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WHAT WE ARE DOING
&
HOW ARE WE GOING
TODOIT






MARKETING OBJECTIVES

Ensure that, as a travel destination,
Oregon is "welcoming to all.”

Create more consistent and relevant
ways of reaching new audiences
throughout the year.

Drive stronger and more personal
connections to the state and its residents.

Point people to areas with the most
economic need and avoid overuse of
others.




Flexible enough to deliver on vastly
different advertising goals throughout
the year.

Recognizable enough to create
consistency across efforts in tone, look
and feel.

Nimble enough for us to be able to create
more content, more efficiently.

Scalable enough to allow for more
specificity in our messaging and goals.




TOwWTO ROLLOUT

T AUG SEPTT ocT T NOV DEC JAN FEB TMAR APR MAY JUN .
ANTHEM
Anthem Film: 60, 2x:30s, 2x:15s, 7x :06s
Audio :30 &:15

Anthem KVs (8)
Character PNGs (18)

GIFs (1)

TOWTO Asset Kit w/lock up
OOH

BEHIND THE SCENES

o 4x:15-:20s (Anthem BTS)
o 2x:15-:20s (Sidekicks BTS)

SIDEKICK CONTENT SIDEKICK CONTENT
FALL Travel Oregon Office :15 Rosa’s Hot List « Travel Oregon Offices :15 Sustain-athon
BOUNTY Travel Oregon Office :15 Boots’ Food Trail SPRING « Travel Oregon Offices :15 Loose Ends

Travel Oregon Office :15 Savory Dreams GO WITH A GUIDE « Travel Oregon Offices: 15 The Kayakyak Files
Sidekick Spotlights (IG + TikTok)
Sidekick TikTok Content

SOCIAL + REGIONAL CONTENT

« Guide Day in The Life (2 Reels/TikToks)
e PSAs
o Lodging Content

WINTER

SOCIAL + REGIONAL CONTENT

FALL « Guide Day in The Life (2 Reels/TikToks)
BOUNTY e PSAs

« Lodging Content

DISPLAY & SEO - 10 producing based on TOWTO KVs



RESULTS

760,000+ 47,291,060 265,000+

SESSIONS TO VIDEO COMPLETES ENGAGED SESSIONS
TRAVELOREGON.COM TRAVELOREGON.COM

$35,780,997 5,277,643

RETURN ON AD SPEND VIDEO COMPLETES
WITH EXPEDIA SPANISH VIDEO



HOW WE
ACTIVELY MANAGE
OUR PAID
MEDIA BUYS



THE EVOLUTION OF OUR CAMPAIGN TRACKING
CURRENT VS. PREVIOUS

FY22/23 FY23/24
EisO TOWTO
Timing Approach Pulsed e Always On

. Anthem & BTS, Fall Bounty, Winter,
Season/Phase Summer, Fall, Spring == Early Spring, Late Spring

Optimizations Mid-Campaign m——)  Continuous



CAMPAIGN TRACKING TEAM
IT TAKES A VILLAGE

R - p—— Wade McCarthy Michael Sturdevant Katy Clair Ariana Bray-Sweet
Paid Media Manager Strategist Brand Services Director Platform Analyst
Wieden Nathalie Aps Nita Bhojwani Emily Graham Hannah Platon
Kennedy Associate Media Planner Media & Comms Supervisor = Media Director Performance Media Analyst

SPARKLOFI' Ke!')’ Ann.Gindhcrt . Anna Myers

Paid Media Strategist Account Supervisor

L?I LOGlCAL David Algadi

Asst. Account Mgr. Team Lead



CAMPAIGN REPORTING TIMELINE
(FIRST HALF OF CAMPAIGN)

August 7 w/o0 August 28 September 12 w/o0 October 16 w/0 November 6 w/o January 8

-
[ J
Launch: Launch: Mid-Campaign Report: Post-Campaign Report:
Anthem - BTS Anthem: Direct Partnerships Anthem: Direct Partnerships Anthem: Direct Partnerships
Travel Oregon Offices Travel Oregon Offices Travel Oregon Offices
Reg. Social Content: Bounty Reg. Social Content: Bounty Reg. Social Content: Bounty
. ° Display & SEM
Mid-Campaign Report:
Anthem & BTS
® Display & SEM ®
Launch: Post-Campaign Report:
Anthem Anthem & BTS

