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Maryland Office of Tourism Development Mission

» Serves as the State’s official travel marketing
agency, promoting Maryland’s attractions,
accommodations and services to increase Vvisitor
spending in the State;

» Provides residents and out-of-state visitors with
Information and services to ensure a positive trip
experience; and,

» Positions Maryland as a competitive destination.
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Maryland Tourism Development Board
Marketing & Promotional Oversight

» Participate In a five-year strategic planning
process.

» Review and approve the Office of Tourism’s
marketing & development plan.

» Cooperate with other agencies and
organizations that aid in the development and
promotion of tourism.
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Five-Year Strategic Plan (2010 — 2015)

» Strategic plan process began in September 2008,
with final document approved in November 20009.

» Dramatic changes in economic climate and tourism
pudgets impacted some strategies & tactics, but
nlan has been excellent road map for success
during challenging times — helped focus and
prioritize.

» Board revisits plan annually with same facilitator.
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Maryland Tourism Development Board
Tourism Stakeholders

Executive Directors Council

Represents the leadership of trade associations
affiliated with Maryland’s tourism industry.
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Maryland Tourism Development Board
Tourism Stakeholders

Maryland Association of
Destination Marketing Organizations
(MDMO)

Comprised of the 25 officially designated tourism
entities in the State representing the 23 counties
and the cities of Baltimore and Ocean City.
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Visitors Are Vital To Maryland’s Economic Engine

» In 2012, Maryland welcomed 35.4 million visitors, up 2.9
percent from 34.4 million visitors in 2011 — outperforming the 1
percent national growth.

» Visitation to Maryland has increased 30 percent since 2007 for
an additional 8.2 million visitors - outperforming the 9.2
percent growth of the United States and every Mid-Atlantic
state.

» Market share has increased 19.1 percent since 2007 - far
outperforming regional and national trends.
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Leisure Travel to Maryland is on the Upswing

» Maryland saw strong growth in leisure and overnights in
2012 - far outperforming national and regional trends

» Leisure travel grew 6.7 % in 2012 — 39.1 % since 2007

» Overnights grew 5 % in 2012 —-34 % since 2007

» Increased growth in international travel

Source: D.K. Shifflet & Associates, Ltd. ;@;



Performance Driven — Results Oriented

Tourism Promotion Act of 2008

» Mandates $2.5 M in grants annually to DMOs.

» Provides the Governor with the OPTION to give the MTDB additional funding based on
growth of tourism tax sales revenues above 3% annually.

» Requires the MTDB to report on the effectiveness of the Tourism Promotion Act.

SALES TAX CATEGORY TOTAL SALES TAX REVENUES [$ FAT#OR ADJUSTED TOURISM TAXES [$)
FY 2013 FY 2013 FY 2012 FY 2012 FY 2013 FY 2012 GROWTH
WITH WITHOUT WITH WITHOUT WITHOUT WITHOUT WITHOUT
ALCOHOL ALCOHOL ALCOHOL ALCOHOL ALCOHOL ALCOHOL ALCOHOL
INCREASE INCREASE INCREASE INCREASE INCREASE INCREASE INCREASE
m HOTELS, MOTELS SELLING FOOD w/ BT %428 419 G435 G424 100% %41.9 424 [1.3%]
901 HOTELS, MOTELS, APARTMENTS, COTTAGES $91.8 £91.0 £89.8 $88.7  100% $91.0 $88.7 25%
108 RESTAURANTS, LUNCHROOMS, DELIS £323.7 | $317.1 £314.9 £310.3 3% $105.7 $103.4 2.2%
112 RESTAURANTS AND NIGHTCLUBS w/BWL $247.0 $227.4 $245.9 $2223 3% $75.8 $74.1 2.3%
306 GEMERAL MERCHANDISE 1866 | $1h42 $153.7 $153.4 5% £74 £7.7 1.8%
407 AUTOMOBILE, BUS AND TRUCK RENTALS 62 4 B42.4 Géd 4 bbd 4 ¥0% $56.2 $58.0 (3.2%]
706 AIRLINES — COMMERCIAL $03 %03 $0.3 $0.3 0% $0.1 0.2 [14.3%)
925 RECREATION AND AMUSEMENT PLACES $6.1 %59 £6.0 $5.9 50% $3.0 $2.9 1.1%
TOURISM TAX CATEGORIES SUBTOTAL $930.7 $902.1 $918.7 $887.8 $381.4 $377.5 1.0%
ALL SALES TAX CATEGORIES SUBTOTAL ~ $4,1268 24,0957 0.76%
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Maryland Office of Tourism’s
Strategies for Success:

