SAGVB Hill Gountry FY16 Intl Outreach Reco

November 17, 2015




Agenda

Mexico Outreach

- Travel Trends & FY15 Highlights
- FY16 Media Recommendation

Canada Qutreach

SAN ANTONIO - Travel Trends & FY15 Highlights
TEX AS - FY16 Media Recommendation
HILL COUNTRY Summary, QA/Next Steps

PROOF | CONFIDENTIAL | Copyright ® 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Thursday, November 19, 15



Mexico Outreach
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Travel Trends & FY15 Highlights
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" Mexico  There is active planning and booking for US Trips from MX

gy

‘ : Top Travel Sites | SRS . f PSS
| despegarifom 1. despegar.com . 25% of Mexican travel is long-haul, with the US being the

Hotels.com 2. hotels.com

-
3. tripadvisor.com

tripadvisor

| Y] Expedia 4. expedia.com

| monem

dominant player in this market, claiming 60% of those trips

N AT AN b. kayak.com

ooooooooooooooooooooooooooooooooooooooooooooooooooooo

I

| « Cultural & historical attractions

Top Local Travel Provider Sites

- Urban cultural experiences
éﬁ' AEROMEXICO. 1. aeromexico.com

~» Sampling local flavors

2. volaris.com _
volaris 3 ’ 3-
| Il‘ Shopping
| =< interset 3. inferjet.com : ,
\
PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. Source: Axia - Mexico eCommerce Study, 2015 & Canadian Tourism Commission - Global Tourism Watch Report Summary, 2013 | 5
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—

/.7 million visitors in 2014, generating $4.5 billion in direct spending

Travel from Mexico to Texas is forecasted 1o
increase by 32.6% by 2020

Mexico is the 2" largest market for infernational travel to the US, behind only Canada.

However they are first in Texas

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. Source: Texas Tourism 20186, reflects all visitors both drive and air travel | 6
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Meieh . The affluent traveler in Mexico is a specific segment

| Online consumers in Mexico

1/6 of Mexican nationals have a household &
income above $35,000 annually (A/B & C+) ‘ € Married with children ﬁ
)4
O Homeowners ACA

Distribution of Socioeconomic Levels

i fﬂi s

=g

& Work full time ‘?‘

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. Source: Axia - Mexico eCommerce Study, 2015 & emarketer 2013 7
Socioeconomic levels: D/E= less than $6,799, D+=$6.800-$11,599, C=$11,600-$34,000, C+=$35,000-$84,999, A/B= greater than $85,000
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® . Print + Internet are the top drivers of awareness & interest

|

Word of mouth, travel packages, airline magazines,

Internet and social media are the most common

reason visitors became inferested in San Antonio

Social Media m Newspaper ® TV M Internet M Magazines

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. Source Mexico A&| Research 2015 | 8
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About 68% of
the total
population in
Mexico will own
a smartphone in

2016

‘ Mexico City, Mexico

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. Source: ComScore - Digital Consumer Behavior in Mexico, 2015 & Axia - Mexico eCommerce Study, 2015
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"\ "Mexico

Social media is mass media in Mexico

| Mexico is the second leading country in Latin America (behind only Brazil) in terms

of unlque visitors fo somal ne’rworkmg sites

The social media category (including social networking and blog sites)
grew 4 l % in Mexmo IasT year

PROOF | CONFIDENTIAL
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Source: ComScore - The State of Social Media in Mexico, 2014 & Canadian Tourism Commission - Global Tourism Watch Report Summary, 2013
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" Mexict

-+ FY19: Traditional media delivered over 3MM impressions

$60.3K | 3.4MM Impressions

— ELNORTE _

Van Elizondo s Medina
T S, e

r‘
\\ { A
VR

14 An Sube narco mira:

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

f
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“Mexd  £Y15. Hill Country delivers strong CTR of 0.32% with $0.41 eCPC

Social media and large impact digital units across various partners continue o be top performers

May - September FY2015 (October 2014 - September 2015)

Site Impressions Clicks CTR Media Cost eCPC  eCPM Impressions  Clicks CTR Media Cost eCPC eCPM

