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March 2021
Meetings & Conventions Report

NEW MEETINGS & RFPs DISTRIBUTED:

1. Interact - Winter Retreat, December 2-5, 2021, 300 room nights, 200 people

2. California Bus Association - Annual Conference, October 20-25, 2023, 487 room nights, 225
people

3. HPN Global - July 2021 Meeting, July 15-17, 2021, 40 room nights, 20 people

4. American Institutes for Research - Pathways to Success Training, August 2-4, 2021, 40 room
nights, 20 people

5. Summit Lacrosse Ventures, LLC - Lake Tahoe Summit Classic Tournament - Teams Courtesy
Rates & Discounts, June 17-20, 2021,650 room nights, 2,000 people

6. Summit Lacrosse Ventures, LLC - Lake Tahoe Summit Classic Tournament - Event Staff and
Referees, June 17-20, 2021, 60 room nights, 20 people

7. Aria Travel Service - Commonwealth Homicide Program, November 7-13, 2021, 352 room
nights, 50 people

8. ZipRecruiter - President's Chair - SO, March 3-6, 2022, 48 room nights, 54 people

9. Freedom Financial Network- 2022 President's Club, April 6-11, 2021, 440 room nights, 220
people

10. HPN Global - 76501 Corporate HR Planning Meeting, September 20-24,2021, 115 room nights,
35 people

11. Lamont Associates - ASHA July 2021, July 24-28, 2021, 105 room nights, 35 people

12. National Association of Women in Construction - 2021 Board Orientation, July 15-18, 2021,60
room nights, 20 people

13. Nevada National Guard, June 11-12, 2021, 56 room nights, 53 people

14. CANVAS Meetings & Events - Ski Trip, February 3-6, 2022, 92 room nights, 200 people

15. Conference of California Public Utility Counsel - Annual Meeting- April 24-26, 2022, 300 room
nights, 130 people

NEW INQUIRIES:

1. HPN Global - 276215 Top Agent Trip, May 6-9, 2021, 60 room nights, 40 people

2. HPN Global - 76191 Administration Team Offsite, July 11-14, 2021, 24 room nights, 8 people

3. Colorplast Corp - 2021 Wound and Skin National Sales Meeting, November 13-19, 2021, 418
room nights, 105 people

4. Siemens Corporation - 40088- Si West Region Sales Meeting, October 11-13, 2021, 255 room
nights, 125 people

5. State Farm Insurance - Overflow - 2021 NCMA SVP Club Overflow Block, August 9-14, 2021, 450

room nights, 90 people

Swim USA - April 2020 Photo Shoot, April 18-20, 2021, 33 room nights, 10 people

7. Asset Mark, Inc. - Platinum 2021, August 30-September 1, 2021, 255 room nights, 125 people
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NEW PROSPECTS:

1. Inland Marine Underwriters Association - Annual Meeting, May 2023, 1200 room nights, 300
people
2. Juniper Project - Staff Retreat, August 2021, 136 room nights, 40 people

NEW DEFINITES:

1. Palffy Wedding, October 1-2, 2021, $2197.00 room revenue, 15 room nights,
3. 101 Lacrosse, June 18-20, 2021, $2250.00 room revenue, 10 room nights,

4, Summit Lacrosse Ventures, LLC - Lake Tahoe Summit Classic Team Courtesy Rates, $4,567.42
room revenue, 32 room nights

CONFERENCE SALES PROJECTS & CONFERENCE/VIDEO CALLS
e March 12, Staff attended CVENT Group Business Insights from February 2021. Click on
CVENT Group Business Insights for the slide show recap.
e Staff continues to add new planners from MPI to the database.
e Staff continues to reach out and add new HelmsBriscoe Associates
® (2) Newsletters were distributed
o March 15t an eblast went out to 1016 planners in Central and Southeast states with
updates on state openings. This e-blast had a 13% open rate.
o March 26 an eblast sent out to discuss state openings and incentives for fall 2021
and beyond. This was specific to west coast meeting planners.

