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DESTINATION MARKETING
ORGANIZATION

A DMO is the principal
organization responsible
for leadership in tourism
development and
marketing within their
jurisdiction. There are 25
recognized DMOs in
Maryland.
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LOCAL INVESTMENT IN
TOURISM

In addition to the annual grants, the state’s DMOs

collectively invest more than $10 million dollars of

local funding each year into marketing Maryland'’s
tourism industry.



M.D.M.O. MEMBERS

M.D.M.Q. is the Maryland Association of
Destination Marketing Organizations, an
association of Maryland’s 25 DMQOs working

together to develop tourism in all corners of the
state, elevate the tourism industry, collaborate
with partners, and foster awareness.
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Managing Director



Vision Statement

Maryland leads the way as one of America’'s most exciting,
diverse and welcoming destinations - creating memories and
experiences for visitors worldwide to enjoy.

Mission Statement

OTD stimulates and drives Maryland'’s thriving tourism
economy, with a primary goal of creating a great place for all
Marylanders to live, work and play.
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TOURISM:

Tourism is an economic
ecosystem that delivers
opportunity and quality of life
for Marylanders, which is

derived from visitor spending.
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The Maryland Office of Tourism measures its programs against four strategic
objectives:

« MARKET EXPANSION
« Further promotional pushes in Cleveland, Pittsburgh and New York metro

« LEVERAGING PARTNERSHIPS

« Working with private sector and county tourism offices on grants to generate
overnight stays

« MAXIMIZING OPPORTUNITIES

« Looking for those events, trends and opportunities to showcase Maryland in a
positive light - domestically and internationally

Transactional Outcomes = CUSTOMERS SPENDING TIME AND MONEY
IN OUR STATE



MARYLAND & U.S. VISITATION VOLUME PERCENT CHANGE 2023 (Person-trips, in millions)

Maryland % Change U.S. % Change

2020 2021 2022 2023| 2023 vs 2022 2020 2021 2022 20232023 vs 2022
TOTAL 24.54 34.97 42.94 44.45 3.5% 212457 284060 3.159.25| 3.263.90 3.3%
BUSINESS 3.38 4.90 7.70 7.98 3.7% 342 99 543 44 691 28 731.72 5.9%
LEISURE 21.15 30.07 35.24 36.47 3.5% 178158 2297.16| 2467.97| 253217 2.6%
DAY 13.19 19.84 25.94 26.82 3.4% 124488 1636.78| 1,849.22| 1.964.62 6.2%
OVERNIGHT 11.34 15.13 17.00 17.63 3.7% 879.69| 1.203.82| 1.310.03| 1.299.27 -0.8%

Source: MMGY - D.K. Shifflet & Associates, Ltd. DIRECTIONS Travel Intelligence System, based on person-trips




Competitors’ Visitation Volume in 2023 (Person-stays, in millions)

2023 U.S. MD DC DE PA VA Wv ] In 2023, Maryland's
visitation b
Person-Stays YE 2023 YE 2023 YE 2023 YE 2023 YE 2023 YE 2023 YE 2023 Y
person-stays
Total 3,965.59 56.16 24.01 13.76 149.45 91 25.83 S TSHIEMEREEEe
Business 700.65 10.08 6.99 2.23 20.81 18.72 3.78 million.
Leisure 3,264.94 46.08 17.02 11.53 128.64 72.28 22.05 e Maryland’s
Day 2,152.04 34.99 7.46 7.55 85.72 45.49 16.88 visitation volume is
Overnight 1,813.55 21.17 16.55 6.21 63.73 45.51 8.95 Glou 3lestp Gy
vernig ,813. : - - . 5 . AU
more than DE.
2022 U.S. MD DC DE PA VA WV ) The total visitation
Person-Stays YE 2022 YE 2022 YE 2022 YE 2022 YE 2022 YE 2022 YE 2022 volume increased 2
Total 3,909.90 54.96 20.73 14.04 141.38 86.59 23.39 peREen:
_ e  Business travel had
Business 678.71 9.63 6.1 2.2 19.44 16.22 2.83 55 percent
Leisure 3,231.19 45.32 14.63 11.84 121.93 70.37 20.56 increase,
Day 2,095.60 33.93 7.21 7.62 78.77 41.91 14.6 ® Leisure travel had a
Overnight 1,814.30 21.03 13.52 6.42 62.6 44.68 8.78 2 percent increase.

