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Who We Are

Sojern works across hotel, airline, cruise,
transportation, and tourism industries, as well
as with non-travel brands.

® SOJERN

Built on a decade of expertise analyzing the
complete traveler path to purchase, Sojern
drives travelers from dream to destination.

ff L fé?’?i%as Deloitte Ad Age

Technology Fast500

Best Advertising 2013,2014,2015,  AdAge Best Places

Solutions Company 2016, 2017, 2018 to Work 2017

2016
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Sojern Data Partners

We See 6.2 Billion Travel Data Partner Searches Across 238 Countries
and Territories

105+ Global Data Partners:

e Cruise Agents, Luxury
Providers, Tour
Operators, OTA’s, Meta

Search Brands, Airlines, 2B North Arpsrica

Car & Hotel Providers

Our Data Strategy Remains
Cost-Effective:

e Pay for Performance :
e Optimized per Advertiser R oLth Ame i
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We Start with Real People and Their Real Activities

We analyze anonymous travelers in real time as they plan their travel.

Search and Booking Activity
Activity across cruise, flight, hotel,
car, OTAs, meta, and brand sites

Travel Dates
When travelers book

User Origination
Where travelers are searching
and booking from

Device of Choice

Brand Selecti
rand sefection Searching on desktop or mobile

Loyalty members or not, how
travelers chose the brands

they do . .
Real Time Audience Data

From online transactions
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We See What Individual Brands Can’t

Our data science and unique partnerships strategy gives us unmatched visibility into global travel demand,
stitching together a path-to-purchase view across the broad landscape of competitors and aggregators.

n

Dream » Booking

> Path to Purchase

I Your Brand I Your Competing Brand Sojern via OTAs, Metas, Other Brands
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How We Create Traveler Profiles

We can put our 350M traveler profiles to work—together with your data—to
1dentify and exclude key target audiences and drive reach to new customers

Sojern Data Examples

Travel ﬁ Loyalty
Bookings Program
Past Travel =
History Mobile App
Profile Example
. —n Experience Seeker .
Travel Sites (-0 Travel Sites

Decision Maker
Prefers Brands
Lux Biz + Leisure
Travel Search Multi-device Booker

Behavior

Other Sources

O (
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Timing in Travel is Everything

Fulfill perishable inventory by better predicting how travelers will behave and more effectively
deliver the results you want by acting within seconds of their real time behavior

Identify the signals from the
purchase path that are the
key drivers of your

performance
V]
Apply success/failure Act upon those signals
learnings across the within 11 seconds of our
entire audience pool seeing that behavior
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Activating Travel Data Efficiently Across Channels

Inventory, targeting, ad formats, and creative capabilities tailored for
reaching the traveler audience.

Video Native Connected TV

Croés Device
Display/Mobile

Ex i T

Dynamic Private .
Creative Marketplace Social Co-Op

= - - Marketi Google Marketing Platform L\ \
Partnerships with: o T h\‘ AppNexus
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We work with 93% of the Travel Fortune 500

‘Boulder

COLORADO
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The Sojern Tourism World

A team dedicated to your success.

Sojern Data

Billions of data points sourced from
reputable travel partners all around the
globe and across multiple travel verticals.

Free Analytics & Insights

Reports to help understand and track
the true economic impact for
destinations and attractions.

Sojern Traveler Platform
Industry leading approach to data
transforming intent signals into
custom audiences for our clients.

§O-

Customers First

Passionate, talented people dedicated to
the tourism and attractions travel
vertical.

) SOJERN

Ad Products

A wide range of creative formats are
available to use with Sojern audiences
to engage your target customer.