SITE VISITS & SALES CALLS:

o Staff assisted in setting up site visit for Employers Holdings site visit for March 15, 2021.
This annual Board of Directors Retreat for September 2021, 84 room nights and 20 people.
This program visited the Hyatt Lake Tahoe, Ritz Carlton Lake Tahoe and Plump]Jack Squaw
Valley Inn

TRADE SHOWS & EVENTS:

o Both Bart and Greg attended Connect Cyber - March 2-3, 2021, Connect Cyber, hosting a
total of 34 appointments. To review the Connect Cyber Recap, please click here.

e Sarah Winters and Bart Peterson attended DMA West Summit and attended various
webinars including: DMO Data Clutter - How to Capture the Correct Data, Great Marketing
Comes with Great Responsibility, How to Leverage Locals to Bring Visitors to Your
Destination, and Using Data and Insights to Plan Strategy.

o Staff attended the North Tahoe Webinar for Vail Resorts. NLT staff updated the Vail sales
team on offerings in North Lake Tahoe.

CHICAGO EFFORTS:

e Virtual Yoga was held for top accounts on March 2, 2021. Bart Peterson was a part of the
client event to meet Chicago clients. Great feedback and so many thank you emails from the
attendees!

e North Lake Tahoe continues to be represented on the Chicago Destination Reps social
media sites: Facebook, Instagram and Linked-In and on the website. Ready to launch a new
campaign that will begin April 2021 that will feature North Lake Tahoe!
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March 2021
Tourism Development Report

KEY MEETINGS & PROJECT WORK

e Key Tour Operator Meetings
o Metwith TravelZoo on marketing and sales opportunities.
o Metwith Expedia on upcoming site visits.
o Metwith GetARoom.com - Tahoe is their highest producing west coast market.
o Key Partner Meetings
o Metwith the RSCVA on future joint projects and updates
o Met with the Hyatt to connect on updates
o Finalized creative for the Kind Traveler Program and met with Kind Traveler to
discuss sales efforts
o Attended the RTT Meeting
o Met with Visit CA to work on the Third Thursday Program. We will be participating
in this program on April 15th and presenting key highlights and news from NLT to
70+ VCA staff members, creative agencies and board members.
e [Key Project — Sustainability Pledge
o Taking the lead on the influencer program
o Overseeing VIC activation, newsletter distribution for sales, assisting with
producing the partner tool-kit, sharing with lodging partners, reviewing all content
alongside Liz and Amber.
o Prepping for launch - April 2204,
e Met with Expedia and North Lake Tahoe lodging properties to launch our NLT Spring
Campaign. Met with Augustine to finalize creative
e High Sierra Visitors Council Projects:
o Lead on the VCA podcast opportunity
o Lead on the High Sierra Influencer Program - we did a kickoff call in March and plan
to rollout all influencer content in May/June.
o Working on a responsible travel newsletter — April,
o Working on VCA e-newsletter — April
e Newsletters
o Virtual Ski FAM newsletter went out March 31st with an open rate of 23%

TRADESHOWS & FAMS

e Attended DMA West throughout the month of March. Educational webinars took place each

Thursday.https://vimeo.com/user88005570/download /529132731 /e638dde34a
e Attended the TravPro Adventure/Sports Virtual Summit

e Attended the Visit CA/High Sierra Family Expo:



o Over 1000 attendees
o Over 400 both visits
» Hosted Visit CA Virtual Ski FAM in conjunction with Squaw Valley | Alpine Meadows - click
here to see the FAM.
e Comingup
o Planning for MTS -~ April 14-16%
o Virtually Yours NV Virtual Travel Agent Show - April 26-29t

INTERNATIONAL UPDATES

s Canada/DCI - limited scope of work
o Presented to Collette Tours
o Working on (3} future trainings including Kensington Tours in April
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Blog and Newsletter Content




Overall Objectives & KPIs

Social Media
e Goal
o Increase followers: from Bay Area / SoCal by 5
percent

m Bay Area: -3.93% decrease in Facebook
followers and -3.75% decrease in Instagram
followers.

m SoCal: -9.18% decrease in Facebook followers
and -48.40% decrease in IG followers.

Content

Blog
@]

O

Goal: 1 per month
Completed: 1

Newsletter

¢}
O

Goal: 1
Completed: 1



Social Media




Social Media Approach
Strategy _

North Lake Tahoe has returned to higher posting frequency, with approx. 5 posts per
week (optimized for each platform). Content has focused on responsible
travelfeducation, while also educating our audience on the opening of individual resorts
and the restrictions and changes found there.

General consumer sentiment has improved so select messages around winter travel
and the in-market campaign have been included.

