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Brand Positioning Statement

TO leisure travelers

WHO appreciate and seek out unique experiences
MARYLAND

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




THERE'S ONLY ONE PLACE IN THIS GREAT NATION thatso perfectly combines all that's authentically great about America.
A place that packs so much beautiful nature and so many cultural, culinary, and water-related experiences into one unique place: Maryland.
And we want to share our friendly state with all who are open for it. This campaign is meant to be a call, a wish, an invitation—to open hearts and minds
to Maryland, and to be open for an incredible vacation here—because we're open for you.




Hello, | am Maryland. | am...

RELATABLE SPIRITED QUIRKY
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Planning Parameters

* 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

e 300-mile radius of Baltimore
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Internet Usage Continues to Grow in the U.S.

US Internet Users and Penetration, 2016-2022
millions, % change and % of population

284.0 287.9 291.4 294.8

2683 2746 ZJ

2016 2017 2018 2019 2020 2021 2022

H Internet users M % change % of population

Note: individuals of any age who use the internet from any location via any
device at least once per month
Source: eMarketer, Feb 2018

235121 www.eMarketer.com
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Digital An Important Resource for Travel

Sources of Destination Inspiration/Travel Planning Resources

Figure 6: Sources of Destination Inspiration

Friends/family through direct contact

Official destination/tourism websites G 29.

0%

59.7%

Online searches NG 49.2%
Travel-planning websites IIEEEEGEGGG—G 36.6%

Magazine/newspaper article—in print RGN 28.1%

Travel agencies—online I 22.7%
Magazine/newspaper article—online IEE—— 20.1%
Television program(s)—traditional broadcast N 18.7%
Advertising—in print N 16.1%
Travel-planning apps N 14.1%
Advertising—online N 13.8%
Posts from those | follow on social networking sites N 13.7%
Advertising - televised NN 13.4%
Films/movies N 13.3%
Television program(s)—streaming I 13.1%
Travel agencies—traditional N 11.7%
Email newsletter(s) BN 11.0%
Advertising on social networking sites N 10.3%
Video—online W 7.7%
Blogs W 5.4%
Radio advertising—traditional M 4.1%
Radio program(s)—traditional M 3.5%
Radio advertising—streaming M 3.1%
Radio program(s)—streaming MW 2.7%
Podcasts W2.4%
Other W 7.5%

0% 20%

Question: How do you typically get ideas for destinations to visit for leisure?
(Select all that apply) Base: All respondents. 1,605 responses.

40%

60% = 80%

Figure 7: Travel Planning Resources

TripAdvisor 50.8%
Expedia I 36.0%
Google Maps I 30.5%
Hotels.com I 29.0%
Travelocity I 2 6.3 %
Airbnb or similar vacation rental site NG 18.6%
KAYAK I 18.4%
Booking.com NN 17.8%
Orbitz I 16.8%
Priceline NN 16.2%
Facebook N 14.5%
trivago N 14.1%
Yelp I 12.0%
YouTube NN 11.3%
Travelzoo I 10.4%
Hotwire N 9.5%
Fodors.com N 7.1%
Pinterest I 6.3%
Lonely Planet NN 6.0%
Instagram I 5.9%
Twitter Bl 2.9%
HotelTonight Ml 2.4%
Skyscanner M 2.1%
Snapchat M 1.8%
Hipmunk M 1.6%
FlyerTalk W 1.2%
Tumbir N1.2%

0% 20% 40%

Question: Which of the following resources do you use to plan leisure travel? (Select all
that apply) Base: All respondents. 1,605 responses.

60%




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 | NEED INFORMATION THE FIRST PLACE | LOOK IS THE INTERNET 49.0% 15.6%| 4 134 40.2% 11.6% | 110 32.0% 9.9%| W 38
THE INTERNET HAS CHANGED THE WAY | GET INFORMATION ABOUT PRODUCTS AND

SERVICES 45.6% 15.5%|dp 133 36.8% 11.3%|dh 108 32.5% 10.7% |l 95
THE INTERNET HELPS ME PLAN AND BOOK TRAVEL 41.7% 17.1%| 148 32.5% 12.1%|h 115 27.7% 11.0%| 98
IT'S IMPORTANT FOR ME TO HAVE INTERNET ACCESS WHEN | AM "ON-THE-GO" - AWAY

