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Background 
 

About Discover Durham  
 
The Durham Convention & Visitors Bureau, d.b.a. Discover Durham, is the official tourism marketing and 
sales agency of Durham, North Carolina. It promotes the strategic economic and cultural development 
of Durham as a visitor destination, marketing the community to millions of people each year and helping 
new and returning guests get off the beaten path and experience something new. Before the pandemic, 
visitors spend more than $932 million annually in market. Those visitors helped local businesses prosper, 
created jobs, generated tax revenues for local governments, and enhanced the quality of life for Durham 
residents. We’re proud to welcome visitors to our remarkable destination while remaining accountable 
to those who make Durham the wonderful destination it is.  
 
Pre-pandemic, Durham was welcoming a record-level number of visitors. The Bull City has always 
attracted people visiting friends and family, business travelers here on Research Triangle Park 
businesses, as well as parents, visiting faculty, sports teams, and vendors because of our two great 
universities. Increasingly, Durham has become a visitor destination for those interested in coming for no 
other reason than to explore a new city they’ve heard about in the national press, and our burgeoning 
reputation as a food and entertainment hub attracts day visitors from the Triangle area and beyond. 
Durham’s vibrant entrepreneurial community and growing reputation as a mecca for life science and 
biotech ventures brings visitors and new residents by the thousands.  
 
With each tweet, post, guide, advertisement and conversation, we share a bit of Durham with visitors. 
We’re the unapologetic, passionate advocates of all Durham has to offer. We tell Durham’s story in a 
way that attracts all kinds of visitors – leisure visitors; business travelers; people attending meetings, 
conventions, festivals and sporting events – anyone who hasn’t yet experienced the incredible 
community we’ve come to know and love.  
 

About Discover Durham’s Brand 
 
Brand promise: We are ever changing – but we are never changing. While Durham grows, it embraces 
its foundation of diversity, grit, and innovation. We welcome the bold. The visionary. The passionate. 
The unconventional. The defiant. Some things may change, but that never will.  
 
Come Discover Durham. 
 
Brand values: bold, fearless, progressive, inspiring, true 
 
Brand voice: real, confident, provocative, passionate, unapologetic 
 

Overarching Goals of Discover Durham’s Ad Campaigns 
 

• Drive and grow visitor interest in Durham as an overnight or meetings destination 
• Increase awareness of Durham’s diverse offerings for visitors 



• Inspire and assist visitors as they plan to visit (or revisit) Durham with multiple touchpoints 
along the customer journey, ultimately driving more foot traffic and hotel stays in Durham. 

 

Expectations of Winning Agency 
 
Our intent is to employ a best-in-class or up-and-coming media agency to meet all strategic media 
planning and buying needs throughout our fiscal year. While we have the experience and skills to 
notionally execute a campaign in-house, we seek to partner with a professional marketing firm to 
elevate our approaches and campaigns’ impact. The ideal offeror will become Discover Durham’s media 
buyer/planner, but prepared to consult and partner on audience definition and creative development, 
lead new media placement strategies, and can turn performance data into larger, applicable insights. 
We have a team that is eager and prepared to optimize content and creative in real-time, open to 
iterating throughout the lifecycle of run dates to maximize effectiveness. We are not afraid to take 
calculated risks – backed by insights and research – to achieve success. We are committed to generating 
awareness, engagement, and conversion. We seek an agency that can be collaborative in that pursuit.  
 

Scope of Agency Work 
 
Collaborative Media Planning & Execution: Act as the media buyer for Discover Durham. Collaboratively 
develop, execute, and track results against stated campaign objectives in support of the strategies set 
forth by Discover Durham. The agency’s work to include strategic direction, creative strategy input, and 
media planning. Media plans should be expected to include offline and online media with cost-effective 
planning, buying, and audits. Execution includes placement, optimization, cancellations, auditing, 
payment to vendors, billing, and monitoring advertising-related social media engagements.  
 
Account, Creative Strategy: Advise on a holistic approach to Discover Durham’s brand advertising and 
concepting application across mediums and use cases.  
 
