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Webinar Agenda
10:00 - 10:15 Application Process 

Webinar Agenda

10:15 - 10:30 Media Plan Overview 

10:30 10:45 Print Newsprint and Outdoor Media10:30 - 10:45 Print, Newsprint, and Outdoor Media

10:45 - 11:00 Online Media Options 

11:00 - 11:45 In-Depth Look at New Media Options: 

- Millennial Media 
- Sojern
- Arizonaguide.com Retargetingg g g
- Search Engine Marketing (SEM)
- Facebookaceboo



The Marketing CooperativeThe Marketing Cooperative 

Promote travel to communities and regions• Promote travel to communities and regions 
outside of Metro Phoenix and Tucson

• Leverage community partnerships to enhance 
reach and exposure

• Broaden communities’ marketing efforts



The Marketing CooperativeThe Marketing Cooperative 

FY14 B d tFY14 Budget

Partners’ Contrib tions 480 000Partners’ Contributions:              480,000
AOT Match and Anchor Ads:   1,000,000
Total Campaign Spend:         $1,480,000p g p

FY14 Partners

25 partners (18 rural communities, 4 tribes, 2 
regional partnerships, 1 statewide tourism 
association)





Co-op Campaign Landing Page: 
ArizonaGuide com/AdventureArizonaGuide.com/Adventure



Co-op Campaign Print AdsCo-op Campaign Print Ads



Co-op Campaign Print Ad and BannersCo-op Campaign Print Ad and Banners



Arizona Republic InsertArizona Republic Insert



The Marketing Cooperative Application 
and Instructionsand Instructions 

Eligibility: Rural DMOs Tribes Regions Statewide• Eligibility: Rural DMOs, Tribes, Regions, Statewide 
Tourism Associations

• Negotiated media buys and reduced rates (50%)

• Available Media: Magazines, Newsprint, Outdoor, 
Online, AOT Publications, Trade and Media 
Missions and Visitor StudiesMissions, and Visitor Studies

• Applications Due – June 6thApplications Due June 6th



Subsidized Rates

AOT ill b idi t t

Subsidized Rates

AOT will subsidize rates at 
50 percent for qualified 

ti i tco-op participants. 



Subsidized Rate Eligibility

 Arizona based rural DMOs

Subsidized Rate Eligibility

 Arizona based rural DMOs

 Tribal tourism entities

 Regional partnerships (3 or more DMOs, equal or 
greater rural DMOs)

 Arizona based statewide tourism associations



Other Eligibility Requirements

501(c)3 or (c)6 non profit status

Other Eligibility Requirements

 501(c)3 or (c)6 non profit status

 A tourism website and fulfillment 
i f th li t i lpiece for the applicant or regional 

partnership



What is considered “rural”?

Rural DMOs are defined as any DMO located outside PimaRural DMOs are defined as any DMO located outside Pima 
and Maricopa counties, or a DMO located in Ajo, Gila 
Bend, Why or Wickenburg., y g



What is a region?

Example:Example:

Benson Bisbee Cochise County DouglasBenson, Bisbee, Cochise County, Douglas, 
Sierra Vista, Tombstone, and Willcox

=
Cochise County Tourism Council



Rates and Billing

 Unsubsidized partners pay full net rate and work directly Unsubsidized partners pay full net rate and work directly 
with the publication.

 Subsidized partners pay half net rate and work directly 
ith th bli tiwith the publication.  



Section B: Rate Sheet

 Use the provided FY15 form (Attachment A) Use the provided FY15 form (Attachment A)

 Select every opportunity you want

 Prioritize each opportunity (1,2,3…)

 Selections will be based on: Selections will be based on:

- Applicant’s priorities

- Available funding

- Availability of each opportunity



Selection Process

1 Partners will receive1. Partners will receive 
request placements in 
the order they prioritizey p

2. Limited opportunities 
will put into a lotterywill put into a lottery

3. Rates will be subsidized 
until funding is depleteduntil funding is depleted



Application Check List

The application must include:The application must include:

1. Applicant Form

2. The Marketing Cooperative Rate Sheet

3. Affidavit in Support of the Application (1 per partner)3 da t Suppo t o t e pp cat o ( pe pa t e )

4. Fulfillment Piece



Project Effectiveness

 AOT will work with publications to receive metrics on AOT will work with  publications to receive metrics on 
each placement

Mid year and end of year reports will be required from Mid-year and end-of-year reports will be required from 
participants

R t ill i l d di t t i (l d ) Reports will include direct metrics (leads), 
corresponding metrics (occupancy), and general 
program questionsprogram questions

 Reports will be collected using online software



What is the Next Step?

