Tourism Branding/Marketing Campaign Consultants
RFQ # 3150006544
Amendment II — Questions and Answers

This amendment provides responses to vendor questions not addressed in Amendment 1.
Procurement Rules & Submission Logistics
1. OPSCR Rules and Regulations - We were not able to find the document of rules and
regulations on the site. Can you confirm the link?

The PPRB OPSCR Rules & Regulations can be located at the following link: PPRB
OPSCR Rules & Regs - Eff 2024-09-06.pdf

2. "Electronic submissions must be in PDF format and should be no more than five (5)
megabytes (MB) in size. The Vendor is responsible for ensuring the file size complies with
this limitation." Does this limit apply to the total file weight of the original and redacted
PDF, or can each be five (5) megabytes (MB).

The original and the redacted can each be five (5) megabytes (MB).

3. To keep PDF under SMB, can creative examples / spec or other appendices be shared
through a hyper link embedded in PDF?
No.

4. Meeting the RFQ campaign assignment expectations within SMB will be exceptionally
challenging, as we want to present high-quality campaign assets for your review. Are there
any options to expand the size of the proposal through multiple files, appendices or links
to online folders?

No.

5. Since speculative work is required, is the cap of a SMB file submission strictly enforced,
or can Offerors submit a link to a high-res version?
The cap of five (5) megabytes (MB) is strictly enforced.

6. Should both the original and redacted versions of the RFQ be attached and sent in one
email or separate emails?
If a vendor cannot include both copies in one email, redacted versions may be submitted

in a separate email.

Pricing & Financial Requirements
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1. "MDA has set the price. No cost submission is required. However, Offeror must submit a
Price Acknowledgment Form.", but on page 3, RFQ states "The Agency may reject
qualifications...if the proposed price is clearly unreasonable." Will you clarify is the
approval of the proposed price all that is needed or if you are looking for additional pricing
details?

Only acknowledgment of price is needed. No additional details are required.

2. The RFQ references a requirement for the vendor to maintain a minimum $2 million line
of credit to cover expenses. Can MDA confirm reimbursement timing once invoices are
submitted, and whether Mississippi’s Prompt Payment Act protections apply?

MDA has forty-five (45) days after receipt of invoice, inspection and approval of
products/services to make payment. Interest is capped at 1.5% per month. Miss. Code.
Ann § 31-7-305.

3. Will the State allow vendors to include reasonable carrying or financing costs on advanced
funds as part of reimbursable expenses, or will reimbursements be strictly cost-based?
Strictly cost-based.

4. Must the offeror show a $2 million line of credit upon submission, or simply demonstrate
the ability to get it?

This is addressed in Section 3.3 of the RFQ.
Budget & Financing

1. What is the estimated budget for this contract?
The budget has not been established at this time.

2. Do you have an established or predetermined budget range or preferred media mix (e.g.,
digital, print, broadcast, social, out-of-home)?
No.

3. Can the State confirm the total contract budget or annual funding range allocated for the
Tourism Marketing contract? Providing a general range would help respondents accurately
scale resources and proposed deliverables.

Total expenditures over the previous four years amounted to $7,219,908.04.
4. Is there flexibility in budget allocations among creative development, paid media, digital,

and PR initiatives, or will these be predetermined annually by MDA?
This will be agreed upon by MDA and the vendor on a regular basis.
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Does MDA intend to provide a breakdown of allocations for media, public relations, and
creative, or should proposers structure the total independently based on best practices?
There is no breakdown established at this time. This will be agreed upon by MDA and the
winning bidder.

6. What are your expectations for the ratio of your yearly spends for brand-building
(awareness) marketing versus sales-activation (conversions) marketing?

No expectations, this will be determined upon contract award.

7. What are your expectations for the ratio of your yearly spends for production (videography,
post production, photography, graphic design, copywriting, printing, trade show and event
presences, etc.) versus media (paid digital and Social, TV, CTV/OTT, radio, billboards,
etc.)?

No expectations, this will be determined upon contract award.

8. What are your expectations for the ratio of your yearly spends for public relations vs earned
media?

No expectations, this will be determined upon contract award.

9. Are there any multi-year committed contracts that would need to be supported by or
integrated into this budget?

Not at this time, although this could be required later based on needs.
Scope & Deliverables

1. "Offerer shall make all investigations and examinations necessary to ascertain all site
conditions and requirements affecting the full performance of the contract and to verify
any representations made by the Agency upon which they will rely." Can you please clarify
what this means?

This clause is not applicable to the services being solicited under this RFQ and should be
disregarded for purposes of submission preparation.

2. The scope of work mentions website development. Can you share whether redeveloping
VisitMississippi.org will be a priority within the first year of the contract?

Possibly...this will depend on other factors and may or may not happen in the first year.
3. Will the contract include ongoing app/website maintenance, or is there an expectation for

a new website?
Yes, the contract will include ongoing app/website maintenance and the possibility of a
new website.
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4. What content management system (CMS) currently powers Mississippi’s tourism

website(s), and does MDA anticipate any migration or technology upgrades during the new
contract term? Should vendors propose new digital architecture or enhancements as part of
their scope?

The website is currently powered by WordPress with VisitWidget. Visit Mississippi’s CRM
is Tempest iDSS. We are open to proposals for changes that would function with Visit
Mississippi’s CRM, app, and welcome center kiosks.

Creative Direction & Brand Continuity

Should new creative continue to include “Birthplace of America’s Music” as a tag line?
Yes, but can also include ideas for alternate campaign tag lines.

Is there an expectation to continue with the theme “The Birthplace of America’s Music”
and “Wanderers Welcome™?