Source: D.K. Shifflet & Associates, Ltd. DIRECTIONS Travel Intelligence System, based on person-stays




MARYLAND VISITOR ANALYSIS - SHARE OF MARYLAND VISITATION IN 2023

ANNE ARUNDEL, BALTIMORE CITY,

COUNTIES

CENTRAL BALTIMORE, CARROLL, HARFORD, 55.2% 30.3% 59.1% 59.0% 57.5%
HOWARD COUNTIES
FREDERICK, MONTGOMERY, PRINCE : y : : e
CAPITAL RGN TR, 17.5% 20.9% 16.0% | 18.0% | 18.1%
EASTERN SHORE
CAROLINE, CECIL, DORCHESTER, KENT,
QUEEN ANNE’S, SOMERSET, TALBOT, 18.8% 37.9% 18.5% 12.5% 16.6%
WICOMICO, WORCESTER COUNTIES
WESTERN ALLEGANY, GARRETT, WASHINGTON - : : - :
ol sy 5.1% 8.2% 3.3% 7.2% 4.7%
SOUTHERN R 3.4% 2.7% 3.1% 3.3% 3.1%

Source: D.K. Shifflet & Associates, Ltd. with independent analysis by the Maryland Office of Tourism based on person-stays




2023 vs 2022 Top 10 Origin DMA*

OVERNIGHT — DMA OF ORIGIN

2023 2022

Origin DMA OVERNIGHT Origin DMA OVERNIGHT
Washington, DC (Hagerstown, MD) 15% Washington, DC (Hagerstown, MD) 16%
Baltimore, MD 13% Baltimore, MD 15%
Philadelphia, PA 11% Philadelphia, PA 10%
New York, NY 10% New York, NY 7%
Harrisburg-Lancaster-Lebanon-York, PA 6% Pittsburgh, PA 4%
Norfolk-Portsmouth-Newport News, VA 4% Norfolk-Portsmouth-Newport News, VA 3%
Dallas-Fort Worth, TX 3% Harrisburg-Lancaster-Lebanon-York, PA 3%
Los Angeles, CA 3% Raleigh-Durham (Fayetteville), NC 2%
Richmond-Petersburg, VA 2% Dallas-Fort Worth, TX 2%
Pittsburgh, PA 2% Los Angeles, CA 2%

Source: D.K. Shifflet & Associates, Ltd. with independent analysis by the Maryland Office of Tourism based on person-stays.
* A designated market area (DMA), also referred to as a media market, is a region of the United States that is used to define television and radio markets.




2023 vs 2022 Top 15 Activities for Travelers*®

2023 Overnight 2022 Overnight

Business/Work 17% Visit Friends/Relatives (general visit) 14%
Visit Friends/Relatives (general visit) 14% Beach/Waterfront 12%
Beach/Waterfront 11% Business/Work 9%

Birthday Celebration 4% Birthday Celebration 8%

Anniversary Celebration 3% Nightlife (bar, nightclub, etc.) 4%

Other Personal Celebration (Birth, Bachelor/Bachelorette,
Engagement, Showers etc.) 2% Anniversary Celebration 4%
Holiday Celebration (Thanksgiving, 4th of July,

Holiday Celebration (Thanksgiving, 4th of July, etc.) 2% etc.) 4%
Wedding 2% Funeral/Memorial 3%

Festivals/Fairs (state, craft, etc.) 2% Amateur Sports (attend/participate) 3%
Shopping 2% Touring/Sightseeing 2%

Boating/Sailing 2% Theater/Dance Performance 2%

Historic Sites 2% Live Music (festivals, concerts, clubs, etc.) 2%

Professional Sports Event 2% Boating/Sailing 2%
Medical/Health/Doctor Visit 2% Medical/Health/Doctor Visit 2%
Touring/Sightseeing 2% Wedding 2%

Source: D.K. Shifflet & Associates, Ltd. with independent analysis by the Maryland Office of Tourism based on person-stays.
*D.K. Shifflet defines a visitor as either someone visiting overnight or someone who travels 50 miles or more from their home outside of their daily activity.
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Maryland’s Leading Five Differentiators