Objectives

Instagram: Maintain a 5-7% engagement rate month over month (this is very high,
compared to industry average of 2-3%)

Facebook: Maintain a 3-4% engagement rate month over month (industry average for
all types of content is 3.91%)

Twitter: Maintain an average engagement between 0.09% and 0.33% (industry

standard)
Increase overall followers

east 0.5% monthly

Channels
e Facebook, Instagram, Twitter, YouTube,
Pinterest

Follower + Engagement Insights:
e Total followers: 234,350

e Total audience increased by 0.3% with
total net audience growth increasing by
139% compared to the previous month.
e Total Impressions: 7,598,702 (+579%)
e Total Engagement: 81,451 (+40%)

Insights:

e Engagements and impressions increased in
March from the previous month. This dramatic
increase can be attributed in large part to the
Texas digital ads.



Top Posts by Engagement

#1 Instagram Post: 43k impressions, 41k reach, 3.2k engagements, 7.5% engagement rate
#1 Facebook Post: 28K impressions, 28k reach, 2.1k engagements, 7.5% engagement rate

#1 Twitter Post: 5.9k impressions, 265 engagements, 4.5% engagement rate

« MNorth Lake Tahoe
~77 Published by Sprout Sociale -«
March 25 a1 10:55 AM - &

Magical evenings spent on the riverside at River
Ranch Lodoe & Restaurant make for some timeless
memories.

Photo from IG: sierrageorge

tahoenorth = Following
Horth Lake Tahoe

tahoonorth Walcoma to the weekend,
What local Tahoo restaurants are you
hitting up after your mountain
adventures? Lot us know In the
comments balow, #Tahoalorth

- @stevenzamith

aw

(&\ Jamic_dimitra Stunning scenery! o
8 T v ke Reoy
lonnia.hines Wish | wos thereto o,

go to one of the restaurants this
woekond.

4w Reply
L £ mannhad Haid'e in enith laks =
doQv R

6 Liked by stevenzsmith and 3,162 othars
f manchc

» North Lake Tahoe -
- f@TahoaNorth

‘While there are many benefits to waking up early,
one of the best is being able to catch those
gorgeous sunrise colors.

Photo from IG: piscoandbier

10:47 AM - Mar 21, 2021 - Sprout Social



Content Messaging

North Lake Tahoe Social Media Efforts
e North Lake Tahoe has returned to higher posting frequency, with

approx. 5 posts per week (optimized for each platform). Content is
focused on responsible travel/education, while also educating our
audience on the opening of individual resorts and the restrictions and
changes found there.

e  General consumer sentiment has improved so select messages
around winter travel and the in-market campaign have been included.

Local Business Support:
e The Takeout Tahoe campaign continues to run across social media,
with posts being boosted and promoted to in-market visitors.
e On top of Takeout Tahoe we have been continuing to share ways
visitors can support local restaurants and retailers.

Winter Resort/Snow Messaging
e Posts and videos shared to educate our audience around the opening
dates for individual resorts with messaging related to safety and
access booking to specific resorts.

Winter Responsible Travel
e Shared visuals and messages that connect to the Winter Know Before
You Go guide. When applicable we have linked to the section of the
website where visitors can download the guide.
e We have also made an effort to educate our audience on any weather
related travel changes.

COVID-19 Restrictions
e In an effort to inform our audience on the changes, our posts aim to

keep North Lake Tahoe's audience up to date on any changes within
the industry.

"'Nnr_th Lake Tah;m:

) =~ BOVID.Trayel Uptite =

o ishosnarth « Fellowing
T hartn Lake Tahos

Located along the
Truckee River next to tha Hlatoric
Fanny Dridge, @lahoebridgetender I
e of Tha mest seanic {and one of
the mast delicious) spots to enjey &
‘meal in Tahos City, Chetk out their
outdoor patio teating snd e for
yourseiti

oQv |
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Instagram Competitor Set

Tahoe North has identified both Tahoe South and Visit Mammoth
as competitors. In March @TahoeNorth had more engagements
than Tahoe South and fewer than Visit Mammoth. All destinations
are continuing to weave in beautiful imagery with safety
messaging with about the same posting frequency throughout the
month of March.