» Conduct consumer research to determine key selling
messages & most valuable prospects/markets.

» Strategic Regional Promotional Efforts:
» Paid: Advertising (digital & traditional)
» Earned: Public Relations

»Owned : OTD assets such as website, publications,
newsletter and social media
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Consumer Research Drives Marketing Platforms

» Qualitative Research:

» Focus Groups allow consumer insight and direction
for advertising, publications and web design.

» Quantitative Research:

» Determine what consumers thought of Maryland and
Its competitors.

» Determine what motivates consumers.
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Data driven decision-making

» Focus marketing efforts on key feeder markets &
continually communicate year-round:

»> 32
> 15
> 11

nercent of visitors from Washington, D.C.
percent of visitors from Baltimore
percent of visitors from Philadelphia

» These top three markets = 58 percent of visitors.
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OTD'’s tourism efforts deliver a
powerful return on investment

» MTDB commissioned an effectiveness study on 2012
advertising. It reported only the incremental business generated
by the ads, not travel planned prior to viewing advertising.

» 2012 advertising generated $317 million in visitor spending from
265,067 trips and supported more than 2,925 new tourism jobs.

> Every $1 invested in advertising returned $160 in visitor spending,
$22 in state and local taxes and $5 in sales tax.

. . ES
Source: Strategic Marketing & Research, Inc. -



Maintain Core Promotional & Outreach Efforts

B VISIT i
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Home Places To See Things To Do Places tay Places To Eat Getting Here About MD

» Advertising - print, online
» Travel Trade Sales

» International Marketing

» Public Relations

» Content Development — web, social, publications
» Social and Digital Media and Marketing

» Tourism Product Development, etc...
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International Marketing

WASHINGTON, DC
MARYLAND

CAPITAL REGION USA

Maryland investment in promotion to
Western Europe and emerging markets
of Brazil and China was matched $8 for

every $1 in FY 2013.
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Communications Efforts Deliver Results

» Travel Media team generated $13.7 million in positive third-
party editorial coverage of Maryland as a travel destination.
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Commemorations Continue through FY2015
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FY2014 Tourism Marketing and Development Plan

Available online at www.visitmaryland.org
under Tourism News & Reports. FY15 plan
will be added in November.
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Maryland Office of Tourism’s
Future Strategies for Success

» Must go BEYOND Strategic Regional Promotional Efforts — need to
target larger and more distant metropolitan areas such as NYC.

» Applying strategies for the development of VisitMaryland 2.0.
» Continue international marketing efforts.

» Develop new culinary, outdoor recreation and Chesapeake-themed
products and market when visitor-ready.
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Agritourism — moving forward...

Agritourism

Agritourism is basically where agriculture and tourism intersect, as
farms and ranches invite the public onto their property to experience the
out of doors, the leisure pace, and the healthy and nutritious produce
that is only possible when it is fresh picked at the peak of perfection.

What is Agritourism? Jane Eckert, of Eckert AgriMarketing ...

www.eckertagrimarketing.com/eckert-agritourism-what-is-agritourism.php

« Direct impact — what are the tax revenue impacts?

