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Dane County Regional Airport 2018 FLY LOCAL Marketing & Media Plan 

Recommendation 

February 1, 2018 
 

 

Objective: 

To remind travelers that when they choose to fly locally out of Dane County Regional Airport, they are not 

only choosing a nicer, more convenient, and less stressful option than flying out of a faraway airport, they 

are also helping to support the local economy. 

 

Geography: 

 Concentrate advertising impressions throughout DCRA’s primary catchment area, including Dane, 

Green, Rock, Iowa, Sauk, Columbia, Marquette and Green Lake counties 

 Provide support to secondary catchment area including Richland, Vernon, La Crosse, Monroe, 

Juneau, Adams, Wood and Portage  

 

Target Audience: 

Previous research (2013) indicated that Dane County Regional Airport already does well in the business 

community.  Growth has been good among the leisure traveler, but this is an area that should continue to 

be developed and is therefore the primary target with secondary emphasis on the business traveler.  Media 

Audit defines these targets as:   

 

Leisure Traveler 

 Slight female skew (51%) 

 36% of leisure travelers are A25-34 (18.1%) or A55-64 (18.2%) 

o U.S. Travel Association data reports that these two groups represent 63% of leisure 

travelers 

o Mean age is 43 

o 70% of those who take 5-9 trips each year are 35-64 years of age 

 HHI of $100,000+ 

 

Business Traveler 

 Male (59%) 

 57% are A25-49 

 HHI of $100,000+ 
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Media Mix: 

Scarborough Research provides information on media usage of both leisure and business travelers.  Based 

on this syndicated research, the most heavily used media varies little between the two groups.   

 47% of leisure travelers and 61% of business travelers fall into the heaviest usage quintiles for 

internet use 

o 52% of leisure travelers and 44% of business travelers exclusively use the internet to 

purchase airline tickets 

o The business traveler is more likely to view video via the internet than the leisure traveler 

o Internet is accessed through laptop, smartphone, or tablets more so than desktop 

computers 

o Pandora radio is used by over 30% of both groups 

 Over 70% of leisure and business travelers fall into the heaviest usage quintiles for outdoor 

 62% of leisure travelers and 60% of business travelers fall into the average to heaviest usage 

quintiles for radio listening 

 35% of leisure travelers and 33% of business travelers fall into the heaviest usage quintiles for 

television viewing 

 Newspaper falls into the lightest usage quintiles for both groups 

 

Lending support to a greater use of the web are recent studies from Expedia and Google.  Consumer Use of 

Mobile (Expedia, 2015) reports travel planning is done across all platforms (PC, tablet, and mobile) 

depending upon location of the planner. 

o 75% of travel planning is done at home on a PC 

o 34% of those on-the-go use a tablet or smartphone 

 

According to Google’s 2014 research (The 2014 Traveler’s Road to Decision), 65% of leisure travelers and 69% 

of business travelers begin researching online before they decide how to travel.  This research also found 

65% of leisure travelers view online travel videos when they start thinking about taking a vacation.   

Mobile platforms are becoming increasingly important with 67% of leisure travelers and 78% of business 

travelers using their smartphones during the travel planning process.  According to a 2013 study by 

thinktravel/Google, advertising recall on mobile devices is 68% versus 59% for desktop.  

 

Based on these sources, a mix of online (including pre-roll video), radio, print, and outdoor is 

recommended for DCRA’s 2017 advertising effort.    

 

Scheduling: 

 

 Concentrate activity prior to the key travel months of June - August and October - December 

(Bureau of Transportation Statistics 2017) 

 Travel planning begins about three months prior to purchase, according to Expedia Research 

Travel Content Journey, 2013 
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o About 65% of the media budget will be placed March – June to concentrate advertising 

impressions around new flight destinations of Philadelphia and San Francisco which 

corresponds with the heaviest travel period 

 

Air Travel by Month: 

 

 

 
 

Dane Buy Local: 

 

As part of the FLY LOCAL campaign, Dane County Regional Airport is a member of Dane Buy Local, a 

business association with the mission to create a sustainable, vital local economy through education, 

collaboration, and promotion of its members and the general public in South Central Wisconsin. It is 

focused on economic development that contributes to a higher quality of life in the Dane County area. 

 

Among the many benefits of membership is an additional 10%-17% off normal rate card from Dane Buy 

Local media members such as Midwest Family Radio, ISTHMUS, and Madison Magazine. Even though 

AFFIRM already achieves substantial discounts from these vendors for DCRA, we will continue to leverage 

our Dane Buy Local membership to achieve additional savings and/or added-value promotions. 
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Media Tactics: 

 

Outdoor 

Until the legal issues are resolved, we will continue with the Adams trade program.  We will pull from the 

same pool of locations (attached) used in 2017 including this location on US 12/18 west of Park Street: 

 

 

                                        

 

 

 

 

 

 

 

 

 

 

The trade boards are tentatively scheduled to run April, May and July.   

