Cooperative

FY 2015

5/14/14

ADIZONA

GRAND CANYOM BTATR




10:00 - 10:15
10:15 - 10:30
10:30 - 10:45
10:45 - 11:00
11:00 - 11:45

Webinar Agenda

Application Process

Media Plan Overview

Print, Newsprint, and Outdoor Media
Online Media Options

In-Depth Look at New Media Options:

- Millennial Media
- Sojern

x X
APIZONA - Arizonaguide.com Retargeting
- Search Engine Marketing (SEM)

OFFICE OF TOURISM

- Facebook




The Marketing Cooperative

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

e Leverage community partnerships to enhance
reach and exposure

 Broaden communities’ marketing efforts




The Marketing Cooperative

FY14 Budget

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

FY14 Partnhers

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

MYSEDONA.COM
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Co-op Campaign Landing Page:
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JUST DOWN
THE ROAD.

- DISCOVER THE ARIZONA LESS TRAVELED.




Co-op Campaign Print Ads

You can see for miles and mil
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whenyou get off it. A RN . Without driving too many.
SEDONA, AZQ) v \ \ R

SONOITA, AZ @

Hit the open road. Discover the Arizona Jess traveled.

DIZONA Hit the open road. Discover the Arizona Jless traveled. ADIZONA
Visit arizonaguide.com/adventure or call 1 ARAND CANYON BTATE Visit arizonaguide.com/adventure or call 1.8 (X. GRAND ©
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Co-op Campaign Print Ad and Banners

Discover a land long in history-and tratlitinn.

PLACES.
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Arizona Republic Insert

THE VIEW FROM THE ROAD. ::,‘i' -

Sma fowns. BiE advwelures.
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THE ARIZONA LESS TRAVELED. |jgm ===

Visit arizonaguide.com/adventure

RUGGED ADVENTURE AWAITS.
Arizona’s less traveled destinations offer the perfect excuse Io go outside and play.

Surchern Arisuma s o grent phacs i ovbig i)

i e “WET” YOUR APPETITE
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Get Up and Go-Arizona Road Trips

REFINED

Extravagant Relaxation
RUGGED
Exciting Adventures

RIGHT DOWN THE ROAD
Small Touns With Big Adventures

ARIZONA




The Marketing Cooperative Application

and Instructions

« 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 Studies

 Applications Due — June 6th




Subsidized Rates

AOT will subsidize rates at
50 percent for qualified
CO-0p participants.
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For more infdrmatinn, iﬁcluding .
packages and special offers, go to

visit-prescott.com
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Subsidized Rate Eligibility

Arizona based rural DMOs
Tribal tourism entities

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

Arizona based statewide tourism associations




Other Eligibility Requirements

« 501(c)3 or (c)6 non profit status

« A tourism website and fulfillment

piece for the applicant or regional
partnership

ARIZONA

Don’t miss a day on the course in the

"N thé”Wm Td!

visityuma.com = 1-800-293-007




What is considered “rural”?

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




What Is aregion?

Example:

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

Cochise County Tourism Councll




Rates and Billing

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

> Subsidized partners pay half net rate and work directly
with the publication.

D C E
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WWW. dlscoverblsbee com




Section B: Rate Sheet

Use the provided FY15 form (Attachment A)
« Select every opportunity you want
« Prioritize each opportunity (1,2,3...)
« Selections will be based on:
- Applicant’s priorities

- Available funding

- Availability of each opportunity




Selection Process

Partners will receive
request placements in
the order they prioritize

Limited opportunities
will put into a lottery

Rates will be subsidized

until fundina is debleted

Al Ik1] WAl IT\A Ilg I\ L\ A

N
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newest

Pick up your passport travel
guide and discover all the fun
and interesting things to do on
America’s longest remaining
stretch of Historic Route 66.

Passports are available in the

ours, ghost

Kingman Yisitor Center and in
other towns along Arizona’s
Route 66, call for locations!




Application Check List

The application must include:

1.

2
3.
A4

Applicant Form
The Marketing Cooperative Rate Sheet
Affidavit in Support of the Application (1 per partner)

Fulfillment Piece



Project Effectiveness

AOT will work with publications to receive metrics on
each placement

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

Reports will include direct metrics (leads),
corresponding metrics (occupancy), and general

Nnroaram aqatlestions

IUHI\A IIIIIIIIIIIII

Reports will be collected using online software




What Is the Next Step?

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

INVJ AT ITWNITTINVITL CALWLW I [SY B | [ | 1 ]

begins (July 1, 2014).