 Application forms are available at www azot gov > Application forms are available at www.azot.gov > 
Community Resources > Cooperative Opportunities

 Applications are due June 6, 2014 by 5 p.m. 

 Allocation announcement after the 2015 fiscal year Allocation announcement after the 2015 fiscal year 
begins (July 1, 2014).



New for FY15New for FY15

• Tourism Research Intercept• Tourism Research - Intercept 
Studies

• Ad Template

• Co-Branded Ad• Co-Branded Ad 
Options

N M di• New Media 
Opportunities



FY15 Marketing CooperativeFY15 Marketing Cooperative

FY15 Marketing Cooperative
5/14/145/14/14



Key Target Markets - Demographics

Primary Audience:
Baby Boomers
Age: 48 - 66Age: 48 66
HHI: $50,000+, emphasis on $75,000 +
With and Without Children in Household

Secondary Audiences:
Generation X Generation Y (late set)
Age: 36 - 47
HHI: $50,000, emphasis on $75,000+
With and Without Children in Household 

Age: 27-35
HHI: $50,000, emphasis on 

$75,000+
With and Without ChildrenWith and Without Children 

in Household 



FY15 Target MarketsFY15 Target Markets

Primary Markets:
 Phoenix Phoenix
 Tucson
 Los Angeles

Secondary Markets:

 Los Angeles

 Las Vegas
 San Diego
 Canada



FY15 Audience InsightsFY15 Audience Insights
What are visitors doing when they get here?What are visitors doing when they get here? 

 Shopping
 Visiting National/State Parks and Historic Sites
 Fine Dining Fine Dining
 Camping, Hiking and Backpacking



FY15 TimelineFY15 Timeline

Campaign Timeline:Campaign Timeline:

September 1 2014 August 31 2015September 1, 2014 – August 31, 2015



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Official State VisitorsOfficial State Visitors 
Guide/Map
 Annual – January ‘15
 Markets: Greater Phoenix
 Circulation: 450,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

AAA Hi h dAAA Highroads

 Nov/Dec ‘14 – Winter Travel Issue
 July/Aug ’15 – Summer Destinations y g

Issue
 Market: Arizona
 Circulation: 495,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

AAA W tAAA Westways

 Sept ’14 – Fall Travel Issue
 March/April ‘15 – Arizona Travel Issuep
 Market: Southern California
 Circulation: 500,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

A i D i G idArizona Drive Guide

 Sept - Nov ’14
 Dec ’14 - Feb ’15
 Market: Arizona
 Circulation: 124,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

A i Hi hArizona Highways

 Oct ’14, 
 March ’15
 April ’15
 May ’15
 June ‘15
 Market: National
 Circulation: 166,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

A i RV G idArizona RV Guide

 Annual – Sept ‘14
 Market: Arizona
 Circulation: 80,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

B A étitBon Appétit 
(Western Region)

 Nov ‘14 – Thanksgiving Issue
 Market: Arizona, Los Angeles, and , g ,

Orange County
 Circulation: 76,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

C dé N t T lCondé Nast Traveler 
(Western Region)

 Jan ’15 – The Gold List
 Market: Arizona, Los Angeles, and , g ,

Orange County
 Circulation: 40,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

E i AZ M iExperience AZ Magazine

 October ‘14 – March ‘15 Issue
 Market: Arizona
 Circulation: 30,000 per issue



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

G d C J lGrand Canyon Journal

 Annual – Sept ‘14
 Market: Arizona, California, Nevada, , , ,

Utah, and New Mexico
 Circulation: 100,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

I di C t N l ttIndian Country eNewsletter

 May ’15 – Native Indian Gaming 
Association Issue

 Market: National
 Circulation: 4,000 – 16,000  



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

National Geographic Traveler

 April ‘15: Family Travel Issue
 Market: North American Edition
 Circulation: 615,000  



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

O t id M iOutside Magazine
(Western Region)
 June ’15 – Weekend Escapes
 Market: Western Regiong
 Circulation: 225,000  



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Ph i M iPhoenix Magazine

 Nov ’14 – Get Out of Town 
Special Section

 Feb ‘15 – 52 Weekend 
Adventures Issue

 Markets: Arizona
 Circulation: 78,479



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Ph i M i 2015Phoenix Magazine 2015 
City Guide Book

 Annual – Dec ‘14
 Markets: Phoenix
 Circulation: 30,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Ph i Offi i l T l G idPhoenix Official Travel Guide

 Annual – Dec ‘14
 Markets: Phoenix
 Circulation: 250,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Pl B llPlay Ball

