
The problem is, I don’t know which half!”
“I know that half my advertising dollars are wasted.



Let’s fix this!

A D V E R T I S I N G ? 



Value of advertising:
• Brand awareness  

• Top of Mind Awareness (TOMA) 

• To raise the perceived value 

• Gets customers to do something

That you exist 

Reminder (7x) 

Bucket list 

Call to action

I M P O R T A N T
Whatever your ad tells us to look at or do,  

that (for example, your website) MUST 
be good enough to close the sale.



Great advertising:
• Evokes emotion 
• Is always specific 
• Creates a call to action

Blue Ridge Parkway near Blowing Rock, North Carolina

I M P O R T A N T
No more generic  

“we have something for everyone” 
advertising

Visit | Discover | Explore | Waiting for you | Four season destination | Cities | Towns | Counties | Experience



M A R K E T I N G B U D G E T S

General marketing budget allocations

Internet 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

35% 
30% 
20% 
10% 
  5% 

100%

Internet: 
- Online advertising  
- SEO  
- Website | updates 
- E-newsletter 
- Email marketing 
- Google images 
- URL’s



Digital 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

35% 
30% 
20% 
10% 
  5% 

100%

PR/SM: 
- Word of mouth 
- Influencers (internet) 
- Facebook (internet)  
- YouTube (internet) 
- Instagram (internet) 
- Print publications 
- Direct mail

What is being said about you

Opening the door, reminding people

Digital 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

35% 
30% 
20% 
10% 
  5% 

100%

Advertising: 
- Google Ads (Internet) 
- Facebook (internet) 
- YouTube (internet) 
- Print publications 
- Outdoor (billboards) 
- Broadcast (TV, radio) 
- Trade shows, promo



Once we arrive - ensuring a good experience

Digital 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

35% 
30% 
20% 
10% 
  5% 

100%

Collateral: 
- “Best of” brochure 
- Activity/Visitor Guides 
- Digital versions (Internet) 
- Attractions brochures 
- Maps of the area 
- Regional guides 
- State/provincial guides

In person marketing

Digital 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

35% 
30% 
20% 
10% 
  5% 

100%

Trade shows, other: 
- Trade shows 
- Fairs & festival booths 
- Industry assoc. conferences 
- Promotional goods 
- Logo gear 
- Souvenirs



Marketing priorities
Digital 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

—— 
  5% 
  5% 
10% 
  5% 

25%

35% 
25% 
15% 
—— 
—— 

75%
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Budget allocation

$10,000 Ad budget
$2,500 Traditional 
$7,500 Internet

Digital 
PR | Social media 
Advertising 
Collateral materials 
Trade shows, other

35% 
30% 
20% 
10% 
  5% 

100%

$17,500 
15,000 
10,000 
5,000 

  2,500 

$50,000

Based on an annual marketing budget of $50,000

Traditional 
$——— 

2,500 
2,500 
5,000 

  2,500 

$12,500

Digital
$17,500 
12,500 
7,500 

——— 
  ——— 

$37,500



Top 3 reasons for being online
#1 - Research (travel is in the top 10) 

#2 - Shopping 

#3 - Entertainment

W H A T  T O  D O



What’s the best reason someone should visit you? 
What activity makes you worth a special trip? 

S P E C I F I C A L L Y

PRIORITY

1
WHAT ARE YOU MARKETING? EXPERIENCES, NOT PLACES.

Ohio’s Shores & Islands 
-Cedar Point 
-Put-In-Bay



Rapid City, South Dakota 
-Mount Rushmore 
-Crazy Horse Memorial 
-Custer State Park 
-Devils Tower 
-Badlands National Park 
-Sturgis 
-Deadwood

The Great American Road Trip

Blowing Rock, North Carolina
Population: 1,300 year round, summer: 5,200 
Elevation: 3,600’ (10º F cooler, half the humidity)



The Blowing Rock

Stunning views around every corner



One of the most beautiful downtowns in the country



Dozens of quaint shops



Dozens of family-friendly eateries



Broyhill Park in downtown Blowing Rock

Tweetsie Railroad | Wild West Theme Park Adventure



Nearby Grandfather Mountain

The incredible Blue Ridge Parkway



Winter in Blowing Rock

• In the mountains: Less humidity, cooler temperatures 
• It’s family friendly (year round) 
• Great local shops and dozens of eateries 
• Incredible scenery 
• Fresh air, safe, welcoming



