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[*]
[ 26 Joint Venture Partners
== +30% V. previous year!
YRS 4 Media Vendors
"z,, 4 Research Sources

FY23 Joint Venture
by the numbers

48 Media Buys

Bl
0/'

e

120+ Creative Executions®

20+ Monthly Paid Media Reports*

G

*to-date - November 2022 through March 2023
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1. Maintain tried and true media partnerships and increased
flexibility within targeting

O SOJERN JG  Teads @ Pinterest

2. Include new paid media option of streaming audio via Pandora

Major Initiatives pandora

for FY24

3. Continue to expand research suite and data sharing with JV
partners

Google © e ) I :
oIl Analytics DESt'nat'OnéA”alVStS JARTICO "VISA Destination Insights

4. Expand participation within custom JV offerings

»CrowdRiff @) |ocl



FY24 JV Opportunities

Paid Media:

Presented by Hoffman York

Opportunity

Overview Research:
Presented by Hoffman York and Brand MT

Special Initiatives:
Presented by CrowdRiff and Locl

HOFFMAN YORK



Paid Media



Paid Media
Features & Updates

No sellouts: All packages are available to all

- JV partners are limited to one (1) package per media
partner offered (5)

Expanded audience flexibility: 10 custom audiences

Partners can help customize audiences further as
requested* - details in appendix

Customizable geotargeting: National, state or DMA
targeting available

Minimum five (5) geotargets selected*

$10K max package size: Media partner packages
range from $2,000 to $10,000

- Campaign durations will range between 1-3 months



New
target for
Brand MT

PIERRE
*

| ¢ Yo
|SALT L{‘(E EITY

Geotargeting
Offerings

AS

National Regional

DMA level targeting

e GG State level targeting

Primary target DMAs for
Brand MT: Denver, Fargo,

Primary target States for

All corners of the country
plus AB, SK, BC and new
to the program, ON

Brand MT: WA, OR, NE,
ID, UT, WY, ND, SD, CO,
MN plus AB and SK

Las Vegas, Minneapolis,
Minot, Portland, OR, Rapid
City, Salt Lake City, Sioux

Falls, Spokane

Note: All costs and impressions are shown for a National geotarget. Costs and estimated deliveries are subject to

change with adjustments to geotargeting. Hoffman York and JV partners will work through actual contract quantities
once order details are finalized.

HOFFMAN YORK



Four “high value” Brand MT target audience(s):

Affluent Educated Winter Family Winter
Families Travelers Enthusiasts Enthusiasts

Audience
Targeting
O ffe r | n g S Snowmobilers  History Buffs Dino-fans Ice Fishing Enth:SgE(asts StFrieeca:(rjnirs

RV

Note: All costs and impressions are shown for a standard high-value audience. Costs and estimated deliveries are
subject to change with adjustments to audience targeting. Hoffman York and JV partners will work through actual

contract quantities once order details are finalized.



Audience Targeting Capabilities

Audience Targeting Capabilities by Partner

JG -
Teads v v v v v vV v V v
@ Pinterest v v Y Y v
pandora v v v v/
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Sojern | Tried and True & SOJERN

Sojern Overview:
« Long standing partner for Brand MT with

successful campaign executions 71% of JV partners
- Digital programmatic partner with flexible bought Sojern in FY23

and cost-efficient CPMs

« Has direct access to first party travel data

from 100+ large travel companies Data Partners Include:

« Additional customizable audience targeting
to home in on key interests/behaviors

et trivago

Available Media Tactics:

Flight
 Display banners Ngtwork nﬂﬂﬂ
 Native display
 Pre-roll video @ ¢ CHOICE
Best
Western.

1 HOFFMAN YORK



Sojern | Media Tactics Overview ® SOJERN

Yuoumi  Montana's Glacier Country

YOU’LL MAKE
BIG MEMORIES HERE

Stay Snow Sawy
Est. Metrics Display Banners Native Display Pre-roll Video
CPM $5 $6 $14
CPC $2.43 $5.05 $3.M
CTR 0.19% 0.11% 0.33%
CPCV - - $0.02
At benchmark Above benchmark O Fv2s

comparable



Sojern | Package Options & SOJERN

Total Package Cost + Campaign Length Maximums

Package Total $2K $5K $10K
JV Partner Cost $1K $2.5K $5K
Month(s) 1x 1x or 2x 1X or 2x

Estimated Impressions by Package Cost + Media Tactic

Display 400K 1.OMM 2.0MM

Display + Native - 917K 1.8MM
Display - 500K 1.OMM

Native - 416K 833K

Display, Native + Video - - 1.4MM
Display - - 666K

Native - - 555K

Video - - 238K

13 HOFFMAN YORK



Jun Group | Tried and True JG

JUN GROUP

- T T4

Jun Group Overview: 59% of JV partners
« Continuous partner for Brand MT bought Jun Group in FY23
« Mobile advertising partner that specializes - T T

iNn high-impact media
Step 1: Step 2:

« High engagement because of opt-in nature

Users that fit within your selected Any users that answer the

e Audiences are determined by targeting are then proposed a custom prequalification question correctly will
. . ) L . receive your ad, all other responses will
prequalification question(s) prequalification question not (served other ad)

MORE ROOM

TO ROAM

Available Media Tactics:
« High-impact display
 Display banners (AV)

14



Jun Group | Media Tactics Overview

15

Est. Metrics
CPM
CPC
CTR

THERE'S o .
THIS PLACE 3
where

APPETITE
MEETS ADVENTURE

DESTINATION

Migsovla

START
EXPLORING

Display Banners

AV
AV
0.07%

At benchmark

Above benchmark

High Impact

$0.32
88.07%

No FY23
comparable

JG

JUN GROUP



Jun Group | Package Options JG

JUN GROUP

Total Package Cost + Campaign Length Maximums

Package Total $5K $7.5K $10K
JV Partner Cost $2.5K $3.75K $5K
Month(s) 1X or 2x 1x or 2x 1x or 2Xx

Estimated Clicks by Package Cost + Media Tactic

Value Exchange Display 14K 22K 29K

Estimated Impressions by Package Cost + Media Tactic (Not Guaranteed)

Value Exchange Display 20K 30K 40K

16 HOFFMAN YORK



Teads | Tried and True

Teads Overview:

#1 native display partner for Brand MT

Direct access to premium inventory at top of
programmatic waterfall

Direct supply path to first-party data
Flexible and cost-efficient CPMs

Ad is delivered in a non-invasive environment

Available Media Tactics:

Native display

Native video

17

Teads

65% of JV partners
bought Teads in FY23

Premium Publishers Include:
Forbes VOGUE Oueide
%ﬂ[mﬁc CdNNJ bon appétit

BUSINESS muwemmm—
INSIDER E==2FI1



Teads | Media Tactics Overview

Est. Metrics
Max CPM
CPC

CTR

CPCV

18 *Costs are based on National geotargets and are subject to change based on changes to geo

RTISING »>

% Explore Livingston MT
W2 Sponsored

Escape to the quiet heart of Paradise. Explore
Yellowstone Park's winter wonderland & local arts and
culture.

Pick T

. T2,

L Wi
EXPLORELIVINGSTONMT.COM

Pick Your Path to Winter Paradise

Wild Places+Cultural Aces

Social Extension w/ Display
$7*
$1.10
0.30%

At benchmark Above benchmark

B7ZN Visit Bozeman

Find your winter adventure in Bozeman, Montana. Enjoy
skiing, snowshoeing, hot springs, Yellowstone and much
more.

Vst BOZEMAN con

PLAN YOUR VISIT

VISITBOZEMAN.COM

Bozeman, Montana is Wondrously LEARN MORE

Social Extension w/ Video
$10*
$1.01
0.31%
$0.06

No FY23
comparable



Teads | Package Options Teads

Total Package Cost + Campaign Length Maximums

Package Total $2K $5K $10K
JV Partner Cost $1K $2.5K $5K
Month(s) 1x 1x or 2x 1X or 2x

Estimated Impressions by Package Cost + Media Tactic

Display 285K 714K 1.4MM

Video 200K 500K MM

Display + Video - 607K 1.2MM
Display - 357K 714K

Video - 250K 500K

19



Pinterest | Tried and True @ Pinterest

Pinterest Overview:
e e R 53% of JV partners
° ne o e primary socClal Channels 10r oran . .
averaging well over IMM monthly pin views for FY23 bought Pinterest in FY23

« 20% of Montana’s primary audiences use Pinterest
« 306% use social to inspire leisure trip destination ideas
« Specific to interest-based targeting

« Above benchmark performer for FY23 JV partners

Available Media Tactics:

- Native display/social

20



Pinterest | Media Tactics Overview @ Pinterest

explorelivingstonmt.com

Explore the endless ways to play in
Livingston this winter.

