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FY27 CO-OP | Program Overview

The Maryland Office of Tourism Co-op Program offers advertising opportunities backed by state funding to give participating 
destinations greater reach, stronger media buying power and more exposure. 

Goal:  
Create greater impact for Maryland destinations while collectively growing the state’s visitor economy.

Objective:
Give participating DMOs greater reach, visibility and marketing value than they could achieve independently. 

Strategy:
Combine DMO investment with OTD’s funding, buying power, brand reach and marketing support through flexible, turnkey 
opportunities. 



Diversified 
media mix to 
include digital, 
outdoor, custom 
content, and 
other integrated 
marketing 
opportunities
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FY27 CO-OP | Built to Evolve

Over the years, the Co-op program has evolved with your needs.  

Co-op 
opportunities 
built from DMO 
survey feedback 
and partner 
needs

Co-op 
opportunities 
per areas of 
interests (water, 
culinary, history & 
heritage, outdoor 
recreation)

Custom 
opportunities
around itinerary-
based travel, 
multicultural 
travelers, and 
emerging traveler 
interests

Media partner 
contacts for 
direct DMO 
access and 
outreach

We will continue to adapt and grow the Co-op program. 
Your feedback is important to us. 

There will be more program assessment and surveys in the future!
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FY27 CO-OP | Why Participate

● Amplify Your Reach with statewide campaigns targeting qualified travelers.

● Stretch Your Budget thanks to statewide buying power, negotiated rates and state-supported funding.

● Get Built-in Expertise from the state’s marketing team and agency partners on program development.

● Maximize Exposure with targeted, strategic placements as well as bigger, more eye-catching collective 
placements.

● Drive Visitors Directly to your channels while elevating Maryland as a whole.

The Co-op Program offers cost match advertising opportunities and access to specially negotiated rates. 

This year’s program is supported by $150,000 in state funding to amplify your marketing efforts.
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FY27 CO-OP | 2026 Participation Summary

THANK YOU TO ALL 2026 
PARTICIPANTS!
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FY27 CO-OP | Collective Tourism Impact

Bring your destination stories together with Maryland’s brand platform to showcase the breadth of Maryland 
experiences and strengthen our collective impact. 

Get the Co-op Ad Tool Kit 
available on the 
Visit Maryland WebDAM.

Learn about the Co-op 
Program, Participant 
Checklist, WebDAM 
Photography Usage, Ad 
Templates, Anatomy, 
Typography and more.



FY27 Co-op Program Details



FY27 CO-OP | Planning Parameters
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Objectives

● Increase awareness and consideration of Maryland and participating destinations among target travelers
● Drive travel demand by generating trip planning, website traffic, and visitation/bookings for OTD and participating 

DMOs

Target Audience

● Travel intenders age 25-64, mostly married/partnered, HHI $100K+, 2+ travel members
● Custom targeting opportunities in digital
● Provides audience diversity in media placements

Geography

● Maryland (Baltimore metro/state of Maryland), Washington D.C., Ohio (Cincinnati, Cleveland, Columbus), New York 
(NYC, Long Island), New Jersey, Pennsylvania (Pittsburgh, Harrisburg, Philadelphia), Virginia (northern VA, Tidewater 
region, Richmond)

Budget

● $150,000



● Tell One Maryland Story – Connect destinations through shared travel experiences and cohesive storytelling.

● Elevate the Audience – Reach more affluent, travel-minded consumers in premium environments.

● Maximize Co-op Buying Power – Unlock higher-profile opportunities DMOs may not access independently.

● Expand Travel Audiences – Reach both leisure travelers and group travel decision-makers.

● Balance Inspiration + Performance – Pair storytelling with measurable digital opportunities.

FY27 CO-OP | Media Strategies

9



FY27 CO-OP | Partners
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FY27 CO-OP MEDIA:
Consumer Print
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Southern Living
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As one of the top paid monthly magazines in the country, Southern Living is consistently our most popular program 
with DMOs year after year. Its April South’s Best issue lands right when readers are planning spring and summer travel.

