
TECHNICAL SPECIFICATION

	1. DEFINITIONS AND ABBREVIATIONS

	0. Buyer - VšĮ Go Vilnius
0. Supplier – an economic entity – a natural person, private legal entity, public legal entity, other organizations and their divisions, or a group of such persons with whom the Buyer enters into an Agreement. 
0. Agreement - an agreement concluded between the Supplier and the Buyer in relation to the Procurement object.
0. Procurement object – Campaign to promote tourism and increase demand for flights on travel booking and technology platforms (hereinafter - the Services).

	1. PROCUREMENT OBJECT AND THE QUANTITIES 

	1. The following Services are procured:
	 No.
	Name of the service
	Preliminary quantity of the services
	Name of the service unit of measure

	1.
	Development of advertising strategies and media plans 
	7
	pcs.

	2.
	Implementation of the campaign in accordance with the agreed media plan 
	7

	pcs.

	3.
	Preparation of interim reports and data on passenger numbers
	7
	pcs. 

	4.
	Preparation of the final campaign report
	7
	pcs. 

	5.
	Other services not listed above*
	Amount of additional services from third parties 15% of the maximum quantity of Services
EUR 105,000 excluding VAT
	EUR 105,000 excluding VAT


1. A travel technology and booking platform is a digital system or website that allows you to cover a variety of functions for both individual travellers and business customers. Such platforms use advanced technologies that can effectively reach the target audience and influence their decision to travel to a specific destination.  
1. Services will be purchased as needed, applying the rate specified in the Supplier's proposal. The Buyer anticipates, but does not undertake, to purchase services during the term of the Agreement for an amount not exceeding EUR 847,000.00, including all taxes. This maximum amount (volume) includes all taxes paid by the Supplier and all costs incurred by the Supplier in connection with the performance of the Agreement, as well as the amount of additional services from third parties (preliminarily EUR 105,000 excluding VAT).
1. The preliminary number of campaigns to be ordered is 7.
1. * Additional services may be purchased solely for the purpose of implementing tourism promotion and flight demand increase campaigns, e.g., acquisition of unforeseen data, preparation of non-traditional content formats when it was not possible to predict the need in advance, testing of ideas, etc. The necessity of these expenses must be justified and agreed upon with the Buyer. At the Buyer's request, the Supplier shall be obliged to provide at least 3 estimates from third-party suppliers within 5 working days. Additional services will be paid for at prices that do not exceed market rates. The Supplier's profit cannot be included in the actual costs incurred. The Buyer has the right to request the services of another provider offering a lower price for the service.

	3. DESCRIPTION OF THE PROCUREMENT OBJECT

	3.1. Procurement object. 
3.1.1. We purchase tourism promotion campaign services on travel booking and technology platforms that implement advertising display packages, i.e., automated digital advertising, where banner or video ad formats are purchased through real-time bidding (RTB) using special technology platforms. This is automated, multi-channel advertising based on user behaviour, location, and other data, allowing for the most effective targeting of ads based on behaviour, the use of repeat ads, and the tracking of users. The platform must have tools that can identify how many users who saw the advertisement came to Vilnius (e.g., geolocation, geofencing).
3.1.2. The campaigns are organised with a view to implementing the Vilnius City Competitiveness and Attractiveness Programme to promote international communication, which aims to create a favourable economic environment for business and investment, effectively utilize the city's tourism potential, and increase the city's visibility in an international context. The main purpose of using the Services is to increase demand for flights through marketing measures and, at the same time, attract tourists to Vilnius.
3.1.3. Planned campaigns are targeted at destinations (countries, cities) that must meet the following criteria: 1) a list of routes that are important for Lithuanian business and inbound tourism, for which flight promotion measures may be implemented to ensure targeted accessibility, approved by the Ministry of Transport and Communications and the Ministry of Economy and Innovation of the Republic of Lithuania; 2) the target tourism markets (countries) of the public institution Go Vilnius, i.e. Germany, Poland, United Kingdom, Netherlands with the possibility of adding an additional market in 2026.
3.1.4. Digital travel booking and technology platform-managed channels and tools must be used to implement the campaigns.