ﬁExpedia.mx 784781 1862  0.17% $21578 $1584 $2750 1278209 2791 022% 437500  $1344 2938

CNMéxico .18 723 080%  $1236  $1.71 $1370 139813 1092 078%  $2,000 $1.83  $14.30

()L J] é ] 166.865 3808 228%  $5106  $1.34 $3060 254215 5653 222% ) $8,000 5142  $31.47
OPERA 2785631 9376 034%  $5978  $064 216 4545454 C 28397 )0.62% $8.000 5028 Sl
MEDIAWORKS =

Google 68.585 1221  178% 1501  $123 $21.88 156279 2456 C 157% ) $2.970 5121  $19.00

0361849 139374028%  $15.998 11 %03

faCEbOOk 34,119,283 84,027 0.25% $7.850 $0.09 023
Hill Country MX Total 37,995,333 100,517 0.26%  $43.249 $043 $1.14 56,733,839 179,763 0.32% $74,468 $0.41 $1.31

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential Note: Facebook clicks includes engagements and page likes. Retlects estimated costs. | 12
Opera under-delivery (around$7,000) will be added to FY16 once finalized
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Hill Country: Mobile & Interstitial deliver click volume

) iiry - Mobile g W 0L ,—
7 889,826 Imps | 9,808 Clicks) 0.34% CTR S“NANTON'QTE‘*‘SH B GOM

WMA LA
DE LAS
AS EN
. PERO
Illl- N

INDE A

*WOW!
‘HERMOSO. Y
‘ESTUPENDO!

—

Planca ta viaje

Hill Country -

SE LLAMA LA REGION DE LAS COLINAS EN
TEXAS, PERO TAMBIEN RESPONDE A

Interstitial B OW 'HERMOSO’
156,766 Imps Y ‘ESTUPENDO:

Planea tu viaje  Vermds >
4 372 Clicks
2.79% CTR

R . ;
Ly T =) ot ‘ _ : _
. .. ﬂ - J : :

) V i ) B ¥ SAN ANTON O

‘a b Wll(
’ Sa VAS 11omoT« Xz |\H|I)Counlr) com

2 I” : Du“”y G Sla“dard banners
’bmml&ﬂ' IMMM HElcocheconel

e T ' 760,873 Imps | 1.088 Clicks 0.14% CTR

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.

Sizmek 2013 Travel Benchmarks for Mexico RM: 0.06% CTR & 2.45% Interaction Rate, | 13
0.08% CTR benchmark for standard banners (Sizmek 2013)
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Hill Country partners see YOY increase on respective landing pages

RESERVA on
VIAM AMona

San Marcos LP - 2,644 Pageviews

129 trackable clicks to San Marcos website

(vs. 1,638 in FY14)

RESERVA UN
VIAIL ANSRA

arec § Vaw
-  ——
LN ) = »
- 2 :
© e
A7ures Ze Wospeda e Dl Men 3 io Bousioue D0 Ajetwadar, Nocke

RISERVA oM
VIAIL ANOmA

|

|

E

(vs. 1,524 inFY14)

68 trackable clicks to Fredericksburg website

Fredericksburg LP- 2,481 Pageviews ~ Boerne ESP LP - 1,095 Pageviews

|
| (New in Fy15)

8 frackable clicks to Boerne website

PROOF | CONFIDENTIAL
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Source: Google Analytics, pageview numbers include english & spanish LP versions

14

Thursday, November 19, 15




Over 111K pageviews to espanol/LP/Texas-Hill-Country

; BELLEZA LEGENDARIA £J

© DEELTEXAS HILL COUNTRY

DESCUBRE LA

RESERVA UN
lllllll

=3

periecta entre ko antigeo y ko modemo. Aqul podris encontrer
v siones espaholas que datan de hace 300 a%os, varios parque
cultura, of Paseo del Rio, compras de clase mundlal, una vida
nocturna vibraste, festhvales y miles de acthvidades al sire lbre
>an Marcos
Ubicado 3 80 kilémetros al norte del contro de San Atonic y 2
48 Mbmetros o sur de Austin, Son Marcos es bie v
ses contros comercisios, actividades a alre Mbre y stracciones
ocales. serfecton sera dafrutar en ! ’
ot oc enfs

