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1. INTRODUCTION 
 
1.1. Singapore Art Museum (SAM) seeks to appoint a Creative and Social Media Marketing Agency (hereinafter known as “Agency”) to 

devise platform-specific content strategies and implement impactful, creative campaigns for SAM’s exhibitions, programmes and 
initiatives.  
 

2. DURATION OF CONTRACT AND BUDGET 
 
2.1. The services will be for a period from the award of contract till 31 March 2026, with an option to procure additional items related to this 

scope of work for further engagement as set out in the quote and/or Schedule of Rates, and with an option to extend for another one (1) 
year (“the Contract”). The performance of the Agency is to be reviewed annually and the renewal of this appointment is subject to the 
satisfactory performance of the Agency.  

 
3. ABOUT SINGAPORE ART MUSEUM 
 
3.1. Singapore Art Museum (SAM) is a contemporary art museum that focuses on art making and art thinking in Singapore, Southeast Asia 

and Asia, encompassing a worldwide perspective on contemporary art practice. SAM advocates and makes accessible interdisciplinary 
contemporary art through research-led and evolving curatorial practice. 
 

3.2. Since it opened in January 1996, SAM has built up one of the most important collections of contemporary art from the region. It seeks 
to seed and nourish a stimulating and creative space in Singapore through exhibitions and public programmes, and to deepen every 
visitor’s experience. These include curatorial outreach and education, research and publications, cross-disciplinary residencies and 
exchanges, amongst others. 

 

3.3. SAM currently occupies a space at Tanjong Pagar Distripark, where it presents contemporary art exhibitions and programmes, while its 
heritage buildings at Bras Basah and Queen Street are closed for redevelopment. As part of SAM’s strategic direction, the museum is 
diffusing and infusing art into communities and everyday life such as the heartlands and public libraries, as well as through the public 
art initiative The Everyday Museum. The museum also fosters meaningful relationships and engages in active collaborations with our 
constituents, such as artists, audiences and partners, with the aim of enabling positive change through art. 
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3.4. SAM’s key target audience segments: 
 

The museum’s key target audience segments (psychographics) include:  

• Art Inquisitive – Interest in the arts, with a stronger preference for heritage/cultural exhibitions, visual arts and films.  

• Communitas – Interest in contemporary art, visits museums once every three months and intends to increase their current 
participation. Apart from attending art events, they are art promoters and enjoy having stimulating discussion with others.  

• Mood Enhancer – Stronger interest in general arts and contemporary art. They are more active in seeking and sharing arts-related 
information and enjoy discussing new perspectives from art.  

• Social Leisure – Overall interest and involvement in the arts is lower, visits museums less than once a year. A higher proportion 
would visit with their friends. They generally seek new or unique experiences. 

• Edutainment – Generally not as involved in the arts scene, with lower interest in contemporary art. They are interested in 
activities that allow them to gain knowledge and new perspectives. 

 
3.5. SAM’s key challenges and desired outcomes: 

 

Key challenges Desired outcomes 

Low brand connection, appeal, and engagement 

• 70% of SAM visitors and potential visitors exhibit low 
commitment to the brand, linked to accessibility 
issues and a lack of interest in the art presented.  

• 51% of the museum visitors/considerer sample size 
remains untapped due to lack of brand awareness.  

• 1 in 2 are aware of SAM but less than half have made 
a repeat visit/ intend to visit SAM soon. 

Increase brand awareness and affinity, and ensure SAM is 
relatable with a diverse audience 

• Highlight what sets SAM apart from its competitors and create 
engaging content that is relevant and relatable to the 
audience. 

• Use targeted social media advertising to reach specific 
audience segments. 

• Reinforce SAM as a pivotal figure in Singapore's contemporary 
art scene by presenting thought-provoking and diverse 
artworks, creating a dynamic platform for artistic expressions, 
and producing engaging programs for the local and 
international art community. 
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Accessibility to contemporary art  

• SAM's presentation of contemporary art, described as 
modern, abstract, and unique, poses a challenge to 
the public. While it appeals creatively to some, it can 
be perceived as boring, confusing, and difficult to 
understand by others.  

Better understanding of the exhibition concepts  

• Make contemporary art easy to understand for the public so 
that they can evoke stronger interest in the art/artist and gain 
new knowledge/perspective and with greater message 
takeaway. This could be done through compelling social 
media and digital content that is easily digested. 

 
3.6. SAM’s existing communication channels: 

 

• Digital 
o Website (singaporeartmuseum.sg) – The key source of information for on-going exhibitions, events and programmes. It also houses 

the museum’s learning and accessibility resources as well as media releases. 
o E-Newsletters – These are sent to SAM’s subscriber database to keep them updated on upcoming exhibitions, events and 

programmes as well as any new initiatives that have been rolled out. 
o Social Media Platforms 

 

Platform(s) Objective(s) 

TikTok A short-form video platform that makes art more accessible, engaging, and relevant to a wider 
audience, ultimately fostering appreciation for art and culture in new and innovative ways. 

