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Overview



Planning Parameters

*  Objectives

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

* Drive leads/bookings for OTD and DMOs

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

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

 Target Audience
e Adults 25-54, skews female, HHI $75-S150K

e  Geography
* 300-mile radius of Baltimore
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MMS 2017 MD Tourism Study indicates heavy
online use when trip planning

| Travel Planning (cont.)

» Respondentsre — A Y :
tools‘,) to researct?gggdl;g;?hse?ly ten'rsls. ARIRETANNING RESEARCH TOCLS
Tools mostly use among participants SRecic desnelon wehies fox
include: Websites of hotels and other attractions 60%
2 Specific destination websites (65%), and Recommendations from friends. family, co- 50%
2 Websites of hotels and other attractions workers

(60%). Websites of reviews 48%
Online travel bookipg sites/apps (Expedia, 28%
Orbitz, etc.)
Printed guidebooks and brochures 18%
Social media posts 17%
Blog posts 10%
Newspaper/magazine story 9%
Travel advisors/agent 8%
Television advertising or program 6%
Radio advertising or program 2%
None 4%
Other <1%

B8 2800

Table 10: Q18. When you research and book trips, which of the following tools do
you use? (Please select all that apply.)

. B
é M‘\"’_':l'::h: 2017 Masyland Tounism Study
& A, Source, Inc. Detailed Report 72
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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,
ROl 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

OTD FY18 Spring Co-op Summary,/FY19 Recommendation
aTD DO OTD FY18 |FY19 OTD FY19
Publication Issue Participation Participation |Net Cost |Met Cost  [Rec.
AAA May/lun FPAC, 2/3P4C |16 514,700 514,700 |  $14,700
City Mags DMO Only
Cincinnati May/lun MNSA MNone
Cleveland Mayflun MN/a 3
Columbus Mayflun M/A 4
Philadelphia May/lun MN/A 7
Pittshburgh Aprand lun |N/A 3
Coastal Living April MN/a f MN/A
Food Metwork May FP AC 5 516,900 522,000 |Out
Grt Vac Getaways Spfsu Banner &d 4C |3 53,695 53,695 |DMO Only
Hearst May M8 g DO Only
Meredith May/lun FPAC 12 543,577 543577 | 543,577
Mat Conservancy summer FP 4C 522,000 |N/A N/A
Pathfinders Spring M8 2 DO Only
Preservation Spring FP AC 7 56,500 57,048 57,048
Recreation Mews May M/a 13 DO Only
RoadRUMNMER May/lun FP AL 2 54,590 54,530 [Out
Southern Living April FP edit, 1/2PF 4C|17 522,454 522,803 522,903
Wash Post Mag Spring 1/2P 4C ] 55,775 55,775 %5,775
Net Total:| 5140,600 594,003
Budget $140,000
Remaining 545,997
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FY18 Digital Summary/FY19
Recommendation

FY18 OTD Digital Co-op Recap/FY19 Recommendation
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oTD DMO
Vendor Timing Participation Participation |Impressions |Clicks CTR FY19 Rec.
ADARA N/A 1 1,738,462 5,528 0.32%|TBD
Meredith N/A 3 3,000,000 2,883 0.09%|DMO Only
Sojern N/A 1 2,525,895 6,098 0.24%|TBD
TripAdvisor N/A 7 4,703,592 12,381 0.26%|TBD
Washington Post N/A 11 TBD TBD TBD DMO Only
Net Total: |TBD
Budget 546,000




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 DMQ’s preferred KPIs (bookings, engagement with content, leads).
Each campaign is customized based on the DMOQ'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

* Targetin-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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ADARA

Client St. Mary's County Dept of Tourism LI
Campaign Name St. Mary's Spring 2018 : "

Flight Date 05/07/2018 - 06/30/2018 .. n Dn Rn
Budget S 10,000.00

Report updated
Cumulative Analysis - Booking and ROI Performance
Vertical Destination Bookings Awg. LOS Avg. AP Avg. # Travelers ADR (USD) Total Travelers Total Nights Revenue (USD) ROI