111,619 Pageviews to espanol/LP/Texas-Hill-Country

48% Mobile Visits | 42% Desktop | 10% Tablet

26% Returning visitors |

|
|

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Source: Google Analytics, FY14: 152,803 pageviews, 128,114 visits, and 2:38 avg visit duration. Includes /texashillcountry
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YOY mobile traffic to Hill Country content pages increased by 2.6X

1 Overall fraffic decreased 19% YOY as a result of |

o thtia (1) 16% lower Facebook spend in FY15 \

Puyreeam compared fo FY14 due to lower BUSA matching

® Tablet ‘ and FY14 including 2 campaign budget years and
(2) mobile under-delivery with Opera media.

| Facebook is a top performer, and generatesa

@ Desktop

@ Mobile
® Tablet 1 Facebook spend fluctuation has a large impact |

large volume of the campaign page views &

on site traffic.

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Source: Google Analytics October 1, 2014 - September 30, 2015, includes all traffic to Hill Country pages on VisitSanAntonio.com 16
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(s~

Mg -+ FY15: 2/3 of MX Traffic from 3 key cities supported by media

Mexico City - 35.5%

- (183215 visits)
Monterrey - 21.2% ‘ =~
* (79,463 visits) ‘

Guadalajara - 9.7 %
‘ (36,50 VlSlTS) “77 | 1 N 117424

PROOF | CONFIDENTIAL | Copyright ® 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. Source: Google Analytics October 1, 2014 - Sept 30,, 2015. Reflects all Mexico traffic to VSA.com, not just to Hill Country Pages 17
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Facebook remains the top used social networking site in Mexico, providing efficient reach while
reaching a targeted affluent audience

Research indicates that Nationals are interested in cultural and historical attractions.

Plus up San Antonio's culture & arts while also promoting extended trips to the Hill Country.

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. 18
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Mexico FY16 Media Recommendation

PROOF | CONFIDENTIAL
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 Mexicg - FY16 Parameters: Target MX affluent traveler in primary cities

Hill Country Budget: $97.1K (Remaining portion of budget allocated to Canada)
Audience _ Timing

Primary: Travelers, A25-54,
AEB Socio-Economic Status in Mexico City &
Guadalajara & ABG-+ in Monterrey

' married & single, with & without children

Priority 3: Winter/Holidays 2015

2 Gu?dalajara

. (focus on standard IAB sizes for this time period) ;

3. Monterrey {drive M £ ELIEIE e R L P

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. A/B Socio-economic status includes $85,000+, C+ status includes $35,000-$85,000.
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SRR FY16 Goal: Increase website traffic for Hill Country pages

0 Ingresa Duscar

#  Busca y Reserva deas para Viajes 'xplorar San Antonto
usCca y Reserv Ideas para &3 Explorar San Antonio 1800) 447 3372  Esmsdol+  Social +

DESCUBRE LA

- BELLEZA LEGENDARIA

DE EL TEXAS HILL COUNTRY

RESERVA UN
VIAJE AHORA

;r?? fexas Has San Antonio y el Texas Hill Country
ountry

Can Astenis
san A o También conocids como el

= { . corazdn de Texas, Hll Country
/ se extiende a lo largo de 240

Fredericksburg ° kilieretros, de Sam Antonic a

B Beody, y esté redeada por las

San Marcos

Soerne -l zonas de fala Bacones
}m (Bakones Fault) &l este yla
N dd Levantamiento del ,{; w0

(Uano Upift) & ceste. Esta
™ Q 7 — regidn se caracterize por sus
\ -~ %

colinas altas y rugosas de

‘ J . o-.. piedra caliza y granio, por sus

&dor. L3ta marav
de Estados Unides

parte de tu visha 2 Sa

Astonio.