Instagram A discovery engine that presents a visual story of SAM to drive brand awareness and serve as a 
platform for inspiration. 

Facebook An information hub where the audience can learn and find out more about SAM, our exhibitions, 
and programmes. 

LinkedIn A platform to connect with working professionals and upkeep SAM’s brand image as a thought 
leader in contemporary art. 

X Currently mirrors the content on Instagram. Used also for dissemination of news. 

YouTube A video hub for the audience to delve deeper into contemporary art. 

 

http://www.singaporeartmuseum.sg/
https://www.tiktok.com/@singaporeartmuseum
https://www.instagram.com/singaporeartmuseum/
https://www.facebook.com/singaporeartmuseum/
https://www.linkedin.com/company/singapore-art-museum
https://twitter.com/SgArtMuseum
https://www.youtube.com/@SgArtMuseum/videos
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• Earned Media 
o Press previews and news coverage – To increase awareness and notify the media (art, mainstream and lifestyle) of the 

museum’s upcoming exhibitions, events and milestones. 
 

• Out-of-Home Advertising  
o E.g. street banners – To increase awareness and visibility of SAM’s exhibitions and events. 

 

• School and Community Outreach 
 
4. AGENCY OBJECTIVES 

 
4.1. The objectives of the Agency include: 

• developing an annual, integrated strategy work plan across SAM’s social media platforms to achieve the museum’s marketing goals; 

• building and executing platform-specific content strategies and impactful creative campaigns to effectively increase engagement and drive 
footfall to SAM’s exhibitions and events; 

• monitoring and providing detailed analysis to optimise the performance of the strategies and campaigns; 

• identifying new developments in the social landscape and performing competitor analysis to upkeep the relevancy and engagement of 
SAM’s social media content; and 

• developing community management and crisis management capabilities. 
 

4.2. These objectives can be categorised into the following components. 
 

Mandatory Services 
 

Component 1 Project Management 

Component 2 Strategy Work Plan Development 

Component 3 Creative Strategy, Content Development and Implementation  

Component 4 Performance Analysis and Reporting 

Optional Services Component 5 Provision of Additional Social Media Marketing Services 
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5. SCOPE OF WORK 

 

The Agency and its appointed account servicing team shall possess the experience and competency in providing, but not limited to, 
the following services listed below. All deliverables for this Scope of Work shall be successfully completed and delivered to SAM by 
the prescribed timeframe assigned. SAM reserves the right to amend the details of the scope when necessary, as the project 
develops, in consultation with the Agency within the scope of services and value of award. 
 
[MANDATORY SERVICES] 

5.1. Project Management  

S/N Scope of Work Work Description  

5.1.1 Project Management 
of SAM’s Social Media 
Platforms, Campaigns 
and Content 

a) Propose a methodology to ensure all social media platforms are managed optimally to allow 
for an effective consolidated approach. 
 

b) Develop and monitor campaign timelines to ensure timely production, publication and 
submission of all content. 

 
c) Manage the set-up, tagging, scheduling, and posting of all content on SAM's social media 

platforms. 
 
d) Set up and manage a secured content management system to facilitate the sharing, 

exchange, and storage of materials such as visual assets, post copies, reports etc, ensuring 
that all content is properly organised and archived. The Agency shall collate and return all 
masters (in original hi-resolution source files and resized working files) of the completed 
content to SAM through this system monthly. 

 
e) Source for and manage all liaison with external parties (e.g. interviewees, artists, curators, 

participants) from start to end, always keeping SAM in the loop. 
 
f) Acquire written consent from third parties and external sources for quoting them or publishing 

their information, content, or images on SAM’s social media channels. 
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5.2. Strategy Work Plan Development 

S/N Scope of Work Work Description  

5.2.1 Development of an 
Annual Strategy Work 
Plan (the “Strategy”) 

a) The Agency is required to review SAM’s social media channels and propose an integrated 
Annual Strategy Work Plan (the “Strategy”) to amplify the unique selling points of SAM and 
its campaigns, and effectively meet the required KPIs outlined in Paragraph 7. 

 
b) Keeping an always-on approach in mind, the proposed Strategy must outline the overarching 

content strategy for the museum, including key messaging themes, content pillars, consider 
platform-specific approaches based on audience behaviour and preferences, recommend 
content types suited for each platform, develop engagement tactics and interaction 
strategies, and suggest advertising and promotion strategies. 

 
c) The Agency should incorporate SAM’s corporate colours, where visually relevant, and 

include design or branding elements that provide brand alignment across all the different 
marketing campaigns and content.  
 

d) The Agency is required to provide ongoing strategic advice and consultancy to fine-tune the 
Strategy and adapt to the latest trends where applicable. This also includes a review of new 
features of existing platforms and exploring new platforms. 

 
e) As part of the Strategic Workplan Meeting, the Agency shall finalise the KPIs and Strategy 

within one (1) month from the date of the Letter of Acceptance. The contract signatory from 

SAM and the appointed Agency will sign off on the finalised Strategy which will form part of 

the Contract. 

 
f) A meeting will be held with the Agency one (1) month before the end of each year of service 

to refine and finalise the Strategy for the next fiscal year. 
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g) SAM has the right to terminate the Contract upon giving seven (7) working days’ notice if the 

Parties are unable to finalise the Strategy within one (1) month from the date of the Letter 

of Acceptance without SAM being liable to the Agency in any damages or compensation 

whatsoever. SAM will not be required to make any payment to the Agency under this 

Contract in the event of such termination. 

 
h) If the annual KPIs fail to be met by the end of each year of service , the Agency will be 

responsible for developing and executing a strategy to meet the KPIs at no additional cost to 
SAM. This includes the production and publishing of content assets. 

