
2022
SEASON KICK-OFF

Ocean City Partners Present

B Y : D E P A R T M E N T O F T O U R I S M & B U S I N E S S D E V E L O P M E N T



1 A change in direction for Ocean
City's marketing.

What does Tourism look
like for Ocean City,
Maryland in 2022?

2 A new brand is being developed,
driving an updated look and feel
for our destination and increasing
engagement and excitement with
new and existing audiences.

3 A hard-working, well-informed
media plan has been created to
support the current campaign,
and establish a new baseline from
which future efforts will be
measured.



T R A V E L T R E N D S & R E S E A R C H

3 9 %
A r e c o m f o r t a b l e

t r a v e l i n g
t o a n o t h e r c o u n t r y

b y p l a n e .

v . $ 4 +
G a l l o n
o f g a s

T r a v e l e r s c o n t i n u e t o f i n d c o m f o r t i n
t r a v e l i n g c l o s e t o h o m e a s a f o r m o f r i s k

m a n a g e m e n t .

T r a v e l R e s e a r c h s h o w s h o w c o m f o r t a b l e v a c a t i o n e r s a r e t a k i n g a v a c a t i o n t o t h e
f o l l o w i n g p l a c e s t o d a y ? ( V e r y / s o m e w h a t c o m f o r t a b l e )

5 9 %
A r e c o m f o r t a b l e

t r a v e l i n g
t o a n o t h e r s t a t e i n

t h e c o u n t r y .

7 3 %
A r e

c o m f o r t a b l e
t r a v e l i n g

t o a n e a r b y
s t a t e .

8 1 %
A r e

c o m f o r t a b l e
t r a v e l i n g

t o a n e a r b y
c i t y



Media Trends
Digital Media Costs

Streaming Video

Digital Audio & Podcasts

1 8 %
Y O Y a v e r a g e

i n c r e a s e i n d i g i t a l
d i s p l a y & s o c i a l

m e d i a c o s t s . 7 %
I n c r e a s e i n S t r e a m i n g

V i d e o i n 2 0 2 2 w h i l e
l i n e a r T V v i e w i n g i s

d o w n 1 1 %

v s . R a d i o
S t r e a m i n g a u d i o r e a c h w a s o n

p a c e t o o v e r t a k e r a d i o i n
2 0 2 0 , w i d e n i n g t h e g a p .



PLAN OVERVIEW
M a r k e t s e l e c t i o n i s o n e o f t h e m o s t c r i t i c a l

c o m p o n e n t s o f a m e d i a p l a n . B u t i t ’ s n o t a l w a y s a

s t r a i g h t f o r w a r d p r o p o s i t i o n .

T h e r e a r e q u e s t i o n s a b o u t w h e t h e r y o u f i s h w h e r e

t h e f i s h a r e , w i t h t h e h o p e s o f g a i n i n g w i t h i n

a l r e a d y s t r o n g m a r k e t s . O r d e v e l o p i n g m a r k e t s

w i t h p o t e n t i a l , a s s u m i n g y o u ’ l l c o n t i n u e t o m e e t

g o a l s f r o m c o r e m a r k e t s w i t h l i m i t e d s u p p o r t .



VISITATION

GEOGRAPHY

CONSUMER SPENDING

AUDIENCE COMPOSITION

F O U R E L E M E N T S O F
O C E A N C I T Y ' S M A R K E T M O D E L

U s i n g d a t a s o u r c e s i n c l u d i n g Z a r t i c o , S Q A D ( m e d i a c o s t s ) a n d
M R I ( c o n s u m e r b e h a v i o r / c o n s u m p t i o n ) O c e a n C i t y d e v e l o p e d a

p r o p r i e t a r y m a r k e t m o d e l c o n s i s t i n g o f f o u r e l e m e n t s t o
i d e n t i f y w h i c h m a r k e t s o f f e r t h e b e s t R O I t o O C .



OCEAN CITY'S MARKET MODEL

PRIMARY MARKETS

Baltimore, Washington, Philadelphia, Harrisburg,

Wilkes-Barre/Scranton, Johnstown-Altoona, Pittsburgh

*Represent 78% of total visitation

EXTEND PRESENSE GEOGRAPHICALLY

Instead of focusing solely on individual markets, we will

pursue high-propensity audiences wherever they are

within a wider radius. This information is driven by

intent data, interest in OC and competitive beach

destinations, and content consumption that would

indicate vacation planning mindset.

OCEAN CITY'S MARKET MODEL



M E D I A M I X & S T R A T E G Y



M O D E R N
M A R K E T I N G
A P P R O A C H

R a t h e r t h a n c a s t i n g a
w i d e n e t , O c e a n C i t y ' s

m a r k e t i n g p l a n w i l l u s e
m u l t i p l e t a c t i c s t o t a r g e t

n e w a n d r e t u r n i n g
v i s i t o r s , w h i l e a l s o

d e v e l o p i n g a p r o p r i e t a r y
m a r k e t m o d e l t o

e s t a b l i s h p r i o r i t y a n d
r e g i o n a l m a r k e t s .



T h e 2 0 2 2 c a m p a i g n
w a s d e v e l o p e d t o

m a i n t a i n f l e x i b i l i t y
a m o n g t a c t i c s

a n d t o a l i g n w i t h
e s t i m a t e d p e r f o r m a n c e

a n d g o a l s .

