
Destination Gettysburg

2021 Marketing Plan & Strategy



Background
Gettysburg and Adams County, PA is known as a historic destination hosting millions of visitors every 
year. Located within a 300-mile radius of 60 million potential visitors, Gettysburg is also home to a 
thriving agritourism product with farm markets, craft beverage trail and culinary experiences that attract 
visitors and locals alike. Gettysburg has a high level of name recognition as determined in the 2018 
Futures Study conducted by California University of PA. The research also reveals that the target 
markets demonstrate a higher awareness of the destination marketing organization as a source of 
reliable travel information. 

As an economic driver, the tourism industry generates more than $135 million in federal, state and local 
tax revenue, and employs more than 5,300 residents in the county. Visitors to Adams County spend 
$735 million annually, based on 2018 data, at restaurants, lodging, events, attractions and retail shops. 
Travel and tourism are an integral part of the economy.

The plan detailed in the following pages is designed to be a working document. The details of the plan 
may need to be adjusted and/or modified due to prolonged impacts, financial and otherwise, from 
COVID-19.
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Organization Mission, Vision & Values

OUR ORGANIZATION
MISSION

OUR ORGANIZATION
VALUES

OUR ORGANIZATION
VISION

Destination Gettysburg, the 
official destination marketing 

organization of Adams County, 
markets Gettysburg-Adams 
County as a premier travel 

destination producing a positive 
economic impact.

Destination Gettysburg is a 
partnership organization that 

aggressively promotes the 
tourism products of Adams 

County, generating measurable 
increases in visitation, fostering 

genuine community-wide 
hospitality and appreciation of 

tourism, striving to be one of the 
best destination marketing 
organizations in the state.

Is it good for the visitor?

Is it good for our partners?

Is it good for the County?

Will it produce a positive 
economic impact?

If so, it’s a good decision.
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Consumer Analysis

Male
44.76%

Female
55.24%

GENDERCONVERSIONS BY DEVICE

Mobile
54.53%

CTV
1.32%

Tablet
8.17%

PC
35.93%

AGE TRAFFIC SOURCE

18-24
6.82%

25-34
20.07%

35-44
15.80%

45-54
18.30%

55-64
20.51%

65+
18.50%

Google
68.85%

Direct
11.63%

Essex
7.76%

Other
4.80%

Facebook
3.79%

Bing
2.00%

Yahoo
1.18%
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Consumer Analysis

IN MARKET ARRIVALS FROM 
DIGITAL CAMPAIGN

PEAK TIME FOR INSPIRATION 
GUIDE DOWNLOADS

MOST PAGE VIEWS & CLICKS CONNECTED-TV AVERAGE 
PLAYER COMPLETION RATE

127,038 12p - 1p

Monday & 
Tuesday 97.094%
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Strategy
Based on what we know of today’s travel consumer, our goals are:

● Inspire travel to Gettysburg and Adams County through 
authentic and creative storytelling.

○ Continue to incorporate the Resolute • Resilient • 
Rededicated headline in our creative to showcase 
our continued response to COVID-19.

● Support all efforts with high-impact photography, video and 
user-generated content whenever possible.

● Leverage the power of all earned, owned, paid and shared 
channels to reach and engage today’s travel consumer 
across all generations and demographics.

The effects of COVID-19 were felt far and wide in our community 
throughout 2020. Businesses closed, business models were 
re-evaluated, residents were quarantined at home and 
travel/tourism was discouraged. Specifically, our hotel 
accommodations saw upwards of an 80% decline in occupancy in 
April and May.

Leveraging the historical significance of our destination, we will 
position Gettysburg and Adams County as a place of resilience and 
recovery. 

Destination Gettysburg’s messaging in 2021 will continue to inspire 
people to rediscover a variety of experiences in our great destination.

We will validate the storytelling approach when marketing Gettysburg 
and its attractions. In order to bring Gettysburg’s tourism product to life 
and emulate the unique qualities our destination offers, we’re tasked 
with crafting a captivating narrative across every piece of content we 
create. This continues to include ready-to-use itineraries and 
Instagram-worthy attractions. Tapping into effective trends, we will 
explore opportunities to work with online influencers to share an 
authentic point of view of Gettysburg experiences and to convey the 
ability to customize each trip.

