Jackson Hole Winter 2014-2015
Final Campaign Dashboard: 10/20-3/9

Campaign Objective: Increase awareness for Jackson Hole as a winter destination and visitation year over
year
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Media Plan Overview
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1. New York NY I 24.23%
2. Los Angeles CA I 11.44%
3. ChicagoIL B 5 28%
4. Washington DC (Hagerstown MD) I 7.72%
5. Boston MA-Manchester NH B 6.69%
6. Dallas-Ft. Worth TX B 5.96%
) ) o 7. Houston TX B 5.72%
 This list represents the top 10 markets that are visiting o | race aa %
VisitdacksonHole.com during our campaign. ,
. . 9. San Francisco-Oakland-San Jose CA B 5.55%
« Washington DC was added as a new market and has risen
10. Seattle-Tacoma WA B 3.94%
to be a top 5 market for Jackson Hole.

- This is an important insight to keep top of mind for future

advertising efforts. * (not set) in Google Analytics is shown to be suburbs of the
above metro areas
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Digital Delivery Summary

Winter 2014-2015 campaign completed all advertising efforts on March 9 with a total of 69.43 million digital
impressions which generated 344,687 clicks with an overall 0.50% click rate. The cost per click completed at a
$1.55, which is shown to be more cost efficient when compared to last year’s CPC of $4.88.

Campaign click performance was the strongest starting late December through the month of January, with the lowest
performance occurring directly after in early February.

5,000,000 - 1.00%
4,500,000 - 0.90%
- 0.70%

4,000,000 - 0.80%
3,500,000 I . .
3,000,000 - 0.60%

2,500,000 - 0.50%
2,000,000 ‘ - 0.40%
1,500,000 - - 0.30%
1,000,000 l l - 0.20%
500,000 . l - 0.10%
- - 0.00%

Oct20th- Oct27th- Nov3rd- Nov10th- Nov17th- Nov24th- Dec 1st- DecDec 8th-Dec Dec 15th- Dec22nd- Dec29th- Jan 5th-JanJan 12th -JanJan 19th -Jan Jan 26th- Feb 2nd - FebFeb 9th - Feb Feb 16th- Feb 23rd- March 2nd - March 9th
Oct 26th Nov 2nd Nov 9th Nov 16th Nov 23rd Nov 30th 7th 14th Dec 21st Dec 28th Jan 4th 11th 18th 25th Feb 1st 8th 15th Feb22nd  March 1st  March 8th

I |mpressions CTR




Site Traffic Summary

- Throughout the campaign, Rocketfuel has been the leader in terms of impressions delivered, however
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Drawbridge is the vendor that earned the highest click rate, completing at 1.18%.
« Tremor has the highest conversion rate when comparing the number of secondary actions to the number of total

impressions served.

« Other notable performers in terms of conversion rate are CheapTickets.com and OnTheSnow.com

- However, Rocketfuel produced the most actions, followed by Drawbridge
- Top performing tactics that garnered the most secondary actions:

- Broadly targeted cross screen video pre-roll
« Online travel agency platform to reach users as they are considering options for travel with deal messaging

« Winter sport and activity content with weather focused messaging

35,000,000

2.50%

30,000,000
25,000,000 —

- 2.00%

- 1.50%

20,000,000

15,000,000

- 1.00%

10,000,000

- 0.50%

5,000,000 I I
i - M s W

I |mpressions CTR

- 0.00%

IMPRESSIONS

35,000,000

30,000,000

25,000,000

20,000,000

15,000,000

10,000,000

5,000,000

W Impressions ~ @s==Secondary Actions

3500

3000

2500

2000

1500

1000

500

SECONDARY ACTIONS




KSON Jackson Hole Winter 2014-2015
| Final Campaign Dashboard: 10/20-3/9

Creative Performance

Standard Mobile/Tablet Banners
Impressions: 13,653,851

Clicks: 267,032

Click Rate: 1.96%

Standard Desktop Banners Weather Messaging Banners
Impressions: 40,537,991 Impressions: 6,217,015

Clicks: 56,536 Clicks: 11,625

Click Rate: 0.14% Click Rate: 0.19%

PixelMags Custom Interstitial
Impressions: 1,925,730

Clicks: 10,079

Click Rate: 0.52%

Site Placement Click to Site Rate Click to Play Video Completion Rate

Hulu Preroll Video Automatic 98.06%

PixelMags Interstitial Tablet/Mobile 0.53% 13,149 36.07%
Mobile/Tablet Video 0.66% Automatic 89.63%

TremorVideo
Desktop Video 0.80% Automatic 80.63%

TOTAL All Video 0.54% 13,149 76.10%
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Year over Year Campaign Analysis

Overall, the year over year comparisons are all positive. With a budget of more than $100,000 less than the previous
year, we aimed to focus media dollars as efficiently and effectively as possible. Tactics were drilled down to reduce
media waste and concentrate on driving landing page volume and secondary actions.