Make Livingston Montana the destination of an unforgettable E t M t 1 P m t d P 1
winter getaway. The year-round gateway to Yellowstone Park, S - e r I C S ro O e I n
your homebase in Livingston offers limitless trails for fun in t...

Max CPM $10*

Comments
CTR 0.29%
CPCV -
Pick YOL'IgvegE!-‘ .' : e "2’5'; At benchmark Above benchmark C(,)\J”?plza\gée

MONTANA

21 * CPM is estimated based on past performance - JV partners who participate will have any savings reinvested into more impressions/media H O F F M A N YO R K



Pinterest | Package Options @ Pinterest

Total Package Cost + Campaign Length Maximums

Package Total $2K $5K $10K
JV Partner Cost $1K $2.5K $5K
Month(s) 1x 1x or 2x 1X or 2x

Estimated Impressions by Package Cost + Media Tactic

Native Display/Social 200K 500K MM

*CPM is estimated based on past performance - JV partners who participate will have any savings reinvested into more impressions/media

22 HOFFMAN YORK



Pandora | NEW

Pandora Overview:

#1 ad-supported streaming audio service for Brand MT’s
high-value audiences (reach/index)

Free creative services for audio spots for any partner
spending $2.5K

- Spots can only run on Pandora
Flexible geotargeting

Strong performance from Brand MT campaigns

Available Media Tactics:

Streaming audio

Display banners (AV)

pandora

WHEN DOES DAYLIGHT LAST
WELL PAST BEDTIME? !

: 4o {in_d,, out.

o~ S

MONTANA



Pandora | Creative Assistance Process

Step T: HY will send over creative template after
KOC

Step 2: Fill out and return creative template to
HY that includes:

 Desired gender of talent

 Final script

 Any pronunciation notes

« Target audience

« Desired music tempo/genre

Step 3: Pandora produces spot(s)
 Lead time: 2 business days

Step 4: Partner receives and reviews spot(s)
* Ix free revision (if necessary)

Step 5: Partner gives final approval on spot(s)
and campaign launches

pandora

AUDIO INTAKE FORM

GENDER
(Chooze 1}

FINAL SCRIPT

110 ad = ~25 words
15 ad = ~40 words
30 ad = ~80 words

PRONUNCIATION
NOTES

TARGET
AUDIENCE

ADDITIONAL
NOTES &
RESOURCES

O Male ] Female

CAPITALIZE words to be emphasized and please SPELL OUT NUMBERS
(phone numbers, addresses, car models, years, etc.)

Please include PHONETIC SPELLING or provide reference link.

Please be as specific as possible.

Do you have an example that Pandora should use as a reference?
Set the scene — the more details the better!

A nofe on casting: Studio Resonate stands against racism. We are committed fo representing the
diversity of our staff and our audiences through the casting of BIPOC voices and production of ad
campaigns that amplify our values of inclusion, equity, and community. Together, we can redefine the
sound of the American voice.

Pandora is happy to supply a music bed to play under the voiceover in your audio ad.
Note: Pandora cannot provide music from our radio jibrary.

“ou may also provide your own music bed i you have secured the licensing rights.
*  Please provide in WAV, or AlF format.
« Pandora will place under the voice-over copy.

MUSIC TEMPO
(Chooze I}

MUSIC GENRE
(Chooss I}

[ Slow, mellow [ Medium-paced [ Fast. upbeat

O Pop [ Rock O Jazz O
Dance/Electronic

[ Hip-Hop O Latin O Country [ Classical
[ other:



Pandora | Media Tactics Overview pandora

HE

. Gvolfino\ out.

Est. Metrics Audio Spots (:15 or :30) Display Companion Banners
Max CPM $16.80 AV
CPC _ AV
CTR = 0.05%
At benchmark Above benchmark N P2

comparable

* Metrics are based off average Brand MT performance



Pandora | Package Options

26

Total Package Cost + Campaign Length Maximums

pandora

Package Total $5K $10K
JV Partner Cost $2.5K $5K
Month(s) Ix or 2x 1x or 2x
Creative Variation(s) 1 1or?2

Estimated Impressions by Package Cost + Media Tactic

Audio 298K 596K

HOFFMAN YORK



FY24 JV | Packages Offered

Package Levels

Media Vendor Media Type Media Tactic(s) (JV Partner Cost) Packages Available
Sojern Programmatic Display, Native, Video $1K, $2.5K, $5K One per JV partner
Jun Group High Impact Display w/ Prequalification $2.5K, $3.75K, $5K One per JV partner
Teads Native Programmatic Display, Video $1K, $2.5K, $5K One per JV partner
Pinterest Social Display $1K, $2.5K, $5K One per JV partner
Pandora Streaming Audio :15 or :30 Audio $2.5K, $5K One per JV partner

27
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1. Free, free, free: Maintaining three (3) free partnerships
DA State of American Traveler
DA Brand MT Rolling Study
- VISITMT.COM Listings Page Dashboard

2. Zartico dashboards available: Built with mobile location
and spend data trends and insights

Resea [’Ch - Regional, county and city filters available to home in data
Features & Updates

3. Visa Destinations Insights: Data available for purchase

Discounted rates available with Brand MT’s larger
commitments to VDI

4. Quarterly webinars: Brand MT will host series of
webinars to share relevant insights throughout year

- Opportunity for cross-sharing insights

HOFFMAN YORK



Survey of
American
Traveler

Destination ¢ Analysts

Brand MT subscribes to the monthly
survey results on national travel trends.

* Reports include information like:
- Leisure travel sentiment
- Travel expectations
- Travel planning resources
- Top U.S. destinations of interest
- Traveler motivations
- Top travel activities
- Media use trends for travel inspiration/planning

e Cost: Free!

« Availability: Upon request

- Note: Reports cannot be shared outside of JV
partner’s organization - please reach out if you
have questions.

THE STATE-OF REHE
AMERICAN TRAWELER

Report of Findings
August 2022

s About the Coronavirus & Travel

TABLE OF okt et b
CONTENTS . 4

a
DPs!matanAnalysts ravs 65
ec

Financial Wellness
Travel Budget & Travel Spending 97

TRAVEL PLANNING IN THE PAST WEEK

Question: In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)
In the PAST WEEK | have

visit in the
MONTHS? (Wri

up o five)

(Please only include destinations
in the United States)

HOFFMAN YORK



Brand MT has maintained a
consistent analysis of consumer
behaviors, interests and awareness
of Montana as a travel destination.

Hoffman York
Montana Office of Tourism &
Business Development

Montana Tourism Marketing Campaign Awareness &
Impact Rolling Study

Dynamic Dashboard of Findings

Survey Months Included:
March 2018 - June 2022

 Monthly survey results and trends
from 2018 - present

—_g Resoarch prepa-ed for Montana Office of Toursm & Business Development
and Hoffman York by:

DestinationbAna{ysts
Destinations Considered for a Leisure Trip (Aided)

* Report includes information like:
- Competitive monitoring

Brand MT s | [T

- Seasonal visitor analysis

. L . - Recail oF Stk Travel AQVERETENt - Unaided CTopT5)
RO| | | ng Stu dy - Top activities/motivations to visit - Feco o7 Date Trove Advertisement - naidec HTop

Destination 4 Analysts - Travel consideration WA KA,

YA IS A, 5
y‘c:,"tﬁ:-h:%'r?:’”? X "

° COSt: Free! __ Spending in Montana

« Availability: Upon request

- Note: Reports cannot be shared outside
of JV partner’s organization - please
reach out if you have questions.




VISITMT.COM
Regional
Dashboards

Google
.' Analytics

Brand MT and HY have created a
custom-built dashboard that highlights
Listing page traffic to nearly all 7K
total listings on VISITMT.com. Listings
pages have nearly 2MM page views
each year.

« Dashboard is updated monthly -
data is sortable by month, region
and county

* Highlights top listings, top listing
categories, exit link click activity by
click type

e Cost: Free!

« Availability: Upon request

Note: Reports cannot be shared outside of
JV partner’s organization - please reach
out if you have questions.

0 0.00 %

5 DELIVERED TO LISTINGS
ke =t e — N
S I - P Ii[l I -
- -
1,033,553 i - I . I I I I .

i
[
1
1
|
i
i

AREREERRE R Rreraseenennes
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Research:
NEW Zartico
Dashboard

Brand MT upgraded its partnership
with Zartico to allow partners direct
dashboard access and filters for their
respective area (counties/cities).

