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Planning Parameters

• Objectives

• Build awareness of Maryland and DMOs as a travel destination through 
cost-effective print and digital options

• Drive leads/bookings for OTD and DMOs

• Build on previously successful media partnerships and expand digital 
offerings with trackable results

• Streamline media partners to include those with a history of participation 
and effective results

• Target Audience

• Adults 25-54, skews female, HHI $75-$150K

• Geography

• 300-mile radius of Baltimore
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MMS 2017 MD Tourism Study indicates heavy 
online use when trip planning
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Strategies

• Digital
– Shift available print dollars to digital, because of its targeting and tracking abilities

– Allocate OTD budget to travel-specific platforms because of their proven efficiencies, 
ROI and robust analytics

– Include non-travel specific options with proven DMO-supported vendors

• Print
– Allocate OTD budget to those publications proven to be effective and supported 

heavily by DMOs

– Continue to give DMOs additional print options in proven publications
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FY18 Print Summary/FY19 Print Recommendation
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FY18 Digital Summary/FY19 
Recommendation
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Digital
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ADARA
• Rationale: Travel-focused platform to connect consumers to advertisers, has real-time first-

party search, booking and loyalty data from 175+ global travel suppliers.  ADARA can target 
travelers actively searching for their next vacation, with the ability to provide detailed reporting 
and optimization off the DMO’s preferred KPIs (bookings, engagement with content, leads).  
Each campaign is customized based on the DMO’s goals/customer profile/feeder markets.  Ad 
placement will be cross-platform display banners; other options are available (video/native 
content).

• Geography: Key DMAs

• Recommended Flight Dates:  Campaign to run by June 30, 2019

• OTD Participation:  Up to $5K per DMO per platform, max $46K total for all DMOs and 
platforms

• DMO Participation:  

– Option 1: Leisure Drive Market Co-op – 1 month - $5,000

• Target in-market leisure drive markets, weekend getaways and extended 
vacations

• Target travelers who are searching for Maryland in real time and haven’t yet 
booked a trip, or confirmed travelers to your region who haven’t yet arrived (for 
attractions)

• Total estimated impressions 825K

– Option 2: Leisure flight and Drive Market Co-op – 2 months - $10,000

• Reach customers interested in flight + hotel vacations

• Target in-market leisure drive markets and top flight markets into BWI

• Target travelers who are searching for Maryland hotels in real time

• Competitively conquest other competing destinations

• Total estimated impressions 1.7M
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A sample list of ADARA’s 
data partners:



ADARA
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Meredith Publishing 

• Rationale: Proven partner with premium quality content, to 
complement print placement

• Geography: CT, NY, NJ, PA, DE, MD, D.C., OH, VA, WV

• Recommended Flight Dates:  May 1 – June 30, 2019
• OTD Participation: No participation 
• DMO Participation:  Consider Homepage Takeover if enough DMOs

participate

‾ Option 1
• 2,000,000 Ad Impressions - $21,000 net
• allrecipes.com, eatingwell.com, rachelray.com, bhg.com, 

familycircle.com and traditionalhome.com websites
• Mix of Unit Types Desktop (728x90 & 300x250) and Mobile 

(320x50) 
‾ Option 2

• 1,000,000 Ad Impressions - $11,500 net
• allrecipes.com, eatingwell.com, rachelray.com, bhg.com, 

familycircle.com and traditionalhome.com websites
• Mix of unit types Desktop (728x90 & 300x250) and Mobile 

(320x50) 
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Meredith Publishing
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Sojern
• Rationale: Travel-focused platform specializing in path to travel for more than a decade. Sojern 

analyzes 350 million unique travelers and billions of predictive purchase signals to activate 
multi-channel marketing solutions. Sojern works with 65+ travel data partners consisting of 
OTAs, airlines, hotel chains, metasearch sites, cruise companies, travel review sites, car rental 
companies and travel packagers. 