1. The Most Powerful Underground Railroad Storytelling
Destination in the World

The Great Chesapeake Bay Loop/Beaches

Maryland’s Trail System Second-to-None

18 Scenic Byways

GON WN

Fish & Hunt Maryland




FY24 Media Expenses by Campaign

$2,941,000
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Fall, Underground Railroad, and Byways ROI

Campaign Campaign Budget Measurable Spend Revenue
FY23 Fall (Aug-Sept 2022) $320,000 $64,475 $2,952,535 $45:1
FY24 Fall (Sept-Nov 2023) $220,000 $99,163 $7,416,900 $75:1

Campaign Campaign Budget Measurable Spend Revenue
FY23 Underground Railroad (Aug-Oct 2022) $55,000 $52,000 $457,272
FY24 Underground Railroad (Aug-Oct 2023) $50,000 $45,000 $368,006

$9:1

$8:1

Campaign Campaign Budget Measurable Spend EL I
FY23 Byways (Sept-Oct 2022) $910,000 $421,500 $6,827,817 S16:1
FY24 Byways (Sept-Nov 2023) $425,000 $273,373 $9,769,796 $36:1
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Holidays & Q1 ROl and Web Visitation

Sessions by Session campaign over time

[ Campaign Campaign Budget Measurable Spend  Revenue ROI
i« |FY23 Holiday (Nov-Dec 2022) $100,000 $93,009 $2,384,543  $26:1
**|Fv24 Holiday (Nov-Dec 2023) $105,000 $98,093 $1,680,192 $17:1
01 01 01 01 01 0
Nov Dec Jan Feb Mar
@ holiday_2023 @ q1_2024 @ Q1_2024
Campaign Campaign Budget Measurable Spend  Revenue
Page path and screenclass ~ + ¥ Views Sessions
82.990 60,755 FY23 Q1 (Jan-Feb 2023) $94,935 $91,935 $2,965,943 = S$31:1
100% of total 100% of total
/article/holiday-deals 25716 23,254 FY24 Ql (Jan—Feb 2024) $107,500 586,098 52,831,605 $331
/article/deals 24113 22,693
/article/top-shopping-marylands-main-streets 7,355 7,306
/brochure 6,263 4,867
/places-to-stay 3,480 2,517



Spring/Summer Campaign RO

Campaign Campaign Budget Measurable Spend Revenue
FY23 Spring/Summer (May-Aug 2023) $3,488,211 $1,678,250 $38,659,486 $23:1
FY24 Spring/Summer (May-Aug 2024) $2,941,000 In market *

*At the midpoint, the spring/summer campaign has generated to date nearly $32 million in revenue with a $57-to-1 ROI.
We have already met/exceeded campaign goals ($32 million revenue, $23:1 ROI).



2024 Spring/Summer Campaign Flowchart

April | May | June
Medium Unit Ta Geo 8 |15|22|29| 6 |13{20)27]| 3 ]10]|17]24 31 21 Cost

v :195/:305 A35-64 DMA
DX :155/:30s $ 316,000
Baltimore) :155/:305 $ 160,000
Harrisburg :155/:305 $ 70,000
Pittsburgh :155/:305 $ 92,000
phdadelphia :155/:305 $ 220,000

A25-64 Trvl Int,;

Connected TV :305/:155 African American DMA
DX $ 145,000
Baltimore| $ 100,000
pittsburgh $ 55,000
Phidadelph $ 118,000
Harrisbur, $ 48,000
New York northern NJ/Long Island $ 135,000
Pre-roll/YouTube :10, :15, :30 Travel Intender Al $ 115,000




A Troes

Progr aewmatic Travel Intend NMLong lsland in 153,000
Travellntorder~ | OC.Eak
Progr BannersNaive Ao an Am Phia. 65,500
NMonglstand in
Progr e Banners Retargeting N £0.000
NMLonglsland in
Programmatic RchMeda Travel intender NY) 45,000
Travel Platforms Travel krender ALL
Barowesinativelcusto
Expedia Geoup: ml zocisvideo 250,000
Sejorn| Bannwrchidecinative 0 000
Trip Advisor] Bsrneesiidecinpive 10.000
N Bocling coml Barnersivdecinaive 135.000
oc|  BusShekers (20) Adults 2564 28400
Bakimore| OwpraiBuletins(T) |  pges25-64 23500
Now York | Digral Budeting (5] Adks 25-64 35,200 |
Long
Jorsey]  Vassous OOH Ades 25-64 138,000
b N Dipral Bulleting (5) Ades 25-64 s
,,,,, .
Temestrial 60, e tond Urban formats Meuso

