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1. Ability of Professional Agency Personnel (10 Points) 
(a) Describe the qualifications and relevant international tourism public relations 
experience of the Account Manager and all key staff that are intended to be assigned to 
this project. Include resumes for the Account Manager and all key staff described. 
Include the qualifications and relevant experience of all subconsultants’ key staff to be 
assigned to this project. Describe the qualifications and relevant international tourism 
experience of the Account Manager and all key staff intended to be assigned to this 
project. 
LMA has the relevant qualifications and experience to represent the Florida Keys within 
Canada given our experience representing the Florida Keys for the last 18 years and 
our presence within the Canadian market.​
​
Long-standing representation of the Florida Keys & Key West in Canada.​
LMA has represented the Florida Keys for over 18 years and has built up brand 
recognition within the Canadian market and with media members. The agency’s 
integrated services (public relations, digital and social) allows us to combine traditional 
media outreach with influencer/digital campaigns and social content to reach Canadian 
travellers across channels. 
 
Experienced, travel-focused team and client familiarity.​
LMA’s client roster includes a variety of tourism clients with the Florida Keys being the 
largest client. LMA’s leadership, specifically the day-to-day public relations 
representative Jerry Grymek, is regularly quoted in travel press and profiled in travel 
trade outlets, demonstrating industry credibility and media relationships in the Canadian 
travel market. Of note, Jerry has worked on the Florida Keys account from day one to 
present day. 
 
Active presence within Canadian travel trade / media channels.​
LMA is active within travel media interviews and industry association events, showing 
ongoing engagement with the media and trade audiences that influence Canadian 
visitation. Jerry Grymek is recognized as the President of the Travel Media Association 
of Canada (TMAC) and has been a long-standing Board member, which has allowed his 
representation of the Florida Keys gain further awareness. 
​
No conflicts of interest.​
LMA does not represent any other Florida destinations while representing the Florida 
Keys in Canada. 
 



 

The primary team members for the Public Relations representation of the Florida Keys 
in Canada will be the same senior agency members that have been working on the 
account for over 18 years. The following are the resumes for the primary team 
members:  
 
John Ozikizler 
President 
Account Role for the Florida Keys: Strategy 
John is an advertising industry veteran having served as VP-General Manager of DAC 
Group, Managing Director of Publicis Modem and President, Maclaren Momentum. 
John is the commensurate expert in the field of integrated marketing communications. 
John has worked on the strategic planning for the Florida Keys for over 10 years.​
​
Drawing upon his experience with dozens of clients – both in packaged goods and in 
services – John is able to quickly find the optimal balance of digital and traditional 
communications solutions. This experience has propelled him through an incredibly 
wide range of disciplines that include public relations, event management, Internet 
search marketing, broadcast advertising, collateral design, and trade shows. John 
believes that marketing starts with the consumer and works to ensure that the programs 
we deliver meet this critical responsibility. 
 
Jerry Grymek 
Executive Vice President, Managing Director  
Account Role for the Florida Keys: Day-to-Day PR and Trade Management 
With a Marketing Degree and Public Relations Certification, Jerry oversees the Public 
Relations for a variety of food service, travel destinations and hotel properties. Jerry has 
been the Account Manager and day-to-day PR and trade contact for the Florida Keys 
since our start of representing the destination.​
​
Jerry is well-known within the travel industry, through interviews and participation in key 
association and industry events. He is the President of the Travel Media Association of 
Canada, Canada’s premier travel association, and a member of Travel Massive, the 
social travel blogger community. He is also a member of the Canadian Public Relations 
Society. ​
​
Jerry is also recognized as the media personality known as ‘The Doggie Concierge’ 
during the Westminster Kennel Club Dog Show and garners quite a bit of media 
coverage related to the Show. 
 
Additional staff members will be called upon for support as needed for larger 



 

campaigns. 
 
(b) Include specific qualifications and experience as it relates to international public 
relations services for a tourism agency. 
​
Over the course of LMA’s 33+ years of travel and hospitality representation, we have 
built media relationships and have amassed a network of contacts that we can share 
updates with regarding the Florida Keys. 
    
Of note, the agency once represented VISIT FLORIDA within the Canadian market from 
2010 to 2016, and allowed a deeper understanding of the Florida market. LMA was 
invited to give a presentation about the Canadian landscape for the 2016 Florida 
Governor’s Conference on Tourism. Through that, the agency has a firm understanding 
of what makes the Florida Keys stand out and what it offers Canadians. 
 
Furthermore, having worked with the Florida Keys and TDC teams for over 18 years 
has allowed us to better understand the billing processes and requirements involved to 
minimize back-and-forth requests.  
 
Finally, LMA prides itself on having senior team members work on the Florida Keys 
account and never passing off day-to-day work to junior members. This allows for 
consistent team representation and decision making level members to hit the ground 
running. 
 
(c) Provide an Organization Chart that demonstrates how the account will be managed. 
The following is the organization chart of LMA’s PR team: 



 

 
 
(d) Provide a description for how the Proposer can tap into additional resources or 
reassign staff not assigned to the TDC’s account to assist with large-scale projects or 
replace under-performing staff on the project.​
LMA maintains a flexible, team-based service model designed to ensure continuity, 
scalability, and high performance across our accounts. While a dedicated core team of 
senior agency staff exists for and is assigned to the TDC account, the agency has 
immediate access to additional internal specialists across public relations, digital 
marketing, social content, influencer engagement, research, trade marketing, and crisis 
communications who can be deployed as project requirements expand.​
​
For large-scale Canadian initiatives, staff can be temporarily reassigned or added to the 
account from across the agency to provide increased capacity and specialised expertise 
without disruption to ongoing programming. ​
​
LMA also maintains formal performance oversight protocols. If an assigned team 
member does not meet established performance standards or client expectations, 
management will promptly implement a corrective plan or reassign personnel as 
needed. Replacement staff are drawn from pre-qualified internal team members who 
are fully briefed on the TDC’s objectives and market strategy, ensuring continuity of 
service and uninterrupted campaign momentum. This approach allows the Proposer to 
remain both highly responsive and fully accountable, providing the TDC with a scalable, 
expert-level team capable of supporting diverse program demands at any time. 
 



 

(e) Include qualifications and relevant experience of any proposed subconsultants. 
Not applicable. 
​
​
2. Project Approach: Scope of Work Management (15 Points) 
(a) Describe the Proposer’s methodology and approach to the scope of work, including 
international public relations, strategy development, media outreach, press trips, and 
reporting.​
LMA applies a strategic and integrated methodology to deliver results-driven destination 
marketing for the Florida Keys within Canada. Our approach combines senior-level 
expertise, long-standing market knowledge, and structured processes to ensure all 
initiatives—from public relations to reporting—are fully aligned with the Florida Keys’ 
objectives and tailored to target audiences.​
​
Our international public relations and strategy development efforts are grounded in 
market research, seasonal travel trends, and insights from past campaign performance, 
ensuring that messaging is relevant and resonates with Canadian audiences. Campaign 
strategies are designed to position the Florida Keys effectively, highlighting themes such 
as adventure travel, family vacations, eco-tourism, culinary experiences, and 
warm-weather escapes. This strategic approach ensures that all activities support 
overarching destination goals while maintaining consistency in branding and 
messaging.​
​
Media outreach is conducted proactively and purposefully, leveraging long-standing 
relationships with Canadian journalists, editors, broadcasters, and digital influencers. 
LMA develops story-driven pitches that are timely, tailored, and aligned with media 
needs, maximizing the likelihood of high-value earned coverage. Media engagement is 
consistently documented and tracked to maintain transparency, accountability, and 
follow-through on all opportunities.​
​
Press trips and familiarization programs are carefully planned and executed to ensure 
that journalists, influencers, and travel trade representatives experience the Florida 
Keys in a manner that highlights the destination’s key offerings. LMA provides detailed 
itineraries, messaging guides, and logistical support, while post-trip follow-up includes 
curated story ideas, content assets, and images to maximize earned media outcomes. 
These programs are designed to generate impactful coverage and lasting relationships 
with media and trade partners.​
​
​
​



 

Reporting and performance analysis are integral to LMA’s approach, with structured 
monthly reports that track media placements, trade engagement, influencer activity, and 
other key performance indicators. Reports provide detailed analytics and insights, 
highlighting successes, opportunities for improvement, and recommended next steps. 
Additionally, fiscal-year forecasts and campaign projections are included to support 
strategic planning and budget management.​
​
All activities are executed by senior-level team members who have directly represented 
the Florida Keys in Canada for over 18 years. LMA’s structured workflow, assignment 
tracking, and approval processes ensure accountability, responsiveness, and 
continuous alignment with destination objectives. This integrated, senior-led approach 
allows LMA to deliver cohesive, efficient, and results-oriented marketing initiatives that 
maximize the Florida Keys’ visibility and impact in the Canadian market. 
 