 Annual - Jan ‘15
 Market: Arizona
 Circulation: 100,000  



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

S lf M iSelf Magazine 
(Western Region)
 Oct ’14 – Love the Active Life Issue
 Market: Arizona, Los Angeles, and , g ,

Orange County
 Circulation: 52,000 



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

S t M iSunset Magazine

 Dec ’14 – Snow Country 
Getaways Issue

 Feb ‘15 – Best of the West Issue
 May ‘15 – Summer Travel Issue
 Markets: Southern California
 Circulation: 315,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

True West Magazine

 April ‘15: Travel Issue
 Markets: National
 Circulation: 60,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Tucson GuideTucson Guide

 Fall/Winter ’14
 Spring/Summer ‘15p g
 Markets: Tucson
 Circulation: 50,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Tucson Official Travel GuideTucson Official Travel Guide

 Annual – Feb ‘15
 Markets: Tucson
 Circulation: 300,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Valley GuideValley Guide

Fall ’14 Fall ’14 
 Winter ’14 – ‘15
 Spring ’15 Spring 15
 Summer ‘15
 Markets: Phoenix Markets: Phoenix
 Circulation: 60,000



FY15 Media Opportunities: PrintFY15 Media Opportunities: Print

Westjets up!Westjets up!
 Dec ’14 Issue
 Markets: International
 Circulation: 40,000



Newsprint



FY15 Media Opportunities: NewsprintFY15 Media Opportunities: Newsprint

Arizona Republic

 Sept ’14 
 Feb ’15 
 Markets: Greater Phoenix
 Circulation: 474,375 (Sundays)
 Offering 8 Page Custom Insert



FY15 Media Opportunities: NewsprintFY15 Media Opportunities: Newsprint

Cactus League Newspaper Insert

 Jan ’15
 Markets:

Chicago, Cincinnati, Cleveland, 
Dallas/Fort Worth, Denver, 
Kansas City Los AngelesKansas City, Los Angeles, 
Milwaukee, Oakland, San Diego, 
San Francisco, Seattle



FY15 Media Opportunities: NewsprintFY15 Media Opportunities: Newsprint

Los Angeles Times 
“Exploring Arizona” Insert p g

 March ‘15
M k t L A l Markets: Los Angeles

 Circulation: 300,000



Out Of Home



FY15 Media Opportunities: OutdoorFY15 Media Opportunities: Outdoor

Outdoor Digital BoardsOutdoor Digital Boards

Jan ’15 Feb ‘15 Mar ‘15 Apr ‘15 Jan ’15, Feb ‘15, Mar ‘15, Apr ‘15 
May ‘15

 Markets: Greater PhoenixMarkets: Greater Phoenix
 Board targeting throughout 

the Phoenix metropolitan marketthe Phoenix metropolitan market



FY15 Media Opportunities: OutdoorFY15 Media Opportunities: Outdoor

Phoenix Sky Harbor 

 Nov ’14, Dec ‘14, Jan ‘15, Feb ‘15, 
Mar ‘15, Apr ‘15

 Markets: Phoenix
 Boards targeting throughout all 

terminals of Arizona’s largestterminals of Arizona s largest 
international airport



Online



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

ABC7.com (Los Angeles)ABC7.com (Los Angeles)

 Watch Live/on Demand :15 or :30 sec video Watch Live/on Demand, :15 or :30 sec video
 Monthly
 50 000 impressions50,000 impressions



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Arizonaguide.com Banners

 Banner Ad (160x600)
 National; International;
 2 million + unique visits        

per year 



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Arizonaguide.com Retargeting

 Banner Ad Retargeting visitors to ArizonaGuide.com
2 illi i i it 2 million + unique visits per year 



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

AZCentral.comAZCentral.com
 AZ Living, Travel, and Things to Do Banners
 Run of Mobile Run of Mobile
 Run of Site Display Banners
 Run of Site Pre-Roll VideoRun of Site Pre Roll Video



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

AZStarNet.comAZStarNet.com

 Run of Site Banners



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Arizonaguide.com Facebook

F G i C i Fan Generation Campaign
 Lead Generation Campaign



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Greenspun (LasVegasSun.com, LasVegasGreenspun (LasVegasSun.com, LasVegas 
Weekly.com, VegasInc.com) 

 Run of Site Banners



FY15 Media Opportunities: Tribal OnlineFY15 Media Opportunities: Tribal Online

Indian Country Today Media Network

 Run of Site Banners



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

LAMag.comLAMag.com

 Run of Site Banners
 Arizona Travel Sub-Channel 

Section
 Travel eNewsletter



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Millennial MediaMillennial Media

