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● The following communicates how MLT plans to support Air Service for 
FY18/19, including Brand creative integration to grow Awareness and 
dedicated support pieces to encourage Consideration and Intent to utilize 
Air Service

Situational Analysis
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Paid Media Strategies & Objectives

BUSINESS 
GOAL

MARKETING
OBJECTIVE

MEDIA
STRATEGIES
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OBJECTIVES



Planning Parameters
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SUMMER 2019WINTER 2018-2019FALL 2018

Timing:

Audience:

Age & HHI: 

Target Market: 

Timing: 

Audiences: 

Age & HHI: 

Target Markets:

Timing: 

Audiences:

Age & HHI: 

Target Market:





OBJECTIVE 1 



Social Media
Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 



Native Display
Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 



Video
Units: 

Targeting: 

KPIs: 

Creative: 



OBJECTIVE 2 



Display Banners
Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 



Search Engine Marketing
Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 



OBJECTIVE 3



Display Banners
DEPENDANT ON CARRIER PARTICIPATION

Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 



Social Media
DEPENDANT ON CARRIER PARTICIPATION

Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 



Search Engine Marketing
DEPENDANT ON CARRIER PARTICIPATION

Units: 

Targeting: 

KPIs: 

Creative: 

Landing Page: 





Flighting Recommendation

FY18/19

●

●

AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN

FALL AIR SERVICE

LAUNCH DENVER

WINTER AIR SERVICE

SUMMER AIR SERVICE
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Budget Recommendation

WINTER

FALL

SUMMER

~$100,000

$75,536.96

~$75,000

$337,500
Includes $110K Denver Launch Support

$31,250

$31,250

$437,500

$106,786.96

$106,250

TOTAL $250,536.96 $400,000 $650,536.96

AD BUDGET INCREMENTAL TOTALFY18/19

●
○
○

●

●

●
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9/11 

9/14

9/12-9/26

9/28

10/22

     




