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HURRICANE IRMA MARKETING INITIATIVE



HURRICANE IRMA MARKETING INITIATIVE

HURRICANE

IRMA

» Paused all media on Sept. 6

HURRICANE
 Resumed media on Sept. 18
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DANICA PATRICK SOCIAL MEDIA REPORT
JUNE, JULY AND AUGUST 2017



SOCIAL MEDIA JUNE, JULY AND AUGUST 2017

June was a great month for the Danica campaign on all social media platforms. There were (3) videos posted to Facebook and (3) videos posted to Twitter. The positive impact of an increased number of videos posted is evident in the results below. We suggest keeping this campaign frequency for the
months moving forward. There was a record high for Video Views on Twitter, with 18,175 views on the Danica campaign videos alone. There was also a steep hike in Video Views on Facebook, totaling 8,059 views on the Danica campaign videos. Much of this record success can be attributed to
Danica’s influence and reach, as well as posting videos rather than sharing old videos, as we had suggested last month. YouTube had a steady increase in Video Views, reaching 36,402 lifetime views since the launch of the Danica campaign.

Overall Impressions and Interactions on Facebook and Twitter also experienced a rather substantial increase from the month prior. Impressions and Interactions take into consideration all performance on Facebook and Twitter, not just the Danica campaign.
In July, the Daytona Beach Facebook and Twitter pages earned 541,854 impressions and 8,165 interactions. These impressions and interactions are reflective of all content, not just performance from the Danica Patrick campaign. This was a slight decrease from the month prior.

Facebook was the top supporting platform in July for the Danica campaign, garnering 22,646 video views primarily from the Danica Patrick TWIST video. This particular post was shared by Danica Patrick where it earned additional exposure and reach for Patrick’s audience, resulting in its exceptional
performance. The video views on Twitter were down drastically from the month prior. This is likely due to Danica’s Twitter support during the month of June and not during the month of July.

n the month of August, the Daytona Beach Facebook and Twitter pages saw 271,059 total impressions and 4,563 interactions. There was an overall decrease across all KPlIs throughout the month from the previous month. This could be attributed to the fact that no Facebook posts or
Tweets were shared by Danica Patrick. The months in which the Daytona Beach posts are shared or retweeted by Danica make a very positive impact on the overall performance and reach due to Danica’s celebrity following. The month of August Across Facebook, Twitter and YouTube,

there were 20,633 new video views on the Danica Patrick campaign. This month, the majority of those new views came from YouTube, equaling 18,198 new video views. Typically, Facebook or Twitter see the most video views on a monthly basis due to Danica’s sharing or retweeting

Using popular, but relevant, hashtags on Twitter is a great way to obtain new reach and exposure. The call-to-action links in posts and tagging of Danica Patrick are great practices we recommend continuing throughout the campaign. The frequency and variety of video style and topics was also a good
balance for the month.

Continuing to receive Danica’s support on the campaign, in addition to tagging Danica Patrick’s social pages, will improve the reach and positively impact the total impressions and interactions.

5.6 M - 105.6K 97.9K

TOTAL PAGE IMPRESSIONS TOTAL FOLLOWERS TOAL PAGE INTERACTIONS
Facebook + Twitter Facebook + Twitter Facebook + Twitter

419.9K

TOTAL DANICA VIEWS
Facebook + Twitter + YouTube

RESULTS DELIVERED

R\t/?l Impressions (FB + 1,345,696 1101.712 469,147 786.802 419,083 665,573 541.854 | 271.059 5.600.926
New Followers (All) 531 381 314 331 619 405 325 238 3.144
Interactions (All) 16,397 12.091 16,341 2 555 11,508 26,370 8165 | 4.563 97.990
Total Danica Video Views on 2782 1.919 13,886 n/a n/a 18.175 465 208 37435
Twitter

;‘E’;ta' Danica Video Views on | 44 455 107,523 n/a 1.049 1,206 8.059 22646 | 2,227 323.765
\T(‘;ﬂl?baeﬂ'ca Video Views on 10,675 11,810 18,374 25 386 30,044 36,402 40,511 58,709 58,709

*Total Danica Video Views on YouTube: Views are measured by lifetime totals, not by monthly views.




JUNE CONTENT PERFORMANCE
ok

Our favorite Summer visitor Danica Patrick will be here very soon! Coke
Zero 400 Powered By Coca-Cola, July 1. Get your tix now and celebrate
4th of July, Daytona Beach style.

These were the Danica campaign videos posted to Facebook during the month of June. As previously suggested, by
posting videos, rather than sharing old video posts, there was an increase in overall video performance. Reach, Video
Views, and Engagements were higher than the previous month. The video in the bottom left was the top performing
Facebook video, reaching 12,911 people and garnering 4,795 Video Views and 1,167 Engagements. This video post
received more comments from fans and followers than the other (2) Facebook video posts. Many of these comments
were individuals that have trips planned to Daytona Beach within the next month. The (2) videos on the right were
also posted to the Daytona Beach Facebook page during the month of June. These videos cumulatively reached
9,575 people and earned 3,264 Video Views.