 Mobile Banners that reach people that Shop Visit Mobile Banners that reach people that Shop, Visit 
National/State Parks, Enjoy Fine Dining, Camping, 
Hiking, and Backpacking



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Pandora.comPandora.com

 Web Audio Tile Companion Banner Web Audio, Tile, Companion Banner
 Mobile Audio, Tile, Companion Banner



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Madden MediaMadden Media



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

Simpleview (VisitTucson.org)Simpleview (VisitTucson.org)

 Run of Site “spotlight” text links Run of Site spotlight text links
 Homepage Banner



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

SojernSojern

 Traveler Platform– Those shopping for Travel to AZ



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

TravelZooTravelZoo

 Branded Deal Headline Ad Branded Deal Headline Ad
 Branded Deal Banner Ad



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

TripAdvisor.comTripAdvisor.com

 Banner Placement – Arizona content
 Banner Placement – Arizona content and competitive content 

(Texas, New Mexico, Utah, Colorado, and California)
 Banner Placement – Outdoor Segment Targeting



FY15 Media Opportunities: OnlineFY15 Media Opportunities: Online

AOT Consumer eNewsletter

M hl N l Monthly eNewsletter
 Specialty eNewsletters

N ti l I t ti l National; International
 300,000 Deployment



AOT Media MissionsAOT Media Missions

AOT Media Missions

Vanco er Media Reception A g ’14 Vancouver Media Reception – Aug ’14 
 Arizona Showcase – Oct ‘14
 China Sales and Media Mission Jan ‘15 China Sales and Media Mission – Jan 15
 Mexico Sales and Media Mission – Mar ‘15
 Brazil Sales and Media Mission – Mar ’15 Brazil Sales and Media Mission – Mar 15
 UK Media Mission – May ‘15



Research – Visitor Intercept StudiesResearch Visitor Intercept Studies

Visitor Intercept Studies

Single & M ltiple Comm nit /Regions st dies Single & Multiple Community/Regions studies 
provided by the three state universities 

 Arizona State UniversityArizona State University
 Northern Arizona University
 University of ArizonaUniversity of Arizona



New Online Opportunitiese O e Oppo tu t es

Thank you!Thank you!

Jamie Daer Glenn SchlottmanJamie Daer
Advertising Manager

JDaer@azot.gov

Glenn Schlottman
Community Relations Manager

gschlottman@azot.gov
602.364.0783 602.364.3727



New Online Opportunitiese O e Oppo tu t es



New Online Opportunitiese O e Oppo tu t es

 Mobile opportunitypp y
 Guaranteed traffic driver
 Historic performance for AOTp



New Online Opportunities Overviewpp

Search Engine Marketing (SEM)



Search Engine Results Page (SERP)Sea c g e esu ts age (S )



Search Engine Results Page (SERP)Sea c g e esu ts age (S )



The Importance of Searchp

 Drives 45%-65% of traffic to travel websites

 S # ff Marketers rate SEM as the #1 most effective new 
media platform

 Creates significant lift for offline activity

 Improves brand recall and purchase intentImproves brand recall and purchase intent

 Yields immediate results



Why it Should Matter to Youy

 Your website is your biggest ongoing investmentYour website is your biggest ongoing investment 

 You lose market share to competing destinations who 
appear ahead of you in search resultsappear ahead of you in search results

SEM is a unique opportunitySell your destination at the 
moment of decision

Pay only for direct responses from prospects who have 
qualified themselves

Control how your ad appears in search results

Measurable ROIMeasurable ROI

SEO is not a guarantee and ever-changing



Madden Media is a Google Partner. We achieved this 
accreditation by managing multiple client accounts 
and employing digital marketers who passed 
challenging exams on Google search engine 
marketing strategies to earn their individual 
certifications.



Cooperative CampaignsCooperative Campaigns

Each partner receives

 Direct traffic to each websiteDirect traffic to each website
 Unique keywords and ad copy to highlight each 

distinct destination 
 Individual campaign reports



Cooperative CampaignsCooperative Campaigns

 Benefits to co-op campaigns

Advertising is strategically coordinated in a non-
competitive environment

Reduces high individual startup costs

Bids are carefully planned and managed, eliminating 
overpayment for each click-through
All ad copy and related landing pages are managed 

and optimized by Madden Media’s Google certifiedand optimized by Madden Media’s Google-certified 
team on a daily basis



HOW?





