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Thank you for joining us for the FY17 Cooperative Marketing
Program Webinar.

1. As a reminder, the guidelines, application, affidavit, instructions, media opportunities and
selection spreadsheet can be found here:

Tourism.az.gov.

Click on Marketing Programs on the top navigation bar

Click on Partnership Opportunities

You'll find the aforementioned under the Cooperative Marketing subhead

2. Once the Webinar begins, please mute your phone (especially if you're eating chips!)

3. If you have questions, please use the “chat feature” to submit your questions.

4. We'll be starting momentarily and once again thank you for participating in the Webinar



B
S ARIZONA

OFFICE OF TOURISM

Webinar Agenda
10:00 - 10:15 Application Process
10:15 - 10:20 Media Plan Overview
10:20 - 11:00 Packaged Digital Media,

Shared Opportunities
Individual Ad Buys, Trade &
Media Missions
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Arizona Office of Tourism FY17 Cooperative

Goals

e AOT will focus a portion of its FY17 marketing dollars on driving tourism to the
rural regions of Arizona. The intent of this program (in its 5th year) is to create
a partnership that will allow communities to leverage their resources in
tandem with AOT's.

Objectives
* Drive overnight visitation to the rural communities and regions of Arizona.

Timing
e September 2016 — August 2017
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FY16 Cooperative Marketing Program Budget

FY16 Budget

e Partners’ Contributions: S 655,564
e AOT Match and Anchor Ads: $1,000,000
* Total Campaign Spend: $1,655,564
Partners

e 33 partners (25 rural communities, 3 tribes, 5 regional partnerships)
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AOT Co-op Print Campaign — Anchor Ads
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AOT Co-op Banner Ads
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Newspaper Inserts — Shared Opportunities
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Co-op Campaign Landing Page
VisitArizona.com/adventure
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Participation in the Co-op Program

Eligibility: Rural DMOQOs, Tribes, Regions, Statewide Tourism Associations

Negotiated media buys and reduced rates (50%)

Available Media: Online, Outdoor, Print, Video, AOT Publications,
Trade and Media Missions

Applications Due — June 17t by 5:00 p.m. (MST)
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Other Eligibility Requirements

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

o A tourism website and fulfillment piece for the applicant or
regional partnership

What is considered rural?

o A rural DMO is defined as any DMO located outside Pima and

Maricopa counties, or a DMO located in Ajo, Gila Bend, Why or
Wickenburg

What is a region?
Example:
Benson, Bisbee, Cochise County, Douglas, Sierra Vista,
Tombstone, and Willcox = Cochise County Tourism Council
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Partners pay half net rate and work directly with the

publication. Billing information is listed on the
Opportunity Selection Sheet.

Opportunity Selection Sheet

()

()

Use the provided FY17 form (Attachment B)

Download forms at tourism.az.gov/marketing-programs/partnership-
opportunities

We made some last-minute updates to the spreadsheet, so please make
sure you've downloaded the most current version.

Select every opportunity you want by completing the “Opportunity
Selection Box” — we’ll run through the selection sheet after the Webinar

Selections will be based on:

~Available funding
- Availability of each opportunity


http://www.tourism.az.gov/marketing-programs/partnership-opportunities
http://www.tourism.az.gov/marketing-programs/partnership-opportunities

B
S ARIZONA

OFFICE OF TOURISM

Application Check Sheet

The application must include:

1. Applicant Form (applicant information)
2. Opportunity Selection Sheet

3. Affidavit in Support of the Application (1 per partner)

Email copies of these three forms to jdaer@tourism.az.gov



mailto:jdaer@tourism.az.gov
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Project Effectiveness

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

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

o Participant reports will include direct metrics (leads),

corresponding metrics (occupancy) and general program
performance.
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What is the next step?

s Application forms are available at
tourism.az.gov/marketing-programs/partnership-
opportunities

s Applications are due June 17, 2016 by 5 p.m.

© Allocation announcement - after the 2017 fiscal year
begins (July 1, 2016).


http://www.tourism.az.gov/marketing-programs/partnership-opportunities
http://www.tourism.az.gov/marketing-programs/partnership-opportunities
http://www.tourism.az.gov/marketing-programs/partnership-opportunities
http://www.tourism.az.gov/marketing-programs/partnership-opportunities
http://www.tourism.az.gov/marketing-programs/partnership-opportunities
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FY17 Target Audiences

Primary Audience(s)
* Baby Boomers
e Adults 45-64
e HHI of $50,000+ with emphasis on $75,000+

e GenX
e Adults 35-44
e HHI of $50,000+ with emphasis on $75,000+
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FY17 Target Markets

Primary Markets
* Phoenix

* Tucson

 Los Angeles

Secondary Markets
* Las Vegas

* San Diego

e (Canada

* Mexico
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FY17 Audience Insights

What are visitors doing when they get here?

* Shopping

e Visiting National/State Parks and Historic Sites
e Culinary

e Camping, Hiking and Backpacking
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Let’s get started...

As we go through the deck, you’ll notice there is a ton of information.
We don’t want to waste your time reading all of the placement details
to you, so we encourage you to go back through the presentation

deck and review the strategies, rationale, markets, net rates and

more.

If you have questions, please submit them via the chat feature and
we’ll answer them after the presentation.
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ONLINE MEDIA

Display Banners & Behavioral Targeting
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Sojern

Leading Travel Data Platform

Strategies Activated:

—x- llen L SN WAV

Reaching Arizona travel intenders with behaviorally — T | —— D —

targeted display and video banners aﬁé«tcféeﬁaﬁa@m fhm”wwywzm“, .
Visit Yuma.com  +* 48

Vendor Rationale:

Sojern utilizes an automated buying technology as well as
airline and hotel first-party data to precisely target
confirmed Arizona travelers.

VIDEO DESTINATIONS SWEEPSTAKES =

Markets: National, with a focus on Phoenix, Tucson, Los
Angeles, Las Vegas and San Diego

Issuance: Minimum two-month buy
Starting Monthly % Net Cost: $1,000

Description, Unit sizes:
Standard Display banners: 300x250, 300x600, 728x90,
160x600

Video Display banners: :15 or :30 second pre-roll before
content

O SOJERN
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MediaMax Network
Reaching world class media audiences locally

Strategies Activated:

Reaching Arizona travel intenders with demo targeting,
contextual targeting and behaviorally targeted display
and mobile banners as well as retargeting

Vendor Rationale:

MediaMax Network allows advertisers to reach world
class media audiences at a local level. MediaMax
Network includes titles such as Conde Nast publications,

,{
- 8

Priceline, Travel & Leisure, etc. o dueid it Biunsle Dussany e Othor
Celebrities Were Changed By Travel

Markets: Phoenix, Tucson, Los Angeles, Las Vegas and
San Diego

Starting Monthly % Net Cost: $5,000

Description, Unit sizes:

Standard Desktop Display banners: 300x250, 728x90,
160x600

Mobile Display Banners: 320x50, 300x250, 728x90,
300x50

mediamax

network
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ViISiItArizona.com

Strategies Activated:

Reaching engaged Arizona travel intenders through display
banners on VisitArizona.com

Vendor Rationale:

Partners purchase banner space on VisitArizona.com so
that potential travelers exploring the site have an
awareness of rural destinations or attractions.

Markets: National/International
Issuance: Monthly

Starting Monthly % Net Cost: $262.50 for standard
banners and $332.50 for Rich Media banners (features your
video)

Description, Unit sizes:
Standard Display banners: 728x90, 300x250
Rich Media Banners (with video): 728x90, 300x250

madden,.
smedia

connecting people to places

A 2 DISCOVER

‘AP : . N SIERRA VISTA.
SierraVista ;
ARIZONA

Click here to receive you

. UNCOMMON‘ (II}ROUND. FREE Adventure Guide! :

728x90 Available on the following pages:

Arts & Entertainment Events

Grand Canyon Heritage & Culture

Parks & Monuments Sports

Arizona’s Phoenix & Central Region Arizona’s Tucson & Southern
Region

Arizona’s West Coast Region Arizona’s Northern Region

Arizona’s North Central Region

300x250 available on Offers Page

DISCOVER

SierraVista ~sierra visia
ARIZONA geienncion
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azcentral.com/USA Today Network
Arizona’s #1 News and Information Site

Strategies Activated:

Reaching Arizona travel intenders with demo targeting,
contextual targeting and behaviorally targeted display and
mobile banners as well as RON banners on azcentral.com and
the USA Today Network

Vendor Rationale:

Averaging more than 60 million page views per month,
azcentral.comis the state’s No. 1 site for local news and
information. azcentral.com’s unrivaled strength in the market
is further enhanced by its partnership with Yahoo! and the
USA Today Network— reaching 86% of online Phoenix adults.