# # i
(G tahoesouth 14 regram #KeepDreaming 11,790 128 11,019 85138 A

tahoesouth #LakeTahoe
Most Popular Media by tahoesouth
View on Instagram

View on Instagram View on Instagram

(©) tahoenorth
tahoenarth

23  #TahoeNorth 30,779 201 30,980 1,347 A

Most Popular Media by taheenerth

(@) visitmammoth Fuisiammoth

e . 23  #StaySafeToStayOpen 54,028 367 54,395 1,648 A
vigitmammoth ;
#WeokdayWarrior

Most Popular Media by visitmammoth

View on Instagram View on Instagram View on Instagram

£ N - |







Content Approach

Overall Strategy:

The Abbi Agency has evolved content strategy by:

e Creating evergreen blog messages to provide e Brand Voice & Tone - Blogs and

consumers with messages that are beneficial newsletters are crafted with an

year-round. identifiable “character,” with the intent

e Reserving time-sensitive information for monthly of conveying the “Tahoe experience”

newsletters with the understanding that the in all levels of the decision-making

newsletter can inspire and motivate travel intent. funnel.
e Granular content per channel for

—

better segmentation to fly/drive market

audiences.

—

" north lake tahoe




Content Approach (cont)

Blogs:

We have shifted from “events-based marketing” and are focusing primarily
on education/responsible travel and evergreen content.

In this way, we create aspirational messages that are useful to consumers
for trip planning, year-round.

With one blog per month, each is designed to improve SEO, increase
brand awareness (especially during shoulder seasons) and provide
educational content.

Most blogs range from 600-800 words (a length that Google deems
valuable).

The Content Guidelines draft is complete and will be evolved in tandem
with the brand book in 2021.

" north lake tahoe

Newsletters:

The newsletter takes a more “news and events”
approach, highlighting current and upcoming
events, driving bookings and encouraging users
in our flight and drive markets to explore North
Lake Tahoe as its offerings change throughout
the seasons.



Blogs & Newsletters

Key Themes:
e Spring Dual Days
e Travel Preparedness
e Safe Parking/Driving Behaviors
e Local Culinary Culture

Campaigns:
e Tahoe Eats Photo Contest, Dual Days

Newsletters Posted: 0
e Culinary Adventures in North Lake Tahoe
o March newsletter will be segmented between Texas Flight
Market, Southern California Flight Market and Drive Market.
As of March 31, client was reviewing newsletter copy.
Anticipated launch date: April 12

Blogs Posted: 1

e Explore the Mouthwatering Worid of North Lake Tahoe Dining
o As of March 31, blog was awaiting client review.
o Blog was posted on April 8
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SEO REPORT

KEYWORDING
SOCIAL MEDIA*
BROKEN LINKS*

TRAFFIC INSIGHTS
NEXT STEPS*

*Note that these sections include items that need to be passed along to development to fix (recapped in Next Steps section). Also note
that 404 errors are not included in this report because any 404 issues coming up appear to be resolving on their own.




KEYWORDING

- It has only been a few months since implementing keyword updates and it typically takes
3+ months for Google to fully register updates so it is too soon to further modify these.

» Recommend holding off on additional keyword modifications until site and page structure
updates (Phase 2) move forward. This is to ensure time spent keywording is efficiently
allocated, and there’s no risk of potentially redoing any work.

MARCH SEO REPORTING | KEYWORDING




DINING PAGE

« The chart below shows performance on the dine page for primary keyword lake tahoe
restaurants. Previously this keyword was not being targeted.

« Since implementing this keyword in January 2021, the page has shown a steady incline in
impressions and rank, breaking through onto the first page of results mid-March.

h Ef!.':!lunz
Ke\l: = W h
Purple Line = Page 3 / ~
Position
a — 30
1202972 2ut 232 s bl airal nvn 3232

Orange Line = Page
Impressions

MARCH SEO REPORTING | KEYWORDING



LODGING PAGE

» The chart below shows performance for the lodging page for primary keyword lake tahoe
lodging.

» Performance falls in line with the assumption Google typically takes 3+ months to register

updates, with page rank and click-through-rate (CTR) beginning to increase steadily
around mid-March.

Key: ‘
Green Line = Page i
Click-Through-Rate

Orange Line = Page i e s 0

Impressions

MARCH SEO REPORTING | KEYWORDING



SOCIAL MEDIA

 The footer redesign and update is functioning well. One key addition to it was the
inclusion of social media icon links. As these links are now more easily accessible on the
site, a high-level review of North Lake Tahoe’s social media accounts was performed.

+ Social media benefits SEO due to its strong ability to drive quality traffic to the site. It is
important to ensure that these pages are optimized to that end. At the same time,
optimizing branding and messaging on these platforms will also help to improve overall
performance and create a positive user experience cross-channel.