Display & SEM Display & SEM



CAMPAIGN REPORTING TIMELINE
(FIRST HALF OF CAMPAIGN)

August 7 w/o0 August 28 September 12 w/o0 October 16 w/0 November 6 w/o January 8

-
°®
Launch: Launch: Mid-Campaign Report: Post-Campaign Report:
Anthem - BTS Anthem: Direct Partnerships Anthem: Direct Partnerships Anthem: Direct Partnerships
Travel Oregon Offices Travel Oregon Offices Travel Oregon Offices
Reg. Social Content: Bounty Reg. Social Content: Bounty Reg. Social Content: Bounty
. ° Display & SEM
Mid-Campaign Report:
Anthem & BTS
® Display & SEM ®
Launch: Post-Campaign Report:
Anthem Anthem & BTS

Display & SEM Display & SEM



CAMPAIGN REPORTING TIMELINE
(FIRST HALF OF CAMPAIGN)

August 7 w/o0 August 28 September 12 w/o0 October 16 w/0 November 6 w/o January 8

-
)
Launch: Launch: Mid-CGmpGign Report: Post_COmpoign Report:
Anthem - BTS Anthem: Direct Partnerships Anthem: Direct Partnerships Anthem: Direct Partnerships
Travel Oregon Offices Travel Oregon Offices Travel Oregon Offices
Reg. Social Content: Bounty Reg. Social Content: Bounty Reg. Social Content: Bounty
) .
Display & SEM
Mid-Campaign Report: e
Anthem & BTS
® Display & SEM ®
Launch: Post-Campaign Report:
Anthem Anthem & BTS

Display & SEM Display & SEM



CAMPAIGN REPORTING TIMELINE
(FIRST HALF OF CAMPAIGN)

August 7 w/o0 August 28 September 12 w/o0 October 16 w/0 November 6 w/o January 8

-
[ J
Launch: Launch: Mid-Campaign Report: Post-Campaign Report:
Anthem - BTS Anthem: Direct Partnerships Anthem: Direct Partnerships Anthem: Direct Partnerships
Travel Oregon Offices Travel Oregon Offices Travel Oregon Offices
Reg. Social Content: Bounty Reg. Social Content: Bounty Reg. Social Content: Bounty
. ® Display & SEM
Mid-Campaign Report:
Anthem & BTS
® Display & SEM ®
Launch: Post-Campaign Report:
Anthem Anthem & BTS
Display & SEM Display & SEM

Monthly MVP Dashboard, Weekly Advertising Results Tracker (ART), Daily Google Analytics (GA4)




WHAT WE'RE
MEASURING



THE ART* OF MEASURING OUR CAMPAIGNS
(*ADVERTISING RESULTS TRACKER)

Howis this buy
':":' season  publisher Type Publisher AL ERET placement and Targeting sooked o Erz i Tnal “;i" Deliveredspend | Delivered wtal D""""N:;""B (h‘::fms] ; )| Displayclids | video clicks =E f“‘m o o Total video views m""“;m
Clicks)