San Antonio

La cludad histdrca de San Antonio te ofrece la combinacidn
perfecta entre lo antigeo y lo modemo. Agul pos ar
misiones espafolas que datan de hace 300 afos, varios parques
temdticos, osbiidades para experimentar o arte y la
cukura, el Paseo del Rio, compras de dase mundial, una vida
nocturna vibrante, festhvales y mies de acthvidades al alre lbre

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.
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Leverage BUSA returns to increase

frequency and con’nnurry

Plan media activity prior to key travel
periods (Semana Santa/Summer)

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.
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\\!\!_
Ei 2% . FY16: Digital strategy focuses on mobile, social and search

\__‘_N'—

NewParTner T Parner Pupoe ReTurning Partners
© RADTHEORENT High impact across devices Cuigsr
\\Targemd oy facebo Ok ..........
................................... 6
...................................... Expedia
Google

PROOF | CONFIDENTIAL
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e

e Y16 NEW: Digital partner details O ADTHEORENT"

——

$26.5K Total | 4.1MM Impressions | $6.45 CPM | Custom, 300x250, 728x90 & 320x50

00 Vigrizon ¥ 11:08 AM -

travelandieisure.com C

OPPORTUNITY: Target residents of Mexico accessing any website in the
Adtheorent network, even fargeting down fo the Mexico zipcode level.

- Real-time learning machine ensures that the most effective targeting data/partner is being used
- "Apptivation” technology allows the rich media creative to interact seamlessly with social apps

- Creative will go above and beyond small banner to create custom immersive mobile rich media.

SEE WHAT THRILLS

AWAIT YOU IN SAN ANTONIO
VISITSANANTONIO COM

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

@ Expedia ' ELCMUNDO

7e
Ll

==

o7

=t o v}
= IO
=

<T

75

b NATIONAL :
(Itaﬂga GEOGRAPHIC : San Antonio Convention & Visitors Bureau Uses High
univision : Impact Mobile “Selfie” Rich Media to Drive Consumers to
Target residents of Mexico accessing any website in the Adtheorent ; Experience the Destination
network, even fargeting down to the Mexico zipcode level. :  ee— ——

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.
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- Mexico & FY16 NEW: Digital partner details (O ADTHEORENT

Wide range of creative capabilities to highlight shopping plus other available opportunities in San Antonio’s Hill Country

Thi t
AdTheorent 9:03 PM @ neow AdTheorent soren

TRAVEL BRILLIANTLY o TRAVEL BRILLIANTLY

' Integrate the rich media |

unit directly with

OUR APP FROM /=7
ANYWHERET £/ —=
> L A .{{’, >

features of the phone as

SERVICES SN\ | VENDING

—_——T T 7T wellasdirectly with
social apps for natural

sharing experience |

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. 25
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 Hoxeo FY16 RENEWALS: Print partner details

$19K | 5MM Impressions | FP4C $4.8K | 93K Impressions | FP4C

Aire - AeroMexico Inflight Magazine TR AVE L _|_ Travel & Leisure Mexico

Mexico’s #1 in-flight magazine Travel endemic publication that provides insights

on destinations and travel tips
Distributed in seatbacks, lounges, and ticketing

offices

Frequency: Monthly
Circulation: 1,680,000

Frequency: Monthly
Circulation: 55,000

100% of readers are ABC+

87% of readers are ABC+ Recommendation: 1 FP4C insertions (1 Bonus)

L

Recommendation: 2 FPAC insertions (1 Bonus) o srmmsg,qg;,vg;;gggggggggmgggqmggm D
Feb, May, Jun
PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. 26
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5
{

s+ FY16 RENEWALS: Print partner details continued

$5.6K | 120K Impressions | FP4C

Quien

Entertainment publication that gives readers
insight into the lifestyles of Mexican high
society, celebrities and personalities

Frequency: Bi-Weekly
Circulation: 120,000
/2% of readers are ABC+

Recommendation: 1 FP4C insertion in the special
Texas advertising section. Paid insertion comes
with a bonus FP advertorial

June

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.
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e FY16 RENEWALS: Digital partner details

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

$20.7K Total | 1.75MM Impressions | $11.82 CPM | 300x250. 160x600, 740x50, responsive, & search marquee

Expedla Reach fravelers in Mexico who have expressed inferest in fraveling fo the US with focus on more affluent audience.

