/index.cfm?App_mode=Display_Statute&Search_String=&URL=0200-0299/0288/Sections/0288.075.html
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Proposals should be submitted electronically via email to: 

Heather Collins, Senior Contracts Manager  
itn@visitflorida.org 
Subject Line: Domestic Hispanic Services ITN 

 
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.  

6.1 Questions from Agencies 
To ensure that all potential agencies 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 itn@visitflorida.org.  Please 
include the ITN section reference, if appropriate, with your questions.  Be sure to include contact 
information – Name, Agency, Title, Telephone, and E-mail address.   

VISIT FLORIDA will respond to questions received by the deadline listed in the Timeline. VISIT 
FLORIDA will post a copy of each question and response on http://www.visitflorida.org/work-
together/submit-a-proposal/rfps-itns/.  
 
7.0 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 may ask 
clarification questions and request additional information from respondents.  

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. Agency Overview 
 

Respond to questions presented in Section 8 of this 
ITN. 

5. Agency Capabilities Respond to questions presented in Section 9 of this 
ITN. 

6. Pricing Respond to Section 10 of this ITN. 

 
8.0 Agency Overview 

A. Provide company legal name, parent company, and ownership structure, mailing address, main 
phone number, fax number and email address. 

B. Provide primary contact. 

http://www.visitflorida.org/work-together/submit-a-proposal/rfps-itns/
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C. Total employees and number of employees in Florida – whose primary function is A.) Brand 
Creative Development and Production; B.) Co-op Creation; C.) Media Planning and Buying; 
D.) Social Media; E.) Content Development; and F.) Translation Services. 

D. Provide senior staff bios, including links to their social media profiles on Facebook, Twitter, 
LinkedIn, Instagram and YouTube as appropriate.  Include their location.  

E. If different from above, please provide proposed project team’s staff bios, including links to 
social media profiles on Facebook, Twitter, LinkedIn, Instagram and YouTube as appropriate.  
Include their location.  

F. Provide at least two current mature brand campaigns developed and produced by the 
proposed project team.  

G. Provide at least two clients for which you provide public relations, social media, and content 
development.  

H. Provide contact information for at least two current clients and two former clients that 
VISIT FLORIDA can contact.  If possible, please include travel industry or destination 
marketing clients as references.  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; and 

 Brief explanation regarding the end of the business relationship, if applicable. 
I. List any existing clients that could be considered a conflict of interest to VISIT FLORIDA.  

List all destination marketing and tourism industry clients, and any other clients that may 
compete with VISIT FLORIDA.  A potential conflict will not disqualify a respondent, 
however, VISIT FLORIDA may exclude a proposal from consideration at any point in the 
review or negotiation process should the conflict(s) of interest be deemed unacceptable.   

J. Describe any specific knowledge of Florida tourism and familiarity with Florida travel 
destinations.  

K. If applicable, indicate the number of years and nature of your experience in the tourism 
industry. 

L. Explain the primary company location that will be used to support the VISIT FLORIDA 
account.  

M. Describe your ability to provide services to VISIT FLORIDA during a crisis, such as a 
hurricane. 

N. Provide two examples of Point of View (POV) position papers on advertising, 
communications and technology topics. 

O. Proposals must provide evidence of financial stability. The agency must document sufficient 
financial resources to perform all services outlined in this ITN. Audited or reviewed financial 
statements are required for the three most recent years of operations. Please also provide the 
Agency’s Dunn & Bradstreet number so that a report can be requested by VISIT FLORIDA.  
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9.0  Agency Capabilities 

9.1 Client Services & Project Management 
A. Outline your project communication structure.  If your account staff is separate from your 

project team or the technical experts who will work on this account, please detail how these 
teams work together and with the client. 

B. For the proposed annual budget of $100,000 (with a potential to scale up based on projects 
and scope) what is the level of client services you will be able to provide? 

C. Indicate how the Agency will monitor and manage all aspects of this relationship.  
D. Identify staffing to support creative services and production. Indicate what percentage of 

creative services and production is/will be outsourced and/or subcontracted to other 
companies or freelance agents. Where are the subcontractors located?  

E. Provide samples of creative product resulting from work performed under the direction of the 
current agency executive management or creative director(s). 

