n In-Market Tourism Development Committee
Date: Tuesday, January 26, 2021
Time: 1pm
north lake tahoe Location: Virtual Zoom Meeting

Chamber | CVB | Resort Association

NLTRA Mission

To promote tourism and business through efforts that enhance the economic environmental, recreational and cultural climate of
the area.

Committee Members: Chair: Caroline Ross, Squaw Valley Business Association
Stephen Lamb, Plumplack Inn | Kylee Bigelow, Tahoe City Downtown Association
Sarah Otero, Wanda’s Flower Shop | Alyssa Reilly, North Tahoe Business Association | Lindsay Thayer, LT Marketing
Greg Long, Incline Community Business Association| Paul Raymore, Incline Community Business Association
Amy Kyleberg, | Northstar | Doug Burnett, Northstar | Patrick Lacey, Homewood Mountain Resort |
Katie Biggers,, North Lake Tahoe Resort Association
North Lake Tahoe Resort Association Board Member: Jim Phelan
Placer County Representative | Emily Setzer

Chair: Becky Moore, Granite Peak Management | Vice Chair: Christine Horvath, Squaw Alpine
Brit Crezee, Sotheby’s International Realty | Brett Williams, Agate Bay Realty
Carlynne Fajkos, Tahome Marketing | Kressa Olguin, Hyatt Regency | Melissa Burin, The Ritz-Carlton |
Ray Villaman, Tahoe Restaurant Group | Susan Whitman, Northstar |
Tyler Gaffaney, Tahoe Biltmore | Vinton Hawkins, MJD Capital Partners/The Boatworks at Lake Tahoe
Wendy Hummer, EXL Media
Advisory Board Member: Erin Casey, Placer County

AGENDA

Join Zoom Meeting
https://us02web.zoom.us/j/86283536531?pwd=bUMxYOR3blgvb2NZQVFWN1IWVEI5Zz09

Meeting ID: 862 8353 6531
Passcode: 422412

+1 669 900 9128 US (San Jose)

1:00 p.m. 1. Call to Order — Establish Quorum

2. Public Forum-Any person wishing to address the In-Market Tourism Development Committee on items
of interest to the committee not listed on the agenda may do so at this time. It is requested that
comments be limited to three minutes since no action may be taken by the committee on items addressed
under Public Forum.

1:05 p.m. 3. New Member Introductions
1:15 p.m. 4. Agenda Amendments and Approval
1:20 p.m. 5. Approval of In-Market Tourism Development meeting minutes from Nov 17, 2020 Page 1

Page1| 2


https://us02web.zoom.us/j/86283536531?pwd=bUMxY0R3blgvb2NZQVFWN1lWVEl5Zz09

1:25 p.m Other Items:
6. Partnership Funding Second Call for Applications Discussion - Katie Biggers (15 minutes) Page 4

7. Takeout Tahoe & Shop & Win Contest Recap - Abbi Agency (15 minutes) Page 5
8. Takeout Tahoe Campaign Extension Update - Amber (10 minutes) Page 20
9. Discussion on Future Campaigns (15 minutes)

2:15 p.m. 10. Committee Member Reports/Updates from Community Partners (1-2 mins each)

2:20 p.m. 11. Adjournment

This meeting is wheelchair accessible Posted online at www.nltra.org
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north lake tahoe

Chamber | CVB | Resort Association

In-Market Tourism Development
Draft - Meeting Minutes — Tuesday November 17, 2020

The In-Market Tourism Development Meeting was held virtually through Zoom.

Committee member that joined via teleconference:

TCDA: Kylee Bigelow

NTBA: Alyssa Reilly, Lindsay Thayer

Incline Village Community Business Assoc.: Greg Long, Paul Raymore
Squaw Valley Business Association: Caroline Ross, Steve Lamb

West Shore Business Association: Jennifer Capistran

Chamber of Commerce: Katie Biggers

NLTRA Board of Directors member: Jim Phelan

Tourism Development Committee: Becky Moore, Brit Crezee, Taylor Gaffaney, Carlynne Fajkos, Christine Horvath,
Wendy Hummer,

Staff in attendance: Jeff Hentz, Amber Burke, Liz Bowling, Katie Biggers, Anna Atwood

Other in attendance: Cathy Nanadiego, Lindsay Moore, Connie Anderson, Brittany Lima, Stephanie Hoffman

1. Meeting called to order at 1:03pm
2. Public Comment: None

3. New Member Introduction
Amber introduced the new members that now have seats on the BACC Committee and will be joining us for the In-

Market Tourism Development meetings. New members include Jennifer Capistran, Doug Burnett, Patrick Lacey,
Lindsay Thayer and Sahra Otero.