Primary data sets include mobile
location (Near) and credit card
spend (Affinity Solutions)

Dashboard templates are in
development - access to be
provided directly to partners

Training forthcoming via webinars
and an educational session at
Governor’s conference in Helena

Sign-up for dashboard by emailing
Jim Auer: im.auer@mt.gov

How does your visitation change by month of the year?
isarty s

Sourca: Heor. Mete: This chan holps pou ider sl rands ameng yous
g ekt s 1 el g viloe damrd nlh tha Peuldor seaiee

RO O ROt 16 LUnaetond whisn 1 Ryt eampaigi crd how b dantly T

Sexmonal Visitation of Your Top & Origin Markets, Relling 12 Months

How do vigitors impact your destination?
v ahers of viitar

Sourea: Near, Afiity. Thaaa Sherts Shaw oo Spand et Mk L yoUE P ol
pR—

Where are vigitors spending the most in your destination?
C ool -

Sourca: Afieily. Dooa shows direct spand anky. Categary Desciptian: f inchuka be
ars

Transpatation- Rarsal G

Viskor Spend by Cotegory

s
108
I |

-
-
-
C I
=

-
“
i
=
-

=3

g Vinkor Spanciing
=

sea

C I

s o
F = Percent of Totd Spen
-
e
s
I

A el sl erel groesny AL, o - inchudas bar

g Vistor Spending - In-Stote vs 005

_‘“"
-““
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mailto:jim.auer@mt.gov

* Partners can secure spend data directly from Visa at reduced costs due to
Brand MT’s existing relationship with VDI

« Significant sample size in spend compared to Zartico
* Can secure monthly or quarterly data for residents and visitors
« Ability to secure domestic only or international data

* Availability: Partners work with VDI rep directly to arrange direct contracts
- Rep contact for securing data: Tiffany Burnette tiburnet@visa.com
- Cost varies by partner ($4K - $7K annual commitment)

Past JV participation: Ten (10) JV partners committed in FY23

b 3 HEg
VISIT L 2. ) . gmav‘nﬂ\ S VIGGN&\" Yellowstone Country
Big SKY Q,;; iy %?@E@ CHAMBER (;,w\ Mies Gy MONTANA

Visa (VDI)

VISA Destination Insights VDI dashboard

VISA Destination Insights

Downtown v Domestic v Al v
Domestic Visitor Dashboard

TRENDING SPEND ©

W08 2015 9200

VISITOR ORIGIN

Monthly  Year-to-Dato
:-‘:< $ = 2 Current Puriad JAN (91) - S0P {09) 2620
- Origin CBSA Spend

\./0/ ’

i ’
./O—"' AUS $4.409.857.297 16,556,145

MARKET SEGMENTS  Current e jai91) - $89 (09 2030



mailto:tiburnet@visa.com

Quarterly Research Webinars

« HY/Brand MT would host a quarterly webinar
to provide on-going updates across a variety
of data sets accessed through the state’s
research suite

DATA DATA EVERY WHERE

* Presentations to be prepared for each webinar
with open Q&A sessions available

 Opportunity for featured speakers from JV
partners or research partners (i.e. Zartico, DA)

« Webinar schedule to be sent out prior to FY24

HOFFMAN YORK



Special Initiatives



1.  CrowdRiff - Organic messaging delivery: Custom social
story style creative developed which is indexable via
organic search and discovery channels

- Includes opportunity to integrate into VISITMT.com.
2 CrowdRiff

Special Initiatives
Features & Updates

2. Locl - SEO for tourism businesses: Provides local
businesses with assistance in improving SEO across a
variety of searchable websites and apps.

@ locl



Hello! &

» CrowdRiff

Andrea DeLong
Client Partner




Web Stories on Google

& visitmt.com . . Localhood
Visual stories : https:/localhood.com » stories

Cross Country Skiing Near Butte,

NTANA RPN ’ st Tonns ! Montana

You Dot Want to Miss
W

~

59°F in San Francisco 51 s 6 Montana Ghost DudeRanch
? Towns You Need'to Montana Vacation
Visit Tips + Where to Sta...

Homestake Lodge near Butte, Montana is a Cross
Country Skiing Paradise. With over 35 kilometers of
groomed trails, this intimate resort offers the perfect ..

<] TrailLink

The Only Hot https://www.traillink.com » mt-cross
ek : 5 Top Cross Country Skiing Trails & M
Montana's in Montana's 15 Best Places to Op Lross Lountry Skiing Irails aps
Missouri River Visit in Montana in How to Plan Your in Montana

2022 Trip in Montana

How to make an indoor garden
oasis with house plants
1if . ' be the oct Sponsored

trueranchcollection.com
https:/www.trueranchcollection.com

al n H > All-Inclusive Ranch Vacations - Montana
Playingthe0ld Dude Ranches Looking for the best Cross Country Skiing trails around
Montana? - City Trails and Maps in Montana - BA&P Hill

Works Golf Visiting 8 X
isiting Bannacl 1
Course in True Guest Ranches offer authentic, historic dude ranch Trail - RRWA Canal Trail - Rittarrnat Trail - Rnzaman

Anaconda,
Montana

o tha Wastarn 11 Puida

Ghost Town near )
Dillon, Montana Discover | - Search Recent " * _* i E—ll

Discovar E ¢ Search Collsctions

Discovar

Google Discover Google Search Google Search

Embedded on websites Visual Stories

Image Source: Google Stories


https://blog.google/web-creators/web-stories-discover-search/

Localhood
Stories

The new organic channel to inspire
travelers with amazing visuals and give
them the information they need in the

swipe-up:
e Google Maps location
e More details

e Links outto awebsite

& amp.travel

Destination Missoula

10 Date Ideas
in Missoula

SWIPE UP

Q MISSOULA, MT

0

& amp.travel

Providence St s
Patrick Hospital \/ Pie Hole

Thomas Meagher Bar@

Missoula Art Museum'

h Missoula
I

lissoula  HEART OF
Q MISSOULA

Missoula Art Museum
VISIT WEBSITE

(209 Google reviews)

335 N Pattee St
Missoula, MT

see hours

Missoula is the cultural hub of western Montana,
and the Missoula Art Museum (MAM) is the arts hub
of Missoula. If you are looking for a fun way to
spend the day and take in national and regional
contemporary art, MAM is your spot. With rotating
exhibits and thoughtfully curated outdoor artwork
in the summertime, centrally-located Missoula
close to downtown's restaurants, bars, breweries,
shops and more. This date night (or day) is sure to
be a hit.

More details




Montana’s
Localhood Program

. Paid for by Montana Office of e w wwoowwoomeoo e
Tourism TRIP INSPIRATION

« Givesyou access to CrowdRiff
Studio to create your stories

« Have your stories featured on
ViSitMT°Com tans Missoun i g Mionaris Zﬁ?"zié?;‘?,‘f’ﬂilﬁm

. Use these stories on your own : — '
website and social channels

 Drive organic traffic from Google to
your website




Create Once, Distribute Everywhere

MOT Partners

localhood

YouTube
Shorts

Google Search Google Discover VisitMT.com Your Website  Instagram

THINGS PLACES WHERE PLAN INDIAN [y —
G calfomia r | i i - MO NEAINA 70 00 70 60 To STAY YOUR TRIP COUNTRY Seanch . - . tahosnorth

: a033 838K
Visual stories 403" sam

TRIP INSPIRATION

Legendary Downhil Playing the Old Montana's Yellowstone
Skiing in Montanas Golf Course in a Country: A Wildiife
Yellowstone Country Montana Watcher's Paradise

Montan:
Country

YOUR APRES SK)
'GUIDE TO NORTH
LAXE TAHOE



https://www.madeinmontanausa.com/
https://www.instagram.com/p/Cn4qLCpOnd3/

Instagram

VISIT SOUTHEAST

MONTANA

Explore fossil exhibits with
biblical context at Glendive
Dinosaur and Fossil Museum

/r’\( “‘..
:’ . (/‘!,//{/ V. .
"(?’ { '_J < CREATIONTRUTH.ORCG

@ GLENDIVE DINOSAUR ANDFOSSIL MUSEUM, GLENDIVE, MT

| 5
)

& amp.travel
c southeastmontana
Terry Badlands WSA
Explore Southeast

Montana’s Terry
Badlands




MONTANA. GOV SERVICES AGENCIES LOGIN SEARCH MONTANA.GOV Lo

OFFICIAL STATE WEBSITE

MADE IN MONTANA INSPIRATION

5 Must Haves for your
next Montana Camping 5 to Try: Wineries in 5 to Try: Montana o to Try: Montana
Trip Montana Breweries Coffee Roasters




Early Adopter Success

Organic Performance

66 107K 2.4M 1.70%

Stories Currently Total Gallery Total Google Avg. Google CTR
Published Impressions Impressions
Story Results
92K 61% 4.21% 57%
Total Story Views Interaction Rate Handoff Rate Completion Rate




Ready to join?