Southern Living

Circulation

398,200

Geographies

DC, DE, MD, NJ, NY, 
PA, VA

Space & Material 
Deadline

12/5/26 & 12/19/26

Flight Dates

April 2027
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A narrative storytelling opportunity in the April 2027 South’s Best Issue celebrating destinations 
shaping the South’s culinary scene.  The 2027 approach is a fully custom, editorial-style Maryland 

section with each participating destination woven into one cohesive story.

Southern Living

OTD Participation

FP custom content and presenting 
sponsorship   $22,440

Visit Maryland branding throughout 
participating pages

DMO Participation

Full page $22,500

½ page $11,220

⅓ page $7,500

Added Value: 

Reader Service listings + Featured Destination 
pending participation level

Maryland, Served will explore how food brings the state to life, from Chesapeake traditions and waterfront tables 
to mountain breweries, family-owned institutions, global flavors and emerging culinary talent. The final narrative 
will be shaped around participating destinations, with food serving as the invitation to discover everything else 
Maryland has to offer.
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Southern Living - Branded Content Example
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Southern Living - Last Year’s Participation
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Southern Living - Last Year’s Participation
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Travel & Leisure
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Elevate Maryland’s story within a trusted travel environment reaching affluent travelers seeking distinctive 
experiences and destinations. 

Travel & Leisure

Circulation

370,000

Geographies

East of Mississippi 

Space & Material 
Deadline

3/1/27 & 3/8/27

Flight Dates

June 2027
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Extend the storytelling approach within Travel & Leisure’s June 2027 issue focused on Summer Escapes. Content would 
showcase the diversity of experiences within the state to entice visitation.

Travel & Leisure

OTD Participation

FP custom content and presenting 
sponsorship  $24,000

Visit Maryland branding throughout 
participating pages

DMO Participation

Full page $24,000

½ page $12,000

¼ page $6,000

Added Value: listing on in-book promo 
page

Full-page advertisers in both Southern Living and 
Travel & Leisure can receive choice of sponsorship 

of 1X SL or T&L newsletter, subject to availability 

Maryland, Made for Summer will feature the places and experiences that make the state an unforgettable 
warm-weather escape, including beaches, bays, mountain retreats, scenic road trips, outdoor adventures, 
festivals and vibrant towns. Seasonal flavors and open-air experiences will complement the broader summer 
travel story.
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Travel & Leisure - Branded Content Example
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Garden & Gun
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Garden & Gun reaches an affluent experiential traveler with enough disposable income to take multiple leisure trips, dine 
well, stay somewhere distinctive, and spend on experiences—but not necessarily seeking five-star luxury. 

Garden & Gun

Circulation

1,600,000

Geographies

National coverage 
w/ 69% in Southeast

Space & Material 
Deadline

1/7/27 & 1/14/27

Flight Dates

April/May 2027
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The April/May 20th Anniversary Issue will be a buzz-worthy issue and a direct lead-in as travelers 
plan for the Spring/Summer season. 

Garden & Gun

OTD Participation

FP advertorial  $22,500

DMO Participation

Adjacent branded content requiring
four participating DMOs. Additional 

space available; must be sold in 
increments of four.

¼ page $7,625

Rate Savings: 70% off rate card and 
national distribution
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Garden & Gun - Branded Content Example
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Food Network, The Pioneer Woman, and Country Living



28

Food Network and The Pioneer Woman are the two most powerful culinary brands with Food Network being the top 
culinary title on newsstands and The Pioneer Woman the #1 daytime TV show on the Food Network.

For 2027, we are expanding the Hearst buy to include Country Living, a broader lifestyle magazine covering food and 
travel—from road trips and weekend getaways to small-town exploration. This introduces Maryland to a new audience 
with a strong affinity for drive travel and destination discovery. 