 
 

5.3. Creative Strategy, Content Development and Implementation 

S/N Scope of Work Work Description  

5.3.1. Development of a 
Creative Strategy for 
Each Exhibition / Event 
(“Campaign”) 

a) The Agency shall work closely with SAM’s appointed agencies on developing a creative 
strategy (“Campaign”) that will complement the respective media plan to drive awareness, 
engagement, and footfall to each exhibition/event in Paragraph 6.  
 

b) Each Campaign should comprise: 
 

• A clear and compelling overarching theme/narrative that encapsulates the essence of 
the exhibition/event and aligns with SAM’s brand identity. The theme/narrative should 
be rooted in social media relevance and resonate with SAM’s target audience segments 
specific to the campaign. 
 

• A recommended tone of voice, look, and feel, to ensure campaign consistency across the 
social media platforms. 
 

• A project timeline presenting an overview of the Campaign’s milestones/phases, its 
respective objectives and key messaging points. 
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• A content strategy outlining the proposed content pillars, angles, formats/types, 
quantity of content pieces and calendar roll-out schedule to effectively convey the 
Campaign’s objectives and key messaging points.  
o The strategy should be tailored for content distribution across the various social 

media and/or digital platforms – i.e. designed with platform-specific approaches in 
mind and working closely with SAM’s appointed agencies to reach the target 
audience demographics, promote engagement and drive the desired action.   

o Content formats/types include, but are not limited to the following: 
- Text-based  
- Single static image 
- Carousel (≤ 3 images)  
- Carousel (4 – 5 images) 
- Carousel (6 – 10 images) 
- Short-form video (≤ 15 seconds) 
- Short-form video (16 – 30 seconds) 
- Short-form video (31 – 60 seconds) 
- Instagram Stories  
- GIF  
- User-generated content (up to 10 images) 
- Giveaway/Contest  
- Poll/Survey 

 
c) Campaigns in the first contract year should centre on a TikTok-first approach, focusing on 

the creation of a higher ratio of compelling short-form videos over other content formats 

(e.g. carousel, gifs, animations). This approach should be reassessed annually for 

subsequent contract years given the dynamic nature of social media.  

 

d) The Agency shall also actively explore opportunities for trend-jacking relevant to the 
exhibition/event and evergreen branding campaigns for incorporation into the content 
strategy and ensure its timely execution.   
 



SAM/ITT/2023/0007                                                                                             

Page 10 of 27 
 

e) The Agency shall ensure that each proposed Campaign is finalised six (6) weeks before the 
publish date of the first content piece, and that approval is sought from SAM for the 
Campaign before moving into content production. 

5.3.2. Creative Development 
– Creation and 
Publishing of Social 
Content 

a) The Agency shall carry out the end-to-end production for all content within the approved 
Campaign. This includes copywriting, photography, videography, visual development and 
two rounds of changes. Content produced should be fresh, relevant and engaging with 
respect to its format.   

 
b) The Agency shall be responsible for adapting the copy and visual(s) –  i.e. aspect ratio and 

resolution (minimum resolution of 72dpi for images and 720p for videos) – for each 
content piece, at no additional cost to SAM, to optimise for: 

• audience engagement on each social media platform (if the content is intended to be 
published on multiple platforms); and  

• paid media and boosted ads. 
 

c) The Agency shall develop a content production timeline, giving SAM minimally two (2) 
working days to revert during each round of feedback, to ensure the timely creation and 
publishing of content across the various social media platforms, as well as submission of 
required assets for media buying within the timeframe agreed with SAM’s appointed 
media buying agency.  

 
d) The Agency shall ensure approval is sought from SAM for all created content prior to its 

publishing and submission. 
 

e) SAM will fully own all content produced (including but not limited to): 

• Full ownership of any intellectual property rights; and 

• Full perpetual usage rights on all new and existing SAM owned digital / social platforms. 
 
f) If the use of stock images is required, any image royalty fees and fees of acquiring the 

image usage rights from third parties must be made known to SAM upfront for approval. 
SAM will only bear such additional costs on case-by-case basis. 
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g) When third-party images are used, the Agency is required to ensure that all images are 

duly credited in the image or post copy according to SAM’s house style.  

