
SUSQUEHANNA AREA REGIONAL AIRPORT AUTHORITY (SARAA) 
REQUEST FOR QUALIFICATIONS 

MEDIA BUYING SERVICES 

Introduction 
 
The Susquehanna Area Regional Airport Authority (SARAA) issues this Request for Qualifications 
(RFQ) to award a professional services contract for media buying services related to strategic 
media planning, purchasing and analysis on behalf of Harrisburg International Airport (HIA) and 
it general aviation airport system. 

 
Submissions must arrive in the SARAA offices prior to 12:00 PM (EST) February 4, 2016.  No 
exceptions to this deadline will be made. 

 
SARAA is looking to identify the most qualified response based on three criteria:  the overall 
capabilities of the respondent, its media buying experience and the value generated in each of 
the sample campaigns requested.  Responses will be evaluated as follows:  

 
Capabilities—responses could earn up to 35 points toward final score 

• A brief history and description of your organization and its capabilities – 5 pts. 
• A list of key organization contacts, their capabilities and experience.  Also, identify 

who will be the airport’s primary day-to-day point of contact   – 5 pts. 
• An overview of the types of media your organization researches, plans and buys 

using in house staff vs. third party or contract staff.  If using third party or contract 
staff, please identify and explain how that process is managed – 5 pts. 

• A brief overview of what you know about Harrisburg International Airport and its 
brand.  Also, are you aware of any advertising campaigns conducted by HIA over the 
past twelve months? – 10 pts. 

• An overview of any unique partnerships your organization may have that would be 
valuable in the airport’s efforts to increase usage of airline service at HIA – 10 pts. 

 
Media Buying Experience— responses could earn up to 50 points toward final score  

• A brief overview and examples of your organization’s media buying experience 
within the H-L-L-Y market– 15 pts. 

• A brief overview and examples of your organization’s media buying experiences 
within the HIA secondary market area – 10 pts. 

• A brief overview and examples of any experience(s) buying media in a market(s) 
outside of the state of PA– 5 pts. 

• A brief overview and examples of any experience buying media in Canadian 
markets– 5 pts.      

• Provide an overview of any major trends or changes taking place within the H-L-L-Y 
market that your organization feels could drastically change the landscape of media 
buying over the next few years– 5 pts. 

• A brief description of how your organization’s media buys are analyzed and 
measured for effectiveness, efficiency and return on investment – 10 pts. 
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Sample Campaign— responses could earn up to 40 points toward final score  
• An example of a leisure travel focused buy (see page 8) – 20 pts. 
• An example of a business travel focused buy (see page 9) – 20 pts. 

 
Failure to provide the required data to allow for evaluation of the respondent’s submission to 
the RFQ, or failure to follow and complete the RFQ format and accompanying documents will be 
grounds for rejecting the qualification statement.  SARAA maintains the right to reject any and 
all qualification statements submitted for consideration. 
 
Qualification Statement Submission 

 
The qualification statement should respond to the information requested in all sections of this 
RFQ.  Your submission package should be clearly marked: “HIA MEDIA BUYING SERVICES.”  Four 
(4) copies of your completed qualification statement—and separately sealed schedule of fees—
should be mailed to or dropped off in a sealed package to the attention of: 

 
Marketing Department 

Harrisburg International Airport 
One Terminal Drive 

Suite 300 
Middletown, PA 17057 

 
Email and facsimile copies of submissions will NOT be accepted and will be automatically 
disqualified if received.  
 
All questions must be submitted via e-mail to Scott Miller at scottm@saraa.org.  Written 
answers, including any amendments to the RFQ will be posted at 
http://www.flyhia.com/business-opportunities/airport-projects/ and it is the sole responsibility 
of the responding organization to routinely monitor this page for additional information. 

 
All costs incurred by your agency/firm during the preparation and presentation of a response to 
this RFQ will be the sole responsibility of your organization. 
 
All materials submitted in response to this RFQ shall become the property of SARAA.     
 

mailto:scottm@saraa.org
http://www.flyhia.com/business-opportunities/airport-projects/
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General Scope of Work 
 
As a public agency, it is important that contract procurement services—in this case those 
associated with media buying—are periodically reviewed.  SARAA currently has an expiring 
contract with a qualified media buying agency that serves as the authority’s primary media 
planning resource.  Provided services include research, strategic media direction, market 
analysis, media negotiation/placement, media trafficking and post-buy analysis.   
 
