Vermont Department of Tourism and Marketing
CAMPAIGN REPORT: FEBRUARY 2022

Destination Marketing
Summer-Fall 2021
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Vermont Department of Tourism and Marketing Summer-Fall 2021
DESTINATION MARKETING CAMPAIGN REPORT

Recognizing that the tourism and hospitality sector has suffered widespread disruption from the COVID-19 pandemic, the Department of
Tourism and Marketing received an additional $1.4M in 2021 to promote Vermont’s travel, recreation, culinary, arts, culture, agritourism, and
heritage experiences to attract visitors and stimulate visitor spending with local attractions and small businesses in rural communities and
throughout the State (Act 74). This campaign report summarizes the strategy and tactics utilized by the Department to achieve those ends.

Advertising is deployed at various touchpoints on the classic marketing funnel to influence decision making along a consumer’s research and
purchase journey. At the top of the funnel is brand awareness and interest, where the work of the Department can make the most difference to
individual tourism properties throughout the state. We have the broadest message to capture attention and create interest in Vermont as a
destination overall, to continually fill the ‘funnel’ with potential new visitors.

As the Department is ‘selling’ the idea of Vermont and not a final product, we look at the customer journey differently than a lodging property or
an attraction might. At the middle stage of the marketing funnel where consumers are considering and evaluating their options, the Department
uses data from online behavior (someone who looked at flights online, searched for Vermont lodging or read an article about Vermont), to serve
digital advertising to consumers as they navigate around the web to reinforce the idea of traveling to Vermont and inspire further action. The
Department also invests in travel content platforms and sponsors native advertising (editorial content that we work with the publication to
produce) to provide exposure to regional and industry partners as the Vermont experience is considered.

With the additional resources allocated to the Department, our brand awareness campaigns have been able to reach a much larger audience
than ever before. While we know there is pent up demand in the market, with folks eager to travel and visit friends and family as pandemic
restrictions are lifted, we also recognize that Vermont faces strong competition from every destination, who are also desperate for travelers to
return. Our marketing strategy includes not only inviting previous visitors back and keeping Vermont top of mind across the country, but we
continue our work to reach new and diverse audiences, while also leveraging our strong positive brand association with safety.
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The Department’s paid advertising strategy includes a combination of digital advertising, native advertising (sponsored content), advertising on
social media, streaming audio and connected TV, print and broadcast channels, search, as well as out-of-home (outdoor advertising). Campaign
investments are geotargeted to key drive markets (MA, CT, RI, NH, ME, NY, NJ, PA); drive/fly markets (MD, DC, VA, NC, SC, GA, FL); and well as

fly/like markets (Chicago, Denver, Dallas, Nashville, Columbus, Minneapolis, Seattle, Phoenix, Houston, Austin, San Francisco, Los Angeles)
based on behavior and intent to increase brand awareness and encourage conversions.
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Advertising creative celebrates Vermont as “A Place All Its Own,” inviting future visitors to learn about all the experiences we have to offer. With
our rich history, vibrant arts community, agricultural landscapes, talented producers and makers, and abundant recreational opportunities,
Vermont is well positioned as an ideal travel destination, with plenty of wide-open spaces travelers are seeking in a Covid-19 environment.
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Highlights of our 2021 campaign work are described in the balance of this report. To begin, the Department developed a brand partnership with
Matador Networks and Airstream to document the final leg of a cross-country journey for Kina Pickett and his family, as they travelled back to
Kina’s childhood home to celebrate all that Vermont is with his family. The resulting video, Vermont: The Long Trail Home, articulates how
“Vermont is about as perfect as it gets” and has been viewed over 500,000 times.
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Vermont:Thelongtrailhome ©00Q00

