


DIGITAL MARKETING VIA GLOBAL PLATFORMS
· Project Assignment -
	

I. Essential Characteristics of the Public Procurement Subject

The National Tourism Organisation of Montenegro aims to promote its tourism offer in target source markets through digital marketing campaigns on global platforms and social media.
The objective of the digital marketing campaign is to raise awareness and interest in Montenegro in the most important target source markets by creating and delivering appropriate content in the languages of the target markets (English, French, and German). The primary target markets for digital marketing include the United Kingdom, France, and Germany. The project assignment involves conducting digital marketing to promote Montenegro's tourism offer over a 3-month period. The marketing campaign should align with the communication strategy and creative concept provided by the Contracting Authority.
The subject of the public procurement includes:
· Developing a campaign proposal with an activity plan by market and a budget by activity;
· Creating content, implementing, and analysing the campaign;
· Mediation in the procurement of advertising space.
The campaign must achieve the following minimum results:
· A total number of clicks through the campaign: at least 3,000,000
· A total number of impressions: at least 40,000,000
· Average time spent on the website www.montenegro.travel through the campaign: 30 seconds
Results will be measured using data from Meta Ads and Google Ads platforms for advertising (number of clicks and impressions) and the GA4 account of the NTO Montenegro website (average time spent on the website through the campaign).
If the Contractor, without fault on the part of the Contracting Authority or unforeseen circumstances arising from changes in data measurement on the mentioned platforms, fails to achieve the minimum results of the campaign, the Contractor is obligated to pay the Contracting Authority a contractual penalty amounting to 10% of the agreed value, including VAT. In the case of unforeseen circumstances caused by changes in data measurement on the platforms, the Contractor must provide evidence of such unforeseen circumstances that clearly demonstrate whether and to what extent the changes on the platforms affected the results.
 


II Development of a Proposal for Engagement with an Activity Plan
[bookmark: _heading=h.gjdgxs]
The selected offeror is obligated to deliver a proposal for engagement with a detailed activity plan for the campaign, including a timeline and allocated budget for each target source market. This plan must align with the communication strategy and creative concept, which will be provided to the selected offeror by the Contracting Authority after the contract is signed.

The activity plan should include promotion channels outlined in Section III Content Creation and Communication, as well as the schedule of advertising space allocation by countries and campaign periods across the markets. Additionally, the activity plan must contain a section providing a rationale for each of the listed items. As part of the proposal for engagement and activity plan, the selected offeror is also required to clearly define key performance indicators (KPIs) for each aspect of the campaign, advertising channel, and format, as well as the expected results:

· Clicks
· Impressions
· Views (in the case of video format campaigns)
· CTR (click-through rate)
· CPC (cost per click)
· CPV (cost per view for skippable YouTube campaigns)
· CPM (cost per thousand impressions for YouTube bumper campaigns)
· Unique reach


Note: The minimum overall results required from the campaign implementation are provided in Section I Essential Characteristics of the Public Procurement Subject.

All advertisements must include defined UTM parameters for source, medium, and campaign (e.g., channel, advertising medium/format, and campaign) to track user interactions through Google Analytics on the website www.montenegro.travel.

The selected offeror must prepare and submit monthly posting and cost plans by advertising channel (Facebook, Instagram, Google Search, Google Display, YouTube) to the Contracting Authority. These plans should include the audience characteristics targeted for each channel, the advertisement formats (e.g., photos, videos, text), and any additional information as requested by the Contracting Authority.

Displayed advertising costs per channel must also include any additional costs arising from the advertising campaigns, such as regulatory operational costs charged by Google for certain source markets, calculated on a monthly basis.

The proposal for engagement, activity plan, and monthly plans must be approved by the Contracting Authority prior to implementation. During implementation, they may be adjusted or modified depending on the current situation, upon request and with the approval of the Contracting Authority.

When preparing the proposal for engagement and activity plan, it is necessary to consider travel opportunities from the target markets to Montenegro. The campaign should focus on regions within the source markets that have air connectivity to Montenegro. A flight schedule will be provided by the Contracting Authority to the Contractor after the contract is signed.

The campaign must strategically include channels and global tourism platforms in line with the desired objectives.
III Content Creation, Campaign Execution, and Analysis
· The primary communication channels are social media platforms.
· The central hub for communication and all information is the official tourism portal of Montenegro.
· Additional global channels (Google and YouTube) will primarily target the designated source markets.

1. Promotion of the portal www.montenegro.travel

The Contracting Authority has developed an intuitive, visually consistent portal that provides easy access to requested information. The portal is compatible with all browsers and devices (desktop, mobile, tablet) and is SEO-optimized.