 
5.4. Performance Analysis and Reporting 

S/N Scope of Work Work Description  

5.4.1. Bi-weekly Report a) During each year of service, the Agency is required to deliver twenty-six (26) bi-weekly 
(following the number of calendar weeks in the Contract year) reports, on Friday at noon.  
 

b) A reporting template will be shared with the Agency upon appointment. The template 
comprises the following information: 

• Total number of posts published across SAM’s Facebook, Instagram, TikTok, YouTube 
and X, including a screenshot and brief description (no more than 100 words) for each 
post 

• Total reach of all posts published during the two weeks 

• Reach and engagement rate on reach for each post 

• Summary table presenting the bi-weekly growth of the following metrics across the 
various platforms, including but not limited to: 
o New follows, unfollows and nett follower growth  
o Total number of engagements 
o Average engagement rate on reach 
o Average reach per post 
o Average video/reel view rate 

 

5.4.2. Monthly Report a) During each year of service, the Agency is required to deliver and present eleven (11) 
monthly reports, by the 15th of the following month, or the working day before that if the 
15th falls on a weekend or a gazetted public holiday.  

 
b) The Agency shall work closely with SAM’s appointed media buying agency to integrate all 

data and insights from their Monthly Milestone Report into the monthly report for a 
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holistic overview. Any learnings, observations and proposed next steps/refinements should 
be approached from an integrated marketing perspective.   
 

c) The report should comprise: 

• A progress update on: 
o The Agency’s KPIs metrics outlined in Paragraph 7; 
o Any additional metrics proposed by the Agency; and 
o The media buying agency’s KPI metrics. 

• From an integrated marketing perspective,  
o An analysis of the effectiveness of the proposed Strategy in achieving the KPIs. This 

should include the analysis of the top and bottom three (3) performing posts for 
each platform (Facebook, Instagram, TikTok, YouTube), with respect to the KPI 
metrics. 

o An analysis of the effectiveness of ongoing and completed Campaigns in driving 
traffic and conversions for the exhibition/event; 

o Learnings and observations that are supported by data; 
o Proposed set of actionable steps to refine the existing Strategy and Campaign(s). 

The Agency shall implement the agreed refinements at no additional cost if they fall 

within the scope of work of the Contract. 

• Identification of relevant trends that SAM can adopt; 

• Competitor benchmark in terms of both agencies’ KPI metrics and any additional 
metrics proposed by the Agency, and best practices that SAM can learn/adopt. 

5.4.3. Annual Report 
 

a) At the end of each year of service, the Agency is required to deliver and present one (1) 
annual performance and review report within one (1) month after the end of the fiscal 
year. 
 

b) The Agency shall work closely with SAM’s appointed media buying agency to integrate all 
data and insights from their Annual Performance Review Report into the annual report for a 
holistic overview. Any learnings, observations and proposed next steps/refinements should 
be approached from an integrated marketing perspective. 
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c) The annual report should cover:  

• An overview of: 
o The Agency’s KPIs metrics outlined in Paragraph 7; 

o Any additional metrics proposed by the Agency; and 

o The media buying agency’s KPI metrics 

• From an integrated marketing perspective,  
o An evaluation of the overall performance of the Strategy across the various social 

platforms in achieving the total KPIs, including insights in terms of what worked and 
didn’t work for SAM; and 

o Learnings and recommendations that SAM can apply to further refine its social 
media Strategy and future Campaigns. 

 
[OPTIONAL SERVICES] 

5.5. Provision of Additional Social Media Marketing Services 

S/N Scope of Work Work Description  

5.5.1. Community 
Management and Crisis 
Management Services 

a) The Agency shall monitor engagements and provide community management of SAM’s 

social media platforms on a 24/7 basis in accordance with the response template in SAM’s 

Standard Operating Procedure (SOP).  

 
b) The Agency shall escalate conversations, public feedback and inquiries that require the 

organisation’s attention and follow-up within stipulated timelines when any messages 

and/or comments do not fall under the SOP response template provided, or if in an 

instance of an exponential increase in negative sentiments amongst the public members. 

 
c) The Agency will also be responsible for creating, updating and implementing a Crisis 

Management Framework for SAM. SAM’s Social Media Crisis Workflow will be disclosed 

to the Agency upon award and shall be the minimum requirement for the Crisis 

Management Framework.  
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5.5.2. Contests and Giveaways a) To engage our online audiences, the Agency may be required to conceptualise and 
facilitate enticing contest(s)/giveaway(s) on SAM’s social media platforms.  
 

b) Deliverables for each contest/giveaway include: 

• One (1) teaser post: Static visual with copywriting and two rounds of changes 

• One (1) contest/giveaway post: Static visual with copywriting and two rounds of 
changes 

• One (1) results post: Static visual with copywriting and two rounds of changes 

• Selection of the winners with reasonings provided for SAM’s consideration and 
approval, as well as managing the liaison with the winning participants on the prize 
collection.  