 

We have also committed to the Clear Channel Outdoor board on I-94, east of Hwy O location (see image 

below) used in the current year.  This location has weekly impressions of 86,186 among adults 18+ and 

captures travelers who may be in the midst of travel planning.    
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Print 

The print editions of Isthmus, Madison Magazine and Our Lives are included in the advertising 

recommendation.  And we are again recommending a full page 4C ad in the Dane Buy Local annual 

directory.  

 

The print reader of the Isthmus is about 44 years of age, typically married with children, and has an 

average household income of $70,000.  According to their most recent readership study, 63% of Isthmus 

readers shop with or purchase from the publication’s advertisers.  Weekly circulation is 40,000. A banner ad 

with embedded video on Isthmus.com is also included.  This local site has a loyal reader – much like that of 

the print edition.  59% visit the website at least one time each week.  The website reaches a younger reader 

than their print edition with an average age of 41.  Millennials and Gen-Xers comprise 83% of the website 

users.      

 

The recommended Isthmus schedule includes two, ½ page 4C ads to run in support of the Philadelphia and 

San Francisco flights and ten, 1/3 page 4C ads throughout the year. 

 

Madison Magazine has a monthly circulation of approximately 16,457 (newsstand and subscription), with a 

pass along readership of 12.2 to bring total readership to over 200,000. Readers of Madison Magazine are 

female (54%), 25-54 (50%) with an average household income of $97,500.  A ½ page, 4C ad will run in three 

issues:  April, which features products “Made in Madison”, July 40
th

 Anniversary issue and the September 

issue.  The advertising investment includes 50,000 monthly impressions on madisonmagazine.com. 

 

Our Lives publishes six issues each year. The circulation is 8,500, comprised of 5,000 subscriber copies and 

3,500 newsstand copies. With an estimated pass along of 2.5 readers per copy, the magazine reaches 

21,250 people. The average annual household income is $75,000 and 78% have a bachelor’s degree or 

higher. The schedule includes three ½ page 4C insertions tentatively scheduled to run May/June, 

July/August and September/October. 

 

Online 

Online advertising will include two “Big Hit” packages on Channel3000.com and a continuation of 

programmatic display which ran in 2017.  The “Big Hit” will run as close to the inauguration of the American 

flight to Philadelphia and United to San Francisco. The package includes: 

 

 Homepage page skin with a pencil ad combination takeover to run one day 

 Top tier fixed leaderboard for the same or another day 

 100,000 responsive ad impressions to run within the week 

 

The remaining online effort will serve approximately 8.0 million impressions to those in the primary and 

secondary catchment areas. Impressions will be purchased in real-time as the user is actively searching for 

content or exhibiting behaviors that demonstrate their travel intentions. Using algorithms and retargeting 

methodology to ensure delivery to the traveler, the online target has been initially defined as a personal 
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traveler (primarily female), 35-64, who takes 2-4 round-trip air excursions annually and lives within the 

defined counties.  

 

Impressions will be delivered to both primary and secondary catchment areas and metrics will be provided 

for both efforts to enable us to optimize delivery as needed.  A different ad message or landing page 

should be used to accurately track performance. 

 

Impressions for both geos will be placed on sites that offer quality inventory and are family friendly.  Sites 

may include Channel3000.com, Fox47.com, Madison.com, and NBC15.com as well as national sites that can 

be targeted geographically such as CBSLocal.com, CBSSports.com, Parents.com, patch.com, TVguide.com, 

and others.   

 

The geo-targeted online program will be priced at $45,000 and deliver a minimum of 8,000,000 impressions 

and a projected 19,000 clicks for an eCPC (effective cost per click) of $2.36.    

 

Streaming Radio: 

Advertising on Pandora or Spotify is offered to the non-paid subscriber base and while Spotify is steadily 

gaining share, particularly with the 18-34 year old demos, Pandora continues to lead in total subscribers 

and penetration in the Madison market.  A :15 or :30 second audio is matched with a tile ad that is clickable 

to a specified URL.  A ten week flight on Pandora radio is recommended as part of the Spring effort with 

impressions delivered to both the primary and secondary catchment areas.  The Pandora program would 

be priced at $36,300 and deliver approximately 4.0 million impressions, reaching approximately 80% of the 

Pandora subscriber base. As an alternative, DCRA could focus the Pandora effort on just the secondary 

catchment area to increase frequency and reach within those counties.   