, Daytona Beach Area Convention and Visitors Bureau
Published by twest@daytonabeach.com -June 2 - &

Ready for vacation? Let us know how many days until you can relax and
recharge in Daytona Beach!

Danica Patrick RelaXing
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«" Get More Likes, Comments and Shares
Boost this post for $3 to reach up to 1,100 people.

FACEBOOK
12,911 peopla reached ReaCh: 12,91 1
O 122 40 Comments 22 Shares B~ Video Views: 4,795

Engagements: 1,167

i Like 8 Comment » Share

Daytona Beach Area Convention and Visitors Bureau

Published by twest@daytonabeach.com - June 22 at 1:12pm -
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you love about...
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+" Get More Likes, Comments and Shares

Boost this post for $3 to reach up to 1,100 people.

4417 o

0Ds

s Like

ek

aopie reached Boost Post
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Daytona Beach Area Convention and Visitors Bureau

Published by twest@daytonabeach.com - June 27 at 12:43pm - &
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We asked Danica Patrick what Daytona Beach means tc her and this is
what she said! . Wish her well in the Coke Zero 400 Powered By Coca-
Cola and we'd love to hear what Daytona Beach means to you!
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Boost this post for $3 to reach up to 1,100 people.
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FACEBOOK
Reach: 4,417
Video Views: 1,480
Engagements: 154

FACEBOOK
Reach: 5,158
Video Views: 1,784
Engagements: 225



The Daytona Beach YouTube page saw 6,358 new Video Views, across all Danica Patrick videos, from the
previous month. Since January, the Danica Patrick campaign videos have had a total of 36,402 Video Views on
YouTube alone. Month-over-month YouTube has had the most steady growth for Video Views, averaging about

5,000 new Video Views monthly.

JUNE YOUTUBE VIDEO PERFORMANCE

Below are the top performing (3) videos on YouTube this month based on Views:

Danica Patrick RELAXIN' in
Daytona Beach

11,450 views * S months ago

Views: 11,450
Minutes Watched: 6,342
Average Duration Watched: 0:33

Danica Patrick SOAKIN' In the

Sun In Daytona Beach
4,737 views - S months ago

Views: 4,737
Minutes Watched: 360
Average Duration Watched: 0:27

Danica Patrick’s TWIST on Why

Daytona Beach is the Ultimate
4667 views - S months ago

Views: 4,661
Minutes Watched: 2,528
Average Duration Watched: 0:32



JULY CONTENT PERFORMANCE

%‘ Daytona Beach Area Convention and Visitors Bureau
4
‘ @y

| Published by twest@daytonabeach.com July 18 at 4:34pm - &

These were the Danica campaign videos posted to Facebook during the month of July. The video on Here's a fun snippet from one of our favorite visitors! Danica Patrick gushes

on everything that makes Daytona Beach special, including her personal

ooy

fave - putt putt!

the bottom left was the top performing video, reaching 77,477 people and earning 20,216 video

views. Using an additional call-to-action in the post copy with the Daytona Beach URL is a great

”

practice. This is also the video that Danica Patrick shared which contributed to its higher than

average reach and video view. The image of Danica’s shared post can be seen in the middle. The i L L J ° ’ AT
: | ; ) o_' - - b
Image in the top right was a video post that reached 3,948 people and garnered 1,293 video views 2 Be yle and Diversity /Behind tHE

and 197 engagements. The image on the bottom right represents the video post from July 28, This

particular post reached 3,595 people and garnered 155 engagements in addition to 1,137 video N ot Midre Eikas, Conmumts and Shares

Boost this post for $3 to reach up to 1,700 people.

L
VleWS 3.948 people reached

Daytona Beach Area Convention and Visitors Bureau OO0 25 4 Comments 2 Shares Bl ~

Published by twest@daytonabeach.com July 14 at 11:52am - &

FACEBOOK
Reach: 3,948
Video Views: 1,293

i.,.‘

Summer's in full swing! Have you planned your ultimate getaway yet? e Like N Comepm » St Engagements: 197
DaytonaBeach.com.

o"f" Daytona Beach Area Convention and Visitors Bureau
;“ Published by twest@daytonabeach.com [?] - July 28 at 5:05pm - @

Take it from one of our favorite summer visitors. there's plenty todoin
Daytona Beach when the sun goes down. Check out the awesome live
music line-up on DaytonaBeach. com/evenis/musicl
ﬂ Danica Patrick shared Daytona Beach Area Convention
and Visilors Bureau's video

JUly o3t 10:17am - @

If we could transport ourself anywhere right now_._it would be to the endless
summer in Daytona Beach! #partner

+” Get More Likes, Comments and Shares
Boost this post for $3 to reach up to 1.700 peopie.

77,477 people reached Boost Post
AL c ~ 10 < oc e - ~ -
©O® 45 Lo ohaes Danica Patrick NIGHTLIFE in Daytona Beach
00:31
sy Like P Comment ~» Share s

w Get More Likes, Comments and Shares
Boost this post for $3 to reach up to 1,700 people.