We will utilize consistent messaging and seasonal themes (Winter, 
Spring, Summer, Fall and Holiday) to build brand awareness.

Destination Gettysburg will continue to work with Dr. Susan Ryan and 
California University of Pennsylvania, as allowed under current pandemic 
operations, to conduct visitor research in 2021.
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PLAN1

REACH2

ACT3

CONVERT4

ENGAGE5

Search engines, social networks, 
publishers and bloggers

E-commerce, 
product and 
promotion

Website, blog, community 
and interactive tools

Customer 
Advocacy

BRANDED 
CONTENT

Competition is fierce online. We will plan, manage and 
optimize digital channels against defined targets, smart KPIs 
and a focused investment in content marketing, digital media 

and experiences.

BUYER STAGE: EXPLORATION
 We will publish and promote our content, share to media, 

networks and influencers. Draw to our content hub. 

KPIs: Website Sessions, Fans/Followers, Unique Users

BUYER STAGE: DECISION MAKING
We will create a content hub that is engaging, relevant, 

inspirational, useful and creates leads. 

KPIs: Time on site, Shares/Comments/Likes, Lead(s) Conversion

BUYER STAGE: ADVOCACY
Happy customers are the key to social media marketing, 

repeat visitation and referrals to friends and family.

KPIs: User Generated Content, Repeat Visitation, Advocacy

BUYER STAGE: PURCHASE
 We will capitalize on marketing investments using retargeting 

tactics to ensure our deliverables are driving sales.

KPIs: Lodging Tax Revenue, Occupany/Demand, In-Market Arrivals

Marketing Funnel
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Our Audience

Leisure
Traveler

Group 
Traveler

Media & 
Partners

Int’l 
Traveler

Meetings
Traveler

Female, age 24-45, 
living within a 

300-miles radius of 
Gettysburg, enjoys 

foodie travel, 
culture, shopping, 

history and outdoor 
recreation.

Our target markets 
reflect the proximity of 

our audience with a 
focus on PA, MD, DC, 
VA, NJ, OH and NY.

Visitors from 
United Kingdom, 

Germany, Canada, 
Australia and 
China. We will 

continue to focus 
on the FIT traveler.

Focus is on 
connecting with the 

group leader by 
communicating 

with tour operators 
and receptive 

operators in order 
to deliver our 
message and 
increase the 
offerings and 

bookings of retail 
tours to the 
destination.

Our target is the 
meeting planner, 
and third-party 

planners, focusing 
on those who plan 

for smaller 
conventions, 

regional meetings, 
retreats, corporate 

leadership 
development and 

associations. 

Our secondary 
audiences that play 

a critical role in 
assisting us in 

telling our story.

In our effort to aid in the recovery of the tourism industry and positioning Adams County 
as a safe travel destination, we will target the following audiences:
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❖ Continue to rebrand and retool the Destination Gettysburg 
website to enhance performance and visitor experience.

❖ Maintain an average open rate of 15% for the consumer 
newsletter. The content manager will identify, create and 
maintain a highly segmented distribution list that allows DG 
to serve content based on the visitors’ likes..

❖ Create highly segmented distribution lists and develop a plan 
for implementation in 2022.

❖ Blogs:
➢ Create 6 new blogs for the website.
➢ Update existing blogs on website on a monthly 

basis.
➢ The marketing team will work to transfer all of the 

active blogs over to the new format by the end of 
2021.

❖ Implement and market The Adams County Crop Hop, a self 
guided trail that will highlight the bustling farm markets of 
our agriculture partners throughout the county.

Measurable Goals
LEISURE TRAVELER

❖ Partner with Bandwango to integrate platform into website 
design and launch with owned product availability in first 
quarter. Identify opportunities for revenue generation utilizing 
platform and engage partners for optimization of benefits.

