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FY24 CO-OP | Program Overview

Maryland Tourism is the official travel and tourism entity for the state of Maryland.

The Maryland Tourism co-op program serves as an opportunity for Destination 
Management Organizations (DMOs) in Maryland – those who promote Maryland’s 
destinations, attract visitors, and develop a regional economy – to increase awareness 
while driving an incredibly qualified audience to their official channels through multi-
channel marketing placements.

Participation is voluntary and led independently by DMOs.
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YOU’RE WELCOME
Same amazing state. A new way to celebrate it.



FY24 CO-OP | Branding

3

The Maryland Office of Tourism has adopted a fresh marketing campaign 
entitled YOU’RE WELCOME. It extends a warm invitation to potential visitors 
while also ensuring the beauty, culture, history and flavors of our great state 
remain front and center in each communication.

This shift represents an exciting time for all marketers and partners who help 
promote the wide range of experiences in Maryland. While it introduces a new 
message, it’s still firmly rooted in the undeniable truth of the brand position.



FY24 CO-OP | Branding
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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.
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FY24 CO-OP | Creative Examples



FY24 CO-OP | Creative Examples



FY24 CO-OP | Use the Co-op Advertising Tool Kit
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Learn about the 
Cooperative Program, 
Participant Checklist, 
WebDAM 
Photography Usage, 
Ad Templates, 
Anatomy, Typography, 
and more!

Available on 
VisitMaryland 
WebDAM.



FY24 CO-OP MEDIA OVERVIEW



FY24 CO-OP | Planning Parameters

● Objectives
○ Increase awareness of Maryland and DMOs as a travel destination
○ Drive leads/bookings for OTD and DMOs

● Target Audience
○ Adults 25-54, Male/Female 50/50 split, HHI $75K-$150K
○ Custom targeting opportunities in digital

● Geography
○ Focused distribution on drive markets



Consumers Lean On Travel Sites and Friends/Family To 
Advise On Travel Planning

Source: MRI-Simmons Market-by-Market Study



Digital Plays a Key Role in Our Core Target Consumers’ Attitudes & Lifestyle

13Source: MRI-Simmons Market-by-Market Study



● Digital

○ Continue to offer matching dollars (up to $5K per DMO) for digital given 
the ability to track engagement and revenue generation

■ Matching offered within the four travel platforms – Adara, Expedia, Sojern 
and Tripadvisor

○ Include a combination of travel-specific platforms and proven DMO-supported 
publishers

○ Broaden digital opportunities in response to DMOs’ requests

■ Include OTT, streaming audio, paid social, sports, custom content and custom 
targeting

● Print

○ Allocate OTD budget to those vendors that have a history of DMO participation, 
strong DMO interest and high Simmons index against A25-54, HHI $75-$150k, trips 
1+/year

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

FY24 CO-OP | Media Strategies
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FY23 PRINT SUMMARY / FY24 RECOMMENDATION
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FY23 HISTORIC DIGITAL PARTICIPATION SUMMARY



FY24 CO-OP MEDIA:
Digital: Travel Platforms
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Adara
• Rationale: Utilize Adara’s real-time first-party search, booking and loyalty data from 370+ global travel suppliers 

(airlines and hotel partners) to programmatically target travelers actively searching for their next vacation. Ability 
to provide detailed reporting and optimization off the DMO’s preferred KPIs (bookings, engagement with content, 
leads). Ad placements will be cross-platform display banners; other options also available (video/native content).

• Targeting: Customized to DMO’s goals, consumer profile and feeder markets

• Recommended Flight Dates: Campaign to run by June 30, 2024

• Participant Deadline: March 15, 2024

• OTD Participation: Up to $5K per DMO for OTD maximum match

• DMO Participation: $2,500 minimum per DMO

• Program:
• Option 1:

• 1 month - $7,500 | Total Estimated Impressions 937,500
• DMO $2,500 + $2,500 OTD match + $2,500 Adara match (312,500 AV impressions)
• Display (Desktop/Mobile): 300x250, 728x90, 300x600, 160x600, 320x50 (mobile)

• Option 2:
• 2 month - $15,000 | Total Estimated Impressions 1,875,000
• DMO $5,000 + $5,000 OTD match + $5,000 Adara match (625,000 AV impressions)
• Display (Desktop/Mobile): 300x250, 728x90, 300x600, 160x600, 320x50 (mobile)

Above the first two options. Adara will match up to 50% impressions of the DMO regardless of spend.