Identify your primary and secondary markets

PRIORITY

2
WHO ARE YOU MARKETING TO?



Lifestyle (psychographic) markets

Family: Hiking | horseback riding | fishing | skiing | active, not extreme



Family-centric | multi-generational

Girls Weekends Out | Mother’s Day | Celebrations - “The Getaway”

Multi-generational | Family focused | Building lifetime memories



Demographic markets

Memorial Park in downtown Blowing Rock

Families: Millennials, GenXers, Mid-America to upscale, professional



Geographic markets

Daytrippers: 
- Within a two-hour drive 
Overnight: 
- A days drive (3 to 5 hours) 
- North Carolina 
- Kentucky 
- Ohio 
- Georgia 
- Tennessee 
- South Carolina 
- Virginia 
- West Virginia

Charlotte

Atlanta

Cincinatti

Richmond

Raleigh 
Durham

Nashville

Louisville

Knoxville
Winston 
Salem

Columbus

Augusta

Charleston



Locals: 
- Within the town 
Cottager: 
- Seasonal visitors 
- Seasonal homeowners 
- Weekenders

The Blowing Rock target market
• Women 
• Late 30s and 40s 
• Professionals | Middle to higher incomes 
• Traditional families w/kids 
• Living in 8 states within a 5-hour drive 
• Strong love of outdoor activities 

This audience would include: 
• Girls weekends out 
• Multi-generational visitors 
• Celebratory escapes



Advertising dollars based on annual budget

PRIORITY

3

Annual advertising budgets of $250,000 a year and up

1. Google Ad campaigns (keyword, display) 
2. Television (prime time, local news) 
3. Influencer (general travel & niche markets) 
4. Facebook advertising 
5. Instagram | YouTube 
6. Drive time radio 
7. Traditional print (niche publications)

$40,000

$10,000

Online: 
$80,000

Blowing Rock



Annual advertising budgets of $100,000 to $250,000

1. Google Ad campaigns (keyword, display) 
2. Influencer (niche markets) 
3. Facebook advertising 
4. Traditional print (niche publications)  
5. Outdoor (billboards)

Annual advertising budgets of $50,000 to $100,000

1. Google Ad campaigns (keyword, display) 
2. Facebook advertising  
3. Influencer (niche markets) 
4. Traditional print (niche publications) 
5. Outdoor (getting people to stop)



Annual advertising budgets of $10,000
1. Google Ad campaigns (keyword marketing) 
2. Facebook advertising  
3. Influencer (niche markets) 
4. Traditional print (niche publications) 

Getting the biggest bang for your buck

PRIORITY

4
HOW ARE WE GOING TO REACH THEM?



1G O O G L E  A D V E R T I S I N G
$6,000 budget

Google? Must we?
By the numbers

93% - Google owns the search engine market 
68% - Online experiences start with a search engine 
75% - Never scroll past the first page of search results 

70% - Travel inspiration starts with searches 
89% - Travel planning is done via the web 
92% - Bookings are done via the web



Stages to closing the sale
Dreaming 
Organizing 
Booking 
Experiencing

70% on mobile 
On both mobile and desktop/laptop 
90% on desktop/laptop 
Both (looking for complementary activities)

Google ad terminology
PPC - Pay Per Click 
CPC - Cost Per Click 
CTA - Call To Action (what you want the customer to do) 
CTR - The number of clicks an ad receives divided by the number of impressions.  
Campaigns - Seasonal, type of activity, type of lodging, etc. 
Impressions - The display of the ad on a web page 
Landing page - The website page you want the potential customer to land on 
Ad Position - Where you are in the list of search results 
Bid price - How much you are willing to pay for each PPC 
Conversion - The desirable action of the customer 
Ad extensions - Contact info, additions to a Google ad



Your top activities MUST be on the 
first page of search results. 

Even if you have to buy your way there.