TOoWTO Anthem & Bounty 'GRAND TOTAL - ALL PUBLISHERS $952,273 43,731,572 42,692,949 $674,165 41,990,624 2,570,468 109.5% $3645 $16.06 28,872 20,038 48,510 0.12% $13.78 9,811,889 9L.07%
TowTo Fall Digital Zefr Site Trafic £25-54 Monskip asz video TowTD Mo 3/12-11/30 $24,500.00 1,531,250 Impressions 1,531,250 524,881 1,561,224 0 102.0% 51500 51500 [] 2358 2258 0.18% s1107 1,354,872 [
TowTo Fall Digital zefr Site Trafic 425-54 Monskip BIPOC LGBTO= Retargeting) 155 video TowTo Mo  (3/12-11/30 524,500.00 1,531,250 Impressions 1,531,250 524,850 1,550,385 o 101 8% 51500 1500 0 2,573 2,573 0.18% 5870 1,365,155 87.61%
TowTo Fll pigital zefr site Traffic 25-54 Trueview Audience Contextual i 155 video TowTD mo  [a/12-11/3d 349,500.00 1,237,500 wiews 1,237,500 150,128 1,775,355 1,283,223 101.4% 5004 282 0 2088 2,085 0.12% 52428 1,255,304 7071
TowTo Fall Digital Zefr Site Trafic A25-5¢ TrueView BIPOC LGETO i ass video TowTo Mo |3/1z-11/30 548,500.00 1,237,500 views 1,237,500 548,320 1,804,385 1,245,826 100.8% 50.04 72 o 2210 2210 c.az% 52255 1,245,267 £2.18%
Towro wail oigizl =t site Tzt nonskip spamisn s videos | TowTo No |s/12-11/30 382,000.00 3,875,000 Imprassians 3,875,000 562,611 3,013,197 o 1010% 51800 s15.00 ) 10511 19511 0.27% s558 3,505,257 sLask
TOWTO Fall Digital Zefr Site Traffic Trueliew Ay A5s Video TOWTC No 8/12-11/30 - 50,000 Wiews 60,000 $2,427 90,222 60,680 101.4% o 100 100 0.11% - 60,832 67.42%
TowTo Fll pigital ouTube site Traffic cppemmm naarket Nonskip-Run-of-zll-ineups-Houston-Dallas-Phosnix-English 155 video TowTo Mo 2/12-9/30 57,000 158,085 Impressians 158,085 55,382 158,520 0 100.9% 13750 13750 o 75 75 0.05% 57378 158,088 22.09%
TowTo Fall Digital YouTube Site Trafic ppartunity Kip-Run-of-ali-lineups- llas-Phoenix-spanish ass video TowTo ™ B/12-5/30 57,000 145,257 Impressions 145,257 511620 308,357 o 208.0% 537.50 537.50 o 'l 57 o.05% 511878 307,135 sp12%
Towro wail oigizl vouTube site Tzt primzry rarket Nonskip-Run-o% 2l meups-ssise-La-saneren-English s vides | Towto No | smzeso 57,000 158,082 imprassians 158,082 $5,981 158,508 o 100.9% 53750 53750 o 80 = 0.00% 5560 158,073 ss10%
TowTo Fall Digital YouTube Site Trafic Brimary Market Nonskip-Run-of-all-lineups-Boiss-LA-SanFran-Spanish ass video TowTO Mo B/12-5/30 57,000 145,255 Impressions 145,258 s11623 308,250 o 208.1% 537.50 537.50 o 23 E 0.05% 5132.08 307,743 PrEETY
TowTo Fll pigital Conde Nast: Bon Appetit | site Traffic 425-54_High-Impact-Display Banner fh Impact Di M yes | 8/1213/30 330,000.00 1,449,275 Impressians 1,849,275 329,515.48 1,425,318 nia 25.9% 32070 52070 a2 Q 522 0.08% 5475 -
TowTo Fall Digital Conde Nast: Bon Appetit || Site Trafic A25-54_Mes-Amplify_BA-Native-Article Eanner Socizl Amplfy  N/& Yes | 8/12-11/30 s0.00 o Link Clicks 5378 ss000000 572477 10,588 185.7% s FLaT 10,569 o 10,582 185% 5473 -
Towro wail Dighzl | conde nast son apperit | site Tt [ —— ssrner |ustom comer  n/a ves  |s/12:11/30 350,000.00 1,592,308 Imprassians 1,592,307 1,682,125 a s0.a% FLar e o 778 oos% s000 -
TowTo Fall Digital Conde Nast: Bon Appetit || Site Trafic AV RON Display Banner Eanner [andard Displi  M/A Yes | B/12-11/30 s0.00 188,231 Impressions 188,231 s0.00 172,344 /b 103.0% 30.00 30.00 26 o a5 0.05% 5000 -
TOWTO Fall Dpigital Food & wine site Traffic Intent Banner Display LY Yes 9/12-11/30 £10,000 694,444 Impressions 694,444 £11,136 773,304 L] 111.4% £14.20 £14.20 asT 0 B87 0.09% $16.21 -
TowTo Fall Digital Food & wine Site Trafic £26-55 Travel_Run-of-network_C&O-video-portiolio Eanner | Display s Yes | 8/12-11/30 520, 595,238 Impressions 505,238 521,118 625,547 o 105.6% 53360 53360 245 o 215 o.0a% 58520 £15,.72 -
Towro wail oigizl Foo2 & wine site Tzt v ron sarner | Display s ves  |s/12:11/30 0 700,000 imprassians 700,000 0 718,527 o 1112% s0.00 s0.00 o o sa1 0.12% s000 -
TowTo Fall Digital Food & wine Site Trafic Z¥-native-content-logo Eanner | Display /s Yes | 10/1-11/30 570,000 35,338 Impressions 35,338 570,258 35,052 o 100.4% 3180 51,300.00 4,858 o 2558 12.40% 51047 -
TOWTO Fall Digital Food & Wine Site Traffc Native content distrubition Banner Display N es 10/1-11/30 S0 o Impressions o S0 422,555 o #DIV/0! 50.00 50.00 2840 o 2,840 0.52% 50.00 -
TowTo Fall Digital Gear Patrol Site Trafic Custom-instagram-Story-Segment-Targeting. social socal TowTo Mo | 10/2-10/15 510,000 500,000 Impressions 500,000 517,335 391,747 0 178.3% 52000 FLaT 03 o 283 o.05% 58037 -
Towro wail oigizl Gearparol site Tzt e R —————— soasl | socal | Towto No  |10/2-10125 510,000 500,000 imprassians 500,000 512,631 731,555 o 188.3% s2000 FLar o0t o s0s 0.12% s1818 -
TowTo Fall Digital Gear Patrol Site Trafic geted-Display-Mediz-Fack Eet Eanner | Display TowTO Yes | 10/2-11/30 510,000 555,555 Impressions 555,556 511018 512,118 o 110.2% 51500 51500 280 o 230 0.05% 33835 -
TowTo Fall Digital Gear Patrol Site Trafic Native-Assembly-Unit-Content-Targeting Banner | Display | TOWTO ves  |10/2-11/30 57,500 300,000 Impressions 300,000 55,127 205,070 o 58.4% s25.00 52500 ) 0 330 0.18% 51552 -
TowTo Fll pigital Gear patrol site Traffic Premium-Super-Hero-Unit-Consent-Targeti Banner | Display ves | 10/213/30 512,500 500,000 Impressians 500,000 513,751 550,032 0 110.0% 2500 z25.00 725 Q 785 0.18% 51752 -
TowTo Fall Digital Gear Patrol Site Trafic d-Display-Media-Fackage-Co geting Eanner | Display TowTo Yes | 10/2-11/30 s0 420,000 Impressions 420,000 s0 391,245 o 53.3% 50.00 50.00 135 o 135 o.05% 5000 -