FACEBOOK FACEBOOK

R 3.595 people reachec _Boos
ReaCh: 77,477 Daytona Beach Area Convention and Visitors Bureau cemmE e cdioer Reacho 3 595
Video Views: 20,216 i . MR SR T 3,
¢ ’ Summer's in full swing! Have you planned your ultimate getaway yet? Jeff Bond, Kathleen Cady Wallace and 38 others =~ Video VieWS: 1,137
EngagementS: 3,981 e iy Like @8 Comment A Share

Engagements: 155

e Like 8 Comment »» Share B~

O % Cristina Torres, Lilian V Reed McClanahan and 738 others Chronclogical ~



JULY CONTENT PERFORMANCE

Below are the Danica videos shared to Twitter throughout the month of July. The Tweet in the top left was the best performing Tweet of the month for impressions, media views
and engagements. This could be attributed to the popular use of hashtag #TuesdayThoughts which potentially garnered new impressions and engagements. This Tweet earned
1,037 impressions, 175 media views and 30 additional engagements. The Tweet in the top right also used common hashtags such has #FridayFeeling. This video earned 142

media views and 911 impressions. The Tweet in the bottom right was a call-to-action for summer vacation planning. This Tweet garnered 831 impressions and 148 media

VIEWS.

VISIT N Daytona Beach @DaytonaBeachFun - Jul 18 v y, Daytona Beach @DaytonaBeachFun - Jul 28 ~

B Behind the Scenes with @ DanicaPairick on what makes Daytona Beach a acs} Looking for live music in Daytona Beach? Daytonabeach.com/events/music/ is

Ln g special place. 7 sdayThoughts , ; =341

4

[LOWTS v your go- -to! Fic atheniaghtlife Fsrniidavieaeline

TWITTER @ iéna/*iémcé TWITTER
Impressions: 1,037 Lﬂ Impressions: 911

Media Views: 175 Media Views: 142
Engagements: 30 Engagements: 26

DAYTONABEACH.COM

0317031 o) 7

y Daytona Beach @DaytonaBeachFun - Jul 14 v
Summer's in full swing! Have you planned your ultimate getaway yet?

5% ¢

~a

iy
L e

TWITTER
Impressions: 831
Media Views: 148
Engagements: 22




JULY YOUTUBE VIDEO PERFORMANCE

The Daytona Beach YouTube page saw 4,109 new video views, across all Danica Patrick videos, during the month of July. Since January, the Danica Patrick campaign

videos have had a total of 40,511 video views on YouTube. As expected, the YouTube channel has seen the most consistent growth in month-to-month performance. This is
because there is no paid promotion or new postings occurring.

Below are the top performing (3) videos on YouTube. Danica Patrick RELAXIN’ had an 11% increase in watch time and a 13% increase in new views. Danica Patrick

SOAKIN’ and Danica Patrick TWIST both saw about a 4% increase in watch time. Danica Patrick SOAKIN’ experienced a 5% increase in views, while Danica Patrick TWIST
saw a 6% increase in views.

=

== Wi ' 28 0-31

Danica Patrick RELAXIN' in [S)Er?'fnaopaa;{;izssiggy i Danica Patrick’s TWIST on Why
Daytona Beach © A e e Daytona Beach is the Ultimate
12,731 views - 6 months ago B 5313 views - 6 months ago

Views: 12,731 Views: 5,345 Views: 5.313

Minutes Watched: 7,082 Minutes Watched: 2,832 Minutés Watched° 5294

Average Duration Watched: Average Duration Watched: e

0:33 0:32 Average Duration Watched: 0:26



PARADISE

AUGUST CONTENT PERFORMANCE

:fij Daytona Beach Area Convention and Visitors Bureau
L 5

: FPubliished by twest@daytonabeach.com 7] - August 4 - &

We love hearing your favorite Daytona Beach memcories! Please feel free to
share, thank you!

These were the (3) posts shared on Facebook and Twitter during the month of August. The image in the top right was a video posted on August 4" about
favorite Daytona Beach memories. This video reached 3,304 people and garnered 1,110 video views in addition to 145 engagements. The post on the
bottom left was also posted to Facebook. This post reached 2,730 people organically and garnered 1,117 video views and 203 engagements. The Tweet on
the bottom right was the only Danica Tweet to Twitter this month. It reached 1,572 people organically and earned 208 video views and 26 engagements.
As mentioned on the previous page, there were no campaign posts or Tweets shared by Danica this month.

I N f .':‘._( .
Fondest Daytona Be ﬁi‘hory - Behind the
Scenes with Danica P...

00225

Engagements: 26

:ﬁj Daytona Beach Area Convention and Visitors Bureau
:E’ FPublished by twest@daytonabeach.com (7] - August 11 - &
) ) ) +» Get More Likes, Comments and Shares
If you love history, Daytona Beach has fascinating stories to tell!l Spend Boost this post for 33 to reach up to 1,100 people. )OK
time checking out “Arts and Culture* on DaytonaBeach.com. You'll find ‘:30‘_‘1 o
more than a few new places to explore the next time you visit. S A0E Daoine venchnd D
OO0 28 4 Comments 1 Share B~
[ﬁ Like (:A Comment & Share
Daytona Beach
@DaytonaBeachFun 3
Making memories is what Daytona Beach
does best! 198 days 'til the #DAYTONAS00O
+" Get More Likes, Comments and Shares
Boost this post for $3 to reach up to 1,100 people.

