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TO leisure travelers

WHO appreciate and seek out unique experiences

MARYLAND

IS where you’ll create happy memories that last a lifetime.

Brand Positioning Statement





Hello, I am Maryland.  I am…
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RELATABLE SPIRITED QUIRKY

Authentic

Thoughtful

Real

Inclusive

Welcoming

Comfortable

Friendly

Smile-inducing

Sweet

Heartwarming

Warm

Approachable

Unapologetic

Intimate

Casual sophisticated

Fun

Engaging

Enthusiastic

Playful

Energetic

Lighthearted

Humble proud

Offbeat

Misdirection

Unique

Interesting 

Surprising



‘Open For It’ Creative Examples



‘Open For It’ Creative Examples



‘Open For It’ Creative Examples



‘Open For It’ Creative Examples



Make Use of the Co-op Advertising Tool Kit

Learn about the 

Cooperative Program, 

Participant Checklist, 

WebDAM Photography 

Usage, Ad Templates, 

Anatomy, Typography, 

and more!



OVERVIEW
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• Objectives
• Build awareness of Maryland and DMOs as a travel destination

• Drive leads/bookings for OTD and DMOs

• Build on previously successful media partnerships

• Target Audience
• Adults 25-54, Male/Female 50/50 split, HHI $75K-$150K

• Geography
• 300-mile radius of Baltimore

Planning Parameters
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Internet Usage Continues to Grow in the U.S.



Digital An Important Resource for Travel
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Digital Plays a Key Role in Our Core Target Consumers’ 
Attitudes & Lifestyle

Shift in Internet use/dependence with age

Vertical % Horizontal % Index Vertical % Horizontal % Index Vertical % Horizontal % Index

WHEN I NEED INFORMATION THE FIRST PLACE I LOOK IS THE INTERNET 49.0% 15.6% 134 40.2% 11.6% 110 32.0% 9.9% 88

THE INTERNET HAS CHANGED THE WAY I GET INFORMATION ABOUT PRODUCTS AND 

SERVICES 45.6% 15.5% 133 36.8% 11.3% 108 32.5% 10.7% 95

THE INTERNET HELPS ME PLAN AND BOOK TRAVEL 41.7% 17.1% 148 32.5% 12.1% 115 27.7% 11.0% 98

IT'S IMPORTANT FOR ME TO HAVE INTERNET ACCESS WHEN I AM "ON-THE-GO" - AWAY 

FROM HOME OR WORK 40.5% 17.0% 147 28.6% 10.8% 103 24.5% 10.0% 89

I GET MORE AND MORE OF MY NEWS FROM THE INTERNET 35.8% 17.6% 152 25.6% 11.4% 109 16.1% 7.7% 68

I SPEND LESS TIME READING NEWSPAPERS IN PRINT BECAUSE OF THE INTERNET 33.3% 16.1% 138 26.0% 11.3% 108 18.5% 8.6% 77

A25-39 A40-54 A55-74

Source: Simmons Summer 2018
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• Digital
• Continue to offer matching dollars for digital, because of its robust analytics

• Include a combination of travel-specific platforms and proven DMO-supported 
vendors

• Print
• Allocate OTD budget to those vendors that have a history of DMO support

• Maximize efficiencies by including publications that offer regional 
circulation/targeting

Strategies
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FY19 Print Summary/FY20 Print Recommendation
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FY19 Digital Participation Summary



DIGITAL
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• Rationale:  Travel-focused platform to connect consumers to advertisers, has real time first-party search, 
booking and loyalty data from 200+ 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, 2020

• OTD Participation:  Up to $5K per DMO, max $45K 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

Adara

A sample list of 

ADARA’s data 

partners:
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Adara

Sample Reporting
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• Rationale:  Travel-focused platform connecting travelers with advertisers through 
their exclusive first-party travel intent and booking data, reaching millions of highly 
engaged travel shoppers 

• Geography:  Key DMAs

• Recommended Flight Dates:  Campaign to run by June 30, 2020

• OTD Participation:  Up to $5K per DMO, max $45K total for all DMOs and platforms

• DMO Participation:  $10K minimum per DMO

• 3-way program:  $10K DMO + $10K Expedia + $5K OTD = $25K Total

Expedia
Expedia’s Global 

Brand Network:
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Expedia
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• 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, 2020

• OTD Participation: Up to $5K per DMO, max $45K total for all DMOs and platforms

• DMO Participation:  

• $3K minimum per DMO ($1K/mo x 3 mos) with total Co-op minimum of $10K over 
three months (including multiple DMOs and OTD’s match)   

• 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.

