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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.




FY27 CO-OP | Built to Evolve

Diversified
media mix to
include digital,
outdoor, custom
content, and
other integrated
marketing
opportunities

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

Co-op Co-op

opportunities opportunities Custom

built from DMO per areas of opportunities

survey feedback interests (water, around itinerary-

and partner culinary, history & based travel,

needs heritage, outdoor multicultural
recreation) travelers, and

emerging traveler
interests

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!

Media partner
contacts for
direct DMO
access and
outreach




FY27 CO-OP | Why Participate

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.

e  Amplify Your Reach with statewide campaigns targeting qualified travelers.
e Stretch Your Budget thanks to statewide buying power, negotiated rates and state-supported funding.
e Get Built-in Expertise from the state's marketing team and agency partners on program development.

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

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




FY27 CO-OP | 2026 Particinatinn Siimmarv
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Publisher OTD Spend Participant

Southern Living $22,440 Cecll, Talbot, Annapolis, Frederick, Montgomery, Hagerstown,
Queen Anne's, Baltimore County, Alleghany, Garrett

Food Network/ Pioneer Woman $6,990 Frederick, Calvert, Baltimore, Montgomery, Talbot, St. Mary's

Leisure Group Travel $3,025 Baltimore

PA Bus Association $0 Caroline, Carroll, Queen Anne's

Dig d
Publisher OTD Spend DMO Spend
Expedia
Montgomery $5,000 $5,000
St. Mary's $5,000 $5,000
Frederick $5,000 $5,000
Visit Baltimore $5,000 $5,000
Sojern
Visit Baltimore $5,000 $5,000




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.

MARYLAND
OFFICE
OF TOURISM
DEVELOPMENT

COOPERATIVE
ADVERTISING
TOOL KIT

D |
Maryland

YOU’'RE WELCOME

visitmaryland.org

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

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
e 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

e  $150,000




FY27 CO-OP | Media Strategies

e 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.

e Maximize Co-op Buying Power - Unlock higher-profile opportunities DMOs may not access independently.
e Expand Travel Audiences - Reach both leisure travelers and group travel decision-makers.

e Balance Inspiration + Performance - Pair storytelling with measurable digital opportunities.




FY27 CO-OP | Partners
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Publisher