(b) Provide description of the Proposer’s organization's services and specific account 
processes (e.g. Complete monthly billing with all appropriate back-up documents, 
including detailed time sheets, and detailed invoices, original line-item receipts, and 
comprehensive billing recap including projections through end of the fiscal year.)​
LMA has provided comprehensive destination marketing services for the Florida Keys in 
Canada, including media relations, influencer engagement, travel trade outreach, 
content development, campaign management, and strategic communications planning. ​
​
Our services are delivered by senior-level team members with extensive experience in 
Canadian markets, ensuring consistency, expertise, and alignment with the Florida 
Keys’ strategic objectives.​
​
LMA’s specific account processes:​
Monthly Billing and Documentation​
LMA prepares complete monthly invoices that include detailed line-item expenses for all 
activities. Original receipts and supporting documentation are scanned and organized to 
correspond with each line item, and detailed time sheets for staff hours are included to 
ensure full transparency and accountability. Each month, LMA also provides a 
comprehensive billing recap that includes projections for the remainder of the fiscal 
year, allowing for accurate financial planning and oversight. 

Structured Workflow and Deliverables Management​
All projects are managed through a centralized workflow system that clearly defines 
deadlines, responsibilities, and approval steps. Deliverables—such as media materials, 
campaign content, itineraries, and reports—undergo internal review before being 
submitted for client approval, ensuring consistent quality and adherence to the 
established process.​



 

Communication and Reporting​
LMA provides monthly updates on campaign progress, media coverage, trade 
engagement, and influencer activity. Any potential issues are communicated proactively, 
along with recommended solutions, to maintain alignment with destination goals and 
ensure smooth project execution. 

Accountability and Compliance​
All invoicing and reporting processes are fully compliant with TDC guidelines and 
contractual requirements. Internal review procedures further ensure that all 
documentation is accurate, complete, and submitted on time.​
​
Through these structured services and account processes, LMA delivers a high level of 
professionalism, transparency, and responsiveness, ensuring that all Florida Keys 
initiatives in Canada are efficiently managed and fully aligned with destination 
objectives. 

(c) Provide a description of how the Proposer manages workflow, assignment tracking, 
and project approvals.​
LMA manages workflow, assignment tracking, and project approvals through a 
structured, transparent, and highly organized process designed to ensure efficiency, 
accountability, and on-time delivery.​
​
Centralized Workflow Management​
LMA utilizes a centralized project management system to organize all tasks, deadlines, 
and deliverables. Each project is assigned a dedicated workflow that outlines objectives, 
timelines, responsibilities, and approval stages, allowing internal team members and 
clients to maintain clear visibility.​
​
Assignment Tracking and Team Coordination​
Regular internal status meetings allow the team to review action items, adjust timelines 
if needed, and maintain momentum on all active projects.​
​
Structured Approval Processes​
All major deliverables, including media materials, content drafts, event plans, itineraries, 
and campaign assets, are routed through a formal approval process. LMA provides 
stakeholders with clear timelines for review and incorporates feedback efficiently while 
preserving project continuity and quality standards.​



 

Documented Communication and Version Control​
LMA maintains organized documentation of all communications, revisions, and 
approvals to ensure consistency and accountability. Version control is implemented 
across content and project files, ensuring that all parties are working with the most 
current information at every stage. 

Proactive Monitoring and Deadline Management​
Key milestones and deadlines are continuously monitored, with automated reminders 
and follow-ups built into the system to prevent delays. This ensures that projects 
advance predictably and that clients receive deliverables within agreed-upon timelines. 

Client Transparency and Status Reporting​
Clients receive regular status updates—including project progress, completed actions, 
upcoming tasks, and outstanding approvals—to maintain full visibility into all workflow 
activities. This ensures alignment and allows for timely adjustments when needed. 

(d) Indicate the Proposer’s specific expertise in handling multiple campaigns for 
stakeholders in the destination.​
LMA has extensive expertise in managing multiple, simultaneous campaigns for the 
Florida Keys within the Canadian market. Over the last 18 years, we have successfully 
coordinated integrated media, trade, and influencer initiatives, ensuring that each 
campaign aligns with the destination’s strategic goals while targeting specific traveler 
segments and market priorities.​
​
Our approach includes:​
​
Simultaneous Campaign Management: Coordinating overlapping campaigns across 
multiple channels—including media outreach, digital content, travel trade engagement, 
and influencer programs—without compromising quality or timelines.​
​
Tailored Messaging by Segment: Developing and executing distinct campaigns for 
leisure travelers, adventure seekers, culinary enthusiasts, and other key Canadian 
audiences, while maintaining consistent brand positioning for the Florida Keys.​
​
Comprehensive Project Oversight: Using structured workflow systems and 
senior-level team oversight to monitor deadlines, approvals, deliverables, and results 
across campaigns.​
​
Integrated Reporting and Insights: Providing detailed reporting for each campaign, 
including performance metrics, earned media placements, and trade engagement 
outcomes, to ensure accountability and inform future initiatives. 



 

This depth of experience allows LMA to manage complex, multi-layered campaigns 
efficiently, maintain alignment with destination objectives, and deliver measurable 
results in the Canadian market. 

Furthermore, under section #5 we showcase a number of initiatives that we have been 
able to manage simultaneously for the Florida Keys within Canada. 
​
 
3. Project Approach: Account Management (15 Points) 
(a) Describe the Proposer’s approach for handling account management of international 
public relations plans. Describe how activities will be tracked and reported. 
 
(b) Identify how the Proposer will maintain accountability, responsiveness, and 
alignment with destination goals throughout the term of the contract.​
LMA will maintain accountability, responsiveness, and alignment with the Florida Keys’ 
destination goals through a structured and transparent management approach.​
​
Clear Metrics and Reporting​
LMA will track all activities against mutually established goals, including media 
outreach, earned coverage, trade engagement, influencer partnerships, and project 
deliverables. Monthly reports will outline progress, results, challenges, and upcoming 
opportunities, ensuring full visibility into performance.​
​
Consistent Communication and Responsiveness​
LMA will maintain open and frequent communication with the Florida Keys team through 
scheduled check-ins, standing calls, and timely email correspondence. All inquiries or 
requests will be handled promptly, with defined internal processes that ensure swift 
turnaround and proactive follow-up.​
​
Strategic Planning Aligned With Destination Priorities​
At the outset and throughout the contract term, LMA will work with the Florida Keys 
team to refine messaging priorities, seasonal campaigns, and strategic objectives. All 
media, influencer, and trade initiatives will be evaluated against these priorities to 
ensure continuous alignment. 

Ongoing Monitoring of Market Conditions​
LMA will stay informed of Canadian travel trends, media interests, and consumer 
behavior changes. Insights will be shared regularly with the Florida Keys team so that 
strategies can be adjusted in real time to support destination goals and maintain market 
relevance. 



 

Collaborative Workflow and Transparency​
All major initiatives—including media visits, campaigns, story development, and trade 
activations—will be coordinated through clearly defined project plans. LMA will share 
timelines, anticipated outcomes, and approval workflows to ensure transparency and 
efficient collaboration. 

Fiscal Responsibility and Compliance​
LMA will maintain detailed invoicing and documentation practices that reflect the TDC’s 
policies and financial requirements the agency is already familiar with. All expenditures 
and reimbursements will be accurately tracked, supported, and reported to ensure full 
accountability. 

Continuous Evaluation and Adjustment​
Throughout the contract term, LMA will review performance, gather feedback, and 
adjust tactics as needed to ensure ongoing alignment with evolving destination 
objectives. This adaptive approach ensures that strategies remain effective and goals 
remain central to all activities. 

(c) Explain the proposed structure for onboarding, staff continuity, and issue resolution.​
LMA’s proposed structure for onboarding, staff continuity, and issue resolution is 
designed to ensure a seamless transition, sustained performance, and alignment with 
the long-standing priorities of the Florida Keys. Our approach is strengthened by the 
fact that LMA has represented the Florida Keys in Canada for over 18 years, providing 
us with deep destination knowledge and established working relationships. 

Structured Onboarding Process​
LMA will initiate the contract with a formal onboarding phase that includes a kickoff 
meeting, review of current goals and messaging, alignment on KPIs and reporting 
expectations, and confirmation of communication and approval protocols. Because of 
our extensive history with the destination, this onboarding process is both efficient and 
highly informed, allowing us to activate quickly with minimal learning curve. 

