2010 ~ 2011 Tender for North America Region Public Relations/Marketing Plan

Commissioned by the Los Angeles Office of the Tourism Bureau of 
the Ministry of Transportation and Communication
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TENDER SPECIFICATIONS
I. This procurement is made in accordance with the R.O.C. Government Procurement Act (hereinafter referred to as “Act”) and the regulations promulgated by the governing authority.
II. Procuring Authority: the Los Angeles Office of the Tourism Bureau of the Ministry of Transportation and Communication（hereinafter "TTB"）
III. Project Name: 2010 ~ 2011 Tender for North America Region Public Relations/Marketing Plan commissioned by the Los Angeles Office of the Tourism Bureau of the Ministry of Transportation and Communication
IV. Project Objective: Developing and expanding market for Taiwan's products, promoting the reputation of Taiwan tourism in United State of America so as to achieve the annual target of the expected growth rate of tourism.

V. Scope of Commission: To plan and execute 2010 ~ 2011 North America Region Tourism Promotion Plan, all in accordance with TTB's set work priority and the visitors target, so as to achieve "Travelling to Taiwan, Touching Your Heart 100" objectives. 
VI. Commission period: One and half years from the date of signing the contract.
VII. Budget: Total USD$625,000 (approximately NTD$19,690,000, including tax and service fees.), including annual public relation fee, out of pocket expenses for promotion and advertising fee.
VIII. The format and contents of professional service proposal:
(1) The proposal shall be written in English and printed out in Letter form with pagination and bound on the left side.
(2) The Promotion Logo (see picture 1) of TTB shall be applied in the proposal, TTB reserving its right to change the logo.
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(picture 1)

(3) Core concept: continuing and extending the spirit of “Taiwan Touch Your Heart” theme, by following the plan content set forth in "Travelling to Taiwan,  Touching Your Heart 100" project.
(4) Principles of execution: Using multi-levels and mutli-ethnic marketing methods to promote publication of positive reports about Taiwan tourism by American tourism media, with the goal of making Taiwan one of the top choices for tourist attractions by people in America and to increase the number of travel agencies which sell the tourism products of Taiwan.
(5) The markets: The primary promotional territory is in North America (including the United States and Canada).  The secondary promotional territory is Central and South America.
(6) Primary clientele and marketing focus: High-income consumers, seniors, business travellers, young travellers, travellers returning home, transit travellers, and other consumers who have high level of interest in Asian travels as well as those who love Asian culture; to increase the numbers of visitors and promote the reputation of Taiwan tourism.
(7) Use of proceeds: public relation and promotional plan – 100% (including media relation, promotional tasks among the tourism industry and consumers, advertising drafts and marketing activities)
(8) The professional service proposal shall consist of an integrated marketing plan for promoting Taiwan tourism in the American market for the year 2010~2011.  Such proposal shall include at minimum the following items:

1) Analyzing the trend of the outbound travellers, media reception trend and analysis of the tourism promotion strategies of other competing Asian countries in the last five years in North America (including recommendations for market positioning and related strategies).
2) Finished Art services: Providing each finished art in accordance with the requirements of TTB or the media characteristics (i.e. invitation cards, print advertisement, posters, commercial videos, ect.).  Duplicate copies that can be re-edited should also be provided (i.e. Layered ‘AI’ file of graphic design, sub-band audio and video tracks, etc.)Travel Agent University’s Online Education Training Program (including questionnaire survey before and after online, courses planning, budget details).
3) Collaboration with Travel Agent University Online Education Training Program (including questionnaire survey before and after online, courses planning, budget details).
4) To develop at least one travel agency which would be either an USTOA member or agency approved by TTB in each jurisdictional territory of TTB's North America Section 3 Office to sell Taiwan tourism products
5) Public Relation Work Plans in North America:
a. Publish monthly press release with selected subject in English-language and other ethnic language commonly used among various Asian American ethnic groups; following the media disclosure after broadcasting; and in accordance with TTB's request, providing press releases or advertorial in the languages mentioned above. (The proposal shall include a sample press release in a topic or event in following languages: Chinese, English, Japanese, Korean, Vietnamese and one of other commonly used Asian languages.)
b. Collecting the reporting theme of various cover stories and special issue from the major media. (i.e. medical tourism, top-ten travelling paradises in Asia, etc.)  Contacting and providing the theme related tourism information of Taiwan for the media so as to gain media exposure.
c. Media monitoring and collect any report related to Taiwan’s tourism.  If such reports and broadcasts contain false or misleading content, contact should be made with such media for correction.
d. Organizing and inviting over 30 mainstream and Asian-American reporters from North America for a visit (the list of the invited media must be approved by TTB).  Such activities shall include at least one or more large scale single media Taiwan special report as well as routine and Taiwan's large scale tourism activities media invitation as may be requested by TTB from time to time.
e. Planning and handling more than three public relations activities (i.e.  consumers or travel industry promotion, online marketing activities, and promotional activities of various cross-industries strategic alliance events).
f. Prepare and host at least 6 press conferences as may be requested by TTB from time to time.
g. Dispatching a worker, proficient in both English and Chinese languages, to and stationing in TTB to assist in coordination of various public relation affairs (Selection of such worker to be approved by TTB.  Such worker to bring his or her own IT equipment as may be required for the work.).
h. Providing on-site report at TTB every quarter regarding the progress of each public relation project.
i. Other related promotional activities.
6)
Assisting TTB to organize tourism exhibitions hosted by Los Angeles Times and New York Times.
a. Arranging and decorating exhibition stands, and renting necessary facilities.
b. Assisting in the planning of exhibition stands’ activities and performance.
c. Inviting businesses in the industry and airlines to jointly promote trips to Taiwan.
d. Dispatching at least two workers to coordinate all activities during the exhibition.
e. Employing and training temporary workers during the exhibition.
f. Arranging media to conduct interviews at the exhibition stands.
g. Any other support and assistance as may be required at the exhibition.
7) Any other marketing and public relations proposals that would help to achieve the planned objectives.
8) Staff organization and human resources required to execute the proposal (Work responsibilities and working methods should be clearly delineated).
9) Detailed use of proceeds.
10)  Work schedule.
11)  Information forms of bidders (see the attachments).
12)  Other information (to be provided as may be necessary).

