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The
brand
promise

The Woodlands is a sophisticated destination
made remarkably simple, where you'll find
cosmopolitan experiences, natural beauty,

and timeless luxury, all at a walkable scale.

It's easy to get here, and it's even easier to stay.
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VISIT

The Woodlands Township
Bus Wraps

Discover the magic at: visitthewoodlands.com/holiday



2024
advertising

Live Nation/CWMP Email Display Ads

Wallands

WHAT MIXES WITH LIVE MUSIC?

EVERYTHING

MLB Field Takeover Ads

40 MINUTES FROM
HOME (PLATE)

MAJOR LEAGUE
SHOPPING

FOR FOODIES

Wasdlands

AN ALL-STAR LINEUP

Northstar Email

We've got the perfect location for your next event:
‘The Woodlands!

Find your space with ease  We've got your back

o

Business doesn't have to be all business

Ready to get started?

forward o woking it ou!




Our media

Interests, ranked cumulatively according Most likely
st rate gy ce n te rs to GA4 and traveler research consideration
Near equivalent amount of Accommodations and restaurants, Multile
a ro u n d a n First-Time Travelers 18-45 (59%) and 46-60 (41%) atmosphere, public spaces, parks and attract‘i’ons
year-old travelers. gardens, festivals and events.
]
a u d I e n Ce - b as e d Accommodations and restaurants Lodgi
0 ) ging,
PRI i@ o= ) access to tourism information (e.g., things restaurant,
year-old users. .
to do), festivals and events. and events

approach.

Accommodations and restaurants
0, il
Deference to 45+ (62%) atmosphere, shops and commercial services,
year-old users.

In essence, our approach revolves around roundtrips, festivals and events.

Multiple
attractions

understanding and targeting specific audience

International Near equivalent amount of Lodging, restaurant,

segments rather than focusing solely on media (particular focus on 18-45 (51%) and 46-60 (49%) Accommodations and restaurants, atmosphere, services,
and shops

2 shops and commercial services.
channels, content, or reach. Mexico) year-old travelers.

Target market identification demands more than

an assessment of asoaraphic fesder markets. ) Interests, ranked cumulatively according Most likely
geograp Geographies to GA4 and traveler research consideration

It's also important to identify key factors of target

markets, including demographic (e.g., income Texas (HOU, AUS, DFW, SAT
coverage) and selected media

torunin FL and IL.

. . o Passive tourism, lodging and Accommodations
and education), psychographic (e.g., activities restaurant services, et al. and restaurants
and interests), and behavioral (e.g., travel

purpose and occasion) bases. * Primary meetings marketing strategy behind selected placements will come through strategic partnerships.



Channel
allocation
by audience

Total budget: $650,000

4% 4%

Co-Op International

20%

Meetings

2025

Audience
Allocation

72%

Leisure




2025
channel
allocation

Our media plan is built for
flexibility, ensuring we can
adapt and evolve as needed.
Budget fluidity allows us to
address high-importance
projects, respond to shifting
initiatives, and optimize tactics
based on performance.

3%

Digital

Publications
8%

Contingency

2%

Broadcast

31%

OTAs

10%

Paid Search

& Video 2025
Channel
13% Allocation
Print

18%
15% OOHO

Paid Social

OTAs $200,000
OOH* $120,000
* Live Nation « Carvertise  Partnerships

* MLB * Rideshare

“Not all examples above are budgeted; these are examples of OOH opportunities.

PAID SOCIAL $95,000
* Leisure * Meetings * International

PRINT $84,000
- Texas Monthly « Texas Meeting Planner Guide
+ Texas State Travel Guide * TSAE

« Connect * MPI

* Meet Texas

PAID SEARCH & VIDEO $64,000
* Leisure * Meetings * International
DIGITAL PUBLICATIONS $22,000

*« MPI ¢ Northstar

BROADCAST $15,000

* TV: KPRC, KHOU, Golf Channel, Peacock <« Radio

CONTINGENCY $50,000

* Leisure < Co-op * Meetings

TOTAL $650,000



Timeline

JAN FEB MAR OCT NOV DEC

Q3
APR MAY JUNE JUL AUG SEPT
Paid Search & Video

Paid Social

Texas Monthly

B

Meet Texas

Smart Meetings
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We will continue to capitalize on the success achieved this past year, using those insights
to drive even greater performance in 2025. By building on proven strategies, we’ll exceed

benchmarks, further accelerate visitor growth, and encourage users to take a

VISIT THE WOODLANDS 2025 MEDIA PLAN 10
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