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CAMPAIGN STRATEGIES

Tier 1.

 Increase length of stay

* Increase mid-week visitation

Tier 2:

« Support of and encourage participation in sustainability efforts

* Increase in-market spending and support of local businesses

* Engage with locals and visitors, promoting positive sentiment and community
support

« Attract and motivate audiences by evoking emotion and creating a deeper
connection through positioning, visuals and copy

* Increase awareness of seasonal activities, events and experiences

« Continue to grow destination awareness, brand loyalty and conversation



STRATEGIES

Continue flexibility in plan

 Prioritize media channels that can be easily adjusted vs traditional media

Visitation data used to guide decisions (Datafy, Flight Research, etc)
« Target markets
* Media channels
» Audience segments, persona’s, etc.

* High value visitors

Maintain sustainability messaging

Continue the fall Secret Season campaign messaging




TARGET MARKETS

Research & Recommendations




PAST MARKETSBY YEAR & SEASON

2020-21
Fall
» Bay Area
* LA
Spring
* Houston
+ Dallas
Winter
« SoCal (Winter
only)
Summer

« Sacramento & LA

« Stockton/Modesto

2021-22
Fall

e LA

« San Diego
Spring

e LA

« Dallas
Winter

e LA
Summer

e LA

Seattle
Portland

Houston
Monterey-Salinas

& Fresno

2022-23

Fall

e LA e Portland

« Seattle ¢ Phoenix
Spring

« LA  Phoenix

« Dallas ¢ Austin
Winter

e LA
Summer

e LA



DATAFY DASHBOARD: FALL - ALL MARKETS

2020

Top Markets

* San Francisco

* Los Angeles
-

Fresno-Visalia
)

Chico-Redding
e

Monterey-Salinas
®

Salt Lake City
°

San Diego
o

Phoenix -Prescott
L ]

Sacramnto-Stkton-Modesto 33.94%
ey

28.81%

5.8%

2.32%

1.86%

1.62%

1.61%

1.43%

1.23%

* Markets targeted during specified year.

2021

Top Markets

San Francisco:
L ]

Y Los Angeles
-

Fresno-Visalia
-

salt Lake City
-

Chico-Redding
e

Phoenix -Prescott
™

Denver
®

Chicago
L

Sacramnto-Stkton-Mode... 33.31%
D

18.7%

4.7%

2.51%

2.01%

1.99%

1.65%

1.5%

1.34%

* Fall markets were pulled 9/1-11/15 each respective year.

2022

| Top Markets

Sacramnto-Stkton-Modes... 35.48%

San Francisco
[ —)

*Lus Angeles
-

Fresno-Visalia
-

Salt Lake City
-

Chico-Redding
-

*Phuenix -Prescott
e

Denver
L

Chicago
[

14.32%

4.52%

2.56%

2.22%

2.21%

2.12%

1.7%

1.63%




DATAFY DASHBOARD: FALL — OUT OF STATE

2020
Top Markets

Salt Lake City
-

Phoenix -Prescott
-

Chicago
-

Denver
-

Dallas-Ft. Worth
-

Seattle-Tacoma
-

Boise

-

Portland- OR
-

New York
[

7.25%

6.01%

46%

£1%

3.91%

3.59%

3.43%

3.08%

2.48%

2021
Top Markets

Salt Lake City
-

Phoenix -Prescott
[l

Denver
-

Chicago
L

Boise
-

New York
o

Dallas-Ft. Worth
™

Y Portland- OR
L]

* Seattle-Tacoma

* Markets targeted during specified year.

5.35%

5.05%

4.59%

4.09%

3.21%

3.13%

3.01%

2.64%

2.6%

2022
Top Markets :

* Phoenix -Prescott 6.3%
—
Salt Lake City 5.76%
==
Denver 5.04%
=
Chicago 4.86%
=
New York 4.18%
=

Y Seattle-Tacoma 3.94%
o
Dallas-Ft. Worth 3.88%
o
Boise 3.02%
=

Y Portland- OR 2.65%
o

* Fall markets were pulled 9/1-11/15 each respective year.




AUDIENCE DEEP DIVE




AUDIENCE DEEP DIVES - SUMMARY

» Across the markets, Fall stays averaged longer, with 5-day
trips dropping to 2—4-day trips in the Spring. Day trips

percentages didn’t vary much between seasons.

» Houston (Fall) pulled the highest ratio of $100k+ HHI at
61%. All other markets saw an average of 45%-49% of

visitors with a $100k+ HHI level.

» Houston and Seattle pulled the most diverse visitors, Seattle
pulling a heavier Asian demographic and Houston pulling a

heavier Hispanic.

* Boise is not a valuable market to pursue at this time.