❖ Social Media:
➢ Increase follower growth by the following 

percentages:
■ Facebook: 7% to 45,409
■ Twitter: 3% to 7,679
■ Instagram: 5% to 7,581

➢ Increase engagement rate to the following 
percentages:

■ Facebook: 6% ER
■ Twitter: 3% ER
■ Instagram: 6% ER

❖ Increase the overall demand for room nights as calculated by 
the STR Report.
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Measurable Goals
GROUP TOUR MARKET

❖ Attend agreed upon in person and virtual trade shows 
and follow up twice in 12-months, one being 
immediately after the show

❖ One direct mailing and two e-blasts to student list

❖ Create virtual FAM to send to hotels for new staff. The 
sales team will also develop an in-person FAM when 
and if appropriate.

❖ Quarterly virtual Sales Meetings

❖ Bring on one new retail tour

❖ Continue postcard program to adult market only – 
2x/year

❖ Continue Warm Welcome program for Group market

ADAMS COUNTY POUR TOUR

❖ Attend regional events to promote ACPT if events are 
held

❖ Eliminate one prize level

❖ Continue marketing trail through digital, social media 
and other available opportunities

❖ Work with media relations to pitch the trail when 
appropriate

❖ Discuss possibility of virtual FAM until in person FAMs 
are appropriate

❖ Hold a minimum of 2 meetings with Pour Tour  partners 
per year

❖ Continue use of #GetPoured hashtag
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Measurable Goals

INTERNATIONAL MARKET

❖ Place Ad in Brand USA Inspiration Guide

❖ Develop Tour OperatorLand profile

❖ Continue International e-blasts-2x/year

MEETINGS MARKET

❖ Continue Meetings e-blasts-2x/year

❖ Focus on small meetings market media pitching

❖ Redesign the meetings piece including photos and 
specs

❖ Continue to incorporate sales copy in Going Places 

❖ Use Bandwango to switch Welcome Bag program to a 
digital platform

❖ Use free version of CVENT to share RFPs

❖ Distribute and check in with RFPs to determine if our 
efforts result in booking
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Measurable Goals
MEDIA RELATIONS & PARTNERSHIP

❖ Secure coverage in our top five media markets including 
Washington D.C, New Jersey, Baltimore, Philadelphia and 
Pittsburgh.

❖ Develop a virtual FAM and distribute to select media list.

❖ Submit 12 columns (1/per month) to Gettysburg Times that 
feature strength of local tourism industry.
➢ Continue to pitch industry stories

❖ Pitch small market meeting publications four times.

❖ International travel is unlikely in 2021. Send virtual FAM to 
five international journalists.

❖ Continue to actively work to secure placements.

❖ 2021 focus on regional journalists.

❖ Attended PA Tourism Office media missions if offered/safe 
to attend.

❖ Attend MATPRA Media Marketplace in September 2021.

❖ Continue to host media and influencers that pass vetting 
process.

❖ Develop new system to track hosted journalists.

❖ Scrub media contact lists, condense into master lists.

❖ 2021 we will focus on rebuilding our partnership after 
COVID-19. Increase total partners by 7% for the calendar year 
2021, based on the final partner number on 12/31/20.

❖ Host 5 events, virtual or in person to support partnership 
through networking and education.

❖ Create a partnership section on the Destination Gettysburg 
website that can provide education materials, benefits, tips 
and testimonials.

❖ A goal of 10% of total partnership using Bandwango 
platform. 12



2021 Overview

Destination Gettysburg’s marketing 
approach in 2021 will be to build 
more robust marketing campaigns 
that utilize multiple distribution 
channels including traditional, digital 
and media relations efforts to reach 
our audiences across a variety of 
platforms to achieve our goals. 
These campaigns will allow us to 
share stories that inspire travel to 
our destination using vivid images, 
videos, engaging social posts, 
experiential and list blogs, as well as 
sharing user generated content. 
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TACTICS
BRANDING

SOCIAL
MEDIA

CONTENT
MARKETING

BILLBOARDSSEM

EMAIL
MARKETING

VIDEODIGITAL

LEISURE
TRAVEL

MEDIA
RELATIONS
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BRANDING 
& PRINT

DIGITAL

OWNED
CONTENT

In 2021, we will leverage our owned content with earned and paid marketing opportunities to reach potential and existing visitors 
with messaging that inspires them to travel to the destination again, or for the first time. Our owned content includes our blog, 

videos, Li’l Lincoln, creative elements, self-guided tours, Adams County Pour Tour, Adams County Crop Hop and holiday activities. 
In this post-COVID environment, we will allow our website and social media channels to do the heavy lifting and showcase our 

destination and the safety of travel within Adams County. As we navigate these uncharted waters into 2021, we will update and 
create additional resources to spread the message of safe travel and hope for a return to a new normal.

