
 

 

 

MARYLAND TOURISM DEVELOPMENT (MTDB) BOARD  
QUARTERLY MEETING MINUTES 

November 1, 2024 | 10:00 a.m.- 12:00 p.m. 
901 W Pratt Street, 

Baltimore, Maryland, 21223 
 

 
 
MEMBERS PRESENT 
 
Al Spence, A.S. Midway Tours 
Ben Seidel, Real Hospitality Group 
Cassandra Vanhooser, Talbot County 
Department of Economic Development and 
Tourism 
Chris Riehl, Rent-A-Tour 
Del. Wayne Hartman, Maryland House of 
Delegates 
Juan Carlos Linares, Federal Realty  
Investment Trust 
Melonie Johnson, MGM National Harbor 
Rick Howarth, Levy Restaurants 
Robert Arthur, The Ivy Hotel 
Sandy Turner, Cecil County Tourism 
Shelonda Stokes, Downtown Partnership 
Tonya Fitzpatrick, Esq., World Footprints,  
LLC 
Dave Ferraro, Friends of Patapsco  
Valley State Park 
Andrew Frank, Cap Advisory 

 
 
 
MEMBERS ABSENT  
 
Ashley Chenault, Charles County Tourism 
James Mathias, University of Maryland  
Eastern Shore 
Gerardo Martinez, Wild Kid Acres, LLC 
Leverne McElveen, Levern McElveen & 
Associates, LLC 
Heather Shaffer Braue, CFG Bank Arena/Oak 
View Group 
Del. Melissa Wells, Maryland House of 
Delegates 
The Honorable Kate Frye-Hester, Maryland 
State Senate  
Nancy King, Maryland State Senate 
 
 
 
 
 

 
 
EXECUTIVE COUNCIL  
 
Ruth Toomey, Maryland Tourism Coalition 
Ashley Cottrell, Maryland Sports 
Amy Rohrer, Maryland Lodging Association 
 
 
DESTINATION MARYLAND ORGANIZATIONS (DMO) 
 
Kristen Goller, Talbot County Economic 
Development and Tourism 

Trish McClean, Visit Baltimore 



April Plummer, Queen Anne’s County 
Economic & Tourism Development 
 

Dan Spedden, Hagerstown-Washington County 
CVB 

             
COMMERCE STAFF:  
 
Liz Fitzsimmons, Managing Director 
Brian Lawrence, Advertising and Content 
Cynthia Miller, Strategic Partnerships & PR 
Marci Ross, Tourism Development 
 
 

 
 
 
Rich Gilbert, Travel Trade 
Rianna Wan, Research 
Daesha Elliott, Advertising and Content 
Greg Bird, Advertising and Content 
 
 

    
I. ​ CALL TO ORDER 

 
a.​ Board Melonie Johnson called the meeting of Friday, November 1, 2024, to order and noted 

that the meeting is being recorded. Johnson called for a motion to approve the minutes of 
9/13/24. A motion to approve was made and seconded and the minutes were unanimously 
approved. MTDB member introductions followed with brief industry updates. 

b.​ Johnson thanked Kris Hoellen, President, B&O Railroad Museum for hosting this meeting 
at the museum. Hoellen welcomed everyone and provided historical context of the 
museum, presented the new 200-year anniversary logo and explored plans for development 
including renovation projects as well as a new website.   
 

II.​ BOARD CHAIR NOMINATION & ELECTION - Sandy Turner, Tourism Coordinator, Cecil 
County Tourism 
 
c.​ Current co-chairs Melonie Johnson and Ben Seidel terms are ending. Johnson introduces 

Sandy Turner, Maryland Tourism Development Board member and Cecil County Tourism 
Coordinator who offers a round of applause to current board chairs.  Nomination forms 
were distributed and returned by October 15, 2024. Members of the board are asked to 
review the board slate and Johnson requests any final nominations. Turner takes a vote of 
board members in favor of the slate.  The board slate is approved. Liz Fitzsimmons thanks 
the incoming members for their service. 
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III.​ EXECUTIVE DIRECTOR REPORT - Liz Fitzsimmons, Managing Director, Office of 
Tourism & Film 
 
d.​ Fitzsimmons presented on several key topics: 

 

 
 
 
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.    
 
Three Measurable Objectives = One Outcome  

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 
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Maryland’s Leading Five (Differentiators) 
●​ The Most Powerful Underground Railroad Storytelling Destination in the World 
●​ Maryland’s Trail System Second-to-None 
●​ 18 Scenic Byways   
●​ Fish & Hunt Maryland 
●​ The Great Chesapeake Bay Loop 

 
e.​ RESEARCH UPDATES 

Fitzsimmons presented the Office of Tourism’s third quarter report card: 
 

Domestic Visitor - Length of Stay & Percent for Overnight Visitors 
●​ Repeat Visitor: Someone who has visited Maryland multiple times within the last 12 

months. 
●​ The POIs/Geofencing data is captured domestically but not internationally. 