• Geography: Key DMAs

• Recommended Flight Dates:  Campaign to run by June 30, 2019

• OTD Participation: Up to $5K per DMO per platform, max $46K total for all DMOs and platforms

• DMO Participation:  $1K minimum

– Sojern Fusion 

• 3-way or more advertising co-op program funded by:

– OTD

– DMO(s)

– Sojern

• Will utilize the Sojern platform and data to target and optimize each advertising 
campaign. Post-campaign analytics, including economic impact, will be provided 
for the destination, as well as applicable insights for the hotel or tourism partner.

• Funding Matrix example
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A sample list of Sojern’s
data partners:



Sojern
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Sojern
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Sojern
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Campaign Name: Visit St Marys County 2018

Account Manager: Carly Pohlman, carly.pohlman@sojern.com

Flight Dates: 5/23/18 - 6/30/18

Delivery Dates 6/1/18 - 6/30/18

Source: Sojern

June Delivery Placement Impressions Clicks CTR

Visit St Marys County 2018 300x250 684,236 3,243 0.47%

Visit St Marys County 2018 300x600 82,864 101 0.12%

Visit St Marys County 2018 320x50 666,700 1,060 0.16%

Visit St Marys County 2018 468x60 140,914 77 0.05%

Visit St Marys County 2018 728x90 261,431 366 0.14%

Grand Total: 1,836,145 4,847 0.26%

Campaign to 

Date
Placement Impressions Clicks CTR

Visit St Marys County 2018 250x250 1,505 0 0.00%

Visit St Marys County 2018 300x250 947,396 3,861 0.41%

Visit St Marys County 2018 300x600 112,597 119 0.11%

Visit St Marys County 2018 320x50 922,875 1,606 0.17%

Visit St Marys County 2018 468x60 163,430 89 0.05%

Visit St Marys County 2018 728x90 378,092 423 0.11%

Grand Total: 2,525,895 6,098 0.24%



TripAdvisor 
• Rationale: Travel-focused, geographically targeted, proven partner, reaching potential 

travelers actively searching for travel information in Maryland and key areas

• Geography: Key DMAs

• Recommended Flight Dates:  Campaign to run by June 30, 2019

• OTD Participation: Up to $5K per DMO per platform, max $46K total for all DMOs and 
platforms

• DMO Participation:  Packages are scalable and custom built for the specific DMOs

– Option 1: Packages are scalable from $5,000

• 250,000 impressions targeted to Maryland and competing state content

• Total estimated impressions: 250,000

– Option 2: Packages ranging up to $15,000, leveraging TripAdvisor EVERYWHERE*

• 1,875,000 estimated impressions targeted to TripAdvisor users who live in 
key geotarget DMAs and have viewed Maryland and competing state 
content on site

• All impressions served off TripAdvisor-campaign will be audience 
targeted/retargeted based

• *Note – TripAdvisor EVERYWHERE requires a $10K minimum investment, 
$5K monthly minimum

• What is TripAdvisor EVERYWHERE?

• TripAdvisor EVERYWHERE leverages its first-party data with a look-back 
window of 30 days.  This platform knows when and where users are in the 
process of considering Maryland as a destination and can retarget them off 
TripAdvisor, at a more efficient cost than reaching those same users on 
tripadvisor.com.  Many DMO partners utilize both strategies, including 
impressions that serve both on tripadvisor.com as well as off TripAdvisor via 
TripAdvisor EVERYWHERE.
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TripAdvisor
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Washingtonpost.com
• Rationale: Washingtonpost.com had significant co-op participation in previous years, reaching 

potential travelers in Maryland and key areas.