Consumer Print Media

IszuelTiming

FY2027 CO-OP PROGRAM SUMMARY

Media Type

DMO Participation Cost

OTO Participation
Cost

OTD March

Partner

Match Deadline

Material
Deadline

Southen Living il 2027 lssue - South's Best Print Custom Cantent gg;“z";‘;‘“: Various Discounted Pates $22.440 - - 12052026 | 12M3iz026
Circulation: } X
Travel & Leisure June 2027 lzsue - Summer Escapes Print Custom Content 370,000 Warious Discounted Rates 24,000 - - 3Mz0z7 SEz02T
Garden & Gun AprilffMay 2027 - 20th Anniversary lssue Print Custom Content Circulation, $?'52$ f.or T4 pg sp.ac:e 14 22,500 - - Wrz0zy MH2027
1.600,000 participants required]
Blue Ridge Dutdoors | MarchiBpr 2027 - Durdoor Families Print Custam Content gg%‘g;“c‘“: Watious Discounted Aates - - - 2212027 | 205027
Hearst Magazines AprilMay 2027 - Food Network, The Pianeer \Waoman - Summer . .
[Food Metwork, The . Circulation: . )
) [E=E) Print Custom Content Warious Discounted Hates #15.000 - - a0z w2027
Piorneesr Woman, Country } . \ 134,358
Living) April 2027 - Country Living - Country's Best Small Towns lssue
Circulation:
_ ) ) 571,000 daily, . ] _ _ _
The W ashington Post January - June 2027 Print 595,000 Sunday Wariouz Dizcounted Rates TED TED
readers
Digital Media
: - . ) ) $5,000-%6,250 per OMO
Lonely Planst Bestin Travel 2027 Digital custom content and social media Impressions (8-10 rotal DMO participants) 12/2{2026 | 12H15/2026
AF AR, cam Spring 2027 (March-Junel Digital eustom certent, fun-of-sie media, co-op emall. |\ o #3.800 per OMO $3,600 Up ta $5,0001n 12502027 TED
and FP4C print advertarial [4 tatal OMO participants) matehing funds per
\washingtonpost. com Spring-Summer 2027 (rn by B30027) DigiFaI pac:lfage solutonis iI?Cf'udil‘.lg BuStom Gantent. Impressions #10,000 minimum - DMO per media - 2izaiz0zy TED
zocial media creator and digital dizplay partrer for atatal
Sojem Jaruary 1- June 30, 2027 [3 consecutive manths) Diigital dizplay, native andlor video packages Imprazsions #1500, $2'SDD_OI $5.000 diered - budget of $50,000. 11 Match 3SZ02T TED
options Auailable on a first-
Digital package includes display, native, social and £5k minimum come, first-served
Expedia Graup January 1- June 30, 2027 rezponzive placements with shared custom landing Imprezsions - L - basis. - 12idiz026 TEO
! I Minimum of 3 0MO participants
page featuring participating OMOs
Elite Media Group Jaruary 1- June 30, 2027 [3 consecutive manths) Diigital dizplay, native and OLY advertizsing Imprazsions $5k minimum - T1Match SASIZ02T TED
Group Trade Media
. . - Impressions: Print Co-op: $1.000 per OMO _
Group Towr Magazine March 2027 lzsue Prrirt & Dligital 13,000 Digital orly: $500 per MO $2.500 - w2w20e7 w2202
Leisure Graup Travel Febr:.,lary.l 2027 Iszue - Destinations to Watch and Culinary Frint Circulation: Various Discounted Fates $3.295 _ _ 21512027 | 125027
Destinations 12.000
P Eius Assoeiation January 2027 - Annual Membership Guide Print Ciculationc 350 | 232 pl'?li;ﬁ; Frenal 433 - - THEZO2E | 1162026
0OTDO Budget Subtotal $33.834 $50.000

OTD Budget Total $143.834

11‘




FY27 CO-OP MEDIA:
Consumer Print
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Southern Living

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.

Geographies

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

Circulation
398,200

Space & Material
Deadline

12/5/26 & 12/19/26

Flight Dates
April 2027

% &
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Southern Living

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.

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.

DMO Participation
Full page $22,500
Y5 page $11,220
Y5 page $7,500

OTD Participation

FP custom content and presenting
sponsorship $22,440

Visit Maryland branding throughout

participating pages

Added Value;

Reader Service listings + Featured Destination
pending participation level
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FRON VBRANT MANSTREETS

TONISTORK TOWNS, COUNARY

DELIGHTS TO SIVORY TREATS,
SCENK TRULS T0 200+ WLES
OF WATESSRONT, o £ ods
N BALTINORE COUNTY.
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ADVERTISEMENT

C20 CANAL NATIONAL
HISTORICAL PARK
APatn of Discovery

EXPLORE & EXPERIENCE
ADVENTURE AX\!AITS ON AND OFF THETRAIL

Discover unique finds at stylish
coenie boutiques, treat yourself
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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.

Circulation Geographies
370,000 East of Mississippi

Flight Dates Space & Material
Deadline
3/1/27 & 3/8/27

June 2027




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.

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.

DMO Participation
Full page $24,000
Y% page $12,000
Y4 page $6,000

OTD Participation

FP custom content and presenting
sponsorship $24,000

Visit Maryland branding throughout

articipating pages
P P o Pag Added Value: listing on in-book promo

Page

Full-page advertisers in both Southern Living and
Travel & Leisure can receive choice of sponsorship
of IX SL or T&L newsletter, subject to availability

21 &




Travel & Leisure - Branded Content Example

THE NEW AND EXTRAORDINARY
IMPERIAL HOTEL, KYOTOQ

and gardens to futuristic tech, Japan Is a
‘you're In the mood for a




Garden & Gun
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Garden & Gun

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.