• One (1) post-mortem review report comprising: 
o Metrics to measure the effectiveness of the contest (to be proposed by the 

Agency for SAM’s approval before administration). 
o Learning points and recommendations for future improvement 

 
c) Development of T&Cs and FAQs 

5.5.3. Establishing SAM’s 
presence on other social 
media / digital platforms 
 

a) To expand and diversify SAM’s reach, the Agency may be required to propose new, 
suitable social media / digital platform(s) that the museum can consider adopting (e.g. 
WhatsApp / Telegram / Lemon8 / Xiaohongshu).  
 

b) The proposal should be backed by data-driven justifications along with an entry plan and 
content strategy to build SAM’s presence on the new platform. The strategy should 
seamlessly integrate with the museum’s Annual Strategy Work Plan and the use of the 
platform should be incorporated into subsequent campaigns accordingly.  

5.5.4. Additional Support – 
Rate card & ad-hoc 
projects 

a) The Agency may be required to provide additional support for ad-hoc 
projects/programmes or deliverables.  
 

b) Please complete the costing template provided in Annex D for the provision of a content 
production rate card covering all creative services, including creative strategy. Should a 
project/programme or more deliverables be confirmed in due course, the Agency will 
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quote based on the rate reflected in this template. This will form the Schedule of Rates 
(SOR) for ad-hoc or optional deliverables as needed. 

 

6. SCOPE OF WORK FOR EXHIBITIONS/EVENT TIERS 
 

• The exhibition/event tiers and their respective scope of work are based on an estimated forecast and understanding of projects 
from FY24-26 to allow agencies to size up the scope and provide a quote. It is accurate as of February 2024 and subject to 
change depending on specific project requirements. If there are changes to the tiering, number of campaigns and/or scope of 
work, flexibility will be required to reclassify projects and/or reallocate resources, which the Agency and SAM are to agree 
upon in writing. 

 

• To facilitate costings and provide flexibility between formats/types of the content pieces, the Agency may propose a credit 
system and share a conversion table based on the number of credits needed for each specific format/type. 

 

Exhibition/Event Tier  Scope of Work  

Tier 1 International Festivals  
Examples include international art festivals 
such as:   
• Singapore Biennale 2025 

 
Estimated no. of campaigns per FY - 1  

• Mandatory items 5.1-5.4 
 

o As part of the Campaign’s creative and content strategy, the Agency is 
responsible for the ideation, development, and copywriting of content 
assets used across all paid, owned and earned marketing and 
communications touchpoints. The Agency is also responsible for the 
creative development of the Singapore Biennale 2025 brand design and 
identity, which will be refreshed and adapted from the 2022 edition.  
 

o On social media platforms, the Agency shall propose the following 
quantity of content pieces during the respective Campaign phases.  
Campaign Phases Quantity of Content Pieces 

Teaser  
Approx. at least six (6) weeks before 
the exhibition opens 

One (1) content piece per week 
 
Total: Six (6) content pieces 
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Launch 
Approx. first six (6) weeks after the 
exhibition opens 

• Three (3) content pieces per week  
[for the first four weeks] 

• Two (2) content pieces per week 
[for the next two weeks] 

 
Total: Sixteen (16) content pieces 

Sustenance 
Approx. next fourteen (14) weeks 
after the Launch phase [the no. of 
weeks will vary depending on each 
exhibition] 

• Two (2) content pieces on the 3rd, 6th, 
9th and 12th week.  

• One (1) content piece per week for all 
others. 

 
Total: Eighteen (18) content pieces 

Closing 
Approx. four (4) weeks before the 
exhibition closes 

Three (3) content pieces every 2 weeks 
 
Total: Six (6) content pieces 

Total Forty-six (46) content pieces 

• May include optional items such as: 

o Contests and Giveaways 

o Collaborations with sponsors, etc. 

o Additional Support 

Tier 1 Exhibitions   
Examples include large-scale exhibitions 
such as:  
• Olafur Eliasson: Your curious journey  
 

Estimated no. of campaigns per FY - 1  

• Mandatory items 5.1-5.4 

o As part of the Campaign’s creative and content strategy, the Agency shall 

propose the following quantity of content pieces during the respective 

Campaign phases.  

o Includes ideation, development, and copywriting of content assets used 

across all paid, owned and earned marketing and communications 

touchpoints. 

Campaign Phases Quantity of Content Pieces 

Teaser  One (1) content piece every 1.5 weeks 
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Approx. six (6) weeks before the 
exhibition opens 

Total: Four (4) content pieces 

Launch 
Approx. first six (6) weeks after 
the exhibition opens 

Two (2) content pieces per week 
 
Total: Twelve (12) content pieces 

Sustenance 
Approx. next nine (9) weeks after 
the Launch phase [the no. of 
weeks will vary depending on 
each exhibition] 

One (1) content piece per week 

 
Total: Nine (9) content pieces 

Closing 
Approx. four (4) weeks before 
the exhibition closes 

One (1) content piece per month 

 
Total: Four (4) content pieces 

Total Twenty-nine (29) content pieces 

 

• May include optional items such as: 

o Contests and Giveaways 

o Additional Support  

Tier 2 Exhibitions   
Examples include exhibitions and 
announcements such as:  
• Yee I-Lann: Mansau-Ansau    
• Solo Show by Pratchaya Phinthong 
• Opening of SAM Collection Gallery and 

Inaugural Collection Exhibition  
• Opening of SAM Learning Gallery  
• Return show for Singapore Pavilion 
• The Everyday Museum 

  
Estimated no. of campaigns per FY - 6 

• Mandatory items 5.1-5.4 

o As part of the Campaign’s creative and content strategy, the Agency shall 

propose the following quantity of content pieces during the respective 

Campaign phases.  

o Includes ideation, development, and copywriting of content assets used 

across all paid, owned and earned marketing and communications 

touchpoints. 

