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CREATIVE STRATEGY



CREATIVE STRATEGY
• Position North Lake Tahoe as the ideal location to visit during the spring. 

• Increase midweek travel and/or extended overnight stays. 

• Increase awareness of experiences and activities throughout destination. 

• Continue to use Twice the Fun campaign messaging – exploring dual day activity combinations 
during the spring season. 

• Highlight differentiating factors of the destination, supporting North Lake Tahoe’s positioning 
as ideal location. 

• Redesign/reanimate creative collateral to reflect the topo map art direction. 

• Optimize creative based on paid media performance analytics and SMARI insights.



Welcome to a destination where dual days thrive, elevating every spring day into an 
extraordinary experience. From mountainside to lakeside, adventure to relaxation, our 

perfectly paired adventures are double the fun. Hit the slopes for some spring season skiing 
then unwind on the lake with a picturesque paddle. Hike the trails then stroll the towns. 

Savor some me time then gather around a fire pit and share s’mores with family and sips with 
friends. Elevate your senses and refresh with adventures that are twice the fun. 

North Lake Tahoe. It’s Human Nature.

SPRING POSITIONING 
TWICE AS FUN



CREATIVE EXECUTIONS



D I G I T A L  A D S



D I G I T A L  A D S



D I G I T A L  A D S



S O C I A L  M E D I A  •  S I N G L E  I M A G E



S O C I A L  M E D I A  •  C A R O U S E L



I N S T A G R A M  S T O R I E S



Y O U  T U B E  -  3 0  S E C O N D  V I D E O



 MEDIA STRATEGY



SPRING CAMPAIGN: BAY AREA ONLY 

100% BAY AREA 
3x Target Personas 

• Native  
• Programmatic Display  
• YouTube Sequential Video  
• High Impact Media  
• Facebook 

- Retargeting  
- Carousel  
- Insta Video 
- Instagram Stories 

• Twitter  
• Reddit  
• TripAdvisor  
• Expedia  
• Weekend Sherpa 
• Email  
• Search  
• Retargeting Display Ads  

TOTAL SPEND: $83,604 



SPRING CAMPAIGN: BAY / SOCAL 
40% BAY AREA 
1-2x Target Persona’s 

• Native 
• Programmatic Display 
• WeekendSherpa 
• Facebook  
• Reddit  
• TripAdvisor  
• Expedia 
• Search Marketing

TOTAL SPEND: $33,441 

60% SoCal 
1-2x Target Persona’s 

• Native 
• Programmatic 

Display 
• YouTube Video 
• High Impact Media  
• Facebook  
• Twitter / Reddit  

• TripAdvisor  
• Expedia 
• Email 
• Search Marketing 
• WeekendSherpa 

TOTAL SPEND: $50,162 



SPRING CAMPAIGN: SOCAL ONLY 
100% SoCal 
3x Target Personas 

• Native 
• Programmatic Display 
• YouTube Sequential Video 
• High Impact Media 
• Facebook 

- Retargeting 
- Carousel 
- Insta Video 
- Instagram Stories

• Twitter 
• Reddit 
• TripAdvisor 
• Expedia  
• Weekend Sherpa  
• Email  
• Search 
• Retargeting Display Ads  

TOTAL SPEND: $83,604 



THANK YOU!