Circulation Geographies

1600,000 National coverage

w/ 69% in Southeast

Space & Material
Deadline

1/7/27 & 114/27

Flight Dates
April/May 2027
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Gard

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.

OTD Participation DMO Participation

FP advertorial $22,500 Adjacent branded content requiring
four participating DMOs. Additional
space available; must be sold in
increments of four.

Y. page $7,625

Rate Savings: 70% off rate card and
national distribution
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Food Network, The Pioneer Woman and Country Living

et

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.
Geographies

DC, MD, OH, NY, PA,
194,358 VA, DE, WV, NJ

Circulation

. Space & Material
Flight Dates Deadline

April/May 2027 1/9/27

28 &




AN Pl o A, TG R OSSR R
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

OTD Participation DMO Participation
3-page advertorial lead-in $15,000 Full page $9,800

(Section opener + advertorial spread Y5 page $6,400
leading into 8-page Maryland section)

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




Food Network, The Pioneer Woman - Last Year’s Participation

You’re Welcome in Mayland. ( ‘, oo el ]

more —in Talbot Co
‘waterfront towns,
the perféctEastin Shore escape. Plan your getaway today!

ling inns, and wids te

N visie
UN' MONTeoMERY

nilf LR 48 G g : YOU'RE WELCOME

saLTIMORE.ona

i )P YOU'RE WELCOME &2 ) YOU'RE WELCOME

30




: e
IC«CNASES OR ——

PICK YOUR PLUNGE .
SWIMMING HOLES FOR BVERY
i

TL TV RS NEW TRAVIL GRAR T

+ HISTORICAES « TRAICS FORAMERICA'S 25070 '

b e




Blue Ridge Outdoors

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.

Geographies

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

Circulation
80,000

Space & Material
Deadline

2/2/27 & 2/5/27

Flight Dates
Mar/Apr 2027




Blue Rid

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.

OTD Participation DMO Participation
No participation Full page ad or advertorial $5,200
Y, page ad or advertorial $3,000
Y. 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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The Washington Post

e Westinglon 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.

Geography
Key DMASs

DMOs can select
distribution markets

Circulation
571K Daily
595K Sunday

Flight Dates
Jan -June 2027

Deadline

pending run date




The Washington Post

OTD Participation
No OTD participation

DMO Participation

Option 1: $7,200 Custom Content Reverse
publication

Option 2: $5,500 - ¥ 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




The Washington Post - Custom Content Reverse

A custom content piece created for digital then adapted and published in the print newspaper.

YON POST « FRIDAY. APRIL 14, 2023

THE WASHING

s

CONTENT FROM CALVERT COUNTY, MD..

Weekend getaway: Hidden gems in Calvert County

Explore history, arts and in the county in

of Calvest Peninzun,

Last Decamber, fod Cofield, the exscutive director at
Jaffarson Patterson Fark and Museum, decided to do
just that=starting on the Checapeake Bay side on the
east and ending an the Patuxent Rher 0n the west.

“You Gan g0 to the Chesapeske Bay in the moming
and see the sun rise, 3nd then & to the Patuxent River
side in the evening and 56 the sunset ovor the water,”
Cofield 5310 “You get really good viaws on both sides.”
The miles in detwaon, making up Calvert County,
contain & variety of sttractions for outdoor enthusiasts,
art lovers and history buffs Lo enjoy dusing an exciting
weekend getawsy.

Friday

Start the weekend outdoors at Cahvert Cliffs State Park,
A pogular destination that made headlines twice in
recant montns,

In December 2022, a nineyesr-old found a 16-million-
yearold shark toath in shallow water at Calvert Cliffs

Barn Quilt

State Park. The tooth, bigger than her Nand, measured
around 5 inches. Two monthe later in February, 8
fisherman pulled ancther tooth from the Chesapeske
Bay measuring 5.5 inches.

“At 016 poin, this whole arva was covernd By the 563,
but the 563 receded, and then al thase fossils, sharks'
186th and bones stuck in the cifls,” saxd Hilary Dadey,
Calvert County’s tourism program speciafist. “You can
Sl find ol Kinds of foesils, all Gifferent sizes of sharke”
teeth. Those big ones are rare, but yau can find them
and you can take them home with you!

