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ABOUT THIS  
REPORT 

Much of the work 
Dorchester Tourism   
does involves spreading 
the word to potential  
visitors beyond the 
Eastern Shore. Our work 
is therefore not always 
visible to Dorchester’s 
residents. This report 
includes highlights of 
our marketing efforts in 
Fiscal Year 2015. 

Promoting Dorchester
Before a visitor will choose Dorchester as a travel  

destination, they need to know we’re here and what makes 

us distinctive. Dorchester Tourism uses a combination of  

advertising, editorial coverage, brochures, captivating  

photography, website content, social media, and email  

marketing to help inspire visits.

With a rich maritime heritage, charming small towns,  

beautiful landscapes and festivals that celebrate our culture, 

Dorchester has a lot that makes it unique. At Dorchester 

Tourism, we find ways to showcase our distinctions to draw 

more visitors here—bringing funds to our local economy. 
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Photography is a powerful way to share Dorchester County’s story to potential visitors. We commissioned new  
photography this fiscal year highlighting the people of Dorchester as part of our “Water Moves Us” branding campaign. 
Featured here, from left, are Chef Travis Todd of Ocean Odyssey Seafood Restaurant; Renna McKinney, a local resident 
working to restore Malone’s Church; and Harry Armistead, an accomplished birder who has led Bird Walks at Blackwater 
National Wildlife Refuge for more than 30 years. Read their stories at VisitDorchester.org. 



Tourism brings money and jobs 
to Dorchester County

MONEY 
Dorchester  
County’s tourism 
industry saw sales 
of $156.7 million  
in lodging, food 
and beverage,  
retail, recreation,  
transport, and  
second homes in 
2013, the second 
highest amount in 
the past five years. 

JOBS 
Tourism provided 
1,731 direct jobs—
more than one-
fifth of Dorchester 
County’s employ-
ment—and $52.6 
million in wages in 
2013.    

VISITORS 
The number of visitors to 
Dorchester County increased 3 
percent over the previous year 
for a total of 272,700 visitors in 2013.

TAXES 
In 2013, the 
tourism industry 
brought in $39 
million in federal, 
state, and local 
tourism taxes to 
Dorchester County.

2 Rose Hill Place,  
Cambridge, MD 21613

410.228.1000 

info@VisitDorchester.org

VisitDorchester.org

What 
Dorchester 
Tourism does 
•  Manages and  

coordinates adver-
tising and marketing 
campaigns targeting 
potential visitors to 
Dorchester County.

•  Develops and  
produces brochures 
that inform and 
inspire visitors and 
residents to explore 
the county. 

•  Promotes  
Dorchester through 
public relations  
to regional and  
Western Shore 
media.

•  Uses social media  
to engage and 
inform residents, 
visitors, and  
potential visitors.

•  Maintains content 
for the website  
VisitDorchester.org 
as a resource for 
events and informa-
tion for residents 
and visitors.

•  Operates and  
manages the  
Dorchester County 
Visitor Center and 
Sailwinds Park East. 

Figures come from the most recent “Economic Impact of Tourism in Maryland” report

Dorchester County 
Tourism

About Dorchester Tourism

The Dorchester Visitor Center in Cambridge drew  
more than 22,000 visitors in 2014.
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Advertising

Creating effective advertising 
Dorchester Tourism uses a combination of online and 
print advertising to increase awareness of the county 
and inspire visitors to plan a trip here. 

One of our primary advertising campaigns has been 
with the Washington Post online. Our ads have consis-
tently garnered response rates from 4 to 13 times the 
industry standard, and bring potential visitors directly 
to our website. We carefully monitor response rates 
and return on investment to ensure we are maximizing 
every dollar spent. 
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• AAA World magazine

• CBS Baltimore.com

•  Choose Dorchester 
(year-round  
publication by  
The Banner)

•  Clear Channel  
Radio - WASH 97.1 
FM (Washington, DC)

•  Coastal Living 

• Comcast.com

•  Destination  
Maryland (official 
State of Maryland 
Visitor Guide with 
200,000 copies  
distributed to people 
interested in visiting)

•  Explore Dorchester 
(visitor guide  
produced by  
Chesapeake  
Publishing)

• Good Housekeeping 

• Guest Quest

•  Great Vacation  
Getaways

• Redbook

• Recreation News

•  Southern Living 

•  Spokes (cycling  
magazine)

•  Washington Post 
(website and  
newspaper)

•  Woman’s Day 

In FY 2015, we placed advertising in:

Examples of 
ads designed 
and placed 
by Dorchester 
Tourism.

Results
While it’s difficult to measure brand awareness—
how many people were introducd to Dorchester 
through advertising—we do have other ways of 
measuring impact:

•  Our online ads garnered more than 11,500 clicks 
directly to our website. 

•  We received more than 1,200 requests for our 
brochures, including the Visitor Guide, Cycling 
Guide, Heritage Trails Guides, and more. 