The selected partner will work with the airport marketing department, and when possible, its 
airline partners and/or tenants, to create an integrated media strategy that may include, but is 
not limited to:  
 

• Broadcast Radio and Television 
• Online/Digital Advertising 
• Mobile/social media campaigns 
• Print 
• Outdoor 
• Strategic partnerships and sponsorships 
• Grassroots efforts/tie-ins 

 
At this time, SARAA does not have a creative agency of record and does not anticipate needing 
one in the near future.  However, should any interested organization have an established 
relationship or ongoing affiliation with a creative partner, it may be noted.  This is not a 
requirement for the selected partner.  Creative services would be used only on an on call basis. 
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Customer Demographics and Market Characteristics 

The Susquehanna Area Regional Airport Authority’s (SARAA) mission is to provide access to the 
global economy.  SARAA’s vision is to create an Altogether Better Airport Experience for its 
surrounding community, guests, staff and tenants.   
 
The primary service area for Harrisburg International Airport, generating about 60 percent of 
airline passenger traffic, is the eight county region surrounding the airport.  This region is 
comprised of Adams, Cumberland, Dauphin, Franklin, Lancaster, Lebanon, Perry and York 
Counties—outlined in purple on the map below.  This region is where a large majority of the 
airport’s advertising initiatives are conducted.   

 
 
The airport occasionally conducts advertising within its secondary service area—outlined in blue 
above—when launching new nonstop service to a new destination.  This secondary catchment 
area generates about 10 percent of the airport’s passenger traffic. 
 
The remaining thirty percent of passenger traffic is generated by out-of-state travelers using HIA 
as a destination.  A few out of state advertising campaigns have been conducted designed to 
promote the central Pennsylvania region as a destination.  While this is not done on a regular 
basis, any experience with clients beyond the H-L-L-Y market should be noted.   
 
The airport is currently served by five airlines.  Air Canada, American, Delta and United are all 
global network airlines serving primarily business travelers.  Allegiant is actually a travel 
company that offers low fare nonstop flights to leisure destinations mostly in Florida. HIA 
currently has nonstop service to 10 destinations: Atlanta, Boston, Charlotte, Chicago, Detroit, 
Philadelphia, Orlando Sanford, Tampa Bay (St. Petersburg/Clearwater), Toronto and Washington 
DC.  New service on Allegiant begins to Punta Gorda/Ft. Myers in February 2016. 
 
Harrisburg International Airport averages between 1.2 and 1.3 million passengers annually with 
about sixty percent traveling for business and forty percent traveling for leisure purposes.  
Leisure travel is the strongest during the summer months between June and August and around 
the Thanksgiving, Christmas and New Year’s holidays.   
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The average business traveler, skewing male, is between thirty-five and sixty-five years of age 
and normally books a flight between two and four weeks prior to departure.  The average 
leisure traveler, skewing female, is between twenty-five and fifty-five years of age and is 
booking a trip for her entire family usually between four and six weeks prior to their departure.   
 
Harrisburg International Airport is really in the hospitality business, not the transportation 
business.  HIA markets an Altogether Better experience featuring easy access, affordable parking, 
shorter lines at check-in and security and a quick drive home at the end of your trip.   
 
HIA does not set airfares, flight schedules, flight times, nonstop destinations, etc.  Airlines make 
these decisions on a supply and demand basis.  More airline tickets are sold throughout this 
region on a daily basis than can be served by the current flight schedule at HIA.  As a result, HIA 
usually advertises only when new flight options or services are made available—or if a certain 
route(s) is determined to need additional marketing support.  Over the past five years, SARAA 
has invested approximately $1.4 million in actual media purchases (number below does not 
include agency fees): 
 
2015:  $100,000 
2014:  $362,000 
2013:  $287,000 
2012:  $325,000 
2011:  $283,000 
 
Note:  There are times Allegiant will choose to have its Las Vegas based agency place digital and 
TV buys in the market.  SARAA will reimburse Allegiant once all media invoices are reconciled.   
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Expectations 
It is understood that the media buying organization has the ability to present proposed 
schedules for media buys—based on currently available rating, circulation and activity metrics—
within a timely manner of SARAA’s request.  These schedules should include an analysis showing 
why the specified media was chosen, the projected reach, frequency and estimated cost.  All 
proposed media schedules must be approved by SARAA before they can be implemented.  
 
Any subcontracting will need to be approved in advance by SARAA.  It is expected that the 
agency selected will negotiate as much added value for the airport’s campaigns as possible.  This 
may take the form of bonus air time, program or event sponsorships, webpage links and banner 
advertisements and other appropriate opportunities.  
 
It is expected that all proposed buys will be focused on fulfilling SARAA’s goals and objectives for 
each campaign.  The agency must be impartial and objective in relationships with all media 
outlets.   
 
The contracted agency must be available to meet with SARAA staff in person when given 
appropriate notice.  While most business will be conducted by phone and/or email, SARAA 
prefers to work with an agency located within a two hour drive of the airport.   
 
SARAA, its airline partner or a subcontracted creative agency will provide creative materials 
along with campaign direction.  Media materials (spots, artwork, web elements, etc.) will be 
provided to the contracted agency in a timely manner to meet the advance date that the 
advertisement placement is scheduled to run. 
 