The greatest improvement is the increase in click volume, which is represented by clicks and click rate. Most likely the
increase in click volume can be attributed to the heavier use of mobile and tablet tactics. Drawbridge, our cross device
provider, was a major part of this increase, serving about half of total campaign clicks.

Key Takeaways:
- Continue to grow use of video as well as other engaging media tactics such as rich media

- Employ a highly targeted programmatic, cross platform approach to purchasing all media tactics to create greater
efficiencies

- Consider creating owned social platforms and investing in paid social tactics

2014-2015 2013-2014 % Difference
Total Budget $580,843 $682,659 -15%
% of Offline Spend 6% 13% -54%
% of Online Spend 94% 87% +8%
Run Dates 10/20 - 3/9 10/21 - 3/9 Same
Impressions 69,429,193 61,500,000 +13%
Clicks 344,987 113,195 +205%
Click Rate 0.50% 0.18% +177%
Cost per Click $1.55 $4.88 -68%

Landing Page Visits 208,200 95,471 +118%



Total Mentions of Jackson Hole 10/20/14-3/5/15

Mentions of Fed meeting have been removed

Jackson Hole

1,121,201
991,483

Love Shopping List
American Airlines
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Glossary:

e Impression - each time an online banner ad is served on a webpage

e Click - the action a user takes when they actually click on a desktop ad or tap a mobile/tablet banner that drives the user to the specified advertiser
landing page

e Click Thru Rate (CTR) - a form of user engagement measurement. It is the number of clicks divided by the number of delivered impressions

e Cost per Click (CPC) - a form of cost efficiency measurement. It is the number of clicks divided by the delivered media budget

e Expand - a user action, defined specifically for Verve Wireless, when a user engages with an ad that expands to a larger experience

o Expansion Rate - a form of user engagement measurement. It is the number of expands divided by the number of delivered impressions

e Mention - any time a Jackson Hole-related term is indexed by our search engine

e Net Sentiment - a ratio comparing the number of positive mentions to negative mentions (on a scale from -100 to +100)

o Passion Intensity - a metric representing the ratio of soundbites with strong emotions to the number of total soundbites (on a scale from 0 to 100)

Digital Vendors:

CheapTickets.com/Obitz.com - leading Online Travel Agencies that place messaging in front of qualified users based on their search paths
and destination search history.

- Drawbridge - a leader in cross-platform targeting that is able to leverage technology in reaching the same individual cross device.

«  Hulu - Premium video content provider across desktop, mobile, table, and living room devices. Messaging is delivered in a commercial format
of 100% video completion before content launch and during content breaks.
OutsideOnline.com - the digital counterpart to the glossy magazine which is a leader in the active-lifestyle vertical that connects their
audience with the latest news, original video, and exclusive stories online.

«  On the Snow - is a premium high quality content provider in the niche snow sports industry.

- PixelMags - a mobile/tablet online magazine network that offers targeted full screen units within actual digital magazine editions.

- Rocketfuel - uses technology to target specific audiences based on defined audience segments along with current and previous Jackson
Hole campaign learnings. Standard banners ads were served across all verticals, including news, health, travel, sports, and weather.
SkiNet - is the ultimate resource for passionate travel enthusiasts seeking the latest news on ski destinations and resorts, instruction, and the
mountain lifestyle.

- Sojern - Data-driven traveler engagement platform that is powered by machine learning technology, enhanced real time bidding, and data
insights. Messages targeted to travel intenders bases on data sets and site retargeting.

- Tremor Video - A cost efficient video network that delivers pre-roll videos within designation targeting parameters.
TripAdvisor - the largest travel research site based on user recommendations and referrals.
Weather.com - the number one weather site which is a trusted source for all weather news and updates.
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Twitter Bios:

- Love Shopping List - A brand with an app designed to let couples compete with one another over who has the better relationship.
- American Airlines - Tweeted about route information to Jackson Hole.

- LJ Blake - Prominent travel blogger with nearly a half million twitter followers.

- Jeep - The Official Vehicle of Jackson Hole Mountain Resort

* Robert Irvine - Celebrity Chef, host of Dinner Impossible and Restaurant Impossible.

- Eater - an online food, drink, and nightlife magazine with regional versions.

- Sonic Moto - Motocross/Motorsports publication.