Google Account



Google Account
Campaign Campaign Campaign Campaign



Google Accountg

Campaign Campaign Campaign Campaign

Ad 
Group

Ad
Group

Ad
Group

Ad
Group

Ad
Group

Ad
Group

Ad
Group

Ad
Group

Ad
Group

Ad
Group

Ad 
Group

Ad
GroupGroup Group Group Group



Centralized Co-op Account – Google AdWordsp g

CVB #1 Partner 
Campaign

CVB #2 Partner 
Campaign 

CVB #3 Partner 
Campaign

CVB #4 Partner 
Campaign

Things to 
Do

Arts Events Places to 
Stay

Shop Family 
Fun

Activities Golf

Dining Camping Places to 
Vi it

Family 
FVisit Fun



Madden Media Offers:Madden Media Offers:

 Initial analysis and consultation

 Continuous optimization of your ad copy and landing 
pages 

Performed by Google AdWords certified individuals

 Transparent, understandable results metricsp ,

 Ongoing consultative insights

 Experience delivering SEM results to destinations

Madden Media has sent over 19 million clicks to our SEM clients’ 
it d d th t t l f th $4 5 illisites and saved them a total of more than $4.5 million.



SEM Campaign OverviewSEM Campaign Overview

Total Net 
Package Cost $1,800 $3,600 $5,400Package Cost

AOT Net Contribution $900 $1,800 $2,700

Partner Net $900 $1 800 $2 700Contribution $900 $1,800 $2,700

Total Clicks 2,609 5,218 7,827

Guaranteed CPC $0.69 $0.69 $0.69Guaranteed CPC $0.69 $0.69 $0.69

Timing 3 months 3 months 3 months



Site Retargetingg g



Site Retargeting is the process of Site Retargeting is the process of 
bringing return visitation to a g g

website for conversion



RETARGETINGRETARGETING
meansmeans

RE-marketing to your g y
customers











ArizonaGuide.com RetargetingArizonaGuide.com Retargeting

1. Retargeting pixels placed on ArizonaGuide.com

2. Visitors are “cookied”

3. Anonymous cookies are pooled into retargeting lists

4 Partner ads are shown to cookied users as they surf 4. Partner ads are shown to cookied users as they surf 
the web; Frequency caps are implemented

5. User is delivered to the partner website to convert





Retargeting StatisticsRetargeting Statistics

• 1 in 5 marketers now has a dedicated budget for 
retargetingg g

• Retargeting can boost ad response up to 400%

• 95% of users leave a site without making a 
transactiontransaction

• Retargeted users are 70% more likely to convertg y

Sources: ComScore, Chango, AdReady, AdgorithmsSources: ComScore, Chango, AdReady, Adgorithms



Site Retargeting Campaign OverviewSite Retargeting Campaign Overview

Total NetTotal Net 
Package Cost $5,000 $7,500 $10,000

AOT Net Contribution $2,500 $3,750 $5,000

Partner Net 
Contribution $2,500 $3,750 $5,000

Total Estimated 
Impressions 1.1 million+ 1.7 million+ 2.4 million+Impressions

Total Guaranteed
Clicks 1,813 2,820 3,894

CampaignCampaign 
Guaranteed eCPC $2.76 $2.66 $2.57

Partner 
Guaranteed eCPC $1.38 $1.33 $1.28Gua a teed eC C



Facebook Fan and 
L d G tiLead Generation



Consumers spend 2  billion+ 
h i l di ithours on social media sites every 

monthmonth



How It WorksHow It Works

1 Targeted custom-designed Facebook ads encourage 1. Targeted custom designed Facebook ads encourage 
users to “like” your page

2. Once users “like” your Facebook page, they are 
invited to sign up for a sweepstakes

3. An entry form capture postal and email leads which 
Madden Media manages  filters  and delivers weeklyMadden Media manages, filters, and delivers weekly

4. After entering the sweepstakes, users are served a 
confirmation page with promotional call-out linking 
back to partner sites







Facebook Campaign OverviewFacebook Campaign Overview

Total Net 
Package Cost $5,000 $7,500 $10,000Package Cost

AOT Net Contribution $2,500 $3,750 $5,000

Partner Net $2 500 $3 750 $5 000Contribution $2,500 $3,750 $5,000

Total Estimated
Ad Impressions 3-4 million 6-7 million 8-9 million

Estimated Leads 1,000-2,000 1,500-2,500 2,000-3,000

Estimated Fans 2,000-3,000 3,500-4,500 5,000-6,000

Timing 2 months 4 months 6 monthsTiming 2 months 4 months 6 months



For More InformationFor More Information

Whitney ColemanWhitney Coleman
(520) 488-7655 (mobile)
(520) 232-2611 (office)
WColeman@maddenmedia.comWColeman@maddenmedia.com