2,730 peaopila reached

FACEBOOK

Reach: 2,730
OO0 12 2 Comments 3 Shares B~ Video Views: 1,117 J

Engagements: 203 1 TWITTER

I~ Reach: 1,572
Y Like (L) comment &> Share -\ Video Views: 208
-

0:18 wl ”

4:14 PM - 4 Aug 2017 from Daytona Beach, FL

PARADISEADV.COM 12



PARADISE

AUGUST YOUTUBE VIDEO PERFORMANCE

The Daytona Beach YouTube page saw 18,198 new video views in the month of August. This was one of the best performing months for new video views on
YouTube. This could be due to new campaign videos that were added to the Daytona Beach YouTube page. The traffic from the new campaign videos could
have came across the Danica Patrick campaign videos, therefore, increasing the overall monthly video views.

Danica Patrick RELAXIN’, Danica Patrick SOAKIN’ and Danica Patrick TWIST continue to be the top performing videos in overall views.

Danica Patrick RELAXIN' in Daytona Beach

v DaytonaBeach
ﬂi i 26,663 views

Add to Share eees More 4 11
|

Views: 26,664
Minutes Watched: 14,204
Average Duration Watched: 0:31

I« = »I =) 0:00/0:36 = >l =) 0:00/0:30

Danica Patrick SOAKIN' In the Sun In Daytona Danica Patrick's TWIST on Why Daytona Beach is
the Ultimate

Beach
DaytonaBeach

¥ DaytonaBeach ﬁ,
k. 6.855 views ‘ 6.052 views

+ Add to # Share eees More i s Po

= Addto AP Share sse More & : Pro

Views: 6,855 Views: 6,052 13

PARADISEADV.COM Minutes Watched: 3,666 Minutes Watched: 2,616
Average Duration Watched: 0:32 Average Duration Watched: 0:25



MEDIA PLACEMENTS
JUNE, JULY AND AUGUST 2017




Print

Out of Home

Television

MEDIA PLACEMENTS FOR JUNE, JULY AND AUGUST 2017

June July

e \Visit Florida Annual Guide °
e 2017 Annual Canadian’s Guide to Florida e
e British Visitor Handbook (Semi-Annual) °
e The Villages Daily Sun

e AAA Living South

e Orlando Sentinel Explore Florida

e Directional billboard on 195S s/o sr40 L

e Broadcast: ABC/WFTV Orlando Metro Area e

e (Cable Instate: Tampa/St. Petersburg,
Jacksonville, Miami/Ft. Lauderdale, West
Palm Beach

e (Cable In-State/Out-of-state/drive market:

Atlanta Metro Area

ﬁ@%

Visit Florida Annual Guide
2017 Annual Canadian’s Guide to Florida

Orlando Sentinel Explore Florida

Directional billboard on 195S s/o sr40

Broadcast: ABC/WFTV Orlando Metro Area

August

Visit Florida Annual Guide
2017 Annual Canadian’s Guide to Florida
The Villages Daily Sun

Directional billboard on 195S s/o sr40

Broadcast: ABC/WFTV Orlando Metro Area
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Digital

>

MEDIA PLACEMENTS FOR JUNE, JULY AND AUGUST 2017

June

Orlando Sentinel

VisitFlorida.com Retargeting
Adara

Expedia Brand Platforms
Sojern Travel Platforms
TripAdvisor.com
Behavioral Targeting

Contextual Targeting on travel, weather and
lifestyle

The Weather Network (Canada)
Retargeting

Weather.com

Interfuse Banner Ad Network
Atlanta Journal Constitution
Max Point

WFTV/ABC Orlando

Travel Spike

Visit Florida Facebook Co-op Promoted Videos

E—newsletters

T p

/ |

cackht

July

Orlando Sentinel
VisitFlorida.com Retargeting
Adara

Expedia Brand Platforms
Sojern Travel Platforms
TripAdvisor.com
Behavioral Targeting

Contextual Targeting on travel, weather and
lifestyle

The Weather Network (Canada)
Retargeting

Weather.com

Atlanta Journal Constitution
Max Point

WFTV/ABC Orlando

Travel Spike

Visit Florida Facebook Co-op Promoted Videos

E-newsletters

Amplified Story Telling

August

Orlando Sentinel
VisitFlorida.com Retargeting
Adara

Expedia Brand Platforms
Sojern Travel Platforms
TripAdvisor.com
Behavioral Targeting

Contextual Targeting on travel, weather and
lifestyle

The Weather Network (Canada)
Retargeting

Weather.com

Atlanta Journal Constitution
Max Point

WFTV/ABC Orlando

Travel Spike

E-newsletters

Amplified Story Telling

Palm Beach Post

Tampa Bay Times



PROOF OF PERFORMANCE SNAPSHOTS




UNE 2017 PRINT PROOFS OF PERFORMANCE

" SPENT.