2. Visuals

The selected offeror is obligated to promote visuals provided by the Contracting Authority for the purpose of implementing the digital marketing campaign, in the languages of the target source markets. Additionally, the offeror must further adapt the provided visuals to the promotion channels and formats as specified in Section 3, ensuring alignment with the communication strategy.


3. Text Content Generation
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The selected offeror is obligated to create content for the promotion channels in the languages relevant to the campaign—English, German, and French. This includes writing, proofreading, editing, and translating accompanying messages in the spirit of the target market languages, as well as processing photo and video materials for the campaign. The selected offeror is required to prepare a content plan every 15 days and submit it to the Contracting Authority for approval.
The text translation must be performed into English, German, and French in a manner that reflects the essence of the language and must be carried out by a copywriter with C2-level proficiency according to CEFRL (Common European Framework of Reference for Languages) or by a copywriter whose native language is the target market's language. Upon the Contracting Authority's request, the contractor must provide evidence for the individual engaged in the text translation, in accordance with these requirements.
4.   Photo and Video Content Generation
The selected offeror is required to provide at least 30 photographs to be used for the campaign implementation.
The required photo quality must be delivered in resolutions of at least: 5 MP (2592x1944 pixels), 300 dpi, in JPEG format. The photos should include the following themes:
· Seaside vacations
· Nature adventures
· Cultural heritage and lifestyle
The final selection of photographs must be approved by the Contracting Authority.
In addition to providing photo and video materials as outlined in this section, the offeror must adapt available materials provided by the Contracting Authority and use them for the campaign with their approval.
Note: All photographs, video materials, and texts will remain the property of the Contracting Authority and may be used without spatial, temporal, or content restrictions for future online/offline promotional activities under the scope of NTO Montenegro.
5. Social Media Promotion
The primary goal is to enhance visibility and online presence by achieving:
· An increased number of interactive posts
· A greater variety of formats (e.g., video and carousel)
· Optimal and effective advertising on all pages with precise targeting
· Promotional visuals linked to the portal
· Attractive photos paired with engaging information
· Reposting influencer and blogger content
· Increased audience visits and interactions from social media to the website
Social media presence includes regular updates to the Facebook and Instagram pages of the Contracting Authority alongside paid campaigns.
The offeror must update regular content on Facebook and Instagram in a way that avoids mixing it with offers from individual tourism establishments or events within them. Posts must not have a commercial character. Daily activities of the organization must not be mixed with promotional destination posts, except for announcements of international events or special promotional activities by NTO Montenegro via Stories.
Posts must be designed to engage users with: (Brief text, Effective messaging, Photo/video + link).
The primary language for social media posts is English, while paid campaigns should be conducted in the target market's language.
Job Description Includes:
Facebook (Montenegro Wild Beauty):
· Creating posts
· Maintaining professionalism
· Maximum of one post per day
· Covering various themes
· Including direct links to the website wherever possible
· Responding to user questions on the timeline and in the inbox, in coordination with the Contracting Authority
Instagram:
· 3 Stories per day
· 2 Feed posts per week
· 3 Reels per week
The content provided to followers must be high-quality and attractive. This does not necessarily mean professional photography but rather content that aligns with the followers' preferences and complies with the requirements in Section 4 on photo and video content generation.
· Efficient monitoring and response to negative comments
· Use of hashtags such as #gomontenegro, #montenegrowildbeauty, #uncoveryourwildside, and others describing travel, emotion, and destination experiences
Paid Campaigns – Facebook and Instagram:
The selected offeror is obligated to conduct a paid tourism campaign for Montenegro through Facebook and Instagram, aiming to increase the audience from target source markets who will engage with and further distribute this content while becoming more familiar with Montenegro.
Content: Real-life photographs, short clips, all elements of nature, alignment with other communication channels. Video content is of key importance for social media. All video materials must be adapted for digital media and include 5-10 second video cuts.
Social media must be aligned with the official tourism portal.
Prohibition: The offeror cannot use intermediary services, such as Httpool, when providing paid campaign services.
6. YouTube Channel


The YouTube channel must communicate the Contracting Authority's video content. The format of the video content must be adapted for online channels—short, informative, and engaging—due to the limited attention span of digital media audiences. The Contracting Authority will provide video materials in skippable and bumper formats for YouTube campaigns, which must be used in the campaigns. The Contractor is required to create Shorts videos from the provided materials, which must also be used in the campaigns. For campaigns using skippable formats, a CPV (cost-per-view) bidding strategy must be applied.