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

e $9.2K Total | 287.5K Impressions | $32 CPM | 995x650 takeover & 300x250
. \))L“ =If High impact interstitials on Quien continue to garner attention and interest with Quién’s more affluent female audience

$18.8K Total | 187K Clicks | $0.10-0.15 CPC $4K Total | 3.2K Clicks | $1.50 GPC

— V)
. Q ; M : : : e
: _g Utilize new carousel ads while continuing to utilize Facebook's @ : Q:O Drive lower funnel conversions with fravelers considering
@ strong reach and efficient CPC in Mexico with targeting to ©  travel fo San Antonio and the Hill Gountry with search ads
L education level (to reach more affluent audience). O on Mexico's fop search engine

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.
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|

| e
P

|

e
-v'- .\, \'l
o L\
N

Facebook Carousel Ad Example

eeeeC Sprint = eeeeC Sprint =

Facebook carousel allows for multiple images to be featured within the same creative unit

eeeeC Sprint =

d Visit San Antonio K d Visit San Antonio K

i \‘ ! \Q
Enter for your chance to win a fun-filled holiday Enter for your chance to win a fun-filled holiday Enter for your chance to win a fun-filled holiday
your family will remember forever. your family will remember forever. your family will remember forever.

1))
ANTONIOD
FOYE UNWRAP ee
w09 A GREAT....
HOLIDAY SWEEPSTAKES
ERIEN .
e*..o ‘MAKE - QFES
THE BEST GIFTS
Unwrap a Great Make unt Make unforgettable Expe
Holiday Sweeps Sign Up memorie: 1 Up memories Sign Up best Sign Up best gifts Sign Up
VisitSanAntonio.con VisitSanA VisitSanAntonio.con Visit: VisitSanAntonio.com
- . NG e - . NG ol - . . <\

& K- :

PROOF | CONFIDENTIAL
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summary: FY16 Mexico Outreach

Hill Country MX Total w/ BUSA: $110.9K

Hill Gountry Contribution: $9/7K
($25.6K Tradifional | $71.4K Digital)

BUSA Return: $13.8K
($3.8K Traditional, $10K Digital)

5.8MM Trad Imps | 45.3MM est Digital Imps
191K purchased clicks

PROOF | CONFIDENTIAL

Note: Doesn't include $2.337 in ad serving

30
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Ganada Travel Trends & FY15 Highlights

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.
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»/\a%:’

Yo%
g@'a‘i%‘;Visi’ra’rion to Texas is lower than Mexico but Canadians stay longer

—

S

| 465,000 visitors in 2014, generating $430 million in
‘ direct spending

It is easier than ever for Canadian visitors fo get o

Texas, with two new direct flights in 2015:
Calgary to Houston & Toronto to Austin

Maijority of Canadian visitors to Texas fly versus drive and stay an average of 12 nights”

PROOF | CONFIDENTIAL | Copyright ® 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. Source: Texas Tourism 2016 *Mexican visitors stay an average of 6.2 nights (air only) | 32
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A
/4 %::
5

gia“a@b‘p FY15: CA VSA.com visitors spend more time on site than MX

SN

Y

2,571 page views to Hill Country Gontent

2.31 Avg Vit
_Duration i

Sessions

o] e Together, Toronto and Calgary are 22% of

J | Canadian traffic
V\J‘ M‘MvWMMWW WTW\)‘W‘NVVM'{@/J M\lw'w e e T —— e

PROOF | CONFIDENTIAL | Copyright ® 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. 33
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Hill Country Ganada campaign exceeds North American CTR benchmark

Total
Impressions Clicks CTR Media Cost eCGPC  eCGPM _ Browse Book Trip I[deas  Explore SA
Conversions
Y . .
"WEXpedK] 698,784 /58 0.11% $18,000 s?4 $26 b8 / 34 17
Hill Country CA Total 698,784 /58 0.11% $18,000 $23.75 $2b.76 b8 / 34 17
@ Expedia o

“WOW. ‘GORGEOUS. %
AND *STUNNING?
Plan your trip

g ‘R, SAN # TK_N\_)
oee - — *

agets | ' zIE)(;ASA LA
e (a HIEL COUNTRY é AL
S llL\lllmlm F( sxasHillCountry.com
PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. Sizmek 2014 North American GTR Benchmark: 0.08% | 34
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Yy