Vacation in Daytona Beach and spend more of your time chilling than
driving. Just an hour from Orlando, there's plenty of sun, fun and value

for your money on Daytona Beach, the Original American Beach.
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OCEAN VIEW REALTY GROUP

In Ormond By The Sea. Offering vacation rental homes and

condos — we

, monthly and long

kitchans. Many with ncean viaws

edroom with full

OrmondBeachCondoRentals.com | 386-441-8245

Taka aim at a fun-filled gatawayto Daytona Beach and'you €amexpect a priceless

beachside vibe and value in cvery oceantrent restaurant, beach basecamp

and boardwalk shop — not 10 mention countless places to golf, fish, and explore.
More quality time for less? There really is no competition. Come collect your
prize in Daytona Beach, the Original American Beach.

@zy/mm*&/gmr[
O

DAYTONABEACH.COM

DAYTONA TORTUGAS

Toke advantage of our special family four pack and get four
general admission tickets to @ game, four small sodes and
four hot dogs for just 540 total!

DaytonaTortugas.com | 386-257-3172
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AUGUST 2017 PRINT PROOFS OF PERFORMANCE

THE VILLAGES DAILY SUN

SUNDAY, AUGUST 13, 2017 E5

(T

travel & leisure

Solitude and Majesty

Crawl from your warm sleeping bag out the tent door, into the darkness and pre-dawn wind
whipping across the plateau. Look up at the cathedral of the sky. Watch the whirlpool of
constellations spin overhead. Hold your breath.

It's hard not to feel vertigo in the majesty of Montana's wilderness. Whether you seek
the rocky heights of a 10,000-foot peak or an endless chain of lakes, pastels in a mountain
meadow or the endless catch of trout, trek into the one of the state’s most magnificent ranges

— the Absaroka-Beartooth Wilderness — to find solitude and grandeur.

Don't be put off by the name of the best way to get in there: the Beaten Path, a 26-mile trail
that climbs up and over the Gallatin National Forest watershed divide, wending its way past
pond after lake, peak after cliff, meadow after plateau. The trail has a reputation for high
foot and horse traffic, but in the five days we backpacked through last summer, my hiking
partner Ben Yeomans and I saw just a handful of others and embraced the solitude.

One of the beauties of the Montana alpine terrain is how easy it is to wander. We
bushwhacked off trail, upstream to Echo Lake. Pika Peak, named for the small, furry rodent
that we saw occasionally darting along the trail, was bathed in a tangerine sunset, and we
were astounded that, literally, with every cast of our reel, we pulled in brook trout well in
excess of a foot. Pan-fried trout for dinner and for breakfast.

On the final climb down, we passed so many lakes, we had to resist trying to fish every
one of them. The lake names themselves are things to behold: Anvil, Sourdough, Stardust,
Courthouse, Fossil, Fizzle, Froze to Death, No Bones, Dude. Gradually the forest pines closed
in, and the trail felt claustrophobic after spending so much time open to the sky. The riot
of wildflower reds, oranges and yellows beneath our feet took the edge off our wilderness
farewell and re-entry to civilization.

— Mike Eckel, The Associated Press

MOTORCOACH TO AND
FROM THE VILLAGES®
COMMUNITY

TRAVEL W Eéﬁ%ws
3 i 352-753-2500
ext. 2245
IAARYANDIPROEESSIONAINEOO L BALL
\WITHSTHEITAMERYBAYSBUCS!

SEPTEMBER 17 .
Bucs and Chicago Bears........ 177

OCTOBER 1 $
Bucs and New York Giants .......*177
NOVEMBER 12 s
Bucs and New York Jets ........ 159
DECEMBER 10 $
Bucs and DetroitLions ......... 159
DECEMBER 18 s
Bucs and Atlanta Falcons. . . ... .. 159

Includes roundtrip motor coach to
stadium and ticket in level 227 or 228!

THESE TRIPS)SELL QU EAST!
Call; Today}

This is a NON-REFUNDABLE TRIP. Cost s per porson and subject o availabilty. Al prices, times, dates and T
o

“The Auto Club Group

Tour & itinerary are capacity controlled, based on minimum number of d may be modified
MOTORCOACH TO AND
EXPECT FROM THE VILLAGES®
SOMETHING COMMUNITY
MORE 352-753-2500

may be modifed o
o tors or omissions i the pinting ofthis advertisement.Tips for escor atyour discrtion.
TRAVEL @’
ext. 2245

TAKEIMEJOUTRTOATHERN
BALLUGAMEAWITHNYAAA!

Join AAA and
The Tampa Rays at Tropicana Field

Indoor and Air Conditioned! Y

Price includes roundtrip motor coach and ticket!
Wednesday, September 6 Minnesota Twins vs Rays $75 Per Person
Wednesday, September 20 Chicago Cubs vs Rays $115 Per Person

This s a NON-REFUNDABLE TRIP. Cost is perperson and subject to avaiability. All prices, times, dates and itineraries are subject to change due to
circumstances beyond our control. Tour & tinerary are capacity controlled, based on minimum number of passengers and may be moified or cancelled due to
insuficient numbers. The Auto Club Group is not responsible for errors or omissions in the printing of this advertisement. Tips for escort at your discretion.

