
 
 

ITN #2023MOC 
Marketing and Outreach Campaign 

 

1. Can you clarify the need for "Social Media/Streaming Services", specifically "streaming 
services"? 

 We are looking at streaming services such as Hulu, Spectrum and so on. 

 
2. Could you provide a detailed breakdown of the $975,000 budget in terms of allocation for 

digital/mobile marketing, physical marketing, grassroots marketing, and supplemental 
photography/video services? This is solely if there is a past breakdown or suggested 
percentage split. 

We do not have a breakdown for allocation, it is expected that the vendor will use 
their expertise to provide us with feedback in this area. Allocations will be finalized 
in the negotiation process.  

 
3. Will submitters know the finalized budget prior to preparing presentations if selected to 

present? 
The final overall budget is $975,000.00, presenters should prepare a presentation 
with the draft budget based on this award. Allocations will be finalized in the 
negotiation process.  

 

4. Will submitters be able to present a projected budget for advertising that reflects the 
realistic budget? 

Yes 

5. Who exactly comprises the "vulnerable and underserved areas" mentioned in the RFP?  
Families who fit under the 150% of the Federal Poverty Level based on income and 
family size.  Families who live in high poverty census tracts. Families who live in 
child care deserts. It would be expected that the vendor would complete market 
research for this area. Understanding the timeframe, the Coalition will support data 
access.  

 
6. Are there specific demographics or locations within Osceola County that the campaign 

should focus on? 
The vendor should focus on all of Osceola County for families with children ages 0-
13. Families who fit under the 150% of the Federal Poverty Level based on income 
and family size.  Families who live in high poverty census tracts. Families who live in 
child care deserts. It would be expected that the vendor would complete market 
research for this area. Understanding the timeframe, the Coalition will support data 
access.  



 
7. What specific metrics or KPIs (Key Performance Indicators) should be used to measure the 

success of the marketing campaign? 
 Increased enrollment in SR and VPK programs are the primary KPIs 
 

8. Are there any previous marketing campaigns for SR and VPK programs that we can refer to 
for understanding the baseline or historical effectiveness? 

 Please see 2022-2023 annual impact report (attached) for baseline enrollment data.   
 No previous marketing campaigns have been done. 
 

9. Can more details be provided on the ELC approved brand guidelines? Are there any existing 
brand elements or messaging that must be included in the campaign? 

See attached brand guidelines  
 

10. Besides English and Spanish, how much emphasis should be placed on creating Creole 
materials? What percentage of the target audience requires Creole language materials? 

About 5% 
 

11. Can you provide more specific details on how each criterion in the proposal evaluation will 
be scored? 

The included rubric will be used to invite vendors into a negotiation process.  It is 
not used to make a final contract decision. 

 
12. How will the Coalition weigh the importance of a proposer's previous experience working 

with non-profit organizations versus their experience in similar marketing campaigns? 
 Please reference the rubric for information on weighted criteria 
 

13. Is there any flexibility in the 6–9-month timeline for launching campaigns, particularly if 
additional research or strategic planning is required? 

No. The Coalition is aware of the tight timeframe and will support market research 
and strategic planning needs.  

  
14. Are there any restrictions or specific requirements for using subcontractors for any part of 

the project?  
 You have the option to contract a subcontractor for the project outlined in our 

ITN. However, it is imperative that any subcontractor adheres to all the rules and 
regulations stipulated in the agreement. You must ensure that the subcontractor 
is aware of and agrees to comply with the terms, conditions, and obligations 
specified in our contract. 

 
15. What are the specific reporting requirements during the campaign execution?  

Increased enrollment in SR and VPK programs are the primary KPIs. Additional 
reporting benchmarks will be agreed upon within the negotiation period. 
 

  



 
16. How frequently and in what format should updates and results be communicated? 

 Reporting requirements will be agreed upon within the negotiation period. 
 

17. Who will own the intellectual property rights to the marketing materials and campaign 
content developed? 

The Early Learning Coalition of Osceola County and the Florida Department of 
Education/Division of Early Learning  

 
18. Under what conditions can amendments to the agreement be made after the contract is 

awarded? 
Amendments must be mutually agreed upon and allowable under the Coalition’s 
Department of Education contract. 

  
19. Is there an expectation for the campaign to be scalable or adaptable for future use 

beyond the initial project period? 
 Yes, based on future Coalition budget. 
  

20. Can you clarify the needs for "Professional family and early learning providers photos and 
video"? Will this be creating an image bank and video asset bank for the project? 