- north lake tahoe MARCH SEO REPORTING | SOCIAL MEDIA




SOCIAL LOGO

* The logo on all social media accounts does not show properly and
should be adjusted.

» Since this is typically the first thing users will see on a social media
page, it is important to design a high-quality, fully-readable logo.
Having part of it cut off can be perceived as poor brand messaging.

n

north lake tahoe

MARCH SEO REPORTING | SOCIAL MEDIA



SOCIAL LINKING

* Facebook and YouTube do not link to the correct URL for the site
https://www.gotahoenorth.com. Instead, they link to the non-secure
HTTP version (http://Gotahoenorth.com/).

» While search engines do not count social media links as backlinks,
ensuring that the correct approved address is used wherever the
URL is shown is still recommended.

MARCH SEO REPORTING | SOCIAL MEDIA



FACEBOOK

» The website footer is linking to an incorrect Facebook Page:
https://www.facebook.com/LakeTahoeNorth Please update to:
https://www.facebook.com/TahoeNorth/

« Delete https://www.facebook.com/LakeTahoeNorth as this unused
page could make it confusing for users to find the currently active
Facebook page.

« Add the web address and email address to the company contact
details to https://www.facebook.com/TahoeNorth/. Currently they're
missing.

MARCH SEO REPORTING | SOCIAL MEDIA



TWITTER

* The posting cadence is good as well as overall account set up
was done properly. No recommended adjustments, aside for the
logo fix previously mentioned.

MARCH SEO REPORTING | SOCIAL MEDIA



YOUTUBE

« Recommend removing “2020” from the hero video on the
YouTube page (titled “North Lake Tahoe 2020 Destination
Video”). While the current video works well to introduce the
brand, promoting the video as 2020 makes it appear outdated
and may discourage viewers from engaging with it, potentially
causing them to bounce. This change will also ensure the video
stays evergreen and should help increase views over the long
term.

» At some point, it may be worth reviewing Go Tahoe North's
YouTube SEO to ensure videos are optimized for search on both
Google and YouTube.

MARCH SEO REPORTING | SOCIAL MEDIA



BROKEN LINKS

« After initially eliminating all broken links on the site at the beginning of January, we
noticed 91 new instances of broken links have been generated. New broken links being
generated is very common, and one of the most important reasons we regularly check.

» A majority of these broken links are due to a glitch in the backend editor for some events..

« Augustine fixed all instances of broken links, aside from the following which will require
Smith & Jones’ assistance.

MARCH SEO REPORTING | BROKEN LINKS




BROKEN LINKS

» Page Where Broken Link in Found: www.farwestnordic.org

At the bottom of the page there is a button for Far West Nordic that returns a 404. After inspecting the backend, the
button’s URL is inputted correct but for some reason on the page the URL is automatically changing to
https://www.gotahoenorth.com/lake-tahoe-activities/nordic-skiing/www.farwestnordic.org. This may be an issue with the

backend input field and should be addressed as this could create issues for future pages that use this field.

 Similar issue as above, the website link input field do not seem to be working properly for the following:
-weekend-festivities-diamond-peak/2019-04-14/

 hitps://www.gotahoenorth.com/event/marie-strassburger-guest-artist/2021-03-31/
* https://www.gotahoenorth.com/event/easter-at-gar-woods-grill-pier/

hitps://www.gotahoenorth.com/event/projected-closin

MARCH SEO REPORTING | BROKEN LINKS



BROKEN LINKS

» The following point to a non-existent page and Augustine can’t access the
backend to fix it:
« https://www.gotahoenorth.com/event/lake-tahoe-summerfest-2/all/
* The hyperlinked names “Ekaterina Semanchuk” and "six orchestra concerts”

« https://www.gotahoenorth.com/event/snowfest-2/all/

» The hyperlinked name “https://www.tahoesnowfest.org/event-schedule/”

« https://www.gotahoenorth.com/event/snowfest-2/all/

= The hyperlinked Facebook icon at the very bottom of this page

* https://www.gotahoenorth.com/event/daily-sunset-kayak-tour/

= The website link on this page

« https://www.gotahoenorth.com/chris-test/

« The Touch Lake Tahoe graphic seems to be malfunctioning and generating a broken
link. When the graphic is clicked it directs to this page: hitp://imgstyle=max-

width:100%src=//cdn.thinglink.me/api/image/733446012454043649/1024/10/scaletowidt
h#tl-733446012454043649:1043138249'class=alwaysThinglink/scriptasynccharset=utf-

8src=//cdn.thinglink.me/jse/embed.js/script. This link can be found in the script code for
the graphic.