Markets: National, with a focus on Phoenix, Tucson, Los
Angeles, Las Vegas and San Diego

Starting Monthly % Net Cost: $1,225 for niche targeting,
$1,350 for RON desktop and mobile banners and $1,000 for
pre-roll video

Description, Unit sizes:

Standard Desktop Display banners: 300x250, 120x20, 168x28,
216x26, 480x48, 728x90, 300x250 (desktop), 300x600,
160x600

Mobile Display Banners: 320x50
Run of Site pre-roll video: :15 or :30 second video

o

aZ ral.om @ iy

ARIZONA'S HOME PAGE

azcentral =

Loca

Biosphere 2 blinds visitors with science

[l B . A

PUBLIC

SPORTS  THINGSTODO  BUSINESS  TRAVEL  POLTICS  OPINION  ARCHIVES

NATIONNOW  MORE

Peoria hidden hiking gem: Calderwood Butte €

Mare Czinar, Special for The Republic

Don't imate this in-town i trek.

(Photo: &

and the Agua Fria River.

Peoria's long-incubated land preservation effort has
spawned quadruplets.

Four beautiful mountain-centric preserves — East
Wing, West Wing, Sunrise and Calderwood Bulte
— have been saved from development, built out with
trails and are being nurtured for future generations of
recreational enthusiasts. All are within burgeoning
suburban communities lodged between Interstate 17

The three “big sisters® (East Wing, West Wing and Sunrise) offer excellent routes with
challenging climbs, tiered loops and easy options. By comparison, Calderwood Butte

gives the impression of exactly what you'd expect of the baby of the family — fussed
over, coddled, hyper-protected, spoiled and surrounded by toys. Its short length and
the fact that its swaddled among manicured yards and swimming pools causes some

mﬂ&gﬁésﬁ

LAST
CHANCE

20%

On all Rooms and Packages
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Arizona Dally Star/tucson.com

Tucson’s leading news and information site

Strategies Activated: B tUCSON.COM  News spors Obits  Classfieds  Frys

Reaching Arizona travel intenders through display banners
on tucson.com.

200ﬁ

Vendor Rationale:

Tucson.com is the digital branch of the Arizona Daily Star,
the top newspaper in Tucson. Banners will run on News,
Entertainment, Sports, Lifestyles or Opinion sections
reaching users as they search for Tucson related news and

information. T —————.
natives whower  NFL draft f

Markets: Metropolitan Tucson neidt - Arizona WR Cayleb Jones’ draft .
Issuance: Monthly stock fa"ing fast
Starting Monthly % Net Cost: $1,200 P ey s =0

T 1 CLAIM-FREE :

Darran Cummings / The Associated Press REWARDS:
Description, Unit sizes: B o s e et . o G o e s S‘;‘LJ i i
Standard Display banners: 728x90, 300x250, 320x50 Py = have’ cam.

A

As the 2016 NFL draft finally gets underway, one could imagine former
Arizona receiver Cayleb Jones coming down with a case of separation
anxiety.

Arizona Daily Star
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Greenspun Media Network

Covering Las Vegas

Strategies Activated:
Reaching Arizona travel intenders through display banners

Vendor Rationale:

Greenspun media encompasses LasVegasSun.com,
VegasINC.com, LasVegasWeekly.com and
LasVegasMagazine.com. Reaches users who are in the drive
market for Arizona. Greenspun visitors are 74% more likely to
have visited Phoenix overnight in the past year, compared to
the rest of the population, and 67% more likely to have stayed
elsewhere in Arizona

Markets: Phoenix, Los Angeles, Tucson, San Diego, Las Vegas
Issuance: Monthly
Starting Monthly % Net Cost: $250

Description, Unit sizes:

Standard Banner Ads: 300x250, 728x90, 160x600
Bottom Bar/Companion Ads: 1000x40, 180x150
Homepage Sponsorship: 300x600

Homepage Sliding Billboard: 970x70 expands to 970x415,
320x50 mobile

GREENSPUN
MEDIA GROUP

LAS VEGAS ' SUN
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Connecting with Audiences through music they love

Strategies Activated:

Speak to Arizona Travel Intenders in a premium listening
environment through :15 or :30 audio spots and engage
with users in-between the songs they love.

Vendor Rationale:

Audio is amplified with a clickable display presence on
web, mobile, and tablet. Brands have 100% share-of-
attention as the sole audio spot between songs. With over
2 hours of time spent listening daily, brands reach engaged
listeners through the passion of music

Markets: Phoenix, Tucson, Los Angeles, Las Vegas, San
Diego — Recommend focusing on 1 or 2 target markets

Issuance: Monthly
Starting Monthly %2 Net Cost: $2,000

Description, Unit sizes:

Desktop and Mobile Audio: :15 and/or :30 audio spot,
500x500 tile, and 300x250 companion

Stand-Alone Mobile Display: 300x250

PANDORA

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

< Shafte

The Flaming Lips Radio

Bives Conrol Radio
Deerhunter Radio
Toro ¥ Mol Radio

Ego Tripping Al The Gates Of Hell  caye
ty Tha Flaming Lps
Squareputher Radio 0N Yoshimi Batties The Pink Robots  Bey

The Flaming Lips Radio

To stant things off, we'll piay a song that exemiifies the musical stylo of
The WAND. Rasio The F

laming Lips which features synth rock amanging, electronica 4

John Lennon Radio influences, a subtie use of paired vocal harmony, use of a string ensomble IS

and major key tonality.

That's not what | wanted. Deleto this station

SPECTACULAR
SUMMER SIGHTS.
JUST A SHORT
DRIVE AWAY.




Trip Advisor

The World’s Largest Travel Site Helping Plan the
Perfect Trip

Strategies Activated:

Reach Arizona travel intenders while they are researching and
planning trips

Vendor Rationale:

Tripadvisor.com is one of the worlds largest travel sites, focused
on providing travel information through both editorial and user
reviews. Tripadvisor.com and .ca (the Canadian counterpart)
deliver qualified visitors that are in the research phase of their
travel planning process.

Markets: National, with a focus on the requested target markets
(Phoenix, Tucson, Los Angeles, Las Vegas, San Diego)

Issuance: Monthly
Starting Monthly % Net Cost: $1,000

Description, Unit sizes:
=  Arizona content banner placement

=  Arizona content and competitive content (Texas, New
Mexico, Utah, Colorado, and California) banner placement

= Qutdoor audience targeted banner placement
=  Banner Sizes: 160x600, 300x250, 300x600, 728x90
=  Mobile Size: 320x50

©© tripacdvisor
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Content Marketing



Storytelling

Strategies Activated:
Reaching Arizona travel intenders through content

marketing and engaging with them in their natural digital
environment.

Vendor Rationale:

Amplified Storytelling uses engaging stories to inspire
consumers. Madden Media provides customizable stories
per partner, and then distributes them in front of key
audiences. Once users click on the link to view the story,
they are redirected to the article on your website. Partners
then own the stories and can use them in future marketing
efforts, such as social media amplification

Markets: Custom per Partner
Issuance: 1, 2 or 3 story options available
Starting Monthly % Net Cost: $2,500

madden

smedia

connecting people to places

S ApizoNA

Amplified Destination

OFFICE OF TOURISM
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Amplified Destination Storytelling

Spanish Language

Strategies Activated:

Reaching Spanish Speaking Arizona travel intenders
through content marketing and engaging with them in their
natural digital environment and their native language.

Vendor Rationale:

Reach the lucrative Spanish language audience with a
custom story, written to include partners and create an
awareness for attractions around the state. The story is
translated into Spanish, lives on VisitaArizona.com, and
has traffic delivered directly to the story. Partners receive
devoted editorial coverage in the story plus a link to their
sites.

Markets: Mexico
Issuance: 1 story (4 partner minimum)
Starting Monthly % Net Cost: $1,750

madden,.
smedia

connecting people to places

Descubra Arizona

Dele guste a sus sentidos ¥ deje que su alma se imspire
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azcentral.com/USA Today

Arizona’s #1 News and Information Site

Strategies Activated:

Reaching Arizona travel intenders through Branded Content
or Native Advertising, a method in which the advertiser
engages consumers by providing content in the context of
the user's experience.