ALPROVETS

WANDERLUST
SEE THE WORLD

Tampa Bay vs. Chicago Baseball
Tues. Sept. 19— $102 per person

St. Augustine’s Night of Lights
Mon., Nov. 27 — 555 per person

Saxophonist Dave Koz at Ruth Eckerd Ha
Wed., Nov. 29 — 575 pp (Row M, N, O, P)

World of Golf and Night of Lights
Wed., Dec. 6 — 594 pp (lunch incl.)

Dressing Downton & High Tea, St. Augus|
Wed., Jan. 3, 2018 — $129 per person

Phantom of the Opera at Straz Center
Fri., Feb. 23, 2018 — $132 pp (Orch. Row 4)

Escape to the Keys
. 4 — ] )
Nov. 4-9, 2018 — $1256 per person double L ealifor

e 382-461-0980 [‘AME Spetialto
1-888-315-8687 M roum & roaver & I
GoLamers.com * 1410 Industrial Dr. Wildwood, FL 34785 HARD ROCK

U72/P2L 1S ENDLESS IN
DAYTONA BEACH!

Thanks to amazing seasonal deals, now'’s the time
to save big on one more getaway to Daytona Beach.
Plus, you can enter to win a 5-day, 4-night stay at
the beautiful Bahama House!

Book your deal and enter The Endless Summer
Sweepstakes today.

Visit DaytonaBeachEndlessSummer.com

c2 TUESDAY, AUGUST 15, 2017 | THE VILLAGES DAILY SUN
d/.
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DAYTONA BEACH!

Thanks to amazing seasonal deals, now's the time to save big on one mo jetaway to Daytona Beach
Plus, you can enter to win a 5-day, 4-night stay at the beautiful Bahama Hou

Book your deal and enter The Endless Summer Sweepstakes today

Visit DaytonaBeachEndlessSummer.com l 1.'4/4"’11( ! \g(’({(“
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JUNE AND JULY 2017 DIGITAL PROOFS OF PERFORMANCE

@ WWW.

orlandosentinel.com/ir

(4}
18]

The Washington Post

Democracy Dies in Darkness

Travel

CLASEFED TRAVEL LEGALNOTICES CETUARES

What atrip - Chat archives + Andrea Sachs

Want the lowest hotel prices? You're in the right place. We check 200+ sites for you.

UNIVEREBAL ATTRACTIONE tripadvisor Things to Do in Daylona Beach, FL - Daytona Beach Ly [ Review ~ som toomn s~ =

Aftractions

DaylonaBe.,. - Hotlels v Flights Vacation Renlals Restaurants Things to Do Forum Best of 2017 More ~

Find: Things to Do Near: Daytona Beach, Florida Q, Search

led States Flonda (FL) Daylona Beach Things o Do in Daytona Beach

y changes are
rhings to Do in Daytona Beach rren Buffett.

Top Things to do See all

9 View Map

& , AT e v W y
Types of Things to Do )

Daytona International S... Beach at Daytona Beach Daytona Beach Kennel MOAS - Museum of Art
Top Attractions @@@@@ 2,637 Reviews @@@@®© 3695 Reviews @@@@© 360 Reviews @@®E© 298 Reviews

g Shop Tours & Tickets Auto Race Tracks Beaches Dog Tracks Specialty Museums
Deal watch- 25% off for grand openin Deal watch: Florida residents save up t

= 23* - s o - = o = . S22 HA Types of Attractions Nature & Parks See all
Hutchinson Shores Resort & Spa stays with Hilton i the Sanshine State e =

Sights & Landmarks (31)

Outdoor Activities (47)

Nature & Parks (17)

Shopping (34)

Tours (36) Tuscawilla Park Frank Rendon Park Beach at Daytona Beach Halifax Harbor Marina |t
Fun & Games (23) @®@®@®© 60 R @©O®@®O© 31 Revie @@@@© 3,695 Revie @@@@®O© 21 Reviews
Boat Tours & Water Sports (28) Parks Parks Beaches Marinas
More ~
Points of Interest & Landmarks See all

o

®8..
Sunglow Fishing Pier Basilica of Saint Paul Beach Street Riverfront Marketplace
(00000 i @©@®E@® 22 Reviews @@@®@0 293 Reviews @@®®0 26 Reviews

Piers & Boardwalks, Points... Points of Interest & Landm Points of Interest & Landm Neighborhoads, Points of |

Tours and Tickets See all

i Nsa

— .

|S Junior Race Car Ride- Richard Petty Driving Richard Petty Race Car  Daytona Inshore Fishing
BE I I En. Along Program at.. Experience at Ride-Along at. Charter
®E@@®®® 1 review @EPO@® 2 reviews @@@@® 7 reviews from $499.00*
from $73.49" from $625.99* from $143.69*
@Ama/ gémré L
S (CII TR  Museums See all
. : .