FROM HOME OR WORK 40.5% 17.0%|dp 147 28.6% 10.8%|dp 103 24.5% 10.0% |l 89
| GET MORE AND MORE OF MY NEWS FROM THE INTERNET 35.8% 17.6%| @ 152 25.6% 11.4%| 109 16.1% 7.7%|W 68
I SPEND LESS TIME READING NEWSPAPERS IN PRINT BECAUSE OF THE INTERNET 33.3% 16.1%|4 138 26.0% 11.3%|@ 108 18.5% 8.6%|W 77

Source: Simmons Summer 2018

- @




Strategies

* Digital
e 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




FY19 Print Summary/FY20 Print Recommendation

FY19 OTD Print Co-op Recap/FY20 Recommendation

Publication Issue FY13 OTD FY19 DMO Participation [Fy19 OTD Net Cost [FY20 OTD Rec.
AAA Mar,/Apr FP 4C, 2/3P 4C 12 $14,700 515,000
City Mags
Cincinnati May/lun M/a none
Cleveland May/lun M/a 2
Columbus May/lun M/A 3
Philadelphia May/lun M/a none
Pittsburgh Apr and Jun MjA 5
Coastal Living Spring M/a M/SA N/
Food Network May M/a M/A M A
Grt Vac Getaways Mot publishing M/a MSA N/A
Hearst May M/A 11 MA
Meredith May/lun FP 4C 14 543 577 $43,577
Pathfinders Spring M/a 1 /A
Preservation Spring FP 4C 10 57,048 £7,048
Recreation News May M/a 13 N/A
Southern Living April FP edit, 1,/2P 4C 17 522,903 522,902
Wash Post Mag Spring (Mar) 1/2P 4C g8 55,775 55,775
Net Total: 504,003 594,302
Budget $140,000
Remaining 545,608
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FY19 Digital Participation Summary

FY19 OTD Digital Summary
DMO |DMO Spend |OTD Match
Adara
Howard $5,000 55,000
Frederick 55,000 55,000
Worcester 510,000 55,000
Annapolis 510,000 55,000
Mont $5,000 $5,000
PG $10,000 $5,000
Adara Tot: 545,000 $30,000
Sojern
Allegany 55,000 55,000
Sojern Tot: 55,000 $5,000
Trip Advisor

Dorchester 515,000 55,000
OC Hotel Motel 510,000 55,000
TA Tot: 525,000 $10,000

Net Total: $75,000 $45,000
Matching Budget| 546,000

Remaining Budget $1,000




DIGITAL
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dara
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 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, 2020
OTD Participation: Up to S5K per DMO, max $45K for all DMOs and platforms

DMO Participation:
« Option 1: Leisure Drive Market Co-op — 1 month - $5,000
e 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
e Reach customers interested in flight + hotel vacations
e Target in-market leisure drive markets and top flight markets into BWI
* Target travelers who are searching for Maryland hotels in real time
e Competitively conquest other competing destinations
e Total estimated impressions 1.7M

A sample list of
ADARA's data
partners:

.
AAC
UNITED §)

r

jetBlue
ADELTA

(< CHOICE

Best

HAALT
0

A\arrioft
Hertz.
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Adara

Sample Reporting

Visit Montgomery, MD

Visit Montgomery 2019_MD Co-op Matching
3/15/19 - 5/15/19

S 10,000.40

Vertical Destination

Viontgomery, VD

Cumulative
Start

Bookings
281
281

Avg. LOS

2.4

Impression

Avg. AP

26.8

Spend

1.3

Impression

Clicks

Avg. # Travelers ADR (USD) Total Travelers
183.57
$183.57

CTR

364
364

Total Nights

+ADARA

673
673

Spend (uncapped)

Revenue (USD)

123,542.61 1233.59%

$123,542.61

1,666,733

$10,000.40

1,669,142

2732

0.16% $

3/15 5/15 $6.00 277,800 | 51,666.80 277,801 511 0.18% $1,666.81
3/15 5/15 $6.00 833,333 | $5,000.00 833,340 1,556 0.19% $5,000.04
3/15 5/15 $6.00 277,800 | 51,666.80 277,804 517 0.19% $1,666.82
3/15 5/15 $6.00 277,800 | 51,666.80 280,197 148 0.05% $1,681.18