3.2. Development of advertising strategies and media plans.

3.2.1. The Supplier shall prepare a strategy for advertising campaigns in the target market, focused on a specific city or region specified by the Buyer, or several cities, and shall coordinate it with the Buyer.
3.2.2. When developing an advertising strategy, specify: 
1) campaign objectives related to increasing interest in flights to Vilnius and potential passenger growth (desired campaign impact),
2) target audience,
3) key message and proposed positioning,
4) selection of key channels and rationale.
3.2.3. The strategy must be well-founded, well-argued, and cover digital and other advertising channels.
3.2.4. The Supplier must draw up a detailed media plan for the campaign with detailed indicators and submit a budget. Minimum indicators that the Supplier undertakes to achieve during a single campaign: ad impressions – 4 million, clicks – 15,000.
3.2.5. The media plan must include the main targets: 
1) digital advertising reach and visibility indicators (ad impressions, number of unique users reached, frequency), 
2) engagement metrics (clicks, click-through rate (CTR), engagement rate), 
3) price indicators (price per click, price per expected number of impressions), 
4) the number of tourists who arrived thanks to the campaign, 
5) indicators for other measures proposed in the media plan, if such measures are proposed. 
3.2.6. The media plan must present the planned impact of the campaign on attracting tourists: 
1) the number of searches for trips to Vilnius and a comparison with the previous period,
2) planned number of trips purchased and tourists,
3) planned economic benefit to the city (in Euro),
4) return on investment (ROI) indicator, specifying the proposed investment and return per tourist attracted. 
3.2.7. The media plan must include a list of the necessary materials:
1) Video formats (e.g., MP4, MOV), duration (in seconds), aspect ratio (e.g., 16:9, 9:16), maximum size (MB), codec, etc.
2) Banner ad formats (e.g., JPEG, PNG, HTML5), sizes (e.g., 300x250, 728x90, 160x600, 1080x1920, etc.),
3) Structure of text advertisements or content entries (copy) – character limits, style, etc.
4) other possible material.
3.2.8. The media plan must be adjusted at the request of the Customer, and the final version must be agreed upon with the Customer.
3.2.9. The Supplier is fully responsible for the preparation of a high-quality strategy and media plan, ensuring that they meet the Buyer's objectives and quality requirements. The strategy and media plan must be based on data, market analysis, and clearly defined communication goals and indicators (KPIs).
3.2.10. The preliminary duration of a single campaign is 3 months. The duration can be adjusted as needed.

3.3. Implementation of the campaign in accordance with the agreed media plan:

3.3.1. The Supplier must implement the approved media plan using advertising channels agreed in advance with the Buyer, in accordance with the established deadlines and campaign duration. Any deviations from the plan are only possible with the prior written consent of the Buyer. 
3.3.2. The Buyer shall provide the Supplier with all necessary materials for the campaign: photos, texts, video materials, and other content required by the Supplier.
3.3.3. The campaign content package includes static and animated advertising banners, videos and their distribution in various sizes and formats, as well as text and other material necessary to implement the proposed media plan.
3.3.4. The set of campaign content tools or parts of the set may be changed once during the campaign if the need arises, the information changes, or the Buyer informs of a necessity. 
3.3.5. At least once a month, the Supplier has to let the Buyer's rep know how the campaign is going and email recommendations for improvements if the campaign's interim results don't match the media plan.
3.3.6. Implement campaign optimizations agreed with the Buyer in cases where campaign results are lower than planned, or propose and implement additional measures at your own expense to achieve the set goals, e.g., propose a longer advertising period. 

3.4. Preparation of interim reports and data on passenger numbers:

3.4.1. Submit an interim campaign report halfway through the planned campaign.
3.4.2. Submit the following: 
1) digital advertising reach and visibility indicators (ad impressions, number of unique users reached, frequency), 
2) engagement metrics (clicks, click-through rate (CTR), engagement percentage, etc.) 
3) price indicators (price per click, price per expected number of impressions), 
4) the number of tourists who came because of the campaign, 
5) indicators for other measures proposed in the media plan, if such measures are proposed. 

3.5. Preparation of the final campaign report:

3.5.1. Submit a detailed report on the entire campaign within 30 calendar days after the end of the campaign.
3.5.2. Within 30 calendar days after the end of the campaign, submit the indicators specified in clause 3.4.2 and the following: the number of searches for trips to Vilnius during and after the campaign and a comparison with the previous period, the number of trips purchased and tourists, economic benefits to the city (in euros), as well as the return on investment (ROI) indicator, specifying the investment and return per tourist attracted.
3.5.3. In order to monitor the long-term impact of the campaign, the Supplier will be asked to provide additional tourist statistics and breakdowns for the 3 months following the campaign period, in accordance with point 3.5.2.