4. Agenda Amendments and Approval GAFFANEY/HUMMER/UNANIMOUS
5. Motion to approve the In-Market Meeting minutes from September 29, 2020 GAFFANEY/LONG/UNANIMOUS

6. Action/Motion Items:

a. Approval of Partnership Funding Program Recommendations
Katie reviewed all the partnership applications that got funded. Applications for funding of events taking place in
2021 were submitted on October 16'. A selection panel reviewed the applications and met with all applicants
before making funding recommendations based on existing criteria. Amber emphasized that we would support all
the other events that did not get funded through our event calendar, newsletters, and blogs.

Comments:
e Carlynne questioned if they report in after their event? Katie stated there is robust reporting they must
complete after the event.
e Caroline questioned if the 2020 event received funding? Katie stated that most of the events gave all the
money back, but some events did keep the money as it was a hybrid event.
e Caroline questioned if this money rolls over to next Fiscal year? Amber shared it does not roll over.



+ Wendy questioned how long we have to allocate the additional $10K funding that was not decided on?
Amber shared it must be allocated before this Fiscai Year; by June 30, 2021.

» Brit questioned how the process works and how the event producers are aware of the grant funding? Katie
reviewed the process and stated it is posted on social media, Liz produces a press release, and it is posted
to our website. 1t also goes out to our robust event distribution list,

» Christine questioned if the NLTRA would open it up for a new process again, (the $10K left) or would it be
applied to existing events? Amber and Katie shared if we feel there is a need to do ancther call for
applications, we can. The situation can be re-assed in February.

Motion to approve the Partnership Funding Recommendations
HORVATH/HUMMER/UNANIMOUS/BIGELOW ABSTAINED

North Tahoe Shop & Win Contest Update

North Lake Tahoe will be creating and promoting a holiday shopping contest to be run via the Goosechase App to
promote and support shopping at local retailers and businesses during the holiday shopping season. This shopping
may include shopping in-person, online or by purchasing gift cards. Timing: November 28, 2020 — January 3, 2021,

Goals:
e Encourage shopping local during the holiday season to both visitors and locals.
» Educate locals, visitors and “new locals” on the importance of shopping locally.
¢ Encompass as many business sectors as possible
« Create an engaging "event’ that lasts for multiple weeks.
« Utilize the Goosechase App that was purchased with NLTRA TD commiittee funds.

Connie shared the outreach and tactice strategy for both partners and consumers. There will be a one-sheet
w/contest overview & FAQs along with a Business Toolkit for partner education. For the consumer there will be in-
shop flyer w/overview, instruction and QR code. There will also be a landing page on GoTahoeNorth.com. The
media buys would include radio and a social media advertisement, probably a few different carousel ads.

Comments:
« lLindsay questioned if it would make sense to include it on the North Tahoe Truckee page? Amber shared
that it is on her radar but suggested talking offline with Lindsay directly about this.
+ What are the prizes? Amber is working on this. They are asking the businesses to donate but everyone is
struggling right now but she allocated $800 aside in the budget for prizes. Becky liked the idea of
purchasing gift cards to support the local businesses at this point.

Takeout Tahoe Campaian Update

NLTRA has created a Takeout Tahoe Campaign and along with a guide to support the local restaurants. The Guide
is downloadable and there is also landing page on GoTahoeNorth.com. The Takeout Tahoe Guide is separated
by region.

A weekly ad campaign is a carousel ad with a focus on select restaurants from each region. Connie shared the
weekly schedule for each region.

Comments;

¢ Christine questioned on the ads, is it clear enough that it is takeout? Amber shared she can try to enlarge
the logo size.

¢ Caroline encouraged everyone to join the Facebook page North Tahoe Eats and for deals and specials. It
was recommended that each business association share this with their members.

« |f we do a poster could we do both Shopping & Dining? Amber said she will look into combining the two
as a backup.

* Amber stated there will be a press release going out on the Takeout Tahoe.

¢ Lindsay recommended handing these out {o front desk staff at lodging properties.

¢ Carcline recommended that everyone re-messaging this guide out to their business members.



10.

11.

12

In-Market Tourism Development Budget Review

Amber reviewed the In-Market budget spreadsheets with the committee members.

Event Update
Katie gave a quick update on 2021 events. The Broken Arrow Sky Race will be brought to the committee in
January. The WinterWonderGrass in Colorado was just canceled but more information on WinterWonder Grass

Tahoe will be decided on in January. Katie is working with Northstar on the Enduro race. Tahoe Film Fest is
scheduled to take place in early December.

Committee Member Reports/Update
No committee member updates.

Adjournment
The meeting adjourned at 2:21pm.



north lake tahoe

Chamber | CVB | Resort Association

MEMORANDUM
Date: January 26, 2021
TO: NLTRA In-Market Tourism Development Committee
FROM: Katie Biggers, Sr. Event Specialist
RE: 20.21 Discussion on Remaining Partnership Funding Grant Funds

Action Requested:
No action is being requested at this time.

Background:

The North Lake Tahoe Resort Association (NLTRA) facilitates a Special Event Partnership Funding program for
annual special events in the North Lake Tahoe region. We received 12 applications in November. We funded 8
of the 12 events, that fit our criteria and that the Partnership Funding panel recommended.