Soul of America, BET,

Travel lntondes -
Do Diral anewes, OLV, CTV, nari A A
Pald Social TE0 Gen pop A 35-64

" Limited television schedules during Holiday veckends

NOTE: Digital media costs are inolusive of ad serving fees

150K overage to cover Expedha mid-Feb theough 5524 stant.

§

2.363.500

2.300.000
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Spring/Summer ‘24 Spend by Market

Market

New York (northern NJ/Long
Island)

Washington, D.C.
Baltimore
Philadelphia

Pittsburgh

Harrisburg

Channel Mix

OTT/CTV, Video, OOH, Digital Audio,
Digital Display, SEM

Broadcast TV, CTV/OTT, Video, OOH, Terrestrial

Radio,
Digital Audio, Digital Display, SEM

Broadcast TV, CTV /OTT, Video, OOH, Terrestrial

Radio,
Digital Audio, Digital Display, SEM

Broadcast TV, CTV/OTT, Video, OOH, Terrestrial

Radio,
Digital Audio, Digital Display, SEM

Broadcast TV, CTV/OTT, Video, Digital Audio,
Digital Display, SEM

Broadcast TV, CTV/OTT Video, Digital Audio,
Digital Display, SEM

TOTAL:

Spend ($)

$568,528

$776,827

$493 564

$633,792

$260,133

$220,656

Spend (%)

$2,953,500

192%

26.3%

16.7%

21.4%

8.8%

7.4%



Spring/Summer Campaign by Channel

Video - $134,400 Broadcast & Connected TV- $1,459,000
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Sm/Surﬁrher Cxamkjck')\algn by Channel

Audio - $134,400

92QQAMS

i Maryons 95.9FMm

Magic

magicbaltimore.com

Pl ~:~. / - i y - .
YOU'RE WELCOME ﬂ u . ﬁ

-

g Visit Maryland

'V\I'\ulv

102.3 92.7

The Real Sound of the DMV

Philly’s Best R&B and Classic Soul

WDAS

105.3 FIM

Plan your Maryland
vacation today.

Digital Display -

-
Maryland

Planning s celebration-worthy stay?

YOU'RE WELCOME

-
Maryland

$913,500

For world-famous flavors
In Central Maryland?

YOU'RE WELCOME




. ,.~.~V.;. -~ Spring/Summer Campaign
by Channel

1 e Sponsorship (Digital) - $55,000
. . .~ {3 Undertone

£ YouTube

of Maryland seafood?
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Marketing Updates

Began incorporating Hispanic audience-targeted
element into spring/summer campaign (+$275K
spend) and into others going forward

Increased use of targeted geofencing: $2.2-to-1 ROl on
Atlantic City boat show; next will be Norwalk boat
show in the fall

Completed new winter-themed assets, created and
will deploy new winter-themed TV spots

Fish & Hunt Maryland joined with other agencies to
push new marketing around eradication of invasive

species initiative
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Top 10 Website Content

(July 1, 2023 - May 31, 2024)

Page title and screen class ~

Maryland Events | VisitMaryland.org

Visit Maryland | VisitMaryland.org

Fairs & Festivals | VisitMaryland.org

10 Can't-Miss Things to Do in Baltimore | VisitMaryland.org
Holiday Light Displays | VisitMaryland.org

13 Great Maryland Beaches | VisitMaryland.org

25 Free (or Nearly Free) Things to Do in Maryland |
VisitMaryland.org

Take a Maryland Fall Foliage Trip | VisitMaryland.org
Maryland's Scenic Byways | VisitMaryland.org

4th of July Celebrations | VisitMaryland.org

+ Views

5,492,710
100% of total

332,849
260,962
147,310
115,377
94,595
80,427
70,696
68,400
65,598

63,844

e Total website views increased 10% and
sessions increased 15% YoY
Home page visitation increased 22% YoY