Leisure campaigns will be organized seasonally: Winter (January-March), Spring (March-May), Summer (May-September), Fall 
(September-Mid November) and Holiday (Mid November-December) and will incorporate a series of selected images. These 

images will be applied to all marketing efforts to create a consistent, branded image. In terms of traditional print media, we will 
secure placements in regional lifestyle and proven national publications to reach the 25-45 aged female, who  highly influences 

leisure travel decisions. Proposed publications include Pittsburgh Magazine, Philadelphia Magazine, Susquehanna Style, Baltimore 
Magazine, Food and Travel Magazine, Travel, Taste & Tour Magazine, Table Magazine and edible DC and Philly.

In 2021, we will maintain our current number of print placements to allow for an increased digital presence. As a result of the 
current global pandemic, the public is consuming a large percentage of their information through digital platforms. This increased 

digital presence will allow us to reach the traveler at the top of the funnel, during the awareness and discovery stages more 
effectively. A comprehensive digital campaign will serve and retarget identified audiences through various tactics including 

Contextual, Behavioral, Connected TV, Keyword, Look Alike and e-newsletters. The Director of Marketing will utilize seasonal 
campaign reports to ensure that campaigns are being served to appropriate audiences and driving in-market arrivals.

15



EMAIL
MARKETING

SEM & 
SEO

VIDEO

We will seek opportunities to work with our vendors and regional DMO’s to send dedicated emails to their qualified distribution 
lists. In 2021, Destination Gettysburg will be sending dedicated blasts through Destination DC, Miles/Visit PA and Good Sam RV. 
These partnerships allow us to extend our reach to an audience interested in travel to similar destinations.  In addition, we will 
continue to send our monthly consumer newsletter to our list of opt-in subscribers to communicate with our vested audience 
and keep them in touch with Gettysburg. We will work with the Bandwango platform to grow this list in 2021. The content 
manager will work to create highly segmented distribution lists that can be used as additional distribution outlets.

Google accounts for nearly 70% of our campaign and site traffic. This is due in large part to our SEO and SEM marketing efforts. 
We will utilize search campaigns- specifically Google AdWords, in our seasonal marketing campaigns with Essex. We will also 
utilize SEO services from Madden Media to ensure our website and published content are optimized. We will work with Madden 
Media to incorporate search campaigns for the Bandwango offerings on our site. The Content Manager and Marketing Manager 
will work to identify site design testing to ensure that our website is optimized and maximizing our investment in the rebranding 
and retooling of DestinationGettysburg.com and AdamsCountyPourTour.com.

Video continues to be one of the most effective tactics to provide inspiration and drive conversions. We will work alongside our 
creative agency, BOOM, to identify new stories to tell and creative opportunities. We will incorporate more video into our website and 
will develop a content hub to archive our inspiration pieces. The Social Media Manager will identify opportunities to incorporate video 
into our social media calendar throughout 2021. Video will also remain a pivotal part of our digital campaigns. We are achieving above 
average views through completion and we will look to maintain those stats seasonally. The Marketing Manager will work throughout 
the year to identify opportunities and outlets to repurpose and expand our Authentic Adams materials beginning in 2022.
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SOCIAL
MEDIA

MEDIA
RELATIONS

We will inspire travel through our social media. In 2021, the Social Media Manager will evaluate new metrics to measure organic, 
meaningful engagement (i.e. with shares). The Social Media Manager will develop a plan to incorporate our owned video and other 

visuals on our social media channels. Audiences want to engage with destinations through media mediums beyond images. We plan to 
utilize social media stories on all of our platforms to make them more interactive for our fans and followers. The SMM will research other 

trending and up-and-coming social media platforms (i.e. TikTok) for consideration. We will look to request verification on Instagram and 
Facebook. UGC continues to perform well and will be part of the social landscape in 2021.