FAMILY TRAVEL — UNITED STATES — NORTH AMERICA - VERMONT, UNITED STATES

After clocking over 25,000 miles road tripping across the US, Kina Pickett
knew the destination that would cap it all off. “Iwanted to imprint something
that my kids could remember,” he explains. Join the Picketts for this beautiful
journey homeward, and learn why Vermont is as perfect as it gets. #ThisIsVT
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https://matadornetwork.com/videos/vermont-the-long-trail-home/
https://matadornetwork.com/videos/vermont-the-long-trail-home/
https://matadornetwork.com/videos/vermont-the-long-trail-home/
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In another brand partnership, Vice Media was able to bring a film crew to Vermont to produce a two-part video series featuring a local guide
exploring stops to mountain bike, swim and grab a bite to eat around north-central Vermont. The ‘Go Local: 48 Hours in Vermont’ video for Day
One explored the Waterbury-Morrisville area, including stops at Lost Nation Brewing and Blackback Pub, while Day Two featured opportunities to
paddleboard and bike around Lake Champlain, with stops in Burlington at the Intervale Center and Skinny Pancake. With this type of longer form
content, we also have the opportunity to talk about Vermont in a broader context, meeting Vermonters, to see why Vermont is appealing not just
for vacation, but as a place to live.
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https://www.youtube.com/watch?v=1UEO01on-Jc
https://www.youtube.com/watch?v=F-8YMEkmwzE
https://www.vice.com/en_us/partners/vermont/map
https://www.youtube.com/watch?v=1UEO01on-Jc&list=PLIw-QU7orKgedme2sKaLd5XtA4zvzr-D5
https://www.youtube.com/watch?v=F-8YMEkmwzE&list=PLIw-QU7orKgedme2sKaLd5XtA4zvzr-D5
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An out-of-home campaign in the greater New York City market area that featured 550 placements of transit advertising on the Metro North
commuter rail network, from digital video boards in Grand Central and Union Square stations, to outdoor displays all up the commuter line.
These placements ran throughout July and August and earned an estimated 41.7 million impressions.
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A video pre-roll and connected TV ad campaign showcasing brand assets we were able to produce in FY21 with Coronavirus Relief Funds on
networks like Hulu, Discovery Digital Networks, and Outside TV, garnered over 15 million impressions.
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https://www.youtube.com/watch?v=Hnp_R949e4I
https://www.youtube.com/watch?v=93NII6nVWrA
https://www.youtube.com/watch?v=O4kIHzAF1Ag

Vermont Department of Tourism and Marketing Summer-Fall 2021
DESTINATION MARKETING CAMPAIGN REPORT

Sponsored native content is tactic that allows us to leverage the brand networks of media and content partners, to get in front of particular
audiences and to extend the reach of our message far beyond our own channels. We are also able to highlight individual properties, attractions,
and experiences around the state, giving visitors specific trip planning ideas and providing national exposure to our local businesses. Starting
below, and continuing on pages 11-13, are samples of content partnerships that were executed through the Summer and Fall seasons.

Travel
Travel Trawel How to Plan an LGBTQ+ Vermont Adventure, Any Time of Year
Rainbow Road Trip: The Ultimate Green Mountain Adventure Celebrating Vermont Pride: A State of Freedom and Unity

MEDIA
NETWORK

Travel

Why Vermont Makes for the Most Romantic LGBTQ+ Getaway

WING THEM BELLS: 3 PICKS FOR THE PERFECT VERMONTWIEDOING . ................
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https://www.edgemedianetwork.com/story.php?ch=travel&sc=&id=305766&rainbow_road_trip:_the_ultimate_green_mountain_adventure
https://www.edgemedianetwork.com/story.php?ch=travel&sc=&id=306724&celebrating_vermont_pride:_a_state_of_freedom_and_unity
https://www.edgemedianetwork.com/story.php?ch=travel&sc=&id=307806&why_vermont_makes_for_the_most_romantic_lgbtq+_getaway
https://www.edgemedianetwork.com/story.php?ch=travel&sc=&id=308661&how_to_plan_an_lgbtq+_vermont_adventure,_any_time_of_year
https://www.edgemedianetwork.com/story.php?ch=travel&sc=&id=307806&why_vermont_makes_for_the_most_romantic_lgbtq+_getaway
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https://travelnoire.com/vermont-7-reasons-autumn-getaway-destination
https://www.melaninbasecamp.com/trip-reports/2021/8/9/three-ways-to-build-a-more-inclusive-outdoor-culture?rq=vermont
https://travelnoire.com/24-hours-in-black-owned-vermont
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While Vermont is celebrated for its natural beauty like verdant forests, green mountains,
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https://www.purewow.com/travel/fresh-air-activities-only-in-vermont
https://www.purewow.com/weddings/why-vermont-is-ideal-wedding-destination
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growth forest, the writing retreat of a beloved author, or & rugged stone hut
atop Verment's tallest mountain, there’s an idvllic weekend getaway waiting
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https://www.outsideonline.com/outdoor-adventure/environment/the-key-to-vermonts-outdoor-recreation-economy-unfettered-altruism/
https://nymag.com/article/2021/08/vermont-vacation-green-mountains-stowe-montpelier.html
https://matadornetwork.com/read/5-culinary-experiences-vermont/

