
 

 

 

Invitation to Quote 

Digital Marketing & Programmatic Advertising Commission Service Specification 

 

1. Introduction 

On behalf of South Lakeland District Council (SLDC), Cumbria Tourism (CT) is seeking to run a thematic digital advertising campaign as part of an SPF (E6) funded 
Arts Heritage and Culture (AHC) project. The main aim of this campaign is to direct Cumbrian residents and potential visitors to webpages, which promote AHC 
assets and creative activities in the South Lakeland region, and ultimately increase footfall to the AHC organisations involved in the project within South Lakeland.  
 
Campaign requirements:  

• Must comply with privacy regulations 

• Reach markets specifically interested in AHC and creative activities 

• Geographically target audiences 

• Must be dynamic i.e. monitor and refine the campaign based on advertisement performance 

 

2. Background  

CT are delivering a programme of activity including a marketing campaign as part of the UKSPF South Lakeland District Council (SLDC) Investment Plan. SLDC Have 
identified that AHC assets (attractions and events) require increased promotion to capitalise on the visitor economy 
 
South Lakeland has a rich and established AHC and creative activities sector operating across its towns and villages. When promoted effectively AHC assets can be 
a key driver to encourage discovery (or revisiting), boosting economic activity in the district.  
 



 

 

 
As part of the campaign, CT have created landing pages on www.visitlakedistrict.com to highlight South Lakeland District Council’s AHC assets. A digital marketing 
campaign is required to drive traffic to those landing pages, and ultimately increase footfall to the AHC organisations involved in the project within South 
Lakeland.  
 
Target Audiences 
 
Due to the campaign running in the winter/early spring months and the ongoing ‘cost of living crisis’ local audiences are the key market for this campaign. 
 
 
CTs 2022 Visitor survey results show the following visitor trends: 
 

• In 2022 almost a fifth were from within Cumbria itself, with another 18% from Lancashire, 12% from Yorkshire and the Humber, and 10% from the North 
East.  

• 57% of visitors to Cumbria came from within the North West region 

• 64% of day visitors were from the North West region, with a third (34%) from within the county of Cumbria and another 21% from Lancashire.  

• 45% of staying visitors were from the North West region. 
 
 
Local: 
• SLDC residents – maximise on ’30-40 minute drive-time’ 
• Cumbria residents - day trips and overnight stays, CT’s current research shows 34% of 2022’s visitors live in-County 
• North Lancashire – CT’s current research shows 17% of visitors are from Lancashire. Note Greater Manchester accounts for 11% of visitors in Cumbria 
 
Visitors: 
• Overnight visitors travelling within a 1–2-hour drivetime (day trips and overnight stays) 
• Families (Exploring families with children aged 8 – 15 years) 
• Those already on holiday in Cumbria (day trips) 
• International visitors as they return 
 
 
 

http://www.visitlakedistrict.com/


 

 

Market Segments: 
• Millennials/Culture buffs  
• Traditional culture vultures 
• Returning ‘empty nesters’  
• Potentially ‘Dinner & a show’  
• Familiar families & Exploring families to capture VFR  
 

 

3. Description of work required and key outputs 

Objectives: 

• To activate a compelling and targeted digital marketing campaign that will drive local residents and potential visitors to the campaign landing pages and 

ultimately to venues involved in the project with South Lakeland. It is envisaged work will include: 

o Google Adwords 

o Google Advertising (Programmatic) 

o Sponsored content on recommended press and media sites (in the main outside of Cumbria) – to be agreed 

o YouTube Advertising  

 

CT will supply content and assets to required specification requested by the appointed agency.  

 

 

 

 

 

 



 

 

 

Timescales 

 

Dates  Activities 

Week commencing: 23: Jan 2023 Deadline for submissions: 9am Thursday 26th 

January 23 

Week commencing: 23 Jan 2023 Successful agency appointed Friday 27th January 23 

• Project initiation meeting Monday 30th 

January 

Week commencing 30 Jan 23 through to 

Week commencing: 13 February 23 

Phase One rollout  

Week commencing: 20 February 23 Phase One review (to include a stats report) and 

Phase Two planning 

Week commencing: 27 February 23  Rollout of Phase Two   

Week commencing: 27 March 23 Final Review to include a stats report 

 

 

 

 

 



 

 

 

Skills and Experience 

The successful supplier should have: 

• Demonstratable experience of delivering high impact, AHC sector specific and successful targeted digital marketing campaigns 

• A confident and professional approach to customer service with good communications skills 

• Flexibility in approach and responsiveness to client feedback 

• Ability to mobilise swiftly and deliver high quality outputs to tight deadlines over a short frame 

In addition, familiarity with the South Lakeland District Council region is desirable but an understanding of the Arts Heritage and Culture sector is essential. 

 

5. Pricing  

 
The indicative budget for this piece of work is £20,000 (excluding VAT). Proposals which significantly exceed this value will not be considered. Proposals involving 

multiple suppliers should have a lead supplier who acts as the single point of contact for the work. 

This price includes a breakdown of all activity, all expenses, no extensions will be offered to cover additional costs. The successful supplier should be ready to 

deliver the most efficient and cost-effective approach. 

This project is operating against a very tight timescale; therefore, it is imperative that timetables be strictly adhered to. 

 

6. Invitation to Quote 

You are invited to submit your response for meeting this brief.  

Your quote should include:  

• A description of how you will meet the specification outlined in this brief (maximum four sides of A4) 

• Up to two relevant case studies of similar projects  



 

 

• Please give an indication of the reach you envisage can be achieved 

• Demonstrate your business is committed to sustainability i.e. document how you minimise the environmental impact of business operations in a responsible 

way 

• Confirmation that you can meet the commission timeline. 

 

 

The deadline for submission of proposals is 9am Thursday 26th January 23  

If you have any questions about this service specification contact Amanda Shaw, ashaw@cumbriatourism.org. Please send all final proposals to Amanda Shaw, 

ashaw@cumbriatourism.org.  

mailto:ashaw@cumbriatourism.org
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