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1.0 ITN Purpose 
The purpose of this Invitation to Negotiate (ITN) is to solicit proposals from an agency(ies) or 
service provider(s) to identify and select a firm to manage day-to-day travel social media 
operations, promotions and influencer programs for VISIT FLORIDA’s target markets across the 
China.  The selected agency will provide services to VISIT FLORIDA for 3 to 5 years.  

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 U.S. 

To review our 2015-2016 Annual Report, please click here. 
 
To review our 2017-2018 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 a one-to-one match of private to public contributions to VISIT FLORIDA. Public 

contributions include all state appropriations to VISIT FLORIDA and exclude taxes derived 

pursuant to Florida Statute 125.0104.  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 limited to partner expenditures for paid media 

placement, partner expenditures for collateral material distribution, and the actual market 

value of contributed productions, air time, and print space. 

4. In-kind contributions, which is limited to the actual market value of promotional 

contributions of partner-supplied benefits to target audiences and the actual market value 

of nonpartner-supplied air time or print space contributed for the  broadcasting or printing 

of such promotions, which would otherwise require tourist promotion expenditures by the 

corporation for advertising, air travel, rental car fees, hotel rooms, RV or campsite space 

rental, on-site guest services, and admission tickets. The net value of air time or print 

space, if any, shall be deemed to be the actual market value of the air time or print space, 

based on an average of actual unit prices paid contemporaneously for comparable times 

or spaces, less the value of increased ratings or other benefits realized by the media outlet 

as a result of the promotion. 

Contributions from a government entity or from an entity that received more than 50 

percent of its revenue in the previous fiscal year from public sources, including revenue 

derived from taxes, other than taxes collected pursuant to Florida Statute 125.0104, from 

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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fees, or from other government revenues, are not considered private contributions for 

purposes of calculating the required one-to-one match. 

 
VISIT FLORIDA services more than 12,000 tourism industry businesses, including destinations, 
attractions, restaurants, and hotels in Florida. The selected agency will be expected to play a role 
in securing event participation, creating cooperative advertising, and building promotions that 
support VISIT FLORIDA’s required match.  

3.0 ITN Objectives  
VISIT FLORIDA is seeking a partner agency that will work in conjunction with the leadership of 
VISIT FLORIDA as the agency of record for social media initiatives in China.  The selected 
agency will provide social media services for the next 3 to 5 years. The agency would be 
responsible for successfully carrying out VISIT FLORIDA’s strategic marketing plan and 
ultimately achieve the following goals: 

 Protecting and growing visitor volume from China to Florida. 

 Extending the length of stay and increase spending by Chinese visitors. 

 Increasing visit frequency and visitor retention. 

 Increasing travel to emerging Florida destinations. 

 Maintain and build positive brand awareness of Florida and brand engagement. 

 Promoting industry alignment and collective impact through partner investment and 
thought leadership. 

VISIT FLORIDA’s objectives include: 

 Selecting an agency to increase social media engagement through content distribution, 
campaigns and influencer programs featuring Florida tourism related stories in order to 
support targeted demographic markets. 

 Selecting an agency to increase social media following and engagement on VISIT 
FLORIDA-owned channels (Sina Weibo and WeChat) through content distribution, 
campaigns and influencer programs featuring Florida tourism-related stories in order to 
support targeted demographic markets. 

 Selecting an agency to facilitate relations with Key Opinion Leaders (KOLs)/influencers 
through various marketing initiatives, including, but not limited to, networking events, 
one-on-one appointments and familiarization tours. 

 Selecting an agency to increase the economic impact of China leisure travelers through 
social media initiatives by VISIT FLORIDA and the tourism industry.  
 

The social media services to be provided by the agency has an annual budget of $150,000 
which is inclusive of all agency fees and all expenses for projects/events, KOL/influencer efforts 
and agency travel (VISIT FLORIDA covers any advertising expenses from a separate budget). 

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, China and select international markets  

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

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. Administrative services 
 

1. Provide VISIT FLORIDA with an office in-country to include mailing address, a 
telephone system and all other necessary office equipment including computer 
equipment needed to perform the contracted functions.  Note: must be capable of 
showing PowerPoint presentations with integrated high definition video files and 
audio.  

2. Provide one managing director to oversee the VISIT FLORIDA account, with 
dedicated account representation needed to fulfill the marketing objectives and plan.  
VISIT FLORIDA will be provided direct access to all persons providing services to 
VISIT FLORIDA.  Administrative support must be provided for handling accounting 
and monthly reporting tasks. 