TowTo Fll am Expedia Bookings Expediz-plus-englisn-flights-sesrch-Californiz-Arizonz-Texzs Esrner | Display | Expsdiz ves | 10/2-12/31 52,000 52,500 Impressians 52,500 s188L 52,847 L] B4.E% s32.00 532.00 22 Q 22 0.00% $7657 -
ToWTO Fell am Expediz Booking: Expediz-plus-snzlish-flights-search-Orsgon-Washington-Calfornis Bsrner | Display | Expediz ves|40i2-12/31 51,000 35,714 Impressions 35,714 3858 34,187 [ 25.3% 52800 528.00 2 o 5 0.03% 5106.33 -
ToWTQ Fll am Expedia Baokings Expediz-plush-snglish-vacation-search-orgon-washington-Californiz Bsnner | Display | Expediz Yes | 10/2-12/31 52,000 60,606 Impressions 60,606 51,756 55,211 [} B7.8% 533.00 533.00 2 [ 2 0.00% $79.82 -
TowTo Fll am Expecia Bookings Hoteiz-english-infos lifornia Earner | Display Hetsls ves | 10/2-12/31 51,000 31,250 Impressians 31,250 5438 13,688 L] 45.5% 532.00 532.00 [} 0 5 0.05% 55475 -
TowTo el am Expedia Bookings Fassport-display-californiz-arizona-Texas Banner | Display | Expediz ver  |apiz-tafs1 £56,523 8,074,714 Impressions 8,074,714 51,385 7,340,735 0 o0.5% 57.00 57.00 1.840 o 1,640 0.02% $3133 -
TowTo Fll am Expedia Bookings Fassport-display-Californiz-Orezen-Washington Esrner | Display | Expsdiz ves | 10/2-12/31 575,000 11,142,857 Impressians 11,142,857 575,650 10,511,478 L] .05 37.00 37.00 za40 Q 2,80 0.02% $3102 -
ToWTO Fell am Expediz Booking: Expedia-plus-English-interstissl Bsrner | Display | Expediz ves|40i2-12/31 510,000 400,000 Impressions 400,000 s0 ] [ 0.0% 525.00 #Dna! z o 2 #DIV/O! s0.00 -
ToWTQ Fll am Expedia Baokings Expediz-plus-English ﬂlghB:{zlﬂomuAnmna -TExas Bsnner | Display | Expediz Yes | 10/2-12/31 55,000 106,383 Impressions 106,383 52,125 57,763 [} B2.5% 347.00 347.00 ] [ a8 0.10% 54657 -
TowTo Fll am Expecia Bookings xpediz-plus-Englizn-flights1-Oregon-Califor Esrner | Display | Expsdiz ves | 10/2-12/31 510,000 217,381 Impressians 217,381 58,288 201,507 L] 2% 545,00 5105.52 203 0 203 0.10% 545.66 -
TowTo el am Expedia Bookings expediz-plus-English ﬂlgmzmllfnmlaaanmna Texas Banner | Display | Expediz ver  |apiz-tafs1 51,000 50,000 Impressions 50,000 s763 38,156 0 76.3% 32000 320,00 14 o 14 0.0a% $5451 -
TowTo Fll am Expedia Bookings Expediz-plus-Englizh-fiights2-0regon-Califor Esrner | Display | Expsdiz ves | 10/2-12/31 33,000 130,435 Impressians 130,435 $2,620 113,884 L] B7.3% 523.00 523.00 12 Q 12 o.01% 5218.30 -
ToWTO Fell am Expediz Booking: Expedia-plus-Enzlish-hotels1-Orazon-Washington-California Bsrner | Display | Expediz ves|40i2-12/31 51,000 21,377 Impressions 21,377 3883 15,305 [ 58.9% 47.00 547.00 El o El 0.47% s838 -
ToWTQ Fll am Expedia Baokings Expedia-plus-English-search-marquees-Gregon-washingon-California Bsnner | Display | Expediz Yes | 10/2-12/31 53,000 55,333 Impressions 55,333 52,973 52,574 [} 98.1% 536.00 536.00 68 [ ] 0.08% s4372 -