St. Mary's Spring 2018 St. Mary's Co. 1.4
TV -pring v $26,805.35| 268.05%
1.9 105.95

5t. Mary's Spring 2018 5t. Mary's Co.
Booking Revenue Total to Date $105.95 5,050 15,900  $26,805.35 268.05%

Cumulative Analysis - Ad Server Performance

Cumulative Delivery
Tactic/Package Start Rate Impression Spend Impression  Clicks CTR
5t Marys Spring 2018 AV 200,000 50.00 200,402
St Marys Spring 2018 Blended 1,538,462 |$10,000.00 1,538,571 10,000.71
Total to Date 1,738,462 $10,000.00 1,738,973 5528 0.32% 10,000.71
Impressions  Clicks CTR Spend
5/7 13,481 33 0.24% $8.58
May 5/8 14,275 7 0.05% $52.72
5/9 14,268 7 0.05% $58.19
5/10 14,165 8 0.06% $57.66

M 0
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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 r N
« Mix of Unit Types Desktop (728x90 & 300x250) and Mobile
(320x50)
-  Option2
« 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)

M 00
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Meredith Publishing

Advertiser Name
5/1/2018
updated thru. 6/30/2018

Start Date

End Date Placement

5/1/2018 | 5/15/2018 |Display_Meredith Digital_Best Performing_Omni-channel Geo-Targeted
Display_Meredith Digital_Best Performing_Omni-channel Geo-Targeted 300x250
Display_Meredith Digital_Best Performing_Omni-channel Geo-Targeted 320x50

M
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728x90

1,000,000

May 2018
Billable
Impressions (First | First Party Clicks| CTR
Party)
1,000,135 1242 0.12%
834,018 1061 0.13%
36,930 44 0.12%
129187 137 0.11%
12




Sojern

A sample list of Sojern’s

. 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

data partners:

. \/
companies and travel packagers. - AA easyJet
. Geography: Key DMAs 'S
. Recommended Flight Dates: Campaign to run by June 30, 2019 Ll \.
1+ hipmunk
. OTD Participation: Up to S5K per DMO per platform, max $46K total for all DMOs and platforms p qﬂHﬁl‘G'
. DMO Participation: $1K minimum
— Sojern Fusion CRUISE COMPETE q )
* 3-way or more advertising co-op program funded by: B
— OTD . o -
_ omols) volaris === [P
— Sojern TAPPORTUGAL

*  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

Single Partner Example

IClient Host DMO $30,000
Investment <+ Investment — Partner Campaign
$10,000 $10,000

A DMOQ partner investing $10,000 experiences the commercial impact of a $30,000 campaign.

M 0N X

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA

marriner marketing

Best
Western

13



Sojern

Delivering Results For ALL Stakeholders

Easy to Get Started in 4 Simple Steps

1 2 3 4
DETERMINE BUDGET TARGETING PROVIDE CREATIVES* MEASURE SUCCESS
—1ro
©) 5 ==
Il —Oo—
Determine how Your dedicated Any combination of Measure
much you would Account Manager will Display or Mobile engagement and
like to spend create customized bookings through
starting at $1K per audiences with 300x250 interactions with
month travelers showing ?ggxggg your ads
interest in your 72§x90 Clicks (CTR)
destination
320x50 **Online Bookings
**contingent on pixel placement
(optional)
:D' SOJERN *If you do not have digital creative, we will build it for you. Confidential & Proprietary @

SPURRIER GROUP 14
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Sojern

Post-Impression Travel Summary

How did the campaign perform in terms of engaging travelers for Example Destination?
Sojern analyzed travel events for destination(s) Example Destination and airport(s) XYZ

. ~
vb 314,578 I I 14,184

flight searches to destination total confirmed travelers
[ooccu 16,521 VM\T' $430

flight confirms to destination per person expenditure

@ i .
= 68,645 E,%&{Eg $6,099,120

hotel room night searches " . total est. traveler spend
-" 1,158 / $87.13:$1
— hotel room night confirmations ‘l ‘I return on ad spend

M @O 00
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Trip Planning

How far ahead did impressed travelers search and book?