Food Network, The Pioneer Woman and Country Living

Circulation

194,358

Geographies

DC, MD, OH, NY, PA, 
VA, DE, WV, NJ

Space & Material 
Deadline

1/9/27

Flight Dates

April/May 2027
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OTD Participation

3-page advertorial lead-in $15,000

(Section opener + advertorial spread 
leading into 8-page Maryland section)

DMO Participation

Full page $9,800 

½ page $6,400

Added Value: Addition of 3rd title with 
reduced pricing vs. last year

Food Network, The Pioneer Woman and Country Living
April/May 2027 Food Network and The Pioneer Woman Summer Issue

Country Living April 2027 issue featuring the Country’s Best Small Towns
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Food Network, The Pioneer Woman - Last Year’s Participation
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Blue Ridge Outdoors
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Blue Ridge Outdoors is the largest free outdoor lifestyle magazine and trusted guide to the best adventure in the 
Southeast. Readers are located within a day’s drive of Maryland and are devoted adventurers who enjoy road trips 
to explore new destinations.

Blue Ridge Outdoors

Circulation

80,000

Geographies

NC, SC, TN, GA, VA, 
WV, KY, DC, MD, PA

Space & Material 
Deadline

2/2/27 & 2/5/27

Flight Dates

Mar/Apr 2027
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March/April is Blue Ridge Outdoors’ Outdoor Families Issue with a focus on Hiking, Trails Adventure 
Guide and Spring fever Weekend Getaway Guide. Nice tie-in to Rails, Trails and Outdoor Rec theme.

Blue Ridge Outdoors

OTD Participation

No participation

DMO Participation

Full page ad or advertorial $5,200

½ page ad or advertorial  $3,000

¼ page ad or advertorial $1,600

Added Value: 40% rate discount + 
bonus sponsored Facebook post or web 

ad based on level of participation
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Blue Ridge Outdoors - Branded Content Example
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The Washington Post
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The Washington Post
Reach an affluent, engaged regional audience with strong proximity to Maryland and an appetite for 
culture, dining and distinctive getaways. 

Circulation

571K Daily

595K Sunday

Flight Dates

Jan - June 2027

Deadline

pending run date

Geography

Key DMAs
DMOs can select               

distribution markets
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The Washington Post

OTD Participation

No OTD participation 

DMO Participation

Option 1:  $7,200 Custom Content Reverse 
publication

Option 2: $5,500 – ¼ page Gatefold in Sunday 
Main News (8 positions maximum)

Option 3: $50-$250 CPM (Depending on Size 
and Placement) Visitor Guide Insert/Topper 
program into The Washington Post 
newspaper
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The Washington Post - Custom Content Reverse
A custom content piece created for digital then adapted and published in the print newspaper. 



39

The Washington Post - Gatefold
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The Washington Post - Visitor Guide Insert/Topper

Insert - A separate printed piece placed 
inside the newspaper, such as a flyer or 
booklet. 

Topper - A preprinted ad placed on top of 
the newspaper, so it is seen before the 
paper is opened. 



FY27 CO-OP MEDIA:
Digital Programs 
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Lonely Planet
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Lonely Planet
Celebrate Maryland’s recognition in Lonely Planet’s Best in Travel for 2027. Best in Travel is an iconic global 
event brought to life through a best-selling book and a premium, multimedia digital experience and global 
PR activation.

Estimated 
Impressions

2,500,000

Geography

Mix of national and 
geo-targeted

Flight Dates

Launch Feb 2027

Space + Mats 
Deadline

12/1 + 12/15
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Lonely Planet

Maryland will be investing in an amplification effort of the Best in Travel award showcasing 
the diversity of our great state. Complement this effort with a custom co-op Guide to 
Exploring Maryland execution.