Ad extensions





ads.google.com
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$6,000 budget / 180 days = $33 per day

$6,000 budget / 270* days = $22 per day
* Six months

The goal: To be on the first page organically 
Then you can start purchasing display advertising
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P O P - U P  D I G I T A L  D I S P L A Y  A D S
Website specific



Pop-up or website display ads
• Tied to magazines & other publications 
• Trip Advisor and other peer review websites 
• Part of state/provincial websites 
• Industry specific websites



With Google AdSense you can target your audience 
VERY specifically



2F A C E B O O K  A D V E R T I S I N G
$4,000 budget

Facebook advertising steps
1. Area of interest 

2. Intent & behavior  

3. Location 

4. Video | Link, etc.

Travel | Food | Sports | Shopping | Outdoors 

Lifestyle and demographics  

Geographic areas you want to reach 

Close the sale* Or the next step

* More videos are watched on Facebook than on YouTube!



Business.Facebook.com/adsmanager
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$4,000 budget / 120 days = $33 per day



WesMcdowell.com



Lookalike audiences
These are the people who you already know:  
Your database of visitors | Your email marketing list | Lodging guest lists | Friends, followers

They take your audience and magnify it:  
People with the same interests, same geographic area, lifestyle, demographics, etc.
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Close the sale with a video on Facebook 

• Evoke emotion! 
• Make it specific: Top 3 Must Do activities 
• Include voice & enthusiasm 
• Show people having a good time 
• Just two minutes

3P R I N T  A D V E R T I S I N G
$2,500 budget



DDA > Resources > Video Library > Marketing







Work to get 50/50 space: 
1/2 page display ad + 1/2 page article (editorial)

The Northern Lights should be 
on every bucket list.

High Level , Alberta

Be the very first in your clan to visit a place few people even know exists. But a 
special place that is so jaw-dropping amazing you’ll be the envy of all that follow you. 

A place where you can play a round of golf at midnight. Where you can explore  the 
incredible Northwest Territories “Waterfall Highway” where this very photograph was 

taken. Where the moose outnumber people 10 to one. And the bears outnumber 
them. It’s wild, beautiful, and untamed. And waiting for you.   !

!
Welcome to the base camp for your “great north” exploration - High Level, Alberta.!

!
To plan your great escape start at!

 www.HighLevel.ca!



Obtain: 
Media Kit | Editorial Calendar | Display ad costs

2021 MEDIA KIT

THE WORLD’S LEADING CYCLING MEDIA BRAND

Bicycling

            IS THE WORLD’S LEADING CYCLING 
MEDIA BRAND WITH AN UNFILTERED, AUTHENTIC VOICE, 
PROVIDING RIDERS WITH STORIES, ADVICE AND REVIEWS  
THAT CYCLISTS CAN’T FIND ELSEWHERE. 

Bicycling

WITH ITS HARMONIOUS BLEND OF PASSION  
AND EXPERTISE, BICYCLING GUARANTEES  
MILLIONS OF CYCLISTS THE RIDE OF THEIR LIVES.

BICYCLING engages with millions of cyclists 
each month and shares the remarkable stories 
of our diverse sport. As the #1 authority in 
cycling, Bicycling engages with more cyclists 
than our competitors combined. Rooted in 

premium print storytelling, our ability to create 
powerful, expert content paired with our mass 
scale perfectly positions our brand to impact 
the cycling community and influence their 
purchase decisions.

Bicycling

MRI-Simmons Spring 2020; October 2020 comScore Multi-Platform; 
December 2020 Social Comp Report; 2020 comScore Multi-Platform 
© MRI-Simmons (08-20/S20)