Campaign Phases Quantity of Content Pieces 

Teaser  
Approx. four (4) weeks before the 
exhibition opens 

One (1) content piece per week 
 
Total: Four (4) content pieces 

Launch Two (2) content pieces per week  
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Approx. first six (6) weeks after the 
exhibition opens 

Total: Twelve (12) content pieces 

Sustenance 
Approx. next five (5) weeks after 
the Launch phase [the no. of weeks 
will vary depending on each 
exhibition] 

One (1) content piece per week 

 
Total: Five (5) content pieces 

Closing 
Approx. one (1) month before the 
exhibition closes 

Three (3) content pieces per month 

 
Total: Three (3) content pieces 

Total Twenty-four (24) content pieces 

 

• May include optional items such as: 

o Contests and Giveaways 

o Additional Support  

Tier 3 Exhibitions   
Examples include exhibitions such as:  
• Lost & Found: Embodied Archive  
• Presentation for Fellowship 
Programme  
• Virtual Galleries  

  
Estimated no. of campaigns per FY - 3  

• Mandatory items 5.1-5.4 

o As part of the Campaign’s creative and content strategy, the Agency shall 

propose the following quantity of content pieces during the respective 

Campaign phases.  

o Includes ideation, development, and copywriting of content assets used 

across all paid, owned and earned marketing and communications 

touchpoints. 

Campaign Phases Quantity of Content Pieces 

Launch 
Approx. first four (4) weeks 
after the exhibition opens 

One (1) content piece per week  
 
Total: Four (4) content pieces 

Sustenance 
Approx. next six (6) weeks after 
the Launch phase [the no. of 
weeks will vary depending on 
each exhibition] 

One (1) content piece every two weeks 

 
Total: Three (3) content pieces 
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Closing 
Approx. one (1) month before 
the exhibition closes 

Two (2) content pieces per month 

 
Total: Two (2) content pieces 

Total Nine (9) content pieces 

 

• May include optional items such as: 

o Additional Support 

Tier 4 Exhibitions   
Examples include exhibitions such as:  
• Ming Wong: Rhapsody in Yellow  
• Library Exhibition Cycle 9  
• Library Exhibition Cycle 10  
• Think! Contemporary Primary  
• Think! Contemporary Preschool  
• Singapore Art Week 

  
Estimated no. of campaigns per FY - 6 

• Mandatory items 5.1-5.4 

o As part of the Campaign’s creative and content strategy, The Agency shall 

propose the following quantity of content pieces during the respective 

Campaign phases. 

o Includes ideation, development, and copywriting of content assets used 

across all paid, owned and earned marketing and communications 

touchpoints. 

Campaign Phases 
(Duration of each phase to be 
determined based on each exhibition)   

Quantity of Content Pieces 

Launch Total: One (1) content piece 

Sustenance Total: Three (3) content pieces 

Closing Total: One (1) content piece 

Total Five (5) content pieces 

 

• May include optional items such as: 

o Additional Support  
  

[OPTIONAL] Ad-hoc Programmes  • Mandatory items 5.1-5.4, excluding 5.3.1 (To be further determined based on 

the project objectives) 
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Examples include evergreen and 
exhibition-related programming that may 
require social media marketing support:  
• Public Programmes (e.g. SAMily 

Funday, SAM Late Nights, A Weekend 
with SAM, This Little Red Dot…) 

• Learning Programmes (e.g. Drop-in 
workshops) 

• Access Programmes (e.g. SAM Art 
Dose, Access Tours) 

• Curatorial Programmes (e.g. Skill 
Futures, Village of Rafts) 

• Public Art Programmes (e.g. A 
Weekend with TEM) 

• SAM Residencies Programmes (e.g. 
Occult Philosophy) 

• Partnerships & Patronage (e.g. Giving 
Week) 

  
Estimated no. of programmes per FY - 96  

o Estimated to require one (1) content piece per programme 

o Should a programme or more deliverables be confirmed in due course, 

the Agency will quote based on the SOR provided in Annex D. 