DIVERSITY BREAKDOWN BY MARKET —2022-23 VISITORS

. Top diverse visitation markets:
Phoenix

 Houston

* Seattle
Seattle

» Chicago

Portland
Hispanic visitors were consistently

the second largest demographic
group, followed by Asian
demographic groups.

Dallas

Houston

Houston and Chicago markets held
Chicago the highest African American visitor

demographics.
0 10 20 30 40 50 60 70 80 90 100

B White M Hispanic © Asian M African American M Other



PHOENIX MARKET — AUDIENCE DEEP DIVE

: . : Top Demographics - Fall
* From Phoenix, the three audiences seem fairly balanced for P srap

Fall, but Boomer and Family visitation spikes during Spring. ,.s-az.:ﬁfe 1_::::rh°ld
« 35% of Phoenix Fall visitors spent 6+ days in NLT. 2?‘1{}55\ 35:2::,
* In Spring, 42% of visitors stayed for a day-trip. 32% stayed for

5+ days.
« Data trends show that audiences have been evening out L AN

across Fall visitation. Phoenix Fall visitors weighted more

Top Demographics - Spring
- ~

towards Boomer audiences from 2020-21. A Household
ge ouseno

45-64:38.9% 3-5:50.5%

65+: 26%
25-44: 25.6% 1-2:47.8%
16-24: 9.4% M 6+: 1.7%|

()
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SEATTLE MARKET — AUDIENCE DEEP DIVE

Top Demographics - Fall
p

e
Age Household

audience than Boomer. More than 50% of Fall visitors have a 5 355 e
HHI of $100k+ and 79% have a HHI of $75k+. NLT sees Qﬁlﬁiﬁ:\\ 3542-9%\

higher wealth visitors visit in the Fall than in the Spring.

* In 2022-23, Seattle pulled a heavy Millennial and Family

« Fall sees much higher 5-6+ day trips than Spring. Spring data
shows fewer 5-day trips in favor of 2—4-day trips.

» Spring saw 40% increase in groups of 6+ travelers.

Top Demographics - Spring
s I

Age Household

25-44:39.5% 1-2:38.6%

45-64: 31.4%
65+: 20.4% 3-5:323%
16-24: 8.7% G+ 29.1%\

()
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PORTLAND MARKET — AUDIENCE DEEP DIVE

Fall's primary audience is 65+ couples. However, the Spring Top Demographics - Fall
'

season pullsvery heavy Millennial and Family audiences. Age 1 ( Household
* Fall sees the longest stays for the Portland market, st o
with Spring dropping 5-6+ day trips in favor of 2-4-day trips 15.2;:924%5\ ox: 6l
(similar to Seattle, visit length fluctuation between seasons.)
» Both seasons say 45% of visitors staying for day trips only.

« Overall, tallying length of stay by percentage, Seattle is pulling

audiences who stay longer at NLT than Portland. IOP Demographics - Sp”ng\

Age Household

25-44: 37.3% 1-2:62.9%

45-64: 30.1% 3-5:25.9%
65+: 21.5% o
16-24: 11%My oriil %

()
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CHICAGO MARKET - AUDIENCE DEEP DIVE

* All three audiences balance for Fall, with Boomer leading slightly yop pemographics - Fall

for Fall and by a large margin in Spring. If advertising in the
Chicago market, Boomer and Families will be priority audiences.

» The largest HHI group is $100k+ followed immediately by the $0-
$50k income group. Chicago is either pulling audiences with
plenty of funds to spend or visitors with low vacation budgets,
likely looking for wallet-friendly options.

« Trip lengths are longer in the Fall, shorter in the Spring.

()
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Age

.

65+:32.8%
45-64: 28.3%
25-44:28.1%
16-24: 10.7%\

'\

/

Household

1-2: 47.2%

3-5:47.1%

6+ 5.7%[f

Top Demographics - Spring
' ™

Age

65+:36.3%

45-64: 28.4%
25-44: 26.5%
16-24:8.7%

Household

)

1-2:58.8%

3-5:39.6%

6+: 1.6%




BOISE MARKET — AUDIENCE DEEP DIVE

: . : : : Top Demographics - Fall
« Boomer and Family visitation spikes during Fall, evening out P £rap

N7
more during Spring with Millennial and Family leading e ;ge rousehold
e 3-5: 48.2%)
visitation. Group size is 50/50 for families and solo/couples 65“22-5%\ 1:2:47.4%
o . - . 25-44; 19.5%\ )
however solo/couple visitors spike during Spring. 16-24: 12.8% o
« Boise's Spring audience is primarily in the $0-$50k HHI
income group. Recommend focusing on higher income
markets during Spring. L JAN

» Boise ranked shorter lengths of stay than other markets.
Top Demographics - Spring
4 ™

Recommend passing on Boise until we see a shift in data.
Age Household

25-44:36.5% 1-2: 56.5%

45-64: 30.6%
3-5:29.7%

65+: 24.7%
16-24:8.1% 6+:13.8%

()
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DALLAS MARKET — AUDIENCE DEEP DIVE

Dallas pulls high HHI groups in the Fall with and decent
representation off all three audience groups.

