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I Target Segments 
* Tow ri[st 

- Targets predestination leads generated by 
partners 

- Targets visitors after arrival in DC* VA & National 
H'a rbor 

- Promotes day-trips 
Destination 
- Targets key demographic w i t h  5-haur drive 
- Focuseson buildingawatenlatsstornaenm 

business 
- pm,md@ mri$h stay 

Re:gbnal I .  

- Targets Alexaridrfaqs raildents urd nel~hbon in 
D.C. metropolitan a m  

- Uses Kim Street Trolley 
uMaw" 

* CalE-It~Ctlan 
Qualifter for partnerskip 

- Promotes shlopping dhing 
I 
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Tourist - ~ e d i a ~ u y  
Virginia Travel Guide 
Official DC Visitors Guide li 

I 

! 

C. 
-DC Pre-Olestination Map 

I Gaylolrd Magazine 

Old Town Trolley Maps 

Old Town Trolley Side Billboards 
I 

Go Smithsonian Digital Guide 
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Tourist - Media Buy 
, , ' 

BONUS 

Guest Informant, full page 
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Tourist Ad I - ~ e f o r e  
Where Magazine 2007 & 2008 

5 mnler from Warhnnplon 0 C and8 mles from 
Geage Washlnglon s MounlVrrnoa~ on the beaultlu 
end hanonc Gaorge Wsshsngton Memonal Perkway. 

an American Bmay n w  celebnung iu751h anniversev 



------- -,- r-..* r .-. 1.. , \ , . .. - ... ----a "". n ,* .... .. "I-,. r,... .-,. ,*...*.,., r.. 

-.mat- III.lb.PaDmQYrO.'4C~I-- 



r Gaylord Magazine 



Destination Yeaia Buy 





1 QCMd dinne 

Westchester C o ~ ~ n t v  

ecer 



EL. Metro 



December 
and May 



Onlin 

ar ,*liurl\. c n,$\e\, rdr rrnldr and nmrc at 1rardonty.rrm - W n d o v r  

3CI W d m e  to T~avewrr! 
T r . c k f a m m r a r t a r w d e s b m w m - ~  W y a - 7 - a  * * travelocity 

CvYamCare 1 UVYUII 
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__--- IS CLOSER THAN YOIT THINK- 

~ ~ b r b ~ n c m h ~ ~ W , ~ b a r t l g ~ i I m ~ l  A M A L W h l I m :  
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MNI - December 



Regional Advertising 
Campaign 



Regional Strategy 
1. Proornote shopping art~d dining to 

residients and neighbors 
11 

' 1  2. Replaces holiday campaign 1; 
3. Two Medlia Goals Il 

- Frequency 

- Repetition 

4. Qualify for Metro Partnership 
- Emphasize on King Street Trolley 



I Nor thernVird~r.., 

Oct./Nov./March/April Oct ./Nov./Manh/April 



I Regional Media Buy: 

Newspapers 
Washington Post Express (1 7x), 
Wash Post Sunday Source (1 Ox), 
DC Examiner (20x), 
Washington Blade ( lox),  
City Paper (7x) 
Connection Papers (9x) 
Old Town Crier (4x) 
Alexandria Times (7x) 

1 Old Tom Crier I I 

I 'Without Fear or FavwR 



I 1 Regional Media Buy: 
(1. 

b i Radio 
I 

j , Metro Networks, (75/wk) 
@!- , - ; b . L - - ,  

WTOP, WMAL, WBQB, WAVA, WFLS, 
1 WHUR, WJFK, WLZL, WMMJ, WPGC, 
i 
i WPRS, WTGB, WWWT 
1 
' WRQX 107.3, (lO/wk) 

Clear Channel Traffic, (20/WK) 

I: WASH-FM, WBIG-FM, WMZQ-F 
I 
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