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“This was our fi rst time working with Madden Media, and 

we’re very happy we did. They customized every part of the 

campaign for us and delivered everything they promised. 

We would not offer this as a co-op without being sure it 

would work for Maine’s partners.”

DAVE BREWBAKER, Director Digital Media 
Swardlick Marketing Group (Maine Offi ce of Tourism)

OBJECTIVES
For Maine Offi ce of Tourism, fall leaf season is a crucial time to attract 
visitation. When planning for fall 2009, Maine was looking for an online 
campaign that would:

Target demographic prospects in key drive markets 

Drive a high volume of visits to VisitMaine.com 

Generate requests for the state’s Travel Planner 

Carry several branding messages 

Offer measurable results 

SOLUTION
Maine partnered with Madden Media on a six-week CEO campaign 
that positioned expanding rich media banners on a customized mix of 
websites. Madden’s Flash design and programming team created the 
ads, working with the state’s agency to translate existing assets for this 
interactive format. Two units were developed in standard IAB sizes, and 
each included:

A fall-themed video, complete with audio, which served  

to immediately arrest viewers’ attention

Expanding panels highlighting Maine’s strongest fall tourism drivers 

Multiple click-throughs to VisitMaine.com, with a dominant call to  

action to order the Travel Planner

In addition to design, Madden Media delivered a complete, 
turn-key approach by also providing these services:

Development, negotiation, and placement of the media plan,  

as well as ad serving 

Daily optimization for best results  

Detailed performance report at the campaign’s close outlining  

every impression on each site and a breakdown of each 
impression’s performance on more than 50 metrics

The campaign tracked both direct ad clicks to VisitMaine.com and 
view-through visits—traffi c from users who were served the ad and 
chose to navigate to the site on their own within 30 days of viewing it.

RESULTS
The campaign sent nearly 11,000 visitors to Maine’s website through 
direct clicks and view-through visits and attracted 5.4 million 
interactions with the ads.

Interaction metrics rates were far above travel industry benchmark 
standards for rich media advertising.

METRIC  IMPROVEMENT OVER BENCHMARK

DIRECT CTR 63%
DISPLAY TIME 81%
EXPANSION RATE 142%
OVERALL INTERACTION RATE 221%
Maine Offi ce of Tourism chose to sponsor a co-op campaign for 2010 to 
extend the benefi ts of this format to its partners across the state.

Customized & Executed Online

BENCHMARK SOURCE: 
DoubleClick, 2009.