 Indirect impact — how do these experiences enhance the visitor
experience?
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2014 Destination Maryland &
Visit Maryland Website

-FOOD & DRINK

FOLYCATR BINING FLEASULE. MARYIAND S MENU FEATURES THE WOULES BEST SEAFOOD,
FANM-FRREN PRODUCE ANT SUMPTUOUR DESSFRTS, KOTTO MINTION AN FTTENSVE
LOCAL WINE LIST, ALL SEKVED TN ECLICTIC AND BOMANTIE SETTINGS,
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Places To See Things To Da Places To Stay Places To Eat Getting Here About MD

Hame > Events > Maryland Farmers’ Markets

RELATED _ FIND :
.Lf'(’n}lr Maryland Farmers' Markets Events

Accomimodation

Search Events

Date Range

¥ R

“Maryland

Home Places To Ser Theings To Do Places To Stay Places To Eat Getting Here

Erom [

To i

Sign up for our FREE

Attractions b ‘M’}}!'r}{,rr{,?
RELATED [ 1077 FIND £ on2ts

The local food movement is sweeping the country and new

farmers markets have sprouted-up all over Maryland. Enter Email Address
Saarch Events.

For further mformation call 410-841-5770

= . More.., B Add To Innerary Reglon
T ! Real Hore... ! EXPLORE hy REGIO?
Sign up far cur FREE ot
w] tletter F? ee Click on the county below to find a Fapmers’ Market
= et DESTINATION near you:
MARYLAND

Enber Emad Address.

View only

TRAVEL GUIDE Allegany Carol Harford St. M.
h AND PASSPORT
= DISCOUNT CARD Anne Arundel  Cecil Howard =
LR i Baltimare Chales  Kent Talbat
# the 19th-century thr FXPLORE by REGION
al programs on rneal farm

lome to the Baltimare City Darchester Montgamery Washington

County:
Phone:
Toll free:
b Fax:
Welsite:
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Online & Printed COE
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Home Places To See

RELATEDItem £

Accommodations

Activities
Arts and Entertainment

Aftractions

Destinations

Dining

v and Heritage

Fall Events

Maryland is packed with fun things
to see and do! Check out these
great events throughout the state...

Read More...

fFJJ"E’E'

DESTINATION
MARYLAND
TRAVEL GUIDE
AND PASSPORT
DISCOUNT CARD
Order or view now

"“Maryland

Maryland Offic Tourism

The Official Site

Things To Do Places To Stay Places To Eat

Home > Events > Fun Fall Festivals

Fun Fall Festivals

Celebrate autumn's harvest around the state.

[ Add To Itmerary B Region

If your taste tend to lean more to the
macabre.... join us, if you dare, and
experience unworldly weirdness on a
Ghost Tour!

-

Pumpkin Trolleyfest

Sat. & Sun. through November 14, 2014

Come to the national Capital Trolley Museum's Pumpkin Trolleyfest
where your child can pick out and decorate a small pumpkin from
the museum's "Pumpkin Market.”

National Capital Trolley Museum

Colesville

Montgomery County

More info...

Greenstreet Gardens Fall Festival

Weekends, through October 26,2014 10:30am - 4:00pm
Costume parade on October 26, 2014 at 10:15am

Ride the cow train, take a bumpy ride down the underground slide,
play in the corn pit, and more.

Greenstreet Gardens

Lothian

Anne Arundel County

More info

Sign In

£ | f.h IJ G

Getting Here About MD

FIND €% o1 £:5

Search Events

Date Range

From H
=

To i

Sign up for our FREE

Ne}w/ etter

[EnEEEma Addes

EXPLORE by REGION

Try our NEW '

Interactive
c%ap

Trip Planner

WM | DaTE: 10/22/2014
ITEMS: 0
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Travel Media Relations

UK Journalists Tour Maryland

Maryland will be receiving press coverage in the
United Kingdom from two recent press visits. One
group of journalists consisting of the Sunday
Independent, Star Magazine, and Irish Daily Star
toured Frederick and Baltimore to sample a taste
of Maryland during a Foodie Fam sponsored by
the Capital Region USA. Additionally, a reporter
from the BBC toured the Harriet Tubman

Underground Railroad Byway through Caroline
and Dorchester countics.