 

• May include optional items such as: 

o Contests and Giveaways 

o Additional Support 
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7. KEY PERFORMANCE INDICATORS (KPI) 
 

The Agency shall meet the Key Performance Indicators (KPIs) below in the first year of service. KPIs for the second, and third year (should 
SAM exercise the option to extend the Agency’s services), will be finalised at the end of the previous year of service:   

 
7.1. TikTok-specific KPIs by the end of the first year (i.e. 31 March 2025):  

• Number of TikTok followers: +10% vs FY23  

• Average views per video: +10% vs FY23 
 

7.2. Instagram-specific KPIs by the end of the first year (i.e. 31 March 2025):  

• Number of Instagram followers: +10% vs FY23 

• Total number of post engagements: +5% vs FY23 

• Total average post engagement rate: +5% vs FY23 

• Total average video view rate: +10% vs FY23 
 

7.3. Facebook specific KPIs by end of the first year (i.e. 31 March 2025):  

• Number of Facebook followers: +5% vs FY23 

• Total post reach: +5% vs FY23 

• Total average post engagement rate: +5% vs FY23 

• Total average video view rate: +10% vs FY23 
 
8. SUBMISSION REQUIREMENTS 

 

SAM will disqualify proposals with incomplete information. Agencies are advised to study the submission requirements carefully and 

prepare the following: 

 

8.1. Price Quotation Table (Annex D) for all services quoted. All mandatory items must be quoted for, or the submission will be deemed 

incomplete and disqualified. 
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8.2. An Annual Strategy Work Plan (the “Strategy”) for the first year (i.e. from appointment to 31 March 2025). The Strategy should: 

a) Amplify the unique selling points of SAM and its campaigns, and effectively meet the required KPIs outlined in Paragraph 7. 
b) Outline the overarching content strategy for the museum, including key messaging themes, content pillars, consider platform-

specific approaches based on audience behaviour and preferences, recommend content types suited for each platform, develop 
engagement tactics and interaction strategies, and suggest advertising and promotion strategies. 

c) Include proposed elements to ensure brand alignment across all the different marketing campaigns and content. 
d) Resource material: Please refer to Annex A & Annex B. 
e) Shortlisted agencies will be required to present the proposed Strategy to SAM’s Marketing Communications team. 

 
8.3. A Content Strategy (“Campaign”) as part of the Strategy for SAM’s upcoming exhibition, Olafur Eliasson: Your curious journey. The 

Campaign should: 

a) Aim to drive awareness, engagement, and footfall to the exhibition.  
b) Include: 

• A clear and compelling overarching theme/narrative that encapsulates the essence of the exhibition and aligns with SAM’s 
brand identity. The theme/narrative should be rooted in social media relevance and resonate with SAM’s target audience 
segments specific to the campaign. 

• A recommended tone of voice, look, and feel, to ensure campaign consistency across the social media platforms. 

• A project timeline presenting an overview of the Campaign’s milestones/phases, its respective objectives and key messaging 
points. 

• A content strategy outlining the proposed content pillars, angles, formats/types, quantity of content pieces and calendar roll-
out schedule to effectively convey the Campaign’s objectives and key messaging points. The strategy should be tailored for 
content distribution across the various social media and/or digital platforms. 
 

c) Centre on a TikTok-first approach, focusing on the creation of a higher ratio of compelling short-form videos over other content 
formats (e.g. carousel, gifs, animations).  

d) Explore opportunities for trend-jacking relevant to the exhibition. 

e) Resource material: Please refer to Annex C. 

f) Shortlisted agencies will be required to present the proposed Campaign to SAM’s Marketing Communications team.  
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8.4. Professional Track Record of the Agency 

Agencies shall submit a deck of slides (in Microsoft PowerPoint format, not more than 20 slides) listing: 

a) Past and present clients; 

b) Case studies from the past three years (i.e. 2021–present) that demonstrate how the Agency’s Strategy and Campaigns have 

helped achieve the projects’ desired outcomes, especially for clients in the arts and cultural sector. 

 

8.5. Credentials of the Account Servicing Team 

a) The successful Agency shall appoint an Account Servicing Team to work closely with SAM and its appointed agencies / partners 

throughout the Contract Period, and is to be responsible for liaising and managing all aspects of the Services to be executed or 

provided by the Agency under the Contract.  

b) As part of the tender submission, the credentials of all personnel who will be part of the Account Servicing Team, and not those 

who were brought in specifically for the pitch, must be submitted. This includes the resumes of each of the assigned personnel, 

citing relevant experience and proposed roles and responsibilities. SAM reserves the right to require the Agency to propose 

alternative personnel for SAM’s consideration.  

c) The Account Servicing Team should have a track record in social media marketing campaigns on behalf of clients in the arts, 

cultural, non-profit or other related sectors.  

d) If any member of the Account Servicing Team should leave the company/project or is dismissed, the Agency must ensure that 

equivalent (or senior) and suitable replacements are available to immediately undertake the duties and responsibilities of the 

predecessor fully. The Agency shall inform SAM at least two weeks prior to any replacement of personnel. Should SAM at any 

time request a change in the composition of the team, the Agency shall comply promptly.  

8.6. All Prescribed Forms (as set out in Section D of this ITT)  
 
 

8.7. Resumes or portfolios of any proposed external parties, partners or suppliers, if applicable 
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9. CONTRACT MANAGEMENT 
 
9.1. All decisions shall be made in consultation with SAM. SAM reserves the right to make final decisions on all matters.  
 