New for FY15

 Tourism Research - Intercept
Studies

 Ad Template

e Co-Branded Ad
Options

 New Media 5 YR SRR T e
Opportunltles Magloct ' : L : i % t J;‘lg‘ﬂh'.l@rilm.pfg.l|.BE_BJ.38§._3§?.4 _




FY15 Marketing Cooperative
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Key Target Markets - Demographics

Primary Audience:
Baby Boomers
® Age: 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 ® Age: 27-35
® HHI: $50,000, emphasis on $75,000+ ® HHI: $50,000, emphasis on
® \ith and Without Children in Household $75,000+

® \With and Without Children
in Household




FY15 Target Markets

Primary Markets:
* Phoenix

= Tucson

* Los Angeles

Secondary Markets:
» Las Vegas

= San Diego

» Canada




FY15 Audience Insights

What are visitors doing when they get here?

Shopping

Visiting National/State Parks and Historic Sites
Fine Dining

Camping, Hiking and Backpacking




FY15 Timeline

Campaign Timeline:

September 1, 2014 — August 31, 2015




FY15 Media Opportunities: Print

Official State Visitors
Guide/Map

* Annual — January ‘15
= Markets: Greater Phoenix il
= Circulation: 450,000 Adveiiiure s

= T

Alfresco Dining —— ‘ THE a;cj;un CANYON STATE
in Ariznrm ¥ ﬁ * OFFICTRSTRIBIVISITOR s map
Your Guideto T

izona’s In 1 e



FY15 Media Opportunities: Print

AAA Highroads

Nov/Dec ‘14 — Winter Travel Issue

July/Aug '15 — Summer Destinations
Issue

Market: Arizona
Circulation: 495,000
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FY15 Media Opportunities: Print

AAA Westways

= Sept’14 — Fall Travel Issue

= March/April ‘15 — Arizona Travel Issue
= Market: Southern California

= Circulation: 500,000




FY15 Media Opportunities: Print

Arizona Drive Guide \RIZONS

= Sept-Nov'l4
= Dec’14 - Feb’15
= Market: Arizona

= Circulation: 124,000 ~FE00
- L




FY15 Media Opportunities: Print

Arizona Highways

= QOct 14,

= March 15

= April’15

= May 15

= June ‘15

= Market: National g k. ARRRN
= Circulation: 166,000 ';... mm EL: : k

,ml:qm:om
:




FY15 Media Opportunities: Print

Arizona RV Guide

= Annual — Sept ‘14
= Market: Arizona
= Circulation: 80,000




FY15 Media Opportunities: Print

Bon Appeétit
(Western Region)

= Nov ‘14 — Thanksgiving Issue

= Market: Arizona, Los Angeles, and
Orange County

= Circulation: 76,000

bor
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FY15 Media Opportunities: Print

Condé Nast Traveler
(Western Region)

= Jan 15 — The Gold List

= Market: Arizona, Los Angeles, and
Orange County

= Circulation: 40,000




FY15 Media Opportunities: Print

Experience AZ Magazine

= Qctober ‘14 — March ‘15 Issue
= Market: Arizona
= Circulation: 30,000 per issue

|
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FY15 Media Opportunities: Print

Grand Canyon Journal

= Annual — Sept ‘14

= Market: Arizona, California, Nevada,

Utah, and New Mexico
= Circulation: 100,000

FAMIEY-FLIN {
EPIC VIEWS/
WATERRALLST

TRAVEL ~

FAUDRITES




FY15 Media Opportunities: Print

Indian Country eNewsletter

= May '15 — Native Indian Gaming
Association Issue

= Market: National
= Circulation: 4,000 — 16,000




FY15 Media Opportunities: Print

National Geographic Traveler

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

MUST-SEE PLACES
™ FOR 2014




FY15 Media Opportunities: Print

Outside Magazine
(Western Region)

= June 15 — Weekend Escapes
= Market: Western Region
= Circulation: 225,000




FY15 Media Opportunities: Print

Phoenix Magazine

= Nov '14 — Get Out of Town
Special Section

= Feb ‘15 - 52 Weekend
Adventures Issue

= Markets: Arizona
= Circulation: 78,479




FY15 Media Opportunities: Print

Phoenix Magazine 2015
City Guide Book

= Annual — Dec ‘14
= Markets: Phoenix
= Circulation: 30,000




FY15 Media Opportunities: Print

Phoenix Official Travel Guide

= Annual — Dec ‘14
= Markets: Phoenix
= Circulation: 250,000




FY15 Media Opportunities: Print

Play Ball

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




FY15 Media Opportunities: Print

Self Magazine
(Western Region)

Oct '14 — Love the Active Life Issue

Market: Arizona, Los Angeles, and
Orange County

= Circulation: 52,000




FY15 Media Opportunities: Print

Sunset Magazine

= Dec '14 — Snow Country -' -------
Getaways Issue =

= Feb ‘15 — Best of the West Issue 'T_ BestPlaces.