This chart shows how many days ahead of their travel date impressed travelers searched or booked.

More than 90 Days Before
81 to 90 Days Before
Percentage of Searches
71 to 50 Days Before
Percentage of Bookings
61 to 70 Days Before
51 to 60 Days Before
41 10 50 Days Before
31 to 40 Days Before
21 o 30 Days Before
13 to 20 Days Before
10 to 12 Days Before
7 to 9 Days Before
4 t0 6 Days Before

1 to 3 Days Before

Same Day

°
=)
n
5]
~

30

Website Engagement Performance

How did the campaign perform in terms of driving people to the Example Destination's
website?
The table shows how many users visited the Example Destination(s) within 30 days of being impressed by a campaign creative. It

includes both the number of unique visitors and total visits by those users. If no data is shown because you have not yet placed a
Sojemn beacon, talk to your account manager about the benifits a Sojern beacon can provide.

Website Unique Post-Impression Page Visitors Total Post-Impression Page Visits
Example Destination Tracking Pixel 3,827 5,744
Example Destination Landing Page Pixel 6,121 11,089
Example Destination Homepage Pixel 12,952 20,572

15



Sojern

Campaign Name: Visit St Marys County 2018 Q SOJ E RN

Account Manager: Carly Pohiman, carly.pohiman@sojern.com E T |
Flight Dates: 5/23/18 - 6/30/18 ngage lravelers
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%

M @O 00
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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,
S5K 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.

SPURRIER GROUP
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TripAdvisor

Partner 5T. Mary's County, MD

Date/Time generated  Aug 1, 2018 3:18 PM EST tripadvisor

Publisher network name TripAdvisor - DFP know better ® book better @ go better
User mpreston@tripadvisor.com

Report time zone [(GMT-05:00) Eastern Time

Date range May 1, 2018 - June 30, 2018

MNotes

1) Intotal, the campaign has served 921,532 impressions, receiving 1,813 clicks for an average CTR of .20%; nearly 3X times better than the average CTR on
TripAdvisor [.08%) and 3.5X times better than the average CTR across the Travel Vertical on the Web [.06%), per Google Benchmark.
2] Average viewabilty across the campaign was 75%

31 Average seconds ad were in view was 15 seconds, nearly ¥ times better than the online average as measured by Proctor and Gamble in September, 2017,

. Average of Ad Server Active
. . . Average of Ad server Active | . .
Row Labels Sum of Ad server impressions  Sum of Ad server clicks  Sum of CTR , , , , View Average Viewable Time
View % viewable impressions
- (seconds)
= TA_St._Mary's_County
= Maryland content 921,532 1,813 0.20% 75% 17
300 x 600 155,625 337 0.22% 68% 21
320 x 50 483,131 1,123 0.23% 0% 26
T1Bx 30 243376 263 0.11% TT% 13
MNative 29,400 a0 0.31% T0% g
Grand Total 921,532 1,813 0.20% 75% 17

M o0
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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

M 0
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Right outside the nation’s capital lics o
oty bursting with culture

Pint by pint, Marylan
breweries support Joc

| getaway: Hands-on family fun in
County, Md.
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Ripple PostPulse FlexPlay

ashingtonpost.com L

and 7/{««!4.!-34&

fintain

Knie What's Best-..

@he Washington Post

Expanded State Collapsed State

ADELTA

vl Sorint Wi-FL W

Comtont socted b Touss Tcrien | The Washingtom Post
Ehe Washington Post

- 4 A hometown girl goes
{ looking for the quirky heart
of Houston
"SRGy 2 San Antonio Missions
preserve Native American
history in Texas's first
. World Heritage Site
V 3 Why populist uprisings
o could end a half-century of

& greater economic ties

THOUGHT

The Intersect « wnreact
For Prime Day. here’s a
list of Amazon purchases
that fill us with regret

Ry Abisy Ohihwiser 35

For Prime Day, here's a
list of Amazon purchase
that fill us with regret

By Aty Ovmetesr 8

Share Your Story . ® ¢

Getting acclimated to the altitude (the

Cascade

Video Slideshow

Not everyone has an Amezon purchase

The protests were intense: People dripping
with fake blood, tightly bound in plastic
wrap as If they were euts of meat. Singing,
shouting, lecturing customers. It's what

‘The protests were intense: People dripping with
Direct Action Everyy

M
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fake blood, tightly bound in plastic wrap as if they
were cuts of meat. Singing, shouting, lecturing
customers. 1t's what Direct Act

animal rights group, would do every time the
cher Shop would host its butchering
classes in its Berkeley, Calif, store.