A MEDIA POWERHOUSE 

1.6 M
MAGAZINE READERS

1.6 M 
DIGITAL UNIQUES

914K+  
SOCIAL MEDIA COMMUNITY

4.1 M
TOTAL AUDIENCE

5%
DUPLICATION RATE

REACHING MILLIONS OF CYCLISTS ACROSS MULTIPLE PLATFORMS

Bicycling

9/10
OF THE 
BICYCLING 
AUDIENCE OWN 
2+ BIKES

2/3
DESCRIBE 
THEMSELVES AS 
DEDICATED RACERS

2/3
OWN 3+ BIKES

89.1 MILES
AVERAGE DISTANCE OUR 
AUDIENCE RIDES PER WEEK

AN AUDIENCE 
OF DEDICATED, 
PASSIONATE 
CYCLISTS

Source: 2019 Bicycling Subscriber Study

Bicycling

A BRAND THAT  
MOVES CONSUMERS  
TO TAKE ACTION

9/10
HAVE TAKEN ACTION AS A 
RESULT OF ENGAGING WITH 
THE BICYCLING BRAND

3/4
MADE A PURCHASE OR 
CONSIDERED TRYING A NEW 
BRAND OR PRODUCT

2/3
PLAN TO BUY A NEW BIKE 
IN THE NEXT 2 YEARS

4/5
GAVE SOMEONE ADVICE OR 
INFORMATION ABOUT BIKES 
AND CYCLING GEAR IN THE 
PAST 12 MONTHS

Source: 2019 Bicycling Subscriber Study

Bicycling

TOTAL AUDIENCE

Men

Women

Median Age

Age 18-34

Age 18-49

Age 25-54

Median HHI

HHI $75,000+

Employed

Professional/Managerial

Any College+

Graduated College+

Married

1.6 MILLION

68%

32%

49

25%

53%

54%

$87,597

63%

69%

34%

69%

46%

52%

MRI-Simmons Spring 2020

PRINT AUDIENCE 

B E S T  G R A V E L  B I K E S  P . 8 0 P A I N - P R O O F  Y O U R  R I D E S  P . 1 6

MY 
PURPOSE 
IN LIFE IS 
TO BE SOME 
KIND OF 
INSPIRATION.
I’M
WORKING 
ON  IT.”

LEO 

RODGERS 

IS THE KIND 

OF CYCLIST 

WE ALL 

NEED RIGHT 

NOW

/ / / / / /  P E R F E C T  H E L M E T + S U N G L A S S  C O M B O S P. 7 8

P L E A S E  D O N ’ T  T H I N K  Y O U ’ R E  D O I N G  B L A C K  P E O P L E  A  F A V O R  B Y  P R O M O T I N G  Y O U R  C O L O R 
B L I N D N E S S  O R  C L A I M I N G  T H A T  “ B I K E S  D O N ’ T  D I S C R I M I N AT E . ”

G R A C E  A N D E R S O N 

Grassroots Organizer

W H Y  W E

M U S T  T A L K  A B O U T

R A C E
W H E N  W E  T A L K 

A B O U T  B I K E S

P . 2 2

BONTRAGER  

STARVOS  

WAVECEL HELMET, 

WITH  ITS 

COLLAPSIBLE  

CELLULAR  

STRUCTURE

J E R S E Y S  P.46 / T R A I N E R S  P.32 / R E C O V E R Y  D R I N K S  P.67 / T I R E S  P.75 / F A C E  C O V E R I N G S  P.42 / H E A D P H O N E S  P.30
T H E  B I K E  O F  T H E  Y E A R !  P.24 / S P O R T S  B R A S  P.58 / G E L S  P.66 / P O W E R  M E T E R S  P.29  / T O O L S  P.36

Bicycling

2021 EDITORIAL  
CALENDAR

Issue 1

DECEMBER/JANUARY
   Travel & Discover 

After a long year, our audience is craving adventure 
and anxious to get back on the road. Bicycling 
wants to look forward and inspire our audience 
where and how to ride safely. 

From safety precautions for domestic travel to the 
best local destinations for riders, this issue will 
remind cyclists that adventure is right around the 
corner and help any kind of cyclist get back to their 
passion to explore. 

Issue 2 

FEBRUARY/MARCH 
   Love Your Bike 

This issue will be a love letter dedicated to our 
bikes— why we love them and how to treat 
them right. We’ll cover everything from proper 
maintenance to simple at-home repairs. 

Plus, our second annual Fitness Awards will cover 
the best fitness, fuel and training products for 
cyclists with a special package on indoor riding.

Issue 3  

APRIL/MAY
   Best New Bikes 

After thousands of sweaty, dirt-soaked miles on every 
bike we could get our hands on, Bicycling Test Editors 
will be curating our annual, comprehensive guide to 
the Best Bikes of 2021.

This ultimate buyer’s guide will be a wall-to-wall 
ensemble of the best of every type of bike at every 
price point. This issue will inform the largest audience 
in ride on their next bike purchase.