Click here to sign up and select a
Training Session to get started!



https://docs.google.com/forms/d/e/1FAIpQLSdyV7f9WzU7Rt61SJ8OIF7_7qvRoZ8DIteRK0KQPaKwI0BI6A/viewform

9 locl

Destination Elevation Program



About us

D locl

e Founded in 2018

e 3,000+ customers, across eight countries

e 26,000+ locations on the platform

Joel Siedenburg

Founder and CEO * Customer Types:
e Travel and Tourism

o Software startup founder and advisor

 Former marketing agency owner * Local businesses

o Experience with 100s of SMBs and global brands » Marketing agencies

* Investing in Tourism

@ locl


https://blog.google/web-creators/web-stories-discover-search/

Our Why: Every Destination’s Digital Front Door

9357% 457 /8%

of all online search are local searches for of local searches result
happens on Google a product or service In an online purchase

Google Maps is used 77% of the time when searching for a nearby business.

@ locl



Initial Three-Year VisitMT Partnership

MONTANA

“With the substantial investment we put towards advertising the state, it’s important
that our businesses show up accurately when visitors do their research and easily way
find when they’re in market. Locl’s platform makes it easy and even teaches our

businesses and POIs how to elevate themselves online.”

@ locl



Current Montana Participants:

MONTANA

&

VISIT BIG SKY

~MONTANA ~

DISCOVER
' eﬁ
- MT

vsir Southwest

\l MONTANA

GLENDIVE

MONTANA

| SOUTHWESTMT.COM

WHITEFISH
MONTANA

@ locl


https://www.madeinmontanausa.com/
https://www.instagram.com/p/Cn4qLCpOnd3/

Locl Helps DMOs

Engage Support Enhance
with their local businesses recovery for their local rural area tourism and
and provide value business owners experience
Educate Improve Provide
local business owners to traveler experience for innovative and industry

build a better online presence

@ locl

everyone that visits your state

leading technology




Solution and Program

@ SHARE  Tuesday, January 18,2022 | ©

loYell Good afternoon, Niktia

You've been a member since January, 2022.You have saved 0.15 hours with Locl.

Tasks 9 Wins
Overview
Analytics
b = Sample task B

Not a Google Business Profiles expert? No problem! You've Saved You've Saved
Photos & Videos Follow these tasks for the best performance and

check off when complete.
Posts IGNORE
Reputation R .

espond to a poor customer review
You have a new poor customer review awaiting your D 0'15 hours 0-15 hou rs

Manage Locations response. If they've had a poor experience,

An online platform that teaches 9locl
and supports businesses to
grow and enhance their online

visibility, grow their revenue,

and elevate the destination as a
whole.

Log Out

np - n

Free trial endin ; I min ' NOW Whatr)
9 Understand your Analytics

aogusds Discover and understand how customers are finding

and interacting with your listing(s).

= Upload new Photos & Videos

For best performance, this should be done weekly ¢
at least monthly.

®Maps (e)

AQ

=] Create a Post

Create a promotional Post (with details on offers,
events, or business updates) to engage potential

customers.
| &
. > -

Review and respond to customer review
Responding to reviews lets both your current and
future customers know they are being heard.

amazon alexa

@® Connect your Facebook and Instagram

accounts
Connect these accounts to quickly reuse published

social posts to Google. | b Bl N g yahoo.l 3 mapquest

@ Create a location group
Creating a custom group of locations is an easy way
to update and view analytics of the locations in that
segment.

dool whitepages aWS L)

O lo C l Dstar lgﬂ TSl  @austate

Cheers,

Alexa and the | ocl Team



Two-minute Signup and Setup

o © Partners: Travel Oregon - Locl X + Tuesday, October 25, 2022 W SHARE

lOCl Good afternoon, Junaid

You've been a member since October, 2022. Check off Tasks below and start saving time!

< C @ locl.iojtraveloregon/ a M %

locl MONTANA

Onboarding

S We want to ensure you're getting the most out of Locl, please enable the following:

Montana businesses in —_— Analytics
travel, tourism, and

I
i

Connect your Google Account(s)
Google Business Profile

111
111
111

I

Photos & Videos

J'

h H l. n Consut Act Overview
Osplta lty- — . —— — G 1 Google Account - 1 Location Verified
193,038 1,228 5,332 $7,888,191
. I Posts Add New Accounts

Turn visitors into customers - no marketing experience necessary! — —
FREE through 2023. I : Top Sources of Traffic: Enable Ranking

Ll | PO [ PR © Reputation

105 Marve. Webuite Vit Phome Calls Ovection Roguents Catc uhated Sevenue

‘ . T —_— N ) 302,474 Manage Locations

Paid for and offered in partnership with Visit Montana. 3+ - L4 - ‘ \”_‘)

: d Profile Lock: Enable

I My Account . .
. o . y » Make sure your business location name(s) are correct
1 Location Unlocked
Log Out Skip for now

X

Seperate Listings & Maps Traffic

» The flip of a switch seperates and begin tracking GBPs as its own traffic source. This is most businesses
top source of traffic but its currently hidden within "Google Organic” in Google Analytics!

PERFORMANCE AND RESULTS

0Q
Everything You Need, Only
What You Need.

[ﬁ [;J o Locl provides a clean data-driven experience that starts with direction & education, the

tools that scale time & effort. It makes performance/ROI easy to understand and share.

Skip for now

Additional direction on what to do next creates the system for wins at scale.

& Q
\x GET STARTED

Anaiytics

locl Filter & View Reports By Location

CUSTOMER ACQUISITION

v v

Outperform Your

- - Total Direction Website Calculated
ompetition. I
You don't need to be perfect, you just need to outrank and outshine your competitors.
With Locl you can do this in just minutes each month, whether you are one or many
locations. How Customers Found Where Are Your Customers
You Coming From

O ) 0

GET STARTED



Destination-level Data and Analytics

OC

locl

& Analytics

-~ My Account

VISIT BIG SKY

A~AMONTANA ~

Analytics

You've been a member since July, 2021. You have 60 days of data to dig into on this Analytics page!

Location

Type business names and/or locations

Selected Locations (60)

Consumer Actions Overview

Website Clicks

=) 22,908

- 15,172 vs prev period - 40%

- 8,530 vs last year -27%

60,000
50,000
40,000
30,000

20,000
10,000
0

Nov Dec Jan Feb Mar Apr

Location .
Name ~
Basecamp

50 Big Sky Resort Rd.

Palooz Media LLC
937 NW Glisan St.

The Rider's Room
50 Big Sky Resort Road

Blue Room Consulting
930 NW 12th Ave Suite 510

Pizza Works
48 Big Sky Resort Rd (Village Center)

Call Clicks

B 3361

Category

Area

v Area

@ Direction Requests
19
12,374

Date Range

v Apr 1, 2023 - Apr 30, 2023 v

[:I Woman-owned

EI Minority-owned

Current View Report (V) Full Report (*)

@ Calculated Revenue @

[ $21.728

- 2,309 vs prev period - 41% - 13,803 vs prev period - 53% - 1,750 vs prev period -7%
- 71 vs last year -2% - 485 vs last year -4% + 414 vs last year +2%
8,000 40,000 35,000
6,000 i A A .
, Direction Requests (left scale) vs. Hotel Demand (right scale)
4,000 ;300,000 450,000
2,000
I I e 400,000
250,000
° / 350,000
Nov Dec Jan Feb Mar Apr
200,000 300,000
- 250,000
150,000
Website . 200,000
Clicks ~
100,000 150,000
* C lation Coeffici = .88
orrelation Coefficient =. 100,000
50,000
0 50,000
0 0
10 Jan Feb Mar Apr May Jun Jul
—#-—Direction Requests =#=Hotel Demand
1
0 27 SO



https://docs.google.com/forms/d/e/1FAIpQLSdyV7f9WzU7Rt61SJ8OIF7_7qvRoZ8DIteRK0KQPaKwI0BI6A/viewform

Directory API Integration

When businesses use Locl to
update their information,
hours, add photos, etc. across
their Google, Apple Maps, and
other business profiles, this
iInformation is also updated
automatically on your
website(s).

@ locl

Upgrade to PRO

TRAVEL
OREGON Opportunities Resources Regions About Q

Access the COVID-19 Toolkit =»

A

Home » Opportunities » Programs & Initiatives » Oregon Tourism Information System (OTIS) » Wine Listings Tasting room ot Sokol Slosser Winery by Andrea Johnson

Wine Listings

Travel Oregon partners with the Oregon Wine Board
(OWB) to help power and maintain hundreds of tasting
room experiences across Oregon.