OTD Participation

Match up to $5K per DMO

DMO Participation

$5,000 - $6,250 per DMO 

(8-10 DMO participants required)

● Package includes: (total 2.5M impressions)
○ “Guide to Exploring Maryland” content
○ Guide To Article w/photography
○ Guide To Social Carousel with 

photography
○ 8-10 slides (8 to 10 partner 

opportunities)
○ Partner tagging + licensing

*DMO cost will depend on number of participants. $50K total cost 
for package.
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Branded Content Example

Article Example

Guide to Example

https://www.lonelyplanet.com/articles/guide-to-summer-in-new-hampshire
https://www.instagram.com/lonelyplanet/p/DSa7lIDjE_o/
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AFAR.com
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AFAR.com
AFAR reaches affluent, influential and well-traveled consumers with a median age of 41 and average 
HHI $336K+, traveling domestically an average of 11X/year.

Estimated 
Impressions

3,330,000

Geography

Mix of national and 
geo-targeted

Flight Dates

Spring 2027

Space Deadline

1/29/27
Material deadline          
pending run date
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AFAR.com

Partner with AFAR to showcase Maryland as America in Miniature; One State, Endless 
Discovery. Opportunity to tell the Maryland story to affluent travelers and test digital custom 
content with the benefit of shared cost. 

OTD Participation

Advertorial Package $9,600

Match up to $5K per DMO

DMO Participation

$9,600 (4 DMO participants required)

● Package includes: (total 3.3M impressions)
○ Digital custom article
○ Promotion via ROS media with tabbed 

banner (geo-targeted)
○ 1X Wanderlust co-op email, geo-

targeted
○ Accompanying FP4C print advertorial in 

Spring 2027
○ End of campaign report provided upon 

program completion 
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AFAR.com - Digital Components

Virginia Beach example

Tabbed Banner

Wanderlust email

https://www.afar.com/magazine/kayak-hike-and-bike-in-off-season-virginia-beach
https://console.adventive.com/ad/demohtml/76360106-0138-482c-88ea-7c689f437273/0
https://email.afar.com/public/38837079


50

Washingtonpost.com
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Washingtonpost.com
Bring Maryland’s story to life through flexible digital opportunities that give DMOs greater choice in 
how they engage and inspire travelers. 

Estimated 
Impressions

Various

Geography

Customized based on 
DMO needs

Flight Dates

Run by 6/30/27

Space Deadline

2/28/27
Material deadline          
pending run date
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Washingtonpost.com

OTD Participation

Match up to $5K per DMO 

DMO Participation

$10K minimum

See next slide for program options

End of campaign report provided upon 
program completion 

Washington Post Digital and Washington Post Creative Group continually offer robust and diverse 
digital opportunities including custom content, social media creator and digital ad solutions.
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Washingtonpost.com
Option 1: “Feedworthy” - Feedworthy is a suite of short-form video solutions designed to leverage talented social 
media creators. It combines the engagement of the creators with the scale that only The Washington Post 
Creative Group (WPCG) can offer. Feedworthy offers a roster of vetted influencers to create content designed for 
distribution on IG, YouTube and The Washington Post.

● $15K | Creator Post | 1 organic IG post from your choice of creator, content amplified for 4 weeks on WP 
through 1MM mobile-only vertical video placements, post-campaign recap including social views, social 
engagement and amplification.

● $50K | Produced Video with Creator | One professionally produced video, featuring approved creator, 
published on WaPo.com, creator’s IG, WaPo YouTube, promotion on WaPo.com through 3.7MM native 
units with post-campaign recap.

Option 2: WPCG Custom Content Solutions

● $20k | Supplied Video or Post and Repromotion of prior published content | Amplified Post | Client-
supplied content amplified on WP and social with 1MM proprietary native placements.

● $30k | Custom Produced Video with your choice of interviews with Subject Matter Experts (SMEs), voice-
over and sound (music) | Published on WaPo.com and promoted through 1.3MM proprietary native 
placements including social.