Note: those awarded funds must be used for marketing and public relations purposes only - they cannot be
used on operational costs. Events must generate overnight visitors for at least one (1) Placer County
lodging partner to be considered for funding

The total amount of funding we have available, among all recipients collectively, is $50,000. We approved
$40,000.

Staff is interested in opening the discussion for a second round of funding. With the changing climate of events,
we know that our grant cycle in October/November was early for some producers to apply (hard to determine
what the regulations would be etc. due to COVID-19 restrictions).

This second round would give producers an opportunity to come back to us with more detailed information on
their events, now that they may have a better understanding of what is happening in the region and have had
more time to pivot their operational plans. We also have an excess of Opportunistic Funds we can potentially
pull from in the 20.21 Event Budget

Fiscal Impact:
20.21 Budgeted Amount for Partnership Funding: $50,000
Allocated Funds: $40,000
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NORTH LAKE TAHOE:
HOLIDAY SHOPPING
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OVERVIEW

Strategy Overview

North Lake Tahoe looks to update its Shopping Campaign in 2020 to provide a more
interactive experience for locals and in-market visitors via the Goosechase
application. Additionally, the 2020 campaign seeks to bring back many tactics of the
in-market holiday shopping contests that benefits local businesses. These
businesses may include:

- Retailers
- Non-traditional retailers like Tahoe ArtHaus and dining establishments who sell
gift cards

Goal

The North Lake Tahoe in-market shopping campaign aims to highlight the unique
shopping experiences of local retailers in North Lake Tahoe while encouraging
purchases.

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 2
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THE ABBI AGENCY + NORTH LAKE TAHOE

SINILVERD / CREATIVE

NORTH TAHOE

Shop & Win

While the centerpiece of the campaign was co NTEST

around the digital contest via Goosechase, a Shop Local. Support Local.
variety of collateral pieces were created to
support outreach in-person to education visitors
at local businesses as well as visitor centers.

Partner Toolkit

These elements included:
(n] SAMPLE POSTS

north lake tahoe

- Atoolkit
- A business poster
- Store signage

SAMPLE INSTAGRAM POST 1 SAMPLE TAHOL COPY 1

Grat your mank and get ready na

‘hant! This holrdzy se21an, shopping in North Lake Tahoe has never been better.

(TH TANOE Wie're introducing 3 fun new way for you to explore the region wia the GooseChase
% I i app! Whether a3 an ingardual o 3 Team, we'ne Mvling you to o in on a Tahoe

Y shapping scavenget hunt, Tmbark on mituens, tike on 1ivia, and earn prizes. There

BER  wit b aver 100 challenges 10 choows from. Download the @ gooechase aop and

earch “North Tahoe Shop & Win Contest”,

SAMPLE TANOL COPY 2

You're iited 1o jous s 6n & fegional seavenger hunt] We've partrered with
@poarechare 10 create 3 regional iCivenger hunt ke no other, Download the

~ GoowChase app, search “North Tahoe”, grab your matk. and et ready for 3 wild
ride! Becover fun local missions, evplore Aew parts of the res, and win prues

| while doing 1. Head 1o the 3pp stor to get started on this fun, frea exaerience.

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 3
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THE ABBI AGENCY + NORTH LAKE TAHOE

SINILVER]D / CREATIVE

Son
COMTEsY
— \SUPPORT —
NORTH LAKE TAHOE

BUSINESSES

theabbiagency.com @theabbiagency

=]

Son & e
CONTEST

S$hop Local, Support Loca

North Luke Tohoe Susinestes Nive Tedmed L 1o

with & Holefay Scavengor Hunt.
smmall buzinesses goleheatve. and post o win'

Follow These Easy Steps The Holiday Hunt
To StartPlaying Now! Nov23-Jan3
v ma Tres bamatity Mot 180rts
hem gz CmmantRane b e, 3
v Sewch .
ot i, Nt Taho Prizes
ﬁ"“" W" - o okt i el B s AT e, 0 s

OF 0o Deton 10+ 3 et ink

1, 340 win e grand pre

For detailz, vieit

o TohoeNor th.com/S bopamdim

eFTEO
s"{% Scan the code with your camera o
,‘.(g_:‘.g -«... Sign Up Far The Cantest

uORTH TAHOE
fv IWin

CONTEST

Shop Local. Support Local

(]

north lake tahoe

T ——

AHC! - ~
CIT NORTHSTAR. m \ﬂ?yﬁ‘f!.‘!{.l}_“

©2021 The Abbi Agency
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THE ABBI AGENCY + NORTH LAKE TAHOE