10,014.85
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Expedia

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 S5K per DMO, max S$45K total for all DMOs and platforms

DMO Participation: $10K minimum per DMO

* 3-way program: S10K DMO + $10K Expedia + S5K OTD = $25K Total

Expedia’s Global
Brand Network:

eExpedia' M Hotels.com™
Peheaptickets  ebookers

* .
*+ travelocity’ CRBITZ hetwire

wot m_ lastminute.com.au S Mifet.se

oxpediagroup’ 36§ Maryland

media solutions

Air Tickets ==, Room Nights O pax
489.2K 2.0M 2.7M

-0.9% Yo +3.3% YoY +1.4% Yo¥

% Top 10 Origin Air Markets By Air Ticket Sales Top 10 Points of Sale by Gross Bookings (SUSD)
Markat Tickets % of Total Expediaus

Los Angeles, USA 29.4¢ 5.0% I so.6m Hotels.com US
Chicago, USA 274 56% I $4.7M Travalocity Us
Atiants,usa 27 ame N s.5M o

Boston, USA EETSY S D s35m Hotaire

‘Orlando, USA 18.0€ 37% T s2.5m

Houston, usa vk 3s% 3.5 (CHienpTickets)
Dallas, USA 45 20% T s3am Expedia Canada
Fortlauderdale, USA 142 29% T s2am Expedia Uk

Las Vegas, USA 13.8K 28% 2™ Hotels.com Canada
Denver, USA 12.4¢ 25% I s2.4m Hotels com South Korea | $1.0M
Top 10 Origin Air Markets by YoY Ticket Growth Top 10 Poin!
Market LastYear Rir Tickets Yovss Point of Sale
Baltimore, USA' 186 5733 2982% Expedia Mexico
Austin, USA 2L “=0 — Hotels.com France
Jacksonville, USA 1703 4214 AT% Hotels.com Taiwan
Denver, USA 7,035 12,420 7% Expedia taly

Las Vagas, USA 9513 13843 a6% Hotels.com Sweden
‘Cancun, MEX 6,011 8566 2a8%

‘San Francisco, USA 11,008 11,593 5% Expedia Japan
Charlotte, USA 8500 8973 so Hotels.com UK
Chicago, USA 26,775 27,421 2 Expedia Us

New Orleans, USA| 7,206 7,458 2% er TS
This document and the inform: ined witin ths doc fidential and proprietary to Expedia.
without prior written consent lrum F n.m- Any other I lrl Iy pf Mhmu

34% 27%
o 15% 14%
1% mm B e 5% 2% 0%

15 2 25 3 35 4 45 5

S $176 5w
I $127.2M

Hotels.com South Korea

expediagroup

pediagrour” 364k Maryland

2 AirTickets I Ticket Count oy
ox

HEJ Hotel Room Nights B Room hights

I Irlillllli

% Average Booking Window (Days to Travel)

a1 -
40
24 2 B 25 =
. - - - - - - - - - .

i el i 1 s 5. A o e 1 e

This docum

Current period: Aug, 2018 ta Jul, 2019
Previous Period: Aug, 2017 ta Jul, 2018

Air Gross Bookings ($USD) Ml Gross aka % VoY

B
lIIIlII i

Hotel Gross Bookings ($USD)

lllr.nllllll




Expedia

Sample Expedia Group Conversion Reporting

Conversion Summary For

Spring/Summer 2017
10 Number: 123268 Campaign Dates: April 24, 2017 to August 11, 2017
Report Period: May 3, 2017 to June 26, 2017

hsRign 1 & 2

Impressions Clicks CTR Ad Spend View-thru s Click-thru & Tatal 5 RM ADR ROAS
5.1mM 3,400 0.07% $66,386 $2,867,221 517,260 $2,884,481 20,728 $139 43.5
Last Refreshed: 6,/28/2017 9:20:14 AM
Line item Summary
Ling fterm Kame Impressions Clichs CTR il Spand View-thru § Clickthr &
001-1136235 Expedia.com | L34 Resansive
1300742, 2600362, 180362, I1TA4E, ETER4E, 340,811 617 DB 515,000 344,377 042
552043)
0021135357 Expedia.com | US4 Raspo nsive [570x30 . . .
TEBED, 26T Homs Poge*Tamior Top 1, 2,2 02,129 1 D045 54,445 $390,675 52,1
0031136303 Ex, - : - - o N
P — 305,327 163 D085 5,426 5200,505 5293