Audience Segmentation & Targeting: Utilize Discover Durham’s industry research to help identify 
macro- and micro- consumer trends that influence and guide audience definition, media placements and 
creative strategy. Offer new, unintuitive ways to reach identified audiences.  
 
Analytics, Reporting & Innovation: Apply expertise, agency tools, data, partnerships and other 
resources to manage campaigns’ efficiency and performance. Regularly provide detailed reports that 
include qualitative and quantitative results mapping to larger objectives. Align with Discover Durham on 
what user actions indicate conversion. Provide insights and recommendations to continually evolve 
measurement and campaign sophistication. Work with Discover Durham’s team in integrating in-house 
tracking research and analytics systems. Keep Discover Durham abreast of emerging trends, technology, 
platforms, and messaging opportunities that might impact or evolve messaging strategies to best reach 
target audience(s).  
 
Account & Financial Stewardship: Prepare periodic reports and a monthly budget recap.  
 
Transparency: Accountability and clear lines of agency communication are paramount.  
 
An agency may subcontract, so long as all relationships are fully disclosed in writing and pre-approved 
by Discover Durham in writing. The primary agency of record is responsible for the management and 



timely execution of any subcontract work. Discover Durham may choose to contract and interact with all 
parties, including subtractors directly.  
 

Previous Campaign Concept & Strategy 
 
In the fall 2020, Discover Durham had a small media buy available to launch a Rediscover Durham 
campaign. The campaign concept carried into 2021 – once COVID-19 case counts declined and it was 
safe to promote travel again – as a digital-only campaign that ran in multiple geotargets for two months.  
 
For a sampling of the campaign creative and strategic persona work Discover Durham developed in-
house, please view our Spring 2021 Audience Brief.  
 
We share this with you now to illustrate our concepting approach and share work just completed to 
offer additional context to our agency of record for FY22. We are looking for an agency to partner and 
consult the next leg or iteration of the campaign. 
 

Budget for FY22 
 
Discover Durham has a total budget of $250,000 for a campaign to run August-October. The majority of 
the fall budget will be allocated to media placement, with a portion likely saved for photography, video 
production, etc., dependent upon a proposed media plan. Preliminary estimates for creative costs this 
fall are expected to be approximately 10% of the total budget. We also expect to allocate a small portion 
of the total budget to a geolocation/tourism-specific data collection software, Arrivalist, to track the 
performance of the campaign. 
 
Additional budget for the remainder of the fiscal year (through June 2022) to be determined and 
finalized in the coming months, contingent upon the rate at which travel returns to Durham County. 
Through preliminary forecasting, we hope to have an advertising budget of approximately $100,000 for 
the remainder of the fiscal year, in addition to the $250,000 for the fall 2021 campaign.  
 

RFP Details 
 

Purpose 
 
The Discover Durham marketing and partnerships team is talented, creative, and strategic. It seeks to 
enter an agreement with a qualified, forward-thinking, and innovative firm for the provision Advertising 
Agency of Record. More on the expected Scope of Agency Work is included in an earlier section.  
 

Tentative Schedule 
 

RFP released Wednesday, June 30, 2021 
Deadline for questions and inquiries 12:00 p.m. ET Friday, July 9, 2021 
Proposal closing date and time 12:00 p.m. ET Friday, July 16, 2021 

https://www.dropbox.com/s/cl8zwz8xapmy24a/21_06%20Rediscover%20Durham%20Spring%202021%20Target%20Personas%20Brief.pdf?dl=0
https://www.arrivalist.com/


Evaluation and review of proposals Friday, July 16-Tuesday, July 20, 2021 
Finalists announced 12:00 p.m. ET Tuesday, July 20, 2021 
Finalists’ presentation (on-site or virtual) Wednesday, July 21-Wednesday, July 28 
Contract negotiations Thursday, July 29-Tuesday, August 3 
Intended date for contract award Wednesday, August 4 
Contract commences Wednesday, August 4 

 
We know this timeline is aggressive. However, it is necessary given the timeline of our fiscal year, travel 
schedules, funds to be used by, anticipated campaign start date, etc. 
 