Senior-Level Staffing and Continuity​
The Florida Keys account is staffed exclusively by senior-level team members who bring 
decades of PR, media, and travel trade experience, as well as direct historical 
knowledge of past initiatives, challenges, and successes. Comprehensive internal 
documentation and shared project systems further safeguard institutional knowledge 
and consistency of service.​



 

Clear Escalation and Issue Resolution Protocols​
LMA follows a transparent, tiered issue-resolution structure. Day-to-day matters are 
handled promptly by the core senior team. Clients receive dedicated senior contacts for 
routine communication as well as executive-level points of escalation, ensuring 
accountability and timely problem-solving. 

Ongoing Review and Continuous Improvement​
Drawing on nearly two decades of experience with the Florida Keys, LMA continuously 
evaluates performance, gathers feedback, and adjusts processes as needed to 
maintain alignment with destination goals. This long-term familiarity enables us to 
anticipate needs, identify opportunities, and resolve issues quickly and effectively.​
 

4. Project Approach: Media Relations Strategy and Execution (5 Points) 
(a) Describe how the Proposer builds and maintains relationships with international 
media, influencers, and travel trade professionals. 
LMA builds and maintains strong relationships with Canadian media, influencers, and 
travel trade professionals through a strategic, year-round engagement approach 
grounded in consistency, responsiveness, and relevance.​
​
We maintain ongoing communication with key journalists, editors, producers, and digital 
creators across Canada’s major markets, providing tailored story ideas, timely 
destination updates, and market-specific assets that support their content needs. The 
agency proactively identifies opportunities, responds quickly to inquiries, and ensures 
media have direct access to expert spokespeople and releases that enhance their 
coverage.​
​
For influencers, LMA fosters relationships through careful vetting, personalized 
outreach, and collaborative content planning. We focus on creators whose audiences 
align with target traveler segments and maintain ongoing dialogue before, during, and 
after campaigns to ensure authentic and high-quality storytelling.​
​
Within the travel trade sector, LMA engages with agents, tour operators, and consortia 
through regular training sessions, webinars, sales calls, and participation in trade 
events. We provide updated product information, marketing materials, and destination 
intelligence to help trade partners confidently sell the Florida Keys.​
​
Our long-standing presence in the Canadian marketplace enables us to maintain 
relationships built on trust, understanding, and sustained collaboration, resulting in 
strong media coverage, impactful influencer partnerships, and active trade engagement.​
​



 

(b) Provide examples of proactive pitching strategies and how these have led to earned 
media placements for tourism destinations.​
LMA incorporates a proactive pitching strategy that focuses on timely angles, 
market-specific story developments, and frequency outreach to maintain top-of-mind 
awareness and in an effort to also secure media coverage for the Florida Keys within 
Canada. ​
​
Examples of Proactive Pitching Strategies and Outcomes: 

Tailored Stories and Trend-Driven Pitching​
LMA regularly monitors Canadian travel trends and proactively positions the Florida 
Keys within high-demand topics such as winter escapes, sustainable travel, family 
travel, and culinary tourism. By delivering timely, well-packaged pitches to long-lead 
magazines and national newspapers, LMA has secured features that highlight the Keys 
as an ideal warm-weather destination during peak booking periods. ​
​
An example of this is with a media colleague who writes for World Atlas, and he was 
putting together an article on where famous movies were filmed and the agency 
reminded the media contact about select movies that have been filmed, which resulted 
in getting included in the article: 
https://www.worldatlas.com/cities/10-us-towns-where-famous-movies-were-filmed.html​
​
Packaging New or Holiday Story Angles​
We identify lesser-known narratives—such as community-led sustainability programs, 
Keys-inspired dining, or holiday attractions—and pitch them as fresh story opportunities. 
This proactive discovery of new angles has led to coverage in niche travel magazines 
and broadcast media outlets seeking original content.​
​
An example of this is with the 2024 Officer Grinch campaign in the Keys and how we 
pitched it to major broadcast outlets, of which CTV Daily News which featured the news 
segment as a story: 
https://www.ctvnews.ca/world/article/speeding-drivers-get-holiday-surprise-from-officer-g
rinch/ ​
​
Coordinating Media Visits and FAM Opportunities​
LMA proactively proposes tailored media visit itineraries to journalists whose outlets 
align with the destination’s goals and who have a vested interest in featuring the 
destination. By presenting concrete story possibilities and arranging expert access, LMA 
has organized press trips that resulted in multi-page feature stories, high-value digital 
articles, and broadcast coverage across Canada.​
​

https://www.worldatlas.com/cities/10-us-towns-where-famous-movies-were-filmed.html
https://www.ctvnews.ca/world/article/speeding-drivers-get-holiday-surprise-from-officer-grinch/
https://www.ctvnews.ca/world/article/speeding-drivers-get-holiday-surprise-from-officer-grinch/


 

An example of this would be with a media colleague who is the host of the Ontario 
Travel Radio Show, and he will be in Fort Myers in late December 2025. Having heard 
about the Key West Express direct shuttle, the host is looking to visit on December 31 
for the day to interview the Key West Cooking School and Paul Menta (the stories will 
air in early 2026).  

(c) Explain how market-specific storytelling and content development will be tailored to 
each proposed region.​
Florida Keys–specific storytelling and content development will be tailored for the 
Canadian media landscape by emphasizing themes, angles, and travel motivators that 
resonate most strongly with Canadian audiences. LMA will adapt all narratives to reflect 
regional preferences, seasonal travel patterns, and current market insights, ensuring 
relevance and appeal.​
​
Content will highlight the unique attributes of the Florida Keys, from its ecology, culture, 
cuisine, water activities, to the community experiences, while framing the content in 
ways that align with Canadian interests, such as multi-generational travel, sustainable 
tourism, warm-weather escapes, adventure experiences, and value-driven vacation 
planning.​
​
Storytelling will be crafted to meet the formats and expectations of Canadian media 
outlets, including long-lead magazines, digital platforms, broadcast partners, and travel 
trade publications. This includes developing localized angles, integrating Canadian 
traveler tips, referencing Canadian access points and flight routes, and providing 
market-specific images, itineraries, and spokesperson commentary. 
​
Furthermore, we will ensure that the content will be written with Canadian spelling and 
will be translated in French Canadian as required. ​
​
Overall, our approach ensures that all Florida Keys content is authentically rooted in the 
destination while strategically shaped to engage Canadian journalists and influencers in 
a way that drives earned media interest and travel consideration. 
​

 



 

5. Past Performance: Evidence, Knowledge, and Experience (20 Points) 
(a) Describe Proposer’s experience on projects of similar nature, scope and duration, 
along with a description of satisfactory completion, both on time and within budget, for 
the past five (5) years. 

For over 18 years, LMA has served as the Canadian public relations agency of record 
for the Florida Keys, and has proven delivery of exciting and unique marketing 
programs of comparable scope, complexity, and scale to the services outlined in this 
solicitation. 

Throughout our working period, LMA has executed fully integrated annual work plans 
encompassing media relations, consumer interactions, digital and social media strategy, 
influencer partnerships, content development, campaign launches, crisis and issues 
management, and ongoing market intelligence and reporting. ​
​
These efforts have included destination storytelling campaigns, seasonal promotions, 
special events announcements, airline and hotel partnership promotion, media 
familiarization (FAM) programs, travel advisor education, and on-the-ground support at 
major Canadian travel tradeshows and consumer travel events.​
​
Project scopes often required large-scale coordination involving multiple Florida Keys 
stakeholders, hotel partners, attractions, and Canadian media and influencer 
participants. LMA managed complex logistics including international media travel 
scheduling, content clearances, destination briefings, press visit itineraries, and 
post-campaign reporting while ensuring all activities aligned with approved messaging 
and brand standards. 

During each of the past five contract years, LMA successfully: 

●​ Delivered all contractual deliverables on schedule, including annual strategies, 
campaign launches, media outreach programs, FAM programs, trade initiatives, 
and monthly/quarterly reporting. 

●​ Maintained strict adherence to approved program budgets, ensuring all initiatives 
were executed within allocated funds and with full cost accountability as outlined 
through the detailed monthly billing. 

●​ Demonstrated flexibility to respond to shifting conditions, including travel 
disruptions, weather emergencies, border policy changes, and evolving 
marketplace dynamics, without exceeding approved budgets. 

●​ Provided timely, transparent performance reporting to support client oversight 
and ROI evaluation. 



 

●​ Maintained continuity of service through the assignment of experienced, 
senior-level team leadership supported by scalable agency resources. 