Sessions

3,292,422

100% of total

86,945
230,883
65,091
105,835
82,607
78,031
64,930
62,950
55,307

61,710

Engaged

2,125,345
100% of total

66,076
74,867
46,422
72,221
57,495
38,511
42335
25,265
22,051

47,352

Average session

2m 22s

Avg 0%
2m 48s
45s
1m 37s
1m 55s
2m 47s
1m 39s
2m 09s
49s
52s

2m 30s

Engagement

32.43%
71.32%
58.24%

69.6%
49.35%

65.2%
40.14%
39.87%

76.73%




Competitors Prospecting in our Region

State
Florida

West Virginia
Puerto Rico
South Carolina
Virginia
Maryland
Massachusetts

Delaware

Marketing Budget 2023
$54,456,106
$23,467,111
$17,600,000
$14,052,826
$8,487,000
$10,058,800
$5,031,600
$1,000,000

Federal Reserve Bank of St. Louis:

The total global media inflation rate in
2023 was 3.3%. The inflation rate for
online media was 4.4%, and offline was
1.7%. Out-of-home (OOH) advertising
had the highest inflation rate (5.4%) in
2023, and magazines had the lowest
(-2.5%).

34



FISCAL YEAR 2021 - 2025 Maryland
Tourism Development Board Budget

FISCAL YEAR 2021 - 2025
Maryland Tourism Development
Board Budget

Fiscal Year 2021

Fiscal Year 2022

Fiscal Year 2023

Fiscal Year 2024

Fiscal Year 2025

FISCAL YEAR ALLOWANCE

MTDB Special Funds 158,800 158,800 158,800 200,000 200,000
MTDB Appropriation 10,660,000 10,660,000 12,400,000 13,376,000 13,366,000
COMBINED TOTAL 10,818,800 10,818,800 12,558,800 13,576,000 13,566,000
DMO Grants - Tourism Promotion Act

2008 2,625,000 2,500,000 2,500,000 2,500,000 2,500,000
MTDB 8,193,800 8,318,800 10,058,800 11,076,000 11,066,000




MTDB (Expenses)2021 - 2025
MTDB

Fiscal Year 2021

Fiscal Year 2022

Fiscal Year 2023

Fiscal Year 2024

Fiscal Year 2025

Domestic Advertising

-Media Purchase 4,188,829 4,313,829 5,685,050 7,000,000 7,000,000
- Media Service Retainer 208,896 208,896 213,180 220,000 220,000
-Production 282,376 282,376 350,000 500,000 500,000
- Production Service Retainer 425,544 425,544 450,540 450,540 450,540
Sales Promotion

-Domestic 30,000 30,000 50,000 50,000 41,000
-International *** (CRUSA and Canada) 450,000 450,000 600,000 600,000 599,460
- American Bus Association 125,000 125,000 125,000 125,000 125,000
Printing & Production -- offset by special funds

revenue 462,000 462,000 480,000 50,000 50,000
Press and Public Relations 182,030 182,030 182,030 200,000 200,000
Research 250,000 250,000 300,000 300,000 300,000
Development Program

- Matching Grants (PSGP/Open for IT!) 1,000,000 1,000,000 1,000,000 1,000,000 1,000,000
- Inquiry Fulfillment/Call Center 73,154 73,154 85,000 90,000 90,000
- Website Development/Maintenance 338,000 338,000 338,000 350,000 350,000
- Product Development (incl. grants match) 177,971 177,971 200,000 200,000 140,000
Total MTDB (Expenses) 8,193,800 8,318,800 10,058,800 11,135,540 11,066,000
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Advertising and Communications
$8,170,540

- Continue to promote Maryland to consumers in

NY, Philadelphia, Pittsburgh, Washington, D.C,

Baltimore and Cleveland

. Utilize research to communicate Maryland’s

attractiveness as a destination to the “new”
audiences

- Build upon “You're Welcome” messaging



Domestic & International
Sales and Promotions

$599,460

« Continue International Marketing Efforts with

Capital Region USA (CRUSA) in the United
Kingdom, Germany and France/BeNelLux

« Continue promotional efforts in Toronto, Canada

Continue with Tour & Travel promotional efforts,
especially for groups doing multi-night stays