Daytona Beach weather essentials

Month High Low Precip - 5 :
Mar 89°F 50°F 3in Cici & Hyatt Brown Mus... MOAS - Museum of Art... Southeast Museum of P... Halifax Historical Museum

Apr 75°F 54°F 1in @@@®® 36 Reviews ©@@@© 298 Reviews @@®®@O 22 Reviews @@®@®0 45 Reviews
May 31°F 60°F 2in History Museums, Art Mus Specialty Museums Spedialty Museums History Museums

Jun 34°F 66'F Sin

Jul 84°F 67°F Sin

Aug 85°F 68°F 7Tin

Theaters See all

i

Daytona Playhouse Peabody Auditorium Daytona Beach Bandshell Cinematique Theatre

©E@O@ 32 Revi ©@@@O 65 Revi ©@®@© 118 Reviews @©@®EO 28 Reviews
m(: (i) Theaters Theaters Theaters Theaters

More weather for Daytona Beach

red by

SR\ vicziner Undergroand co | F

Q signin § Subscribe

FOR YOUR MONEY.

Amax*;gc’av/ %

VISIT DAYTONA BEACH » | -



JUNE AND JULY 2017 DIGITAL PROOFS OF PERFORMANCE
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bOSton com NEWS WEATHER SPORTS CULTURE TRAVEL CARS REALESTATE MORE S|X Flags Over GeOrgIa I’etlrlng IConIC f Yy 145
roller coaster

0

TRAVEL

Helena Oliviero
9:27 a.m. Monday, July 17, 2017 Filed in Atlanta News

\
\}l\ \

© -y

TR
Sleep in a bed, order lobster to your tent when you 'glamp’in
Maine

MOST READ

1 Felt like page was turned Tuesday
by the Braves | Atlanta Braves blog

s, 2 Credit card scam at movie theater

The Georgia Cyclone is going away forever soon. CONTRIBUTED near Atlanta could affect hundreds

Six Flags Over Georgia announced today the iconic wooden
roller coaster, the Georgia Cyclone, will go away forever after
Sunday, July 30.

3 Detective: DeKalb man Killed in
* retaliation for high schoolers' death

W & G g The Georgia Cyclone is nearly 100 feet tall and reaches

A\ """‘ul ﬂ,‘,, ‘W O \ speeds of 50 miles per hour. The classic coaster has given

| nearly 8.7 million rides since opening in 1990. Six Flags Over
l ‘ : ' ot Georgia is open daily through August 6.

Gene Petriello, spokesman for Six Flags Over Georgia said
while he couldn’t discuss what might replace the ride, he said

%m*&/ (Eows) -

in an o mail “carh vyoarwo add o nows rido tn tho narlke and swo aalalbheidsa s

Like a fine wine: Oldest active




JUNE 2017 DIGITAL CAMPAIGN DELIVERY



Row Labels

Impressions

Clicks

JUNE 2017 OVERVIEW

CTR

View-Throughs

VTR

CPM CPC

The Original American Beach FY17 $169,434.90 23,054,720 44,186 0.19% 13,448 0.06% $7.35 $3.83
Display $106,818.82 18,722,191 28,110 0.15% 12,551 0.07% $5.71 $3.80
Video $62,616.08 4,332,529 16,076 0.37% 897 0.02% $14.45 $3.90

County Overage FY 17 $20,253.32 2,982,764 1,078 0.04% 1,540 0.05% $6.79 $18.79
Display $20,253.32 2,982,764 1,078 0.04% 1,540 0.05% $6.79 $18.79

Excess Reserve General FY17 $32,625.61 4,929,638 1,232 0.02% 6,234 0.13% $6.62 $26.48
Display $32,625.61 4,929,638 1,232 0.02% 6,234 0.13% $6.62 $26.48

Grand Total $222,313.83 30,967,122 46,496 0.15% 21,222 0.07% $7.18 $4.78

Average
Campaign Frequency
The Original American Beach FY17 15,375,537 1.49
County Overage FY17 1,361,223 2.19
Excess Reserve General FY17 1,181,820 417

@ﬁ WL

Source: Paradise Ad Server



JUNE 2017 DISPLAY

Row Labels Impression Clicks CPM CPC
The Original American Beach FY17 $106,818.82 18,722,191 28,110 0.15% $5.71 $3.80
Display
Adara $22,160.34 3,113,172 959 0.03% $7.12 $23.11
AJC.com $6,308.57 791,336 1,264 0.16% $7.97 $4.99
Choozle $22,362.00 6,744,820 7,967 0.12% $3.32 $2.81
Expedia $4,474.65 304,758 177 0.06% $14.68 $25.28
Madden Media $7,091.86 1,016,026 2,805 0.28% $6.98 $2.53
MaxPoint $10,203.08 2,435,300 7,443 0.31% $4.19 $1.37
OrlandoSentinel.com $4,983.02 906,528 1,007 0.11% $5.50 $4.95
Sojern $8,254.01 1,106,610 3,959 0.36% $7.46 $2.08
TheStar.com $0.01 1 0 0.00% $10.00
300x250 $0.01 1 0 0.00% $10.00
Travel Spike $16.87 2,389 0 0.00% $7.06
TripAdvisor.com $8,081.75 702,509 1,169 0.17% $11.50 $6.91
Weather.com $12,882.66 972,361 864 0.09% $13.25 $14.91
WFTV.com(ABC) $0.00 626,381 496 0.08% $0.00 $0.00
County Overage FY 17 $20,253.32 2,982,764 1,078 0.04% $6.79 $18.79
Display
Adara $12,510.16 1,899,336 551 0.03% $6.59 $22.70
Travel Spike $7,743.16 1,083,428 527 0.05% $7.15 $14.69
Excess Reserve General FY17 $32,625.61 4,929,638 1,232 0.02% $6.62 $26.48
Display
Adara $32,625.61 4,929,638 1,232 0.02% $6.62 $26.48
$159,697.75 26,634,593 30,420 0.11% $6.00 $5.25