The ongoing renewal of LMA’s agency-of-record appointment over 18 years is a 
reflection of consistent performance, strong destination stewardship, and sustained 
delivery of services meeting client expectations for quality, accountability, and market 
impact. 

Across the past five years, LMA has completed all Florida Keys assignments on time 
and within budget while maintaining uninterrupted representation in the Canadian 
market—providing long-term stability, institutional destination knowledge, and proven 
execution capacity for programs of international scale and complexity. 

(b) Provide a minimum of three (3) projects with references and measurable outcomes. 
Given that from 2020 to early 2023 the travel was severely limited due to the pandemic, 
we have included a number of projects that were completed from the Florida Keys 
within the last 5 years. This include the following:  
 
Project Example #1 - Zoomer Radio and Digital Multi-Media Campaign  
Reference: Ashley Serrate, former Florida Keys representative, AshleyS@zapwater.com 

LMA executed a pro-active integrated campaign with the popular mature audience 
focused Zoomer Media during December 2024 in advance of the 2025 winter travel 
season. As active mature residents (aged 45+) make up over one third of the Canadian 
population, this outlet has a concentrated audience with higher disposable income. Of 
note, Zoomer Radio has the largest broadcast footprint in Canada that reaches 
extensive parts of Ontario and Quebec. ​
​
As part of the campaign elements, Zoomer Radio aired live onsite remote interviews on 
both the morning and afternoon drive shows, with additional content placed on the 
Zoomer Radio web site and featured on the Zoomer’s social media channels. To draw 
further awareness of the live remote airings, Zoomer Radio aired multiple daily 
promotional messages in advance. The goal of the campaign was to showcase 
exclusive Florida Keys experiences from all five regions to engage listeners. ​
​
Recognized as one of the top Toronto specialty radio stations, the two shows include 
The Morning Zoom with Sam and Jane, the station’s popular morning show with an 
average of 500,000 weekly listeners, and The Afternoon Express with Liz West, the 
station’s afternoon drive home show with an average of over 489,000 weekly listeners. 
The show airs weekdays from 6am until 10am and 2pm until 6pm EST respectively.​
​
​



 

For the online coverage, a banner on the Zoomer Radio web site home page led to a 
special landing page with photo and videos of the interviews, and any additional content 
related to attractions and culinary experiences in the Florida Keys.​
  

Air Checks and Segments: 
All of the segments are collected in the following link:  
https://drive.google.com/drive/folders/1-DiswM_grBj_qY9efih9tQjNZWxYdCIY 
 
eNewsletter Inclusion: 
A teaser was included in the weekly Zoomer eNewsletter and can be found here: 
https://zoomer.omeclk.com/portal/public/ViewCommInBrowser.jsp?Sv4%2BeOSSucx7D
MMUPiLGQ7R5nw%2F2%2Bhg1s3FNEjD2XVI5sHPycVUVLg0Q8UxzbuH5cWg1AQdi
WnI4EGpt77CgMg%3D%3DA  
   
ZoomerRadio.ca Landing Page – Big Box Display - ‘Look Book’: 
https://www.zoomerradio.ca/blogs/station-blog/2024/12/02/zoomer-radios-2024-florida-k
eys-key-west-look-book/ 
 
Facebook Posts: 
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1133
417798788833 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1132
367802227166 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1132
533402210606 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1131
523092311637 
  
https://x.com/zoomerradio/status/1864413516146335866 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1131
821725615107 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1130
639819066631 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1130
840522379894 
  
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1129
809252483021 
  

https://drive.google.com/drive/folders/1-DiswM_grBj_qY9efih9tQjNZWxYdCIY
https://zoomer.omeclk.com/portal/public/ViewCommInBrowser.jsp?Sv4%2BeOSSucx7DMMUPiLGQ7R5nw%2F2%2Bhg1s3FNEjD2XVI5sHPycVUVLg0Q8UxzbuH5cWg1AQdiWnI4EGpt77CgMg%3D%3DA
https://zoomer.omeclk.com/portal/public/ViewCommInBrowser.jsp?Sv4%2BeOSSucx7DMMUPiLGQ7R5nw%2F2%2Bhg1s3FNEjD2XVI5sHPycVUVLg0Q8UxzbuH5cWg1AQdiWnI4EGpt77CgMg%3D%3DA
https://zoomer.omeclk.com/portal/public/ViewCommInBrowser.jsp?Sv4%2BeOSSucx7DMMUPiLGQ7R5nw%2F2%2Bhg1s3FNEjD2XVI5sHPycVUVLg0Q8UxzbuH5cWg1AQdiWnI4EGpt77CgMg%3D%3DA
https://www.zoomerradio.ca/blogs/station-blog/2024/12/02/zoomer-radios-2024-florida-keys-key-west-look-book/
https://www.zoomerradio.ca/blogs/station-blog/2024/12/02/zoomer-radios-2024-florida-keys-key-west-look-book/
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1133417798788833
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1133417798788833
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1132367802227166
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1132367802227166
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1132533402210606
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1132533402210606
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1131523092311637
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1131523092311637
https://x.com/zoomerradio/status/1864413516146335866
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1131821725615107
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1131821725615107
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1130639819066631
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1130639819066631
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1130840522379894
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1130840522379894
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1129809252483021
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F1129809252483021


 

https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F6009
56939257064 
  
  
Instagram Posts:  
https://www.instagram.com/p/DDQDsQNxPKe/ 
  
https://www.instagram.com/p/DDMpPsHK1jW/ 
  
https://www.instagram.com/p/DDNHgXTRhft/ 
  
https://www.instagram.com/p/DDKEZVxqihR/ 
  
https://www.instagram.com/p/DDK6kIwRPod/ 
  
https://www.instagram.com/p/DDHfpJoK9tc/ 
  
https://www.instagram.com/p/DDIA101RSLJ/?hl=en 
  
https://www.instagram.com/p/DDE61fUqZpJ/ 
  
https://www.instagram.com/p/DDFcBWVx4tk/ 
  
YouTube: 
https://www.youtube.com/watch?v=HCEO6wRp9Pw 
  
https://www.youtube.com/watch?v=V7TQL8H-148 
  
https://www.youtube.com/watch?v=jh4cpNWaakk 
  
https://www.youtube.com/watch?v=CxfZsDnqwN8 
  

https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F600956939257064
https://www.facebook.com/login/?next=https%3A%2F%2Fwww.facebook.com%2F600956939257064
https://www.instagram.com/p/DDQDsQNxPKe/
https://www.instagram.com/p/DDMpPsHK1jW/
https://www.instagram.com/p/DDNHgXTRhft/
https://www.instagram.com/p/DDKEZVxqihR/
https://www.instagram.com/p/DDK6kIwRPod/
https://www.instagram.com/p/DDHfpJoK9tc/
https://www.instagram.com/p/DDIA101RSLJ/?hl=en
https://www.instagram.com/p/DDE61fUqZpJ/
https://www.instagram.com/p/DDFcBWVx4tk/
https://www.youtube.com/watch?v=HCEO6wRp9Pw
https://www.youtube.com/watch?v=V7TQL8H-148
https://www.youtube.com/watch?v=jh4cpNWaakk
https://www.youtube.com/watch?v=CxfZsDnqwN8


 

https://www.youtube.com/watch?v=Xefg6L5R_wU​
​

           

 

https://www.youtube.com/watch?v=Xefg6L5R_wU


 

 

 
 
Overall, we garnered over $75,000 worth of media coverage for half the cost and this 
included an overall reach of over 3,500,000 listeners and social/web site visitors.​
​



 

​
Project Example #2 - Ontario Tiny Home Activation Summary 
Reference: Ashley Serrate, former Florida Keys representative, AshleyS@zapwater.com 

The following is a summary from our Toronto and Hamilton Tiny Home Activation that 
was held from Monday November 6, 2023 to Friday November 10, 2023. 
 
Idea 
To boost local awareness in an impactful manner before the winter travel season and 
strongly motivate Canadians to visit, the agency will organize a Florida Keys pop-up 
activation experience throughout the Greater Toronto Area.​
​
The idea would be to have a themed tiny home be fully decorated with a Florida Keys 
motif to offer a taste of the Keys environment and lifestyle that sets the destination 
apart. Additional visual elements will showcase the preservation and conservation 
efforts. To further attract the public, ambassadors will be adorned in casual branded 
apparel to invite them to learn more about the Florida Keys and sample Key Lime Pie.​
​
Locations​
We held the Tiny Home in Toronto at Yonge-Dundas Square from November 6 to 8, 
2023. Yonge-Dundas Square is a one-acre outdoor public and event space at the 
intersection of Yonge Street and Dundas Street and is often compared to New York’s 
Times Square. The Square draws hundreds of visitors daily from across the city and 
outside of Toronto as well.​
​
We then setup the Tiny Home in Toronto at Hamilton City Hall from November 9 to 10, 
2023. Hamilton City Hall is off the main Hamilton street and sees hundreds of visitors 
daily coming in for services and support.​
​
The locations were selected for being high-traffic with great visibility. ​
​
Event Format​
Our goal with the event was to engage with consumers and media in advance of the 
Winter season. Free slices of Key Lime pie were distributed along with giveaway items 
to all visitors.  