-One motorcoach spending one night at a destination can generate as much as $12,000 for
the local economy in meals, lodging & other spending ‘
38 &



Publication Printing & Production
$200,000*

Develop, produce and publish printed, digital
and video content, which appeals to prospective
visitors as well as support new products and
multicultural marketing activities

* There is $400,000 in printing expenses that is offset by advertising revenue of $200,000



Digital Development
$350,000

Work with newly selected vendor to continue to build
upon learning of the consumer’s website journey
Enhance staff's ability to continue to manage in-house
digital communications that are responsive to
customer needs




Press and Public Relations

$200,000
Continue to grow interest from the emerging

markets in Maryland, New York, Ohio and
Pennsylvania by pitching the differentiators

Develop social media programs that support
ongoing marketing themes and drive traffic
to the website

Continue efforts with CRUSA and in Toronto,
Canada

Showcase value of OTD to our stakeholders

4 ""



Résea rch
$315,000

Analyze the trends affecting tourism to Maryland
and assess the performance of Maryland’s tourism

Manage consumer research to evaluate and plan
for future promotional, and outreach efforts

Report on performance of tax codes associated
with the Tourism Promotion Act of 2008

Measure the impact of tourism on Maryland’s
economy — partner with MDMO on economic
Impact report for the State and the counties




Matching Grant Program
$1,000,000
Grant program designed to generate
multi-night stays:
Extend marketing reach by working with regional
programs and individual partners

- Support OTD marketing initiatives such as the
Great Chesapeake Bay Loop, Most Powerful UGRR
Storytelling Destination in the World and Trall

System Second-to-None!
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Destination Marketing Organization Grants

$2,500,000

- Grantterm is July 1, 2024 to June 30, 2025

- Primary purpose is to promote multi-night travel

- Incentives for ad co-ops and You're Welcome
branding

. Awards are based on a base grant of $20,000,
percentage of:

- FY24 DMO direct cost investment

- FY24 DMO growth in direct cost investment

- County accommodations tax growth in FY 24 over

average of FY22-24 @



Inquiry Fulfillment & Call Center
$90,000

Respond to prospective visitors who request
Maryland travel information — via web, reader
response cards, online info box and in-house call

center

In-house call center/fulfillment operations allows for
cross-utilization to augment staff and high-quality
customer service
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Tourism Development

$140,000
Develop & package under-utilized visitor resources —
new initiatives include story-building for Maryland’s
Indigenous People (MD 250th) and Belongability (2025
World Pride and Accessible Travel)
Maximize partnerships and alliances with federal, state
and local stakeholders including Scenic Byways (FHWA)
and Chesapeake Gateways (NPS)
Advise, collaborate and potentially contribute to

Industry association marketing programs that grow
tourism tax revenue to the state



Next MTDB meeting dates

Friday, September 13, 2024

Time: 10:00 am - 12:00 pm

Agenda: Regular Update Meeting

Location: Merriweather Lakehouse Hotel
10209 Wincopin Circle, Columbia, MD 21044

Friday, November 1, 2024

Time: 10:00 am - 12:00 pm

Agenda: Annual Meeting with Chair/Executive Committee Elections
Location: TBD




A VIRTUAL “VISIT” WITH THE
MARYLAND OFFICE OF TOURISM

Date Tuesday, June 18, 2024
lime 12:00 PM - 1:30 PM
Where A Virtual Meeting via Google Meet

Learn about who we are, what and how we inspire travelers to visit Maryland

Guide your marketing decisions with visitation research

Hear about seasonal and themed advertising and social media campaigns

Gather ideas and tools to promote your destination/attraction/business

Receive “Ways to Work with Us"” Tool Kit to maximize opportunities to promote events, package and initiatives.



https://www.google.com/url?q=https://forms.gle/7rxvEn3qqgZEgk757&sa=D&source=editors&ust=1718039404756820&usg=AOvVaw298dqDwf71M26LsMhgu0Pv
https://www.google.com/url?q=http://industry.visitmaryland.org/&sa=D&source=editors&ust=1718039404756985&usg=AOvVaw2XyQ-NtUSQK_7PsV-ALaRo

THANK YOU
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