{Cj‘a@}b CA mobile growth comparable to US & impacting travel research

BN

B

|
|

~In 2015, smartphone penetration rate grew to 68°%,
representing a year-over-year growth of 24%

More than 40%
of Canadian
mobile travelers
research local

activities or
destinations on
their mabile
devices

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. Source: ComScore, 2015 & Catalyst/GroupM - The Evolving Ganadian Mobile Landscape, 2014 | 35
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55% rely on recommendations garnered from family,
friends and colleagues while 49% say review websites
are a top information source for travel

Lousy Servic b e e

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Source: CNN - Global Tourism Survey, 2013
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v>There is a reliance on sites for comparing rates & travel booking

METHODS USED T0 BOOK TRAVEL

~>=| Airline website
= o

-

i Hotel website

o= | Web-based travel agency (e.g., Expedia)

Travel deal site (e.g., Priceline.com)

g Travel agent

a' Phone-fravel provider directly

de==| (ffline fravel agency website (e.g., Flight Centre)

EWebsrre of company at destinations

|I| In person-travel provider directly
D A mobile or tablet app

I, 5o
I, 63

I
. -
I -7

— B
I 7

B (0%

B 5

B 5%

PROOF | CONFIDENTIAL
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Source: eMarketer, 2013
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O

' information they provide and 3 in 4 have researched |

Information leads to action

2 in 3 people read magazines specifically for the

a product after seeing it in a magazine

Inspiration Spark Ideas
This media is This media gives me
inspirational ideas
Magazines 3%  Magazines
Intemet 23% Internet
Cinema 16% v

10" 16% Social Media
) Poster
Radio 10% adverts

Social Media 10% Newspapers

Newspapers 6% Radio

Poster
adverts

1% Cinema

P— ‘. 2

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Source: Crowd DNA Rules of Attraction, Magnetic. 2014/15
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- RS
g“j‘a@a% Key takeaways from travel trends & FY15 highlights

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.
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Canada FY16 Media Recommendation

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

40

Thursday, November 19, 15




éa"a\j‘; Focus on Ganada when weather is particularly cold

-

Hill Country Canada Budget: $42.8K

Audience Timing

Primary: Travelers, A2o-54. 75K+ ‘ | Priorify 1: Fall & Winfer 2015
married & single, without children |

B E— e

Priority 2: Fall 2016

L _ e

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.
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Cana a“p FY16: Digital strategy focuses on review driven platforms

Lo

Targeted
Social

tripadvisor®

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

facebook.

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Note: Expedia FY15 ends Oct 31, 2015

42

Thursday, November 19, 15




Iy
@Qb‘; FY186: Traditional media strategy focuses on print
387 a

Reach the target in a place where they find inspiration in their lives, through one of

Canada S Ieadlng magazme TIT|BS

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential.
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s FY16 NEW: Print partners details
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$25K | 500K Impressions | FP4C

MUST TRY: 5 ALL-NEW SLOW COOKER RECIPES Canadian Living

Canadian’ving

Canada’s most read Woman's magazine, providing
them with lifestyle content from beauty and
fashion to home trends.

. ([ pel.” W Frequency: Monthly

Circulation: 505,398

- RO RICK /
eﬂ P\ _<; e National Distribution (50%+ in Ontario Region/
&% / Toronto)

TH OUR BEST-EMER "\ =

TURKEY.SIDESAND \\ -

DESSERTS Recommendation: 1 FP4C Insertion

Feb
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tripadvisor:

$17.3K Total | 960K Impressions | $18 CPM | 320x50, 300x600, 300x250, 728x90

JPPURTUNITY: ReaCh TI’ipAdViSOI’ Med.ia GI'IOUp i 1’000 2,000 3,000 4’000 5,000 6,0 7’000 8,000 9,000
Canadians on their top |
Air F)anada | 2,546 [ 466
travel planning site across oo
: . Hotels.com | 997
desktop and mobile with s | 1010
advanced targeting o not il =y
only Toronto & Calgary IPs _:
but also travelers with an Aot com Tovl 01
interest in cultural travel il —
Hotwire | 436 .5
and those that have SNOWN  recermmruescoe o B
an inferest in lexas Slgnaturz,:/ilc:::::l '3220.?1 Mobile Exclusive [N
Lonely Planet |340 36
Orbitz Worldwide | 492 64

=
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Canade facebook

$5.1K Total | 5.1K Clicks | $1 CPC

Utilize Facebook’s scale and it on o Toas 1l Courty.
targeting to reach Canadians ——
in key markets and increase

digital touch points

San Antonio, Texas

Learn More

PROOF | CONFIDENTIAL

Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.