9.2. The Agency must seek clearance from SAM (approval or endorsement by email) on all relevant projected costing, timelines and content 

before commencing work.  
 
9.3. If the Agency is outsourcing parts of the services required, the Agency must inform SAM on the new sub-contractor and the sub-

contractor’s responsibilities. The appointment of sub-contractors to fulfil the Contract is subject to prior consent of SAM before work 
commitment.  

 
9.4. Any proposed changes to Consortium membership must be approved in writing by SAM, with an advance notice period of at least one 

(1) month.  
 

9.5. Contract Responsibilities 
 

i. The Agency shall exercise all reasonable skill, care and diligence in the performance of its services and shall always act in a 

reasonable and professional manner.  

 

ii. All produced material resulting from this Project (foreground intellectual property) shall become the property of SAM. SAM shall 

have ownership of all data and copyright derived from this Project. However, background intellectual property (such as existing 

copyrighted material and brands) reflected or subsisting in the same shall remain vested with the Agency or other third parties.  

 

iii. All information related to the Contract is confidential. The Agency (including their sub-contractors) will be requested to 

complete a Non-Disclosure Agreement with SAM. The Agency shall make reasonable effort to ensure that all personnel involved 

(including their sub-contractors) do not disclose or allow disclosure, any information or data provided to, made available to, or 

obtained during its participation to the projects.   
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9.6. Agency Experience 

 
i. The Agency should be equipped with a strong creative team to achieve the desired impact of promoting visitorship to SAM. This 

includes: 

• Experienced copywriters who are apt in creating appealing, engaging, and relevant content that aligns and resonates with 
SAM’s brand and its audiences. Copywriters should be skilled in crafting narratives that establish an emotional bond with the 
audience, as well as delivering the campaign's key message.  

• Graphic designers who can bring creative concepts to life, stay updated with current design trends, and enhance the aesthetic 
appeal to the audience.  

 
10. PAYMENT TERMS AND SCHEDULE  

 

10.1. The payment schedule would generally be according to the services provided and the completion of deliverables to the satisfaction of 
SAM. The items will be paid upon the completion of service on the basis listed in the table below. The final payment schedule will be 
discussed and agreed upon in writing with the appointed Agency. 

 

S/N Description of Services / Deliverables Payment Schedule 

1 [Item 5.2] Annual Strategy Work Plan (“the Strategy”) 
Billed upon the submission and 
approval of the Strategy 

2 

[Items 5.1, 5.3, 5.4.1, 5.4.2]  

• Project Management 

• Development, Approval and Implementation of Campaigns and Content Pieces 

• Bi-weekly and Monthly Reports  

Billed on a monthly retainer basis 

3 [Item 5.4.3] Annual Report 
Billed upon the submission and 
approval of the Annual Report 

 
10.2. All amounts offered by Agencies shall be before taxes, but shall be deemed, unless otherwise provided, to include without limitation 

all fees and charges payable for licenses, materials and labour in the performance of the works for which the ITT is submitted. 
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10.3. Invoices must be accompanied by proof of delivery (e.g. screenshots of published posts) and third-party invoices (for verification of 

sub-contracted services from a third-party).  

 

10.4. Invoices received by SAM by the 7th of the month will be paid by the end of the same month. For invoices received later than the 7th 
of the month, payment will be made by the end of the following month. If the 7th falls on a weekend or Public Holiday, then invoices 
must be submitted on the working day before the 7th for payment to be made in the same month. 

 
11. TENDER TIMELINE 

The tender timeline is as follows: 

Date Description 

3 April 2024 Tender opens 

24 April 2024 Tender closes 

29 & 30 April 2024  Presentations by Shortlisted Agencies 
(Agencies should ensure that the proposed account team is available during this period.)  

2 May 2024 Project award of contract to the appointed agency 

3 May 2024 Start of Contract 

 
12. CONTACT 

SAM’s Representative(s) for this Contract and the corresponding contact details are as follows: 

 
Name/Designation: Tracy Lam, Assistant Manager, Marketing Communications 
Email address: Tracy.LAM@singaporeartmuseum.sg 
 
Name/Designation: Melanie Heng, Manager, Marketing Communications  
Email address: Melanie.HENG@singaporeartmuseum.sg 
 
Name/Designation: Maybelline Tan, Assistant Director, Marketing Communications  
Email address: Maybelline.TAN@singaporeartmuseum.sg 

 

mailto:Tracy.LAM@singaporeartmuseum.sg
mailto:Melanie.HENG@singaporeartmuseum.sg
mailto:Maybelline.TAN@singaporeartmuseum.sg
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13. LIST OF ANNEXES 

S/N  Description  

1  Annex A: SAM’s Strategic Direction  

2  Annex B:  SAM’s CY2024 Exhibition Calendar  

3  Annex C: Olafur Eliasson: Your curious journey  

4  Annex D: Price Quotation Table  

 
 

 
 
 
 