Non-Disclosure Agreement 
 
CONFIDENTIALITY. Bidders will keep confidential the nature or subject matter of the Scope of Work until 
Scope of Work has been publicly published or promoted by Discover Durham. In the case of bids for 
business, agencies may not disclose in perpetuity any details of the bid/RFP without written permission 
of Discover Durham. 
 

Questions & Inquiries  
 
All offerors wishing clarification of this RFP must submit questions via email to 
rfp@discoverdurham.com by the date and time referenced in the Tentative Schedule. Discover Durham 
will prepare responses to questions to the best of our ability in advance of the proposal closing. Answers 
to submitted questions will be shared with all participating applicants to ensure equity. Only written 
information provided to the bidder shall be binding – in-person or virtual conversations or other 
communications are held without legal effect.  
 
Any attempt by an applicant to contact a member of the evaluation committee outside the RFP process 
to gain knowledge or an advantage may result in disqualification. Proposers shall not attempt to contact 
industry stakeholders, contacts at public agencies in Durham, or board members during the proposal 
period. 
 

Delivery of Proposal 
 
Each bidder is required to email rfp@disccoverdurham.com a PDF or link to a finalized proposal. Include 
‘Advertising Agency of Record’ in the subject line and your agency name. Due to the turnaround time, 
there are no hard copy requirements. Proposals must be received by the date and time referenced in 
the Tentative Schedule. Late submissions will not be accepted. 
 

Evaluation Process 
 
Discover Durham will form a committee to evaluate the submitted proposals. The committee may at any 
time during the evaluation process seek clarification from bidders regarding any information contained 
within their proposal.  
 
The top finalists will be asked to provide an in-person or virtual presentation to the committee.  

mailto:rfp@discoverdurham.com
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Upon completing the selection process under this RFP, Discover Durham will notify the winning agency 
and all other proposers who were not selected. Discover Durham’s deliberations are confidential.  
 
Discover Durham is neither requesting nor seeking any speculative creative work by any respondent, 
including during finalist presentations. Discover Durham does not commit to pay any costs in 
preparation of a proposal.  
 
There will be no disclosure of contents of any proposal to competing proposers, and all proposals will be 
kept confidential during the negotiation process. Except for trade secrets and confidential information, 
which the offeror must identify as proprietary, all proposals maybe open for public inspection after the 
contract award.  
 

Evaluation Criteria 
 
Emailed proposals will be reviewed, evaluated, and scored by an evaluation committee based on the 
following criteria: 

• Overall experience and philosophy of submitting agency 
• Creativity and strategic thought behind proposed strategies included in the RFP 
• Familiarity with the Discover Durham brand and Durham, NC as a visitor and meetings 

destination 
• Capabilities and past performance related to media planning and buying of the account staff 
• Promise of strategic insights and demonstrated efforts to meet Discover Durham’s goals 
• Dedication to measurable results and reporting methods 
• Cost effectiveness or maximization of services provided in relation to the fees charged and value 

of the overall project 
• Positive reference checks 
• Clarity and quality of the proposal as well as completeness of potential subsequent 

presentations  
 
As part of our commitment to diversity and equity, Discover Durham is committed to developing 
mutually beneficial relationships with locally owned businesses, with particular consideration given to 
ensuring those owned by people of color are invited to bid on contracts and market their products to 
Discover Durham. We are working to have our supplier base mirror the diversity of the community and 
will be proactive in inviting such businesses to provide proposals whenever possible.  
 

Finalist Presentations 
 
After receipt of all proposals and before the determination of the awarded contract, respondents may 
be asked to submit additional information, complete strategic assignments and/or other 
recommendations. Finalists may be asked to make an oral presentation (virtual or on-site) or be 
interviewed by the Discover Durham team to clarify their response or further define their offer. Key 
agency personnel are expected to attend. Specifics about the presentation will be shared with finalists 
at the time of their notification. Discover Durham will not cover travel expenses for any potential in-
person presentations.  
 