20

Adara will provide monthly and end-of campaign reports. This performance data is unique to Adara.

Adara



21

• Rationale: Reach prospective travelers who are searching for hotels/flights to Maryland on-
site and drive them to a custom Co-Op landing page where participating DMOs are 
showcased.

• Geography: Key drive markets or those users actively searching for Maryland

• Recommended Flight Dates: March 1 - June 15, 2024

• Participant Deadline: December 1, 2023

• OTD Participation: Up to $5K per DMO for OTD maximum match

• DMO Participation: $5K-$10K minimum per DMO

• Program: ExpediaPlus

• Combination of display, native and responsive placements
• Ads run across Expedia properties; 85% of impressions come from Expedia U.S. due to 

scale
• Expedia builds custom creative to deliver unified look and feel for Maryland

*Impressions based on the number of co-op visitors.

Program 
Example:

Expedia Group

https://www.expedia.com/lp/b/ms-b-dmo-exp-us-maryland-fall-23
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Expedia will provide 1st party hotel and flight revenue data 2 weeks post-
campaign.

Expedia Group
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• Rationale: Proven travel guidance platform reaching prospective 
users actively searching for travel information. 463 million loyal and 
active users monthly across 190 countries.

• Targeting: Regional travel intenders and drive markets

• Recommended Flight Dates: Campaign to run by June 30, 2024

• Participant Deadline: March 15, 2024

• OTD Participation: Up to $5K per DMO for OTD maximum match

• DMO Participation: $5,000 minimum per DMO

• Program:  
• $10,000 | DMO $5,000 + $5,000 OTD match
• Total Estimated Impressions 500,000
• Products: 

• Display (300x600, 300x250, 728x90, 320x50)
• Native Boost Placement (photo/logo/copy)
• Explorer Video

Tripadvisor



For reporting, Tripadvisor can only report on engagement through CTR as seen below.
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Tripadvisor



FY24 CO-OP MEDIA:
Digital: Customized Targeting
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• Rationale: Programmatic travel partner customizing programs leveraging data from 8900+ 
travel data partners. 

• Targeting: Customized to DMOs within key DMAs (demo, geo, ethnicity, interest, etc)

• Recommended Flight Dates: Campaign to run by June 30, 2024 (must run for a minimum of 
3 months)

• Participant Deadline: March 15, 2024

• OTD Participation: Up to $5K per DMO for OTD maximum match

• DMO Participation: $1,500 minimum per DMO

• Program:

• The following matches are for Display, Native, or Video campaigns through the co-op 
program. Sojern will match each partner dollar for dollar up to $5,000.

• If a DMO wants to run more media over the maximum match, Sojern will offer Display 
at a $5 CPM, Native at a $6 CPM, and Video at a $14 CPM for any amount above the 
max. Multiple products can be executed with a budget above $5,000.

Program Example:

Sojern Programmatic
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All partners will get their own Online Sojern Account to view campaign reporting and insights at any time.

Sojern Programmatic
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• Rationale: Social media is a top channel for travel inspiration and sharing from family and friends. 
Sojern layers on first-party data to paid social programs to aid targeted reach to travel intenders.

• Platforms: Facebook and Instagram

• Targeting: Customized to DMOs (demo, geo, ethnicity, interest, etc) leveraging Sojern 1P data
• Limitations: Paid Social cannot track revenue; engagement metrics only

• Recommended Flight Dates: Campaign to run by June 30, 2024 (3-month minimum)

• Participant Deadline: March 15, 2024

• OTD Participation: Up to $5K per DMO for OTD maximum match

• DMO Participation: $5K minimum per DMO (no Sojern match available)

• Program:

• Creative services as value-add (static image, carousel)

Sojern Paid Social
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All partners will get their own Online Sojern Account to view campaign reporting and insights at any 
time. Important note: Paid Social cannot track revenue - only engagement metrics.