Option 3: Digital Display | WaPo Ad Solutions

● $10k | Spotlight Video ($16.50 CPM) ) 606K impressions
● $10K | Spotlight Gallery (16.50 CPM) | Enables brands to showcase multiple products or features in a 

dynamic, interactive carousel—perfect for driving engagement and discovery. | 606K impressions
● $10k | Spotlight Audio XL ($16.50 CPM) | Transforms your branded audio content into a visually engaging, 

scroll-stopping format—driving discovery and listens across WaPo’s article pages. | 606K impressions.
● $15k | Spotlight Video Trailer ($16.50 CPM) | Enables brands to feature full-length, high-resolution videos 

and delivers an immersive viewing experience with a full screen media player that displays on click. 
909K impressions

http://wapo.com
http://wapo.com
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Sojern
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Sojern provides intelligent digital marketing solutions for the travel industry leveraging first-party data to 

effectively target travel intenders when they are actively planning.

Sojern

Estimated 
Impressions

600K-2M pending 
budget and creative 

format

Flight Dates

3 consecutive 
months within Jan-

June 2027

Space Deadline

3/15/27

(to execute by 6/30)
Material deadline          
pending run date

Targeting

Customized to 
DMOs including 

demographic, 
geographic & key 

motivators
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Sojern

OTD Participation

Match up to $5K per DMO

DMO Participation

Investment options of $1,500, $2,500, or 
$5,000 across display, native, and/or 

video.

Added Value: In addition to the OTD 
match, Sojern will match media value, 

delivering 3x value. 

Includes comprehensive end of 
campaign reporting.

*DMOs can run additional media with Sojern at preferred co-op rate.

The Sojern team will work with each DMO to build a custom marketing campaign to achieve your objectives. 

All participants will receive access to a portal to monitor campaign performance.
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Sojern

Package Investment OTD Match Sojern Match Total Media Value

Tier 1 $1,500 $1,500 $1,500 $4,500

Tier 2 $2,500 $2,500 $2,500 $7,500 

Tier 3 $5,000 $5,000 $5,000 $15,000

In addition to OTD’s match, Sojern also matches your media spend—meaning every dollar you invest works three times 
harder. This exclusive opportunity multiplies your reach and impact without increasing your budget.
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Expedia Group
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Expedia connects you with travelers actively booking Maryland hotels and flights, delivering strong 
return-on-advertising-spend (ROAS) and capturing demand early during peak January searches. 

Expedia Group

Estimated 
Impressions

800K - 2M

Flight Dates

1/1/27-6/30/27

Space Deadline

12/4/26 for Jan start
Material deadline          
pending run date

Targeting

Key drive markets or 
those users actively 

searching for 
Maryland
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Expedia Group

OTD Participation

Match up to $5K per DMO

DMO Participation

$5K minimum (minimum of 3 
participants)

Digital package includes display, native, 
social, and responsive ads along with 

one shared custom co-op landing page

Added Value: Expedia builds custom 
creative to deliver unified look and feel

End of campaign report provided upon 
program completion

Capture demand from travelers searching for Maryland and competing markets while influencing traveler 
booking decisions across the trip planning journey.
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Expedia

The Expedia campaign combines display, native, social, and responsive placements to maximize reach across Expedia and 
Hotels.com. All traffic drives to a custom co-op landing page showcasing participating DMOs, supported by Expedia-built 
creative for a unified look and feel. Ads run across Expedia properties, with 85% of impressions delivered on Expedia U.S. for 
scale and impact.

Position Dates Price Type Price Impressions Net

Flights | Results | Right 1 3/01/2026 – 8/15/2026 CPM $42 142,738 $5,995

Flights | Search | Native Marquee Card 1 4/23/2026 – 5/31/2026 CPM $28 80,000 $2,240

Flights | Search + Results + Infosite/Details | Center Inline Bundle 4/23/2026 – 5/31/2026 CPM $26 125,692 $3,268

ROS | Search | Partner Gallery 4/23/2026 – 5/31/2026 CPM $44 81,971 $2,869

Hotels | Infosite/Details | Right 1 4/23/2026 – 5/31/2026 CPM $40 94,200 $3,768

Hotels | Results | Destination Experience Gallery 4/23/2026 – 5/31/2026 CPM $50 44,880 $2,244