SARAA marketing department will rely upon the media buying agency to provide: 

• Print advertisement publication sizes 
• Online/digital specifications and file formats 
• Outdoor dimensions and required file formats 
• Broadcast media specifics 
• Deadlines for creative element submissions 
• Ongoing campaign analysis 

 
The RFQ in no manner obligates SARAA to the eventual purchase of any services described, 
implied, or which may be proposed, until confirmed by written agreement, and may be 
terminated by SARAA within the scope of the contract’s permissions. 
 
RFQ Evaluation Process 
SARAA will create a RFQ review committee of up to five SARAA employees (all of whom have 
some media/advertising related experience) who will independently evaluate all responses to 
the qualification listed on page one.   
 
Responses to each of the qualification statements outlined on page one will be scored between 
zero and the maximum number of identified points allowed.  Once all RFQ’s are scored and 
ranked, a short list of qualified organizations will be contacted and issued a request for fee 
proposal.  
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A final recommendation to the SARAA Board will be made from the short list of qualified 
respondents and the results of their fee proposals.   

Expected Timeline of Events  
The following is a list of projected dates with respect to this RFQ: 
 

• January 8, 2016—SARAA issues RFQ 
• February 4, 2016 - Completed and sealed qualification statements are due by Noon EST 
• February 8-10, 2016 – SARAA review committee will review submission packages 
• February 11, 2016 – A short list of most qualified statements will be determined  
• February 15-18, 2016 – SARAA review committee may conduct in-person interviews of 

short list  
• February 19, 2016 – SARAA review committee will make a recommendation to the 

SARAA Executive committee (subset of SARAA board of directors) for discussion and 
consideration 

• February 24, 2016 – SARAA board of directors will vote on recommendation of SARAA 
review committee  

 
Please note:  the final awarding of a contract cannot take place until all terms are approved by 
the SARAA Board.   Upcoming SARAA Board meeting are scheduled for Wednesday, February 24, 
2016 and Wednesday, March 30, 2016.  SARAA’s existing media buying contract will remain in 
effect until new contract is approved. 
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Business-to-Consumer Leisure Marketing Sample Campaign 
 
Campaign Objective:  Sell airline tickets for the upcoming June – August summer travel season 
on airline X from the MDT primary and secondary market area between Harrisburg International 
Airport and Orlando, Florida.  Creative is not needed for the campaign, just the media plan, its 
desired impact and what metrics will be used to measure its effectiveness/ROI.   
 
Also, please include a timeline of how the process works including but not limited to:  initial 
planning, research, placement, execution dates, reconciliation, billing, review and analysis     
 
Budget:  $100,000 
 
PRIMARY TARGET 
Primarily female (56%) 
Caucasian, average age: 40 
Married w/2 children 0–17 years 
Education: high school only 30%; some college, no degree 18%; bachelor’s degree 19% 
Employed 74%   
Average HHI: $73.5K 
Owns home average value: $194K 
Heavy Internet users – most trusted medium 
Social networking is important to keep in touch with and follow activities of family and friends. 
Booking window:  30-45 days before travel 
 
ABOUT ORLANDO 
Orlando sparkles with the promise of fun for everyone. Amuse yourself at any one of more than 
a dozen world-class theme parks. Go behind the scenes at Universal Studios® or feel the magic 
at Walt Disney World®. Touch a piece of Mars or explore a rocket ship at the Kennedy Space 
Center. Encounter wildlife on a pontoon ride down the Banana River. Or learn to surf at Cocoa 
Beach –Surf Capital of the World. 
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Business-to-Consumer Business Marketing Sample Campaign 
 
Campaign Objective:  Sell airline tickets during the April and May shoulder travel season on 
airline Y from the MDT primary market between Harrisburg International Airport and Boston, 
Massachusetts. Creative is not needed for the campaign, just the media plan, its desired impact 
and what metrics will be used to measure its effectiveness/ROI.   
 
Also, please include a timeline of how the process works including but not limited to:  initial 
planning, research, placement, execution dates, reconciliation, billing, review and analysis     
 
Budget:  $50,000 
 
PRIMARY TARGET 
Primarily male (60%) 
Caucasian, average age: 45 
Married w/2 children 0–17 years 
Education: high school only 25%; some college, no degree 18%; bachelor’s degree 40% 
Average HHI: $100,000 
Owns home, average value: $225K 
Heavy Internet users – most trusted medium 
Social networking is important only to maintain business relationships. 
Booking window:  10-14 days before travel 
 
 
ABOUT BOSTON 

Famous for its hospitality and friendly spirit, Boston is one of the premiere business and leisure 
destinations in the United States. The Greater Boston area is home to 3.7 million people, and 
nearly 18 million visitors explore the city annually. The area has over 35 hospitals and more than 
60 colleges and universities, which make it a fantastic base for medical research and 
biotechnology related activities.   
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