Proven Performance

Sojern has proven track records for
destinations and attractions of all sizes
around the globe.
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Audience Examples

Sojern has an audience to achieve every one of your campaign objectives

Ny Ny

% Luxury () Business Traveler & Leisure
Brand conscious business or - Traveling alone, during the Anyone looking for relaxation
leisure traveler week, frequent traveler and fun

Q9  In Destination Q Have Booked a Trip @ Loyalty Programme
2 Currently on trip & searching Conducting research in Brand loyal, enjoy
for activities and fun preparation for travel personalized experiences

ﬂiﬂ Frequent Traveler 5] City breakers (D Family
Travel at least once per "1 Couples enjoying short > 3 people looking for family-
month, for business or leisure cultural getaways friendly destinations
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Google Certified Marketing Partner

Sojern is a Google Certified Marketing Partner

Google's Certified Marketing Partners Program helps
brands and agencies identify which companies are truly

best of the best at managing and powering campaigns on Google Marksting Platform

Google’s advertising platforms. Certified

Google Certified Marketing Partners are:

v/ Hand selected and verified by Google as experts on the Sojern is Google Marketing
Google Platform through a rigorous vetting process. Platform Certified

v Trusted by Google to provide the proper implementation
and support needed for clients to successful. V ad

< O
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Brand Safety Matters

We make sure your ads are shown in a way consistent with your
brand'’s values.

Digital Content Labels Viewability

e  Contentis analyzed and placed into e  Viewability technology from Google,
one of four brand safety levels. @ DoubleVerify or others.

° Based on site construction, content, e  Gain more control over how often
quality and user experience. your ad is viewed.

Sensitive Categories Third-Party Technology

e  Block inventory sources based on
subject matter.

e  Customize block list for each
campaign.

e  Use third-party verification technology
like DoubleVerify (DV).

e  Block sites based on suspicious activity
and other methods.
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Introducing Sojern’s
Digital Co-Op Program

Utilize the same Sojern
technology and marketing
solutions that influence
travelers in a traditional
tourism campaigh now
available in a co-op.



DMO Marketers All Face Common Challenges
Running Effective Co-Ops Should No Longer Be One of Them

THE RIGHT TRAVELERS ARE RULES

AUDIENCE NOT LOYAL ABOUT
DATA

KEEPING UP USAGE SUSTAINABLE
PROOF WITH TOURISM
IT'S LACK OF TECHNOLOGY
WORKING RESOURCES




Sojern’s DMO Co-Op Program Solves 3 Critical Things

aD
<>

Serving the budget
needs of all
stakeholders

To date, Destination Marketing
Organization Co-Op efforts
have only been able to meet the
needs of some stakeholders
due to campaign minimums.
Sojern offers scalable pricing
and historical best practices on
campaigns of all sizes.

) SOJERN

Proving out economic
impact through insights

For your co-op effort we will
directly tie together all unique
campaign best practices and
results for partners and prove
out total economic impact
for Travel Oregon

—(Oo—o
(e m—]
—(Oo—o

Turnkey including
education and
adoption

We'll take on the
operational work and give
you access to your own
Sojern Online Account. We
will also provide a webinar
for stakeholders and or
custom Q&A sessions.
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"Sojern's digital co-op program has been giving our industry partners a very
cost-effective way of connecting with our campaign's target audiences. It
also gives us a cost-effective way of expanding our overall Colorado media
footprint," said Cathy Ritter, Director of the Colorado Tourism Office. "They
make it simple for our partners to participate, and with their match and ours
offsetting the costs, it's no wonder that several of our DMO partners are
integrating this into their own plans."

COLORADO.COM

 SOJERN
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Join the Best-in-Class Tourism Teams Partnering with Sojern
on their Co-Op campaigns

2/ OBy BNV VISITFLORIDA.  [fe(fe

NORTH

p—

\ . 1 EI::;\E\MTER /\QI Ot;{iﬂ@g Mary|a?'|d Dakoll.a
See Plymouth '{’Eﬁﬁ’fé‘gﬁ @its@cc MONTANA
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- We'll find and influence travelers to

.HOW Does ‘ |‘|:E Work? i} learn more about and visit your

destination, attractions, and hotels.

Let Sojern activate your co-op.

- We'll help with the legwork. We can
handle multiple billing setups, help you
organize partners, and provide you with
a dedicated support team.

- We'll also provide online access to
reporting at every level of partnership—
included aggregated reporting.

Finally, to be true partners in your co-op, we'll
offer discounted rates. These are exclusive to
co-ops and not available in any other
program.

See FAQ for qualification criteria.