Questions? Reach out to our staff

Cecilia Suvagian
Database Information Specialist, Global
Integrated Marketing

[ cecllia@traveloregon.com

i i i i Kate Ji
Through their annual outreach process, the OWB receives tasting room updates, which Ve Jorpensen
i : " - Manager, Products & Platforms,
powers both their printed Oregon Wine Tour Guide ¢F and interactive tasting room itinerary Integrated Marketing
tool @&. Tasting room husin re also encouraged to claim and update their business in 1 kate@traveloregon.com

Manage Business Thursday, December 19, 2019

Select Business Q (2) Business/Locations Selected

and/or Location

Warning! You are editing mulitple businesses & locations. Selected Locations Show

Name & Description Categories

Business Name Make the primary category the best choice for describing
your business. Additional categories will help search
Multiple Businesses results. Learn More

P Primary (Required)
Description 250 characters recommended

Gallia est omnis divisa in partes tres, quarum. Mercedem aut nummos unde Category Name
unde extricat, amaras

Additional Categories (10 categories recommended)

m Category Name

Set Business Attributes Category Name

Lock these attributes to keep the public from changing them on your Google listing
Le

ar
Veteran-Led -+ Women-Led + Wheelchair accessible elevator + m

Wheelchair accessible entrance + ‘fﬁ‘c(‘lvnx@cu;: ble parking lot +

Same-day delivery + Gift wrapping + Free V LGBTQ friendly 4+

Cash Only + Checks Accepted =+ Debit Cards 4+ DID YOU KNOW?
Keeping your business updated is the best way to
ensure it shows up in Google search results

Add Category +

M
More

American Express China Union Pay Discover =+ Diner's Club +

OREGON EVEN RO WM e WINES FLY SIGN
e VISIT VENT E N WINE WINES FLY FRE Q IGN

Map  Satelli
ey OREGON T
WINE

S OREGON WINE MONTH  WINES FLY FRE LEARN Q  SICNIN

Verified Listing

Anchor Valley Wine

150 5. Oregon St
2By Jacksoawille, OR 97530

@ Add Photos

About

G-

Always up for an adventure and full of entrepreneurial spirit, Joe Moxley and Mike He

rrER

entered into the wine world with the hopes of blazing a |, of merging their two busi-

- ness werlds in a way that hadn't been done before. Their first partnership focused on the
\)

rock & roll world and lifestyle, bringing a signature clothing brand to fans of music.

ANCHOR VALLEY

Now. after eleven years partnering together, they ve broadened their horizons and brought

their love of wine to the forefront. The adventure began when the two went wine tasting

together in Scuthern Cregon where they were introduced to world-renowned wine maker

Anchor Valley Wine Cellar

&« Anchor Valley Wine Cellar

All Food & drink Vibe By owner Street V

T
e
cerrer f"{",: Add

)




Thank you!

success@]|ocl.io

D locl



Returning Partner: Participation Within Year One

MONTANA  VisITBIGSKY @& sicrork

~AMONTANA A

@ DISCOVER
GLENDIVE @m

MONTANA

vsirSouthwest

MONTANA

SOUTHWESTMT.COM

@ locl



Our Why

MONTANA

“With the substantial investment we put towards advertising the state, it s important
that our businesses show up accurately when visitors do their research and easily way
find when they 're in market. Locl’s platorm makes it easy and even teaches our

businesses and POIs how to elevate themselves online.”

® locl



Every Destination’s Digital Front Door

93% 45% /8%

of all online search are local searches for of local searches result
happens on Google a product or service In an online purchase

Google Maps is used {79 of the time when searching for a nearby business.

® locl



Challenges

B O

Engaging with every Google Business Profile No systems or process

business is impossible is not user friendly to help manage

@ locl



Solution and Program

An online platform that teaches
and supports businesses to grow
and enhance their online visibility,
grow their revenue, and elevate
the destination as a whole.

® locl

G

‘..
»’ ;\

nextdoor

@Star‘

Ei
O

> Bing

whitepages

dWs

S

O

amazon alexa

{13 mapquest

@) Allistate.



Locl Helps DMOs

Engage Support Enhance
with their local businesses recovery for their local rural area tourism and
and provide value business owners experience
Educate Improve Provide
local business owners to traveler experience for innovative and industry
build a better online presence everyone that visits your state leading technology

@ locl



Collaboration | T
locl MONTANA

° I _ Montana businesses in o
Locl.prowdes a co-branded uigdieg buinppen e =52
landing page that showcases all hospitality: ""1’"1 ==
relevant partnership details e Bl
: : - B oo B
Including the ability for ==
companies to sign-up.

 This landing page will incorporate sy thig K Nl Cmly
program details to support the )9 )@ - e
mar.ketln_g stlfateg)_/ with key . -~ —
testimonials if desired. “

Outperform Your
Competition.

ece
IIIIIIIIIIIIIIIIIII e
locl Filter & View Reports By Location
T Wewae Colcvtated
Vs . "




Communication

Promotional and educational content
that DMOs can share to promote the
program. This includes:

* A best practices guide and support
on how to inform and drive program

participation.

 Promotional and educational emails
for continued DMO newsletters and

outreach.

« Email automation and outreach to
partners.

@ locl

TRAVEL
OREGON

ssssssss

Access Industry COVID-19 Toolkit =»

Home > Take your Google My Business profile to the next level with Locl.

Take your Google My Business
profile to the next level with Locl.

As a Google My Business (GMB) super-user, you already know that GMB is the most
Home > Opportunities > Marketing Opportunities & Toolkits > Toolkits > powerful organic tool in your marketing toolbox. You also know that the interface can be
frustrating and time consuming — especially if you manage more than one location.

That is why Travel Oregon has teamed up with Oregon-based company, Locl, to offer travel

Take Advantage O f L 0 Cl and tourism businesses in Oregon a way to supercharge their GMB profiles. Locl's platform
has everything you need to manage and maximize your Google My Business profile without
all the clutter,

Save time, eliminate redundancy, maxi:

and drive business. Locl cuts the amount of time | spend

managing and optimizing my Google My ad
B tie . : .

To give Oregon to GOOGLE MAPS PROGRAM
listings easier, w¢ PORTLAND locl

Locl is a separate

” :
MW  Today’s customer journey

Business Profiles begins WIth Google and
photos, post offer; ends with G00g|e MapS.

act on insights - 4 This sales cycle happens millions of times every day.

Attract and convert more customers
using Google My Business/Maps

Your Google My Business profile controls your Google Maps presence:

Through this innd Search/Decide Directions/Contact Visit/ Purchase i e Sovgim on

Locl for free.

" E Restaurants should ensure that the following are correct:
e View analyt: . | Business name 1 Social media-style posts

) Listing pin placement ) Menus
o Frosh profile photos a Reservation system Integration
o Business categories

| Event posts
1 Amenities 1 Products (beta)
e Manage upd 1 Listing s published

gn up for free at locl.

Sign up for free at locl.io/travelportland

PORTLAND locl

e Locl enables you to see all your customer reviews, across locations, in a single view
(GBP does not).



Account Creation and Setup

@ SHARE  Tuesday, January18,2022 | @&

locl Good afternoon, Niktia

You've been a member since January, 2022.You have saved 0.15 hours with Locl.

: Tasks ) Wins
. . Overview
The business receives: & s ST .
Not a Google Business Profiles expert? No problem! You've Saved You've Saved
- - Photos & Videos Follow these tasks for the best performance and
check off when complete.
* Their own self-service Locl account g ® ®
% Reputation .
o b oy e smsredon sgyor._ O 0.15 hours 0.15 hours

response. If they've had a poor experience,

Manage Locations

Self-serve User account creation, Sign-up, bl o @ locl

® Knowledge Base

Respond to customer reviews
You have 165 new customer reviews awaiting your

sign-in, and password reset functionality

8 LogOut

response.
mnyy, H ' ')II
1] 1} . [ N 5 SF;eQ?nalendmg Understand your Analytics ‘ I m in! NOW What f
- "In-app” and email notification system for T
‘Manage Locations.
education, best practices, and action items " Uploadnew hoes s Videos I

at least monthly.
Selected Locations ) Show
[F1 Create a Post Locations b Order Volun Atroutes b Services
Create a promotional Post (with details on offers,
events, or business updates) to engage potential
customers.

Technical and Customer support

Name & Description
Location Name
Review and respond to customer review

Responding to reviews lets both your current and
future customers know they are being heard.

Envi Adventures

Updates on new Locl features and relevant
Google updates and/or changes

Hi there,

@ Connect your Facebook and Instagram
accounts

Connect these accounts to quickly reuse published  Here are three easy, but important things you can do inside of Locl right off the bat
social posts to Google. A £ ; _
to ensure your Google Maps listing is accurate and you're showing up in more

@ Create a location group searches:
Creating a custom group of locations is an easy way
to update and view analytics of the locations in that

1. Be sure your Business Name is correct
segment.

2. Update and confirm your business hours
3. Set your categories - choose a primary category and up to 9 secondary

categories

By completing just these few tasks inside of the "Manage Locations" section of your

Locl account, you'll be on your way to appearing in more search results,

@ locl

turning those searches into sales.