Family or group trips spike during Spring. Fall primarily sees
group sizes of 1-2.

Again, Spring sees a shift from daytrips into 2-4-day trips.

Overall, this market looks to be a strong investment to reach
all three audiences, both small and large groups, and visitors
with high HHI and likely high vacation budgets.

()
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Top Demographics - Fall
p

.
Age

45-64: 41.5%

25-44: 25.4%
65+ 23.3%
16-24: 9.9% )

Household

1-2: 61%

3-5:28.3%
6+:10.7%

Top Demographics - Spring
s N

Age

45-64: 36.6%

25-44:31.3%
65+; 18.7%\
16-24: 13.6%

Household

3-5:50.5%

1-2: 43.2%
6+:6.3%




PAID MEDIA TACTICS




CONSUMER MEDIA FLOWCHART

MEDIA FLOWCHART E

« Display -
* Native —
Programmatic Dapley PT
 Rich Media Programemanc Depkay KT
Wafrie | prograrymastie |
 Paid Search — National Nt [ec) | il
B Bl g E 2§
« Google Max wu:mmmmﬁﬁewul 1
—p—
 Paid Social
e OTT/CTV

 YouTube Shorts/IG Reels

* YouTube Search




CONSUMER MEDIA FLOWCHART

MEDIA FLOWCHART

» Podcasting

* TripAdvisor

« Expedia

 Paid Emails | Expedia/Travelzoo/Sojern
OTA's Total

 Weekend Sherpa Email

) ) _ [ o “ WeeloendShetpa(LA] -
+ High Value Display and Social LA Outdoor

BEEEEREEN

« Sunset FONG (righ valve / Nationa) |1 | |

« Sustainability focused in-market
social

‘ A tocal Radio _
mm ((WS N‘l Travel Taste & Toot)

Sustainability/Pledge/TART/etc. Total

Adserving { i Pl




CREATIVE DIRECTION




FALL CAMPAIGN CREATIVE - DISPLAY ADS

SOAK IN (n)

n

. north lake tahoe
b it's humgn nature

RESH
MOUNTAIN
S

E
N
R

I I
CALLING
YOUR NAME
INCLINE
VILLAGE, NV

MID-WEEK SPECIALS
SPEEDBOAT BEACH, CA

WIN BIG WITH
MID-WEEK SPECIALS
CRYSTAL BAY, NV

o d

JT

north lake tahoe
It's human nature

DISCOVER FALL’S
VIBRANT BEAUILYX

north lake tahoe

PLAN NOW

north lake tahoe
it's human nature

LA\ WY N\, W=

| AN Er o .«
U8

¢

YOUR FALL FAMILY
ADVENTURE AWAITS
TAHOE CITY, CA

north lake tahoe

it's human nature

MAKE A
POSITIVE
IMPACT.
TRAVEL
RESPONSIBLY.




FALL CAMPAIGN CREATIVE — RICH MEDIA ADS

nd";rth lake tahoe

it's human nature

\/J

DISCOVER"FALL"
\/ T RE ITV

)
o5 \
e % iy

'; north lake tahoe

it’s human nature
A

DISCOVER FALL"SZLY:
VIBRANT BEAUTY#




FALL CAMPAIGN CREATIVE - SOCIAL MEDIA ADS

7] NerthLake Tahoe
=) Spensoed - @

Savor, stroll and soar this fall in North Lake Tahoe. From breathtaking
mountains to crystal biue waters your adventure awaits.

GOTAHOENORTH COM

Plan an Unforgettable Secret Season Leam more
Getaway
oY Like (D comment 2> Share

m North Lake Tahoe
— Sponscred A

[ﬂl North Lake Tahoe
Sponsored - @

Elevate your senses, take in breathtaking views and put some
adventure in your life this fail in North Lake Tahoe.

&l

Tee up a good time or live it up with luxury experiences. No matter
how you get away the Secret Season has you covered

GOTAHOENORTH, COM GOTAHOENORTH COM
Make the Most of Your Trip - Stay Midweek Learn more Stay for it all. Extend your trip midweek. Learn more
Explore Fall Lodging Specials Discover Fall Lodging Specials

@ Like (0 Comment @ Share i) Like J Comment /> Share

m North Lake Tahoe
— Sponsored QO
The secret is out., exploning North Lake Tahee this fall is a must.
Discaver it all by extending your trip midweek or save with lodging

specials

GOTAHOENCRTH COM
Stay During Secret Season Book now

It's Human Nature

Y Like ) Comment &> Share



FALL CAMPAIGN CREATIVE - SOC

) North Lake Tahoo (17] North Lake Tahoe
—] Sponsored - O = ponsored @

Make an impact. Be prepared, travel responsibly and protect the Work and play have never looked so good. Think outside of the office
vibrant beauty of North Lake Tahoe for generations to come and be Inspired by nature