INELN©D / CONTENT

e Blog: “Shop Local & Win!
Support North Lake Tahoe’s
Shopping Scene this Holiday
Season”

o 439 Page Views
o 1:13 avg. time spent on

page ENTER THE NORTH LAKE TAHOE SHOP &
WIN CONTEST

e Featured in Newsletter:
“Holiday Preparations
Underway in North Lake
Tahoe”

o 26.3 % Open Rate
o 09%CTR

theabbiagency.com @theabbiagency ©®2021 The Abbi Agency 5
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THE ABBI AGENCY + NORTH LAKE TAHOE

CONTEST RESULTS
SlLinsek LSENNOD

e  Teams Signed Up: 77
o Active Teams: 39

Local Media Coverage

° Challenge Submissions: 609 . L
e Nov. 2, 2020: Visit California

Support Small Businesses by Gifting California Goods this Holiday Season
o Avg. Time on Landing Page: 2:12 e Nov. 25, 2020: Sierra Sun

e Landing Page: 1,561 pageviews

[e]

North Lake Tahoe launches five-week Shop Local campaign

o]

° Participants were a mix of full-time residents, second
homeowners and both first time and repeat visitors. e Dec. 8 2020: KCRA Sacramento
o Shop Local Holiday Gift Guide
e Dec. 11, 2020: Sierra Sun
Retailers. nonprofits brace for shutdown’s impact on holiday shopping
e Jan. 15, 2021: Moonshine Ink
o Boosting Business in the Pandemic

TOmAD

o]

Note: The campaign began on November 23 with the contest start date of November 28%,
Small Business Saturday. Placer County was put in a Stay at Home Order on December 1141
which lasted through the end of the contest.

theabbiagency.com @theabbiagency s ©2021 The Abbi Agency 6
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THE ABBI AGENCY + NORTH LAKE TAHOE

PAID MEDIA
WVI@zIN @vel

Overall, the shopping contest campaign raised a good deal of
awareness of the contest, and gamered over 1,000 clicks. The
m_ North .'.'i?‘e‘Tame o campaign performed better than platform average across the board.

Spons

Shp el and you oLl Wir the North TaHoe The campaign did encounter one issue related to spend pacing. The

Shop & Win Holiday Contest! Download the free campaign had spent according to schedule up to the days immediately
GooseChase App and earn points. v ; P ¢ . y <
leading to Christmas, at which time it experienced a significant

:'A‘ decrease in spending, indicating the campaign was out-bid by other
~ advertisers capitalizing on holiday messaging. TAA adjusted daily
NORTH TAHOE gl spend and bid caps to increase auction-time wins but the campaign

5 éﬁ,b & Wm was not able to recoup spend pacing. As there was additional budget

CONTEST

Shop Local. Support Local.

that was not spent, we have three recommendations for a make-good
resolution, presented on a later slide.

A - Sk fo+ While ads and posting were updated to reflect COVID-19 restrictions
App to Enter __ the perf and Stay at Home orders that were announced during the campaign,

B 5xuiithudson snl S8 athers we believe that these changes affected the overall participation in the
u 5]

campaign.
oY Like (O comment £> Share

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 7
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AONIOV
SOCIAL MEDIA ADS
e The CPC was lower than the combined
platform average of $1.97.
e Of our clicks, 808 were unique website visits.
e Our CTR was higher than the combined
average of .48% by nearly double.
e Facebook listed the ad as “above average” )
. Hybrid 137,484
quality.
theabbiagency.com @theabbiagency
-

1,318

0.96%

40,095

$1.32

©2021 The Abbi Agency
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ADNIOY
THE ABBI AGENCY + NORTH LAKE TAHOE
e 100x :30 second spots ran.
e 45x:60 live reads were performed by KTKE DJs. i ' B
e Added value of 2 social media posts. : y o hh—! M
e 26k online listeners, and approximately 540k TRUCKE ETA.HJE RADIO.COM
terrestrial listeners for 566k total reach. ;
e Estimated impressions at 82,070,000.
theabbiagency.com @theabbiagency
-

©2021 The Abbi Agency
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THE ABBI AGENCY + NORTH LAKE TAHOE
REFUND CREDIT
The Abbi Agency can refund NLT for the The Abbi Agency can provide NLT with a
unspent portion of the campaign amounting credit for the unspent portion of the campaign
to $1,062. amounting to $1,062 to be spent in future
shopping campaigns.
theabbiagency.com @theabbiagency
-

Q1 CAMPAIGN

The Abbi Agency can run a campaign during
Q1 for the remainder of the budget.
Suggested messaging would include either
shopping or a general takeout message.

©2021 The Abbi Agency 10
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THE ABBI AGENCY + NORTH LAKE TAHOE
o North Lake Tahoe
From Tahoe City [pictured via jaketandon on | ram) the West
nd dties within North ahoe are full of
. you'll find
some Incredible I
(especially amidst
SOCIAL MEDIA ke
Kicking off a shopping scavenger hunt like no other,
WD@EW D : D@@S “ " Individual érnlt;m‘.;vc'i':l- -n'ﬂ-
Lk scavenger hunt. Embark on mi
Ihere will be over 100 challen
@dgoosechase app and search “North Tahoe Shop &
Win Cantest™
The Holiday Shopping Campaign was promoted via e North Lake Tahoe
social media featuring a mix of different post styles R

and imagery, geared towards encouraging our
audience to support their favorite local businesses
and explore the area in a safe and interactive way.