The rough format for each day was: 
  
6 am - Drive to location/Parking & Setup 
8:30 am - Arrive at location to setup 
9 am - Pickup First batch of pies 
9:30 am - Finish setup/Prep pie squares 



 

10 am - Open to the public 
2 pm - Pickup afternoon pies 
6 pm - Activation ends for the day 
6:15 pm - Clean-up/Wrap-up for the day 
 
Media Coverage 
Overall, we had over 40 media outlets covering the Tiny Home activations including: 
  

Outlet Date Link 

Travel Press 

eBlast November, 3 eBlast 

Travel Press Site November, 3 

https://www.travelpress.com/florida-keys-key-west-offering-canadians-a-tiny-ho

me-experience/ 

Travel Industry 

Today Site October, 30 https://travelindustrytoday.com/round-up-oct-30-nov-3-2023/ 

Now Playing 

Toronto November, 3 

https://www.nowplayingtoronto.com/event/a-taste-of-the-florida-keys-key-west

/ 

Hamilton City 

Magazine November, 3 

https://hamiltoncitymagazine.ca/the-florida-keys-coming-to-hamilton/?utm_so

urce=rss&utm_medium=rss&utm_campaign=the-florida-keys-coming-to-hamilto

n 

Now Toronto November, 3 https://nowtoronto.com/event/a-taste-of-the-florida-keys-key-west/ 

Liz Fleming 

Travels Radio November, 4 eBlast 

Look Local November, 4 

https://looklocal.ca/blog/events/taste-of-the-florida-keys-key-west-tiny-home-e

xperience/ 

Region 103.5 

Radio - 11 AM November, 6 On-air 

Region 103.5 

Radio Repeat - 3 

PM November, 6 On-air 

OpenJaw eBlast November, 6 eBlast 

OpenJaw Site November, 6 

https://openjaw.com/newsroom/on-the-town/2023/11/07/florida-keys-and-key

-west-unlock-canadian-hearts-with-key-lime-pie/ 

https://www.travelpress.com/florida-keys-key-west-offering-canadians-a-tiny-home-experience/
https://www.travelpress.com/florida-keys-key-west-offering-canadians-a-tiny-home-experience/
https://travelindustrytoday.com/round-up-oct-30-nov-3-2023/
https://www.nowplayingtoronto.com/event/a-taste-of-the-florida-keys-key-west/
https://www.nowplayingtoronto.com/event/a-taste-of-the-florida-keys-key-west/
https://hamiltoncitymagazine.ca/the-florida-keys-coming-to-hamilton/?utm_source=rss&utm_medium=rss&utm_campaign=the-florida-keys-coming-to-hamilton
https://hamiltoncitymagazine.ca/the-florida-keys-coming-to-hamilton/?utm_source=rss&utm_medium=rss&utm_campaign=the-florida-keys-coming-to-hamilton
https://hamiltoncitymagazine.ca/the-florida-keys-coming-to-hamilton/?utm_source=rss&utm_medium=rss&utm_campaign=the-florida-keys-coming-to-hamilton
https://nowtoronto.com/event/a-taste-of-the-florida-keys-key-west/
https://looklocal.ca/blog/events/taste-of-the-florida-keys-key-west-tiny-home-experience/
https://looklocal.ca/blog/events/taste-of-the-florida-keys-key-west-tiny-home-experience/
https://openjaw.com/newsroom/on-the-town/2023/11/07/florida-keys-and-key-west-unlock-canadian-hearts-with-key-lime-pie/
https://openjaw.com/newsroom/on-the-town/2023/11/07/florida-keys-and-key-west-unlock-canadian-hearts-with-key-lime-pie/


 

Toronto Sun November, 7 

https://torontosun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in

-toronto-hamilton 

Winnipeg Sun November, 7 

https://winnipegsun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-i

n-toronto-hamilton 

Edmonton Sun November, 7 

https://edmontonsun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west

-in-toronto-hamilton 

Calgary Sun November, 7 

https://calgarysun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-

toronto-hamilton 

Canoe.ca November, 7 

https://canoe.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toro

nto-hamilton 

O Canada November, 7 

https://o.canada.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-t

oronto-hamilton 

Travel Courier 

eBlast November, 9 eBlast 

Travel Courier 

Site November, 9 https://travelcourier.ca/florida-keys-tickle-taste-buds-of-ontario-residents/ 

      

Social     

Travelweek November, 6 https://twitter.com/TravelweekGroup/status/1721640220599206338 

TravelPress November, 6 https://twitter.com/ian_ctp/status/1722282920344257007 

Toronto Blogger 

Collective 

Facebook November, 6 

https://www.facebook.com/groups/torontobloggercollective/posts/1396295027

983043/ 

Yashy Murphy 

Facebook November, 6 

https://www.facebook.com/photo/?fbid=10100474631686237&set=a.55772489

2827 

Yashy Murphy 

TikTok November, 6 https://www.tiktok.com/@yashyanthi/video/7298770812008451333 

TMAC Ontario November, 6 

https://www.facebook.com/groups/TMACOntarioChapter/posts/752548446747

8822/ 

Movernie on the 

Move Twitter November, 7 https://twitter.com/MoVernie/status/1721694759234707810 

https://torontosun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://torontosun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://winnipegsun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://winnipegsun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://edmontonsun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://edmontonsun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://calgarysun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://calgarysun.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://canoe.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://canoe.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://o.canada.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://o.canada.com/travel/usa/enjoy-a-taste-of-florida-keys-and-key-west-in-toronto-hamilton
https://travelcourier.ca/florida-keys-tickle-taste-buds-of-ontario-residents/
https://twitter.com/TravelweekGroup/status/1721640220599206338
https://twitter.com/ian_ctp/status/1722282920344257007
https://www.facebook.com/groups/torontobloggercollective/posts/1396295027983043/
https://www.facebook.com/groups/torontobloggercollective/posts/1396295027983043/
https://www.facebook.com/photo/?fbid=10100474631686237&set=a.557724892827
https://www.facebook.com/photo/?fbid=10100474631686237&set=a.557724892827
https://www.tiktok.com/@yashyanthi/video/7298770812008451333
https://www.facebook.com/groups/TMACOntarioChapter/posts/7525484467478822/
https://www.facebook.com/groups/TMACOntarioChapter/posts/7525484467478822/
https://twitter.com/MoVernie/status/1721694759234707810


 

Movernie on the 

Move Twitter 

2nd November, 7 https://twitter.com/MoVernie/status/1721693921200279576 

Movernie on the 

Move Twitter 3rd November, 7 https://twitter.com/MoVernie/status/1721694456775053355 

Movernie on the 

Move Instagram November, 7 https://www.instagram.com/realmovernie/?hl=en 

Movernie on the 

Move Instagram 

2nd November, 7 https://www.instagram.com/realmovernie/?hl=en 

Movernie on the 

Move Facebook November, 7 

https://www.facebook.com/vernonchang/posts/pfbid04tmoW3DgCXu4dL2QGp

7kBcDrwYH4wNKm3Nv7H7AEdcpRZJamvn5N2ja5L1m25c8gl 

Movernie on the 

Move Facebook 

2nd November, 7 

https://www.facebook.com/vernonchang/posts/pfbid0XRm9z2winQLfdTqmAoo

3ZuXWEMRtjyhdxRh3cTqKZKxkRRNR7JtBivLcEU6K1QSil 

GoatRoti 

Facebook November, 7 

https://www.facebook.com/davindra.ramnarine.3/posts/pfbid0MjYmJhZwXujJYu

xQA7MCCtTtHX1f2dmJjjVktCnpA1oXXBsDVGPNUZS53hq4qCmUl 

Modern Traveller November, 9 https://www.facebook.com/reel/1050047646336380 

Sherri Telenko November, 9 

https://www.facebook.com/stelenko/posts/pfbid0fEYff4SDxpkQ1HoFztQoXDxPP

t7a8z2TgunYFJX2n47H5zwbf1ix6JKb1kmRZg1Xl 

Sherri Telenko November, 9 

https://www.facebook.com/stelenko/posts/pfbid02gMR7aDrByv9bznuuDEfnyHu

dKCScycUSevDBKmEW3jMynuB8hk81BNgrZYRghs1Ul 

Sherri Telenko November, 9 https://twitter.com/SherriTelenko/status/1719150676410798590 