IX. Evaluation Standards and Methods 

 
(1) Evaluation standards:
	
	Evaluation items
	Points

	A


	Contents of the Service Proposal
	85

	
	1. Public Relations Planning: 

(1) Ability to effectively communicate to the targeted market groups (i.e. estimated circulation number of media and the number of media to be invited for interviews, and the estimated number of press release expected to be actually published).
(2) Innovation and topical relation of promotional artwork, press release and promotional events
(3) Overall compatibility of marketing mix (Media, events/ public relations ) and added effectiveness.  
	25

	
	2. Tourism Businesses Promotion: 

(1) Ability to effectively promote Taiwan tourism product (i.e. the expected quantity of tour operators selling Taiwan travel plans)

(2) Ability of integrated planning
	25

	
	3. Overall Creativity and Strategic Planning (including execution of work schedule)
	20

	
	4. Economical budget utilization
	15

	B


	Ability to Execute
	15

	
	1. Ability to execute the plan, professionalism, and past work experiences with tourism relating entities (i.e. airlines, national tourism offices and businesses in the travel industry). 
	10

	
	2. Cross-industries alliance, ability to promote among diverse ethnicities
	5

	
	Total
	100


 (2) Evaluation methods:

1.
TTB shall form the “Procurement Evaluation Committee” and select a winning bidder in accordance with Subparagraph 9, Paragraph 1, Article 22 of the Government Procurement Act related to "Selecting a bidder in the professional service, technical service or information technology service through an open and objective evaluation process."
2. Evaluation process:

a.
Each member of the Evaluation Committee must fill out one evaluation form for the selection. The members shall award points to each evaluated item based on the Professional Service Proposals, briefings and Questions & Answers forms, provided by each bidder.  Based on the sum of the total points awarded to each item, TTB shall assign ranking number to each tender, Rank No. 1 being the highest points, Rank No. 2 being the second highest points, and Rank No. 3 being the third highest points to the lowest points.  The bidder which is assigned the No. 1 rank shall be the official winner, provided that a majority of those members in attendance at the Evaluation Committee Meeting approve such assignment. 
b. If the total points of a bidder is less than 75 points as a result of evaluation from a majority of the Committee members in attendance, such bidder will not be deemed as an eligible candidate for the contract award. 

c. In the event that two or more bidders receive the same points, the bidder offering the lowest bid price shall have the priority to engage in the price negotiation. If the bidding prices are the same, the bidder who gains the highest scores in the category of “Public Relations Planning” shall have the priority to engage in the price negotiation.  If the bidders have the same score again in the aforementioned category, the winner shall be decided by a draw. 

(3) Presentations:

1. The order of presentations for the bidders are decided by a draw (Drawing shall be held right after the evaluation process.  TTB shall draw on behalf of the bidder who is absent.  The absent bidder shall been deemed waiving its right to object to the result of such drawing.)  The presentation must be conducted by the same bidder team which will execute the proposal.  

2. The length of presentation should not exceed 30 minutes. Question & Answering time should not exceed 30 minutes as a matter of principle. Bidders shall leave the room after such presentation and Question and Answer session. Presentation format will be determined by the bidder.

(4) The result of the evaluation will not be announced on the same day and shall be notified on another date after affirmative determination.

