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 Technical specifications
[This table shall be filled in by the tenderer in columns 2, 3, 4, 6, 7, and by the contracting authority - in columns 1, 5]
	Procurement procedure number: The information can be found in SIA RSAP.

	Purpose of the purchase: Comunication&PR Services for Wine of Moldova in Denmark



	Name of goods/ services
	Name of the model of goods/ services
	Country
of origin
	Producer
	Full technical specification
required by the contracting
authority
	Full technical
specification proposed by
the tenderer
	Reference
standards

	1
	2
	3
	4
	5
	6
	7

	Goods/services
	
	
	
	
	
	

	Lot 1. Promotion activity towards buyers , importers, fairs, events and SMM

	1 Communication Strategy

	Communication Strategy
	
	
	- Communication should create results. It should be measured at the bottom line, increase the fanbase, build trust, make people want to come back. It’s not just the numbers, we actually don’ like to do communication just for praise and execution. It has to work for the business - otherwise it has no purpose.

Communication strategy should include:
 • Elaborating a Digital & PR communication strategy for 1-2 years (2023-2024) 
• Proposing relevant instruments, media, platforms, events, etc.
 • Proposing B2B events 
• Creating and developing content including content received from the client 
• Implementing the Digital & PR communication strategy on the Danish market
 • Identifying messages, subjects and themes that arouse more curiosity and interest of the public: winemaking, viticulture, culinary, food pairings, hospitality, etc. 
The public likes to learn more about people behind the wines, family stories, historic facts and food pairings through “when to drink” and “how to” videos. 
• Creating dedicated campaigns for National Wine Day, Vernissages and other local events that might be interesting for Danish consumers
 • Creating dedicated campaigns for the events planned in Denmark – collaborations with sommeliers, wine bloggers, etc. 
• Engaging with local bloggers, influencers, ted speakers, wine journalists in digital campaigns 
• Displaying videos for people to reuse in social media and webcast tasting, explaining details about viticulture and wine
 • Posting content that reminds people of a positive memory and share videos/photos to attract attention and encourage customers to share their own experiences and spreading awareness of your brand online 
• Using a mobile -first strategy to reach millennials and stay relevant

	
	

	2. Tastings and Masterclass

	 Tastings and Masterclass 
	
	
	In 2023, top priority must be given to get Moldova wines onto the Danish market as there are currently very few. 
The Agency should propose two seminars and walk around events for wineries looking for an importer, one in Copenhagen (the capital) and one in the center of Jutland, as many importers from Jutland do not have time to travel. The Masterclass will be carried out by a local wine expert, unless we bring an appropriate wine personality among the exhibitors. The subject is to be discussed, but we suggest high-end wines to show the possibilities of Moldovan wine. 
It should include a buffet with inspired food for pairing with wines.
 
Target group: importers and media 

Suggested time: 8-10 or 22-24 May or 12-14 June (not after mid-June)

Alternative: 
Invite bloggers, influencers and journalists for wine-tasting once or twice per year with a special focus i.e. Grapes & wine, Sparkling, Red, etc
 • Influencer focus will mainly be on Instagram to link with the Moldova Wine account, but we will certainly look to TikTok as well. 
• Based on the experience the agency  will engage with them on talking about the wine on their respective platforms. 
• It would be great, if we could do this with an importer/resellers and/or a representative from Moldova Wine

	
	

	3. Importer meetings/
tastings

	Importer meetings/
tastings


	
	
	For the wineries that have not found an importer after the walk-around tastings, the agency will suggest setting up meetings with attractive importers for a personalized presentation at their premises. The Agency will set up the visit, and the presentation will be done by a respected sommelier. To create interest for both walk-around tastings and personalized visits in situ, that should create interest.
 
Target group: selected importers

	
	

	4. Importers’ trip
	Importers’ trip
	
	
	A trip for importers to Moldova. The best way to get a country and its wine under your skin – and consequently purchase the wine and bring the know-ledge on to the customers – is to have been there, tasting the wines, meeting the winemakers and seeing the beauty of the country and the way of living. 
Suggested time: September-October

 The budget includes the flights from Copenhagen to Chisinau and back. ONVV assume that the wineries will host the guests and cover transportation
	
	

	5. Social Media
Management
	Social Media
Management
	
	
	Digital promotion: 
Creation of a page for Moldova on Facebook and Instagram and postings one per week. Elaborating a strategy and content plan for SMM.
Suggestions for content and relevant photos to be received from ONVV.
SoMe on Facebook and Instagram building profiles for Moldova Wine and share content between the two accounts 
• The Agency will primarily engage influencers within gastronomy and create a symbiosis between Moldova Wine and food. 

 Target group: consumers with interest for wine, gastronomy and culture. 
Suggestion: Boosting of selected posts to increase knowledge of Moldovan wine, winemaking, food pairing, culture, etc. and to gain followers.
	
	

	6. Lifestyle fairs
	Lifestyle fairs
	
	
	Moldovan Wine should be present at fairs, but the participation depends on whether enough wines are brought to the Danish market. The Agency will  suggest the lifestyle fairs as  “Bolig, mad & design” in October 2023, where we will present Moldova wines on the Danish market in a booth. The Agency bring an overview that the visitors can bring home with information about where to buy the tasted wines and the cost of it. 
The number of visitors to the fair will be around 50.000 persons.
 Budget: will include includes rent of a space for 3 days with presence of 6 hours per day, transport and set-up before and take down after the fair. 
 If there is not wine enough on the Danish market by October, there is another “Bolig, mad & design” fair in March 2024 which should be take into consideration. Promotional material such as brochures, rollups, etc. should be taken into consideration.
 Wine of Moldova presence should be stylish rather than folkloric, in order to appeal to a younger Danish audience.
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