CHCH-TV Twitter November, 9 https://twitter.com/CHCHTV/status/1722683028005085528 

CHCH-TV 

Facebook November, 9 

https://www.facebook.com/CHCHTV11/posts/pfbid02HVw6USdYMo8idkNrPWY

FYYyep7YyHSaBzDFWrHcHaAC7d7Nh9m1y3czwhTaGGyYhl 

Paul Knowles November, 9  In Print 

  
  
 

https://twitter.com/MoVernie/status/1721693921200279576
https://twitter.com/MoVernie/status/1721694456775053355
https://www.facebook.com/vernonchang/posts/pfbid04tmoW3DgCXu4dL2QGp7kBcDrwYH4wNKm3Nv7H7AEdcpRZJamvn5N2ja5L1m25c8gl
https://www.facebook.com/vernonchang/posts/pfbid04tmoW3DgCXu4dL2QGp7kBcDrwYH4wNKm3Nv7H7AEdcpRZJamvn5N2ja5L1m25c8gl
https://www.facebook.com/vernonchang/posts/pfbid0XRm9z2winQLfdTqmAoo3ZuXWEMRtjyhdxRh3cTqKZKxkRRNR7JtBivLcEU6K1QSil
https://www.facebook.com/vernonchang/posts/pfbid0XRm9z2winQLfdTqmAoo3ZuXWEMRtjyhdxRh3cTqKZKxkRRNR7JtBivLcEU6K1QSil
https://www.facebook.com/davindra.ramnarine.3/posts/pfbid0MjYmJhZwXujJYuxQA7MCCtTtHX1f2dmJjjVktCnpA1oXXBsDVGPNUZS53hq4qCmUl
https://www.facebook.com/davindra.ramnarine.3/posts/pfbid0MjYmJhZwXujJYuxQA7MCCtTtHX1f2dmJjjVktCnpA1oXXBsDVGPNUZS53hq4qCmUl
https://www.facebook.com/reel/1050047646336380
https://www.facebook.com/stelenko/posts/pfbid0fEYff4SDxpkQ1HoFztQoXDxPPt7a8z2TgunYFJX2n47H5zwbf1ix6JKb1kmRZg1Xl
https://www.facebook.com/stelenko/posts/pfbid0fEYff4SDxpkQ1HoFztQoXDxPPt7a8z2TgunYFJX2n47H5zwbf1ix6JKb1kmRZg1Xl
https://www.facebook.com/stelenko/posts/pfbid02gMR7aDrByv9bznuuDEfnyHudKCScycUSevDBKmEW3jMynuB8hk81BNgrZYRghs1Ul
https://www.facebook.com/stelenko/posts/pfbid02gMR7aDrByv9bznuuDEfnyHudKCScycUSevDBKmEW3jMynuB8hk81BNgrZYRghs1Ul
https://twitter.com/SherriTelenko/status/1719150676410798590
https://twitter.com/CHCHTV/status/1722683028005085528
https://www.facebook.com/CHCHTV11/posts/pfbid02HVw6USdYMo8idkNrPWYFYYyep7YyHSaBzDFWrHcHaAC7d7Nh9m1y3czwhTaGGyYhl
https://www.facebook.com/CHCHTV11/posts/pfbid02HVw6USdYMo8idkNrPWYFYYyep7YyHSaBzDFWrHcHaAC7d7Nh9m1y3czwhTaGGyYhl


 

Event Photos 
The following is a selection of images from the Toronto and Hamilton events: 
  
Toronto​
​

                            
  

   
  



 

 
 

Hamilton​

                  

  

  



 

​

 
 
Overall, we garnered over $85,000 worth of media and consumer coverage and this 
included an overall reach of over 1,500,000 Canadians. Overall, consumers and media 
raved about the Tiny Home experience, including influencer Vernon Chang with 
Movernie on the Move, stating ‘this was one of the more unique campaigns I have seen 
take place’.​
 

​
Project Example #3 - The Canada Magazine Editorial Takeover  ​
Reference: Ashley Serrate, former Florida Keys representative, AshleyS@zapwater.com​
​
LMA initiated an integrated cover and feature takeover with The Canada Magazine - 
Travel & Lifestyle during late 2024 in advance of the winter booking/travel season. ​
​
Canada Travel and Lifestyle Magazine is one of Ontario’s premier travel publications. 
The glossy print magazine reaches a mature and affluent audience through a special 
insertion with the Globe & Mail and the National Post daily newspapers. What makes 
the magazine unique is that it is a double-sided issue and essentially it becomes two 
magazines in one, with one side focusing on travel and the flip side focusing on culinary.​
​
The campaign includes a double page travel editorial spread (750 to 800 words plus 
three to four high resolution images) plus the cover photo in the fall edition of the 
magazine released in early December. The magazine editorial team will draft the article 
with review and edits from the Florida Keys team. ​



 

​
Additionally, there will be a second food editorial double page spread (750 to 800 words 
plus three to four high resolution images) interviewing a Florida Keys chef and a third 
page for a signature Florida Keys recipe in the same fall edition of the magazine 
released in early December. The magazine editorial will also draft the second article 
with review and edits from the Florida Keys team. ​
​
Furthermore, the print magazine will be inserted into the early December edition of the 
Globe & Mail and the National Post newspapers (100,000 total printed copies) and sent 
to high-income Toronto households.​
 

 



 

​
​ ​

      

 

        



 

 

 

​
Overall, we garnered over $85,000 worth of media and consumer coverage and this 
included an overall reach of over 200,000 Canadians. ​
 

(c) Demonstrate knowledge of the international travel landscape and media 
environment in each proposed country. 

LMA brings deep knowledge of the Canadian international travel market and media 
landscape, developed through our over 18 years of representing the Florida Keys and 6 
years of previous work with VISIT FLORIDA.​
​
Canada’s travel media landscape is highly concentrated and relationship-driven, with a 
small group of national English and French newspapers, such as The Globe and Mail, 
Toronto Star and Toronto Sun/Postmedia; magazines, such as CAA Magazine; and 
French market-based publications. ​
​
Complementing these are influential broadcast/radio outlets, trade publications 
(Travelweek, Profession Voyages, OpenJaw, TravelPress, Pax News), digital travel 
platforms and social/video content creators whose authority and reach continue to grow.  

Given our active outreach and participation within Canadian media associations, LMA 
maintains active working relationships across all of these channels, allowing us to 
secure unique opportunities for coverage.​
​
We understand that Canadian travel purchasing behavior is shaped by unique factors 
including the exchange rate, air capacity from Canadian gateways, routing ease through 
U.S. hubs, passport and entry requirements, border regulations, seasonal travel 
patterns, and school/vacation calendars that differ. ​
​
Media perceptions are heavily influenced by weather events, safety perceptions, health 
advisories, airline developments, and political or border policy changes, all of which 
require careful monitoring and immediate communications support.​
​
The team regularly monitors Canadian travel sentiment, editor priorities, and emerging 
trends such as experiential travel, sustainability, and accessible tourism. Furthermore, 
we tailor messaging specifically for the French Canadian market, recognizing the 
content and tone differences required to reach this audience effectively.​
​



 

This deep understanding of the Canadian travel media landscape, audience behaviour, 
and cross-border communications allows the agency to position the Florida Keys as a 
trusted, top-of-mind destination for Canadian travellers while proactively navigating the 
complexities inherent in international destination marketing.​
​
​
6. Past Performance: Transparency & Integrity (10 Points)​
(a) Describe how the Proposer communicates with clients and values integrity, 
transparency and honesty.​
LMA prioritizes open, proactive, and consistent communication to ensure the Florida 
Keys tourism message is accurately represented and clearly understood by media 
within the Canadian market. ​
​
In terms of methods of communication, the agency maintains regular scheduled 
reporting and check-in video/phone meetings with the Visit Florida Keys team, 
supplementing these meetings with ongoing emails to share updates, emerging 
opportunities, and potential issues as they arise. ​
​
All Canadian campaign activity, media placements, local relevant news, and trade 
initiatives are documented within the monthly reports that allows the team to follow what 
is being worked on.​
​
Furthermore, LMA places a high value on integrity and honesty in representing the 
destination. This is demonstrated through our current fact-based messaging to 
Canadian media and trade. When challenges or sensitive issues arise, such as weather 
events or travel advisories, we will ensure awareness is timely, consistent, and 
completely aligned with the official news information shared from the team. ​
​
Should unforeseen circumstances or changes in strategy occur, we will communicate 
openly and promptly with the team, presenting practical recommendations and the best 
possible solutions. ​
​
Our current long-standing partnership has been built on transparency, accountability, 
and a commitment to represent the Florida Keys with the same integrity and care as if 
we were an internal extension of your team. 