Do This Now




Education and Support

For the local business For the Destination

* In-app Smart Recommendations
— what-to-do, when...

» Best practices emails to
participating businesses.

* A bank of YouTube education
videos

» Messaging for new features and
releases

® locl



Education and Support

For the local business For the Destination

* In-app Smart Recommendations
— what-to-do, when...

* Access to Locl’s team for

 Best practices emails to
o . gm an nd strate y on running
participating businesses. W quarter y education

ars to help engage your

* A bank of YouTube education Iocal busmesses and rural areas

videos

» Locl will keep the DMO informed
as developments are made

regarding optimization tracking
within the Google Maps.

» Messaging for new features and
releases

® locl



Data and Analytics

 Destination-level analytics and insights
dashboard with personalized business
filters.

> @ SHARE  Friday, January 14, 2022
Analytics
You've

been a member since April, 2019. You have 51 months of data to dig into on this Analytics page!

« Access to 18 months of historical data vs

90_daysl (Simply bette r). ConsumerActionsOvervieg ) Cun;tvhwkcpon. | Funnopon.®
B 457,010 B 73,024 454,163 @ $56.96M
« We provide metrics that correlate to ——— — — —_—
actual performance and forecasting.
B, oD Fnl N ¢ RO © el
« Measure and understand the economic — ' ' '

8840 Northea

impact tourism is having on geographies
and industries. /\/\\7
» Develop new tourist consumption and
behavior insights that measurethe | : —
economic impact tourism. . Correlation Coefficient = .88 -

Additional Consumer Actions & Insights

® @ ®
Posts Seen Total Views Followers

1.09M a 61.94M 6,747

~105,240 vs ~222249 v

prev period 9% prev period [} + 541 vs when joined locl



Directory API Integration

When businesses use Locl to
update their information, hours,
add photos, etc. across their
Google, Apple Maps, and other
business profiles, this
Information is also updated
automatically on your
website(s).

® locl



Thank you

We're excited!

@ locl



Logistics and Next Steps



04

Program Manager

Research Manager

Media/Research

Media

Client Services

Client Services

Your FY24 Joint Venture Team

Stacey Zyliak

Jim Auer

Nick Johnson

Ashley Powers

Cassidy Dale

Vanessa Castillo-Curiel

Campaign Manager
szvliak@mt.gov | 406.841.2948 MONTANA

Data Analyst
im.auer@mt.gov | 406.841.2719 MONTANA

Associate Media Director
njohnson@hoffmanyork.com | 414.225.9508

Media Planner
apowers@hoffmanyork.com | 414.225.9590

Senior Account Executive
cdale@hoffmanyork.com | 406.879.3074

Account Executive
vcastillocuriel@hoffmanyork.com | 414.225.9573

SEEE] |

HOFFMAN YORK


mailto:szyliak@mt.gov
mailto:Jim.Auer@mt.gov
mailto:njohnson@hoffmanyork.com
mailto:apowers@hoffmanyork.com
mailto:cdale@hoffmanyork.com
mailto:vcastillocuriel@hoffmanyork.com

Key Dates and Deadlines

 Sign-ups start now!

« Sign-up period concludes: 6/30/23

« Programs can begin: 8/1/23

« All media must conclude by: 6/30/24

Final creative assets due: 2-weeks prior
to campaign launch

FY24 JV Package Order Form

J¥ Partner Name:

Contact Name:

Contact Email

Contact Phone:

¢ SOJERN

Deadline to subi
H'Y Contact: Yaness a Castillo-Curiel
Full details: mt.aowPr
Each JV partner i limited to ONE pack age per media vendor
W-3must be submitted along with completed order form
All buys most end an ar befare June 30, 2024

June 30, 2023
| weastillocuriel@hoffmanyork.com
Jaint-Yerh

JG

Desired Package
tseseot trovm aboy dbwnt

Media Tacticl=] Ta m Moz Media Tacticl=] F=t Clicks | Tomal ¥ Partger Moz
00 $2,000 F1.000 ik 35,000 2500 m
Display TORT 5,000 $2.500 0 Value Exchange Display B 53,750 2
Z0MM 10,000 5,000 s 25K ¥ $5.000 2
- - STk $5,000 $2,500 4 Desired Package
Display. Native JE] 10,000 6,000 7 o diod
v
Display, Native, Yideo 1AM $10,000 45,000 2 lu':zg;‘:l:h“l“
Desired Package Ideal Start Date (niteir
First Desired Audience
{Required) Ideal End Date fintesn/
[Seleot from drop down
Seconary Desired
Audience (Dptional)
[Select from drop down
ldeal Start Date Jinte.s
\deal Fnd Date Jorie
Teads (@ Pinterest
Media Tacticl=] Ta m Moz Media Tacticls] Est Tomal ¥ Pariner Moz
205 $2,000 F1.000 i 200K 32,000 £1.000 m
Social Extension Display THE 5,000 2500 v Static Promoted Pins BO0K 45,000 2500 7
TaR #0000 5,000 n TR ST 35 00 7
200K $2,000 $1,000 ] Desired Package
500K $6,000 #2500 v [resot form dar disw,
Sacial Estension Yideo First Desired Audience
100 10,000 #5000 2 [Required)
(Select from drap down]
Seconary Desired
Souial Extension 607K #5000 $2,500 w Audience (Dptional)
Display + ¥ideo (Select from drop down]
T2 0000 $E000 F] ideal Start Date Jurite s

Ideal End Date e ini

First Desired Audience
(Required)
[Selest from drop down)

Seconary Desired
Audience (Dptional)
[Selzst from drop down]

Ideal Start Date /e i,

Jdeal End Date




66

Y24 Billing
Practices +
Protocols

HY will reconcile all media invoices for partners.

v Brand MT can continue to offer lower package costs by reducing the
number of contracts/insertion orders with media vendors

v JV partners will reduce time spent managing invoices and payments

1. Partner will provide W9 to HY with completed order form
2. HY to send authorizations for all JV packages secured

3. HY to issue one invoice directly to the JV partner for all packages
secured - invoices will be sent the month prior to any media running



Buy =

(A Review available packages on
9 https:/brand.mt.gov/Program
s/Marketing/Joint-Venture

N From 5/11 to 6/30, partners will

2 select their package(s) by

emailing their completed
form and W9 to
vcastillocuriel@hoffmanyork.com

ﬂ HY will provide the partner an

? authorization form for their
packages which must be
returned and signed to
officially secure media.

ﬂ HY will issue one pre-bill

q invoice for the total buy with

NET 30 payment terms.

67

HY/Partner will have a KOC**
to discuss timing, targeting and
creative.

**Priority of KOC timing is based on
ideal launch date of digital package.

HY issues one 1O to the vendor
for all secured packages.

Partner sends”™ non-custom
content creative assets for

“If HY is creating display banners, the
process will be discussed on the KOC. Refer
to the timeline for specific deadlines.

HY traffics all campaign assets

to vendor and will confirm with
the partner when the campaign
officially launches.

3%
3%
3%
3%

Reporting

HY monitors and tracks

]].I].'].I]. campaign performance weekly

via Sizmek. Pinterest will report
via the Pinterest API.

o.fe HY provides standard”™” monthly

|'||-|" reports for all months with active

approval 2 weeks before launch.

digital media campaigns.

“*Standard reporting includes impressions,
clicks, click-thru rate, percent delivered and
impressions within audited geography. Any
additional reporting needs or ongoing
metric requests (e.g. VersaTag, conversions
etc.) will be on a case-by-case basis and
potentially subject to additional fees.

HOFFMAN YORK


https://brand.mt.gov/Programs/Marketing/Joint-Venture
https://brand.mt.gov/Programs/Marketing/Joint-Venture
mailto:vcastillocuriel@hoffmanyork.com

Sample
Standard Report

Monthly digital reporting includes
Impressions and click performance
metrics for active digital packages®.

@

datorama

FY24 JV reporting will be
powered by Datorama

salesforce

FY23 Joint Venture - Yellowstone Country

Impressions by Partner - Month of December Y

Impressions.