GOTAHO! LCOM GOTAHOENORTH.COM

Travel Responsibly Book now Work From Nature Learn more

Discover the Secret Season In North Lake Tahoe

oY Like (J Comment £ Share oY Like ) Comment

AL MEDIA ADS

indulge in the

tastes of tahoe




FALL CAMPAIGN CREATIVE - SOCIAL MEDIA ADS

North Lake Tahoe ois North Lake Tahoe ves North Lake Tahoe .ee
@ Sponsored x \E Sponsored X @ Sponsored x
Make the most of your stay with lodging Make the most of your stay with lodging Make the most of your stay with lodging
specials and explore all the beauty and specials and explore all the beauty and specials and explore all the beauty and
adventure of the secret season. adventure of the secret season.

adventure of the secret season.

i e

Explore Lodging It's It's Human

Enjoy Midweek Explore Book now
Bo : : now Book now
Adventures i Soecial Soecials Na Nature
[(_‘) Like () Comment £ Share Ub Like () Comment @ Share [ﬁ) Like D Comment g Share



BREAK
AWAY ADS

Disruptive kayak breaks the
frame and grabs attention.

EVOLVE CREATIVE

AMPLIFY

IN NORTH LAKE TAHOE

Here, adventure is found mountainside,
lakeside and everywhere in between.
Enjoy summer's official playground and
make the most of your trip midweek.

#ltsHumanNature

C] Comment A> Share

® 5 ©® @

News Marketplace  Notifications Menu

BRAND PILLARS

facebook

North Lake Tahoe

Sponsored

Time for a recharge? A North Lake Tahoe
getaway is the perfect way to power up your
adventurous spirit.

Low Battery
10% battery remaining.

Low Power Mode

gotahoenorth.com
Recharge It's Human
Nature

Cb Like O Comment /> Share

North Lake Tahoe

Sponsored

BOLSTER NEED PERIODS |

Learn more

Other disruptive ads such as

“low battery” icon appears,

then we see the “recharge”
messaging.

DELIVERDISTINCTION



SUSTAINABILITY —= FIRE SAFETY

North Lake Tahoe ase North Lake Tahoe s North Lake Tahoe P
Sponsored - & Sponsored - & Sponsored - &
Travel responsibly by being prepared, informed Travel responsibly by being prepared, informed Travel responsibly by being prepared, informed
and aware. Find resources on how to be fire and aware. Find resources on how to be fire and aware. Find resources on how to be fire
safe in North Lake Tahoe. safe in North Lake Tahoe. safe in North Lake Tahoe.

S

Fire and Health Sign Up Sign Up For St =
Safety Tips LEARN MORE e j ieas __LEARN MORE

w Like D Comment ;{) Share [b Like [:] Comment d) Share Ifb Like D Comment » Share



SUSTAINABILITY — TART CONNECT

e XK S e X North Lake Tahoe ;«:’rgol(.eadke o Ll &
Sponsored Sponsored G canigd nae X R
Ride the FREE North Lake Tahoe on-demand
Ride the FREE North Lake Tahoe on-demand Ride the FREE North Lake Tahoe on-demand Ride the FREE North Lake Tahoe on-demand shuttle service that connects you to restaurants,
adventures, shopping and more.

shuttle service that connects you to restaurants, shuttle service that connects you to restaurants,
adventures, shopping and more. adventures, shopping and more.

shuttle service that connects you to restaurants,
adventures, shopping and more.

cipr— s
TART Connect Just ta Just tap, relax Gef 1
" Learn more | £ Learn more faet the Sop Learn more
service map and ao! and go! gotahoenorth.com L
TART Connect Sarnmore
o Like () Comment 2> Share o Like () Comment ¢ Share g Like () Comment 2> Share o5 Like O Comment 2> share

Carousel Ad Single Image Ads

North Lake Tahoe

TART Connect offers a free and easy way to get
around North Lake Tahoe. Servicing three zones
from Incline Village to Tahoma.

gotahoenorth.com
Free Shuttle Service



SUSTAINABILITY — TRAVELER RESPONSIBILITY PLEDGE

@ North La!(o Tahoe e X North Lake Tahoe x

Sponsored e
Sponsored - @

No feeding, poking or taking selfies with bears.

Just keep things natural, wildlife depends on it. From picturesque crystal blue waters and
towering tree-lined mountains, preserving North
Lake Tahoe's natural beauty starts with you.

gotahonorth.com
Take the Traveler Learn more

gotahoenorth.com
Keep Wildlife Wild Learn more Responsibility Pledge
Take the Pledge

db Like C) Comment 2> Share [b Like D Comment » Share



Thank You!
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