27 Person Count Pachage ar Standalone
517% .
] 100 L £ ma
E = i
H ¥
i 0 * 100
& 10.0% £
o a 17%
At Al [a—, Fart 0f Pacage Starduions
22 Trawel Windaw (Days)
0T
&
ety
P e 13-7%
5] TR
F i 1%
(Rt Tl ETE ) HeM 33100 o #a
" Length of Stay (Days)
R R——
TN
-
13.0%
T.0% - -
i 2 L] i 5 & ¥
244610 27 5208 X
5352775 1512 5217 803
5100,792 234 5232 183
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Sojern

A sample list of
Sojern’s data
Rationale: Travel-focused platform specializing in path to travel for more than a decade. partners:
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. bl easyJet
Geography: Key DMAs 7+ hipmunk CH ,Aﬂg;
Recommended Flight Dates: Campaign to run by June 30, 2020

. . . CRUISE CompETE 0 v
OTD Participation: Up to S5K per DMO, max $45K total for all DMOs and platforms Ll
DMO Participation: volaris -l::- P

* S3K minimum per DMO (S1K/mo x 3 mos) with total Co-op minimum of $10K over
three months (including multiple DMOs and OTD’s match)
e Will utilize the Sojern platform and data to target and optimize each spirit.com

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

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

Campaign Audience Profile Market Insights Campaign Performance
TOF BBOUND MARRETS © SOJERN DRIVEN ACTVITY @
N L‘ M BER IN pARTY +| “’(’"-: 913 Tracking Page Visits 89 Conversion Page Visits
d o
40% wo
433 ‘P : -
7% '
% /
I x ‘ CHAROTTE =
1 2 3+

Including information on travelers
who see your ads

Including your Top Origination
Markets and Top Searched Dates

Including Sojern driven
activities, if applicable.

Note: Current Online Account supports first-party served delivery data. Third-party will be coming soon.
All data is on a 3-day delay. All insights require pixel placement.




Things to Do in Maryland
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TripAdvisor

* Rationale: Travel-focused, geographically targeted,
proven partner, reaching potential travelers actively e
searching for travel information in Maryland and key ~_
areas -

e Geography: Key DMAs

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

* OTD Participation: Up to S5K per DMO, max $45K total
for all DMOs and platforms m%!
* DMO Participation: $10K Minimum per DMO = -
 3-way program: $10K DMO + $5K TripAdvisor + S5K =

OTD = $20K Total e -I _‘

@o . -advisor

Walk in the A%
footst g

Walk in the footsteps of HerSta ry
on Maryland's Eastern Shore

n Dunes Manor Hotel, Court & Suites

Poiscover) Gloria Richardson & the A%

Civil Rights Movement = .

v @OOEO: e




TripAdvisor

SAMPLE PARTNER REPORT

Campaign Performance Notes to Date
908,394 Total impressions served.
3,589 Total clicks received.
0.40% Average campaign CTR.
394% Performance against TripAdvisor's average CTR rate of .08%. !
558% Performance against Google's Travel Vertical average CTR rate of .06%.
73% Average viewabilty across the campaign.
274% Performance against the online average seconds ads are within view of 10.58 seconds as measured by 1AS in H1, 2018.
Sian o Adserver Average of Ad server Active Average of Ad Server Active
Row Labels == e . Sum of Ad server clicks Sum of CTR View % viewable View Average Viewable
J impressions Time (seconds)
= TA_Ocean_City_Maryland_Hotel_Motel_Restaurant_Association 908,394 3,589 73% 20
Maryland and Competing State (VA , DC and DE) content on TripAdvisor - TA BONUS 166,670 791 71% 15
Ocean City content 238,098 971 74% 24
Ocean City (Hotel) content 86,958 206 3% 26
Rehoboth Beach, Jersey Shore & Virginia Beach content 166,668 566 76% 23
Maryland and Competing State (VA , DC and DE) content on TripAdvisor - OTD BONUS 250,000 1,055 72% 16
Grand Total 908,394 3,589 73% 20