TowTo Fll am Expecia Bookings Expediz-glus-English-ights-margues1-Orsgen-Washingion-California Esrner | Display | Expsdiz ves | 10/2-12/31 53,000 41,006 Impressians 41,006 52,870 40,680 L] 205 573.00 573.00 k] 0 El 0.22% 53030 -
TowTo el am Expedia Bookings expedia-plus-nglish-home-marquee-mabile-Californiz-Arizonz-Texss Banner | Display | Expediz ver  |apiz-tafs1 55,000 142,857 Impressions 142,857 S0 o 0 0.0% 335.00 oo 1 o 1 FDIV/D! s0.00 -
TowTo Fll am Expedia Bookings xpediz-plus-English-h q ohile-Crego i czlifornia Esrner | Display | Expsdiz ves | 10/2-12/31 515,000 405,305 Impressians 405,405 50 o L] 0.0% 337.00 #onga! 1 Q 1 #DIv/o! s0.00 -
ToWTO Fell am Expediz Booking: Expedis-plus-Englizheh i o i Iiforni Bsrner | Display | Expediz ves|40i2-12/31 55,000 111,111 Impressions 111,111 5280 5452 [ 5.8% 345.00 345.00 4 o 4 0.05% 57258 -
ToWTQ Fll am Expediz Baokings Expedia_Traffic_gmail_N/A_n/a_pedicated-email Email Ermail Expediz Yes | 1143113 512,000 500,000 Impressions o 50 o [} 0.0% 512,000.00 ol [] [ o FDIV/0! FDIv/O! -
TOWTO Fll am Expediz Bookings Expediz_Trafic_Social_N/A_n/z_Socizl-intsgration socizl secial Expediz ves | L1/7-11/% 513,750 545,000 Impressians o 50 o L] 0.0% 513,750.00 #DNa! [] Q o #DIV/0! #DIv/0! -
ToWTQ Fll am Trip Advisor Baokings A25-54 Primary and Opportunity Markets_Branded-trips-3i-boost-unit-fluid-zd-unit Banner | Display | Tripadvisor|  Yes  [10/17-130 531,000 1,764,708 Impressions 1,764,708 512,805 753,229 [} 2.7% 517.00 517.00 T8 [ 718 0.10% $17.83 -
TowTo Fll am Trip Advisor Bookings A25-54 Brimary ity Markets_Custom-content-nub-vides-hub-boost-unit Banner | Display | Trip Advisor 10/27-1/30 528,000 1,528,412 Impressians 1,528,412 511,018 645,148 L] 22.0% 517.00 517.00 545 0 646 0.10% 517.08 -
TowTo el am Trip Advisor Bookings A25-54 Primzry and Opportunity Markets_sranded-trips-3x-tripconnect socizl socal | Tripadvisor|  No | 10/23-1/30 582,000 27,500 Impressions 27,500 S0 o 0 0.0% 52.50 oo 18,182 o 18,152 FDIV/D! s0.00 -
TowTo Fll am Trip Advisor Bookings A25-54 Primary and Opportunity Markets_Custom-content-hub-tripconnect socizl socal | Tripadvisor]  No  |10/27-13/5 571,000 25,400 Impressians 25,400 50 o L] 0.0% 32.50 #onga! 20,250 Q 20,250 #DIv/o! s0.00 -
ToWTO Fell am Trip Advisor Booking: 425-54 Primary and Opportunity Markets_{x-socislfirst-content Socizl Social | Trip Advisor|  No AT 550,000 15,000 Impressions 18,000 sn ] [ 0.0% 5250 #Dna! 7.848 o 7,843 »nlvfn' s0.00 -
TOWTO Fall Trip Advisor Bookings CLstom Content AV Banner | Display | Trip Advisor 10/17-1/30 Impressions 171,150 L] FDIV/0! 50.00 50.00 [ 105 s0.00