F. Provide sample of event planning and support the agency has executed in the past two years 
G. Please provide three Case Studies that show relevant experience to the stated objectives, needs 

and scope of work detailed in this ITN. One case study should include working with 
influencers. Case studies should be in the following format:  

 Client Requirements 
 The challenge, goals and objectives 
 Strategy developed to achieve goals and objectives 
 Value delivered against chosen metrics 
 Creative brief 
 Commentary for how the brand was built and how its appearance and reach among 

target audiences was optimized and leveraged over time in various media and on 
multiple platforms in a cost-effective manner.  What were initial successes & failures?  
How did your team adjust and capitalize on learning?  What did you do to change your 
approach?  What impact did your change in approach have on the goals of the client, 
its brand, business and its audience? 

 How do the case examples provided apply to VISIT FLORIDA? 
H. Provide a case study where the agency was serving a support or consulting role for a current 

or past client targeting Domestic Hispanic audience. Include commentary on the agencies 
specific role for the effort, how the campaign was optimized overtime. What were initial 
successes and failures and how did your team adjust to capitalize on the learning? 

I. Provide a creative brief for the following scenario: VISIT FLORIDA is looking to launch a 
co-operative marketing campaign to impact spring/summer travel specifically targeting the 
domestic Hispanic audience. The total supporting budget for the campaign, is $350,000 – 
partner participation would increase the total budget for the campaign. The consumer call to 
action will either be VISITFLORIDA.com, an OTA (Online Travel Agent), a Partner site, or 
social media platforms. 
 

Absolutely no speculative creative work on VISIT FLORIDA’s behalf will be considered 
in the evaluation process. 

Case studies that connect the agency’s executions to measurable results as it pertains to special 
project work or return on investment are highly desirable.  Working under the belief that history 
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is a reasonable indicator of future performance, only work developed under the agency’s existing 
executive or creative management may be submitted.  

9.2 Candidate’s Brand Strategy and Campaign Execution Process 
A. Describe your process for researching, developing and creating a brand that meets the client’s 

strategy, goals and objectives. 
B. Describe your process for researching and expanding an existing general market brand that meets 

the client’s strategy, goals and objectives specific to the Hispanic audience.  
C. Provide an excerpt from a final deliverable of a brand strategy document that clearly demonstrates 

how the brand should be connected to the Domestic Hispanic audience offline broadcast and 
print to online digital and social campaigns.  The excerpts should also detail the various uses and 
different core elements that accompany brand creative in various channels and across multiple 
devices/platforms (the client’s name, website can be removed). 

9.3 Familiarity with other Media Channels and Platforms 
A. Describe your level of expertise with mobile and web applications, ratings service sites, social 

networking tools, content sharing services and other social sharing technology and platforms. 
B. Describe your familiarity with consumer promotions and provide an example of one executed 

under the direction of the current agency executive management  
 
10.0  Pricing Information 
VISIT FLORIDA requests that each agency 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.   
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11.0  Evaluation Criteria  
VISIT FLORIDA is committed to fairness, objectivity and impartiality.  VISIT FLORIDA will assess 
each proposal on the following criteria: 
 

Criteria Definition 
Agency Partnership VISIT FLORIDA is looking for an Agency with demonstrated success in 

translating a mature brand targeting the Domestic Hispanic audience; the ability 
to work seamlessly with other agencies and in-house resources; the ability to 
provide strategic direction; the ability to communicate well with VISIT 
FLORIDA and its Partners; the capability to provide VISIT FLORIDA with 
strong Point of View papers with recommended strategies; ability to provide 
recommendations for content curation for the Domestic Hispanic audience; the 
ability to participate in social media efforts; and providing VISIT FLORIDA 
public relation services.  The selected agency should operate as an extension of 
the VISIT FLORIDA team. 

Cost to VISIT FLORIDA VISIT FLORIDA is looking for the best value.  The proposed Agency should 
disclose all expected pricing in the proposal. 

Project team proposed VISIT FLORIDA is looking for an experienced and dedicated project team that 
are industry leaders.  The Agency should be able to continue to provide services 
as needed during a crisis.  The proposed team should be familiar with our brand 
and mission of VISIT FLORIDA. 

Depth of tourism 
industry knowledge 

Preferred Agencies will have an in-depth knowledge of Florida’s tourism 
industry. 

Financial stability The Agency must have sufficient financial resources to perform all services.  
VISIT FLORIDA will not pre-pay for services outlined in this ITN. 

Alignment with VISIT 
FLORIDA’s Corporate 

Values 

The preferred Agency’s company will align with VISIT FLORIDA’s corporate 
values, which include: Make an Impact, Work Purposefully and Live 
Passionately, and Innovate.   

 
12.0 Contract 
The contract will be customized through negotiations.  The scope of work will include specific service 
levels and measurable performance standards.   

 
 

 

 

 

 

 

 