Meredith Publishing Digital

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

~ Option1
. 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
e allrecipes.com, eatingwell.com, rachelray.com, bhg.com, familycircle.com and realsimple.com websites
* Mix of unit types Desktop (728x90 & 300x250) and Mobile (320x50)
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Meredith Publishing Digital

e Sample Final Reporting

Line item [Date Line item ID Delivery Indicator Ad serverimpressions Ad server clicks Ad server CTR
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/6/2019 5039281644 100.05% 23,735 10 0.04%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/7/2019 5039281644 100.05% 54,470 56 0.10%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/8/2019 5039281644 100.05% 47,627 32 0.07%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/9/2019 5039281644 100.05% 48,389 40 0.08%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/10/2019 5039281644 100.05% 48,647 58 0.12%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/11/2019 5039281644 100.05% 47,974 47 0.10%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/12/2019 5039281644 100.05% 48,132 a1 0.09%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/13/2019 5039281644 100.05% 48,612 50 0.10%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/14/2019 5039281644 100.05% 47,025 55 0.12%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/15/2019 5039281644 100.05% 47,613 42 0.09%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/16/2019 5039281644 100.05% 47,533 70 0.15%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/17/2019 5039281644 100.05% 47,447 60 0.13%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/18/2019 5039281644 100.05% 47,214 63 0.13%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/19/2019 5039281644 100.05% 46,694 60 0.13%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/20/2019 5039281644 100.05% 48,031 57 0.12%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/21/2019 5039281644 100.05% 45,384 76 0.17%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/22/2019 5039281644 100.05% 46,533 69 0.15%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/23/2019 5039281644 100.05% 44971 107 0.24%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/24/2019 5039281644 100.05% 47,929 75 0.16%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/25/2019 5039281644 100.05% 44170 67 0.15%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/26/2019 5039281644 100.05% 43,988 62 0.14%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/27/2019 5039281644 100.05% 45,424 49 0.11%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/28/2019 5039281644 100.05% 43,322 79 0.18%
20108854-1_Display_Meredith Digital_Best Performing_Omni-channel 6/29/2019 5039281644 100.05% 71,674 96 0.13%
20108854-1 Display_Meredith Digital_Best Performing_Omni-channel 6/30/2019 5039281644 100.05% 8,874 12 0.14%
Total - 1,141,412 1433 0.13%
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Washingtonpost.com

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
e 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
e 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
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Washingtonpost.com

Campaign Summary

Contract

Description Date(s)

Custoe Cross Platform Half Page with Spocts Wicget. News & Lifestyls Content
Rotations Geo-targeted 1o DC DMA - 3003500

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

Cross Platform Clavis content and audience targetng OR audience targeting.
Geo-targeting DC DMA - 300x800

Facabook Mobide Web News & Lifestyle Contert Group. Geo-Taegeting DC DMA -
300x250
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AAA World

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
e Brochure distribution in AAA stores

DMO Participation: S15K Total min, 10 advertisers max
* $1,500/DMO includes image and editorial

DISCOVER

ANNAPOLIS

Known for our history but offering so much more.
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City Magazines

Celebrate Ohio Wine

—~_~
I t
Month the right way o [@,UJ ﬂlhﬂlﬂhsr(’
o

e Rationale: Geographically targeted to key cities

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

* Recommended Issue: April, May and/or June

e OTD Participation: No participation

* Cincinnati Magazine: (Min 6 participants)

* Circulation: 33,500 N
i 2018 SILVER SPOON M/ AT UNFORGETTABLE
* Material Close: Apr-2/24; May-3/24 = =y VACATION

* 1/6P 4C Cost: $720

* Cleveland Magazine: (Min 2 participants)
* Circulation: 34,000 V. 9.,
* Material Close: Apr-3/3; May-3/31 ' . . 4
* Image, logo, 35-50 words — 1x $1,450; 2x $1,250 ea &

23 BEST
RESTAURANTS

-" AORLTN g




City Magazines

g WHY DOWNTOWN DINING MATTERS. || MICHAEL REDD'S NEW ALBANY ESTATE

* Columbus Magazine: May (Min 3 participants) b COIUmbL@
 Circulation: 20,000 Phllﬂdﬁ]l]hla
* Material Close: May-3/27