Vermont Department of Tourism and Marketing Summer-Fall 2021
DESTINATION MARKETING CAMPAIGN REPORT

In addition to the brand partnerships, out-of-home advertising, connected TV, and sponsored content tactics illustrated, the Department’s paid
advertising strategy includes a combination of digital advertising, advertising on social media, traditional print and radio, as well as search, that
is scheduled out over the course of the campaign, with timing reflective of both the tactic and market served.

April May June July August September October November
5 12 19 26 3 10 17 24 21| 7 14 21 28 5 12 19 26 2 9 16 23 20 6 13 20 27 4 1 18 25 1 & 15 22 29
Tactics PLACEMENTS
FProgrammatic Digital
Conversant Fre-Raoll, Display Banners, Rich Media
Discouvery Metwork = Connected T, Flex: Ad
DClutgide TW Connected T l
Hulu Connected TV, Pre-Roll
D360 Short-Form Mative
Sponsored Content
Matador (Hero Video + Placements] Airztream Partnership P ackage
‘ice Media [Hera Yideos + Placements] ‘Vide o Seriesfinteractive Map Package
Pureiwow [Wedding Industry] Eblast, Article, Social Package
Boston Magazine Sponsored Content Package
Edge Media [LGETE-] Sponsored Content Package | |
Elavity [Travel Moire] Sponsored Content Fackage
Melanin Basecamp [Inclusive Outdoors) Sponsored Content Package | |
Dutgide Magazine Sponsored Content Package
Won [Mew York Magazine) Sponsored Content Package
EroadiTraditional Tactics
Local MPF ARt U=l 457 Underwriting
Mekro Marth OOH FF4LC Frint Adz, Billboards |
Boston Globe (Summer Travel lssue) FP4C Print Ad | |
Edible Boston [Mew England Trauvel Guids] Digital Ad & Social |
Eoston Magazine [Summer Travel lzzue) FP4C Print Aud
Or10=
TripAdvisor Display Banners
Expedia Display Banners
Social
Facebook & Instagram Pisc. In-Feed, Carousel, Yideo | I i | |
Travel Mindset Influencer Program
Search

Brand & Mon-Brand Campaigns Summer, Fall, Brand Ad Groups
=
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With this broad brand awareness marketing, we are working at the top of funnel, promoting the brand, keeping Vermont top of mind, nurturing
existing brand affinity, and hopefully creating new brand awareness on a regional and national level. In preliminary reporting from our 2021
campaign, we were able to achieve 115 million impressions across the various tactics in our marketing mix, an 80% increase from the 63.9
million impressions the Department was able to achieve across all tactics in 2019.
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The call-to-action on all our advertising and collateral directs consumers to ‘Start Planning Today’ at VermontVacation.com. Thanks to the
increased investment in destination marketing made possible through the Act 74 appropriation, we have seen our paid media tactics that drive
traffic to VermontVacation.com pay off. More than 957,000 users visited the VermontVacation.com website in 2021, representing a 40%
increase in total traffic over 2019. We have also seen very positive increases in goal conversions, with email subscriptions up 133% from 2019
and requests for vacation guides recovering to within 7% of pre-pandemic levels online, and within 3% from phone inquiries. Year over year,
social media followers have also increased 23% across all channels. With all of the Department’s destination marketing efforts, our goal is to
inspire potential travelers, reinforce visitors’ affinity for the State, strengthen the Vermont brand and ultimately, support the Vermont economy.

VermontVacation.com
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