In consultation with Benchmark Strategic Partners, we will move the dollars out of radio in 2021 and apply them to our outdoor 
campaign. Utilizing outdoor and keeping the creative fresh we can make a larger impact with our budget and build upon the success 

of the last two years. The 2021 plan utilizes out of home in order to compliment the larger overarching digital campaign.This is a 
multimarket campaign with a large amount of added value in bonus boards.Campaign will run April through September and November 

& December. We will alternate I-95 and Hagerstown boards (4 week rotation) to maximize budget. Boards will be located in 
Chambersburg, Westminster, MD, Harrisburg and Lancaster. We will look to revisit an out of home co-op program for partners.

Media relations continues to be one of the most cost-effective ways to promote the area’s tourism product and build brand 
awareness. We will proactively engage with travel media, infusing a storytelling approach across all media relations and pitches to 

better illustrate the unique experiences that await travelers in Adams County. Our media relations team will host a minimum of 
three journalists throughout the year. This will include developing itineraries, arranging accommodations and working with partners 
to comp tickets and meals, as applicable. We also know the value of representing our destination through the Mid-Atlantic Tourism 

Public Relations Association (MATPRA) and its annual Media Marketplace.

BILLBOARDS
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ADAMS 
COUNTY 

CROP HOP

BANDWANGO

CO-OPS
Destination Gettysburg seeks to assist our partners with marketing opportunities that may not traditionally be available to them. 
The Marketing Manager will identify and coordinate co-op programs to offer to our partners throughout 2021. These programs 
allow Destination Gettysburg to buy down rates and make these opportunities affordable for our partners. Proposed programs 
include out of home/billboard campaigns, National Parks Magazine, 2022 Happy Traveler Guide (PA Visitor Guide) and the 2022 
Pennsylvania Campground Owners Association Directory.

The Adams County Crop Hop, a self guided farm market trail, was conceptualized in late 2019. Due to COVID-19, we were unable 
to launch the program. We will identify all farm markets in the county and finalize development of the trail. Partner businesses will 
have expanded listings. We will work with the Bandwango platform to create a digital passport and program to launch in Q1. The 
passport will highlight seasonal produce, pick-your-own experiences and special events. The Adams County Crop Hop will 
promote our thriving agricultural product throughout the county and will provide an experience to push visitors out into the 
destination and extend their stay.

Bandwango has been assisting destinations in measuring and communicating true value to stakeholders and generating DMO 
owned revenue streams since 2015. With reporting capable of tracking the individual utilization of passes, Bandwango drives and 
measures individual spending all the way down to the local business level. Destination Gettysburg will enter into partnership with 
Bandwango in 2021. The platform will allow us to monetize our owned products (Downtown Walking Tour, Scenic Valley Tour, etc.) 
and enhance visitor interaction on our website. This revenue generating partnership will replace the app development and will be 
an invaluable benefit to our partners.
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Group Tour Market
The group tour market is key to the success of our destination. We will continue to utilize suggested itineraries, communicated through e-newsletters, 
trade show follow up, and virtual familiarization tours/site visits. We will institute a “Penny for Your Thoughts” program to encourage operators to 
communicate with us what their new “normal” will be.

Within the group tour market, we market to the segments as outlined below.

❖  Tour operator/Receptive
➢ Attend trade shows and conduct sales calls to conduct face-to-face discussion of needs and offerings
➢ Send quarterly e-newsletters with sample itineraries, new experiences and shareable content
➢ Promote the Warm Welcome program to our database through a direct mail program with follow up email. The Warm Welcome 

program allows us to track what groups are booking.

❖ Adult/senior group leader
➢ This market is primarily reached through the tour operator, while the inspiration is delivered to the end user through our leisure 

marketing efforts.

❖ Teacher/student
➢ In addition to reaching this market through tour operators, Destination Gettysburg has established a direct link to teachers through 

Social Studies trade shows. This has allowed us to develop a database with teachers and school administrators for direct marketing.