= May ‘15 — Summer Travel Issue .- o ?aml)

= Markets: Southern California %8

= Circulation: 315,000

SIERRA R e




FY15 Media Opportunities: Print

TOP TEN TRUE WESTERN TOWNS FOR 2013 ARE...
U T TR FIRIRLT 13

True West Magazine

= April ‘15: Travel Issue

= Markets: National
= Circulation: 60,000

NN e




FY15 Media Opportunities: Print

Tucson Guide

Fall/Winter 14
Spring/Summer ‘15
Markets: Tucson
Circulation: 50,000

e e

up mid-morning meals

SEASOMAL EVENTS,
GALLERY GUIDE, CHEF

o SAYS, EDIE'S EATS,




FY15 Media Opportunities: Print

Tucson Official Travel Guide

= Annual — Feb ‘15
= Markets: Tucson
= Circulation: 300,000




FY15 Media Opportunities: Print

Valley Guide
= Fall’'14

= Winter '14 — ‘15
= Spring '15

= Summer ‘15

NMarkete: Ph
vial RCLo. riiuciliiA

= Circulation: 60,000 £ = R’f}f&’gg




Westjets up!

FY15 Media Opportunities: Print
= Dec '14 Issue

= Markets: International

= Circulation: 40,000 Oﬂ f-lfi}';atlﬂ}ﬂ? ::




Newsprint




FY15 Media Opportunities: Newsprint

THE ARIZONA REPUBLIC

CARDS GET POUNDED BY
DIVISION RIVAL SEATTI.E

Arizona Republic
Generous pensmn beneﬁts

|d|11|

= Sept’'l4d

u FEb ,15 Ulha"tm pus]nes
DilI! ere;we

= Markets: Greater Phoenix Ml ks

= Circulation: 474,375 (Sundays)
= Offering 8 Page Custom Insert

| Heart-attack risk
higher for women
stressed at work



FY15 Media Opportunities: Newsprint

Cactus League Newspaper Insert

= Jan’15
= Markets:

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

DESTINATION ARIZONMNA

Fiftean Teams. Une home.
caclusinagua.cam




FY15 Media Opportunities: Newsprint

Los Angeles Times Sunday
“Exploring Arizona” Insert %05 3\l.llllﬁ Cimes

e

Lo u.- =~ ‘HH’LI\HU”
A | WAITING tO

& bhe won over

= March ‘15
= Markets: Los Angeles
= Circulation: 300,000




Out Of Home




FY15 Media Opportunities: Outdoor

Outdoor Digital Boards

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

= Markets: Greater Phoenix

= Board targeting throughout
the Phoenix metropolitan market




FY15 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 largest
International airport



Online




FY15 Media Opportunities: Online

ABC7.com (Los Angeles)

m \AMateh | nva/laon NemMand
vvaillil ive/Ull weiliial iu

= Monthly
* 50,000 impressions
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, 4O Ul .OU OSCTU Vi




FY15 Media Opportunities: Online

Arizonaguide.com Banners

= Banner Ad (160x600) o OVERTURES. [ IR S

= National; International e

= 2 million + unigue visits
per year

madden

smedia

connecting people to places




FY15 Media Opportunities: Online

madden,.
Arizonaguide.com Retargeting ’ijdla

connecting people to places

= Banner Ad Retargeting visitors to ArizonaGuide.com
= 2 million + unigue visits per year




FY15 Media Opportunities: Online

THE ARIZONA REPUBLIC
azentralcom

AZCentral.com

AZ Living, Travel, and Things to Do Banners
Run of Mobile

Run of Site Display Banners

Run of Site Pre-Roll Video




FY15 Media Opportunities: Online

Arizona Daily Star

@ www.azstarnet.com

AZStarNet.com

= Run of Site Banners




FY15 Media Opportunities: Online

Arizonaguide.com Facebook

» Fan Generation Campaign
* |Lead Generation Campaign

E 7 Liks
R e . - =====p
Targeted Facebook ads Once users “like” the
encourage users io “like” a partner Facebook page,
participating partner's page, they are invited to sign up
thereby increasing Fans. for a sweepstakes.