1
o W

North Lake Tahoe launches five-week Shop Local campaign

The Tar Suzine

2.261

Peaple Reached Pagst Fost

W® Youang2 26,003 1496

People flaached Cngagements.

/> Share Q-

9O vouar

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 11
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THE ABBI AGENCY + NORTH LAKE TAHOE

SOCIAL MEDIA
ANALYTICS

Facebook 107,761 318 2,200 405 4
e The table to the right breaks down the
performance of the Holiday Shopping

Campaign on social media by platform.
Instagram 73,090 N/A 4,772 1,169 2
Twitter 1,421 10 20 70 1
Total 182,272 328 6,992 1,644 7l

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 12
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TOP PERFORMING
POSTS

The screenshots to the right indicate the
top performing post on Facebook for the
date range:

e |mpressions: 27,655
e Reactions: 1,113

e Comments: 33

e  Shares: 65

theabbiagency.com (@theabbiagency

@  North Lake Tahoe pos
=== Published by Sprout Social 7.
Page Liked - December 5, 2020 - @

From Tahoe City {pictured via jakelandon on
Instagram) the West shore, the regions, and
cities within North Lake Tahoe are full of
incredible places to explore. Within all of these
regions, you'll find seme incredible locally
owned businesses. During this season
(especially amidst this past year) supperting
our local businesses is more important than
ever. So to help jazz things up a little bit, we're
kicking off a shopping scavenger hunt like ne
other. We're introducing a fun new way for you
to explore the region via the GooseChase app!
Whether as an individual or a team, we're
inviting you to join in on a Tahoe shopping
scavenger hunt. Embark on missions, take on
trivia, and earn prizes. There will be over 100
challenges te cheose from, Download the
@goosechase app and search “North Tahoe
Shop & Win Contest”,

¥ TagPhoto @ Add Location # Edit

OO« 20 Comments|
64 Shares,

i Like (J comment 2 Share -~
Most Relevant =

@ Charlie "Charlene’ Martin
-

w Commeant as Narth Lak 2 M 8 3

©2021 The Abbi Agency

13



TOP PERFORMING
POSTS

The screenshots to the right indicate the
top performing post on Instagram for the
date range:

e Impressions: 45,586
e Reactions: 3,276

o Comments: 14

e Saves: 84

theabbiagency.com @theabbiagency

tahoenorth « Following e

tahoenorth From Tahoe City
(pictured via @jakelandon and
@carlywallace) the West shore, the
regions and cities within North Lake
Tahoe are full of incredible places to
explore. Within all of these regions,
you'll find some incredible locally
owned businesses. During this
season (especially amidst this past
year) supporting our local businesses
is more important than ever. So to
help jazz things up a little bit, we're
kicking off a shopping scavenger
hunt like no other. We're introducing
a fun new way for you to explere the
region via the GooseChase app!
Whether as an individual or a team,
we're inviting you to join inon a
Tahoe shopping scavenger hunt.

oQvy N

@ Liked by stevenzsmith and
3,275 others

DECEMBER 5, 2020

Add a comment...

©2021 The Abbi Agency
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THANK Y

theabbiagency.com @theabbiagency ©2021 The Abbi Agency
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NORTH LAKE TAHOE:
TAKEOUT TAHOE




THE ABBI
ADNIOV

theabbiagency.com

@theabbiagency

OVERVIEW

Strategy Overview

The Takeout Tahoe initiative is in an effort to support regional dining partners during

these uncertain times while capacity is limited due to regulations on indoor dining
and physical distancing.

Goals
e Encourage takeout options to both visitors and locals
e Highlight each dining “region” in North Lake Tahoe
e Provide information to make takeout an easy option

e Create a collateral piece for lodging properties and STR’s to distribute and/or
put in rooms encouraging takeout

©2021 The Abbi Agency
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CONTENT
JNELNOD

The Takeout Tahoe Guide was created to showcase
each region throughout the region and provide a
collateral piece for local businesses and lodging
properties to provide to visitors encouraging support
of local restaurants. All content included notes about
responsible travel including throwing away trash.