➢ Staff will continue to use the newly purchased school database for Pennsylvania, Maryland and Virginia-based schools that will be 
used for marketing purposes. 
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International Market

❖ Destination Gettysburg will continue to work with BrandUSA and CRUSA when available to connect our destination with travelers arriving into 
the Washington, DC and Baltimore region.

❖ We will continue our efforts to communicate itinerary ideas and share usable content with international receptive and operator contacts. 
This will allow us to keep Gettysburg in the forefront of the planner’s mind as they are creating travel experiences for the international 
market.
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Meetings Market
Based on our limited product and access to a major 
airport, we have struggled to make much of an 
impact when compared to years of investment. As a 
primary leisure destination, we can utilize the 
meetings industry to supplement mid-week and 
off-season travel. Due to our lack of air service and 
smaller facility size offering, Destination Gettysburg 
targets meetings and events that host up to 500 
attendees and peak room nights of 200 rooms. We 
look to associations, corporate travel and specialty 
groups in Harrisburg, Washington, DC and 
Philadelphia, as well as local companies who may 
host meetings, to drive the traffic. Our differentiator 
in the market is our leadership development 
programs partnered with our unique meeting 
venues. While we have seen a growing interest in 
our destination as a meeting site, we are still 
working to establish our brand in this segment. 
There are two main areas of focus within this 
market.

 

Both Harrisburg and Washington, DC are home to a variety of statewide 
and national associations that represent every segment of business, 
non-profit and social group. Typically, these groups are on a rotation of 
regional location for booking meetings. Opportunities for regional, board 
and full association meetings are available.

❖ Maintain membership in meeting planner associations 
and attend regular networking events

❖ Identify a target list of 10 state associations not currently 
coming to Gettysburg that we can target for bookings.

❖ Continue to incorporate sales education copy into our 
Going Places e-newsletter

This segment offers opportunities for trainings, regional meetings and 
board retreats. Typically, this segment will have a higher budget for 
accommodation and off-site opportunities. Also, spouses are additional 
guests that can present an opportunity for leisure travel before or after 
the official meeting dates.

❖ Maintain membership in meeting planner associations 
and attend regular networking events

❖ E-newsletter – 2x/year

ASSOCIATION

CORPORATE
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Meetings Market

We will utilize Cvent to accept and share RFPs. All RFPs will be followed up on and a 
destination packet will be sent to the planner for future consideration.
 
We will work to secure earned media regarding Gettysburg in the industry. In addition 
to reviewing editorial calendars to see where Gettysburg fits, we will establish pitches 
on topics including unique venues in a historic destination, leadership development 
programs and Gettysburg as a meeting location for small meetings and conventions.
 
Throughout the year, we will connect with members and planners to determine if our 
efforts are resulting in bookings. The ongoing Welcome Bag program is an additional 
way to track, which will continue but through our new platform, Bandwango. This online 
platform will allow us to get information from meeting attendees including contact 
information and where they visited when in market.
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Adams County Pour Tour
Throughout 2021, Destination Gettysburg will market the craft 
beverage trail through digital marketing, regional billboards, social 
media, sponsored events, and owned content. We will identify 
ways to promote support of the trail through take out and online 
ordering as COVID-19 mitigation limits partner offerings.
 
In an effort to streamline the trail operation and reduce associated 
expenses, the trail manager will eliminate one prize level from the 
tiered structure by the end of 2021.

Destination Gettysburg will once again work alongside partner, 
Gettysburg Tours, to promote the Pour Tour Shuttle to promote 
responsible participation. We will also continue the use of 
#GetPoured throughout 2021.

The trail manager will work with the media relations team to pitch 
the Adams County Pour Tour, both as a trip driver and an add-on 
experience to extend existing travel plans. This will include hosting 
an ACPT FAM with invited journalists.
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Advocacy

It is critical to acknowledge the importance of tourism in Adams County and to 
highlight Destination Gettysburg as an essential advocate for the tourism 
industry. The role of our destination marketing organization is not to just 
market the region, but to be a destination advocate for not only visitors but 
also the community.