 The Coalition is seeking high photo and video assets for this project and future use. 
 

21.  Are there any specific compliance or legal requirements, apart from those mentioned, 
that the proposer should be aware of? 

 Please see attached assurances.  
 

22. When does the County expect the campaign to run? Are there any specific flight dates we 
should anticipate in the building of our projected timeline?  

Timelines will be finalized during contract negotiation period. 

  
23. Will video production be needed for :15’s and :30’s? Will any B-roll be provided to the 

winning vendor? 
Video production can be recommended as part of any proposal.  There is currently 
no B-roll available. 

  
24. Is the County interested in Audio solutions alongside other digital advertising? 

Yes. 

  
25. Does one campaign take precedent over the other? When building our budget, should we 

split costs 50/50 between the School Readiness and the VPK program?  
School Readiness is our priority. 

 
 



 
26. Does the County wish to target any zip codes out of Osceola? If so which ones? 

Both zip codes and poverty tracts should be used to determine high priority, high 
poverty areas. 

 
27. Are you able to provide any target demographics (ex. Women 35+) that the County hopes to 

reach with this campaign?  
The vendor should focus in all of Osceola County for families with children ages 0-
13. Families who fit under the 150% of the Federal Poverty Level based on income 
and family size.  Families who live in high poverty census tracts. Families who live 
in child care deserts. It would be expected that the vendor would complete market 
research for this area. Understanding the timeframe the Coalition will support data 
access.  

 

28. Will this be a single or multi-vendor contract award?  
Single or multi-vendor depending on presentations and negotiations. 
 

29. Can you please confirm if a separate proposal needs to be sent in Spanish (as well as 
English).   

The proposal only needs to be submitted in English 
 

30. Are you looking for one firm to handle the entire scope of work or will we be competing 
against firms that are subcontracting? 

Single or multi-vendor depending on presentations and negotiations. 
 

31. How does this budget compare to what you did last year? 
This budget originates from a one-time grant award. Recurring funding for 
marketing may be available in future budget years at a significantly lower amount.  
 

32. Is there an existing marketing/editorial calendar or will the selected agency be 
creating one? 

The selected agency would need to create one. 

 
33. Is there an incumbent agency? 

No 

34. What is the length of the contract for this marketing outreach campaign? 
Five (5) months, with a potential three (3) month extension that is based on 
legislative approval. 
 

35. What is the estimated start and end date of the marketing outreach and campaign? 
February 1, 2024 to June 30, 2024, with a potential three (3) month extension 
that is based on legislative approval. 



 
36. Can you share any existing data or insights regarding the current awareness levels of 

the SR and VPK programs in Osceola County? 
We do not have the data on the saturation levels in the market. 

 
37. Are there any preferred digital platforms or channels for the target audience that we 

should prioritize in the digital marketing strategy? 
No 

38. Could you share any insights on the expected frequency and timing of local newspaper 
and radio advertising for both campaigns? 

We are looking for recommendations to be provided during the proposal. 
 

39. How does the ELC envision direct face-to-face family outreach, and are there any 
specific events or locations where this outreach should take place? 

The ELC envisions neighborhood door-to-door outreach 

 
40. Can you provide more details on the budget allocation and any specific expectations 

or limitations for the use of the $975,000 funding? 
The final overall budget is $975,000.00, presenters should prepare presentation 
with the draft budget based on this award. Allocations will be finalized in the 
negotiation process.  

 

41. Do you need a detailed pricing outline included in the proposal? 
Not during the proposal process.  Additional details will be finalized in the 
contract negotiations. 
 

42. Regarding the supplemental photography/video services, what specific content or 
themes should be captured to support the campaigns?  

The ELC is looking for high quality of children and families as well as 
children and teachers. 

 

43. Page 8 of the ITN states that Interested vendors must submit a letter of intent but 
there is no due date or instructions for the letter. Is the letter meant to be part of the 
full ITN submission given the scope of what should be included in the letter as 
outlined? Where should the letter of intent be placed in the package contents? As part 
of #2 Proposal Abstract and Statement of Work? The timeline does not indicate any 
letter of intent to be submitted any earlier. 

The packet is the letter of intent to engage in the process of negotiation. 
Multiple vendors may be selected to move forward with a negotiation process. 
Negotiations are allowable as part of procurement for services that require 
creativity and flexibility. One or more contract awards may result from the 
negotiation process.  