(5) If there is not a winner being selected or the contract cannot be awarded, the process of coordination and negotiation shall not be adopted.
X.  Price Negotiation:
(1) The successful bidder awarded by the Evaluation Committee is the winning candidate and shall have the right to negotiation on priority. In case the negotiation fails or the winning candidate abstains from or terminates further negotiation, the candidate being judged the second highest score shall have the right of price negotiation after TTB's determination.
(2) The bidder, receiving the right of price negotiation shall commence the price negotiation within 10 working days from the date receiving official notice. The bidder’s professional service proposal shall be considered part of the contract after being approved by TTB. If the bidder does not sign the contract within the deadline without any excuse, such bidder shall be considered as abandoning or waiving its right pursuant to Subparagraph 101 of the Government Procurement Act.  The next eligible bidder will then receive the right of price negotiation.
(3) This procurement may be awarded based on the principle of the "Most Advantageous Bid."
XI. Copyright and Intellectual Property:
(1) The successful bidder must be legally responsible for all materials used for the subject matter of contract, such as information, props and music, etc.  When the applied materials fall within the ambit of copyright or intellectual property protections, the winning bidder must acquire the written consent in advance from the rightful holders so as to allow its permanent and public usage throughout the bidding process, whether inside or outside Taiwan.  Such consent includes the various methods of using the copyrights.  If the winning bidder is involved in a dispute over the infringement of copyright or intellectual property rights, the winning bidder shall be solely responsible for resolving said dispute; neither TTB nor TTB shall bear any responsibility over such dispute.
(2) The winning bidder shall consent to grant and assign any copyright/intellectual property rights derived from the subject of procurement to TTB upon completion of such authorship.  
(3) Execution of project items, determination of quality of production and progress shall be conducted under the supervision and approval of TTB.  If the winning bidder breaches the aforementioned provision, TTB may unilaterally terminate the contract.   The winning bidder shall then pay liquidated damages in an amount equal to 20% of the total value of the awarded contract.
(4) The right to issue any press release related to this procurement tender belongs to TTB.  Without the approval from TTB, the winning bidder shall not have the right to release any news regarding the progress or status of the procurement bid; otherwise, TTB may unilaterally terminate the contract.  The winning bidder shall then pay liquidated damages in an amount equal to 20% of the total value of the awarded contract.
XII.  According to the provisions of Items 1 of Article 101 of the Government Procurement Act, if a supplier is found to have engaged in any of the following acts, TTB shall notify the bidder, stating the facts related to such acts with an explanation thereto.  Such notice shall also state that if no objection is received from the bidder, said act or conduct shall be published in the Government Procurement Gazette:
(1) 
Where the bidder allows a third party to use the bidder's identity or certification to participate in the bid;
(2) Where the bidder uses or assumes another’s identity or certification, or provides forged or altered documents for bidding, contracting or performing a contract;
(3) Where the bidder unilaterally reduces workmanship or saves materials necessary for completion of the proposal in a material manner;
(4) Where the bidder counterfeits or alters documents related to bidding, contracting, or contract performance;
(5) Where the bidder participates in bidding while its authority to conduct business has been suspended by the appropriate authority;
(6) Where the bidder has committed an offence prescribed in Articles 87 to 92 and has been sentenced by court at the first instance;
(7) Where the bidder refuses to execute a contract without good causes after being awarded the bid;
(8) Where an inspection or final acceptance indicates material non-conformity with the contractual requirements;
(9) Where the bidder does not fulfill its obligation of warranty after inspection and acceptance;
(10) Where contract performance is materially delayed beyond the time limit due to causes attributable to the bidder;
(11) Where the bidder is in breach of the requirements of Article 65 by subcontracting to others;
(12) Where a contract is rescinded or terminated due to causes attributable to the bidder;
(13) Where the bidder is in the bankruptcy proceedings;
(14) Where the bidder discriminates against women, aborigines, or persons of disadvantaged groups in a material manner.
XIII.
Report any illegality related to the procurement by sing the following telephone numbers and mailbox addresses:

(1) Bureau of Investigation, Ministry of Justice: Tel:+886-2-29188888, Shin-dian P.O. Box 6000, Taiwan.
(2) Civil Ethics Office of Taiwan Tourism Bureau: TEL: 02-23491740

Add:9F, 290 Jungshiau E. Rd., Sec.4, Taipei, Taiwan 106, Republic of China
(3)
Procurement Audit Section of the Minister of Transportation and Communication: TEL: +886-049-2370030 Fax: +886-049-2391508,  Add: No.6, Shen-Fu Road, Chung Hsing Hsin Village, Nantou City.

In case of any discrepancy between the English and Chinese versions of these Terms, the Chinese version shall prevail.
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