The entry form capiures
postal and email leads,
which Madden Media

manages, filters, and

delivers on a weekly basis.

madde

connectmg peopLe to places

After entering the
sweepslakes, users are
served a confirmation
page with a promotional
call-out linking back to
the partner's website.

AI!IZONA




FY15 Media Opportunities: Online

Greenspun (LasVegasSun.com, LasVegas
Weekly.com, Vegasinc.com)

= Run of Site Banners




FY15 Media Opportunities: Tribal Online

@ Indian Country
TODAY MEDIA NETWORK

The Custom Media Solution

Indian Country Today Media Network

= Run of Site Banners




FY15 Media Opportunities: Online

S os (Ingeles.

MAGAZINE

LAMag.com

= Run of Site Banners

= Arizona Travel Sub-Channel
Section

= Travel eNewsletter
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National/State Parks, Enjo
Hiking, and Backpacking

Millennial Media




FY15 Media Opportunities: Online

PANDORA

Pandora.com

B \AMah Anidin Tile Comnaninn Rannar
VVC I MuUuuUiv, 11T, i HUI | el

= Mobile Audio, Tile, Companion Banner




FY15 Media Opportunities: Online

PANDORA

Ego Tripping At The Gates OfHell  ~ -
by The Flaming Lips 7y
on Yoshimi BatSes The Pink Robol

Getting a free rate quote Is as easy
as creating your own radio station.

Thee Flaming Lips Radio
B vty R ]
Biyes Contol Ragio
Deamunier Rago
Toro Y Mal Radio
Nobukazy Takemurs R
Al Piak's Haunied G
Hiabsbiwat Rado
Carsfl I The Sun Rado

ST Lomer Ego Tripping Al The Gates Of Mell £,
Brian Eno Radio by The Flaming Lips
Squarepusher Radio on Yoshimi Baities The Pink Robots | Bey -
Dungen Radia
x

Spanish Koy Radk ThoFllu.inngpulhdlo

To start things off, we'l play o song that sxemplifies the musical stylo of
FR AL, R The Flaming Lips which featurss synth rock amanging. slectronica
John Lennon Radio influences, a subtie use of paired vocal harmony, use of a sidng ensemble

ard major iy tonality.

That's not whst | wanted. Delote this station

ATAT 3G 1:50 PM

ﬁ Star Wars, Episode llI: Revenge Of..

®
-V

watch video

- I »l
_%
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FY15 Media Opportunities: Online

madden

smedia

connecting people to places

Madden Media Go gle
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FY15 Media Opportunities: Online

simple

Simpleview (VisitTucson.org)

B DRDiin nf CQite “cenntlinht” tavt inlkc
Nuil Ul OIC SPJULIyIIL ICAL HIHTIKS

* Homepage Banner




FY15 Media Opportunities: Online

SOJERN

Now you're going places

Sojern

= Traveler Platform— Those shopping for Travel to AZ




FY15 Media Opportunities: Online

TRAVELZOO

TravelZoo
= Branded Deal Headline Ad
= Branded Deal Banner Ad




FY15 Media Opportunities: Online

tripadvisor-

TripAdvisor.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: Online

AQOT Consumer eNewsletter

= Monthly eNewsletter
= Specialty eNewsletters
= National; International
= 300,000 Deployment




AOT Media Missions

AOT Media Missions

= Vancouver Media Reception — Aug '14
= Arizona Showcase — Oct ‘14

= China Sales and Media Mission — Jan ‘15 ’
= Mexico Sales and Media Mission — Mar ‘15

OFFICE OF TOURISM




Research — Visitor Intercept Studies

Visitor Intercept Studies

= Single & Multiple Community/Regions studies
provided by the three state universities

= Arizona State University ’
= Northern Arizona University A

= University of Arizona orries oF TOURISH




New Online Opportunities

Thank you!
Jamie Daer Glenn Schlottman
Advertising Manager Community Relations Manager
JDaer@azot.gov gschlottman@azot.gov

602.364.0783 602.364.3727




New Online Opportunities

SOJERN"

Now you're gaing places

100MM Traveler Profiles + Billions of Data Points ®Trav_e|elz ShO\_NS Int_ent to visit
destination via online
shopping behavior
(J N
I BEYAD S Y5l

(2) Sojern optimizes and drives
: traveler to destination

*?" ; website using data from

% g travel date, length of trip

. and reason for trip

Soj Traveler Platf .
e @ ravelerHatiom (3)Sojern engages travelers at
every step of the search to