Issue 4 

JUNE/JULY
   Power 

Attacking in full force, this issue is dedicated to 
power and performance—from how to generate 
power to new cross-training techniques and full 
body workouts. This issue will help cyclists get 
stronger and faster.

Perfectly timed to align with the Olympics, we’ll 
have an exclusive with Kate Courtney and go inside 
how the elites are prepping for the world stage.

Issue 5 

AUGUST/SEPTEMBER
  State of the Streets

Bicycling is doing a deep dive on the state of our 
streets and setting a call-to-action campaign 
to make riding safer and more accessible for all 
kinds of cyclists.

This issue will cover topics ranging from street 
smarts and road safety to city riding.

Plus, this issue will include our second annual 
2021 E-Bike Awards.

Issue 6 

OCTOBER/NOVEMBER
   Gear of the Year 

Bicycling’s test team has been on a yearlong 
mission to test every kind of product on the 
market for cyclists. This effort culminates with 
our annual Gear of the Year buyer’s guide.

After a year of rigorous testing in the lab and 
on the road, this guide represents the greatest 
products and most exceptional gear cyclists 
should invest in—just in time for the holiday 
shopping season.

 
* Editorial lineups subject to change

Bicycling

2021 PRODUCTION SCHEDULE

FEBRUARY/MARCH

APRIL/MAY

JUNE/JULY

AUGUST/SEPTEMBER

OCTOBER/NOVEMBER

DECEMBER ‘21/JANUARY ’22

12/11/20 

2/19/21 

4/16/21 

6/18/21 

8/13/21 

10/22/21 

2/21/21 

4/6/21 

6/1/21 

8/3/21 

9/28/21 

12/7/21 

CLOSEMONTH ON-SALE

CIRCULATION EXCELLENCE

292,589
CIRCULATION

FREQUENCY: 6X
SINGLE COPY PRICE: $9.99

CIRCULATION VITALITY
97.9% CONSUMER DRIVEN

2.1% NEWSSTAND
4.06 READERS

PER COPY

6/30/20 AAM Statement; MRI-Simmons Spring 2020

Bicycling

Bicycling

RUN OF BOOK

Full Page

2/3 Page

1/2 Page

1/3 Page

$56,980

$44,445

$35,330

$26,215

OPEN RATES

All rates are gross. 

2021 PRINT RATES

COVERS

Second

Third

Fourth

$65,530

$65,530

$72,935

Bicycling

PRINT PRODUCTION SPECS

MATERIAL REQUIREMENTS
Electronic advertising file delivery available at: 
www.adshuttle.com/hearst 

Please do not send back-up file on disk after posting to 
Ad Shuttle. E-mailing files or uploading to FTP site is not 
acceptable.

PROOF INFO
Bicycling utilizes Virtual Proofing technology.  
Hard copy guidance is no longer required. 

DIGITAL FILE FORMATS
Accepted File Formats: PDF/X-1a:2001 version 1.3

Scanned images must be high resolution  
(300dpi), CMYK (no spot colors, RGB, LAB  
or ICC color profiles).

GENERAL FILE 
REQUIREMENTS
File to contain only 1 page or 1 spread. The page size 
must be consistent from page to page. Pages must be 
created to include bleed when required. All trapping 
should be done prior to creating the file. Include  
quality control patch (color bars) outside bleed 
dimension. All marks (trim, bleed, center) should be 
included in all colors.

DIGITAL EDITIONS
National print advertisers are automatically opted in 
to all digital editions. Should an advertiser wish to opt 
out, it should be noted on their Insertion Order. No new 
materials are required for digital editions. For all  
standard units, we will utilize the original supplied  
files Straight From Print.

PRODUCTION COSTS
The 15% commission will be forfeited if we  
produce your ad or re-create your digital file  
to meet press compliance.