Pictured: Journalists and Chef Jerry Pellegrino at
the Waterfront Kitchen's greenhouse during the
Foodie Fam.
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Consumer E-newsletter
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SUBSCRIBE T IS NEWSLETTER

AR GF EVENTS
DESTINATION GUIDE
THINGS TO DX
PLACES T4 STAY
TRIF IDEAS
CONTACT US

Maryland Renaissance Festival
Now through Oct. 18
ville, Anne Arunds! County

land. Our Seenic Byways driving tours make the
perfact road trp to explore any sesson. Hesd west for the Autumn Giory Fastivel in Gamstt
County, Oct. 812, and Catootin Colorfest, Oct. 11-12. in Thurmont. Ceisbrete the best of the
p wine and crisp westher — st Riverside WineFest, Oct. 4-5 st Sotterey
Plartation. and Autumn Oct. 18-18/in Saiisbury

Free Fall Baltimore
Wiore than 300 free events in October

Fall Festivals

Brunswick Railroad Days
Oct 45

5 fabulous fail foiiage.
Frederick County

- Eall Harvest ot Baugher's.
Westminster, Carrall Courty

+ Darlington Apple Festival, Oct. 4, Harford Courty

= Maryland Pumpkin Festival, Oct. 11-12, Summers

an Fredenck Courty

Oct. 12, Charies Courty

Snow Hill, Worcester County - Fall Harvest Days, Oct. 19-18. Carroll Courty Farm

seum, Westminster

ends through Ociaber,

Chesapeake Celtic Festival
Oct. 4

U.5. Sailboat Show

Oct. 813

Annapolis City Dock Beer Festivals

Bratwurst shares the spotiight with bold beers during

Oktoberfest.

- Eastport Oktoberfest, Oct. 4, Eastport Democrstic Club,
Annapoiis

Chesapeake Wildfowl Expo
Oct. 11

‘Ward Museum of Wildfowl Art 5

Salisbury, Wicamico County - Das Best Oktoberfest, Oct. 11, MAT Stadium Parking

L Baitimore

- Good Beer Festival, Oct. 11-12, Pemberian Park

Salisbury, Wicomico Courty

Graw Days Festival - Gaii g Ol at the Oct. 12

oot 11 Montgomery County

Havre de Grace, Harford Courty - Berfin Oktoberfest, Oct. 12, Wi
- Island Bay Day Rocktoberfest,

County Fairgrounds, Gertrevile

Festivals on the Water
Enioy the bounty of the Chesapeake and Maryland's maritime

ter County
18, Quesn Annes

Taste of Bethesda
Oct. 11

Montgomery Gounty
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Welcome Center Brochure Distribution

Antietam
Highlands

Winerail
N

(hesapeake
Wine Trail

Antietam Highlands Wine Trail Carroll Wine Trail Chesapeake Wine Trail

Visit Trail Page Visit Trail Page Visit Trail Page

Be a Trailblazer!

Maryland has eight dairy farms that offer frash,
delicious on-farm ice cream. Together, they make up the
Maryland Iee Cream Trail. Visit sach creamery between
May 19 and September 15 and you may be named...
Maryland’s

2014 Ice Cream

Trail Blazer

FREDERICK
WINE TRAIL

o

e _-_,'fj (N

Frederick Wine Trail Patuxent Wine Trail Piedmont Wine Trail

Visit Trail Page

Visit Trail Page

Visit Trail Page
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Industry Outreach

el
MARYLAND Slghts
Infarmation for the Cultural and Tourism Community

MAY 28, 2014 Share this email l] E m Eﬂ

in
brief tfa | + Star-Gpangled Summer Starts

* Ping Pong Summer on
Maryland Screens
inthe
* Tourism Tax Revenues
continue to grow in FY2014
upcoming * Fourth Annual Maryland Traditions

Folklife Festival Returns Travel Information Workshop
Travel Information Specialists from Western Maryland to the
Eastern Shore convened at Six Flags America in Largo to

* Preakness Draws Record Crowd learn from the Maryland Office of Tourism about trends in
Maryland travel, consumer communications outreach efforts
and customer interface. Additionally, representatives from

* Walters Art Museum the Maryland Wineries Association, Lyon Distilling and the

Awarded Funds Maryland Department of Agriculture discussed how these

micro-industries are an important, and growing, component
of the visitor experience.
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Thank you...questions?
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