Saturday

Spend Saturday uncovening history with your own
nands.

Jefferson Patterson Park & Museurm festures more
than €5 identified archaologieal sites a5 well 3
the Maryland Archaeological Conservation Lab, 3
28,000-5quarefoot facility that houses 10 million
archaealogical artifacts from all over the state
of Maryland. Registor In advance for tho public
archasology program In May, during which groups of
P 10 12 peopla can dig Bad screen for artifacts, some
dating back to the 1600s.

“Archaeology is a great way 1o teil the stories of all
Kinds of people because everybody had the same

j potiers on-site, but they siso created the Calvert Barn

basic human needs: shexss, food, clothing and other
e ecessitios,” soid Patrcia Samford, drector of the
Maryland Archaeoiogical Consenation Lab at Jeflerson
Patterson Park & Museum. ‘Archasology oks at those
types of information and charts changes across the
1andscape, and how people are using the land over time.”

Sunday

On Sunday, explore the arts soene of Cahert County by
visiing the CalART Gallery.

Not anly doss the gabery display a steady rotation
of Iocal artists INCIUGING PaINtors, woodworkers. and

squares decorates bams and buikdings throug}
the county, telling the story of beloved traditions,
mustigenerational farms and small businesses.

Near thie bottom of the Calvert Peninsula, you'll find
P ther

staple In the county’s arts scene. Stroll througn along

of sculptures, soma on foan from the Smitheonian
Institution and some specifically commissioned for
the space.

Plan your visit today at visitcalvert.com

W%"w
MARYLAND
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There are 2.5M
U.S. businesses on
TikTok employing

28M workers. sales day ever.”
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“Ouwr first viral TikTok
led to our biggest
sales day ever."

“TikTok saved my
busingss and it helps

“TikTok took us
from $10 to $25,000
in aweek.”

J TikTok 3%




"y
\¢

L & R

The h.laﬁhmgtﬂ“ Post
?’— .

Trump
i accepls
- terms in

drug de: ala RESTINA-”O

— Al

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

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 Geography

Impressions Mix of national and

2,500,000 geo-targeted

Space + Mats
Deadline

12/1 +12/15

Flight Dates
Launch Feb 2027

43 r




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 DMO Participation
Match up to $5K per DMO $5,000 - $6,250 per DMO
(8-10 DMO participants required)

e Package includes: (total 2.5M impressions)
o “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
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Article Example

Guide to Example



https://www.lonelyplanet.com/articles/guide-to-summer-in-new-hampshire
https://www.instagram.com/lonelyplanet/p/DSa7lIDjE_o/

AFAR

DESTINATIONS v TRIP IDEAS v TRAVEL TIPS v

NEWS v HOTELS v JOURNEYS v

PODCASTS v

MAGAZINE v

Inspiring, Empowering, and Enriching Travelers Who Care

NATIONAL PARKS

9 Most Breathtaking Utah National Parks and Monuments

Where to go for gravity-defying rock formations, vast and colorful canyons, and surprising water features.

TRAVEL TIPS + NEWS

This Quietly Growing Airport
Lounge Trend Is Perfect for
Travelers Who Are Short on Time

Emirates Just Made Some
Exciting New Updates to Its
Premium Economy Seats

Arches National Park Has a
Ponularitv (and Parkine)




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 Geography

Impressions Mix of national and

3,330,000 geo-targeted

Space Deadline
1/29/27

Material deadline
pending run date

Flight Dates
Spring 2027




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.

DMO Participation
$9,600 (4 DMO participants required)

OTD Participation
Advertorial Package $9,600

Match up to $5K per DMO e 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




Sponsored Content

RAVEL INSPIR

Why Virginia Beach Shines in the Off-
Season

Cooler weather and fewer visitors make this coastal Virginia destination ideal for off-
season outdoor adventures, like kayaking and hiking in state parks.