	4. PLACE OF PERFORMANCE OF THE SERVICES

	4.1. Gynėjų str. 16, Vilnius (remote presentation and discussion).

	5. PROCEDURES AND DEADLINES FOR THE PERFORMANCE OF THE SERVICES

	5.1. Upon receiving an order, the Supplier must respond within 24 business hours and confirm receipt of the request. 
5.2. The Buyer shall submit the order to the Supplier by e-mail, specifying the following information: markets and cities targeted by the campaign, preliminary start and end dates of the campaign.
5.3. The Supplier must prepare a campaign strategy for each market separately within 10 working days from the date of receipt of the order confirmation.
5.4. The Supplier must draw up a media plan within 10 working days of the strategy being approved. A period of 10 working days from the date of the initial proposal is allocated for correction and approval. By agreement between the Supplier and the Buyer, the deadline may be extended by up to 5 days by email.
5.5. The estimate for services and more detailed terms shall be agreed with the Buyer prior to the performance of services. Terms may be extended in agreement with the Buyer or at the Buyer's initiative in order to find the best solutions (e.g., the most appropriate time to show advertisements to tourists or plan a trip).
5.6. After agreeing on the media plan, the Buyer shall provide the Supplier with all the necessary materials for the campaign.
5.7. The Supplier, in agreement with the Buyer, shall have the right to engage third parties to provide services. The Service fees must include all taxes and other costs incurred by the Supplier in connection with the provision of the Services. The Supplier must submit third-party documents supporting the expenses together with the invoice. Costs relating to other activities of the Supplier or to the Supplier's activities under other orders shall be borne by the Supplier.
5.8.  The Supplier shall be responsible for the quality of the Services specified in the Buyer's order in accordance with the agreed deadlines. 
5.9. The Supplier must coordinate all service performance solutions with the Buyer and correct any defects caused by its fault at its own expense within 3 days. Services performed by the Supplier on its own initiative, without coordination with the Buyer, shall not be considered part of the agreement and shall not be paid for.
5.10. The Supplier shall submit a VAT invoice for the Services provided and accepted during the previous month by the 6th day of the month. Each Service must be listed on a separate line. The Supplier will also be required to submit third-party documents supporting the expenses together with the invoice. Costs relating to other activities of the Supplier or to the Supplier's activities under other orders shall be borne by the Supplier.
5.11. The Buyer must pay the invoice within 30 calendar days.

	6. ADVANCE PAYMENT

	6.1. No advance payment will be made; payment may be made for part of the services provided in accordance with the services specified in clause 2.

	7. CONTEXT OF THE COMPETITION TASK

	7.1. VšĮ Go Vilnius works with target tourism markets: Poland, the United Kingdom, the Netherlands, Germany, and the list may expand in the future. The main objective is to attract tourists from these markets.
7.2. One of the strategic goals of VšĮ Go Vilnius is to increase demand for flights from airports that are strategically important for tourism and business in order to achieve the highest possible flight occupancy rates and, at the same time, a growing number of tourists in Vilnius.

	8. TENDER TASK

	8.1. The task is to prepare a detailed advertising campaign strategy for the travel booking and technology platform (in accordance with clause 3.2 of the technical specifications) and a media plan (in accordance with clause 3.3 of the technical specifications) for the London-Vilnius route.
8.2. Target audience – residents of London and the surrounding region, British citizens, people aged 20-50 with average and higher incomes, looking for convenient transport options, who more often use traditional (not low-cost) airlines, enjoy traveling, and are interested in weekend trips.
8.3. The campaign will last for three months (either September–November or February–April), with an indicative budget of €60,000–90,000, including all taxes and expenses.
8.4. The advertising strategy and media plan are based on the assumption that there are at least five direct flights to Vilnius per week, and the campaign aims to increase awareness of direct flights from London to Vilnius, encourage people to consider travelling to Vilnius, and purchase airline tickets to Vilnius. 
8.5. The media plan must include the measures and budget broken down across all proposed advertising channels and a 3-month period.
8.6. Set campaign success metrics, such as the number of audiences reached through advertising channels, the number of clicks, the number of video views (if video is used), the number of conversions, number of flight searches, as well as indicate the planned impact of the campaign on the growth of demand for flights to Vilnius and the purchase of airline tickets during the campaign and 3 months after the campaign.
8.7. The campaign strategy and media plan are considered preliminary assessments, and their implementation is mandatory for both parties, except for those areas that the evaluation committee indicates as needing correction in its protocol.

	9. ENVIRONMENTAL PROTECTION REQUIREMENT

	9.1. The services are provided in accordance with sub-clause 4.4.3 of the description of the procedure for the application of environmental criteria in green procurement.[footnoteRef:1] [1:  Order of the Minister of the Environment of the Republic of Lithuania No. D1-508 of 28 June 2011 “On the Approval of the List of Products for the Public Procurement and Procurement for which Environmental Criteria are to be Applied, Environmental Criteria and the Description of the Procedures for the Application of Environmental Criteria to be Applied by Contracting Organisations and Contracting Entities in the Procurement of Goods, Services and Works”.] 

9.2. Electronic invoices conforming to the European Standard for Electronic Invoices shall be provided by means chosen by the Service provider. Electronic invoices that do not comply with the European Standard for Electronic Invoicing must be submitted using the SABIS tools. In the event of technical failures in the SABIS system and in the absence of the possibility to submit the accounts via SABIS, the accounts are submitted by email info@govilnius.lt.