 



 

7. Financial Ability to Provide Services (20 Points)​
(a) Submit most recent two years of financial statements for review. The financial 
statements are not required to be audited financial statements. The annual financial 
statements shall be in the form of: i. Balance sheets, income statements and annual 
reports; or ii. Tax returns; or iii. SEC filings. If tax returns are submitted, ensure it does 
not include any personal information (as defined under Section 501.171, Florida 
Statutes), such as social security numbers, bank account or credit card numbers, or any 
personal pin numbers. If any personal information data is part of financial statements, 
redact information prior to submitting a response.​
LMA has provided the last 3 years of financial statements in the Confidential Financial 
section (years 2022, 2023 and 2024).​
​
(b) A statement regarding the Proposer’s ability to respond to government purchase 
orders.​
LMA has the operational capacity and organizational structure necessary to respond to 
government purchase orders in a timely and compliant manner. ​
​
All submissions are prepared in accordance with applicable procurement requirements, 
ensuring accuracy, accountability, and responsiveness throughout the process.​
​
(c) A statement outlining the procedures that will be used to issue invoices in the billing 
of services for the TDC.​
Given LMA’s experience with the Florida Keys and the TDC billing format, our invoicing 
process begins only after the work or project has been completed. Invoices are 
submitted with detailed line items for each expense, including the applicable daily 
currency conversion rate when required by the TDC. 

All supporting receipts are scanned and included in the same order as the 
corresponding line items. When required, the agency also completes 125 Forms or 
Travel Voucher Forms in accordance with TDC guidelines. 

Our prior experience with TDC invoicing ensures a full understanding of all 
requirements and a consistent ability to meet them.​
​
(d) Include Proposer’s Monthly Fee & Hourly Rate Card.​
LMA’s proposed monthly fee is $5,000 USD for Media PR services and $3,000 USD for 
Trade services.​
​
LMA’s standard hourly rate is $95 USD.​



 

8. Conduct Business in Florida & Monroe County (20 Points)​
(a) Proposer must have the authority to transact business in the State of Florida and be 
in good standing with the Florida Secretary of State. For further information, contact the 
Florida Department of State, Division of Corporations.​
LMA has worked with the Florida Keys for over 18 years. As a Canadian company 
registered with the Canada Revenue Agency (CRA), we are able to work for the Florida 
Keys in the capacity of Public Relations representation. In the Confidential Financial 
section of the proposal, LMA has provided our articles of incorporation,our W9 Form 
and our business registration number as proof of our ability to transact business in the 
state of Florida.​
​
(b) Please provide proof of registration with the State of Florida, Division of 
Corporations. If an application is pending, please provide proof of said application and 
the status.​
LMA has provided proof of our ability to work in the state of Florida in the Confidential 
Financial section of the proposal. If there is a specific requirement to register with the 
state of Florida, we will comply. In the 18 years of working with the Florida Keys, we 
have not been asked to register.​
​
(c) Please provide the location of the Proposer’s Office and how that may affect the 
delivery of services. Please Note that a Local Preference is intentionally not being 
considered for this RFP given the nature of the services.​
LMA’s office is located at 35 Stratheden Road, in the city of North York, Canada. As the 
current agency of record for PR representation in Canada, we have had no issue in the 
delivery of our PR services from this office location. Furthermore, our team travels 
regularly to the Keys to host media and influencers. Finally, being centrally located 
within Toronto provides us with close access to the Toronto International airport for 
business travel.​
 

 



 

 

Exhibit A 
Sample Crisis Communications Plan for the Florida Keys in Canada 

Prepared by: LMA ​
Effective Date: December 2025​
Plan Version: 1.0​
​

​
​
Purpose​
The purpose of this Crisis Communications Plan is to outline the actions, roles, and 
protocols that LMA will follow if a crisis or emergency situation arises in the Florida Keys 
that requires immediate communication with Canadian media, trade operators, and 
consumers. ​
​
This plan is designed to maintain transparency, protect the reputation of the Florida 
Keys as a destination, and ensure that accurate information is communicated promptly 
and effectively.​
​

​
​
Crisis Definition​
A crisis refers to any situation that disrupts normal operations or threatens the 
reputation, safety, or well-being of the Florida Keys. This may include, but is not limited 
to: 

●​ Natural disasters (e.g., hurricanes, flooding) 
●​ Public health emergencies (e.g., disease outbreaks) 
●​ Environmental disasters (e.g., oil spills, wildlife threats) 
●​ Violent incidents or accidents (e.g., mass casualties, terrorism-related events) 
●​ Travel disruptions (e.g., air travel cancellations, major accidents) 

​
​
Crisis Communication Objectives 

1.​ Provide Timely and Accurate Information: Ensure that all stakeholders receive 
clear, accurate, and up-to-date information regarding the crisis. 

2.​ Protect the Florida Keys’ Reputation: Minimize negative publicity and mitigate 
any damage to the destination’s brand. 

3.​ Support Affected Parties: Offer support to travelers, media, and partners in 
Canada with relevant information and resources. 

4.​ Maintain Public Confidence: Foster trust and confidence by demonstrating 



 

proactive, responsible, and transparent communication throughout the crisis. 

​
Crisis Management Team (CMT)​
The following team members will be responsible for managing and executing the crisis 
communication plan: 

●​ Crisis Communications Lead (Jerry Grymek): Responsible for overseeing all 
communications efforts, making final decisions on messaging, and coordinating 
with Canadian media outlets and partners. 

●​ Media Relations Manager (Jerry Grymek): Liaises with the Canadian press, 
prepares press releases, and handles media inquiries. 

●​ Social Media Manager (Florida Keys team): Monitors social media platforms, 
crafts responses to public inquiries, and ensures all messaging aligns with the 
crisis response. 

●​ Travel and Partner Relations Lead (Jerry Grymek Communicates with travel 
agencies, tour operators, and other partners in Canada to provide updates and 
coordinate messaging. 

●​ Internal Communications Lead (John Ozikizler): Ensures LMA staff and 
internal stakeholders are kept informed with regular updates. 

​
​
Step-by-Step Crisis Response Plan 

1.​ Initial Assessment and Activation 
○​ Immediate Notification: Once the crisis is identified, the Crisis 

Communications Lead will assess the situation and activate the crisis 
communication team. 

○​ Rapid Information Gathering: The team will gather facts from trusted 
sources in the Florida Keys, such as local government, emergency 
responders, and tourism partners. 

2.​ Message Development 
○​ Key Messaging: The crisis communication team will develop concise, 

fact-based messaging. This will include: 
■​ A clear description of the crisis. 
■​ The status of affected areas within the Florida Keys. 
■​ Official responses from local authorities or tourism representatives. 
■​ A focus on safety and well-being for Canadian travelers. 

○​ Tone and Sensitivity: Messaging will be empathetic, transparent, and 
reassuring, while prioritizing the safety of travelers and local residents. 

3.​ Media Outreach in Canada 
○​ Press Release: A press release will be drafted and sent to Canadian 

media outlets, including major news organizations, tourism publications, 
and broadcast outlets. The release will contain all relevant information and 
next steps. 

○​ Media Briefing: If necessary, the Communications Lead will arrange a 



 

media briefing or interview with key Florida Keys representatives (e.g., 
tourism officials, crisis managers) to provide further information. 

4.​ Social Media Strategy 
○​ Social Media Monitoring: The Social Media Manager will monitor 

Canadian social media channels for misinformation, public concerns, and 
questions. 

○​ Proactive Updates: Regular updates will be posted on the Florida Keys’ 
social media accounts, including Facebook, Instagram, Twitter, and 
LinkedIn. All messaging will be consistent with the press release and any 
additional updates. 

○​ Hashtags and Campaigns: Create a designated hashtag (for example, 
#FloridaKeysUpdate) to track the conversation and respond to inquiries. 
Ensure the hashtag is included in all social media messaging. 

5.​ Stakeholder and Partner Communication 
○​ Travel Agencies & Tour Operators: Send a direct communication to key 

Canadian partners, such as tour operators and travel agencies, providing 
them with crisis details, safety information, and guidance on advising 
customers. 