The guide was also shared on the following content

platforms:

- Landing Page
- Blog
- Newsletter

theabbiagency.com @theabbiagency

N
N

THE ABBI AGENCY + NORTH LAKE TAHOE

MLT In-Market Takeoul Tahoe Recaj

©2021 The Abbi Agency
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THE ABBI AGENCY + NORTH LAKE TAHOE

Content Results

AINIOV
=S
°
2
theabbiagency.com
N

Landing Page: “Takeout Tahoe:”
o 3633 Page Views | 2:09 avg. time spent
on page

Blog: “Takeout Tahoe: Exploring Inspiring
Spots to Dine On-the-Go in North Lake
Tahoe”
o 636 Page Views | 2:25 avg. time spent
on page

Newsletter: “Explore Tahoe Flavors—Then

Get Ready for Winter”
o 23.4% Open Rate | 0.9 % CTR

@theabbiagency

(n] north lake tahoe

v

LODGING | THINGSTODC | EVENTS

TAKEOUTE‘\HOEI EXPLORING INSPIRING SPOTS TO
DINE ON-THE-GO IN NORTH LAKE TAHOE

- - Theste ates o 18451 Tws wery IMPOTANt things that every Tohoe Jdveniturer should tolee the Time 1o expiore.
dUing thet VILit 10 11 reqion. The firat. Aaturaly. i our vast and exceationalty beautiful ouass

w at a0 Narmbing mauntan fanges hav made
1his place the ey of much of the work
The A nurpnze yu=in 3 deeg 3 way Wete of fernng 1o out io2al
hatia, the a0 dinevg that has made Tahae 3uch o
trantured gem ¢ 1008es vt know.
ng up g world, these's o

bertier time than now i nee, 1ouch and taste the erctement of Nofth Lake Taboe To belp you gt started,
e T 1gethes & QU Guide on iy Dot of InfateT! SHALGROUS the fagion, whers F0U £3R SDF
dinoas with & ww e srrabise elze in the world

= NOTE = The Perfect Paring Delare you raad thit bio. we racommend downioading a copy of our
Takecut T, it vou'll find North Luice Tahos's vanous towns and
resorts, plum a inting of the 150s restaurants fferag forgo 6atons. 1r1 be helpful 4% you plan yout
Tah “ 7o et Broak 15 110 your Tahow harme awry

trom heme

EXPLORE THE SIGHTS, SOUNDS AND
TASTES OF NORTH LAKE TAHOE—ON
THE GO}

Feast your eyes and fill your tummy with our guide to curbside
service offerings from 150+ North Lake Tehoe restaurants. Plus,
get a preview of what to expect in North Lake Tehoe this winter,

and learn about a new flight path to the Reno-Tahoe region.

©2021 The Abbi Agency
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THE ABBI AGENCY + NORTH LAKE TAHOE

MEDIA PLACEMENTS
SINSINEDValdRVIEEIA

NLTRA launches ‘Takeout Tahoe' to support local restaurants

e Nov. 9, 2020: Tahoe Daily Tribune; Sierra Sun
o NLTRA launches Takeout Tahoe to support local restaurants
e Nov. 25 2020: LA Times
o https://www. latimes.com/travel/story/2020-11-25/covid-19-tips-skiing-snowboarding-

winter
December Edition: Edible Reno-Tahoe

o  Takeout Tahoe
Dec. 18, 2020: Sierra Sun

o Businesses Adjust to New Restrictions
Jan. 15, 2021: Moonshine Ink

o Boosting Business in the Pandemic

Firmad fat s S Vil Croek Cafe bn Irlives Village.
Provded

o
INCLINE VILLAGE. New, = As femperiaiures Jrom sl r\(\jl‘rliﬂ’rll o gt her indoors, ofticbals searm that CONVID- I gumes sill continue 1o
inerine:
With maove oteritls restrctions in e near months, restmrmts may e to slapt similaeiy to how thee did in the sprimg ol this vear,
In the beyinmitnd of the pandemtic in Vanch, when mestiurnts closed and shehes ot Sroceory stons were Bmited. peonie bewsin mesorung to thie
shotx
theabbiagency.com @theabbiagency ©2021 The Abbi Agency
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THE ABBI AGENCY + NORTH LAKE TAHOE

s o c IAL M E D IA The Takeout Tahoe campaign was launched across
WD@EM\\H TWD@@@ all of our social media platforms in October and ran

through the season. While the campaign is
technically over we are still continuing to educate our
audience on the ways in which they can support local
restaurants by ordering takeout during this time.
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tahoanorth Narth Lake Tahoe i3 not
just one of the most beautitul and
sought after year-round destinations
in the worid—it"s 3ise one of the
mast exciting ploces to induige your
inner [6ote. WiIth 10ca! Spats like
Guncorkediahor afferng thair memu
10+90, you Can take world clans
dining on any advontura while
supparting local Businesses,

If the reward of 5 selicsous maal
watn't enough, here's even more
molivation to #TakeoutTahoe! For the
manths of November and December
we'll e giving away $150 i Nerin
Lake Tahoa restaurant gift
certificates to one ucky winnar,

1. Enfoy takeout from a North Lake
Qv N

| & Liked by dylanders anc 340 others
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THE ABBI AGENCY +
NORTH LAKE TAHOE

TOP PERFORMING POSTS

North Lake Tahos
== Publishia by Sprout Socisl @ Novembor 16, 2020 - O

it a dolicious meal lsn't tantalizing enough for you, hora's oven moro motlvation to
aTakeoulTahoo! For the manths of November and Decembar we'll be giving away $150 in
North Lake Tahoe restaurant gift certificates 1o one lucky winner.