* Philadelphia Magazine: (Min 6 participants)

1/3P 4C Cost: $1,250

HAPPY

e Circulation: 72,083 %ITIPING

* Material Close: May-3/20; Jun-4/24 A S 5

e 1/3P 4C Cost: $2,500 (includes photo, 30 words) Jittsh s ~~--~-—----~~--u--~~~a~>l—l—“[”‘

* Added Value: 500 Leads, Sept Road Trips event listing Oalii » ::: ''''''' ;__:_Z:::__ -9 ‘ v
* Pittsburgh Magazine: Apr and June (Min 3 DMOs, 2 issues) 7 TRIPS T : \ -’::::'w_

 Circulation: 34,271 7 5 13 woren s > m liﬂ.},""

* Material Close: 3/1 o . ;T_%ﬁwa?w’

« $2,819 max/DMO insertion (depends on number of DMOs 1:‘-‘:%'37;.?:‘;;:""‘"““ ;@ {,%‘l,:;'},]'l,‘,":::,‘:,:,;,

and issues) e B,

* Added Value: Pg 2 and 3 inJune issue




Food Network Magazine

Rationale: Geographically targeted, proven partner with high
Simmons index against W25-54, HHI $75-5150Kk, 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 S5,000
e 1/2P 4C $8,000

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

fnctwork

magazine
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Hearst Women’s Group

Rationale: Geographically targeted, proven partner with
high Simmons index against W25-54, HHI $75-S150Kk, 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, Rl
Recommended Issue/Format: May/MD multi-page section
Material Close: 2/19
OTD Participation: No participation
DMO Participation:

e 1/2P 4C 523,360

e 1/3P 4C $15,580

* 1/6P 4CS$7,770

e Added Value: Print and Online Reader Service
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Meredith Publications - note: Effective January 2020 Rachael Ray will be a quarterly

newsstand-only publication. Changes to below are TBD.

* Rationale: Geographically targeted, proven
partner with high Simmons index against W25-54,
HHI S75K-$150K, trips 1+/year

e Circulation: 3,600,000

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

allrecipes (June)
BH&G (May)
EatingWell (May)
Family Circle (May)
rachael ray (June)
Real Simple (May)

WELP YOUR TEEN AVOID SOCIAL MEDIA MIFTARES.

Famllnd'cle




Meredith Publications

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

21/4” x4” 516,014

21/3” x3”$11,922

21/4” x2” 57,216

Added Value: Reader Service
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Pathfinders Travel

* Circulation: 105,000
e Geography: National

* Material Close: 3/1

* DMO Participation:
* FP 4CS$5,100
e 1/2P 4C $3,750
e 1/4P 4C $2,550

Rationale: Travel focused and demographically targeted

Recommended Issue/Format: Spring

OTD Participation: No participation

VACATION PLANNING
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Preservation Magazine

* Rationale: Travel focused, proven partner

* Circulation: 135,000

e Geography: National (59% east of Mississippi)
* Recommended Issue/Format: Spring/MD multi-page section
* Material Close: 2/18

* OTD Participation:
* FP4C $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

| The hext géheraitioh
of historic places . %




Recreation News

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 52,800

1/2P 4C 51,500

1/4P 4C $899

1/6P 4C S575

Added Value: Reader Service
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Southern Living

* Rationale: Geographically targeted, proven partner
with high Simmons index against W25-54, HHI $75k-
S150k, trips 1+/year

e Circulation: 353,000
* Geography: DC, DE, MD, NJ, NY, PA, VA

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

* Material Close: 1/17

e OTD Participation:
e FPeditand 1/2P 4C $22,902
e Added Value: Reader Service

* DMO Participation:
e 1/6P 4C $5,535 (Min 6 participants)
* Added Value: Reader Service

Southern Living
SOUTH'S BEST

‘The bars, restaurants, hotels, barbecue joints, beaches,

nnnnnnnnnnnnn
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Washington Post Magazine

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 4CS5,775

* Added Value: 80 words of edit, 2 calendar events/dates, link
DMO Participation:

* FP4C $10,500

* 1/2P H4C $5,775

* 1/3P H 4C $4,200

* 1/6P 4CS2,624

* Added Value: 80 words of edit, 2 calendar events/dates, link
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