Hotels | Results | Right 1 4/23/2026 – 5/31/2026 CPM $42 47,857 $2,010

Vacation Packages | Infosite/Details | Right 1 4/23/2026 – 5/31/2026 CPM $39 206,846 $8,067

Social Media | Social Integration Package (SIP) | 3 Days 4/30/2026 – 4/30/2026 Flat Rate $14,075 1 $14,075

Flights | Results | Right 2 4/23/2026 – 5/31/2026 CPM $39 139,948 $5,458

Program Example:
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Elite Media Group
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EMG’s programmatic co-op offering empowers Maryland DMOs to drive high-value tourism through exclusive access to 
proprietary data tailored specifically to luxury, sports, and international travel intenders. 

Elite Media Group

Targeting

Custom campaigns 
targeting luxury, 
sports/events or 

international 
travelers

Estimated 
Impressions

900K-1.5M pending 
budget and creative 

format

Space Deadline

3/15/27

(to execute by 6/30)
Material deadline          
pending run date

Flight Dates

3 consecutive 
months within Jan-

June 2027
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OTD Participation

Match up to $5K per DMO

DMO Participation

Minimum investment of $5K across 
display, native, and/or video.

Added Value: In addition to the OTD 
match, EMG will match media value, 

delivering 3x value. 

Includes comprehensive end of 
campaign reporting.

*$30K minimum waived for this program

Elite Media Group

EMG pairs proprietary traveler data with custom campaign strategies, DMOs can showcase unique local drivers—from 
waterfront escapes and outdoor athletics to historic sites and culinary hubs— through custom programmatic media 
campaigns targeting luxury, event, and international travelers in desired geographies.

*OTD to review DMO international media buys and messaging to ensure synchronization with state activities. Similarly, OTD will assess any 
sports/events opportunities to understand how they could support Maryland’s business and visitor image. 
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In addition to OTD’s match, EMG also matches your media spend—meaning every dollar you invest works three times 
harder. This exclusive opportunity within the EMG portfolio multiplies your reach and impact without increasing your 
budget.

Elite Media Group



FY27 CO-OP MEDIA:
Group Travel
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Group Tour
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Group Tour Magazine is a premiere resource for professional group travel planners. The bundled 2027 opportunity 
includes the Print and Digital edition of the magazine with a digital Next Stop co-op feature, giving DMOs a strong 
presence among group travel decision-makers. 

Group Tour

Circulation

13,000

Flight Dates

March 2027

Space + Material 
Deadline

1/27/27

Geography

National
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Group Tour

OTD Participation

Editorial section lead in $2,500 

DMO Participation

Print Co-op: Both print + digital editions. 
Maximum of six DMOs, $1,000 per DMO. 

Digital Add-On:  Print partners may also 
include print materials (image, copy , contact) 
in Next Stop article co-op for additional $375.

Digital Only:  Digital Next Stop article only. 4-5 
DMOs max. $500 per DMO.

Highlight all that your DMO has to offer in a dedicated Maryland article in print and on grouptourmagazine.com. Group Tour 
will promote the article through e-newsletters and social media.

http://grouptourmagazine.com


70

Group Tour - Past Participation
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Leisure Group Travel
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Reach leisure group travelers in the February 2027 issue leading into peak travel season. In addition to the October 
Maryland Special Section, DMOs will have the opportunity to showcase attractions in the February edition of the LGT 
magazine.

Leisure Group Travel

Circulation

12,000

Flight Dates

February 2027 

“Destinations to Watch” 
and Culinary 
Destinations

Space + Material 
Deadline

12/15/26

Geography

National
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Leisure Group Travel

OTD Participation

1/2P advertorial lead-in and 1/2P FC ad 
$3,295

DMO Participation

Full page $4,995

New 2-page Spotlight Itinerary: $3,995

½ page $3,495

⅓ page $2,495

Added Value: Multi-issue partners will receive a month 

added-value banner in the weekly ENL or 50% discount 
off a three month banner
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Leisure Group Travel - Spotlight Itinerary Example
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Leisure Group Travel - Last Year’s Participation
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PA Bus Association
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Capture the attention of East Coast bus travelers with a destination spotlight featuring four DMOs during 
ahead of spring group travel.