Choose from the following and we’ll build the best digital co-op program for
you and your partners.

Budget & Duration We offer flexibility in both budget and duration.

Ad Products We provide Programmatic Display, Native, and Video.

All partners will get their own Online Sojern Account to view campaign reporting &
insights at any time. We provide destination partners additional insights.

To be true partners in your co-op, we're offering discounted CPMs to all
qualified participants.

See FAQ for qualification criteria.



The Benefits of Sojern’s Digital Co-Op Program

Activate, manage, and prove performance for your co-op.

L0 TEzs Measure Economic
More Travelers Impact Easy to Use Trusted Experts
More Efficientl P
®) D

It

-

By using the latest in We'll track and measure We'll take on the Our data scientists are
machine learning and data your co-op campaign operational work and give constantly optimizing
science, we identify people spend and report out you access to your own your campaigns while
looking for travel and show regularly to all Sojern Online Account so your dedicated Account

them an ad for your co-op stakeholders so you can the reporting you need is Manager ensures you are
participants wherever they show that you're driving at your fingertips. informed and happy.
are online. real results.
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Pricing Model Option #1: Preferred Rate

We are offering our co-op partners discounted media in order to contribute to the shared goal of
driving economic impact to your destination.

Display CPM Native CPM Video CPM
« QOur Co-Op rate is * Our Co-Op rate 1s * Our Co-Op rate is
$5 CPM $6 CPM $14 CPM
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Pricing Model Option #2: Matching Funds

We are offering our co-op partners a matching fund equation in order to contribute to the shared
goal of driving economic impact to your destination.

Display CPM Native CPM PreRoll Video CPM
e Partner Investment $7.50 CPM e Partner Investment $9 CPM e Partner Investment $21 CPM
e DMO Match $7.50 CPM e DMO Match $9.00 CPM e DMO Match $21 CPM
e Sojern Match $7.50 CPM e Sojern Match $9.00 CPM e Sojern Match $21.00 CPM
eCPM =$5 eCPM =$6 eCPM = S14
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All Partners will get their own Online Account

Each partner will get access to insights & reporting.
Travel Oregon will get access for each individual campaign and overall for the destination.

Campaign Performance Destination / Market Delivery
Insights

SOJERN DRIVEN ACTIVITY @ ADVERTISEMENT METRICS © 8 s0p 4. 20190618, 2010~
What Upcoming Dates are Travelers Considering? o 2 Dl —
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913 Tracking Page Visits 99 Conversion Page Visits
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While travelers most searched for February 15th, 2019 for search and February Ist, 2019 for booking dates, standout dates
of intent note February 15th, 2019, February 14th, 2019 and March 1st, 2019 as key emerging dates for travel. Emerging e — T\
! L " " , lan 18an 20} L n " , " booking dates are centralized around February 15th, 2019, February 14th, 2019 and February 7th, 2019. BN /A
a0

Destination Forecast Report
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O SOJERN @
- - VISIT IDAHO * DASHBOARD

Fusion Portfolio: Visit Idaho Select Partners  All Partners

Summary
Totel Selected Partners Live Campaigns (Partners) Total Budget Spend
5 4 $30,000 $12,344
Aggregate Performance
Confimmed Travelers Spend per traveler Generated Value
° 578 ¥ 81,200 s = $693,000
- cepopmunmrvie 11 supeer 11| movesmuenr 11 | coois 11 om 11 | SMGUE_ e
° ° ’ ° Boise CVB 54000 $3679 234 26% 53245 s1100
re O I I W I | I I S OWI I O e rI I L e 52000 167 234 26% 33245 $700
6,000 se4s0 234 26% 16248 5800
° . Tl $£000 §3300 214 268 1281 $1700
Online Account that wi N e e
Visit Idaho Map
[ i

| paete
o National Forest

aggregate insights from all
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& o e |,
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Note: All insights require . whi=l ¢ :
pixel placement. e
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¢ SOJERN
THANK YOU

See You Next Time

Email

Robert Wiese
Sales Director
robert.wiese@sojern.com

Phone

443.465.1390

Address

255 California St Suite 1000
San Francisco, CA 94111
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