PRODUCTION SPECS/ 
DUE DATES
Any questions regarding ad specs and material  
due dates, contact:

Tania Lara

QG Ad Services
tglarayanez@quad.com 
414. 622.2834

MAGAZINE TRIM SIZE IS: 8.875” x 10.875”

AD SIZE

Full Page

Spread

1/2 Page Horizontal

1/2 Page Horizontal Spread

2/3 Vertical

1/3 Vertical

1/3 Horizontal

1/3 Square

BLEED

9 ¹/8” x 11 ¹/8”

18” x 11 ¹/8”

9 ¹/8” x 5 1/2”

18” x 5 1/2”

6” x 11 ¹/8”

3 ¹/8” x 11 ¹/8”

9 ¹/8” x 3 3/4”

6” x 5 1/2”

TRIM SIZE

8 7/8” x 10 7/8”

17 3/4” x 10 7/8”

8 7/8” x 5 1/4”

17 3/4” x 5 1/4”

5 3/4” x 10 7/8”

2 7/8” x 10 7/8”

8 7/8” x 3 1/2”

5 3/4” x 5 1/4”

LIVE/NON-BLEED

8 3/8” x 10 3/8”

17 1/4” x 10 3/8”

8 3/8” x 4 3/4”

17 1/4” x 4 3/4”

5 1/4” x 10 3/8”

2 3/8” x 10 3/8”

8 3/8” x 3”

5 1/4” x 4 3/4”  

2021 PRODUCTION
REQUIREMENTS

Bicycling

MATERIAL REQUIREMENTS

MATERIALS
MAGAZINE PRINTED BY WEB OFFSET

BINDING: PERFECT

LINE SCREEN: 150

INK DENSITY: 300 PPI

FILE SUBMISSION
Electronic advertising file delivery available at  

www.adshuttle.com/hearst. In AD SIZE  

dropdown, select MARKETPLACE ADS, then  

choose the appropriate Marketplace ad size.

DIGITAL
Hi-res PDF-X1a version 1.3 files

ADDITIONAL INFO
All advertising materials should conform to  

SWOP standards.

All specified colors will be matched as closely as 

possible with 4-color process ink as set up in file.

If advertiser specifically requests use of a PMS  

ink, additional charges will be added.

Art files will be archived for one year

CONTACT INFO
Any questions regarding ad specs and material  
due dates, contact:

Tania Lara

QG Ad Services
tglarayanez@quad.com 
414. 622.2834

2021 MARKETPLACE
REQUIREMENTS

MARKETPLACE DIMENSIONS

AD SIZE

1/2 Page Horizontal

1/3 Page Vertical

1/3 Page Square

1/6 Page Vertical

1/6 Page Horizontal 

1/12 Page Square

1 Inch Square

DIMENSIONS

8 3/8” x 4 7/8”

2 5/8” x 10”

5 1/2” x 4 7/8”

2 5/8” x 4 7/8”

5 1/2” x 2 5/16”

2 5/8” x 2 5/16”

2 5/8” x 1”



Print advertising hints: 
• Regional is best: They already know you 
• 1/3 page or larger 
• Right hand page, outside edge 
• Frequency is king! 5 to 7 times in one year! 
• Get editorial with the purchase

4I N F L U E N C E R S
PR or advertising budget





5O U T D O O R
Billboards

When to use billboards
• To promote festivals & major events 

• To pull people off the highway (First rule of tourism: 
Get people to stop) 

• To build brand awareness: What you’re about



What to do
Always use a call to action



What to do
No more than eight words: 

You have four seconds 

Use contrasting colors



What to do
Use yellow on a dark background



[Pahrump billboard]

DDA  
> Resources  
> Video Library  
>  Marketing For Businesses & Downtown



The 70/20/10 Advertising Rule
70% - Proven tools and platforms 

20% - Testing hypothesis in areas you’re sure of 

10% - Experiments and new ideas

The bottom line
• You set the budget 

• You can change the content at a moments notice 

• You can target a far more specific audience 

• You ONLY pay when someone shows interest 

• It is the fastest, easiest way to grow your revenues



January

The Top Five 
Marketing 
Priorities for 
2021

February March April July

August September October November December January

The 2021 webinar lineup

May

YOUR TOWN
The 25 Immutable Rules 

of Successful Tourism

Roger A. Brooks & Maury Forman

AN AMAZING DESTINATION

Totally re-written and updated 

Available on amazon.com 
Print edition: $39.95 
Ebook edition: $9.99



www.DestinationDevelopment.org

linkedin.com/in/rogerbrooksintl

@Roger_Brooks

facebook.com/RogerBrooksIntl/

Join usRoger_Brooks_Intl

Here’s to amazingly effective advertising!