Tourism brings businesses, investment, capital, jobs and tax dollars, making 
us a vital organization to the community. Naturally, there are many concerns 
in the community about what we do with the funding that we receive. It’s 
imperative to show residents and local politicians what we do and the 
importance of our DMO.

In 2020, with the onset of COVID 19 Destination Gettysburg quickly developed a marketing recovery plan and began to take the 
opportunity to share this information with Gettysburg Borough Council, Adams County Commissioners, Adams County Community 
Foundation, Adams County Council of Governments and the Gettysburg National Military Park Superintendent and staff. We also 
began sharing our newly formatted monthly marketing report with our partners as well as local dignitaries and key stakeholders.  We 
will continue to share as much information about our marketing and its results in order to educate more of our community on the 
significance of tourism marketing to our community in 2021. 
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2021 Marketing Budget

2.2%

0.3%

0.6%

1.6%

2.4%
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Discovery Map
Food and Travel

Travel, Taste & Tour
HEDA Coupon Book

Winter Campaign
VisitPA.org

Visit PA Custom 
Content

Good Sam RV
Food and Travel

Travel, Taste & Tour Sign & initiate contract

Winter Campaign
HEDA 

VisitPA.org

DC Spring/Summer Guide
Table Magazine

Travel, Taste & Tour
2021 Happy Traveler

VisitPA.org
Spring Campaign 

(3.20 - 5.24) Prep Crop Hop for Launch

PRINT ESSEX/DIGITAL OUTDOOR ACPT BANDWANGO

JAN

FEB

MAR

Bold = prepaid/added value

Q1 Marketing Plan
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Baltimore Magazine
Pittsburgh Magazine

Rec News

Spring Campaign
VisitPA.org

Visit PA Native
Washington.org

(Native)

Spring Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster)

Launch AC Crop Hop
Prep Owned Tours

Food and Travel
AAA World
Conde Nast

Susquehanna Style

VisitPA.org
Spring Campaign

Table e-blast
Summer Campaign 

(5.25 - 9.3)

Spring Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster) Food and Travel Launch Owned Tours

Philadelphia Magazine
edibleDC

National Parks co-op

VisitPA.org
Dest. DC e-blast

Expedia
Miles/Visit PA eblast
Summer Campaign

table.com

Summer Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster)

Essex
PA Cider Fest eCommerce Launch

PRINT ESSEX/DIGITAL OUTDOOR ACPT BANDWANGO

APRIL

MAY

JUNE

Q2 Marketing Plan

Bold = prepaid/added value 27



AAA World

Summer Campaign
Table.com

Destination DC 
(ROS)

Miles/Visit PA eblast

Summer Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster) Essex eCommerce

Rec News
Adams County Living

2022 PACOA Directory
Table e-blast

Summer Campaign

Summer Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster)

Essex
Frederick Festival

Brew Fest Restaurant Week

AAA World
DC Fall/Winter Guide
Baltimore Magazine

Philadelphia Magazine
edibly Philly

Table Magazine

Table.com
Summer Campaign

Fall Campaign
(9.4 - 11.19)

Fall Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster)

Essex
Lititz Brew Fest

PRINT ESSEX/DIGITAL OUTDOOR ACPT BANDWANGO

JULY

AUG

SEPT

Q3 Marketing Plan

Bold = prepaid/added value
28



GolfStyles
Rec News

National Parks co-op
Susquehanna Style

Table e-blast
Fall Campaign Essex Gift Card Marketplace

Rec News
Table Magazine

Travel, Taste & Tour
Fall Campaign

Holiday Campaign
(11.20 - 12.31)

Holiday Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster) Essex

Baltimore Magazine
Susquehanna Style

Baltimore Child
Frederick Child Holiday Campaign

Holiday Creative
(I-I95/Hagerstown, 

Chambersburg, 
Harrisburg, Westminster, 

MD and Lancaster)

PRINT ESSEX/DIGITAL OUTDOOR ACPT BANDWANGO

OCT

NOV

DEC

Bold = prepaid/added value

Q4 Marketing Plan
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