Note: Facebook ads will be in English, screenshot is for reference purposes only from the Hill Country Mexico Facebook creative.
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summary: FY16 Ganada Outreach

Canada Hill Country Total w/ BUSA: $48.9K

Hill Gountry Gontribution: $42./7K
(821.7K Traditional | $21K Digital)

BUSA Contribution: $6.2K
($3.3K Traditional & $2.9K Digital)

500K Trad Imps | 3.5MM Digital Imps

b.1K purchased clicks

PROOF | CONFIDENTIAL
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Note: Doesn't include $1,500 in ad serving
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Thank you for your partnership!

San Antonio $60,000
Boerne 530 000 ' Each city brings a unique value to the Hill
Country offering for international visitors
Fredericksburg $30.000 .
._A&.'...\ 6515@
SANMNANCOS -
San Marcos $30,000 fredericksburg | pEih i
TOTAL $150,000
PROOF | CONFIDENTIAL | Copyright ® 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. Note: $10,000 of budget left as reserve funds 48
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summary & (QA/Next Steps
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Summary: Traditional Flowchart (Mexico + Ganada)

Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept HC BUSA Total Imps

MEXICO

Aire $16,522 $2478  $19,000 oMM

Travel & Leisure $4,174 $626 $4,800 93K

Quien $4,865 $730 $9,095 120K

CANADA

Canadian Living $21,739 $3.261 $25,000 500K

GRAND TOTAL $4/,300 $7,095 $543%%  5.8MM

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential. 50
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Summary: Digital Flowchart (Mexico)

Partner Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep SAHC BUSA TOTAL E:Z?;,V Imps Clicks
Adtheorent $23,000 $3450 $26450 $645 4,100,775
Expedia $18,000 2,700 $20.700 s11.82 1,751,269
Quien $8.000 $1.200 $9200 $32.00 287,500
Facebook $16,609 $2,189 $18,798 $0.10 39,162,708 187,981
Google $3600  $480  $3980 $1.25 3,184
Ad Serving $2,337 $2,337

$71,446 10,019 $81,465 45,302,252 191,165

PROOF | CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. Al Rights Reserved. Confidential. $11.82 eCPM of Expedia accounts for impressions from Expedia in-kind match | 51
*Facebook and Google are purchased on a CPC, impressions are estimates only
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Summary: Digital Flowchart (Canada)

Partner  Oct

Nov Dec dJan Feb Mar

Apr May Jun

Jul

TripAdvisor
Facebook

Ad Serving

Aug Sep

SAHC BUSA  TOTAL CPM/CPC  IMPS CLICKS
$15,000 $2250 $17250 $18.00 958,333
$4468  $663 $b,127  $1.00 2563350 5,127
$1,500 $1,500

$20,958

$2,919 $23,877 3,921,683

0,127
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Note; Facebook is purchased on a CPC, impressions are estimates only
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Hill Gountry

Digital - Mexico | $71.448
Traditional - Mexico 820,061
Mexico Subtotal (Digital & Traditional) | $97.007

Digital - Canada $20,958
Traditional - Canada - $21,739
Canada Subtotal (Digital & Traditional) $42 697

Total International Budget

$10,019
$3,834

$13,853
$2.919

$3,261

$6,180
$20,033

581,465
$29,395

$110,860
$23,877

$25,000

$48,877
$159,737

CONFIDENTIAL | Copyright © 2015 Proof Advertising, LLC. All Rights Reserved. Confidential.
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QA & Next Steps

SAN ANTONIO

AND THE

TEXAS

HILL COUNTRY

11/17 Client Presentation

October & November mini buys - live

11/20 Approval on full year plan
11/20-12/1 Final buying & trafficking
12/3 Launch of full year plan with Expedia
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