• Geography: Key DMAs

• Recommended Flight Dates:  Campaign to run by June 30, 2019

• OTD Participation:  No participation

• DMO Participation:  Consider Homepage Takeover if enough DMOs participate

•Option 1:  $30,000; “In-Focus” Custom Article,  Estimated Total Promotional  Impressions—2.2M

-Includes custom article on washingtonpost.com and Home-Page, In-Article, mobile and Facebook/

Instagram promotional ads           

•Option 2:  $20,000; “In-Focus” Templated Custom Article, Estimated Total Promotional Imps—1.4M

-Includes templated custom article on washingtonpost.com and Home-Page, In-Article, mobile and

Facebook/Instagram promotional ads

•Option 3:  $15,000; Estimated Total Imps—810,000

-Includes Mobile Point-of-Entry Takeover & Rotational Cross-Platform  Media

•Option 4:  $10,000; Estimated Total Imps—800,000

-Includes Choice of PostPulse, FlexPlayVideo & FlexPlayMozaic

•Option 5:  $7,500; Estimated Total Imps—600,000

-Ripple

•Option 6:  $5,000; Estimated Total Imps—400,000

-Includes Choice of Cascade, WP+ Audience Extension, WP+ Facebook or Cross-Platform

Rotational
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Washingtonpost.com
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Ripple PostPulse FlexPlay

Cascade

Facebook



Washingtonpost.com
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Print
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AAA World
• Rationale:  Travel-focused, geographically targeted, proven partner

• Circulation:  2,166,600

• Geography:  D.C., MD, PA, DE, NJ, VA

• Recommended Issue/Format:  Mar/Apr – dedicated MD section

• Material Close:  1/25

• OTD Participation:  

– FP 4C $14,700

– Added Value

• Full-Pg size at 2/3 Pg cost

• Web banner on AAAworld.com

• Year-round reader service

• Brochure distribution in AAA office

• DMO Participation:

– 1/2P 4C $5,495

– 1/3P 4C $4,490

– 1/6P 4C $2,495
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City Magazines
• Rationale:  Geographically targeted, within key cities

• Format:  Full Page or Spread depending on number of DMOs 
participating

• Recommended Issue:  May and/or June

• OTD Participation:  No participation  

• Cincinnati Magazine:  Publication not offering a co-op 
section; If multiple DMOs would like to advertise, we can 
move forward accordingly, but publication won’t handle 
selling a co-op page

– Circulation:  33,504

– Material Close:  4/1   

– 1/3P 4C Cost:  $1,930  

• Cleveland Magazine:  (Minimum 3 participants)

– Circulation:  35,000

– Material Close:   3/19

– Logo and 50-60 word text – 1 issue $1,450, 2 issues 
$2,500 total 

• Columbus Magazine:  (Minimum 3 participants)

– Circulation:  23,000

– Material Close:   4/1

– 1/3P 4C Cost:  $1,250
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City Magazines
• Rationale:  Geographically targeted, within key cities

• Format: Full Page or Spread depending on number of DMOs 
participating

• Recommended Issue/Format:  May

• OTD Participation:  No participation

• Philadelphia Magazine:  May (Minimum 6 participants)

– Circulation:  78,199

– Material Close: 3/23 

– 1/3P 4C Cost:  $2,500 (includes photo, 30 words)

– Added Value: 500 Leads, event listing in the Road Trips 
section of Sep issue  

• Pittsburgh Magazine:  Apr/Jun (Minimum 3 DMOs, 2 issues)

– Circulation:  35,121  

– Material Close:  3/1 

– $2,896 max per DMO insertion (depends on number 
participating and number of issues)

– Added Value:  Pg 2 and 3 in June issue
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Great Vacation Getaways  

• Rationale:  Travel-focused, geographically targeted, proven 
partner with high lead generation

• Circulation:  1,500,000

• Geography:    DE, CT, MD, MA, NJ, NY, NC, OH, PA, RI, VA, D.C.