MARCH SEO REPORTING | BROKEN LINKS



ORGANIC TRAFFIC INSIGHTS

Top Channels

« Users were up 41% from 2020. Across the board metrics saw positive
improvement for engagement, conversion and traffic metrics.

Mar 1, 2021 - Mar 31, 2021

B Organic Search
' “ = Direct
- . - = Referral
« The share of March organic search traffic is now 63%, compared to 41% in \ B
= Social
2020. = email
I Paid Search
Display
Acquisition Behavior Convergione  All Goale ~
Dofault Channol Grouping
Usors & Now Users Sessions Bounce Rate Pages / Sescion Avg. Secelon Duration Goal Conversion Rate Goal Complations Mar1, 2020 - Mar 31, 2020
A afne Reaal Sear! ebael il S BEE = orgaic sereh
= Direct
1. Organic Search B Referral
{Other)
Mar 1, 2021 - Mar 31, 2021 27353 (62.69%) 26,497 (vzoem) 3226716342 69.97% 181 00:01:21 88.35% 28,502 (o546 W Social
= Email
Mar 1, 2020 - Mar 31, 2020 12,392 (40.67%) 118864077 14,874 ez a0 73.00% 1.74 00:01:12 73.40% 10918 sz = Poi:lsenrch
Display

% Change 120.73% 122.93% 116.90% -4.15% 417% 13.40% 20.36% 161.06%

MARCH SEO REPORTING | ORGANIC TRAFFIC INSIGHTS
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NEXT STEPS

 Fix logo on all social accounts to remove cutoff.
» Fix Facebook link on website footer to correct link.

» Delete https://www.facebook.com/LakeTahoeNorth page as it is inactive.

» Add web address and company contact information to Facebook.

« Update website link on Facebook and YouTube to
https://www.gotahoenorth.com.

- Provide Smith & Jones broken links requiring backend access to fix.
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EXECUTIVE SUMMARY

* Traffic is slightly lower than past months.

e There has been an increase to the CPA as a result of traffic decline.

e Email is the best converting and Display had the best impression
amount.

o All the creative is roughly the same performance wise with the KBYG
performing only slightly better.




Overview by Campaign

StartDate End Date
37172021 3/21/2021
Sessions | TOS 115 Conversions
693,484 200
IMPRESSIONS 60,000
3 el
. Traffic is slightly lower than past months. 40400 <cb 3
. TOS conversions are also similar to past months. (=
2,537 . CPCis at $1.16 which is good. 0
CLICKS
] 0
Nov Dec Jan Feb Mar Apr
$1.16
COST PER CLICK Campaign Impressions Clicks Click Through Rate Cast Per Click TOS 115 Cost per TOS115
236
PRIMARY
CONVERSIONS
Mmec gsz. 2,537 0275 $116 $2,544 238 $12.48
$12.48
COSTPERTOS
CONVERSION

FUIION
_— SIVEN s




Overview by Medium

Start Date End Date
3/1/2021 3/31/202L
Cost per Conversion Persona Cost per Conversion Trending
693,484 20 Costper| | SubmitRep _ coRcper
I1APRESSIONS Fersond Tos1is Convertion Prifivan conversion  Submit RFP
Conversion
3 2 8% &
Hotel! 3 2.8% £82.74 $C.00 ésp
= 2.8% 49, 0.00
K2YG s s49.21 § . -
2,537 ss
CLICKS mectravel i 0.7% £247.08 $0.00
Bl -
Outdoor = 3.5% 545.43 $0.00
Apr May Dec Jan Feb Mar
$1.16 Channel Impressions Clicks  Click Through Rate Cost Per Click Cast TOS 115 Cost per TOS 115
COST PER CUICK
Display 575328 g18 o119 $161 sgez 1% £70.24
Email g,321 842 10.21% $0.00 188 $0.00
236 -
PRIMARY Paid Search 7.338 205 2843 $2.08 §625 20 $3128
CONVERSIONS
Paid Social 35516 £28 0.E7% S231 $1,327 22 §41.47
$12.48 Video 7.380 28 0.523: $0.00 1 $0.00
COSTPERTOS
CONVERSION
Grand Total 693,484 2,537 0.37% $146 $2.944 236 $12.48
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Social Ad Performance

tart Date
3/1/2021

93,516

IMPRESSIONS

628

CLICKS

32

PRIMARY
CONVERSIONS

$41.47

COSTPERTOS
CONVERSION

End Date
3/31/202L

90,000+ impressions on social performance is healthy.
LinkedIn is performing better then past months and the clicks have increased.
Meetings Today’s numbers are almost the same as previous months, only decreasing by 5 clicks.