Sojern
A sample list of 

Sojern’s data 

partners:
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• All partners will get their own Sojern Online Account where they’ll get access to insights and reporting

Sojern
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• 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, 2020

• OTD Participation:  Up to $5K per DMO, max $45K total 
for all DMOs and platforms

• DMO Participation:  $10K Minimum per DMO 

• 3-way program:  $10K DMO + $5K Expedia + $5K 
OTD = $20K Total

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

• Geography: CT, DC, DE, MD, NJ, NY, OH, PA, VA, 

• Recommended Flight Dates:  May 1 – June 30, 2020

• 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 realsimple.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 realsimple.com websites
• Mix of unit types Desktop (728x90 & 300x250) and Mobile (320x50) 

Meredith Publishing Digital
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• Sample Final Reporting

Meredith Publishing Digital
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• Rationale: Washingtonpost.com is a proven partner, reaching potential travelers in 
Maryland and key areas

• Geography: Key DMAs

• Recommended Flight Dates: Campaign to run by June 30, 2020

• OTD Participation: No participation

• DMO Participation: Consider Homepage Takeover if enough DMOs participate

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

• Includes custom article on washingtonpost.com and Homepage, In-Article, 
mobile and Facebook/IG ads

• Option 2: $20,000; “In-Focus” Custom Article, Estimated Impressions 1.4M

• Includes custom article on washingtonpost.com and Homepage, In-Article, 
mobile and Facebook/Instagram ads

• Option 3: $15,000; Estimated Impressions 810,000

• Includes Mobile Point-of-Entry Takeover and rotational Cross-Platform media

• Option 4: $10,000; Estimated Impressions 800,000

• Includes choice of PostPulse, FlexPlayVideo and FlexPlayMozaic

• Option 5: $7,500; Estimated Impressions 600,000

• Ripple 

• Option 6: $5,000; Estimated Impressions 400,000

• Includes choice of Cascade, WP+ Audience Extension, WP+ Facebook or 
rotational Cross-Platform media

Washingtonpost.com
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Washingtonpost.com



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

• Circulation:  1,825,000

• Geography:  CT, DC, DE, MD, NJ, PA, VA

• Recommended Issue/Format:  Mar/Apr 2-Pg MD section

• Material Close:  1/24

• OTD Participation: 

• FP 4C $15,000

• Added Value 

• Online Reader Service

• Brochure distribution in AAA stores    

• DMO Participation:  $15K Total min, 10 advertisers max

• $1,500/DMO includes image and editorial

AAA World
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• Rationale:  Geographically targeted to key cities

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

• Recommended Issue:  April, May and/or June

• OTD Participation:  No participation

• Cincinnati Magazine:  (Min 6 participants)

• Circulation:  33,500

• Material Close:  Apr-2/24; May-3/24

• 1/6P 4C Cost:  $720

• Cleveland Magazine:  (Min 2 participants)

• Circulation:  34,000

• Material Close:  Apr-3/3; May-3/31

• Image, logo, 35-50 words – 1x $1,450; 2x $1,250 ea

City Magazines
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• Columbus Magazine:  May (Min 3 participants)

• Circulation:  20,000  

• Material Close:  May-3/27

• 1/3P 4C Cost:  $1,250

• Philadelphia Magazine:  (Min 6 participants)

• Circulation:  72,083

• Material Close:   May-3/20; Jun-4/24 

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

• Added Value:  500 Leads, Sept Road Trips event listing

• Pittsburgh Magazine:  Apr and June (Min 3 DMOs, 2 issues)