THE NUMBERS THAT WE LOOK AT THE MOST
KPIS (KEY PERFORMANCE INDICATORS)

Conversion

* Sweeps Leads
- Cost Per Lead (CPL)

* Guide Orders
Visitation - Cost Per Order (CPO)
« Completed Videos + ROAS*
- Cost Per Completed
Video (CPCV)

Awareness

Traffic

* Sessions
- Cost Per Session (CPS)

* Engaged Sessions
- Cost Per Non-Bounce
Session (CPNBS)

*ROAS = Return On Ad Spend



WHAT HAVE WE LEARNED
FROM THIS CONSTANT
MONITORING?



MARKETING VITALS (MVP) DASHBOARD
NOVEMBER 2023

TRAVEL
MARKETING VITALS novembor 2z S R4S
WEBSITE SESSIONS Month (November) Monthly Goal Progress Annual Goal Progress
1000K ¥ 16.4%
2022/23 475,825
2023/24 397,714
500K /\ 83.6% 35.5%
FYTD to monthly goal to annual goal
(475,825 sessions) (6,788,762 sessions)
W 2023124 2022/23 2021122 ¥ 25.7%
0K
3 g g g 3 2 5 3 & a ) g 2022/23 3,245,261
0 =4 (=] = w = < = ]
Source: Google Analytics4 2023/24 2,411,571
GUIDE ORDERS Month (November) Monthly Goal Progress Annual Goal Progress
10K A 53.6%
2022/23 1,946
2023/24 2,990
- 153.6% 27.8%
to monthly goal to annual goal
—_— . FYTD (1,946) (52,051)
¥ 15.0%
. 2022/23 16,991
3 S & B3 3 g B 5 & § 5 ’
s ] < :ﬁ 3 =z 2 = w = < = = 2023/24 14,448
ource: Source Logistics
EMAIL SUBSCRIBERS November vs October Annual Goal Progress
150K v
GOAL- 146 262 (+1 7%) .
K e 144025 Oct 2023 144,033
Nov 2023 144,025
140K
FYTD 6.8%
135K A 01%
130K Net Gain/Loss FYTD
=1 =] =% = c F-1 - = > c
=238 2 8 8 § 2 2 8 3 163