Mcc

Grand Total

clicks. _ Click Through Rate

Cost Per Click

Linkedin 53,423 277 0.52% 54.79 32 51,327 $41.47

MeetingsToday 40,087 351 0.88% 50.00 0 $0.00




Display Performance by Placement

StartDate
3/1/2021

575,328

IMPRESSIONS

616

CLICKS

$71

COST PER
TOS CONVERSION

End Date
3172021

Cost per Conversion Trending

571
$38
° Over 500,000+ impressions.
. A CPC of $1.61 is healthy.
. The projected CPCs are beginning to rise. - i
Dec Jan Feb

2 Mar

Submit RFP

Platform Imprassions Clicks CTR Cost Par Click Cost Cost per Primary P ol T

Pragrammatic Display 575,328 g18 0.13% g181 $891.75 14 $70.54

Total 575,328 616 0.11% S161 $851.75
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Display Performance by Creative

StartDate
3/1/2021

575,328

INIPRESSIONS

616

CLICKS

14

TOS115
CONVERSIONS

$71
COSTPER
T0S CONVERSION

FUZION
== STVENR

EndDate
33172021

Persona

Hotel

KEYG

mectravel

QOutdoor

Impressions

143,750

144,414

143822

575,328

December 2020

Creative CTR Trending

January 2021

0.40%

0.37% 0.36%

February 2021

0.24%

0.18%

Cost Per Click

$1.50

$1.46

0.18%

March 2021

0.22% 0.12%

Cost

§248.21

$243.02

$247.08

5247.44

$591.75

0.10%

1053115

Cost per Primary

S8zZ.74

s48.81

5247.08

54949

S70.853



Trending Performance

TOS 115 & Book Now Conversions Website Sessions
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Paid Search Performance
Keyword Match Type Performance

Broad eee S0 5.57% 24.0%

10.52% 33.3%

oy
il
om

Phrase

Impressicrs Clicks Click Threugh Rate Conversions Conversicrn Rate

Campaign Performance

Impressions Cost Clicks Cost per Click Click Through Rate Conversions
Mcc s52 817964 56 £0.31 5.88% i3
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Paid Search Performance

tart Date End Date

37172021 /312020

Keyword Performance

Imprassians Clicks Cost per Click Click Through Rate Cost Lonversions Cost per Conversion
norsh Iake tahoe things to. S e g T e iis s TSR S e 1
thingsto doinnorth shor.. V55 21 .50 Z78% 84177 - Sz2.41
lzke vahoe venues 25l 2c 026 S.26% 86253 4 £13.8%
Izke tahoe wedding venues 540 =4 3042 2.55% £BZ.E0 z tizes
nortih lake Tahoe activities 28 ] 80,44 7.03% $20.5% 5z8.a7
+iake +Tahoe svenue 4 ¢ C.00% 50.00 $18.39
+iake +*Tahoe sconference . L ¢ C.00% $0.60 8812
+Tahoe +confarence +cen.. z ¢ .00 50.0C 213is
+izke +Tahoe +canvention.. z ¢ 2000 3415
+Tahoe +convention +een.. by SC.0C 518.05




Website Performance

Report Date
3/1/2021.t0 3/32/2021

Mobile Desktop
1,040 560 azs
/4
SESSIONS
35.41%
Top Regions Sessions
California 5,882
00:00:23
SESSION DURATION Nevada 4,385
Texas 4038
Florida 1176
1 4 Washington 842 o e
PAGES PER SESSION
Medilim Sessions
00% Disptay 486
NEW USER SESSION RATE
Search 11s
Social 459
86%
EOUNCE RATE
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RECOMMENDATIONS

OVERALL

- There is a drop in overall traffic which is why we are seeing an increase in CPC and CTR.
SOCIAL

- All the creative is performing roughly the same so no real identifiers for changes.
SEARCH

- We are continually making updates to the keywords to keep the account up to industry standards.
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