0.83% (47,024)
Others

8.54% (482,678)
Sojem
25.32% (1,431,016)
2.29% (129,354) Teads

Jun Group
10.07% (568,262

Sojermn

9.47% (518
19.75% (1,116, LET
Pinterest

24.04% (1,358,572)
Teads

68 *Custom reporting is available by request - custom reports may incur additional fees

Total Delivery: All Partners and Placements - Campaign to-date Y :
& Partner [... & MediaTy... { | & TargetAu... # Impressi... Clicks # CTR # Media Sp... # CPM
~ Native Dis... All 1,130,952 1,339 0.12 % $6,662 $6
‘ ‘ Winter Enth... ‘ 1,130,952 ‘ 1,339 0.12% ‘ 56,662 6
~ Banner Dis... All 1,358,712 1,887 0.14% $6,658 $5
‘ ‘ Winter Enth. ‘ 1,358,712 ‘ 1,887 014% ‘ 56,658 5
~ Pinterest Al All 2,066,882 7,500 0.36 % $20,000 $10
‘ ~ Social ‘ All ‘ 2,066,882 ‘ 7,500 0.36 % ‘ $20,000 310
Winter Enth.__ 2,066,882 7509 0.36 % $£20,000 10
~ Teads ‘ All ‘ All ‘ 6,105,693 ‘ 21,689 0.36 % ‘ $19,979 $3
~ Native Video Al 2,969,294 10,476 0.35% $9,990 $3
‘ ‘ Winter Enth... ‘ 2,960,204 ‘ 10,476 0.35% ‘ 50,000 3
“/ Native Dis... All 3,136,399 1,213 0.36 % $9,980 $3
| | —— | P PR P e —
Total 11,693,828 97,330 0.83% $79,938 s7
1-20 o 20 items “ e

Notes on total campaign deliveries:

= Delivered over 11.6MM impressions throughout the campaign

» 97K clicks achieved at a 0.83% CTR

« Campaign delivered in full. Confirming that Teads and Sojern both spent in full although there is a slight spend discrepency pulling in Datorama. All

metrics aside from spend are correct.

HOFFMAN YORK
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Additional
Detalls

RESERVATIONS

Vanessa Castillo-Curiel
vcastillocuriel@hoffmanyork.com

Brand MT RESOURCE WEBSITE
https://brand.mt.gov/Programs/
Marketing/Joint-Venture

Details of today’s presentation
Billing details

IAB Standards

Sample reporting document

COMPLIMENTARY HY
CREATIVE SERVICES

Concepting
Design
Copywriting
HTMLS5

HOFFMAN YORK
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Sojern | Media Specs Overview

Media Type CPM Specs

Sizes: 160x600, 300x250, 300x600, 728x90, G fE%%RTE@K:ERE
300x50, 320x50

Birslen Type: _Static, HTMLS5, GIF a2

Banners $5 Ma_x Slz_e: 200K : >
Animation: up to :15 T st
Tracking: via Sizmek B1G SKY [ avismaiosky

~MONTANA ~

Sizes: 1200x627, Square

Type: completed spreadsheet with images .
Native $6 Max Size: 200K
Display Animation: n/a
Tracking: via Sizmek
e
Sizes: 115, :30
Type: mp4, mpg
Pre-roll $14 Max Size: 1 GB
Video Animation: :15, :30

Tracking: via Sizmek




Sojern Audience Targeting Capability Details

General Audience Targeting

Affluent Families:
A25-54, HHI $75K, Married, Children in HH

Educated Travelers:
A25-54, HHI, $75K, College Graduate,
Travel for Leisure +1/year

Sojern has the ability to utilize their internal data partnerships to identify users searching for travel with 3+ people in their party.
This could be coupled with contextual targeting to serve to sites with relevant content to families.

Utilizing third party data from Google Demographic, Google Category and Keyword Contextual Targeting, audience can be
specifically targeted by age range, HHI, education level, etc. to serve impressions to those that fall within this targeting criteria.

Niche Audience Targeting

History Buffs:
Native American History, American
History, Landmark Tour and/or Historic
Site Interest

Field & Streamers:
Hunting and/or Fishing Interest

¢ SOJERN

Park Enthusiasts:
National Parks, State Parks, Camping
Interest

Dino-Fans:
Adults’ w/ Children in HH, Interest in
Science, Dinosaurs, Nature, Parks and/or
History

Audience targeting would mainly rely on third party data from Google Category and Keyword Contextual targeting to serve to
sites that have relevant content relating to American history, historical sites & buildings, museums, etc.

Audience targeting would mainly rely on third party data from Google Category and Keyword Contextual targeting to serve to
sites that have relevant content relating to outdoor enthusiasts.

Sojern has the ability to utilize their internal data partnerships to identify users showing intent to travel to National Parks. Then an
audience would be created based on travel intent signals shown. Third party data could also be layered on to contextually target
sites with relevant content.

Audience targeting would mainly rely on third party data from Google Category and Keyword Contextual targeting to serve to
sites that have relevant content relating to the dino-fans criteria.

Niche ‘Winter Specific’ Audience Targeting

Winter Enthusiasts:
Skiing/Snowboarding

Family Winter Enthusiasts:
Skiing/Snowboarding and Active Families
w/ Children in Household

Snowmobiling Interest

Ice Fishing Interest

73

Sojern has the ability to identify users searching for travel during peak winter months, and/or searching for travel to top ski
destinations in real-time. They then create custom audiences based on these travel intent signals to build out the audience. Third
party data can also be utilized to serve impressions on sites with content related to winter sports.

Reiterating the above and adding in the identification of users searching for travel with 3+ people while layering on winter sports
intent audiences using “and” logic, meaning the targeted would fall under both audience segments to apply. Third party data can
also be used to contextually reach users with children in the household.

Audience targeting would mainly rely on third party data from Google Category and Keyword Contextual targeting to serve to
sites that have relevant content relating to winter activities.

Audience targeting would mainly rely on third party data from Google Category and Keyword Contextual targeting to serve to
sites that have relevant content relating to winter activities.



Jun Group | Media Specs Overview

Media Type CPC Specs

Sizes: 1080x1920 or 1600x1080

Value Exchange [PIEES PSD Example Prequalification Question:
Display Max Size: SOMB 1. Is visiting Montana on your bucket list?
P lificati $0.34 Tracking: via Sizmek 2. Need a little adventure in your life?
(Prequalification Body Text: 150 Ch M
Question) ody Text: 15 aracters Max 3. Are you interested in visiting Montana this year?

Call to Action: 20 Characters Max
Prequalification Question: 1x/Partner

Is visiting Montana on your bucket
list?

L ulMONTANA

WE’RE BIG OUT HERE.
Let Southeast Montana

Exclusive Surprise You.

Background

Dig our Dinosaurs

Devour our Burger Trall

| prefer not to say
Walk Through History

Big Water




Jun Group Audience Targeting Capability Details

'( o General Audience Targeting
' , Interaction Based Targeting: Jun Group will ask consumers the pre-qualification prior to serving them the ad, thus only showing the advertisement to those
JUN GROUP Questionnaire Respondents who self-identify as the proper target audience.
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Teads | Media Tactics Overview

Media Type CPM

Social
Extension $7
w/ Display

Specs

Sizes: 540x540 px, 540x960 px
Type: jpg, .png

Max Size: 200 KB

Call to Action: 15-character max
Logo: 70x70 px, 25-character max
Tracking: via Sizmek

ADVERTISING [P

yuss Visit Southwest Montana
Sp e

Mountains, rivers and rodeos. Ghost towns, road trips
and hiking trails. Find YOUR adventure in Southwest
Montana.

Social
Extension $10
w/ Video

Sizes: 540x540 px, 540x960 px
Type: .mp4

Max Duration: 15s

Max Size: 100 MB

Call to Action: 15-character max
Logo: 70x70 px, 25-character max
Tracking: via Sizmek

SOUTHWESTMT.COM

Between Yellowstone & Glacier LEARN MORE

National Parks

s *Costs are based on National geotargets and are subject to change based on changes to geo

ADVERTISING >

Yellowstone Country MT

Sponsored

In Mentana's Yellowstone Country, we don't wait out
winter, we wait all year for it.

2 Yelowstone Country
L, MONTANA

i ‘ .

VISITYELLOWSTONECOUNTRY.COM

The Peak of Winter

Free Travel Packet

HOFFMAN YORK



Teads Audience Targeting Capability Details

General Audience Targeting

Affluent Families:
A25-54, HHI $75K, Married, Children in HH

Educated Travelers:
A25-54, HHI, $75K, College Graduate,
Travel for Leisure +1/year

Teads would utilize their internal audience profiles to target the specific age, HHI, children in household and marital status to fit
the criteria OR contextually target family travel and parenting content.

Teads would utilize their internal audience profiles to target the specific age, HHI, education and travel intent to fit the criteria
AND contextually target travel content.

Niche Audience Targeting

History Buffs:
Native American History, American
History, Landmark Tour and/or Historic
Site Interest

Field & Streamers:
Hunting and/or Fishing Interest
Park Enthusiasts:
National Parks, State Parks, Camping
Interest

Dino-Fans:
Adults’ w/ Children in HH, Interest in
Science, Dinosaurs, Nature, Parks and/or
History

Teads would utilize their internal audience profiles to target history and history show interests AND target contextually based on
historic sites and landmark tours and North American travel content.

Teads would utilize their internal audience profiles to target hunting and fishing, travel, outdoor activities interests OR target
contextually based on fishing sports, hunting and shooting, outdoor activities, and travel content.