Vendor Rationale:

Azcentral.com native articles are integrated into the regular
editorial articles and can be found on the azcentral search
bar. The sponsored content is clearly marked, but is
surrounded by relevant content users are looking for.
Partners can provide their own articles or work with
azcentral to write custom pieces.

Markets: Phoenix, Tucson, Los Angeles, Las Vegas, San
Diego

Issuance: 3 months minimum with 9 articles

Starting Monthly % Net Cost: $9,097.50

af;entral,:::: M @ LENRRYY

GRIZONA'S HOME FPAGE

Topics Page On azcentral.com
where all articles are hosted, 100%
SOV for ad units on topics page

OFFICE OF TOURISM

Promotion or ad drives users to
article/topics page to engage with
and share content

tucsan

! Devour Tucson's
, eclectic dining scene

Articles: May include video, photo
gallery, infographics, etc., 100% SOV
for ad units on article pages
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azcentral.com/USA Today Network

Native User Experience H—

(MULTIPLE COMPANY ARTICLES FEATURED)

. . . B — o7centra
¢ The native article lives on as a sponsored story = o o e o

forever. Each individual story will have its own

THE RICH HISTORY OF GLORIETTA BAY INN ,+*** g
unique url and be independently searchable, = e (3 6=
linkable and findable online. Each article will e . -
have ads that will then link directly to your ===
landing page. ﬁ_ﬂﬂf’-

* Each article will be pushed out on azcentral.com i I s X
via the what’s new homepage and/or travel page b e s o  COMPANYWERSITE +——

tiles and will be live for 24 hours

* Articles live among azcentral.com editoral but is
called out as a sponsored article

¢ Once AQOT has 6 articles, azcentral.com will build
a topics page that all the articles will live on

e Banner ads will be placed across azcentral.com
to drive traffic to either the individual articles or
to the topics pages that will target users by
article topic

e All articles and ads will be mobile enabled

TEaAM W L naw
<

Arcentrsl Com
azeentral
people tnding
ources of

dohn Doe. Expcusrs Bepoiorn, UPS

TOP HEADLINES

LIVE: Jodi Arias wial updates on Twitier

Multiphe reports: of shootings probed in
Canada

Dt M 1o g artist colory 7

o

. u“ Tﬂw SPONSOR STORY: Changing eaffsine
¥ I I 'I trands for kids
vl NETWORK

GRIZONA'S HOME FPAGE




B
S ARIZONA

LA Times

OFFICE OF TOURISM

Top 5 National Newspaper site with massive reach

Strategies Activated:

Reaching Arizona travel intenders through Branded Content
on a trusted site

Vendor Rationale:

LA Times Sponsored Content empowers clients to connect
with consumers in compelling and engaging ways.
Whether it's through custom videos, articles, infographics,
photo galleries, or other features, LA Times can help
partners attract and develop relationships with their target
audience.

Markets: Los Angeles
Issuance: 4-6 Articles
Starting Monthly ¥ Net Cost: $5,000

Description, Unit sizes:
Display Banners 300x250, 728x90

Responsive ad unit that automatically resizes based on
viewing device used

Fixed Article Page Sponsor Ads

{Los Angeles @imes

acibvitles you et
Iry In Alberts H

EE-

o b e ot Comen bt o g

CONTENT HUB

Your content hub s a personallzed
web destination that ives on
latimes.com and is designed fo give
100% share of voice to your confent
& brand advertising.

VACATION TR ..

= E———

Canadlan Rockies’ iconic hiking bears land—
lover allure

ACAT N
-

ARTICLE PAGES

Article-level pages include imagery.
brcrndl"lg and social sharing widgets
to drive audience:
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E-Newsletters

Strategies Activated:

Reach loyal prospects who have identified an interest in
Arizona travel and keep Arizona destinations top-of-mind
with frequency of message

Vendor Rationale:

AOT’s monthly eNewsletters are sent over 300,000
consumers who have opted to receive frequent Arizona
travel information. Specialty eNewsletters are sent to niche
audiences who have identified a specific interest.

Markets: National/International
Issuance: Monthly and specialty issues
Starting Monthly %2 Net Cost: $788

Description, Unit Size:
Monthly Newsletters — 12
Special Editions/Issues — 4
Banners: 600x77

madden,.
smedia

connecting people ta places

B
ARIZONA

OFFICE OF TOURISM

AR !ZQNA The Official Arizona Travel Newstetter — April 2016
. - . [ AT

BACK.ROADSIUE
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BLAZE A TRAIL. . ooe
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Click here for
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DEALS

Experience the Wow at
Lowell Observatory

Come wisit the homa af Pio at
Loweil Otservatory in Flagstat:
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1o 10 p.m. Manday trough
Fricay.

READ MORE

Summer Suite Spat Package
Great rates a1 Gainey Sufles Hotel
in Scottsdale start at just $86 per
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Millennial Media/AOL ONE
Leading Mobile Marketplace

Strategies Activated:
Reaching qualified Arizona travelers by behaviorally and

demographically targeting on mobile devices HUE"ﬁA@

Vendor Rationale:

Millennial’s industry leading mobile advertising platform
allows advertisers to demo geo and behaviorally target
audiences across mobile and tablet devices at scale

Markets: Phoenix, Tucson, Los Angeles, Las Vegas, San
Diego

Issuance: Monthly

Starting Monthly % Net Cost: $500

- Mobile Banners — Cost per Click pricing

- Mobile Video — Cost per completed view pricing

Description, Unit sizes:

Mobile Banners: 300x250, 480x75, 480x60, 320x50,
300x50

Mobile Video: :15 or :30 video

THAT DO BIG THINGS) Bl 4|

ONLY AT BEST BUY.

millennial



D ApizoNa

OFFICE OF TOURISM

azcentral.com/USA Today

Arizona’s #1 News and Information Site

Strategies Activated:

Reaching engaged Arizona travelers while they are out exploring
Arizona on mobile phones with mobile display banners and geo-
fencing to entice them to explore nearby cities and attractions

Vendor Rationale:

More people are using smartphones and tablets than ever before,
mobile advertising gives you access to a captive audience in a
hyper-targeted way. Azcentral.com mobile averages more than 14
million page views per month. Partners have the opportunity to
geo-fence locations where the target audience is in the moment:
State/National Parks, Popular Hiking/Camping Locations, local
wineries, etc. Can also geo-fence a city/DMA/radius around a
location.

Markets: Phoenix, Tucson, Los Angeles, Las Vegas, San Diego
Issuance: Monthly
Starting Monthly % Net Cost: $1,275 for Mobile Banners

Starting Monthly % Net Cost: $375 Mobile Geo-fencing (cost per
click model)

Description, Unit sizes:
Mobile Banners: Required sizes: 320x50, 300x250
Optional sizes: 120x20, 168x28, 216x26, 480x48

az ral-om @ ssareny

BRIZONA'S HOME PAGE

§ Bisbee vintage baseball
tournament, 4/11-12

CULTIVATE

FESTIVAL

FOOD. IDEAS. MUSIC.

Travel Top Stories 82°

’! ‘Cactus’ fades into US
L Alrways hlstory

m Arizona's path to statehood
_—

S s EShENTO

Things to do this week
around Arizona

. Pine-Strawberry Trails Day,
418
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Greenspun Media Network

Covering Las Vegas

Strategies Activated:

Reaching potential Arizona travelers in the nearby drive
market of Las Vegas

Vendor Rationale:

Greenspun media encompasses LasVegasSun.com,
VegasINC.com, LasVegasWeekly.com and
LasVegasMagazine.com. Reaches users who are in the drive
market for Arizona. Greenspun visitors are 74% more likely to
have visited Phoenix overnight in the past year, compared to
the rest of the population, and 67% more likely to have stayed
elsewhere in Arizona

Markets: Las Vegas DMA
Issuance: Monthly
Starting Monthly ¥ Net Cost: $62.50

Description, Unit sizes:
Mobile Banner Ad: 320x50

&IEIE]EE SGIHJ[]NUP LAS VEGAS SUN

SRECHNEHE AT G RO
PSS R IBLDNES
o
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OFFICE OF TOURISM

Destination Videos

AOT will work with partners to produce high-definition
destination videos

A 60 second sizzle reel & 30 second condensed
version — produced from existing partner and/or
AQT b-roll

Video will include AOT brand elements, a music
track, partner logo and call to action

¢ The video will be featured on visitarizona.com and AOT
marketing campaigns

* The partner will have shared user rights with AOT

* % Net Cost: 51,500

ARIZONA

OFFICE OF TOURISM
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Retargeting VisitArizona.com

Strategies Activated:

Reach prospects who have identified an interest in Arizona
travel by visiting VisitArizona.com and retarget them to keep
Arizona destinations top of mind.

