2007
TRAVEL MICHIGAN 

MARKETING PARTNERSHIP PROGRAM GUIDELINES 

The Travel Michigan Marketing Partnership program is intended to extend the limited marketing reach of the Michigan travel industry and Travel Michigan by leveraging marketing dollars to promote Michigan. The program’s key awareness markets are Chicago, Cleveland, Indianapolis, Cincinnati, Milwaukee and Southern Ontario; feeder markets are Toledo, Green Bay/Appleton, South Bend and Fort Wayne. Partnership proposals must be submitted to Travel Michigan no later than December 22, 2006. 

Overall Partnership Criteria

1) A partnership must be strategically applicable to Travel Michigan’s FY2007 goals and objectives. 

2) Partnerships will be comprised of an individual destination marketing organization (DMO) or travel industry business, or a coalition of DMOs and/or travel industry businesses. 

3) Travel Michigan’s web address michigan.org will be the call-to-action and the landing web site for all partnerships. 

4) No Partner agency fees or commissions will be paid from any pooled Travel Michigan/Partner funds; Partners are responsible for paying such fees and/or commissions separately if they exist.

5) By February 27, 2007 each partnership must submit a signed letter-of-commitment, provided by MEDC/Travel Michigan, identifying the target markets and dollar amount dedicated to the partnership.  

6) Partnership participants will be required to provide full payment prior to the beginning of the partnership campaign.
Out-of-State Partnership Requirements & Responsibilities 
1) Out-of-State Partnerships require the following minimum financial investment from the partnership:



Awareness Markets 
--  
$75,000 



Feeder Markets 
--
$30,000

2) To qualify for a dollar for dollar partnership match Travel Michigan’s brand identity and creative strategy must be utilized and maintained throughout the partnership.  Creative costs will be funded by the pooled Travel Michigan/Partner funds.  Partnerships’ creative messages must adhere to and complement the overall creative strategy of Travel Michigan.  Travel Michigan, in consultation and collaboration with partnership participant(s), will provide media plan and creative direction and give final approval of the media plan and creative.
For Partners who don’t incorporate Travel Michigan’s brand identity and creative strategy, the match for the media buy will be 1/3 of the funds from Travel Michigan, 2/3s from the Partner, with the Partner funding all creative costs separately.  Travel Michigan and the Partner will jointly approve budget, creative and placement. 

3) Each partnership will be required to identify one representative to serve as the main contact for Travel Michigan, regardless of the number of participants.
4) Travel Michigan will create an exclusive partnership web page(s) reflective of the approved creative strategy for each partnership which will include direct links to participating partners’ web sites.

5) Each participating partner will display the Pure Michigan partnership logo on their web site home page with a direct link to michigan.org. 

6) Partners will be responsible for providing deals, itineraries, events, attractions and possibly giveaways for web, media and promotional use.  Each partnership participant will post their deals, itineraries, events and attractions on their web site. Travel Michigan will then link from the partnership page(s) on michigan.org to each participating partners’ web site.  
7) Partnership participant(s) will share footage and photography of their area(s) with Travel Michigan for promotional and web use.

8) Partnership participant(s) are responsible for tracking and sharing Web site activity, phone activity, deals and consumer participation information with Travel Michigan on a monthly basis. 

9) Travel Michigan will submit to each partnership a media/placement plan for approval eight weeks in advance of placement dates. Creative materials will be submitted four weeks in advance of placement dates.

10) Travel Michigan will provide promotion of the partnership at selected Welcome Centers around the state based upon space and schedule  

  
       availability. Opportunities include:

a) Events - Events must be appropriate to the size of the facility/grounds.  Most events would be outside the building.  Partners are responsible for all costs, scheduling, coordinating, set-up, staffing and teardown of the any event. Partners interested in holding an event at a Welcome Center should visit the web site at:




http://travel.michigan.org/industry/welcomeevents/index.asp
 
            b)   Special display areas – Available at select centers; size of 


      the display is dependent on space availability. 
 
            c)   Digital/multimedia displays at the Coldwater Welcome 



      Center only—based on availability.

11) Travel Michigan will track and report all web partnership activity generated from michigan.org on a monthly basis. 
12) Travel Michigan will provide public relations opportunities for partnerships, including but not limited to, press releases, radio, print and television interviews, including in-market media blitz opportunities. Visuals representing the key messages unique to Michigan will be vital to effectively pitch a broadcast interview. Partnership representatives may be called upon to represent and promote the entire partnership during a media blitz.  Travel Michigan will try to anticipate any possible PR opportunities, however, please note that unforeseeable last minute opportunities do happen.
13) Travel Michigan will feature the partnership in the monthly enewsletter, sent to over 109,000 opt-in subscribers.
Partnership Proposal Deadline

Proposals and requests to participate must be submitted by December 22, 2006
Please submit proposals and requests to

Melinda Remer, remerm@michigan.org or call with questions at 517.373.1531
300 N. Washington Square

Lansing, MI 48913











10/12/06