But after four months, the protests have finally
slowed down, and for an unlikely reason: After
receiving a list of demands from the group, which
also goes by DXE, the butcher shop capitulated.
Although the Local Butcher Shop touts its farms”
humane practices on its website, owners agreed to
sign in their window that reads “Attention:

Animal livos are their right Killing ther

rere, an animal rights
group, would do every time the Local
Butcher

hop would host its butchering
classes in its Berkeley, Calif., store.

But after four months, the protests have
finally slowed down, and for an unlikely
reason: After receiving a list of demands
from the group, which also goes by DXE, the
butcher shop capitulated. Although the
Local Butcher Shop touts its farms’ humane

: i-\'rl‘"v-?"i}"f
sarar ¥
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Washingtonpost.com

Campaign Summary

Detail Date(s) Impressions Clicks

Custom Cross Platform Half Page with Sports Widget. News & Lifestyle Content
Rotations Geo-targeted to DC DMA - 300x600

Cross Platform Sports Section Rotational Media. Geo-targeting DC DMA -
300x250

Cross Platform Clavis content and audience targeting OR audience targeting.
Geo-targeting DC DMA - 300x600

Facebook Mobile Web News & Lifestyle Content Group. Geo-Targeting DC DMA -
300x250

In-View % Total Exposure Time

% of impressions where at least 50% of The total time in hours that the ad was
an ad was In-View for at least one active and viewable
continuous second

Benchmark: 56.2%

Univ Interaction Time

Average length of ime the user interacted

Moat Score

Ad effectiveness score which is a
measure of overall attention paid fo ads

NATS ALERTS ON A HIGHER LEVEL
MASN NATIONALS ON FACEBOOK

Benchmark: 7.7 sec

NATS ALERTS ON A HIGHER LEVEL
MASN NATIONALS ON FACEBOOK

M N X
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Wy BrandStudio
CONTENT METRICS

Name of Client/Brand/Project

CONTENT METRICS

DEVICE BREAKOUT

Desktop/Mweb
i Desktop/Mweb
CONTENT DATERANGE  PAGE VIEWS UNIQUE AVERAGE
Tme VISITORS TIME SPENT PLATFORM % OF USERS
CONTENT METRICS
In-app (if applicable)
CONTENT DATE PAGE UNIQUE SCROLL VIDEO CONTENT METRICS
TITLE RANGE VIEWS VISITORS STARTS (if applicable)
= e ” VIDEO TITLE TOTAL VIEWS
SOCIAL MEDIA METRICS
INTERACTIVE CONTENT
CONTENT TITLE SOCIAL ACTIONS REFERRALS ENGAGEMENTS
PLATFORM (if applicable)
nfo n FEATURE CLICKS
METRICS
KEY
Page views Twitter Actions
Unique of Linkedin Actionz
Visitors

Average Time
Spent

Device
Breakout

Facebook
Actions

Social Referralz

Video Views

Interactive
Content
Engagements

ing on an iny
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AAA WORLD

AAA WO rl d Coastal
TREASURES

* 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
wst MARY LAND ose

*  Material Close: 1/25 & ™,
. . f ;d‘ A ARA‘(;?:SPR!NGS
*  OTD Participation: = Julo / que ﬂ.\\:.wssnv.