Vendor Rationale:

Using the traffic from VisitArizona.com, partners can
purchase impression packages and target traffic that has
already expressed interest in an Arizona getaway.

- oL ]
o o MU SQUNTAIWE ARLEDMA
i

Markets: National/International

il |

Issuance: Monthly ' Play the game of

Starting Monthly % Net Cost: $2,500 " Play the game of W M""
W MW for a chance to win a family snow vacation!

Description, Unit Size: for a chance to win a

Standard Display Banners: 300x250, 728x90 family snow vacation!

madden,, "HNAY
amedia

connecting people to places
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Search Marketing

Strategies Activated:

Reach prospects searching for Arizona-related content

Vendor Rationale:

Each partner will work with Madden Media to establish the
goals of the individual partner. Once the strategy is
understood, Madden will put together an Adwords campaign
that will focus on keywords and ad copy to reach potential
travelers.

Markets: Phoenix, Tucson, Los Angeles, Las Vegas, San Diego

Issuance: Monthly (minimum participation is 3 consecutive
months)

Starting Monthly % Net Cost: $300

matden,.,
smedia

connecting people to places

o

Arizona Getaway - missionpal
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Southwest — The Magazine

The official Magazine of Southwest Flights

Publication Rationale:

The Magazine effectively reaches the primary target markets of
the Arizona Office of Tourism. The Phoenix area/Sky Harbor
airport is SW’s 5t largest market bringing over 7.1 million people
per year. Thisis a 7.4% increase over 2014.

Total Circulation: 447,340

Readership: 5.1 million monthly readers
Issuance: Monthly

Median Age: 49

HHI: $111,679

Flight Dates: October 2016 & March 2017

Markets: National

Starting monthly % Net Cost: $6,821 (including a minimum of
two partners)

Value Add: Advertiser directory both in book and online,
eNewsletter, Digital edition video, average reduction from open
rate is 60%

Southwest.
The Magazine

Southwest:.
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West Jet Magazine

In flight magazine for WestJet Airlines

Publication Rationale:

WestJet offers daily flight service to Phoenix & has far more
capacity each month than the other Canadian airline. WestJet
flies direct from Calgary, Vancouver, Toronto, Edmonton,
Winnipeg, Regina, Saskatoon, Victoria & Kelowna. This magazine
is a great option for partners to build awareness from within an
audience who is likely to travel to Arizona.

Total Circulation: 46,000
Readership: 2.1 million
Issuance: Monthly
Median Age: 28

HHI: $91,000

Flight Dates: October 2016
Markets: Canada, USA
Starting Monthly % Net Cost: $1,100 1/3 page 4C

Value Add:
Matching advertorial

WESTIETMAGAZINE COM | MARCH « MARS 2014

[Evatan]
WESTJET

MODERN _
FAMILY TRAVEL

MULTI-GENERATIONAL TRIPS TO TREASURE

I ORLANDO

BOSTON BEST BETS
CALGARY BEYOND THE
CURACAO THEME PARKS
MYRTLE BEACH




B
S ARIZONA

FFFFFFFFFFFFFFF

National/Regional

MAGAZINE



B
O ARIZONA

Endless Vacation

The official magazine for RCI timeshare holders

Publication Rationale:

Endless Vacation offers AOT the opportunity to partner with a
publication with over 4 million readers who have a passion for
travel and are dedicated to making leisure travel an absolute in
their lives. Readers fall within the primary target market for age
and income and they travel frequently to Arizona.

Total Circulation: 1.7 million

Readership: 4 million

Issuance: Spring 2017 or Summer 2017 issue
Median Age: 52

HHI: $115,847

Flight Dates: Spring 2017 or Fall 2017
Markets: National
Starting : Net Cost: $2,410 1/3 page 4C

Value Add:

Bonus matched advertorial space equal to the size for the ad,
lead generation/reader service + BRC card in print, tablet and
digital and Microsite/Featured Showcase for Arizona Tourism
Co-op Page(s) + Average 70% reduction from the open rate
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NATIONAL GEOGRAPHIC TRAVELER

Publication Rationale:

NGT offers a synergistic editorial environment that will encourage
readers to visit the state and explore ‘off-the-beaten-path’ areas
to fully immerse themselves in the culture of the location.

West of the Mississippi Circulation: 225,000
Issuance: 6x (bi-monthly)

Median Age: 43

HHI: $88,443

Suggested Issue Dates: Feb/March & April/May 2017
Markets: West United States
Starting % Net Cost: $4,860 1/3 page

Placement Details and Unit sizes: Full, %2 and 1/3 page

Value Add:

Each participant will receive advertorial copy equivalent to their
space commitment. In addition, each will receive 2 reader
service listings ... one in the issue in which they advertise as well
as the next issue. 2 total perissue booked

NATIONAL
GEOGRAPHIC
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Outside Magazine

Strategies Activated:

Co-Op section to run in late spring/early summer issue

AOT to anchor section; co-op partners buy-in at various unit
sizes/prices

Publication Rationale:

Outside magazine reaches our target audiences who are active
and looking to explore the outdoors through hiking, biking and
camping.

Total Circulation: 675,000

Campaign Target Circulation: 225,000
Issuance: 12x/year + 2 Special Issues
Median Age: 45

HHI: $94,050

Publication Date: May 2017

Markets: MT, AZ, CO, ID, NM, NV, UT, WY, AK, CA, HI, OR, WA &
Western Canada

Starting ; Net Cost: 51,938

FIND OURSELF it
Placement Details and Unit sizes: gy ‘
Full Page, %, 1/3 and % page

Value Add: Online Lead Generation
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2017 Arizona Official State Visitor’s Guide

Publication Rationale:

AOT's main fulfillment piece to consumers featuring information,
articles, maps and photography about the different regions of the
state. Distributed via direct mail on request and through Arizona
visitors centers and CVBs. Electronic version is available for
download at VisitArizona.com.

Total Circulation: 450,000
Issuance: Annual

Median Age: 46.9

HHI: 570,520

Markets: National/International

Publication Date: December 2016

Space Reservation Date: September 9, 2016
Materials Due Date: September 16, 2016
Starting ; Net Cost: 52,030

Value Add:

Reader Service Leads

Ad inclusion in digital edition

Full page advertisers receive ad inclusion in the iPad edition
Additional circulation at key AOT target cities events and trade
shows

madden,.
smedia

connecting people to places

ARIZONA
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2017 Arizona Official State Visitors Map

Publication Rationale:

As the official map of the state, it provides an easy-to-understand madde n @

visual guide for getting around Arizona. "“medla

Total Circulation: 510,000 connecting people to places

Publication Date: December 2016
Space Reservation Date: September 9, 2016 ‘ e b Lo

Materials Due Date: September 16, 2016

Markets: National/International
Starting ¥ Net Cost: 53,609 for % panel. $318 for Listing

Placement Details and Unit Sizes:
Panel, % page and listings available
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AAA Westways

Strategies Activated:

Reach 500,000 AAA Member households segmented from our
regular circulation of 4.2 million in Southern California and a
targeted audience of active and affluent travelers with HHI of
S75+

Publication Rationale:
Westways reaches the target audience in Southern California
through relevant and relatable travel content.

Total Circulation: 500,000

Readership: 1.35 million

Issuance: Monthly (special supplement)
Median Age: 48

HHI: $129,524

Flight Dates: November/December ‘16 & March/April ‘17
Markets: Southern California
Starting % Net Cost: $1,500 (minimum 3 partners)

Value Add:
Westways Full Page Ad Buy Match - $8,500 Value

Westways will match Arizona Office of Tourism’s own full page
anchor ad buy in the Westways DISCOVER AOT Magazine Insert -
with a second Full Page Space in the insert at NO extra cost. This
ad space is to be used for the AOT’s own advertorial, Rural
Arizona event calendar or other relevant content.