Bt ly/Takeout-Tahoe

~ rli'loiﬁmlmng|t=.' Steakhouse

FACEBOOK

@  North Lake Tahoe e
~— === @TahoeNorth

Tahoe City is home to some incredible dining
opportunities. On top of that, we're giving $150 in North
Lake Tahoe restaurant gift certificates to one lucky
winner. Head to the link below to learn more:
gotahoenorth.com/takeouttahoe/

iake"s on the Lake E
e

Courmet Laty

Wolfdale's

1:06 PM - Nov 10, 2020 - Twitter Web App

TWITTER
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THE ABBI AGENCY + NORTH LAKE TAHOE

SOCIAL MEDIA
ANALYTICS

e Across Facebook, Instagram, and Twitter, the
Takeout Tahoe campaign amassed a grand
total of 346,954 impressions. While Facebook
ended up reaching nearly twice as many

Facebook 226,590 1,018 428 16
people as Instagram, Instagram ended up far
surpassing Facebook’s engagement.
e The top performing posts varied by platform,
with more visual images of food performing
. Instagram 105,607 N/A 2,829 7
well on Instagram. Whereas our graphics
performed better on Facebook and Twitter.
Twitter 14,757 51 64 <]
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THE ABBI AGENCY + NORTH LAKE TAHOE

PAI D M EDIA Overview: Ads ran for the duration of Q3, and were

targeted to those within the North Lake Tahoe and

WU @EW @DW@ surrounding drive-market. Overall, the ads performed
well and raised considerable awareness about the
culinary offerings in the region.

e Schedule:

o  West Shore: October 27 - November 2

e Tahoe City: November 3 - November 9

o Carnelian Bay, Tahoe Vista & Kings
Beach: November 10 — November 16

o Incline Village & Crystal Bay:
November 17 — November 23

o GENERAL TAKEOUT MESSAGING:
November 24 — November 30
Northstar: December 1 — December 7

o Olympic Valley & Alpine Meadows:
December 8 — December 14

theabbiagency.com @theabbiagency ©2021 The Abbi Agency )
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West Shore 54,824 533 0.97% 114,141 $1.40
Tahoe City 70,871 586 0.83% 17,192 $1.28
e 51,239 534 1.04% 13,999 $1.40
WIIag;Pg$sial Bay 49,780 493 0.99% 14,431 $1.52
Northstar 46,241 493 0.78% 12,852 $2.07
Olympic Valley 42,466 296 0.70% 15,543 $2.53
TOTALS 315,421 2,804 0.89% 71,854 $1.60
theabbiagency.com @theabbiagency ©2021 The Abbi Agency 10
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THE ABEI AGENCY + NORTH LAKE TAHOE

INSIGHTS o Please note that average KPI for the following slides is
based on data for Instagram, Facebook and the

@&Eﬁ]@ﬂ@[ﬂﬂ audience network combined, as that is how the ads
served.

o The overall CPC was lower than the combined
platform average of $1.97. CPC did increase over the
duration of the campaign -- a natural occurrence as we
near the holidays and there is more competition at
bidding time.

o Of ourclicks, 1,645 were unigue website visits.

o Our CTR of .89% was higher than the combined
average of .48% with Kings Beach/ Tahoe Vista
coming in highest at 1.04%.

o Overall ad quality was deemed “above average” by
Facebook’s algorithms.

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 1
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AD #1

West Shore

e The CPC was significantly lower
than the combined platform average
of $1.97 at $1.40.

e Our CTR was higher than the
combined average of .48% at .97%.

theabbiagency.com @theabbiagency

=  North Lake Tahoe

- Sponsored - @

ses

The West Shore is home to several incredible eateries offering a wide
variety of takeout options. Grab it to-go and enjoy!

Sunnysid
_ Restaura

Support North Lake Take tacos to-go and

Tahoe Restaurants Learn More explore the shore.
QO 37 4 Comments 1 Share
g5 Like (J Comment #> Share

©2021 The Abbi Agency
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Tahoe City
e The CPC was significantly lower
than the combined platform average
of $1.97 at $1.28.
e Our CTR was higher than the
combined average of .48% at .83%. Support North Lake
e Ad shown is an example of a Story Tahoe Restaurants
Ad placement -- please not it also ———— '
ran in feeds and articles. ~
theabbiagency.com @theabbiagency ©2021 The Abbi Agency 13
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AD #3

Carnelian Bay, Kings Beach and Tahoe
Vista

e The CPC was significantly lower
than the combined platform average
of $1.97 at $1.40.

e Our CTR was higher than the
combined average of .48% at 1.04%
-- which is also the highest CTR of
the campaign.

theabbiagency.com @theabbiagency

W
W

@) North Lake Tahoe sse
Tt Sponsoreg - &

From the buzz of Kings Beach, to the shores of
Carnelian Bay, to the trails in Tahoe Vista, take
your food to-go and explore!