—  FP4C $14,700 .
— Added Value ‘ ‘
* Full-Pg size at 2/3 Pg cost

* Web banner on AAAworld.com

LEXUS15200T,
ROLETMALIBU
Pt

SPOIL ALL
3 SENSES
-t

T SATISFY ALL
3 SENSES
S
= 2 5

* Year-round reader service
* Brochure distribution in AAA office
*  DMO Participation: g e
—  1/2P4C3$5,495 g Wi i
— 1/3P4C$4,490 e
— 1/6P 4C$2,495

bordd i Mocliesrse
1S NOT WHaT
YOou THINk!

VI Townise Anrue o
v hiseurie Frederice, WD

L LISTEN

N

vt MARY LAND oxe

SPOIL ALL i
)SENSES ,ﬂ §
Ceregn

e e
iy
e e mvry

——
BREATHE

O e 3¢, s Sack o, 4 Setvan M Sty
S| |
[t

pery m

M '

wir MARYLAND #e
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City Magazines ST NEW
2

. 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 tot al 7O MY DAUGHTERS T HAPPENED TO #METOO  REBOUND: INSIDE OSUS SURPRIINGSEASON
THLY

MON
»  Columbus Magazine: (Minimum 3 participants) COlumb

—  Circulation: 23,000
—  Material Close: 4/1
— 1/3P 4C Cost: $1,250

VT AT s caseTy 17 & SSTONIC FTETETSCK COMNTY

- i
ol D T

0 -
B T T i
=

ety pmararasy oe M——
re*4
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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 inJune issue

SPURRIER GROUP
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Jose Garces in Crisis: The Trials of a Celebrity Chef
dvoga « philly i

A SLIVER OF AMERICA. A SLICE OF HEAVEN.

A SLIVER OF AM“'C:IQ SLICE OF HEAVEN.
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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

GRAND PRIZE

TIRSY PRIZE .ll‘m PRUEE "7 {0 PRIZE

¥ www.grestvacations.travel

SPURRIER GROUP

marriner marketin

RESEARCH | STRATEGY | MEDIA
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!:’:’ -Zv%}}::??s “ “;m LET’S GO (BARGAIN) SHOPPINE"N“
i 204 f}ntr :LlVlE“g
Hearst Women'’s Group HOUSEKEEPING

* BEAUTY
- “"BUYS

GH LAB-TESTED

* Rationale: Geographically targeted, proven partner  .m#i. of

with high Simmons index against W25-54, HHI $60- " Feea el & LA ' 'f’i;‘vﬁgs%ge
$150Kk, trips 2+/year o ‘
* Circulation: 1,932,400
—  Country Living Jump-Start
—  Good Housekeeping Yﬁ‘!'c'.gicest e

of METABOLISM N, Easy Family Meals \ BN

—  Woman’s Day From Mo Ch

Geography:
MD, D.C., DE, PA, NJ, CT, NY, RI, MA, NH, VT, ME
« Recommended Issue/Format: May/ MD section
* Material Close: 2/15 ,
e . C . ind Calm
*  OTD Participation: No participation 6 ways o De-stress \\\ ke (o
. . . Fraud-Proof )
*  DMO Participation: Your Money,...
— 1/2P 4CS22,676
— 1/3P 4CS15,127
— 1/6P 4C $7,550
— Added Value

Print and online reader service

| E'SITES

M 0N X

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA

marriner marketin

27



Meredith Publications

* Rationale: Geographically targeted, proven
partner with high Simmons index against W25-
54, HHI $S60-S150k, trips 2+/year

*  Circulation: 3,600,000

%yaéﬁéi%

*Ta%

EASY
SRS FOROUTDO!
¥ GETTOGETHE!