1) User Targeting Based On:

· Interests and in-market segments
· Demographic characteristics
-     Content being watched

2) Targeting Through Short Video Clips:

· Pre-roll
-     Video bumpers



7. GDN and Search Campaigns

Structure of GDN (Programmatic) Campaigns

Objectives of GDN Campaign Promotion:

· Raise awareness of Montenegro as a destination among travelers and travel enthusiasts.
· Showcase the destination in relation to user interests and drive traffic to the website for additional information.
· Inspire travel and highlight the tourist destination.
· Segment and personalize targeting using diverse messages, visuals, and video content tailored to potential tourists.
· Each market must have a separate campaign, with distinct ad groups within it (targeting interests, targeting topics, contextual targeting, combined segments, and retargeting).
· Ad Group 1: Interests (ads targeting interests using various visuals through images and videos) – Travel, cooking, lifestyle and hobbies, sports
· Ad Group 2: Topics (targeting based on portal topics where ads appear) – Montenegro travel, luxury travel
· Ad Group 3: Contextual Targeting (targeting based on keywords within portal texts, showing ads aligned with the specified keywords) – Sea, Montenegro, Adriatic Sea
· Ad Group 4: Combined Segments (targeting users who meet multiple targeting criteria, e.g., interest-based, topic-based, and contextual targeting simultaneously)
· Ad Group 5: Retargeting (showing ads to users who have already visited highly relevant pages on the site)

Targeting/Retargeting Segments: Interests, topics, contextual targeting, website visitors

When setting up the GDN campaign, the offeror must ensure that ads do not appear on inappropriate websites or formats. Mobile applications should be excluded from placements, along with any placements containing content related to controversial social topics.

Structure of Google Search Campaign – Keywords

Google Search is the first point of entry for travel destination research.

The selected offeror is required to conduct promotions based on Reach & Frequency ads to achieve optimal reach by country on search engines and platforms such as Facebook and Instagram. Additionally, the offeror is expected to enhance user activation promotions as needed through boosted posts optimized for engagement.

· All channels must work together to complement and reinforce one another.
· There must be visual consistency across all communication channels.



IV Analyses and Reports

The selected offeror is required to conduct regular monitoring of campaigns and continuously optimize them to achieve the defined key performance indicators (KPIs).
The offeror must also analyse the execution of the digital marketing campaign, providing explanations for the implemented marketing activities and delivering monthly and final reports to the Contracting Authority upon the campaign's conclusion. The analyses and reports must include activities conducted according to the agreed timeline, promotion channels, formats, and individual target markets. Upon request from the Contracting Authority, the offeror must also provide additional analyses and reports.
The contractor is obligated to submit monthly reports from the Facebook Business Manager system and Google Ads account, which must clearly demonstrate that the client is the Contracting Authority and include a breakdown of funds spent per campaign, target market, channel, and post.
Real-time access to the Business Manager, Ads Manager, and Google Ads accounts must be provided to the Contracting Authority.
All advertisements must include defined UTM parameters for source, medium, and campaign, detailing the channel, medium/format, and campaign through which users arrive at the website, enabling their results to be tracked directly via the Google Analytics system of the website www.montenegro.travel.

V BUDGET AND PAYMENT
The budget for campaign implementation is defined in the table below, and the selected offeror will successively provide the services outlined in this public procurement in accordance with the agreed activity plan and within the established budget. The budget includes all costs related to the implementation of the project, including advertising costs and all other costs associated with the project, such as bank commission fees. The amount of €284,000 (excluding VAT) represents the budget for promotional activities and must be fully allocated to implementing promotional activities in accordance with the agreed proposal and activity plan. The amount of €28,510 (excluding VAT) represents the estimated value/price for the commission and agency services and is the subject of offer evaluation. Upon the completion of the campaigns and after final refunds from the Google and Meta systems, reconciliation will be carried out, whereby the offeror must transfer any refunded amounts from Google and Meta platforms to the account of the NTO Montenegro.

The Contracting Authority will make payments successively upon receiving a report and evidence of payments made, as stated on invoices from the Facebook and Google systems for the NTO Montenegro campaign.

The final invoice must clearly itemize the amounts for the agency commission, agency services, and VAT, and payment will be made no later than 30 days from the issuance date of the invoice, which must include the contract reference number. The invoice must separately show amounts for promotional activities and for the agency commission and services, including VAT.

All advertising activities, i.e., paid advertisements, must be carried out using separate Facebook and Google accounts specifically for the purposes of NTO Montenegro.

	CAMPAIGNS
	BUDGET excluding VAT
(in EUR)

	Budget for Promotional Campaign
	284.000

	Commission and Agency Services
(text content generation, photo and video content creation, content translation, delivery control services, campaign setup and optimization, and any other costs associated with the execution of the subject matter))

	28.510

	TOTAL:
	312.510