• Recommended Issue/Format:  Spring-Summer/MD multi-
page section  

• Material Close:  3/4 

• OTD Participation:  No participation

• DMO Participation:  

– 1/12P 4C $3,695
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Hearst Women’s Group

• Rationale:  Geographically targeted, proven partner 
with high Simmons index against W25-54, HHI $60-
$150k, trips 2+/year

• Circulation:  1,932,400
– Country Living

– Good Housekeeping

– Woman’s Day

• Geography:    

MD, D.C., DE, PA, NJ, CT, NY, RI, MA, NH, VT, ME

• Recommended Issue/Format:  May/ MD section

• Material Close:  2/15

• OTD Participation:  No participation

• DMO Participation:  

– 1/2P 4C $22,676

– 1/3P 4C $15,127

– 1/6P 4C $7,550

– Added Value
• Print and online reader service

27



Meredith Publications

• Rationale:  Geographically targeted, proven 
partner with high Simmons index against W25-
54, HHI $60-$150k, trips 2+/year

• Circulation:  3,600,000

– allrecipes (June close TBD)

– BH&G (May close TBD)

– EatingWell (May close TBD)

– Family Circle (May close TBD)

– rachael ray (June close TBD)

– Traditional Home (May close TBD)

• Geography: CT, NY, PA, DE, MD, D.C., OH, VA, WV
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Meredith Publications

• Recommended Issue/Format:  May or June/MD 8-pg. edit and ad sec

• Material Close:  See previous page

• OTD Participation:  

– FP 4C $43,577

• DMO Participation:  

– 1/3P 4C $27,048

– 2-1/3”x3” $11,922

– 2-1/4”x2” $7,216

– Added Value

• Reader service
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Pathfinders Travel

• Rationale:  Travel- and demographically 
focused editorial

• Circulation:  100,000

• Geography:    National

• Recommended Issue/Format:  Spring/MD 
section  

• Material Close:  3/4

• OTD Participation:  No participation

• DMO Participation:  

– FP 4C $4,824

– 1/2P 4C $3,910

30



Preservation Magazine

• Rationale:  Travel-focused, proven partner 

• Circulation:  135,000

• Geography:    National (59% east of Mississippi)

• Recommended Issue/Format:  Spring/multi-page 
section 

• Material Close:  2/13

• OTD Participation:  

– FP 4C $7,048 w/ 120 words plus two images

– Added Value

• Print and digital reader service

• DMO Participation:  

– 1/6P 4C $2,380 w/ 45 words and one image

– Added Value

• Print and digital reader service
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Recreation News
• Rationale:  Travel-focused, proven partner reaching 

federal employees in 747+ gov’t buildings 

• Circulation:  100,000

• Geography:    D.C., NoVA

• Recommended Issue/Format:  May/MD Multi-
page section

• Material Close:  4/15

• OTD Participation:  No participation

• DMO Participation:  

– FP 4C $2,800

– 1/2P 4C $1,500

– 1/4P 4C $899

– 1/6P 4C $575

– Added Value

• Reader service
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Southern Living

• Rationale: Travel-focused, geographically targeted, proven 
partner with high lead generation and high Simmons index 
against W25-54, HHI $60-$150k, trips 2+/year

• Circulation:  353,000

• Geography:    PA, NJ, NY, DE, MD, D.C., VA

• Recommended Issue/Format:  April/MD Multi-page section

• Material Close:  2/4

• OTD Participation:  

– FP edit and 1/2P 4C $22,903

– Added Value

• Reader service

• DMO Participation:   

– 1/6P 4C $5,464  (Minimum 6 participants)

– Added Value

• Reader service
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Washington Post Magazine

• Rationale: Travel-focused, geographically targeted, proven 
partner

• Circulation:  550,000

• Geography:    VA, D.C., MD

• Recommended Issue/Format:  Spring Travel (Mar 17)/MD 
section

• Material Close:  2/15

• OTD Participation:  

– 1/2P 4C $5,775

– Added Value

• 80 words of edit, 2 calendar events/dates, link 

• DMO Participation:  

– FP 4C $10,500

– 1/2P H 4C $5,775

– 1/3P H 4C $4,200

– 1/6P 4C $2,624

– Added Value

• 80 words of edit, 2 calendar events/dates, link
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