Sojern Paid Social



Sojern Paid Search
• Rationale:  Direct paid search campaign customized to DMO needs that will be managed and 

executed by one of top media companies in the travel space.

• Platforms: Google, Bing

• Targeting: Customized to DMOs based on priority keywords and ad groups
• Restrictions: Sojern works with DMO directly; requires activation fee and 1st party data ingestion

• Recommended Flight Dates: Campaign to run by June 30, 2024 (3-month minimum)

• Participant Deadline: March 15, 2024

• OTD Participation: Up to $5K per DMO for OTD maximum match

• DMO Participation: $30K minimum per DMO (no Sojern match available due to personalization 
and management required)

• Program:  

• Direct paid search campaign customized to the DMO

• Campaign minimum: $10K per month for 3 months 



• Rationale: Capitalize on growing trend of streaming audio to drive awareness for MD destinations via 
iHeartMedia’s Audience Network. Leverage 1st & 3rd party data for efficient targeting across platforms.

• Targeting: Customized to DMOs within key DMAs (demo, geo, format, interest, etc)

• Recommended Flight Dates: Campaign to run by June 30, 2024

• Participant Deadline: March 15, 2024

• OTD Participation: No participation/Matching

• DMO Participation: $5K minimum per DMO

• Program: 

○ Option 1 - $5,000 net
■ :30 Ad Format with customized targeting
■ 312,000 impressions delivered in music and/or podcast content
■ Multiple targeting strategies on every campaign
■ Assistance with production, as needed

○ Option 2 - $10,000 net
■ :30 Ad Format with customized targeting 
■ 625,000 impressions delivered in music and/or podcast content
■ Multiple targeting strategies on every campaign
■ Assistance with production, as needed

Streaming/ Podcast Audio



• Rationale: Streaming television is at an all-time high in viewership. Capture viewers in top-rated 
entertainment, news and sports programming to drive awareness for MD destinations effectively and 
efficiently.

• Targeting: Customized to DMOs within key DMAs (geo, demo, interest)

• Recommended Flight Dates: Campaign to run by June 30, 2024

• Participant Deadline: March 15, 2024; 6-week lead-time if production is needed

• OTD Participation: No participation/Matching

• DMO Participation: $4K minimum per DMO

• Program:

○ Option 1 - $4,000 net
■ :30 Ad Format with customized targeting
■ 100,000 targeted audience impressions

○ Option 2 - $7,500 net (may be shared by two DMOs with same audience parameters)
■ :30 Ad Format with customized targeting 
■ 187,500 targeted audience impressions

○ Option 3 - $10,000 net (may be shared by two DMOs with same audience parameters)
■ :30 Ad Format with customized targeting
■ 250,000 targeted audience impressions

○ Assistance with production available (value-added with 6 participants)
○ Group presentation for interested participants to present the program may be held

OTT - Television Streaming



FY24 CO-OP MEDIA:
Digital: Publisher-Direct
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• Rationale: Proven partner with premium quality content, to complement print placement.

• Targeting: Customized to DMOs within key DMAs (demo, geo, ethnicity, interest, etc)

• Recommended Flight Dates: Campaign to run by June 30, 2024

• Participant Deadline: March 15, 2024

• OTD Participation:  No Participation/Matching

• DMO Participation: $15K minimum per DMO

• Program:

• Option 1 - $25,000 net
• 1,500,000 Ad Impressions - $25,000 net
• Run-of-Site on Dotdash Meredith websites
• Standard display banners (728x90, 320x50, 300x600, 300x250)
• Co-branded emails (Southern Living, Real Simple, or BHG) - list sizes will vary

• Option 2 - $15,000 net
• 1,500,000 Ad Impressions - $15,000 net
• Run-of-Site on Dotdash Meredith websites
• Standard display banners (728x90, 320x50, 300x600, 300x250)

• Custom packages available

Dotdash Meredith Digital



Sample Final Reporting

34

Dotdash Meredith Digital



FY24 CO-OP MEDIA:
Digital: Local Market
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• Rationale: Washingtonpost.com is a proven partner, #1 reach in DC with significant 
reach in the DMV region and beyond.