RN S S 5 book process, optimizing
' % message delivery around
N CTR, pixel fires and post-

click performance
Right Message + Right Format + Right Traveler + Right Time

AI!IZONA



New Online Opportunities

millennial

= Mobile opportunity
= Guaranteed traffic driver
= Historic performance for AOT




New Online Opportunities Overview

Search Engine Marketing (SEM)




GO;nge family vacations U

Weh Images Maps Shopping Recipes Mare = Search tools

Ads related to family vacations @

AllInclusive Family Trip - Planning A Fun Family Vacation?
www.libertytravel.com/Family

Reserve At Liberty Travel™ & Save!

86,968 people +1'd or follow Liberty Travel

Allnclusive Vacations Reduced Rates in Las Vegas

Exclusive Deals on Royal Caribbean Plan Your Florida Vacation with Us

Fun Family Vacations - Theme Parks, Beaches, Water Parks
www_bluegreengetaways.com/

Book Your Family Resort Package MNow

Explorer Vacations - Family Fun in Orlande, FL - Family Fun in Charleston, SC

Deals on Family Cruises - FamilyCruise com
www_familycruise.com/
Save up to 75% on family cruises. Unbelievably low prices, book today

Top 10 Family Vacation Spots - Travel Channel

www travelchannel.com » Interests » Family
Looking for some great family vacation ideas? Check out Travel Channel's picks for the
top 10 most amazing resorts filled with offthe-chart family fun.

11 Best Affordable Family Vacations |U.S. News Travel
travel.usnews.com/.../Best_Affordable_Family_Vacations/

We rank the 11 Best Affordable Family Vacations. See which places our readers like
the best, and vote for your favorites.

All Inclusive Family Vacations - Get Away With Those You Love Mostl
www.clubmed.us/__/all-inclusive-vacations-our-special-selectio

Cur all inclusive family resorts bring loved ones together with vacations that will never
be forgotten. Family vacations with club med - Book yours today.

Search Engine Results Page (SERP)

Ads @

Family All Inclusive Resorts
www_Kayak.com/

Book Great Values On Resorts.

Find Cheap Rates On 100s Of Sites.
528,716 people +1'd or follow KAYAK

Best Family Resorts
WWww familwacaticncritic com/Hotels

Find reviews of best family resorts &
special deals just for families.

All Inclusive Vacations
www_livingsocial.com/Escapes

Up to 70% Off All Inclusive Travel.
View Vacations Now & Save!

1,842 people +1'd or follow LivingSocial

All Inclusive Vacations

www travelocity.com/Vacations
1(677) 509 8567

Book Your Vacation Packages.
Lowest Price Guarantee, Book Today!
551,176 people +1'd or follow
Travelocity

Family All Inclusive Vacations
www_groupon.com/

Food, Spas & More up to 90% Off.
Limited Availability- Act Mow!

Expedia Family Vacations

A
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GO; ngﬁ family vacations

Weh Images Maps Shopping Recipes Mare = Search tools

Search Engine Results Page (SERP)

“ AddyC.. | 0| + m

a ® o

Ads related to family vacations @

AllInclusive Family Trip - Planning A Fun Family Vacation?
www.libertytravel.com/Family

Reserve At Liberty Travel™ & Save!

86,968 people +1'd or follow Liberty Travel

Allnclusive Vacations Reduced Rates in Las Vegas

Exclusive Deals on Royal Caribbean Plan Your Florida Vacation with Us

Fun Family Vacations - Theme Parks, Beaches, Water Parks
www_bluegreengetaways.com/

Book Your Family Resort Package MNow

Explorer Vacations - Family Fun in Orlande, FL - Family Fun in Charleston, SC

Deals on Family Cruises - FamilyCruise com
www_familycruise.com/
Save up to 75% on family cruises. Unbelievably low prices, book today

Top 10 Family Vacation Spots - Travel Channel

www travelchannel.com » Interests » Family

Looking for some great family vacation ideas? Check out Travel Channel's picks for the
top 10 most amazing resorts filled with offthe-chart family fun.

11 Best Affordable Family Vacations |U.S. News Travel
travel.usnews.com/.../Best_Affordable_Family_Vacations/

We rank the 11 Best Affordable Family Vacations. See which places our readers like
the best, and vote for your favorites.

All Inclusive Family Vacations - Get Away With Those You Love Mostl
www.clubmed.us/__/all-inclusive-vacations-our-special-selectio

Cur all inclusive family resorts bring loved ones together with vacations that will never
be forgotten. Family vacations with club med - Book yours today.