○​ Tourism Boards & Associations: Coordinate with Canadian tourism 
boards and associations to ensure a unified message is being delivered to 
Canadian travelers and media. 

6.​ Traveler Communication 
○​ Traveler Safety Advisory: Post updates on LMA’s website and other 

digital channels, directing travelers to information on safety measures, 
flight disruptions, evacuation procedures, or local guidance on affected 
areas. 

○​ Crisis Hotline: Set up a crisis hotline or customer service line for 
Canadian travelers who need assistance or additional information. This 
line will be staffed by LMA representatives trained to handle inquiries and 
offer support. 

7.​ Monitoring & Adjusting the Strategy 
○​ Ongoing Evaluation: The Crisis Communications Team will continually 

monitor the effectiveness of communication efforts, adjusting the strategy 
as new information arises. 

○​ Responding to Feedback: Actively respond to public concerns on social 
media, emails, or direct inquiries to maintain transparency and address 
any misinformation. 

8.​ Post-Crisis Debrief and Recovery 
○​ Assessment: After the crisis has passed, LMA will conduct an internal 

debrief with the crisis communications team to assess the effectiveness of 
the response, identify lessons learned, and make any necessary 
improvements for future responses. 

○​ Recovery Messaging: Provide ongoing updates to reassure Canadian 
travelers and media that the Florida Keys is recovering and that normal 
operations are resuming. Highlight recovery efforts and the destination’s 
commitment to welcoming visitors safely. 



 

​
​
Communication Channels 

●​ Press Releases: Sent to major Canadian media outlets (television, radio, 
newspapers, magazines, online platforms and influencers) 

●​ Social Media: Florida Keys’ Facebook, Twitter, Instagram, and LinkedIn 
accounts 

●​ Official Website: Florida Keys’ crisis communication page with real-time updates 
and resources 

●​ Email Alerts: For key media, trade operators and partners 
●​ Customer Service Phone Number: If required, for Canadian travelers to obtain 

assistance or information 

 

Media Contacts in Canada 

LMA will maintain a list of key Canadian media contacts, including journalists, news 
outlets, and industry-specific reporters, to ensure timely and effective outreach. 

Evaluation and Continuous Improvement 

After the crisis has been resolved, LMA will evaluate the success of the crisis 
communication efforts, identifying strengths and areas for improvement. Feedback from 
Canadian partners, stakeholders, and travelers will be taken into account to refine future 
crisis communication strategies. 

This plan ensures that LMA can act swiftly, responsibly, and effectively in the event of a 
crisis in the Florida Keys, minimizing negative impact while keeping Canadian travelers, 
media, and stakeholders well-informed.​
​

 



 

Exhibit B 
Monthly Fee and Rates Plan for the Florida Keys in Canada 

 

LMA’s proposed monthly fee is $5,000 USD for Media PR services and $3,000 USD for 
Trade services.​
​
LMA’s standard hourly rate is $95 USD.​
​
 

 
 
 
 
 
 
 



 
 
1.19 LITIGATION & FINANCIAL INFORMATION CHECK-LIST  
The Proposer must provide the following information:  
(1) A list of the person's or entity's shareholders with five percent or more of the stock 
or, if a general partnership, a list of the general partners; or, if a limited liability company, 
a list of its members; or, if a solely owned proprietorship, names(s) of owner(s);  
John Ozikizler and (spouse) Joanne Niblock
 
(2) A list of the officers and directors of the entity;  

and Joanne Niblock (spouse) John Ozikizler
 
(3) The number of years the person or entity has been operating and, if different, the 
number of years it has been providing the services, goods, or construction services 
called for in the bid specifications (include a list of similar projects);  
Operating as owners of LMA Communications Inc for 10 years (since July 2015) 
 
(4) The number of years the person or entity has operated under its present name and 
any prior names;  
LMA Communications Inc has operated under this name since 1991. 
 
(5) A print out of the “Detail by Entity Name” screen from the Proposer’s listing in 
www.sunbiz.org;  
As we have been representing the Florida Keys since 2010, we have never been asked 
or required to list LMA with www.sunbiz.org. We have no issue doing this, however if 
chosen and required we will comply. As LMA Communications Inc. is a Canadian 
company, we have provided our Articles of Incorporation, W9 Form along with our 
business address confirmation within the Confidential Financials section. Our business 
is registered with the Canadian Revenue Agency (CRA) and our business registration 
number is: 823878327.  
 
(6) A copy of the Proposer’s Annual Report that is submitted to the Florida Secretary of 
State.  
As we have been representing the Florida Keys since 2010, we have never been asked 
or required to submit our Annual Reports to the Florida Secretary of State. We have no 
issue doing this, however if chosen and required we will comply. As a Canadian 
company, our Annual Reports are submitted to and comply with the Canadian Revenue 
Agency (CRA). As proof, we have attached our Annual Reports within the Confidential 
Financials section of the LMA submission.  
 

mailto:joanneniblock@gmail.com
mailto:john@lma.ca


 
B. The Proposer must provide answers to the following questions regarding 
claims and suits:  
(1) Has the person, principals, entity or any entity previously owned, operated or 
directed by any of its officers, major shareholders or directors, ever failed to complete 
work or provide the goods for which it has contracted? Yes or No. If yes, provide details.  
No. 
 
(2) Are there any judgments, claims, arbitration proceeding or suits pending or 
outstanding against the person, principal of the entity, or entity, or any entity previously 
owned, operated or directed by any of its officers, directors, or general partners? Yes or 
No. If yes, provide details.  
No. 
 
(3) Has the person, principal of the entity, entity, or any entity previously owned, 
operated or directed by any of its officers, major shareholders or directors, within the 
last five (5) years, been a party to any lawsuit, arbitration, or mediation with regard to an 
Agreement for services similar to those requested in the specifications with private or 
public entities? Yes or No. If yes, provide details.  
No. 
 
(4) Has the person, principal of the entity, or any entity previously owned, operated or 
directed by any of its officers, owners, partners, major shareholders or directors, ever 
initiated litigation against the County or been sued by the County in connection with an 
Agreement to provide services, goods or construction services? Yes or No. If yes, 
provide details.  
No. 
 
(5) Whether, within the last five (5) years, the owner, an officer, general partner, 
principal, controlling shareholder or major creditor of the person or entity was an officer, 
director, general partner, principal, controlling shareholder or major creditor of any other 
entity that failed to perform services or furnish goods similar to those sought in the 
request for competitive solicitation: Yes or No. If yes, provide details.  
No.  
 
 
C. Proposer must provide the following:  
(1) Customer references (minimum of three): provide customer contact name, email 
address, current phone number, brief project description, contract amount, contract 
duration. 



 
Reference #1 
Name: Marie Rosa, Director of Marketing, The Wings Club Foundation 
Email: marie@wingsclub.org 
Phone Number: 1.646.771.3269 
Brief Project Description: Managed Global Digital and PR support for the Wings Club 
Association 
Contract Amount: $20,000 USD 
Contract Duration: Annually since 2010; Auto renewal  
 
Reference #2 
Name: Jesus Ordonez, General Director for the Tourism Board of Baja California Sur, 
Email: jordonez@visitbajasur.travel 
Phone Number: +52.612.348.9947 
Brief Project Description: Managed Canadian PR for Loreto Baja California Sur 
Contract Amount: $136,000 USD 
Contract Duration: Annually since 2023; Auto renewal 
 
Reference #3 
Name: David Zapata, President, Zapwater   
Email: david@zapwater.com 
Phone Number: 1.312.771.1271 
Brief Project Description: Managed Canadian PR support for Discover Dominica  
Contract Amount: $60,000 USD 
Contract Duration: Annually since 2016; Auto renewal  
 
(2) Credit references (minimum of three), including name, current address and current 
telephone number.  
Reference #1 
Name: Jas Mathura, Business Operations Director, Newton’s Grove School 
Current Address: 6850 Goreway Drive, Mississauga, Ontario, Canada  
Current Telephone Number: 1-416-745-1328  
 
Reference #3 
Name: Julia Hopewell, CFO, David Foster Foundation 
Current Address: 212 Henry Street, Victoria, B.C., Canada 
Current Telephone Number: 1-250-475-1223 
 
Reference #3 
Name: David Zapata, President, Zapwater Communications 



Current Address: 118 N Peoria St, Chicago, IL 
Current Telephone Number: 1-312-771-1271  
 
 
(3) Financial statements for the prior three years for the responding entity or for any 
entity that is a subsidiary to the responding entity.  
Attached within the Confidential Financials section of the LMA submission.  
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