3. Prepare annual social media plan/budget for each targeted market that includes a list 
of proposed activities/projects to be undertaken with a detailed estimate of the cost 
for each proposed activity/project. General overhead costs will be itemized as well. 
All budgets must be approved by VISIT FLORIDA. 

4. Provide revisions to annual budget for VISIT FLORIDA approval prior to proposed 
activities. Approved budgets are authorizations for the agency to incur costs on 

http://www.visitflorida.org/about-us/what-we-do/marketing-plan/
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behalf of VISIT FLORIDA.  Budget overages may be the responsibility of the agency 
if the agency fails to obtain prior approval of overages from VISIT FLORIDA. 

5. Maintain database and develop contacts with key social media influencers, and 
social media influencers’ agents, managers or representatives that will increase 
positive exposure for VISIT FLORIDA.  Send this information to VISIT FLORIDA 
each month. 

6. Provide translations services as needed. 
7. Respond to telephone, e-mail and written inquiries. 
8. Prepare a comprehensive monthly report by the 5th day of each month of the 

previous month’s activities undertaken in each targeted market including market 
intelligence, feedback and advice on strategies to capitalize on any opportunities. 
Recap of efforts throughout the month covering social media results including reach, 
engagement, reads, etc. The report should also include coverage for each Partner 
and include copies of posts during the month.  

9. Submit a monthly invoice to VISIT FLORIDA for the representation fee and 
expenses, with supporting documentation. Submit a monthly report for any expenses 
incurred within that month that have yet to be billed to VISIT FLORIDA (accruals). 
Accruals will be submitted by the requested deadline as instructed by VISIT 
FLORIDA’s accounting team. Submissions of accruals to accounting each month is 
required, unless an invoice is provided. 

10. Review in a timely manner monthly financial statements for accuracy against 
invoices and incurred expenses and report back to VISIT FLORIDA any 
discrepancies. 

 
B. Social media services  

 
1. Guide VISIT FLORIDA on the best strategic approach to grow Florida's brand 

awareness, especially amongst the people who are the most likely to travel 
2. Collaborate with VISIT FLORIDA’s PR Department to develop social media initiatives 

for each fiscal year. For the first year, there will be a plan to cover all goals and 
scope of work within the proposed budget.  Social media initiatives will include: 

a. Identifying and executing agreements with KOLs/influencers in market to 
spread awareness of Florida across VISIT FLORIDA-owned social media 
channels; 

b. Developing and maintaining a content strategy to include the following: 
i. content calendar 
ii. content creation plan 
iii. community management and engagement plan 
iv. paid digital campaigns plan 
v. paid promotions plan 
vi. social listening/key performance indicators 
vii. reporting 

c. Planning and executing a monthly content plan for VISIT FLORIDA-owned 
Weibo and WeChat channels 

d. Create a strategy for developing the VISIT FLORIDA brand 
e. Develop and maintain digital travel agent training program 

3. Participate in monthly calls with the VISIT FLORIDA PR Department. 
4. Provide market insight and guidance, based on facts and research, to help grow 

awareness and visitation to the state. 
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5. Provide creative input and ideas to develop tactics, propose strategy that drives 
awareness, engagement and conversion among target audiences. 

6. Develop relationships with KOLs/influencers in-market. 
7. Build and/or maintain a database of influencers and facilitate introductions to VISIT 

FLORIDA PR staff via email, phone calls and/or desk-side appointments.  
8. Work with VISIT FLORIDA’s destination/industry partners on various projects, as 

needed. 
9. Work with VISIT FLORIDA’s other agency partners including, but not limited to, 

international agencies of record, domestic social media agency of record, when 
appropriate or assigned, in order to develop strategy, plan, execute elements of an 
integrated campaign, align messaging, etc. 

10. Collaborate with VISIT FLORIDA’s internal departments, beyond the PR Department, 
as needed. 

11. Speak on behalf of VISIT FLORIDA, as directed. 

 
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 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.  

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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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 September 7, 2017 

Deadline for Questions to be Submitted September 18, 2017 

Deadline for Response to Questions September 25, 2017 

VISIT FLORIDA Hosted Webinar, if 
needed 

September 29, 2017 

Proposals Due October 6, 2017 

Initial Evaluation by VISIT FLORIDA  Week of October 9, 2017 

Presentations by Selected Vendors Week of October 23, 2017 

Negotiation with Final Vendors Week of October 30, 2017 

Agency Selection Week of November 13, 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.  
 