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 [¢82

M

marriner marketir

Casual =iu
Colorful|

ING

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA



DELIGHT ALL
5 SENSES

AR e,

Meredith Publications

* Recommended Issue/Format: May or June/MD 8-pg. edit and ad sec
* Material Close: See previous page
*  OTD Participation:

— FP4C $43,577 = i N —"
*  DMO Participation: A1l )8 ety — =
— 1/3P 4C $27’O48 = MARYLAND wua

— 2-1/3"x3” $11,922
— 2-1/4"x2” $7,216
— Added Value

* Reader service

vt MARY LA ND osc

) _”‘ . _ St
y ket
/\/\ ' . . vt MARYLAND o
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VACATION PLANNING

Pathfinders

I R.AV EL SPRING 2018

Pathfinders Travel

Ready for Summer? £ AMSTERDAM,
|_r \  HOLLANT

Y EA H | DIVERSITY

COOL PRODUCTS 3

T0 GETYOU

BEACH READY

Rationale: Travel- and demographically
focused editorial

Circulation: 100,000
Geography: National

WITH THESE
| AFRICAN-AMERICAN
R ADVENTURE CLUBS

Recommended Issue/Format: Spring/MD
section

Material Close: 3/4
OTD Participation: No participation
DMO Participation:
— FP4C$4,824
— 1/2P 4C $3,910

GODMOTHER FOR CARNIVAL'S NEWEST SHIB

What you hear about the life of Harriet Tubman will shock, amaze,
and inspire you. Explore the landscapes where Tubman lived, and learn
the stories of freedom seekers through the Harriet Tubman Underground
Rallroad Byway, a self-guided driving tour on Maryland's Eastern Shore.
Download the free audio guide or order the map and guide.
HARRIETTUBMANBYWAY.ORG A
410-228-1000 |

NOW OPEN: The new Harriet Tubman
Underground Railroad Visitor Center
near Cambridge, MD

DORCHESTER CoUNTY
MARYLAND

o0

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA

Neighbor-to-our nation’s.capital and home to some of
# Washington:DC area’s top attractions — National
. Harbor, TangerOutlets, the MGM NATIONAL HARBOR
RESORT CASINO, Six Flags'/America, The Capital’s
heel, GaylordiNational Resort, -

e > P

2 FedEx Field,and'more- X
M9l 301-925-8300 K

i
% [y £
thogmph'?by SteghéhWilkes




arriner marketin

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:
— FP4CS$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

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA

SPRING 2018

TO LAST

AFTER 17 YEARS OF WORK,

MONTANA'S MANY GLACIER HOTEL
LOOKS GOOD AS NEW

... -
= ii 7 ZF --"-_
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Recreation News

*  Rationale: Travel-focused, proven partner reaching
federal employees in 747+ gov’t buildings

e  Circulation: 100,000
*  Geography: D.C, NoVA

. Recommended Issue/Format: May/MD Multi-

page section
e  Material Close: 4/15

*  OTD Participation: No participation

*  DMO Participation:
— FP4CS$2,800
— 1/2P 4CS$1,500
— 1/4P 4C S899
— 1/6P 4CS575
— Added Value
* Reader service

M 0N X

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA

marriner marketing

‘maryland 1 mary k fighman

Frederick’s great outdoors

offer miles of fun to explore

=goa, 0., e, o

'''''''''''

WEST VIRGINIA
ZIP LINE GETAWAY
Enjoy 2 two night stay at the Hampton Inn &
Suites Morgantown andl a £ip Line Can
Tour from the West Virginia Universi

MARYLAND SPRING
GETAWAYS

Tahea Day? Take aWeekend?
You need to escape, but not too far away!

Pt your vt avend e o Bt e i
ey W

------
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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-S150k, 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: o
— FPedit and 1/2P 4C $22,903 &
— Added Value
* Reader service
DMO Participation:
— 1/6P 4C S5,464 (Minimum 6 participants)
— Added Value Wp—
* Reader service

DELIGHT ALL
3 SENSES

SPURRIER GROUP

RESEARCH | STRATEGY | MEDIA
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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 & A | e O
«  OTD Participation: ' RIS o

~ 1/2P4C$5,775 . _

— Added Value - = = > Y =

* 80 words of edit, 2 calendar events/dates, link Y% , '

*  DMO Participation:

— FP4CS$10,500

— 1/2P H 4C $5,775

— 1/3P H4C 54,200

maran e |

— 1/6P 4CS$2,624
— Added Value =
- 80 words of edit, 2 calendar events/dates, link -/ &

M O X )

[ —— SPURRIER GROUP y
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