GarW

Support North Iconic F
Lake Tahoe... LEREH MORE by the L

© © cCristiane Sens .. 3 Comments 2 Shares

Eb Like D Comment 4> Share

©2021 The Abbi Agency
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Incline Village and Crystal Bay
e The CPC was lower than the
combined platform average of $1.97
at $1.52.
e Our CTR was higher than the
combined average of .48% at .99%.
theabbiagency.com @theabbiagency

< Explore

tahoenorth
Spensored

Alibi Ale Works

=
-

Learn More >

Qv . W

tahoenerth Cheers to Supporting Local Favorites.
Whether you're hitting the slopas in Incline Villa... more

©2021 The Abbi Agency
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AD #5

Northstar

e The CPC was higher than the
combined platform average of $1.97
at $2.07, not an uncommon
occurrence as there is competition
for placements during the holidays.

e Our CTR was higher than the
combined average of .48% at .78%.

theabbiagency.com @theabbiagency

North Lake Tahoe eoe
~ Sponsored -\

|5

Northstar offers a wide range of to-go options,
for whatever you crave. Ski and savor at this
mountain getaway.

Support North Mounta
Lake Tahoe... i il and Top

© Rei Merz and 13 others 1 Comment

L'b Like () comment £> Share

©2021 The Abbi Agency
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AD #6

Olympic Valley

e The CPC was higher than the combined
platform average of $1.97 at $2.53, again, not
an uncommon occurrence as there is high

competition for placements during the holidays.

e  Our CTR was still higher than the combined
average of .48% at .70%.

e The ad shown is an in-app ad, though the ad
was also placed in feeds and stories.

theabbiagency.com @theabbiagency

ot Lake Tanoe
Go 1or the gold by taking 3
SoliSicUt MOdl 2250 in Stympic.

Olympic Valley

& Alpine Meadows

©2021 The Abbi Agency
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THE ABBI AGENCY + NORTH LAKE TAHOE

FUTURE
RECOMMENDATIONS

e Photo Content:

o  When it comes to content on social media, we've
found that high quality food photos tend to
perform the best (especially on platforms like
Instagram and even Pinterest). While not all
restaurants within the region tend to have these,
it would be valuable to consider executing a high
quality food photoshoot. This would not only give
us valuable marketing assets for the campaign,
but would give us evergreen content. It would
also give the individual properties assets to
promote themselves.

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 18
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THE ABBI AGENCY + NORTH LAKE TAHOE

FUTURE
RECOMMENDATIONS

Audience Buildin

To harness an engaged audience while building awareness of restaurants, we recommend building a landing page where users can submit their information
to sign up for our newsletter to be entered-to-win a weekly restaurant gift card. This link would be accompanied with the high quality images taken. Each post
would promote both the restaurant at hand as well as the contest.

The landing page can be hosted on GoTahoeNorth.com and pixeled, so paid media would have the opportunity to retarget these people with relevant ads

about local food as well as relevant blog articles. Blogs could mirror the “Tahoe Treasures” approach where adventures are paired with local
businesses/restaurants.

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 19
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NLT MARKETING CO-OP
RESPONSIBLE TRAVEL VIDEO SERIES

Indulge Safely Video

Staff is working with the Abbi Agency team on the creation of a responsible travel video focused on restaurants with a heavy emphasis on the Takeout
Tahoe campaign. The video is part of a 5-part video series which has been funded by a CARES act grant through our partners at the Incline Village Crystal

Bay Visitors Bureau.

The video will highlight a variety of restuarants in the region and will include Takeout Tahoe, inspiration for enjoying your takeout in a beautiful North Lake

Tahoe setting, and will empahsize throwing away trash properly.

The video is set to be released the week of January 25%.
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THE ABBI AGENCY + NORTH LAKE TAHOE

NLT MARKETING CO-OP
SOCIAL MEDIA CONTEST

Takeout Tahoe Social Media Contest

Staff is working with the Abbi Agency team on a social media contest to run through our consumer channels utilizing our new CrowdRiff platform. The
contest will run through the North Lake Tahoe Marketing Cooperative budget.

The photo contest will span a number of NLT owned channels. The contest will live on the Takeout Tahoe landing page on GoTahoeNorth.com and will
utilize a function in CrowdRiff for collecting photos. It will require participants to enter a photo of them enjoying NLT takeout to enter. The CrowdRiff system
will acquire rights for NLT to use the photo in the future. This contest will be paired with a weekly or monthly gift card giveaway and would support the
collection of UGC that could be used in resharing. In addition, there will be a UGC photo gallery that will live on the Takeout Tahoe landing page
showcasing submitted photos.

NLT will use a boosting budget to promote the contest.

theabbiagency.com @theabbiagency ©2021 The Abbi Agency 21
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THANK YOU!
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