Attracting positive  
media coverage
Magazine, newspaper, and blog stories about 
Dorchester County can go a long way in inspiring 
people to visit. This was the second year we focused 
heavily on media relations with help from seasoned 
professional, Brent Burkhardt of the Dorches-
ter-based Choptank Communications. Dorchester 
County has many stories tucked within its waterways 
and scenic landscapes, and we are helping travel 
writers and journalists discover those stories. 

Travel-related features about Dorchester include: 

Media coverage

Brags worth mentioning
Recent months have seen Dorchester mentioned 
in several top 10-type lists, including: 

•  Blackwater was named Best National Wildlife 
Refuge by USA Today

•  Blackwater was named one of the top spots 
nationwide for “amazing wildlife watching”  
by USA Today

•  Cambridge was named a “best small town fam-
ily weekend destination” by vacationidea.com 

•  Cambridge was named one of “8 picturesque 
coastal towns” and one of “10 fun riverfront 
towns” by Capital Region USA.

•  Cambridge was named a “coastal town where 
you can afford to retire” by MarketWatch, a 
Dow Jones publication

•  Baltimore City Paper: Story on traveling the Harriet 
Tubman Underground Railroad Byway

•  Baltimore magazine: Special issue on seafood 
includes major features on J.M. Clayton Company, 
Hoopers Island Oyster Aquaculture, and  
Dorchester fisherman Boo Powley.

•  Baltimore Sun: Coverage of the Battle of the Ice 
Mound event on Taylors Island

•  Chesapeake Inspired: “5 delicious detours on your 
way to the beach”

•  Daily Times: Feature on Vienna as the ”gem of the 
Nanticoke.” Story on Harriet Tubman Underground 
Railroad National Historical Park

•  DC About.com: Cambridge, MD - A Visitor’s Guide

•  The Examiner: Baltimore-based newspaper  
featured a series of articles on Dorchester, high-
lighting Blackwater National Wildlife Refuge and 
various restaurants 

•  Food Service Monthly: Story on Cambridge’s  
culinary hot spots

•  Limité: This lifestyle magazine wrote a story  
about the Hyatt Chesapeake

•  Mid-Atlantic Day Trips blog: “Often overlooked, 
Cambridge, MD, is worth stopping for,” as well 
as stories on the skipjack Nathan and Blackwater 
National Wildlife Refuge

•  NYC Trendy Mom travel blog: Story on the Hyatt 

•  Prop Talk: Story on Cambridge as an up-and-com-
ing destination for boaters

•  Shorebread.com: Story on daytripping in  
downtown Cambridge

•  Thrillist: High Spot’s duck fat burger named one  
of 20 best burgers in Maryland

•  USA Today: Feature on the country’s best wildlife 
refuges and wildlife watching

•  Washington Post Going Out Guide: “How to have 
the most Maryland summer”

•  WYPR Radio: Segment on the Battle of the Ice 
Mound event
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Building engagement online 

No marketing plan is complete without social media. Our Facebook page, I Love  
Dorchester County (facebook.com/dorchester) has more than 4,100 fans, with some 
posts garnering hundreds of likes, shares, and comments. Such engagement keeps Dorchester top of mind 
for both residents who can act as county ambassadors, and for others who have been here. We also have an 
Instagram page (@visitdorchester) to show off the county’s abundant beauty through images.

What’s ahead for FY 2016 

• Behavioral advertising: Dorchester Tourism will experiment with online advertising that targets 
specific demographic profiles; for instance, people who live in Virginia and are interested in cycling. 
Research shows that this newer kind of advertising (also known as audience targeting) makes it easier to 
reach the target audience, resulting in better results—which should lead to more visitors for Dorchester. 

• Brochure update: Dorchester Tourism offers more than a dozen different printed materials—from 
brochures to maps—for potential visitors and others. Our most frequently requested items include the 
visitor guide, events guide, dining guide, cycling guide, and Harriet Tubman Underground Railroad  
Byway guide. Looking ahead, we will be updating the current selection of brochures, including  
revamping the cycling guide. 

New website provides 
better user experience 

In July 2014, we unveiled the new Dorchester Tourism 
website, VisitDorchester.org. The website now  
incorporates responsive design, which means it works 
across all devices (mobile phones, tablets, desktop  
computers). This is an important move, since more and 
more people are using their phones and tablets to  
access travel information. The new site is more  
user-friendly, better features the beauty and heritage  
of the county, and promotes hundreds of local events.  
It is also prompting more user engagement, with  
website visitors spending longer on the site and  
requesting an unprecedented number of brochures. 

Connecting with visitors, residents through email
We revamped our email marketing to better serve residents, visitors, and potential visitors. We send a 
monthly newsletter to more than 6,000 subscribers that highlights the upcoming month’s events as well as 
interesting snippets about the county. The idea is to inspire interest in the county and encourage repeat 
visits. We also send occasional emails to tourism partners and stakeholders with news about heritage-related 
projects and other news. Our subscriber list is continually growing. Email marketing is important because it 
helps keep Dorchester County top of mind for would-be travelers, and helps promote local events. 
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Social media and email marketing