Domestic Visitor Top DMA - Q3 2024 
●​ Baltimore was not taken out of the data pool, it may not show due to the distance (under 

50 miles) 
●​ Pittsburgh has been flat, and the office is communicating with the agency about strategy 

changes 
●​ Visitation from Richmond, VA sparking conversations about a shift in budget, but military 

activations in the area could be resulting in “friends and family” travel 
●​ TV DMA map provided for further explanation on DMAs in the region 
●​ Board members requested to see other states data for comparison 
●​ OTD has asked Marriner to provide more information about Richmond visitors 
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https://public.tableau.com/app/profile/amirgnyawali/viz/TVDMAmap/Sheet1


●​ Our vendor Tourism Economics (TE) works with their sub-contractor NEAR, a 
geolocation partner who provides us the visitor intelligence data by tracking mobile 
devices. The data is integrated by TE for detailed analysis of visitor patterns. This tracks 
visits to our destination on the following criteria: 

• Origin 
• Destination (by study geography, neighborhoods, and individual points of 
interest) 
• Length of Stay 
• Day vs. Overnight 
• Weekend vs. Weekday 
• Demographics of US visitors (age, income, and race) 
• 100 Points of interest (POI) in 25 counties and cities 
• Cross-visitation (across regions and POIs) 
 

Event Analysis 
Using the dynamic mapping feature of POIs with dates, allows for the evaluation of any 
event with the sample size to determine the profile of the visitors. Analyze the impact on 
the community by In-market behavior. Using device-level detail to track activities and 
visitor flow in and around the destination. 
 
This is one of the 10 categories on the Symphony Dashboard Platform that TE Created for 
Maryland Office of Tourism (OTD). It’s a platform that gathers most of our tourism 
related data; some main dashboards and monthly summaries are posted on our industry 
site: https://industry.visitmaryland.org/research-symphony-dashboard. 

 
Domestic Visitor - Top Places Visited in Q3 2024 

●​ Ocean City’s visitation by POI data (based on mobile devices) decreased in Q3 of 2024 
(July to September 2024) compared with Q3 in 2023. The geolocation data showed that 
visitors went through BWI in Q3 2024 was 1.4%, it was less than half of the Q3 2023 
(3.1%) - We had less visitors coming to Maryland in Q3 2024. This is one reason for the 
decrease in visitation to OC 

 
●​ Fitzsimmons notes that Pennsylvania and Virginia are spending a lot of money in our 

market 
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https://industry.visitmaryland.org/research-symphony-dashboard


​ Website Stats 
 

Website Traffic for the Past 5 Quarters 

 
Demographic Information 

●​ Racial data cannot be provided due to privacy permissions 

 
Top 10 Website Content 

1.​ visitmaryland.org/ 
2.​ /events-calendar 
3.​ /things-do/events-fairs-festivals 
4.​ /article/4th-of-july-celebrations 
5.​ /list/great-maryland-beaches 
6.​ /scenic-byways 
7.​ /10-cant-miss-things-do-baltimore 
8.​ /events/maryland-state-fair-0 
9.​ /list/plan-your-maryland-vacation 
10.​ /things-to-do/free-things-to-do 
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Where is the Traffic Coming From? 

 
Top Campaigns 

 
Paid Advertising Landing Pages & Views 
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Social Media - Top 10 Pages 

 
QR Codes 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
SEO Overview 

●​ Significant wins YoY are Accommodations Listings View and Event Listings View 
●​ Google Search page one keywords increased 36% YoY reaching 132,620 
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Partner Referrals 
●​ Visitmaryland.org had nearly 210,000 clicks to partner sites from July-September 

2024 
 
Annual Report 

●​ Last year’s Spring/Summer campaign ROI was $34 to $1 
●​ New Chesapeake Bay Loop Travel Guide published; also, a set of short-form 

videos produced, and workshops conducted 
●​ First-ever OTD ‘Virtual Visit” with partners and DMOs 
●​ Public Relations: $55 million in earned media 

 
Competitive Marketplace Marketing Budget​  

●​ $13.3 million is disbursed to the Maryland Tourism Development Board (MTDB) for the 
purpose of tourism promotion 

●​ Of that $13.3 million, $2.5 million is distributed to the 25 State of Maryland-recognized 
Destination Marketing Organizations (DMOs) through a competitive grant formula. 