OFFICE OF TOURISM

Westways

0 € wa,

THE MAEAZINE FOR AUTO CLUB MEMBERS

‘AConversationWith:
thony Bourdain
- e
= =
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Los Angeles Magazine

Strategies Activated:

The semiannual Getaway LA: Arizona special formatted sections
are the go-to guides providing our readers with the tips and tools
they need to plan the ultimate desert vacation.

The November 2016 and March 2017 Arizona section will feature
a co-op opportunity for AOT and its participating partners.

Publication Rationale:

Relevant Content: Each participant’s brand ad unit will be
featured within a branded advertorial section promoting Arizona
as an ideal vacation destination for AOT’s designated qualitative
targeting personas.

Total Circulation: 140,062

Issuance: Monthly

Median Age: 55

HHI: $214,100

Flight Dates: November 2016 and March 2017

Markets: Los Angeles

Starting % Net Cost: 51,295

Placement Details and Unit sizes: Full, 1/2 and 1/4 pages

Value Add:

Bonus Space: Brand advertising earns adjacent formatted
advertorial in the section. Amount of advertorial space is
determined by the size of the brand ad unit.

OFFICE OF TOURISM

ELEVATE YOUIR SPIRIT
WITHOUT A LIFT TICKET
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San Diego Magazine
Strategies Activated: = .
San Diego Magazine will produce a high impact Arizona %n DI

special advertising section promoting Arizona tourism to San MAGAZINE
Diego Magazine readers following the style guidelines set
forth by AOT

Publication Rationale:
San Diego magazine reached our core primary demographic and
features relevant content related to travel and culture.

Total Circulation: 49,147

Issuance: Monthly

Median Age: 54

HHI: $157,000

Flight Dates: November '16 & April 17
Markets: San Diego Metropolitan

Total % Net Cost: $1,096

Placement Details and Unit sizes:
Full % or % page

Value Add:

Bonus online impressions, Advertorial Space Bonus Space
Spotlight Advertorial Coverage Reduced Ad Rates
advertising rates have been discounted by 35%
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Sunset Magazine — SoCal Edition

Publication Rationale:

Location is everything. Utilize the 5 — zoned editions of Sunset
Magazine to reach consumers with region specific travel content.
Sunset Magazine knows the West Best. Capturing the minds, hearts,
and homes of affluent and influential Westerners with inspiration to
live life to its fullest. Sunset delivers a passionate travel audience who
looks to our trusted editorial for inspiration and captivating travel
advice.

Total Circulation: 285,000
Issuance: Monthly
Median Age: 55.7

HHI: $97,090

Flight Dates: November 16 & March ’'17
Markets: Regional Southern California Only

Starting 1/2 Net Cost: 51,855

Placement Details and Unit sizes:
Full Page $22,260

Half Page: $11,130

1/3 Page: $7,420

1/6 Page: $3,710

Value Add:
1x Reader Response Listing, 1x SunsetGetaways.com Listing

OFFICE OF TOURISM

NAPAVALLEY'S NEW ROAD TRIP

108 WAYS TO DO
EVERYTHING BETTER
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Todo Sobre Arizona

El Imparcial, Special Arizona Section

Publication Rationale:

El Imparcial is the daily newspaper of Northwest Mexico
(Sonora). Six times during the year, a full-color glossy tabloid
magazine specifically covering Arizona is inserted into the
newspaper. Magazine articles cover Arizona destinations,
restaurants, hotels, sporting events, wellness, shopping, culture
and history. A calendar of events is also featured.

Total Circulation: 40,000
Issuance: Six times per year
Median Age: 37

HHI: $50,000

Flight Dates: Sept’16, Nov'16, Dec’16, April’l7, June’17
Markets: Hermosillo, Sonora, Mexico
Starting % Net Cost: $505 % page 4C

Value Add: Spanish ad production, advertorial and photos as well
as online distribution

EL IMPARCIAL

DIARIO INDEPENDIENTE DE SONORA

kb e BN e e

OFFICE OF TOURISM
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Arizona Tourism Insert

OFFICE OF TOURISM

The Arizona Republic & Arizona Daily Star

Strategies Activated: Custom Tab Insert

Publication Rationale:

The Arizona Republic is one of Republic Media’s most powerful
products, reaching more than 1.2 million Phoenix adults each
week. The Arizona Republic has been around since 1890 and is
ranked 5th in the Nation for Sunday print circulation. Readers
have long looked to the publication as a trusted source of in-
depth news and information and rely on us for what matters
most.

Total Circulation: 285,000
Issuance: Daily

Median Age: 55.7

HHI: $97,090

Starting ¥; Net Cost: $1,000

Flight Dates: October 16, Jan '17, April '17, June ‘17
Markets: Phoenix & Tucson

Placement Details and Unit sizes: Full, %2 and % page units

Value Add:
Advertorial + accompanying images

THE ARIZONA | Arizona
REPUBLIC |/ Daily Star

e

ARIZONA

TRAVEL ARIZONA

& See Where the Road Takes You
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West Coast Watersports: m“—-

Get Wal & Wild in Exploring Sierra Wistg™=== ]

Lake Havasu City PE. 3 J\ruurldfhefhlw Miami Area
Pe. 2 Pe-4

VisitArizona.com/Adventure
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Arizona Tourism Insert
The Las Vegas Review Journal

LAS VEGAS

Strategies Activated: Custom Tab Insert VIEW_ OURN AL

Publication Rationale:

The Las Vegas review journal is the largest circulating daily X
newspaper in Las Vegas, reaching potential travelers in our target ARIZONA

demographic with relevant and timely travel articles.
TRAVEL ARIZONA

& See Where the Road Takes You

Total Circulation: 185,000
Issuance: Daily

Median Age: 51

HHI: $60,800

Flight Dates: April ‘17
Markets: Phoenix & Tucson
Starting % Net Cost: 51,600

. . . . West Coast W, :
Placement Details and Unit sizes: Full, % and % page units T . .

Lake Havasu City F Around the Globe-Miami Area
PE- 2 PE- 4

. . . VisitArizona.com/Adventure
Value Add: Advertorial + accompanying images
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Arizona Tourism Insert

LA Times

Strategies Activated: Custom Tab Insert

Publication Rationale:

The LA times has the largest circulating daily in Los Angeles, and
the ability to target our core demographic through a zip code
targeted insert program.

Total Circulation: 400,000
Issuance: Daily
Median Age: 47

HHI: $70,000

Flight Dates: November ‘16 & April ‘17
Markets: Los Angeles

Starting % Net Cost: 52,086

Placement Details and Unit sizes: Full, %2 and % page units

Value Add:
Advertorial + accompanying images

fLos Angeles Cimes

e

ARZONA

TRAVEL ARIZONA

& See Where the Road Takes You

el T
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West Coast Watersports: mw— Worth Central

Get Wet & Wild in Exploring Sierra Vst =" Mature & History:

Lake Havasu City pg. 3 Around the Globe-Miami Area
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VisitArizona.com/Adventure
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Discover Arizona:

Arizona-Canada integrated insert

Publication Rationale:

More than 895,000 Canadian visitors come to Arizona each year,
bringing an estimated $920 million to the state (Source:
CanAZ.net). This customized program targets the Canadian
market through specifically selected newspapers as well as Air
Canada’s enRoute magazine. It also includes custom-created
editorial content, giving the insert the look and feel of a
consumer magazine. It extends the life of the piece by making it a
useful in-market guide for what to see and do while in the state.

Total Circulation: 685,000

Publication Date: October 22, 2016 (newspaper); December 2016
(enRoute )

Markets: Canada

Starting ; Net Cost: $4,100

Placement Details and Unit Sizes: Full, %5 & 1/3 page 4 color

Value Add:

Editorial content and creative design, reader service and
sweepstakes management, 4,500+ estimated leads per
participant, campaign eBlasts sent to Canadian VacationFun.com
subscribers, content distribution via VisitArizona.com
(35,000+clicks)

madden,.
smedia

connecting people to places

ARIZONA

ADVENTURE AT EVERYSTURN

A'LAND OF ANCIENT CULTURE
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CAPPED AT $15,000 HALF NET RATE
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Highroads

Strategies Activated:

Reach 511,000 AAA Member households throughout Arizona;
supported with AAA’s own Arizona related editorial and popular
“Community Event Calendar”... in each issue. Highroads is also
duplicated in digital, and available on AAA AZ’s website —
archived for over two years for ALL readers to access.