• Targeting: Customized based on DMO needs

• Recommended Flight Dates: Campaign to run by June 30, 2024

• Participant Deadline: March 15, 2024

• OTD Participation: No participation/Matching

• DMO Participation: Package minimum of $5K

• Program:
• Option 1: $30,000; “Custom Video” ; Estimated Impressions: 2.2M

• Option 2:  $30,000; “In-Focus” Custom Article, Estimated Impressions 2.2M

• Promotion on washingtonpost.com and social

• Option 3: $25,000; “Seamless”, Estimated Impressions 625K

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

• Option 4:  $15,000; Estimated Impressions 810,000

• Includes “Showcase” or “BrandMax Gallery” Mobile Point-of-Entry 
Takeover and rotational Cross-Platform media

• Option 5:  $10,000; Estimated Impressions 800,000

• Includes choice of PostPulse, FlexPlay Video, Interscroller Reels

• Option 6:  $7,500; Estimated Impressions 600,000

• “Ripple”

• Option 7: $5,000; Estimated Impressions 400,000

• Includes choice of Native Promo modules WP+ Audience Extension, 
WP+ Facebook, Cross-Platform Rotation and Audiogram

WashingtonPost.com



WashingtonPost.com



● Rationale: Reach avid baseball fans and support local market teams through MASN cable 
network. Drive awareness of local attractions to spur day trips and weekend getaways.

● Geography: MD, VA, DE, DC; parts of PA, WV, NC

● Recommended Flight Dates: April - June 2024

● Participant Deadline: March 15, 2024

● OTD Participation: No participation/Matching

● DMO Participation:  $7,500 minimum per DMO

● Program: combination of linear and streaming

○ Option 1 - $7,500
■ :15/:30 Ad Format 
■ 285K-421K impressions (pending spot length)
■ Combination of pre/in/post game spots

○ Option 2 - $10,000 net
■ :15/:30 Ad Format 
■ 421K-600K impressions (pending spot length)
■ Combination of pre/in/post game spots

MASN Sports



FY24 CO-OP MEDIA:
Print



• Rationale: Travel focused, geographically targeted, proven partner

• Circulation: 2,205,000

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

• Recommended Issue/Format: April/May 2024 (multi-page MD section)

• Space Deadline: March 1, 2024 

• Material Close: March 15, 2024 (Print) / April 10, 2024 (Digital)

• OTD Participation: $16,900, No matching

• FP 4C $16,900

• Added Value

• Online Reader Service year round

• Content in digital MDMO co-op in The Extra Mile digital content hub – digital 
inclusion with ad and advertorial

• Leaderboard banner ad and weekly e-mail banner ad

• DMO Participation: 

• 2/3P 4C $9,600

• 1/2P 4C $6,400

• 1/3P 4C $4,900

• 1/6P 4C $2,900

• Added Value: Online reader service, Digital MDMO co-op ad/url link 40

AAA World



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

• Circulation: 245,000

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

• Recommended Issue/Format:  May/June 2024

• Minimum of 4-page Maryland regional section

• Space + Material Close: January 9, 2024

• OTD Participation: No participation

• DMO Participation:
• FP 4C $12,250

• 1/2P 4C $8,000

• Added Value: “A Taste for Travel” program (video-enabled page,

 email blast)
• Revenue requirement of $35,575

41*Only full and half pages sold for regional editions.

Food Network Magazine



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

• Circulation: 690,000 (Maryland multi-page section)

• Recommended Issues:
• Country Living (April/May 2024; on-sale 3/12)
• Good Housekeeping (April 2024; on-sale 2/27)
• Woman’s Day (Mar/Apr 2024; on-sale 3/12)

• Geography: CT, DC, DE, IN, IL, MA, MD, ME, MI, NH, NJ, NY, 
      PA, RI, VT, WI

• Space + Material Close: January 9, 2024

• OTD Participation: No participation

• DMO Participation:
• FP 4C $20,500
• 1/2P 4C $13,325

42*Only full and half pages sold for regional editions.