Teads would use their second and third party data to target camping propensity, National and State Park travelers, hiking, etc.
AND contextually target adventure travel, camping, road trips, and family travel content.

Teads would utilize their internal audience profiles to target households with children, high HHI, travel, outdoor activities, science,
and travel interests AND target contextually based on books and literature, outdoor activities, parks and nature, travel, science,
geology etc. content.

Niche ‘Winter Specific’ Audience Targeting

Winter Enthusiasts:
Skiing/Snowboarding

Family Winter Enthusiasts:
Skiing/Snowboarding and Active Families
w/ Children in Household

Snowmobiling Interest

Ice Fishing Interest

77

Teads would utilize their internal audience profiles to target winter sports, travel, outdoor activities, travel intent, travel credit
card high spenders, frequent travelers, and adventure traveler interests OR target contextually based on skiing, ice skating,
honeymoons & getaways, winter vacationers, road trippers, and adventure travelers’' content.

Teads would utilize their internal audience profiles to target winter sports and outdoor activity interest with family travelers and
households with children OR target contextually based on skiing, ice skating, honeymoons & getaways, winter vacationers, road
trippers, adventure travelers with the added layer of parenting content.

Teads would utilize their internal audience profiles to target winter sports, travel interest/intent interests AND contextual
audiences for sites with winter vacationer content, OR Teads could utilize their second and third party data to target
snowmobiling audiences overall.

Teads would utilize their internal audience profiles to target winter sports, travel interest/intent, outdoor activities, and
hunting/fishing interests OR contextually target sites with fishing sports and winter vacationer content.



Pinterest | Promoted Pins Overview

Step 1. Step 2: Step 3:

All JV Pa,rtner pins WI.” k_)e postec_zl on Visit After being clicked on, Pin expands to Ads click through to desired landing
Montana’s account. Pin is then viewed on

users Pinterest feed(s) provide more details to user page (i.e. JV partner website)

Visit Montana @

@ <o)

visitbillings.com

3

“:ﬁi‘/:/i'flt 29
Visit Billings, Montana’s Trailhead T

Forge your own path in Montana's largest city - Billings. Hike,
bike, or simply take in sweeping views atop the ancient
Rimrocks. Explore iconic landmarks like Pompeys Pillar .. more

tttttttttttt ° -2 »
O 386 followers Follow U u '
commene Embrace pure, unencumbered Montana in all its forms.

No comments yet! Add one to start the conversation

200000 0

BE AN OUTSIDER




e s s o

S P E N D A N Ev E N I N G trailtothestars.com

WITH THE STARS { Your guide to stargazing in Eastern
3 Montana

With remote destinations free of light pollution and millions of
acres of public land, Montana is home to some of the darkest
skies and brightest stars in the lower 48.

Visit Montana @
O 386 followers Follow

Comments

P| ﬂte i’eSt lAwwwﬁ“ _ ;

Creative Assets woNTANA o SRS

v All ads will run from Visit Montana’s Pinterest account

v JV partner can provide 2-3 image selects and bullet points for
headlines and descriptions

v" All ads can have JV partner preferred click through URL

v HY/Brand MT will build final assets - JV Partners will review
and approve



Pinterest | Media Tactics Overview

& @ <o)

mtdinotrail.org

DISGOVER MONTANA’S
NOSAU

Discover Montana’s Dinosaur Trail

M ed i a Ty pe C P M S pecs Follow the path all the way to the Jurassic Era on Montana's
Dino Trail. From fossils to prehistoric footprints, your

paleontological adventure awaits.

Visit Montana @
O 386 followers Follow

Aspect Ratio: 2:3 (1000 px, 1500 px)
Type: Static - .jpg, .png

$10* Headline: 15 words max
Description Copy: 500 characters max
File Size: 10 MB

Promoted
Pin

Comments

No comments yet! Add one to start the conversation.

*CPM is estimated based on past performance - JV partners who participate will
have any savings reinvested into more impressions/media
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Pinterest Audience Targeting Capability Details

General Audience Targeting

Affluent Families:
A25-54 and English Speakers w/ Family

Educated Travelers:
A25-54, English Speakers

Pinterest interests include flights, hotels, restaurants, Colorado, Grand Canyon National Park, Idaho, Michigan, Montana, North
Dakota, Oregon, south Dakota, Utah, Washington, Wyoming, Yellowstone national park, Yosemite national park adventure travel,
bucket list, camping holiday, foodie travel, glamping, outdoor travel, road trip, romantic getaways, train trip, weekend getaways,

travel guide, travel hacks, travel tour, family activities, parenting preteens, parenting teens, family destinations, and summer
vacations.

Pinterest interests include flights, hotels, restaurants, Colorado, Grand Canyon National Park, Idaho, Michigan, Montana, North
Dakota, Oregon, South Dakota, Utah, Washington, Wyoming, Yellowstone National Park, Yosemite National Park, adventure travel,
bucket list, camping holiday, foodie travel, glamping, outdoor travel, road trip, romantic getaways, train trip, weekend getaways,
travel guide, travel hacks, travel tour, and summer vacations.

Niche Audience Targeting

History Buffs:

@ Pinterest A25-54, English Speakers

Field & Streamers:
A25-54, English Speakers

Park Enthusiasts:
A25-54, English Speakers

Dino-Fans:
A25-54, English Speakers

Pinterest interests include history terms, contemporary history, early modern period, late modern history, history fun facts,
American history, historical figures, history books and geology.

Pinterest interests include Colorado, Grand Canyon National Park, Idaho, Michigan, Montana, North Dakota, Oregon, South Dakota,
Utah, Washington, Wyoming, Yellowstone National Park, Yosemite National Park, adventure travel, bucket list, camping holiday,
outdoor travel, road trip, solo travel, travel guide, travel hacks, travel tour, camping, hiking, fly fishing, and hunting.

Pinterest interests include camping, hiking, mountain biking, types of climbing, canoeing, paddles, swimming, Grand Canyon
National Park, Yellowstone National Park, Yosemite National Park, camping holiday, glamping, outdoor travel, campers and RVs,
and watercrafts.

Pinterest interests include dinosaur, prehistoric age, geology, earth science and outdoor travel.

Niche ‘Winter Specific’ Audience Targeting

Winter Enthusiasts:
A25-54, English Speakers

Family Winter Enthusiasts:
A25-54 and English Speakers w/ Family

Pinterest interests include flights, hotels, restaurants, Colorado, Grand Canyon National Park, Idaho, Michigan, Montana, North
Dakota, Oregon, south Dakota, Utah, Washington, Wyoming, Yellowstone national park, Yosemite national park adventure travel,
bucket list, camping holiday, foodie travel, glamping, outdoor travel, road trip, romantic getaways, train trip, weekend getaways,

solo travel, travel guide, travel hacks, travel tour, figure skating, skiing, ski trips, Alaska and Canadian destinations.

Pinterest interests include flights, hotels, restaurants, Colorado, Grand Canyon National Park, Idaho, Michigan, Montana, North
Dakota, Oregon, south Dakota, Utah, Washington, Wyoming, Yellowstone national park, Yosemite national park adventure travel,
bucket list, camping holiday, foodie travel, glamping, outdoor travel, road trip, romantic getaways, train trip, weekend getaways,

solo travel, travel guide, travel hacks, travel tour, family destinations, ski trips, skiing, figure skating, family activities, parenting

preteens, and parenting teens.



Pandora | Media Tactics Overview

4:31 AM
Advertisement

Media Type CPM Specs

Final Script: :15 ad = 40 words or less
:30 ad = 80 works or less
Audio $16.80
* Capitalize words that need to be emphasized
and spell our numbers

MONTANA

Sizes: 300x250

Type: Static
Companion AV Max Size: 200K Your station will be right back...
Banner Animation: N/A

Tracking: via Sizmek




Pandora Audience Targeting Capability Detalls

General Audience Targeting

Affluent Families:
A25-54 and English Speakers w/ Family

Educated Travelers:
A25-54, English Speakers

1P: College Graduate, Blended: Frequent Travelers with Household Income >$75K; Content Targeting: Music

1P: Household Income $75K-$150K, 1P: Household Income >$150K, Blended: Leisure Vacationing Families; Inventory Source:
SoundCloud, Pandora; Content Targeting: Music, Non-Music

pandora

Niche ‘Winter Specific’ Audience Targeting

Winter Enthusiasts:
A25-54, English Speakers

Family Winter Enthusiasts:
A25-54 and English Speakers w/ Family

83

3P: Winter Sports Enthusiasts; Inventory Source: SoundCloud, Pandora; Content Targeting: Music, Non-Music

3P: Winter Sports Enthusiasts, Blended: Parents of Children Age O-17; Inventory Source: SoundCloud, Pandora; Content Targeting:
Music, Non-Music

HOFFMAN YORK
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