.
@He®

Known for its sand, surf, and sunshine, Virginia B
appealing in fall and winter, when the crowds thin and nature takes center stage. Cooler months allow.
visitors to explore at a quieter pace and revel in the area's beautiful landscapes, from mesmerizing bald
cypress swamps to serene waters for paddiing. When you're ready for an off-season outdoor adventure,
here's what awaits you in Virginia Beach.

h is a beach lover's destination, perhaps even more

See dolphins or whales on a boat tour

One of the most awe- nspiring experiences happens from December through February when the coastal
Virginia waters become a playground for migrating humpback whales. Set off on a guided whale-

with Ry appear, siap their tai', and
breach out of the water, sending sprays of mist into the it

dee Tours. It when

1f you miss whale season, no worties. From March through Octaber, bottienose dolphins play here. The
wiaters of the Chesapeake Bay and Atlantic Ocean draw pods of playful bottienose dolphins that love to
swim alongside boats and leap out of the water in graceful arcs.

Virginia Beach example

AFAR

Wanderlust

SPONSORED BY GOPROVIDENCE

e
ATasle of Providence

A new flavor of food festival is on the menu in Providence, RI, from
March 27-30, 2025. At the Providence Culinary Collective, you'll dig
into signature tastings, specially curated paired dinners, culinary

classes, and other exciting food and wine experiences. There's
something for foodies of all tastes.

Wanderlust email

Pick a Key,

any Key.

L. PICKAKEY

Tabbed Banner

Florldd Keys /

&Key est_

_,.an&&-/

Few places on earth offer the varity and
natural wonders of The Florida Keys & Key West.
From Key Largo to Key West and all points
in-between, it’s like five experiences in one.



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




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

Geography

Customized based on

Various DMO needs

Space Deadline
2/28/27

Material deadline
pending run date

Flight Dates
Run by 6/30/27




Washingtonpost.com

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.

OTD Participation DMO Participation
Match up to $5K per DMO $10K minimum
See next slide for program options

End of campaign report provided upon
program completion




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 TMM 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 TMM 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

e  $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

Experience Christmas

Village with ice slides

and snowball build and
blast.

A Cycling Paradise On Maryland’s
Eastern Shore



http://wapo.com
http://wapo.com

Sojern

{ SOJERN
2,

Travel Dates Audience Data
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Device Brand Selection
Search & Origination &

Booking Activity  Destination



Sojern
Sojern provides intelligent digital marketing solutions for the travel industry leveraging first-party data to
effectively target travel intenders when they are actively planning.

. Targetin
Estimated 9 9

Impressions Customized to
DMOs including
demographic,
geographic & key
motivators

600K-2M pending
budget and creative
format

Space Deadline
Flight Dates 3/15/27

3 consecutive (to execute by 6/30)
months within Jan-

June 2027 pending run date

Material deadline




Sojern

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.

OTD Participation DMO Participation

Match up to $5K per DMO 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.




NS

[

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

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.

Estimated Targeting

Impressions Key drive markets or
800K - 2M those users actively
searching for
Maryland

Space Deadline
12/4/26 for Jan start

Material deadline
pending run date

Flight Dates
11/27-6/30/27




Expedia Group

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

OTD Participation DMO Participation

Match up to $5K per DMO $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




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.

Program Example:

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 $2244
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 $329 206,846 $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




Elite Media Group

Deep travel
category expertise

Specialized DMO practice

Travel-specific data
partnerships

Travel audience journey
mapping & targeting

Luxury and Event travel
audience data




Elite Media Group

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.

. T i
Estimated argeting

Impressions Custom campaigns

| targeting | ,
900K-1.5M pending argeting fLxdry

: sports/events or
budget and creative p / .
international
format

travelers

Space Deadline
3/15/27

Flight Dates

3 consecutive
months within Jan- (to execute by 6/30)

June 2027 Material deadline
pending run date

63 &




Elite Media Group

EMG pairs proprietary traveler data with custom camypaign 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 Participation DMO Participation

Match up to $5K per DMO 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

*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.