PA Bus Association

Circulation

350

Geography

Pennsylvania

Space + Material 
Deadline

11/6/26

Flight Dates

January 2027
Annual Membership Guide 
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PA Bus Association

OTD Participation

Destination Spotlight  $499

DMO Participation

$499 maximum of 3 DMOs 

First-come, first-served basis

The Destination Spotlight provides and opportunity to enhance your visibility of your county by adding your 
company’s logo, description or both to our state spotlight section.



Incremental Opportunities 



Inspire and engage travel intenders with high-impact digital 
custom content. Highly-visual, actionable travel ideas featuring 
points of interest or itinerary content to showcase the diversity of 
Maryland experiences and guide trip planning.

Opportunity to solicit DMO participation to help defray cost, 
however, billing cannot be split and would need to be funded by 
OTD with reimbursement by DMOs.

Website Stats:

● 874,000 unique visitors/month
● 1.46M+ average page views/month

Cost Estimate: $80,000

80*Lead-time for digital production is 10 weeks. Premium Digital Branded Content

Garden & Gun Digital

https://gardenandgun.com/6-great-reasons-to-visit-new-orleans-this-summer


Flipcard Native Article
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Travel & Leisure Digital

Showcase the diversity of experiences in Maryland through a 
Flipcard Native Article on Travel & Leisure or Southern Living 
website. This interactive format allows participating DMOs to 
have their own presence within one larger Maryland experience. 

Package includes an interactive native article for Maryland with 
flipcard tiles for participating DMOs.

Example results from Explore Minnesota activation:

● 70K page views
● 68% engagement rate

Cost Estimate: $75,000



FY27 Vendor Contacts
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Vendor Channel Commitment Deadline Contact Name Email
OTD 

Participation
OTD 

Matching

Print 

Southern Living Print 12/5/26 Kaitlyn Sutton kaitlyn.sutton@people.inc Yes No

Travel & Leisure Print 12/19/26 Kaitlyn Sutton kaitlyn.sutton@people.inc Yes No

Garden & Gun Print 1/7/27 Jana Robinson jana@robinsonmedia.net Yes No

Food Network/Pioneer 
Woman/Country Living Print 1/9/27 Erin McDonnell erin@mcdonnellmedia.com Yes No

Blue Ridge Outdoors Print 2/2/27 Katie Hartwell katie@blueridgeoutdoors.com No No

Washington Post Print pending run date Terri Mays teresa.mays@washpost.com No No

Digital 

Lonely Planet Digital 12/1/26 Jana Robinson jana@robinsonmedia.net No Yes

AFAR Digital 1/30/27 Carly Sebouhian  csebouhian@afar.com Yes Yes

Washington Post Digital 2/28/27 Terri Mays teresa.mays@washpost.com No Yes

Sojern Digital 3/15/27 Brenda Armstrong brenda.armstrong@sojern.com No Yes

Expedia Digital 12/4/26 Kirsten Asuncion kasuncion@expediagroup.com No Yes

Elite Media Group Digital 3/15/27 Seth Orozco seth@elitemedia.group No Yes

Trade/Group Travel 

Group Tour Digital 1/27/27 Greg Jones greg@greenspring.com Yes No

Leisure Group Travel Print 12/15/26 Diane Meglino diane@ptmgroups.com Yes No

PA Bus Association Print 11/6/26 Blake Kelly blake.k@emconsultinginc.com Yes No

FY27 CO-OP | Opportunities + Vendor Contacts
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FY27 CO-OP | Next Steps

● 9/24 – MMC presents Co-op Plan to OTD
● 9/29 – OTD feedback
● 10/6 – R2 plan to Client
● 10/12 – Client approval
● 10/15 - MMC Presents Plan at DMO Retreat



Thank You
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