Hearst Women’s Travel Group



● Philadelphia Magazine: March 2024 (Spring Travel)
○ Circulation: 85,000
○ Space Close: 1/10  Materials Close: 1/17
○ OTD Participation: No participation
○ DMO Participation: Minimum 6 participants

○ 1/3P 4C Cost: $2,700 (includes photo, 30 words)
○ Added Value: Getaway Guide E-blast (18,000 

recipients)

● Pittsburgh Magazine: Apr and June 2024 (2 issues)
○ Circulation: 30,000
○ Space/Material Close: Apr-2/27; Jun-4/30
○ OTD Participation: No participation
○ DMO Participation:

○ $3,000 per DMO per FP 4C insertion
○ Special Offer:  $750 additional for 100K on-site 

impressions (Buy one, get one free offer)
43

City Magazines

Rationale: Gain exposure in key drive markets via local magazines that have had strong DMO participation.



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

• Circulation: 3,100,000
• Allrecipes (Jun/Jul 2024)
• BH&G (May 2024)
• Food & Wine (May 2024)
• Travel & Leisure (May 2024)
• Midwest Living (Summer 2024)
• Real Simple (May 2024)

• Geography: DC, DE, MD, NJ, NY, PA, OH,
VA, WV, IN, MI, KY, New England

44

Dotdash Meredith Travel

Continued to next slide



• Recommended Issue/Format:  See previous page/MD multi-page section

• Space + Material Close: 1/17

• OTD Participation:
• FP 4C $43,577

• DMO Participation:
• 1/2P 4C $36,064
• 1/3P 4C $27,048
• Travel 4” $16,014
• Travel 3” $11,992
• Travel 2” $7,216
• Added Value: Reader Service Listing in BH&G
 and Midwest Living

45

Dotdash Meredith Travel



• Rationale: Travel-focused publication dedicated to historic 
preservation. Strong participation with DMOs focused on 
history and culture.

• Circulation: 125,000

• Geography: National (59% east of Mississippi)

• Recommended Issue/Format: Spring 2024/MD multi-page section

• Space Close: 2/8 Material Close: 2/15

• OTD Participation:
• FP 4C $7,500 w/120 words plus two images
• Added Value: Listing in digital Travel Guide/Heritage Destination

• DMO Participation:
• 1/6P 4C $2,500 w/45 words plus one image
• Added Value: Listing in digital Travel Guide/Heritage Destination

46

Preservation Magazine



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

• Circulation: 354,600

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

• Recommended Issue/Format:  April 2024/South’s Best Issue

• Maryland multi-page section

• Space Close - 12/22

• Materials Due - 1/2 (Editorial Assets), 1/8 (Ad)

• OTD Participation:
• FP editorial and 1/2P 4C $22,902
• Added Value: SL Travel Planner listing (Jan-Dec 2024)

 1X Travel eblast feature listing
 1X in-book Travel Planner feature destination)

• DMO Participation:
• 1/6P 4C $5,997
• Added Value: SL Travel Planner listing (Apr 2024)

   1X Travel eblast listing (month TBD)
47

Southern Living



• Rationale: 8-page glossy magazine that sits on top of 
paper for subscribers or inserted in single copies. Content 
forward and impactful for all participants with full page 
units.

• Circulation: 921,000 Sunday print readers

• Geography: MD, DC, VA

• Recommended Issue/Format: March 17, 2024 (Main News)

• Space + Material Close: February 9, 2024

• OTD Participation:
•  Front Cover 4C $5,350

• DMO Participation:
•  Full Page Advertorial 4C $5,350
•  7 participants needed
•  DMO templated design
•  Assets:  Image + 80-100 words of copy
•  Can be written by WP editorial team (+10% in cost)

48

Washington Post “Topper”
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VENDOR SUMMARY



APPENDIX



To support DMOs interested in diversity advertising opportunities, included below are publisher-direct 
options in surrounding markets that DMOs can explore on their own. 

MULTICULTURAL & DIVERSITY-TARGETED ADVERTISING



Thank You
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