Publication Rationale:
Highroads reaches the target audience through relevant and
relatable Arizona travel content.

Issuance: Bi Monthly
Median Age: 45.8
Median HHI: $63,500

Flight Dates: Nov/Dec '16, Mar/April’17, May/June’17 Markets:
Arizona

Total Impressions: 511,000 households per issue

Starting ; Net Cost:$1,522

Value Add:
Highroads: Website Ad Space
$750.00 — $1,750 Value per ad (depending on ad size)

AAA Arizona Highroads will provide a FREE web ad space on its
popular AAA Highroads website for any ad buy made in Arizona
Office of Tourism’s AOT Section in Highroads

OFFICE OF TOURISM

HIGHROADS

HIGHROADS E

Adored Automobiles
THE 10 MOST IMPORTANT OF ALL TIME
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Arizona Highways

Publication Rationale:

Arizona Highways circulations in all 50 States and more than 72
other countries. The iconic magazine's history of showcasing the
state of Arizona - as seen through the eyes of the world's best
travel journalists and photographers.

Total Circulation: 166,000
Issuance: Monthly
Median Age: 49

HHI: $110,000

Flight Dates: Delivered & on newsstands by mid-month for
following month’s issue

Markets: Arizona, California, Western US, Midwestern US, Texas,
International

Starting » Net Cost: $3,600
Inside Back Cover: $9,600 net
Far forward right read: $7,200 net

OFFICE OF TOURISM

ARIZONA

HIGHWAYS

pur«"&;ﬁfﬁ P ngs-.i_‘see;:%"

.

A SPECIAL

STATE PARKS GUIDE

FEATURING: 31 PARKS & NATURAL AREAS,
12 THINGS EVERYONE SHOULD DO BEFORE THEY DIE,
35 AMAZING PHOTOS, 1 VERY USEFUL MAP ...

The Road to Chocolate Falls | Going Green in the Catalinas
Another Way to Get Your Kicks on Route 66
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AZ State RV Guide

Publication Rationale:

Reaching RV vacationers across Arizona through this annual
resource guide.

Total Circulation: 166,000
Issuance: Annual

Median Age: 60

HHI: $75k+

Flight Dates: September ‘16
Market: Arizona, Northern States & Canada

Starting 5 Net Cost: $325 1/3 page
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Arizona Drive Guide

Publication Rationale:

Reach potential and planned visitors to Arizona

Issuance: Quarterly
Starting 1/2 Net Cost: $350 1/3 page

™ Drive Guine

Total Circulation: 166,000
Issuance: Quarterly
Median Age: 48

HHI: $73,000

Flight Dates: Sept’16, Dec’16, March’17, June’17
Markets: Domestic and International

Value Add:
$1000 Value Extra Exposure
Listing on website, Banner click to advertisers home page

Over 16,000 visitors per month, Publication is digital: available to
download and live so that viewer can click on advertisement,
calendar events, or editorial.
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Edible Baja Arizona

Celebrating the Gastronomy of Tucson and the borderlands

Publication Rationale:

Reach highly educated, active and affluent readers who are 9

passionate about exploring rural communities with direct print e Z e
lacements in this high quality print publication that celebrates

pace gh quality prin' b BAJA ARIZONA

all things gastronomic in Southern Arizona.

Edible Baja Arizona’s high quality writing and graphic design tells
the story about local food and drink in Tucson and the
borderlands, attracting a highly desirable demographic.

Total Circulation: 25,000
Issuance: Bi-Monthly H‘i’;‘iﬁ:ﬁ?’i’i‘a e
Median Age: 52

HHI: $64,000

Flight Dates: Jan, Mar, May, July, Sep, Nov

Markets: Tucson metro and southern AZ 5 \ﬁ‘\
Starting » Net Cost: $300 % page ”

a3
Value Add: ROS placement on ediblebajaarizona.com ‘ .\ J'
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Official media partner of Tucson’s UNESCO World City of
Gastronomy designation.
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El Imparcial

Sunday Arizona Section

Publication Rationale:

El Imparcial is the daily newspaper of Northwest Mexico
(Sonora). Every Sunday the newspaper has a special Arizona
section. Articles cover Arizona destinations, restaurants, hotels,
sporting events, wellness, shopping, culture and history.

Total Circulation: 40,000
Issuance: Weekly (Sundays)
Median Age: 37

HHI: $50,000

Flight Dates: Sundays 2016-2017
Markets: Hermosillo, Sonora, Mexico
Starting : Net Cost: $727

Value Add: Spanish ad production, advertorial and photos as well
as online distribution

OFFICE OF TOURISM
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Experience AZ

Publication Rationale:

Experience AZ Magazine is a guide for both Arizona residents and
tourists to see, feel, taste and experience the best that Arizona
offers. Arizona’s Top 5 are presented in each category: tourist
destinations, nightlife, dining, sports, music, theater, festivals and
outdoor adventure.

Total Circulation: 30,000
Issuance: 2x/year
Median Age: 44

HHI: $65,000

Flight Dates: Fall/Winter’16, Spring/Summer’17
Markets: Arizona
Starting : Net Cost: $700 % page 4C

Value Add:
Social media posts & website ads

OFFICE OF TOURISM

< AZEIEMEDIA

You'll Love Every Minute

Glendole, AZ & the West Valley.
e < land o th okl aed s s,
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Grand Canyon Journal

Publication Rationale:

The 2017 edition of the Grand Canyon Journal will feature five
key multi-state road trip itineraries that travel throughout
Arizona and culminate in Grand Canyon National Park.

Showcasing all of the regional gateway towns, national
parks/monuments and can’t miss things to see & do throughout
the entire State of Arizona.

Total Circulation: 100,000
Issuance: Annual

Median Age: 52

HHI: $100,000

Flight Dates: November ‘16
Markets: Southern California, Las Vegas, Arizona & New Mexico
Starting 1/2 Net Cost: 51,498 % page 4C

Value Add:

Complimentary advertorial, online integration, video, social
media links, Featured listing in one eNewsletter

OFFICE OF TOURISM

NATIONAL PARK:- JOURNAL

The Ultimate
Southwest
Travel Guide

TOP TRAILS | SCENIC VISTAS | WATERFALLS
SUNSET SPOTS | FAMILY ADVENTURES

ROAD TRIP
SPECIAL

6 EFIC DRIVES THROUGH
CANYON COUNTRY—MAPS
& ITINERARIES INCLUDED]

canyon photos
Splash in hidden

Find the park's
s s o

STAY, EAT, SIGHTS!
ARIZONA, NEW,
UTAH, NEVADA
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Phoenix Magazine

Publication Rationale:

Monthly magazine that showcases various activities throughout
the Valley, especially entertainment. Features editorial on local
news, dining, narratives, profiles, keeping readers in touch with
the Valley's latest trends, events, personalities and places.
Special monthly issues cover biking, weekend adventures,
summer getaways, etc.

Total Circulation: 78,489
Issuance: Monthly
Median Age: 55

HHI: $179,737

Flight Dates: Nov’16, Feb’17, June’17
Markets: Phoenix
Starting » Net Cost: $765 % page

Value Add:

ROS banners on Phoenixmag.com, Travel page banners on
Phoenixmag.com

OFFICE OF TOURISM
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Visit Phoenix

2017 Official Travel Guide

Publication Rationale:

When travelers are looking for information on visiting Phoenix,
they receive the Official Travel Guide to Greater Phoenix. The
four-color, consumer magazine-style guide gives travelers access
to the best places to see and things to do in the city. And with
print and digital integration, readers always have information at
their fingertips.

Total Circulation: 250,000

Publication Date: December 2016
Median Age: 55

HHI: $179,737

Markets: National/International

Starting % Net Cost: $2,092 1/3 page 4 C

Value Add:
Ad featured in print and digital versions of the guide
Hyperlink to your website from VacationFun.com

Online distribution for desktop and mobile users at
VisitPhoenix.com and VacationFun.com with combined traffic of
2 million+ annual unique visitors, Reader service listing for direct
qualified leads

OFFICE OF TOURISM
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Publication Rationale:

This magazine is the complete guide to Arizona Spring Training
and the only spring training publication endorsed by the Cactus
league.