Source: Marketo



MARKETING VITALS (MVP) DASHBOARD
YEAR-OVER-YEAR GAP IN TO.COM SESSIONS

WEBSITE SESSIONS

1000K

B 2023/24

OK

Jul

o))
S
<

o
o)
w

2022/23

Oct

Nov

Dec

2021/22

Jan

Feb

Mar

Apr

May

Jun

Month (November)

V¥ 16.4%

2022/23
2023/24

475,825
397,714

FYTD
V¥ 25.7%

3,245,261
2,411,571

2022/23
2023/24

}Down 833,690 Sessions



YEAR-OVER-YEAR GAP IN TO.COM SESSIONS
CLOSING THE GAP

8,000,000
7,000,000
6,000,000

5,000,000

Sessions

4,000,000
3,000,000
2,000,000

3,245,261
1,000,000 2,411,571

FY23/24 FY22/23

Jul-Nov

Down 833,690 Sessions



YEAR-OVER-YEAR GAP IN TO.COM SESSIONS

Sessions

8,000,000
7,000,000
6,000,000
5,000,000
4,000,000
3,000,000
2,000,000

1,000,000

4,217,732

1,806,161

2,411,571

FY23/24

Jul-Nov

Dec-Feb

4,261,991
1,016,730

3,245,261

FY22/23

Down 44,259 Sessions



YEAR-OVER-YEAR GAP IN TO.COM SESSIONS
CLOSING THE GAP

8,000,000 7588.762
7.000.000 6,788,792
6,000,000 3.371,030
¢ 2,526,771
9 5,000,000
(1)}
& 4000000 om0
3.000,000 1:806,161
2.000,000
3.245,261
1.000,000 2 411,571
FY23/24 FY22/23

Jul-Nov Dec-Feb Mar-Jun

Up 800,000 Sessions (est.)



NATIVE ADVERTISING - TABOOLA
TEST & LEARN

Site Sessions :

Cost Per Non-Bounce
Session (CPNBS):

473,718

$3.40

= @CBS|NFL HOME SCORES SCHEDULE PLAYOFF PICTURE

STANDINGS

VIDEO TEAMS

"We're gonna be right where we need to be. We got great people in this locker

room. We got good people."

This Winter: Get to Know Oregon From Those Who Love It

Embark on a winter adventure of a lifetime, led by an expert guide.
SPONSORED BY TRAVEL OREGON | SPONSORED

TabQ0la Feed

PLAY WATCH PODCASTS

Eagles' Brown defends Sirianni, says
players to blame
JEFF KERR = 1MIN READ

Prisco's picks: Bills sink Fins, win
AFC East
PETE PRISCO = 6 MIN READ

Jordan Love closing in on top five
CODY BENJAMIN = 7 MIN READ

LOG IN




WHAT'S NEXT?



SPRING 2024

Budget: $2,300,000
Timing: 3/18/24 - 5/26/24

Target: Overall Active Adventurer
* A25-54, Sustainably Focused
* BIPOC 25-54, Sustainably Focused

Primary Markets: Oregon, Seattle, Spokane, Boise, San Francisco, Los Angeles
Secondary Markets: San Diego, Vancouver B.C., Houston, Dallas, Phoenix
Opportunity Market: Chicago




SPRING 2024 CHANNELS

Reach niche audiences who
are engaged and committed
to the shows, genres, and
playlists they listen to

Drive mass awareness among
key markets, build reach and
scale the TOWTO message

Reach a large, targeted
audience by being across
content they naturally are
interested in

Strategically target our audience .
while driving awareness + video Social
views of the Anthem

SPRING

Drive traffic to TravelOregon.com
by being across content that is
relevant for our audience

Utilize keywords to garner site Native

traffic and build a retargeting pool

Encourage overnight bookings
and increase awareness from key
markets 27



WHERE TO NEXT

SUMMER FALL WINTER
IGNITE FLAME SUSTAIN

Support Portland and drive tourism Deepen consideration around the Keep a pulse during the off season
across the state. areas that Oregon excels in by encouraging lower-lift in-state
- food and wine. travel.
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