Contract Award 
 
The Agency Scope of Work and all tasks involved will be subject to negotiation between Discover 
Durham and the RFP’s awardee for the contract period. The details of submitted proposals will be used 
to negotiate the contract scope of work, and to evaluate performance.  
 
The successful offeror will enter a contract for services with Discover Durham. Initial contract period for 
the Agency Scope of Work contained within this RFP will be approximately August 4, 2021, to June 30, 
2022. Proposed renewals will be assessed according to program direction, funding, and consistency of 
work continuity.  
 
Discover Durham reserves the right to adjust both the budget and related services. Only a fully executed 
agreement shall bind the parties. Discover Durham is not required to furnish a statement of the reason 
why a particular proposal or presentation was not deemed to be the most advantageous. At any time 
during the negotiations, Discover Durham may terminate all negotiations and re-advertise the request 
for proposal at its sole discretion.  
 
Should there be a change in management after the due date and time, but before the contract is 
awarded, bidders must notify Discover Durham immediately in writing. This may result in further 
evaluation – should a change in management occur after the contract is awarded, the contract shall be 
canceled unless a mutual agreement is reached with the new owner or manager to continue the 
contract.  
 

Reserved Rights 
 
All proposals submitted shall become the property of Discover Durham. Discover Durham reserves the 
right to: 

• Reject all bids. 
• Waive any formality as well as any or all mandatory requirements if no proposers meet one or 

more of those requirements. 
• Cancel this RFP. 
• Revise the amount of funds available under this RFP. 
• Amend this RFP as needed. 
• Not select a vendor or award a contract from this RFP. 

 
Discover Durham disclaims any warranty or accuracy of the information included within this RFP. It is the 
respondent’s sole responsibility to conduct their own appropriate due diligence as they see fit.  
 

Proposal Structure 
 

Submission Guidelines 
 
Listed below is an exhaustive list of all questions and topics Discover Durham expects to address 
throughout the entirety of the process. It is a submitting agency’s prerogative to determine which 



questions should or could be included in an RFP submitted by the proposal date and time versus 
discussed during the finalists’ in-person or virtual meetings (except for points denoted as including in 
the proposal). We recommend including points that most directly speak to the Evaluation Criteria listed 
above in the RFP, to increase chances of being announced as a finalist.  
 

• Company background 
o A description of your company’s primary services 
o The year in which your company was formed 
o Your company’s experience with media planning and buying (preferred multi-market 

campaigns) 
o Number of total employees 
o Location of office(s) 

• Company management and staff 
o Background on the contract manager or point of contact for Discover Durham’s 

potential partnership 
o Additional point of contacts who will be conducting the day-to-day work 
o Team structure with roles and responsibilities 
o If you anticipate using a subcontractor, disclose the name, relationship to proposer, and 

potential services to be applied to Discover Durham’s campaigns. 
o Outline procedures for managing accounts like Discover Durham  

• Company clients (tourism clients preferred, but not required) 
o Include longevity of relationship and services or activities for each 
o Describe your experience managing tourism or tourism related clients, if any 

• Account planning and research 
o List any tools utilized by agency to collect research or plan strategically 
o Briefly describe your commitment to, competency in, and relevant processes to both 

disciplines 
• References 

o Please provide a minimum of two current customer references and one former 
customer reference within the proposal 

o Include a contact name and title, company name, contact phone number and email, 
client industry, brief service/relationship description and length of relationship 

• Financial health 
o Proposers are required to demonstrate financial viability for maintaining an account of 

this size 
o Please provide annual reports or statements of the agency’s financial position, activities, 

and cash flow 
o If the bidder would like Discover Durham to sign a Non-Disclosure Agreement, it must 

be received by the deadline for questions and inquiries included in the Tentative 
Schedule 

• Additional discussion points on approach and experience 
o How much do you know about Durham? What is your impression of the destination?  
o Describe your strategic account planning process. What goes into the development of a 

plan? How do on-board new clients?  
o Outline your approach to campaign concepting, and how you would go about consulting 

Discover Durham on creative development.  



o Detail your media planning, buying, and execution expertise. Include your approach to 
media buying strategy and provide a list of research tool and access to tools you use to 
assist in the media planning/buying functions.  