Ads @

Family All Inclusive Resorts
www_Kayak.com/

Book Great Values On Resorts.

Find Cheap Rates On 100s Of Sites.
528,716 people +1'd or follow KAYAK

Best Family Resorts
WWww familwacaticncritic com/Hotels

Find reviews of best family resorts &
special deals just for families.

All Inclusive Vacations
www_livingsocial.com/Escapes

Up to 70% Off All Inclusive Travel.
View Vacations Now & Save!

1,842 people +1'd or follow LivingSocial

All Inclusive Vacations

www travelocity.com/Vacations
1(677) 509 8567

Book Your Vacation Packages.
Lowest Price Guarantee, Book Today!
551,176 people +1'd or follow
Travelocity

Family All Inclusive Vacations
www_groupon.com/

Food, Spas & More up to 90% Off.
Limited Availability- Act Mow!

Expedia Family Vacations
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The Importance of Search

Drives 45%-65% of traffic to travel websites

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

Creates significant lift for offline activity

Improves brand recall and purchase intent

Yields immediate results (RO




Why it Should Matter to You

" Your website is your biggest ongoing investment

®  You lose market share to competing destinations who
appear 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
gualified themselves

‘/Control how your ad appears in search results

‘/Measurable ROI

® SEO is not a guarantee and ever-changing




Google
\ cartner

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 Campaigns

Each partner receives

B Direct traffic to each website

® Unigue keywords and ad copy to highlight each
distinct destination

® |ndividual campaign reports




Cooperative Campaigns

B 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

‘/AII ad copy and related landing pages are managed
and optimized by Madden Media’'s Google-certified
team on a daily basis




HOW?
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Centralized Co-op Account — Google AdWords

CVB #1 Partner
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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 metrics
®  Ongoing consultative insights

® Experience delivering SEM results to destinations

Madden Media has sent over 19 million clicks to our SEM clients’
sites and saved them a total of more than $4.5 million.




SEM Campaign Overview

on ckaTStealch $1,800 $3,600 $5,400

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

g fﬁ:ﬂﬁﬁ?ﬁf $900 $1,800 $2,700

Total Clicks 2,609 5,218 7,827

Guaranteed CPC $0.69 $0.69 $0.69
Timing 3 months 3 months 3 months




Site Retargeting




Site Retargeting Is the process of
bringing return visitation to a
website for conversion
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ArizonaGuide.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
the web; Freguency caps are implemented

5. User is delivered to the partner website to convert




Ogden

lr.lunll PG OdTh

Powder Mag's 1 US Ski Town &

Click here to find yvour next C)"“""S

qQden

viSIOOQOen. coim

meeting destination!

w
[
w
=
¥
Y
- |
o




Retargeting Statistics

1 in 5 marketers now has a dedicated budget for
retargeting

Retargeting can boost ad response up to 400%

95% of users leave a site without making a
transaction

Retargeted users are 70% more likely to convert

Sources: ComScore, Chango, AdReady, Adgorithms




Site Retargeting Campaign Overview

Total 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 Estlmz_alted 1.1 million+ L7 millions > 4 millions
Impressions
Total Guarant_eed 1813 2 820 2 804
Clicks
Campaign
Guaranteed eCPC $2.76 $2.66 $2.57
Partner
Guaranteed eCPC $1.38 $1.33 $1.28




Facebook Fan and
L ead Generation




Consumers spend 2 billion+
hours on soclal media sites every
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How It Works

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 weekly

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




SPONSORED Create Ad

Mare Perks, More Savings!
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e
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further.

Domino's® Pizza
‘order.dominos.com
. Doming's Has Pan Pizzal
L 1 Medium 2-Tepping Only
£7.99 - Order Online at
Demincs.com
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Shopping

Get simple Free Facebook
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no contracts, low fees. Try
it now!

Use Now
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loved one for a surprise
party they wil never forget.
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Click now to nominate your
loved one for a surprise
party they wil never forget.
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Facebook Campaign Overview

Total Net
Package Cost $5,000 $7,500 $10,000
AQOT Net Contribution $2,500 $3,750 $5,000
Partner Net
Contribution $2,500 $3,750 $5,000
Total Estimated 3-4 million 6-7 million 8-9 million
Ad Impressions
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 months




For More Information

Whitney Coleman

520) 488-7655 (mobile)

(520) 232-2611 (office)
WColeman@maddenmedia.com