• Circulation:  34,271

• Material Close:  3/1

• $2,819 max/DMO insertion (depends on number of DMOs

and issues)

• Added Value:  Pg 2 and 3 in June issue

City Magazines



36

• Rationale:  Geographically targeted, proven partner with high

Simmons index against W25-54, HHI $75-$150k, trips 1+/year

• Circulation:  427,148

• Geography:  CT, DC, MA, MD, NY, OH, PA, VA, WV 

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

• Material Close:  2/1

• OTD Participation:  No participation

• DMO Participation:  Minimum 6 participants (final layout 

determined by number of participants)

• 1/6P 4C $2,600

• 1/3P 4C $5,000

• 1/2P 4C $8,000

• Added Value:  E-mail blast, In-book listing, Online listing, 
Video post, tweets

Food Network Magazine
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• Rationale:  Geographically targeted, proven partner with 
high Simmons index against W25-54, HHI $75-$150k, trips 
1+/year

• Circulation:  1,884,108

• Country Living

• Good Housekeeping

• Woman’s Day

• Geography:   CT, DC, DE, MA, MD, ME, NH, NJ, NY, PA, RI 

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

• Material Close:  2/19

• OTD Participation:  No participation

• DMO Participation:

• 1/2P 4C $23,360

• 1/3P 4C $15,580

• 1/6P 4C $7,770

• Added Value:  Print and Online Reader Service

Hearst Women’s Group
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• Rationale:  Geographically targeted, proven 
partner with high Simmons index against W25-54, 
HHI $75K-$150K, trips 1+/year

• Circulation:  3,600,000

• allrecipes (June)

• BH&G (May)

• EatingWell (May)

• Family Circle (May)

• rachael ray (June)

• Real Simple (May)

• Geography:  CT, DC, DE, MD, NJ, NY, OH, PA, VA

Meredith Publications – Note: Effective January 2020 Rachael Ray will be a quarterly 

newsstand-only publication.  Changes to below are TBD. 
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• Recommended Issue/Format:  See previous page/MD multi-page section 

• Material Close:  1/24

• OTD Participation:

• FP 4C $43,577

• DMO Participation:

• 1/2P 4C $36,064

• 1/3P 4C $27,048

• 2 1/4” x 4” $16,014

• 2 1/3” x 3” $11,922

• 2 1/4” x 2” $7,216

• Added Value:  Reader Service

Meredith Publications
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• Rationale:  Travel focused and demographically targeted

• Circulation:  105,000

• Geography:  National

• Recommended Issue/Format:  Spring

• Material Close:  3/1 

• OTD Participation:  No participation

• DMO Participation:

• FP 4C $5,100

• 1/2P 4C $3,750

• 1/4P 4C $2,550

Pathfinders Travel
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• Rationale:  Travel focused, proven partner

• Circulation:  135,000

• Geography:  National (59% east of Mississippi)

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

• Material Close:  2/18

• OTD Participation:

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

• Added Value:  Reader Service

• DMO Participation:

• 1/6P 4C $2,380 w/45 words plus one image 

• Added Value:  Reader Service

Preservation Magazine



42

• Rationale:  Travel-focused, proven partner reaching federal 

employees in 747+ gov’t buildings

• Circulation:  93,000

• Geography:  DC, 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

Recreation News
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• Rationale:  Geographically targeted, proven partner 
with high Simmons index against W25-54, HHI $75k-
$150k, trips 1+/year

• Circulation:  353,000

• Geography:  DC, DE, MD, NJ, NY, PA, VA

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

• Material Close:  1/17

• OTD Participation:  

• FP edit and 1/2P 4C $22,902

• Added Value:  Reader Service   

• DMO Participation:

• 1/6P 4C $5,535 (Min 6 participants)

• Added Value:  Reader Service

Southern Living
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• Rationale:  Travel-focused, geographically targeted, proven

partner

• Circulation:  550,000

• Geography:  MD, DC, VA

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

• Material Close:  2/16

• 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

Washington Post Magazine



Thank you