 
 

Tourism Sales and Use Tax Revenue FY 2019 to FY 2024 
●​ FY24’s total sales and use tax hasn’t been released due to the tax filing system upgrade at 

the Maryland Comptroller’s Office 
●​ Fitzsimmons and Delegate Wayne Hartman addresses the under-reporting of hotel tax 

codes and states they are seeking answers from the Comptroller’s Office 
●​ Based on the first 5 months of FY24’s tax revenue, nearly $747 million in revenue can be 

attributed to Maryland tourism 
●​ Revenue is up nine percent compared to FY23, the trend shows that it will likely reach, or 

even exceed FY23 totals 
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Maryland Alcohol Manufacturing Promotion Fund Application Now Open 

●​ Best submissions are about the products or educational seminars about how to get into the 
industry 

 
Fitzsimmons concludes by showing the Brand USA Beach Battle video in Crisfield. 

 
f.​ TOURISM DEVELOPMENT -  

Marci Ross, Senior Assistant Director, Office of Tourism & Film 
 

DMO Grant Program 
●​ FY24 - Closeout is complete 
●​ FY25 Next Steps: 

o​ Grant Application Kits are due to OTD no later than 11/15/24 
o​ Annual training was held on 9/11  
o​ Qualifying Expenditure Report training set for December 
o​ OTD & DMOs kicked-off a future -facing discussion on 10/18; Timeline is set 

for FY26 potential policy changes 
 

Leveraging Federal Funding Partnerships  
●​ National Park Service Chesapeake Gateways Grant: 

o​ All projects and closeout process are complete 
o​ $204K in federal funds; $201K in state funds 
o​ Outputs include: 

▪​ Multi-form videos 
▪​ Consumer Research Study 
▪​ 20 new Storyteller Tour Guides from 14 Businesses 
▪​ New GCBL Getaway Guide 
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●​ Federal Highway Administration: 
o​ $824K Marketing Maryland Scenic Byways Grant Project - 

Implementation is underway for four sub-projects 
o​ Cape to Cape Byway/Driving Tour - Sub-project has 100% concurrence and 

is underway 
o​ PENDING: $1M C&O Canal Byway Corridor Management Plan & 

Implementation Grant Application - due to FHWA on 12/16  
 

Stabilizing Welcome Center Operations  
●​ SITUATION: 

o​ Facing continuing challenges for staffing seven days/week 
o​ Operating hours continue to be erratic with negative customer service and 

employee impacts 
o​ Department of Budget and Management guidelines for contracted employees 

make it hard to close operations seasonally or open a regular 5-day week 
o​ More than 223,000 visitors enter Maryland’s eight Welcome Centers in FY 

2024 
o​ The State Highway Administration owns the facilities, and they are always 

open 
 

●​ SOLUTION: 
o​ Transitioning all eight centers to Thursday-Monday daily operations 
o​ Updating WC door graphics to direct consumers to visitmaryland.org 
o​ Conducting annual effectiveness review for the Secretary’s office 

 
g.​ STRATEGIC PARTNERSHIPS/PR/SOCIAL MEDIA -  

Cynthia Miller, Assistant Director, Office of Tourism & Film 
 

Media Exposure 
●​ Washingtonian: 8 “Haunted” Hotels for a Spooky Getaway Near DC 
●​ WJLA’s Road-Trippin’ Series: (Value-Added): 

o​ Discover Maryland with the Chesapeake Bay Storyteller Program! 
o​ Experience the Maryland Catfish Trail! 
o​ Maryland Fall Road Trip 

 
Public Relations  

●​ CRUSA’s LGBTQ+ International FAM Tour: 
o​ November 16-23, 2024 
o​ 5 Travel Writers representing UK, France, Germany/Austria and UK PR 

Representative 
o​ CRUSA Partnership 

▪​ Support ongoing OTD areas of focus 
▪​ Fall Travel 
▪​ Holidays 
▪​ Byways 
▪​ Alcohol 
▪​ Diverse Travel 
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https://www.washingtonian.com/2024/09/30/haunted-hotels-for-a-spooky-getaway-near-dc/?utm_source=rss&utm_medium=rss&utm_campaign=haunted-hotels-for-a-spooky-getaway-near-dc
https://wjla.com/good-morning-washington/discover-maryland-with-the-chesapeake-bay-md-storyteller-program-local-touism-hop-aboard
https://wjla.com/good-morning-washington/experience-the-maryland-catfish-trail-maryland-tourism-fishing-experience-natural-resources-fun-explore-
https://wjla.com/good-morning-washington/maryland-fall-road-trip-scenic-byways-and-beautiful-driving-horse-country-restaurants-places