o How has your agency evolved or adapted based on consumer behaviors and new media 
platforms? Tell us how you stay on top of the latest trends and maximize them. 

o Provide in the proposal at least one out-of-the-box or non-traditional media placement 
execution for a client that had a big impact.  

o Describe your approach to collaborating with creative teams. Does media inform 
creative or does creative inform media?  

o Disclose in the proposal whether you manage digital/programmatic and social media 
buys in-house. If so, what does the structure look like? What are your capabilities for 
digital media including online video, paid search, display advertising, native advertising, 
and paid social. Whether you have in-house capabilities or not, once Discover Durham 
provides creative and copy, how long will the turnaround time take for digital ads to 
start running? 

o How do you determine success? What type of information will you be reporting back to 
Discover Durham? Please define how your analytics can be converted into insights, and 
how the insights will help guide us in making decisions on how we market in the future.  

o Provide examples of how you have executed against awareness campaign goals for 
other clients.  

o Describe your process for frequency of viewing metrics, optimizations, reporting, and 
communications with clients for media.  

o Describe your company’s billing and reconciliation practices and processes.  
• Cost proposal 

o What is your philosophy regarding agency compensation? Do you have any preferences 
regarding commissions versus fees? How do you normally structure compensation? 

o In what areas do you charge fees in addition to commissions on media and production 
and what is your fee schedule for these services?  

o What is your standard rate structure, including hourly rates for staff roles required to 
service the Agency Scope of Work described in the RFP document?  

o Proposal submissions without agency rates and/or compensation information will be 
disqualified.  

 
Submitted proposals must be complete at the time of submission. Offerors selected as finalists may be 
asked for oral presentations or interviews to further discuss submitted proposals. To be eligible for 
consideration, a proposer must meet the intent of the submission guidelines. 
 
 
 
 
 
 
 
 
 
 
 
 



Appendix 
 

Questions from Submitting Agencies 
 
Who is your key target audience/demographic? 
Discover Durham’s charge is to bring new and returning visitors to Durham. We concentrate most of our 
efforts on reaching various psychographics and demographics within a 300-mile radius of the 
destination. For a sampling overview of our most recent strategic persona work Discover Durham 
developed in-house, please view our Spring 2021 Audience Brief.  
 
What is your approval process? Who and how many people will be involved in the decision-making of 
the project deliverables? 
While many on Discover Durham’s team who will support the direction, development, and execution of 
the campaign, there are three key decision makers within the Marketing & Partnerships team who will 
be key contacts for the Advertising Agency of Record: Cara Rousseau, VP of Marketing & Partnerships, 
Jonathan Lee, Creative Director, and Margaret Pentrack, Director of Content & PR.  
 
How big is your internal marketing team? Which, if any, services do you manage exclusively in-house?  
Presently, there are 10 people on the Marketing & Partnerships’ team roster. We have the skillset to 
manage most, if not all, campaign-related tasks (creative development, video production, social and 
digital advertising, content writing, etc.) in-house, but occasionally freelance out various components to 
assist with workloads. For the fall 2020 and spring 2021 campaign run dates, all creative was designed 
and produced in-house, for example.  
 
Who do you look to as comparators? i.e. aspirational destinations/organizations? 
We typically keep an eye on what other mid-sized, landlocked urban destinations are doing across the 
Mid-Atlantic and Southeast. We don’t have the mountains or the beach, but we make our own waves – 
we gain inspiration from other brands (tourism-related and others) that are effective in conveying an 
unapologetic personality. 
 
How do you currently measure marketing effectiveness and success?  
For the last leg of the Rediscover Durham campaign, we identified end points for each of the personas 
that converted them from short term paid prospects to longer term subscribers/followers of our organic 
content channels that we could reengage past that campaign leg. While emerging from the pandemic, 
we have strived to be effective in balancing our messaging with health and safety guidelines, tracking 
sentiment as much as we measure increases of brand awareness. 
 