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.

Proven Audience Access

Immediate activation of our
luxury event-travel audiences —
no build phase, no ramp-up.

100% Matchback

For each $5k spent with EMG,
we will run $5k in added value
media.

$9.50 Display CPM
$12.50 Native CPM
$16.50 oLv cpm

Tactic

Display

oLv

Example

DMO
Budget

DMO Paid
Impressions

EMG Added
Value
Impressions

MOTD Added
Value
Impressions

Total
Impressions

$5,000 526,315 526,315 526,315 1,578,945
$5,000 400,000 400,000 400,000 1,200,000
$5,000 303,030 303,030 303,030 909,090
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FY27 CO-OP MEDIA:
Group Travel







GRSy

Group Tour

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 trg Si

Circulation Geography

National

13,000

Space + Material
Deadline

1/27/27

Flight Dates

March 2027

68 &
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Group Tour

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.

OTD Participation DMO Participation

Editorial section lead in $2,500 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.



http://grouptourmagazine.com

Lasting memories from your vacation
make all the planeing 50 worth if!

Here in Maryland, our amazing waterscapes and
landmarks offer plenty of adveniures. And come
hungry, because seafood is the star of cur culinary
scana, wih crabs, oysters, rockfish and more.

Youlll be inspired by the rich history in
destinaions including Antiafam National
Battlefield, Fort McHenry, Patent River Naval At
Museum and the Harriet Tubman Underground
Railrcad Visitor Center & Byway. You'll be
romancad by the beautful scenery and endiess
fun found in Deep Creek Lake, Brookside
Gardens, Historic St. Mary's Cit, the Ocean
Cily boardwalk and Assateague Island. You'll be
entertained by the excilement of Wisp Resort,
Six Flags America, National Harbor, National
Aquarium and a wide array of attractions in the
Balimore area. And it dossnit end there.

Youre nver far from the periect groupfriandly
‘event, from Christmas On The Potomac & ICE!
in November and Dacember to the Praakness
Calebration in May; Ocean City Air Show in June;
and crab feasts during the spring, summer and
fall W also offer a range of tours that appeal
to allinterests, including agricutural and fam
tours, Civil War tours, gardan and mansion
tours, and ghost tours—and our close proximity
1o Washington, D.C, makes Maryland an ideal
dastination for studant groups.

Maryland is ful of unique expariences that lead to
incredblo memories. You just have to be open for i

877.333.4455
visitmaryland.org/groups

a
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Nahonal Tolk Festival

The National Folk Festival retums to
2010

fesiival, Smil!uSew:mbw 1922.2019,

the National Folk Festival, & traditon of
showcasing dance, music, artwork a

Iocal heritage presented in nearby Salisbury
on Seplember 68, 2019. Enjoy ocsan or
baysids accommodations in O as you visit

4102892800

This free, 3-day outdaor celebration

features cver 350 of the nation's finest

traditionsl musicians, dancers, and artisans

with periormances, workshops and

‘demonsiraficns, plus chikiren's acivties,

‘savory regional and sthnic cuisires and

cratt brews, non-stop participatory dencing.

storyteling, paradss, and more. So, come join
s something for everycne at the

National Folk Festival.

NationalFolkFestival.com

Trederick

Hagerstoun
Antietam anr-n Battifield and Civl War
history.

up cutting-
-da. cuisine, shop dazens of specislty

beautl Museum o Fin A, and ssang e
‘ncting performances at our Maryland Theatre
‘and Washington Courty Flayhouse? Groups

B i e History enthusiasts
‘ssek out Civl War battefiekds, museums,
‘and memorable sies. Wander pituresqus

B
Caroll Courty

A day away with iends to explore new
places... Carroll Gounty welomes you

o discover our histori sites: Union Mill
Homestsad take home soms stoneground
com meal) or the Carroll Farm Museum;
lunch at Anfrim 1844, & 175-yearokd

o love 0 ek awardwinningwinss st our  mounain trais in National & Safe parks,  mansion decorated in @ modsm sty and
o ) o 4 oo S wiTok enicy traveling our
; you brewe  historic urique Bam Oult Tl Our Progrssive
imagie f do rght here...ory in Hagersounl  Frederick Couny, Maryland. Lunch Tour provides it
Visit our website for funHfiled tineraries! 800-999-3613 800-27 33
L Bo open for it VisiFrederickorg CarmoliCountyTourism.org
2600

visithagerstown.com

dess | Biogs || Destin:

Next Stop: Maryland

ican Revolution

Maryland.