- Scarlet Paolicci - Nashville-based mommy blogger.

- Ry Doon - LA/Boston-based standup comedian

* Rural Mom - Another mommy blog collective based in Salt Lick, KY.

- Picture Euphoria - A site that aggregates beautiful photos from across the internet on their Twitter profile.



KSON Jackson Hole Winter 2014-2015

Screenshots

Diving Deep into
the Early Season

[ SKIS, BOARDS
AND BOOTS

CONSERVATION ALLMANCE

PixelMags



Jackson Hole Winter 2014-2015

Screenshots

& N Welcome to CheapTickets Sign in Register
SeheapTickets P Eil | ( search |
Cheap is good. My Trips | My Account | Customer Support —————
Home Vacation Packages Hotels Cars ruises Flights Event Tickets DEALS! Mobile Apps CIOEE S 0nsored Links

g Airline Ticket Bozeman - AlaskaAir.com
Flexible Dates?  gook Your Flight To Bozeman, MT. Get Our Lowest
Search +-3days  Fares
www.alaskaair.com/

Los Angeles, CA (LAX) to Bozeman, MT (BZN)

Wed, Oct 22, 2014
Bozeman, MT (BZN) to Los Angeles, CA (LAX)

(3) Change search
- Thu, Oct 23, 2014

[l Book any flight on CheapTickets |} Earn up to $50 in CheapCash™ [E] Cash it in on your next hotel stay e e s B
a - United

Fly to Bozeman, Montana and Get Our Guaranteed
Lowest Fare.

() Hide Matrix www._united.com/

B Ot A B ome

Delta Air Lines® - delta.com

CHEAPEST PRICE United Airiines ~ Multiple Airiines ~ Delta Air Lines ~ Erontier Airlines ~ Alaska Airlines gmdk/zf‘f%rdat:le And Convenient Flights At Delta.com.
ook & Save!
mﬂl z Flights $773 19 1stop $773.19 $773.49 $773.19 $889.79 $945.19 www delta.com/
2+ stops 845.19 Cheapest Flight - Up to 65% off
Change search San Francisco, CA (SFO) to Washington DC, DC (WAS) Wed, Oct 22, 2014 Flexible Dates? Flights I
Change search ; =
Washington DC, DC (WAS) to San Francisco, CA (SFQ) Search +/- 3 days No Service Fees = Cheapest Price!
www travelation.com/Bozeman
Miss Outl Save up to $675* by booking your Flight and Hotel together ‘> search now Refine Results ' Low Fares? Low Morale - swapa.org
" It is here! Book a flight, earn up to 50 in instantly @ | | Itstime for CEO Gary Kelly to fix the Southwest
B Hide Matrix [ Select stops Ckmwa‘s gnt, P Cheapcash y Airlines Culture
— E www.swapa.org/dmn.htmi
- A a B W _
LOWEST PRICE US Airways Mutiple Detta Air AirTran United Virgin Sun Count g J 2 o -
Airlines Airlines Lines Airways Airfines America Airlines ; Lswp o Matchlng Results: 501 Sort by: | LowestPrice v
2+ stops 845 -
$5321 0 Non-stop $1.05020  $1.439.20
Additional baggage fees may apply.
1+ stops 532.10 533.20 540.19 699.20 701.20 1.054.20 1.161.70 1.183.21 ®
$532.10 $533.20 $540.19 $699.20 $701.20 $105020 | $146170 | $1.483 © Select flight times
) Flight detail
» > Outbound @ i
i Take-off: Wed 12:45 AM - Thu $77319 [7) Selectthis  Leave Wed, Oct 22
Refine Results 12:00 AM departure  6:00 AM 11:06 AM 1 stop A Delta Air Lines 1337
; Matching Results: 1104 Sort by: | estBets v D—== Los Angeles LAX Bozeman BZN 4hr 6min L. 14507
O Select flight times _ Seat map
vt Addional baggace fees may apply Show landing time Flight 4507 Operated by SKYWEST DBA DELTA CONNECTION
Take-off: 12:15 AM - 11:30 PM Inbound
© Flioht details (7] selectthis  Return Thu, Oct 23
D:G 5 Take-off: 6:00 AM - 7:45 PM return 6:25 AM 9:50 AM 1 stop Delta Air Lines 858 /
Show landing time $53210 [ | Selectthis  Leave Wed, Oct 22 D:G Bozeman BZN Los Angeles LAX 4hr 25min A 505
o departure 10:00 PM 8:4§ AM 1 stop US Airways 424/ Seat may
— ¥ FREE Online Cancel San Francisco Batimore BWI Thr 48min 5976 S ot
Take-off: 5:15 AM - 8:30 PM BT o
Lk m Arrives Thu, Oct 23 (1 day later). . ® Earn $50.00
D :l Flight 5976 Operated by US AIRWAYS EXPRESS-PIEDMONT AIRLINES R A“LI‘:' © Select price range
Show landing time ULTRALIGHT WARMTH A
[ Selectthis  Return Thu, Oct 23 INALL CONDITIONS ( 7;} e B Act Fast! Only 4 tickets left at this price!
I return 12:05 PM 5:34 PM 1stop US Airways 2017/ $773-5780 (236)
P Baltimore San Francisco SO 8hr 28min 749 () s780-5880 (135) @ Flight details
2 s El g0 1200 78) () Selectthis  Leave Wed, Oct 22
= [ select this 2
Now siop [ s1,280-51,880 (32) $77319 Aacach Zoasaas 42.20 018 Dateo sics “
[ 1stop & Earn $5.32 & ORBITZREWARDS Earn $20 in bonus Orbucks.
(7] 2+stops
N M Act Fast! Only 5 tickets left at this price! H
eapTickets.com
© Elight details .
v Any
[T s532-8540 (189) $53770 [|Selectthis  Leave Wed, Oct 22
) ss40-5610 (348) departure  10:59 AM 9:11 PM 1stop US Airways 1954/
— San Francisco Batimore B Thr 12min 1920
$610-8650 (269) m S
L Seat map
$650-8960 (60)
C $960-51,540 (187) []selectthis  Return Thu, Oct 23
$1,540-81,810 (21) return 6:40 PM 11:45 PM 1 stop US Airways 1795 /
Baltimore BWI San Francisco SO 8hr Smin 670
s t map
8 Select airlines Sestmeo
(] Any & Earn $5.38 & ORBITZREWARDS Earn $20 in bonus Orbucks.
[T Mutiple Airiines
("] AirTran Airways
L) e e Run SFO - WAS on Oct 22 - Oct 23 on these other sites:
American Airlines
(] Detta Air Lines . z
" jetBlue %amerlca eExpedia pnce"ne“’"‘ SHOP THERMOBALL @
= _— Get Our Lowest Fares to Washington R T Great deals from San Franc:

Orbitz.com




Screenshots

®® tripadvisor

Besl Salt Lake Cily Reslawanls

Sall Lake City v Holeds v Flights  Vacalion Renlals  Reslaurants v

United States + Utah (UT) + Salt Lake City

Best of 2014

JOIN

14
Trending Nuw‘_j More v Wrile a Review v

LOGIN USDv = v

o]

Q

Jackson Hole Winter 2014-2015

Travel

Fitness Adventure News Photo Video Magazine Subscribe

Cussines: Amarcan

Map | Visilor photos (21) | Menu

e oo \ f
$-3888 a " at="1al Sorted by
Price Culsne Dining options Ranking v
) ; Hotels travelen
Little America Hotel - Sunday Brunch
. . - . Crystal |
#6 of 1.211 reslaurants in Sall Lake Cily sultes S
@@@@© 62 reviews Downtod
®E@E
“Classie Place for Brunch® 09/ 4 Sat Laew
“Eggs for days” 0+ 14 . Hamptof
Price: $25 - $100 LS,:ILt:i;
Cussines: Amancan SRIEE]
Map | Visitor photos (1) | Menu Sot Loke
! Hilton G
The Roof Restaurant ﬂ Lake o
#21 of 1.211 reslaurants in Sait Lake Cily Sul Luke
: Reserve
@@@E© 121 reviews Al hoteds in Salt Lake)
“The best view” 4
“Really great experience!” (9
g gracexpe Map of Salt La|
Price: §26 - $100

Saarch by addresy

TripAdvisor

FROM THE FIELD

August 26, 2014

Jackson Hole to Open Teton
Ski Lift

"Mad Men" Producer Bikes to
Emmys

Burning Man Is a Muddy Mess

Trailer Released for New
Warren Miller Film

Jackson Hole to Open Teton
Ski Lift

"Mad Men" Producer Bikes to
Emmys

Burning Man Is a Muddy Mess

Trailer Released for New
Warren Miller Film

Granite Canyon has been heralded as some of the best and most beautiful ki terrain in the wordd.  Photo: S raing/Google CC

Jackson Hole to Open Teton Ski
Lift

Easier access to Granite Canyon backcountry

By-LAUREN STEELE

Hon

ackson Hole is planning construction of a new ski lift that will completely change the way people
ski the Grand Tetons as of the 2015-2016 winter season.

OutsideOnline.com
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