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1.​ Who are your aspirational brand partners?​
Visit Estes Park looks forward to exploring this question with the selected partner 

through onboarding and discovery. Proposals should demonstrate the agency's 

approach to brand partnerships.​

 

2.​ Are there any standout initiatives or events from other destinations you 
admire?​
Visit Estes Park looks forward to exploring this question with the selected partner 

through onboarding and discovery. ​

 
3.​ What do target travelers often misunderstand or overlook about Estes 

Park? ​
Visit Estes Park looks forward to exploring this question with the selected partner 

through onboarding and discovery. ​

 
4.​ Which traveler persona(s) would you like to see more strongly reflected in 

media coverage? ​
We are looking for a PR partner willing to work alongside us to identify and pursue 

emerging audience segments, whether that means tapping into wellness travel, the 

growing pre-tiree market, or communities that have been underrepresented in our 

media coverage to date. We are open to data-informed thinking about who the next 

generation of Estes Park visitors could be, and what stories will reach them.​
 

5.​ Where do you feel your current PR efforts are falling short? ​
Visit Estes Park looks forward to exploring this question with the selected partner 

through onboarding and discovery. ​

 



6.​ Do you have budget allocated for influencer partnerships, or is the focus 
primarily on barter? ​
We do budget for influencer partnerships and look to the potential bidder to 

recommend their proposed split of the given budget. ​

 
7.​ How does Visit Estes Park define success for this PR program beyond 

earned media volume, particularly in relation to driving visitation during 
shoulder and off-peak seasons and encouraging exploration beyond the 
destination’s most well-known attractions?​
Please reference information in the RFP beginning on Page 3. ​

 
8.​ Can you share examples of recent high-performing media placements and 

what made them successful?​
Visit Estes Park looks forward to exploring this question with the selected partner 

through onboarding and discovery. ​

 

9.​ While we understand cadence will be mutually defined, do you have an 
initial expectation or budget allocation in mind for the number and scale of 
FAM trips, desksides, and media activations?​
We look to the proposed bidder to make a recommendation based on the given 

budget to maximize the impact. ​
 

10.​ How do you envision the agency integrating with your internal 
communications team during activations, press trips, and day-to-day media 
relations?​
We are seeking partners that are fully embedded in our work - from strategic 

planning and pitch development to FAM trip development and execution (group 

and individual), influencer engagement, and ongoing media relationship building. 



The selected partner will function as an extension of the VEP team.​

 
11.​How do you currently prioritize and evaluate the role of influencers and 

content creators relative to traditional media, particularly in driving 
visitation during shoulder seasons?​
We currently work with influencers, content creators and traditional media. We 

look to the potential bidder to make a recommendation for how we prioritize them 

to drive year-round visitation.​

 

12.​What would make this partnership feel truly successful from your team’s 
perspective within the first six months?​
Please reference information in the RFP beginning on Page 3. ​
 

13.​If you can, please share the current volume of writers and influencers that 
VEP is hosting on an annual basis.​
We currently host an estimated 30 writers and influencers through both individual 

and group FAMS.​

 

14.​Additionally, please break down the current priority of focus of writers to 
influencers. ​
Our primary focus is currently on traditional media with influencers as a secondary 

priority. We evaluate every opportunity based on audience alignment, content 

quality, ability to support our strategic goals, and budget for each. We are open to 

priority recommendations from potential bidders. ​

 

15.​Does VEP currently utilize a Barcelona Principles scorecard for 
measurement purposes?  ​
We currently use both Barcelona and traditional measurement. We are open to 



other measurement recommendations from potential bidder(s).​

 
16.​Does VEP currently attend any media marketplaces or media-focused 

conferences, if so which ones?  ​
Not at this time. We are open to the recommendations of potential bidders for 

future attendance.  
17.​Are you currently working with a PR agency? If so, why are you considering a 

change? 

Yes, Visit Estes Park is currently working with a PR agency and we are issuing an RFP 

as a part of a standard review of our agency relationships. 

18. What has worked and not worked in your PR efforts to date?​

Visit Estes Park looks forward to exploring this question with the selected partner 

through onboarding and discovery.  

19. Of the outlined scope areas (media relations, FAMs, influencers, strategy), which 

are the highest priority in year one?  

We look to the proposed bidder to make a recommendation based on the given 

scope to maximize the impact.  

20. What types of crisis communications support may be needed?​

Visit Estes Park cannot anticipate specific crisis scenarios that may be needed, but we are 

seeking a partner well-versed in a variety of crisis management situations. Potential bidders 

should demonstrate their experience and capabilities in travel-related crisis 

communications. 

21. With the request for innovative PR strategies -- you are looking for just ideas, not 
execution as part of this scope of work, correct?​
The innovative strategies would need to be executed in partnership with the Visit Estes     

Park team as a part of the 2027 scope of work.  



22. The RFP indicates "Participation in on-site workshop(s) for the Visit Estes Park 
local partners as requested." Can you elaborate on what these are and what 
expectations for participation/support would entail?​
These workshops are training sessions for local tourism partners on topics such as working 

with media and content creators. Frequency and scope would be determined collaboratively 

with a selected partner based on need and budget. 

23. Regarding "Participation in regular strategic planning sessions with the VEP 
team," how often do those occur?​
The frequency and cadence of strategic planning sessions for our PR efforts is not 

prescribed. Proposers should include their recommended approach in their proposal. 

24. Is the stated budget inclusive of hard costs like FAM trips, influencer fees, and 
events, or is that separate?​
Hard costs are included in the given budget. ​

​

25. How many FAM trips or media visits do you anticipate annually?​

We look to the proposed bidder to make a recommendation based on the given 

budget to maximize the impact. ​
​
26. Who will be involved in the final decision and what matters most to each 
stakeholder group?​
Proposals will be reviewed by a selection committee that may include Visit Estes Park board 

directors, leadership, and community partners. Proposals will be evaluated according to the 

criteria outlined in the RFP.  

27. What will differentiate a winning proposal beyond the stated evaluation criteria? 

The evaluation criteria outlined in the RFP represent the basis for selection. 
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