 
 

44. The ITN (In section 3, page 7, 3rd paragraph) indicates that brand guidelines were 
attached in Attachment A, but no attachment appears to be included on the website. 

Please see attached brand guidelines 
 

41. A follow up to the above question is that: All proposals should incorporate the ELC 
approved brand guidelines (attachment 1*) and be bilingual in English and Spanish 
with the potential to include Creole material as well.  To clarify, do you mean the 
campaign proposed should be bilingual or the actual proposal submitted should 
follow your brand guideless and be bilingual. We think it's the former but please 
clarify. *Attachment 1 in the ITN documents is the ITN’s Evaluation criteria 

The campaign should be bilingual 
 

42. Speaking of ELC brand guideless, the current website (https://elcosceola.org/) 
appears to have old branding. Is there a different website URL?  

Please see attached guidelines 
 

43. Are you expecting spec creative for each campaign as part of this ITN submission? 
No 
 

44. Does the Coalition have a preferred budget split on agency labor and paid ad spend 
for the $975K or is it more agency discretion upon providing a plan for approval in the 
ITN? For example, you might want to see 30% of the budget go toward media spend, 
20% to promotional materials and 50% toward labor, or another mix. 

We do not have a breakdown for allocation, it is expected that the vendor will use 
their expertise to provide us feedback in this area. Allocations will be finalized in 
the negotiation process.  
 

45. Does the agency have a preferred budget split on agency labor and paid ad spend for 
the $975K or is it more agency discretion upon providing a plan for approval in the 
ITN?  

We do not have a breakdown for allocation, it is expected that the vendor will 
use their expertise to provide us feedback in this area. Allocations will be 
finalized in the negotiation process. 
 

46. What about video and photography services? Is this included in the $975K budget or is 
there a separate budget? 

It is included in the $975,000.00 budget. 
 
 

47. Is the cost of producing the tangible items (printed/collaterals and promotional items) 
expected to be covered by the budget? Or are those items going to be billed 
separately?   

It is included in the $975,000.00 budget. 
 

https://nam11.safelinks.protection.outlook.com/?url=https%3A%2F%2Felcosceola.org%2F&data=05%7C02%7Clmendez%40elcosceola.org%7C07a8a556ecf04a156cf408dc139bfcea%7C9318e83383464f3b9abfb50b609e972f%7C0%7C0%7C638406807883560218%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=qkTx4xmCrGVz9%2B49lL7bGakFDPSJRngKcHpdHbw749g%3D&reserved=0


 
48. How much collateral will need to be printed or promotional items produced (roughly). 

Would this also need to be included in the total budget cost?  
This will be based on the vendor recommendation and negotiated in the 
contracting process. It is included in the $975,000.00 budget. 
 

49. What existing, and how many, partnerships does ELC_Osceola currently have with local 
organizations, businesses, churches, etc.? 

The ELC currently has partnerships with other non-profit organizations such as 
the Hope Partnership, Healthy Start Coalition of Osceola County, School 
District of Osceola County, Department of Children and Families amongst 
others.  
 

50. What is the expected level of collaboration between the Coalition and the selected 
vendor in terms of strategy development and execution?  Do you expect to partner 
with a vendor within the county or should the vendor at least have personnel in the 
county? 

The ELC will provide full collaboration with the selected vendor.  Although the 
vendor does not need to be located in Osceola County. It is expected that the 
vendor can demonstrated close ties with the Osceola County Community. 
 

51. "Direct Face-to Face Family Outreach," would the selected agency be expected to staff 
an ELC Osceola presence at local events, fairs, etc. or do you have in-house personnel 
who would handle that type of community engagement? 

Although the ELC has staff that can participate in events it is expected that a 
vendor will have staffing available to complete grassroots efforts. 

 
52. On page 10, Under Package Contents there are four areas. What is #3) Proposed 

Agreement? And how it different than #2 Proposal Abstract and Statement of Work? Is 
#2 more of an executive summary and #3 campaign details and plan? 

The proposed agreement should include what the vendor requirements would 
be. The vendor should include all details and plan under the abstract and 
statement of work. Also, please see Attachments included in the package. 

 
53. Who are the key decision makers on deciding the agency that will be awarded the 

services in this ITN?   
These are already agreed upon.   
 