By Group Tour Magazine - Juy5,2026 @699 0

Maryland Office of Tourism
For Group Travel by Rail or Sail, Maryland Is the Place to Be

Ride the Rails of History

All aboard for an unforgettable ride through more than 200 years of American railroading.

Maryland is home to preserved stations, immersive attractions, and scenic railways that
bring the past to life. From the B&O Railroad Museum, the birthplace of American
railroading, to the Walkersville Southern Railroad’s vintage excursions through farm

country, groups will find countless ways to experience history in motion.

N ESTIVAL
\ & ARTISAN MARKETPLAS
February 6
through April 4

SATURDAYS & SUNDAYS




ATTA Adventure Guide Michigan’s Small Towns™ OhioSHidden Wondersss
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»
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JUNE2026 . 8 GROUP TRAVEL

NEXT FRONTIER &

Experts discuss the trends that deﬁr;g e
sadventure travelin 2026 and beyond

Explore these exciting
travel adve




Leisure Group Travel

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.

Circulation Geography
12,000 National

Flight Dates

February 2027 Sleves o ket
Deadline

“Destinations to Watch”
and Culinary 12/15/26

Destinations




OTD Participation DMO Participation
1/2P advertorial lead-in and 1/2P FC ad Full page $4,995

$3,295 New 2-page Spotlight Itinerary: $3,995

Y page $3,495
Ys 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




Minnesota's Great River Road:

THREE DAYS OF SCENIC WONDERS, RIVER TOWNS & THE MIGHTY MISSISSIPPI

Winona, Minnesota offers
groups breathtaking
Mississippi River scenery,
ich history, and unique
cultural attractions.
Explore the Minnesota
Marine Art Museum,
discover the city's
stained-glass heritage,
shop at the historic
Watkins General Store,
and watch for more

on the soon-to-open
Minnesota Masterpiece
Hall.

Is This Itinerary Right For Your Group?

Ideal Demographic: Active adult travelers, women's travel groups,
cultural and heritage travelers

Size Bottleneck: No restrictions

Mobility: Mostly accessible with a few exceptions
Dol Wi Eall fnlime wmeme

DAY 1
Marine Art Museum and More

Morning/Lunch: At the Minnesota Marine Art
Museum, groups enjoy a seamless experience with
docent-led tours through six galleries of world-
class, water-inspired art. Motorcoach parking,
easy drop-off access, spacious galleries, the scenic
Waterbar Cafe overlooking the Mississippi River,
and six acres of native gardens make it an ideal
group stop.

Afternoon: Explore downtown Winona with
a guided tour from the Winona County Historical

Society through 13 blocks listed on the National
Register of Historic Places. Along the way, admire
the historic architecture and stained glass of WNB
Financial and Merchants Bank. Continue to the
iconic Watkins General Store & Museum, where
quests can discover a piece of Winona's local
history through unique displays and products.

Evening: Dinner at Signatures Restaurant
pairs locally inspired cuisine with panoramic
bluff views in a welcoming setting designed for
groups. Flexible private dining spaces, outdoor
patio seating, signed memorabilia—including a
surprise Elvis sighting—and a private mixology
class create a memorable end to the day.

Today's Highlight: Discover Winona's
architectural legacy through its historic

downtown district, featuring preserved

storefronts, civic buildings, and cultural

landmarks that showcase the city's rich river
heritage.

DAY 2
An Up-Close Eagle Encounter

: Experience the majesty of our
nation’s bird at the National Eagle Center in
Wabasha, MN, set along the scenic Mississippi
River. Home to live Bald Eagles on exhibit daily,
the Center offers an unforgettable, up-close
encounter with these iconic raptors through
engaging educational programs.