Yes, to Birthplace of America's Music and no to Wanderers Welcome. But we also welcome
ideas for alternate campaign themes.

Is MDA seeking to continue or evolve the existing “Wanderers Welcome” campaign, or are
new creative concepts and taglines encouraged?

We are not continuing Wanderers Welcome, and we welcome ideas for alternate campaign
themes/tag lines.

Can you share any style guides, logos, or current brand assets to help align creative
submissions with existing brand standards?

Please see page 9 of the Partner Resource Guide. https://visitmississippi.org/wp-
content/uploads/2025/10/FY?26-Partner-Resource-Guide.pdf

Can you share market research and/or do you have strategic goals in mind for the
campaign(s)?

A comprehensive marketing assessment was conducted with Visit Mississippi’s 2025-2030
Strategic Plan. This along with available market research and goals will be shared upon
contract award.

Proposal Content & Evaluation

1.

Management Qualifications section requests proposed creative for the Mississippi
Campaign. But it seems like some of the details may be cut off here. Are there more details
to keep in mind?

No.
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2. Should speculative creative be included in written response? How does speculative creative

play into Step II scoring or is just a factor in Step III oral presentations?

Proposers may include limited speculative creative elements (e.g., conceptual visuals,
sample copy, mood boards, tagline direction) if doing so helps illustrate their creative
approach.

Can you clarify how campaign assets should be presented in our proposal? For example,
are mood boards acceptable, or do you expect full creative concepts such as print, digital,
and storyboard examples? If full brand platforms are expected, how many should be
included?

Evaluation scoring will be based on the criteria outlined in the RFQ. Any speculative or
illustrative creative materials submitted will be considered only as supplemental
context supporting the proposer’s approach and will not be assigned separate scoring
weight. Should the evaluation process include oral presentations, shortlisted firms may be
invited to expand upon or present creative concepts at that time. Creative work presented
during oral presentations will be evaluated in context with the proposer’s overall strategic
approach and alignment with Visit Mississippi’s brand objectives.

Contract Structure & Award

1.

Are there any preferred media partners, existing vendor relationships, or statewide
contracts the awarded agency will need to coordinate with?

Visit Mississippi works with various vendors supporting advertising, media placement, and
research services. The winning bidder will be expected to collaborate and coordinate with
any existing or future partners designated by Visit Mississippi.

Do you plan to continue co-op advertising opportunities or shared media buys with
partners?
Yes, we plan to continue the co-op advertising program annually.

How does MDA envision collaboration with local Destination Marketing Organizations
(DMOs) and Convention and Visitor Bureaus (CVBs)? Will the awarded vendor be
expected to manage co-op programs, shared campaigns, or local partner activations
directly?

The winning bidder will be expected to collaborate with the Visit Mississippi Chief
Marketing Officer to manage and evaluate the co-op program and collaborative programs.

Will MDA publish or share a list of interested vendors or attendees from any pre-bid
meetings to facilitate potential teaming or subcontractor partnerships? If not, is there an
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approved process for vendors to express interest in collaboration consistent with
procurement guidelines?
There was no pre-bid meeting for this procurement. No.

Can MDA outline the expected transition timeline from the incumbent vendor, including
any onboarding or knowledge transfer period before full contract activation?
There is currently no timeline.

Will MDA award this contract to a single full-service firm, or will multiple firms (e.g.,
advertising, PR, and website vendors) be selected under separate agreements?
The Agency intends one full-service award.

Will this contract be awarded in full to one Offeror, or split between multiple Offerors?
The Agency intends one full-service award.

Reporting, Metrics, & Approvals

1.

What is your review and approval process for media plans and new media opportunities?
The Visit Mississippi Chief Marketing Officer reviews the media plan and media
opportunities and then submits it to the Director of Visit Mississippi for approval.

Can you confirm the workflow for MDA approvals and feedback on creative deliverables?
The workflow and approval process for advertising and marketing flows through the Visit
Mississippi Chief Marketing Officer and then to the Director of Visit Mississippi.

What Key Performance Indicators (KPIs) and success metrics does Mississippi Tourism
currently use to evaluate marketing effectiveness (e.g., visitation, overnight stays, ROI,
engagement)? Should vendors propose their own performance and analytics framework?
Visit Mississippi tracks a mix of output and outcome KPIs (visitor volume, visitor
spending/economic impact, overnight/hotel performance, website and engagement metrics,
and ad performance/ROI). Vendors should propose a performance & analytics framework,
using the State’s approved data sources/methods, and provide extra, actionable measures
(attribution, incremental lift, unit economics, and dashboards).

Will MDA provide access to existing data, research, and analytics tools (such as Arrivalist,
Zartico, or Adara), or should vendors budget for independent data platforms and
measurement systems?

Yes, we will share access to our research tools.

Subcontractors & Vendor Relationships
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1. Are media partners considered subcontractors or vendors? Do we need to list these?
All partners or 3™ parties should be identified.

2. Are potential production vendors (videographer/directors/photographers) considered
subcontractors? Or would that be qualified under production contracts as they arise?
All partners or 3™ parties should be identified.

3. Do Destination Marketing Organizations (DMOs) qualify as state agency work?
No.

By my signature below, I hereby acknowledge receipt of this Amendment II and understand
this amendment relative to the requirements previously stated in RFQ 3150006544, Tourism
Branding/Marketing Campaign Consultants.

Authorized Signature:

Signature Date

INCLUDE A SIGNED COPY OF THIS AMENDMENT WITH YOUR COMPLETED PROPOSAL
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