54. Could you provide the names and titles of these individuals?  
Marni Ward – Board Member 
Amanda Kelkenberg – Chief Executive Officer 
Lee Mendez – Chief Program Officer 
Natalie Snodgrass – Strategic Partnership Coordinator 
 
 



 
55. Is there an incumbent? If so, who is it and how long have they had the contract? 

No 
 

56. What are the names of the firms that submitted questions? 
REACH, Reality Marketing Group, Sinclair, Inc., The M Network, Bloom Design 
ME, Global-5, Tebo Marketing, Sachs Media, PR+Media Relations, Appleton, Inc., 
WeUsThem, The Moore Agency 
 

57. Will there be a presentation portion of this ITN process? If so, how many agencies will 
be selected to present?  

Yes, agencies will be selected based on the included rubric and meet the 
minimum threshold to be invited to negotiate for the contract. 
 

58. Is there a page limit to our ITN submission?   
No 
 

59. Confirming that submissions may be submitted electronically and that no physical 
binders or printed submissions need to be submitted. Is this correct? 

Correct 
 

60. Is there an incumbent already doing this work? If so, which firm/organization is 
currently doing this work? 

No 
 

61. For the vision statement, are pictures allowed? If so, will captions for pictures count 
against the 1000 word limit? 

Yes, pictures are allowed and they will not count against the word limit. 
 

62. Under Package Contents, is the “Proposed Agreement” simply a completed copy of 
attachment C?  If not, what is the “Proposed Agreement?”  

Please refer to the Contract Language document under the Vendor section of 
our website. 
 

63. Does the phrase in the disclaimer concerning a definitive written lease agreement 
being approved by the coalition have any direct relevance to this project? 

This is an error, please disregard. 
 

64. For “the description of approach you would take to allocate the funds within the 
various areas of the scope of work”, is an itemized budget required? Or can more 
specificity be added to this bullet point of the ITN response? 

An itemized budget is not required, it will be finalized during negotiation 
process. 
 
 



 
65. Please confirm that the correct subject line for all proposals submitted via e-mail is as 

follows: “ITN#2023MOC Marketing and Outreach Campaign.” 
Yes 
 

66. When you refer to the measurable goals, is there a specific goal that should be 
prioritized when we are measuring results from this campaign effort?  For example, 
calls to CCR&R's, clicks on the website, and/or new applications filed within a specific 
timeline? 

Correct. Additional reporting benchmarks will be agreed upon within the 
negotiation period. 
 

67. I wanted to know if you have established media relationships. 
We do not. 

 
68. Also, do you have yearly billboard space?  

We do not. 
 

69. Do you currently work with an agency or have you in the past? 
Yes, we have. 
 

70. If so, who is it and were you satisfied with their performance? 
Yes 
 

71. If so, do they have the opportunity to respond to this ITN? 
Yes 
 

72. Is the available funding of $975,000.00 dedicated solely to marketing outreach for 
The Early Learning Coalition of Osceola County or is it for all departments of the 
coalition? 

The funding is solely dedicated for marketing and outreach of the ELC 
 

73. Does this include funds allocated for media purchases? 
Yes 
 

74. Do you have specific, measurable goals related to the scope of work outlined in this 
ITN? 

Increased enrollment in SR and VPK programs are the primary KPIs. Additional 
reporting benchmarks will be agreed upon within the negotiation period. 

 
75. Is there a page limit to our ITN submission? 

No 
 
 



 
76. For our submission, could we clarify that you are looking for a letter of intent as 

indicated or a full proposal? Or do you need a letter of intent now and a full proposal 
at the due date? 

Proposals must be received by January 22, 2024 
 

77. Could you let us know what the budget is for this work and how much of it is for 
media placements and how much for production and agency fees? 

The budget is $950,000.00 which is to include all production, placement, and 
agency fees.  

 
78. Do you have an incumbent and would they be participating in this? 

No 
 

79. Could you let us know if you have a local preference or are you open to a Canadian 
agency that has done similar work with clients across the United States, with some 
currently being the States of California, Colorado and Wyoming? 

Although the vendor does not need to be located in Osceola County. It is 
expected that the vendor can demonstrated close ties with the Osceola County 
Community. 
 

80. Has the ELC worked with an advertising or marketing vendor in the past 2-3 years? If 
so, what are the names of these vendors and are they eligible to be awarded a 
contract in response to this ITN? 

Yes, Reach. And yes, they would be eligible.  

 
81. Of the $975,000 total budget, how much of this budget should be allocated to 

advertising vs. agency fees for developing and deploying the creative campaign? 
We do not have a breakdown for allocation, it is expected that the vendor will 
use their expertise to provide us feedback in this area. Allocations will be 
finalized in the negotiation process. 


