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Maryland Office of Tourism Development Missiony p

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

Provides residents and out-of-state visitors with 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 p y g p g
process.

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

Cooperate with other agencies and 
i ti  th t id i  th  d l t d 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 2009. 

Dramatic changes in economic climate and tourism 
budgets impacted some strategies & tactics, but 
plan has been excellent road map for success plan 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 StakeholdersTourism Stakeholders

Executive Directors CouncilExecutive Directors Council

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

Maryland Association of Maryland Association of 
Destination Marketing Organizations

(MDMO)(MDMO)

Comprised of the 25 officially designated tourism p y g
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 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 2an 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 trendsoutperforming regional and national trends.

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



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 2008Tourism 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 g g

growth of tourism tax sales revenues above 3% annually.
 Requires the MTDB to report on the effectiveness of the Tourism Promotion Act.
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Maryland Office of Tourism’s 
Strategies for Success:Strategies for Success:

 Conduct consumer research to determine key selling  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 Platformsg

 Qualitative Research: 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.

Governor's Intergovernmental Commission for Agriculture



Data driven decision-makingg

 F  k ti  ff t   k  f d  k t   &  Focus marketing efforts on key feeder markets  & 
continually communicate year-round:
32 percent of visitors from Washington  D C32 percent of visitors from Washington, D.C.
15 percent of visitors from Baltimore
11 percent of visitors from Philadelphia11 percent of visitors from Philadelphia

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

 MTDB commissioned an effectiveness study on 2012 y
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.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.  

Source: Strategic Marketing & Research, Inc.



Maintain Core Promotional & Outreach Efforts

 Advertising – print, online
 Travel Trade Sales
 International Marketing
 Public Relations
 C t t D l t b  i l  bli ti Content Development – web, social, publications
 Social and Digital Media and Marketing
 Tourism Product Development  etc Tourism Product Development, etc…
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International Marketing

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-g $ p
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 p p
will be added in November.
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Maryland Office of Tourism’s 
Future Strategies for SuccessFuture Strategies for Success

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

 A l i  t t i  f  th  d l t f Vi itM l d 2 0 Applying strategies for the development of VisitMaryland 2.0.

 Continue international marketing efforts Continue international marketing efforts.

 Develop new culinary, outdoor recreation and Chesapeake-themed p y, p
products and market when visitor-ready.
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Agritourism – moving forward…

• Direct impact – what are the tax revenue impacts?
• Indirect impact – how do these experiences enhance the visitor 

experience?experience?
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2014 Destination Maryland & 
Visit Maryland WebsiteVisit Maryland Website
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Online & Printed COE
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Travel Media Relations 
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Consumer E-newsletter
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Welcome Center Brochure Distribution
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TV Advertising
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Industry Outreach 
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Thank you…questions?

For more information, please contact Marci Ross at mross@visitmaryland.org
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