What percent of your current visitors are within the state of North Carolina? 
Pre-pandemic, a few of our top feeder markets for overnight visitors within the state included Charlotte, 
Raleigh, Greenville-New Bern-Washington. Of all overnight visitors that came to Durham in 2019, 36% 
came from North Carolina. 
 
Can you provide the key out-of-state markets you are looking to attract to Durham? 
Targeted geo-markets from the last leg of the Rediscover Durham campaign can be found in the spring 
2021 Audience Brief. Besides North Carolina, other notable states of origin include Florida, Virginia, 

https://www.dropbox.com/s/cl8zwz8xapmy24a/21_06%20Rediscover%20Durham%20Spring%202021%20Target%20Personas%20Brief.pdf?dl=0
https://www.dropbox.com/s/cl8zwz8xapmy24a/21_06%20Rediscover%20Durham%20Spring%202021%20Target%20Personas%20Brief.pdf?dl=0
https://www.dropbox.com/s/cl8zwz8xapmy24a/21_06%20Rediscover%20Durham%20Spring%202021%20Target%20Personas%20Brief.pdf?dl=0


South Carolina, New York, and Georgia. Durham over-indexes on travelers who come to visit friends or 
relatives.  
 
Are you looking for a media plan recommendation as part of the proposal submission? 
No. We’re expecting for proposals to be focused more on an agency’s approach to campaign 
development and media planning/buying.  
 
What are KPIs of the main website?  
We launched a new website and domain in 2020 and are still working to maintain (and regain) new 
users. We prioritize content engagement by monitoring and setting goals for time spent on page as well 
as number of pages visited. Discover Durham recently completed a SEO audit project and are working 
towards implementing recommendations on improving search traffic to the site. We have implemented 
a “social-first” strategy for our online content and closely watch how social drives referral traffic.  
 
Which media tactics have worked the best for you and why? 
As of late, we’ve leaned the most into digital to be as effective with our budgets and targeting as 
possible. Our most recent campaign ran on SEM, digital banners, and a variety of social media channels.  
 
Are marketing dollars funded primarily through ROTs? Or are there additional sources of funding 
(grants, city/county budgets, etc.)? 
Traditionally, marketing dollars are funded primarily through occupancy taxes collected in Durham 
County. During the pandemic, we have sought and secured public recovery funding for this integrated 
campaign from the City and County.  
 
How have you judged campaign success/attributed travelers to marketing in the past? Attribution 
models? If not direct links to bookings, are there any key intent indicators that you’ve used as KPIs? 
Balance of focus between day trips and overnight stays?  
Our website functionality does not include bookings, so we must identify key intent indicators as KPIs. 
The Spring 2021 Audience Brief includes some of the user journey mapping and conversion paths we 
strategically brainstormed prior to the start of the Rediscover Durham campaign for each persona. We 
do prioritize building campaigns and developing content that will encourage more overnight stays and 
longer trips to maximize visitor spending. 
 
What level of Arrivalist programs/data are you using for FY21-22? Utilizing arrivals/location data only? 
Or also marketing exposure? Have you previously worked with them before?  
We plan to utilize Arrivalist as a conversion tracking tool for this upcoming campaign, either in 
partnership with the media agency or through a marketing co-op program through Visit NC, the state 
tourism agency. Both arrivals/location data and marketing exposure are analytics that we would like to 
pursue. We previously used the Arrivalist tool in a campaign in the fall of 2019. 
 
Within overnight stays, have the origination locations shifted since the pandemic (and how?)  
We have not yet commissioned a new visitor profile and/or are waiting on quantitative data to become 
available to know how visitor behavior has formally shifted. That said, following national industry trends 
and anecdotal evidence, we focused targeting in-state more than we ever have before during lockdowns 
and emergency orders. With 80%+ of Americans planning a trip within the next 3 months, we anticipate 
that the August-October 2021 campaign will expand out geotargets to be more in line with pre-
pandemic targeting. 

https://www.dropbox.com/s/cl8zwz8xapmy24a/21_06%20Rediscover%20Durham%20Spring%202021%20Target%20Personas%20Brief.pdf?dl=0
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