Total Circulation: 100,000
Issuance: Annual

Median Age: 44

HHI: $65,000

Flight Dates:
Markets: Arizona Fan Cities
Starting %2 Net Cost: $1,500 % page 4C
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True West

Publication Rationale:

True West delivers content that our readers devour from cover-
to-cover. From history enthusiasts to those living a Western
lifestyle, readers enjoy its pages filled each month by an editorial
team of historians and experts.

Total Circulation: 70,000
Issuance: Monthly
Median Age: 58

HHI: $74,000

Flight Dates: TBD; April Travel Issue
Markets: National; predominately West of Mississippi
Starting 1/2 Net Cost: $527 1/3 page 4C

Value Add:

All partner ads will be included within editorial AZ history feature
special section + Average 25% off of the open rate

OFFICE OF TOURISM

) WESTERN HISTORY ADVENTURES .
FOR THE_SERIDUS, -~
UN-LO?G HISTORY BUFF!
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Visit Tucson

2017 Official Travel Guide

Publication Rationale:

When travelers are looking for information on travel to the city,
they receive the Tucson Official Travel Guide. The four-color,
consumer magazine-style guide is the largest and most complete
visitors guide available in Southern Arizona. And with print and
digital integration, readers always have information at their
fingertips.

Total Circulation: 200,000
Issuance: Annual

Flight Dates: February’17
Markets: National/International
Starting 1/2 Net Cost: 51,805 1/3 page 4C

Value Add:
Ad featured in print and digital versions of the guide
Hyperlink to your website from VacationFun.com

Online distribution for desktop and mobile users at
VisitTucson.org and VacationFun.com with combined traffic of 2
million+ annual unique visitors, Reader service listing for direct
qualified leads

B
ARIZONA

OFFICE OF TOURISM

madden,.
smedia

connecting people to places

OREN UP 10
DESER T LTfE




B
] ARIZONA

Tucson Guide

Publication Rationale:

Tucson's award winning tourism publication, found in the guest
rooms of Tucson's resorts and hotels. Tucson Guide satisfies the
needs of affluent visitors and Tucson residents alike, while
providing seasonally updated information about the culture,
lifestyle, hospitality, and the excitement of things to see and do
in Southern Arizona.

Total Circulation: 50,000
Issuance: 2x/year

Flight Dates: September 2016, March 2017
Markets: Metro Tucson, Southern Arizona
Starting 1/2 Net Cost: $363 1/3 Page 4C

Value Add:
Digital edition available at TucsonGuide.com

OFFICE OF TOURISM
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Valley Guide
maddend.

Publication Rationale: r‘me Ia

Valley Guide is available in the guest rooms of many metropolitan connecting people to places
Phoenix area resorts and hotels. The magazine provides
seasonally updated information to keep the Phoenix area visitor
aware of the best places to play, shop and dine while visiting the
Valley.

Total Circulation: 60,000
Issuance: Quarterly
Median Age: 47

HHI: $70,520

Flight Dates: Sep t'16, Dec'16, March ’17, June '17
Markets: Metro Phoenix
Starting 1/2 Net Cost: S470 % page 4C

i

' - L
Value Add: 4 RAISINB F
Digital edition at phxvalleyguide.com " 4 ?-I,T-,I..---. BAR
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EXxperience Scottsdale

Destination Guide for the Scottsdale CVvB

Publication Rationale:

Reaching travelers expressing interest in travel to the Scottsdale
area, Experience Scottsdale is a great way for Arizona
destinations to reach audiences that are ready to travel the state.

Total Circulation: 127,000
Issuance: Annual

Median Age: 58

HHI: $110,000

Flight Dates: January ’'17
Markets: National, International
Starting % Net Cost: $1,325 1/3 page

Value Add:
Online distribution at ExperienceScottsdale.com

OFFICE OF TOURISM
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L amar Alliance
In-Airport Media

Strategies Activated:
Reaching Travelers in-market

. N = =
Vendor Rationale: w |H"‘““-=P.‘...

Lamar Alliance is the exclusive advertising partnerin : VY o [ ﬂl‘ —
Phoenix Sky Harbor. | rerl - A

| - g—

DMO’s have the opportunity to reach 120,000+
passengers daily and 44 Million on an annual basis

Markets: Phoenix
Issuance: Minimum 4-week buy
Starting Monthly ¥ Net Cost: $1,500

Description, Unit sizes:

Baggage Claim - Digital 10 seconds
Backlit 6'x6' Extra Large Wall Signs
Backlit 5'x5' Large Wall Signs
Backlit 5'x5' Large Wall Signs

IAMAR
ALLIANCE

AIRPORT ADVERTISING




B
ARIZONA

OFFICE OF TOURISM

Phoenix-Mesa Gateway
In-Airport Media

Strategies Activated:

Message in baggage claim to get in front of baby boomer
travelers deplaning at Gateway.

Vendor Rationale:

Passengers wait in baggage claim until their bags are
dispensed on the belts. Get your message in front of the
passengers at a critical time — they have just arrived in
Arizona and are looking for tourism information directly
before they exit the airport to begin their vacation.

Markets: Las Vegas
Issuance: Minimum 4-week buy
Starting Monthly ¥ Net Cost: $200

Description, Unit sizes:

:30 digital ad runs in 15-minute loop simultaneously on
four monitors above the two belts

Light box (4" w x 3’ h) single-sided Duratek polyester
poster

Floor graphic (9’ w x 9’ h) adhesive vinyl ad near secure
area exit / baggage claim entrance

Wall graphic (10’ w x 5’ h) above baggage belt one,
adhesive vinyl

—&

PhxiMesa Gateway Airport
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Clear Channel Ailrports
In-Airport Media

Strategies Activated:

Messages around the terminal to get in front of travelers
deplaning at Tucson International Airport

Vendor Rationale:

Reach passengers traveling into Tucson through static
signage in the baggage claim area and additional locations
throughout the terminal.

Markets: Phoenix, San Diego, Las Vegas and Los Angeles
Issuance: Minimum 4-week buy
Starting Monthly % Net Cost: $350

Description, Unit sizes:
(2) Tension fabric displays (8’ w x 5’h) on bag claim
carousel. Exposure on A & B sides of bag claim

Product Cases (8’ w x 6" h x 2’ d) in hallway toward rental
cars. Ability to promote physical products on display

Wall Wraps in Bus Shelter (4 Total). Ability to target
arriving and departing traffic

@ Clear Channel Airporis
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Branded Cities

Westgate Advertising

Strategies Activated: Reniver ERZT
Reach Active, in-market audiences WS I e,

Vendor Rationale:

Branded Cities has the exclusive advertising space
within Westgate outside of Gila River Arena, which
reaches over 9 million visitors annually.

Markets: Phoenix DMA
Issuance: Minimum 4-week buy
Starting Monthly ¥ Net Cost: $1,250

Description, Unit sizes:
Digital Rotary 30'x50’ LED sign

Value Add:
28% reduction on open rate (normally $3,500 net)

CITIES

NETWORK™
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egends

Entertainment District

Strategies Activated:
Reach Active, in-market audiences

Vendor Rationale:

Reach active audiences attending downtown Phoenix
concerts and sporting events

Markets: Downtown Phoenix
Issuance: Minimum 4-week buy
Starting Monthly % Net Cost: $700

Description, Unit sizes:

Location 1 Jefferson & 1%t Street (includes banner
above and below main unit

Location 13 Jefferson & 7t Street
Combo Location 1 & 13

Value Add:
Up to 30% reduction on open rate

Location 13
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Clear Channel Outdoor
Phoenix Market Digital OOH

Strategies Activated:
Reach Active, in-market audiences

Vendor Rationale:
Hyper target primary and secondary audience by B from yuur walkabe oty tooiP

location = ;I%KTAEB.LE

ThawOutinAZ. com

Efficient in delivering impressions/CPM

Flexibility to change art/rotate art at a moments
notice

Markets: Phoenix Metro
Issuance: Minimum 4-week buy
Starting Monthly % Net Cost: $500

Description, Unit sizes:
14’x48’ digital bulletins

Value Add:
50% reduction on open rate (normally $2,000 net

r' ClearChannel’
v OUTDOOR
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Outfront Media

Phoenix Market Digital OOH

Strategies Activated:
Reach Active, in-market audiences

Vendor Rationale:

Outfront has one of the largest shares of out of home
space in Phoenix allowing destinations to reach all
corners of the Phoenix DMA.