Lunch: Tap into your inner child at LARK Toys
in Kellogg, a whimsical destination featuring a
hand-carved carousel, mini goff, café, bookstore,
resident llamas, antique toy-filled hallways, and a
curated selection of toys, games, candy, and gifts
that delight visitors of all ages.

Afternoon: Tour Willet Stained Glass
Studio and step inside a working studio where
centuries-old craft meets world-renowned
artistry. Founded as Hauser Art Glass in 1946,
the studio has created and restored stained
glass featured in more than 15,000 buildings
worldwide—including the National Cathedral in
Washington, D.C.

Evening: River City Grill offers groups a
relaxed dining experience with a diverse menu of
American favorites, friendly service, and ample
space to gather for a memorable meal

Today's Highlight: Take in sweeping views
of the Mississippi River Valley from Garvin
Heights Overlook, where limestone bluffs,
winding waterways, and the city below create
an unforgettable Driftless Region photo
opportunity.

DAY 3

A Cruise on the Mighty
Mississippi

Morning: Located just off Hwy 61, groups
can enjoy a private tour with the owner
of Remlinger Collector Car Museum. Jim
Remlinger brings the collection to fife through
stories of Midwest drag racing history,
featuring vintage race cars, rare go-karts,
antique bicycles, and nostalgic Main Street
displays.

Lunch: Enjoy a relaxed meal at Wellington's
Pub & Grill, offering a welcoming atmosphere
and classic favorites before continuing the day's
adventures.

Afternoon: Your Winona experience would
not be complete without a cruise along the
mighty Mississippi River aboard the Winona
Tour Boat. Captain Aaron and his co-captain and
son River share stories of the Upper Mississippi
River Valley while guests spot wildiife and
experience Winona's unique boathouse
community.

Late Afternoon: End your visit with a stop
at Bloedow Bakery, a beloved local tradition
serving handmade donuts, pastries, and sweet
treats since 1924.

Today's Highlight: Experience the
Mississippi River from a new perspective
aboard the Winona Tour Boat, where history,
wildiife, and river culture come together for an
unforgettable group experience.

Kate Carlson
Executive Director
Visit Winona
kearlson@visitwinona.com
(507) 4520735

wwevisitwinona.com

WINONA

MINNESOTA

the complete
group leoder resource inckuding
pre-written sales copy
afternotive ottroction otions.




Leisure Group Travel -

Rails, Sails & Stories

Along the Chesapeake

i
of transportation, culture and coastal charm.
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Maryland rewards
travelers who love
mixing outdoor
adventure with culture
and character.
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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.

Circulation
350

Geography

Pennsylvania

Flight Dates
January 2027

Annual Membership Guide

Space + Material
Deadline

11/6/26
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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.
OTD Participation DMO Participation
Destination Spotlight $499 $499 maximum of 3 DMOs

First-come, first-served basis




Incremental Opportunities




6 Great Reasons to Visit
New Orleans this Summer

Inspire and engage travel intenders with high-impact digital O el
. . . . . J ; it ~

custom content. Highly-visual, actionable travel ideas featuring = i B

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:

® 874000 unique visitors/month
® 1.46M+ average page views/month

Cost Estimate: $80,000

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


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

RN

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

Point Your Summer Compass Lo Minnesola, the
Star of the North
Welcome to a state of possibilities. Here are some of our favorite spots to.

experience warm-weather fun—and even wamer hospitality—in the North Star
State.

© P conTenTFOR
m1 exPLORe
MINNESOTA

njoying a
Enjoy a round of golf 500 courses surrounded by

food, lively

_ TRAVEL+
= LEISURE

Flipcard Native Article
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FY27 CO-OP | Opportunities + Vendor Contacts

Commitment Deadline

Contact Name

OTD
Participation

OTD
Matching

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
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
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 1/6/26 Blake Kelly blake. k@emconsultinginc.com Yes
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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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