2024 Destination Maryland Award Winners  
●​ Maximizing Opportunities: 

o​ Charles County, Brumate and Ace Hardware Campaign 
 

●​ Market Expansion: 
o​ Worcester County, “Let’s Go” Campaign 

 
●​ Leveraging Partnerships: 

o​ Allegany and Garrett Counties, “Make It. In the Mountains!” Campaign 
 

●​ Transactional Opportunities: 
o​ Talbot County and the Avalon Foundation, “Plein Air Easton and Arts Festival” 

 
2024 Destination Maryland Awards  

●​ Nominations received from DMOs in four categories: 
o​ Leveraging Partnerships 
o​ Maximizing Opportunities 
o​ Market Expansion 
o​ Transactional Opportunities 

●​ Eligible projects and campaigns conducted from September 1, 2023 - August 31, 2024 
●​ Awards presented during the Maryland Travel and Tourism Summit, November 6, 2024 

 
h.​ MARKETING UPDATE – 

Brian Lawrence, Assistant Director, Office of Tourism & Film 
 

RFP Updates  
●​ Publications: Awarded to Miles Partnership; received  BPW approval on 10/30 
●​ Digital/Website: Awarded to Mojo; awaiting BPW approval  
●​ Video Production: Vendor selected; awaiting delivery of contract for signatures 

 
Fall 2024 Advertising Campaigns  

●​ Fall Travel: $335K (completed) 
●​ Fall Byways: $562K (ongoing) 
●​ Intl UGRR Month: $55K (completed) 
●​ Total: $952K 
●​ Media Outlets Include: Over Air & Connected TV/Radio/Display-Retargeted Digital/ 

Measured Media 
 

Advertising Updates  
●​ 2024 ‘Welcome Home for the Holidays/Winter’ digital campaign runs beginning in 

November and through February of 2025: 
o​ First time - Winter TV spots run to showcase wintertime travel 

●​ Active outreach for Deals & Discounts now part of both Holiday and Winter campaigns 
 

Marketing Expansion - Inclusive Travel  
●​ New visual assets from recent photo shoots of Hispanic festivals across the state 
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i.​ TRAVEL TRADE UPDATE – 
Rich Gilbert, Manager, Office of Tourism & Film  

 
Upcoming Events 

●​ National Tour Association Travel Exchange 
●​ Huntsville, AL 

o​ One-on-One appointments 
o​ Maryland Sales Presentation  
o​ Partnering with Dynamic Destinations to host Tour Operator breakfast 
o​ Speaker Panelist on Partnering 

 
●​ American Bus Association Marketplace 
●​ Philadelphia, PA: 

o​ One-on-One appointments (2 sets) 
o​ Maryland Trade Show booth  
o​ Marketplace Reception - will feature some type of Maryland fare  

 
●​ IPW 

o​ Co-operative opportunity! 
o​ June 14-18, 2025, in Chicago, IL  
o​ Appointments with buyers from our primary international markets of Canada, 

United Kingdom, German, French markets, plus domestic inbound receptive 
operators 

IV.​ Overall Updates - Liz Fitzsimmons, Managing Director, Office of Tourism & Film  
●​ Baltimore Convention Center Task Force On-going 
●​ Winery and Vineyard Grant Program Opens shortly 
●​ Maryland Alcohol Promotion Fund New round opening shortly 
●​ Maryland Welcome Centers - normalizing operating hours 

 
V.​ Board Member Updates 

●​ Downtown Partnership - Shelonda Stokes 
o​ Preakness 150 – Pimlico (state-owned) 
o​ Preakness 151 – Laurel  
o​ Preakness 152 – Pimlico  
o​ First Lady Moore is leading in partnership with 

●​ Rent-A-Tour - Chris Riehl 
o​ MPT hosting a tourism night pledge drive on 12/11 at their studio in Owings Mills 

●​ World Footprints, LLC -  Tonya Fitzpatrick, Esq. 
o​ The Explorers Club designating Hope Spots – organizations focusing on 

conservation 
●​ MGM National Harbor – Melonie Johnson 

o​ Maryland tax impacting casino businesses and operations 

VI.​ Reports from the Industry 
●​ Maryland Association of Destination Marketing Organizations – Cassandra 

Vanhooser 
●​ Maryland Hotel and Lodging Association - Amy Rohrer 
●​ Maryland Sports – Ashley Cottrell 
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●​ Maryland Tourism Coalition - Ruth Toomey  
 

Liz Fitzsimmons presents Melonie Johnson with flowers and a gift celebrating her service as a 
board chair. 
 
Ben Seidel closes with a motion to adjourn the meeting. 

 
VII.​ Adjournment  

 
Upcoming MTDB meeting 

 
Friday, January 9, 2025      
Time: 10:00 am - 12:00 pm  
Agenda: TBD 
Location: The Hotel at Arundel Preserve 
 
 

Announcing 

 
 

https://mdtourism.org/maryland-tourism-travel-summit/program/ 
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