 

Broadcast Radio 

Local radio will support the new flight message in April through June and deliver the Fly Local branding 

message in the fall.  The synergy between radio and online tactics is strong as evidenced by findings from 

Radio: The Online Multiplier (2015 Research): 

 When exposed to radio advertising, listeners are 52% more likely to include that advertiser in their 

web browsing 

 Radio has an immediate effect on browsing – the research showed 58% of all browsing took place 

within 24 hours of exposure to radio advertising 

 

The advantage broadcast radio has over streaming is its ability to mount effective added-value promotions 

to engage and inform the audience. The attached calendar allocates $83,000 to radio.  Promotions 

supporting the new flights might include:  

 

Freedom or Frisco Fly-Away  

The station would provide a minimum: 

 75 recorded and live promo announcements urging listeners to sign up to win via 

www.magic98.com.  Actual number of promotions would vary based on length of campaign. 

 Promotional page on www.magic98.com with sponsor links 

http://www.magic98.com/
http://www.magic98.com/
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 E-blast to 11,000+ listener database   

 Facebook post to 4,500 fans which will launch the promotion 

 Hotel accommodation at stated destination 

 

CONSIDERED MEDIA 

 

Public Radio  

Although Wisconsin Public Radio (WERN/WHA) was part of the 2017 program, it is not recommended at this 

time due to budget and limitations on messaging and creative. However, should additional budget become 

available and messaging opportunities change, we would recommend public radio. As a refresher, the 

public radio listener is typically 35-54 years of age with a median household income of $87,000.  According 

to GfK MRI research, 72% have traveled domestically in the past 12 months and 41% have traveled 

internationally.  This is a loyal audience, 95% of who have taken a direct action as a result of hearing a 

sponsorship.  An 18-week sponsorship at $24,988 is recommended, 9 weeks running in each flight. A total 

of 16 announcements would air weekly in the following programs: 

 

 Morning Edition (5a-8:50a, M-F) – 4x 

 All Things Considered (4p-6:30p, M-F) – 3x 

 Larry Meiller Show (11a-12:30p, M-Th) – 2x 

 Daytime Rotator (5a-9p, M-Sun) – 5x 

 WHA Bonus Rotator (6a-11p, M-Sun) 4x  

 Bonus:  Travel With Rick Steves (3p-4p, Sat) – 1x 

 

 An underwriting announcement is about :20 seconds; sample copy follows: 

 

Support also comes from Dane County Regional Airport. Fly local.  With flights from Madison to San 

Francisco and other non-stop destinations and one-stop to locations all around the world. M-S-N airport 

dot com slash fly local. 

 

Media Calendar follows: 
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Local Event Sponsorships 

 

A key part of the FLY LOCAL campaign in 2017 was to take the Dane County Regional Airport directly out to 

its target audience of leisure travelers with discretionary income. Due the success of this strategy in 2017 

(more than 4,000 people pledging to FLY LOCAL), we’ll continue to have the airport take a visible role 

sponsoring local festivals and events in Madison and Dane County. Events will include the high-profile, 

high-value events in 2018. DCRA will continue to make use of the FLY LOCAL booth that will be set-up and 

staffed at these events. FLY LOCAL giveaway items, social media contests, and airport information will be 

dispensed from it. Select events include: 

 

 Breese Stevens Field (select concerts in 2018) 

 Fete de Marquette  

 AtwoodFest 

 Taste of Madison 

 Art Fair on the Square 

 

AFFIRM is negotiating sponsorship packages with the selected festivals and events that offer the airport 

local exposure while staying within budget parameters.  

 

Creative Strategy 

AFFIRM will continue to extend the FLY LOCAL creative, not only to keep the campaign fresh, but also to 

support promotion of added flights to Philadelphia in May, 2018 and San Francisco in 2018, similar to the 

successful extension of FLY LOCAL for the Las Vegas flight in 2017. 

 

Added Flights: Events and Promotions 

All new flight announcements and inaugural flights, such as the flights already announced to Philadelphia 

and San Francisco, will be supported by earned media efforts, social media efforts and special events in 

order to build anticipation and help to support sales.   

 

Website and Social Media 

AFFIRM will work with DCRA to refresh the look of the airport website www.msnairport.com, while 

maintaining its sitemap and navigation. Additional content features will be considered throughout the year, 

such as a cost calculator and other. The agency will also refresh social media platforms (Facebook, Twitter) 

and continue to work with DCRA to plan and manage regular social media content, expanding engagement 

in 2018 through use of video, links to relevant DCRA news and boosted posts.  

   

http://www.msnairport.com/