Proposals should be submitted electronically via email to: 

Heather Collins, Senior Contracts Manager  
itn@visitflorida.org 
Subject Line: China Social Media Agency 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.  

mailto:itn@visitflorida.org
mailto:itn@visitflorida.org
http://www.visitflorida.org/work-together/submit-a-proposal/rfps-itns/
http://www.visitflorida.org/work-together/submit-a-proposal/rfps-itns/
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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. 
C. Total employees – whose primary function is: 

a. Social Media Management 
b. Online Marketing 
c. Promotions 

D. Provide senior staff bios, including links to their social media profiles on Weibo and 
WeChat, as appropriate.  Include their location.  

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

F. 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. 
G. 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.   

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

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

J. Provide a list of languages for translation services. 
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K. Describe the agency’s ability to provide services to VISIT FLORIDA during a crisis. 
L. Describe the agency’s ability to provide oversight with storage and fulfillment of VISIT 

FLORIDA publications and promotional materials. Include any current business 
relationship with fulfillment centers or warehouse facilities.  

M. 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.  

9.0  Agency Capabilities 
Social Media 

A. Provide a social media plan for VISIT FLORIDA’s presence in China to give a sense of 
the agency’s thinking and approach.  For insight this market please refer to the 
Marketing Plan, see section 2. 

B. Provide an example to demonstrate the agency’s success in launching influencer efforts 
in China. Include campaign details such as the agency’s decision making process, 
budget levels, any additional social media support and results.  

C. Provide a list of clients the agency currently holds, which the agency provided Influencer 
initiatives with, and for how long. 

D. Provide an example of a monthly content calendar. 
E. Provide an example of a digital campaign the agency executed for a client. Include 

budget levels and results.  
F. Provide an example of a recap report the agency distributed to clients with monthly 

social media results. 
G. Provide an example of the agency’s organization and planning of a digital campaign. 

Include budget levels and results.  
H. Provide an example of how the agency uses social listening and key performance 

indicators to influence social strategy.  
I. Provide an example of the agency’s organization and planning of an influencer 

campaign. Include budget levels and results.  
J. Provide an example of a digital travel agent training program. Include budget levels and 

results.  
K. Provide a basic overview of tourism-related social media accounts currently held in 

China and include the length as a client and the general strategies for each. Include 
results. 

9.1 Questions 
A. How would the agency assign account support and account management and team 

structure for VISIT FLORIDA? 
B. How many employees would be devoted to the VISIT FLORIDA account? What are their 

credentials and experience? 
C. If the agency solution involves subcontracting with other agencies, respond to the 

following: 
a. What services will be subcontracted? 
b. What percent of services will be subcontracted? 
c. Where are the subcontractor(s) located? 
d. How will the agency manage the subcontractor(s) so that VISIT FLORIDA has 

outstanding representation? 
D. How will the agency work with Florida industry partner representatives? 
E. Does the agency have any experience working with in-country Visit U.S.A. committee? 
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F. What experience does the agency have with working with in-country Brand U.S.A. 
representatives? 

G. What tools does the agency use to track social media? 
H. Detail the process for training and onboarding a new client, such as VISIT FLORIDA. 

What does the agency require from VISIT FLORIDA to onboard as an agency? 
I. What is the vision for a successful social media presence in China?  
J. What is the vision for promoting Florida to the Chinese market? 
K. What steps would the agency recommend to achieve that vision? 

 
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.   

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 expertise in 
promoting a destination; the ability to work seamlessly with other agencies 
and client (VISIT FLORIDA) staff; the ability to provide strategic direction; 
and the ability to communicate well with VISIT FLORIDA and its Partners.  
The proposed agency should be familiar with our brand and mission of 
VISIT FLORIDA. The selected agency should operate as an extension of 
the VISIT FLORIDA team. 

Depth of tourism 
industry knowledge 

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

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

Social Media 
Management 

VISIT FLORIDA is looking for an agency with demonstrated experience in 
effectively managing the day-to-day activities, postings and engagement of 
Weibo and WeChat account for brands (specifically for travel brands or 
destinations). VISIT FLORIDA is also looking for an agency with 
demonstrated experience in developing and managing effective social 
media campaigns/initiatives and their relationship with influencers. VISIT 
FLORIDA is looking for a dedicated agency that is an industry leader. 

Financial stability The Agency must have sufficient financial resources to perform all services 
outlined in the ITN.  All invoices will be paid after delivery of services or proof 
of performance. 

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.   