M E D I A
M I X



Media Mix Highlights
Local Cable-CTV

Digital OOH

Print

C o m b i n i n g l o c a l c a b l e a n d
C T V t o r e a c h o u r t a r g e t
a u d i e n c e w i t h h i g h
i n d e x i n g p r o g r a m m i n g
H y p e r - T a r g e t e d , H i g h
r e a c h – L o w D u p l i c a t i o n
K e y P r i o r i t y M a r k e t s

O v e r 5 8 . 3 M I m p r e s s i o n s
.

P r o g r a m m a t i c a p p r o a c h t o O O H
F o c u s e s o n t a r g e t a u d i e n c e
r e a c h i n g a c r o s s m u l t i p l e O O H
s c r e e n s i n a r e a s w i t h h i g h e s t
p r o p e n s i t y t o t r a v e l t o O c e a n C i t y
F l i g h t t h e t i m i n g o f t h e a d
m e s s a g e t o r e a c h p e a k t r a f f i c
p e r i o d s

O v e r 9 6 . 1 M I m p r e s s i o n s

N a t i o n a l M a g a z i n e T i t l e s –
T a r g e t e d t o K e y P r i o r i t y M a r k e t s
L i f e s t y l e N e t w o r k s
F o c u s o n L o c a l C i t y M a g a z i n e s i n
B a l t , P i t t s , P h i l l y

R e a c h e s s u b s c r i b e r s w i t h a c o m b i n e
c i r c u l a t i o n o f o v e r 1 . 0 M



Media Mix Highlights
Streaming Video & Audio

Digital Targeting

Paid Socail

A m o r e t a r g e t e d e x t e n s i o n o f t h e T V
e x p e r i e n c e , e x p a n d i n g r e a c h
M a i n t a i n a c o m b i n a t i o n o f v i d e o
t a c t i c s , i n c l u d i n g p r o g r a m m a t i c
O n l i n e V i d e o ( p r e - r o l l ) , C o n n e c t e d
T V , a n d Y o u T u b e .
T a r g e t a c t i v e t r a v e l i n t e n d e r s ,
i n c l u d i n g l a y e r s t o e n g a g e a u d i e n c e
p e r s o n a .
P r o m o t e v i s i t a t i o n t h r o u g h a
v a r i e t y o f a u d i o p a r t n e r s
L e v e r a g e a u d i e n c e t a r g e t i n g a c r o s s
v a r i e d f o r m a t s ( m u s i c , p o d c a s t s )
t h r o u g h p r o g r a m m a t i c .

L e v e r a g e n e w t e c h n o l o g y a n d
t a r g e t i n g s t r a t e g i e s t o e n g a g e t h e
r i g h t a u d i e n c e s .
I n c l u d e g e n e r a l T r a v e l I n t e n d e r a n d
o u r t a r g e t a u d i e n c e , t h e E a s t C o a s t
B e a c h T r a v e l e r .
T e s t i n g s p e c i f i c t r a v e l d i g i t a l
p a r t n e r s , p r o v i d i n g e f f i c i e n c y
t h r o u g h u n i q u e a u d i e n c e t a r g e t i n g .
T a r g e t t r a v e l e r s a c t i v e l y s e a r c h i n g
f o r h o t e l s o r f l i g h t s t o O c e a n C i t y .

C r e a t e i m m e r s i v e e n v i r o n m e n t s o n
s o c i a l t h a t c a n b e t a r g e t e d t o
c o n s u m e r s
L e v e r a g e p r o v e n s o c i a l c h a n n e l s i n
d r i v i n g e f f i c i e n t , h i g h - i n t e n t w e b
t r a f f i c t o s u p p o r t O C M D r e s e a r c h
a n d t r i p p l a n n i n g .
T e s t a n d l e a r n o n p l a t f o r m s a n d
p l a c e m e n t s , u n d e r u t i l i z e d b y D M O s .



Campaign
Creative
We studied both travel trends and
perception study results to develop a
campaign we thought would inspire visitors
to live lighthearted in Ocean City, MD.

Our research showed that travel craving
remains high, despite cost increases.

Outdoor-oriented travel and drivable
destinations continue to provide
valuable travel opportunities.

People who visited in the last 12 months
agreed that Ocean City is fun, relaxing
and offers something for everyone.



Enjoy
Summer.

Life can ask a lot of us.
So, this summer in Ocean City we only
ask you to do one single thing: Enjoy.

 
Enjoy the rides. Enjoy an afternoon at

the ocean.
 

Enjoy focusing on your family, friends
and that extra-large bucket of fries.

 
Because here, there are no high

stakes.  Just hi scores.  There are no
to-do lists.  Just plenty to do.

 
So come lighten. Live it up. And enjoy.





Enjoy Summer
Website & Social Media Pages



Enjoy Summer
video



Enjoy Summer
Banner Ads



Enjoy Summer
Out of Home Billboards



Enjoy Summer
Paid Social Media



Enjoy Summer
Print Ads

Target National Magazine
Titles in Key Priority Markets

Lifestyle Networks (Food,
Luxury Travel, Living Well)

Target Local City Magazines



Enjoy Summer

Meeting & Conventions
Social Media Influencers

Family Focus
Golf
Girls Getaway
Millennial Traveler

OC Stickers

Campaign Activations:



Enjoy Summer
Campaign Activations



THANK YOU



SUMMER TOOL KIT
REMINDERS
B Y : J E S S I C A W A T E R S & A S H L E Y M I L L E R