Markets: Phoenix Metro
Issuance: Minimum 4-week buy
Starting Monthly % Net Cost: 5250

-
™
b
B

Description, Unit sizes:
Digital rotary Bulletin (12x41, 14x48, 20x60)
Digital rotary Poster (10.5x22.8)

Static Rotary Bulletin (14x48)

B
ARIZONA i
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Value Add: Up to 71% reduction on open rate

OUTFRONT

media
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Arizona Office of Tourism
China Trade & Media Mission

Description:

This mission will target tour operators, travel agents and media during appointments, destination trainings and VIP events in
targeted cities.

Audience: Travel trade professionals and media representatives in Beijing, Guangzhou, and Shanghai
Participants: Participation is open to Arizona CVBs, Chambers, DMOs, hotels and suppliers
Location: China

Date: TBD, Q3 2017
Partner Rate: $1,250 plus travel and shipping expenses
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Arizona Office of Tourism
Los Angeles Media Marketplace

Description:

The Arizona PR Roundtable will coordinate this year’s media marketplace in California. The marketplace will consist of a
tradeshow/reception where Arizona DMOs can promote their destination to media from throughout southern California.
Attendance is expected to be approximately 30 journalists, editors and freelancers.

Location: Los Angeles, CA
Date: January 2017 (Tentative)
Partner Rate: S500 plus travel and shipping expenses
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Arizona Office of Tourism

Vancouver Media Marketplace

Description:

Vancouver is a key market for Arizona, generally running neck-and-neck with Toronto as the second-largest source of Canadian
visitors. Vancouver is also the second most-significant media market in Canada with a high number of quality writers and
editors. AOT had a very successful in August of 2014 and also last fall as a participant in Travel Classics West in Vancouver.

Location: Vancouver, BC
Date: August 16, 2016
Partner Rate: S500 plus travel and shipping expenses



B
S ARIZONA

OFFICE OF TOURISM

Arizona Office of Tourism
UK Media Mission

Description:

AOT's media representative in the United Kingdom, Hills Balfour, will coordinate a delegation-led mission to promote Arizona
to 25-30 key media representatives. The mission may include Dublin, Ireland or Glasgow, Scotland.

Audience: UK media representatives
Participants: Participation is open to Arizona CVBs, Chambers and DMOs
Location: London, England and Dublin, Ireland or Glasgow, Scotland (TBC)

Date: TBD, Q4 2017
Partner Rate: 51,000 plus travel and shipping expenses
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Arizona Office of Tourism

Arizona Showcase

Description:

This annual event promotes fall and holiday shopping, attractions and accommodations throughout Arizona to both residents
and travel agents of Hermosillo and the surrounding communities. The event consists of a tradeshow with supplier exhibits, a
fashion show highlighting important society members as the models and dinner. In addition to the 800+ consumers in
attendance, thirty travel agents will be invited to attend as our VIP guests. Proceeds benefit a local charity which also attracts
media interest.

Audience: Sonoran consumers, travel agents and media
Participants: Participation is open to Arizona CVBs, Chambers, DMOs, hotels and suppliers
Location: Hermosillo, Sonora, Mexico

Date: October 6, 2016
Partner Rate: $1,250 plus travel and shipping expenses
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FY17 Special Considerations

The publications below have issues closing eminently

Publication Name
Tucson Guide

Valley Guide

Edible Baja Arizona
Arizona Drive Guide
Experience Scottsdale
AZ State RV Guide
Madden — AZ Canadian
Newspaper Insert
Southwest: The Magazine
Westlet

AAA Westways

Space Deadline
6/17/16
7/8/16
7/22/16
7/28/16
7/29/16
8/2/16
7/15/16

8/15/16
8/19/16
8/19/16

Material Deadline
6/22/16
7/13/16
7/29/16
8/5/16
8/14/16
8/16/16
7/22/16

8/19/16
8/26/16
8/26/16

OFFICE OF TOURISM
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Vendor

Sojern - Behavioral Targeting (Travelers witl—

Description Utilizes automated buying technology as well

Placement Detail Display Banners with demegraphic and behay

Unit Size
Markets

160x600, 300x250, 300x600, 728x90, 15 or .3
National, with a focus on the requested target
PRICING LEVELS

Level 1 - Display Only Must run across 2
consecutive months

Level 2- Display Only Must run acrass 3
consecutive months

Level 3- Display Only Must run across 3
consecutive months

Level 4- Display & Video Must run across 3
consecutive months

Sold/Billed By SOJERN
Rep Contact Meredith Dillon

Placement

312-480-0056
meredith.dillon@sojern.com

eop-cown menu)

Behaviaral Targsting

Vendor

Description

‘azcentral.com/USA Today Network
AS experts in consumer behavior, we ensure t

Placement Detail azcentral.com/USA Today Network banners

Unit Size

320x50 (mobile), 300x250, 120x20, 168x28, 2°

18
National, with a focus on the requested target

PRICING LEVELS
Level 1 Demo/Geo: (Demo: Age, Gender, HHI

games to capturing data, we encourage intera 16

Section B: Opportunity Selection Sheet
1 Microsoft Office Security Options

pJ) PACKAGED DIGITAL MEDIA
3 Behavioral Targeting (Arizona Travelers)

4

3 Vendor P Macro
Description Macros have been disabled. Macros might contain viruses or other security hazards. Do
SCll not enable this content unless you trust the source of this file.

@ Security Alert - Macro

onfirmed Arizona travelers with display banners.

Placement Detail i Warning: It is not possible to determine that this content came from a
trustworthy source. You should leave this content disabled unless the
content provides critical functionality and you trust its source.

More information

|Becondary Demo - 35-44 HHI +75K  Behavioral - those currently sho

Unit Size
Markets

File Path:  C:\...operative Opportunity Selections Sheet_REV_05. 17, 16wmacro (12).xls Impressions Rate/Month

8
1 " SOJERN

1

() Help protect me from unknown content (recommended) 1,000,000 $2 50000

Enable this contenti

12 2,400,000 $4,000.00
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13
14 1,800,000 $5,000.00
15 16.00 375,000

17 SoldiBilled By
Rep Contact

19

pen the Trust Center

(drop-daown men) [drop-dovn men) (drop-daown men)

21 Opportunity Selection  Placement
Box:

Behavioral Targeting

azcentral.com/USA Today Network
As experts in consumer behavior, we ensure that the right message is delivered in the right place atthe right time. azcentral.com can take any campaign a step further with

25 games to capturing data, we encourage interaction with vour business resulting in more ROI
26 Placement Detail azcentral.com/USA Today Network banners
27 Unit Size 320x50 (mabile), 300x250, 120x20, 16828, 216126, 480x48, 728x90, 300x250 (desklop), 300x600, 160x500
- Markets Mational, with a focus on the requested target markets (Phoenix, Tucson, Los Angeles, Las Vegas, San Diego)
b1 aiﬁem]d ’
A
29 S anizonath waut pagt PRICING LEVELS Impressions Rate/Month
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Keri will quickly show you the Selection Spreadsheet
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Considered but not recommended

Publisher Rationale

Afar.com Cost prohibitive and was not presented in a co-op friendly way. Much
better suited for a National campaign

TravelZoo Chose not to submit as they feel their offerings are not best suited for a
CO-0p campaign

SpotX Video platform, cost prohibitive

Flight Network

San Diego Mag

True West

Grand Canyon

Cost prohibitive and focused mainly on Canada. Could be a possibility for
the International campaign

Banner ads only. Allow print to cover off on this audience

Banner ads only and smaller digital audience. Allow print to cover off on
this audience

Banner ads only and smaller digital audience. Allow print to cover off on
this audience
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Considered but not recommended

Publisher Rationale

Afar Cost prohibitive and was not presented in a co-op friendly way. Much
better suited for a National campaign

American Way (July Cost prohibitive and much better suited for national targeting

Spotlight)

Beyond (Alaska Airlines)

Golf Magazine

National Geographic

On Media
(Heard Museum, Desert
Botanical and PBS 8)

United Hemispheres

While Alaska has some service to Sky Harbor, the number of flights was
not significant to justify the spend

Better audience target with Golf Digest given the regional targeting
offered

Video platform, cost prohibitive

Circulation is too low and partners did not participate in FY17

Cost Prohibitive due to the scale of circulation
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