Grand Total

%é’?ﬂ/ o Lo
L Source: Paradise Ad Server
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JUNE 2017 VIDEO

Row Labels Impressions Clicks Completions Completion Rate CTR CPM CPC
The Original American Beach FY17 $62,616.08 4,332,529 16,076 2,683,920 61.95% 0.37%  $14.45 $3.90
Video

AJC.com $1,777.36 88,868 313 68,869 77.50% 0.35%  $20.00 $5.68
Choozle $29,261.19 2,505,673 5,530 1,698,033 67.77% 0.22%  $11.68 $5.29
Comcast Miami $1,706.65 71,708 314 51,489 71.80% 0.44%  $23.80 $5.44
Comcast WPB $1,681.45 70,649 284 50,771 71.86% 0.40%  $23.80 $5.92
Expedia $10,312.81 572,934 293 0 0.00% 0.05%  $18.00 $35.20
MaxPoint $5,090.52 410,115 4,955 395,419 96.42% 1.21%  $12.41 $1.03
OrlandoSentinel.com $3,949.79 141,064 1,108 102,975 73.00% 0.79%  $28.00 $3.56
Sojern $0.00 70,732 368 38,769 54.81% 0.52% $0.00 $0.00
TripAdvisor.com $2,503.16 125,158 316 84,495 67.51% 0.25%  $20.00 $7.92
Weather.com $6,333.15 234,561 2,348 167,122 71.25% 1.00%  $27.00 $2.70
WFTV.com(ABC) $0.00 41,067 247 25,978 63.26% 0.60% $0.00 $0.00

Grand Total $62,616.08 4,332,529 16,076 2,683,920 61.95% 0.37%  $14.45 $3.90

Ly

ﬁm

Source: Paradise Ad Server



DIGITAL REPORT- JUNE 2017/2016 COMPARISON

Metric JUNE 2017 JUNE 2016
26,634,593 18,550,489
Display Impressions
0.11% 0.20%
Display CTR
4,322,529 6,960,823
Video Impressions
61.95% 76.23%
Video VCR
» &
7 val

\5 Source: Paradise Ad Server




JUNE 2017 CAMPAIGN VISITOR GEOGRAPHY

Metro Sessions

New York NY 3,260

Orlando-Daytona Beach-Melbourne FL 3,243

Atlanta GA 3,146 Y
Miami-Ft. Lauderdale FL 1,902

Tampa-St. Petersburg (Sarasota) FL 1,726

Washington DC (Hagerstown MD) 1,203

Chicago IL 1,177

Houston TX 1,044 5

Dallas-Ft. Worth TX 890 -

1 - . 260

@ V.
él Source: Google Analytics
CcacC



JULY 2017 DIGITAL CAMPAIGN DELIVERY



JULY 2017 OVERVIEW

Row Labels Spend Impressions Clicks CTR View-Throughs VIR CPM CPC
=ICounty Overage FY 17 $11,198.02 1,697,465 728 0.04% 911 0.05% $6.60 $15.38
Display $11,198.02 1,697,465 728 0.04% 911 0.05% $6.60 $15.38
-IExcess Reserve General FY17 $27,556.40 4,104,335 610 0.01% 3,569 0.09% $6.71 $45.17
Display $27,556.40 4,104,335 610 0.01% 3,569 0.09% $6.71 $45.17
='The Original American Beach FY17 $174,486.93 25,577,104 51,611 0.20% 11,527 0.05% $6.82 $3.38
Display $112,295.85 20,830,961 36,637 0.18% 10,842 0.05% S5.39 $3.07
Video $62,191.08 4,746,143 14,974 0.32% 685 0.01% $13.10 $4.15
Grand Total $213,241.36 31,378,904 52,949 0.17% 16,007 0.05% $6.80 $4.03

Average
Campaign Frequency
The Original American Beach FY17 15,577,596 1.64
County Overage FY17/ 511,713 3.30
Excess Reserve General FY17 883,574 4.60

@ V.
él Source: Paradise Ad Server
ol



JULY 2017 DISPLAY

Row Labels Spend Impressions Clicks CTR CPM CPC
= County Overage FY 17 $11,198.02 1,697,465 728 0.04% S$6.60 $15.38
= Display
*'Adara $9,419.12 1,451,450 432 0.03% $6.49 $21.80
+* Travel Spike $1,778.90 246,015 296 0.12% $7.23 $6.01
= Excess Reserve General FY17 $27,556.40 4,104,335 610 0.01% S6.71 S45.17
= Display
+* Adara $27,556.40 4,104,335 610 0.01% $6.71 $45.17
='The Original American Beach FY17 $112,295.85 20,830,961 36,637 0.18% $5.39 $3.07
= Display
+* Adara $19,555.64 2,900,708 375 0.01% $6.74 $52.15
HAJC.com $6,393.04 799,261 1,118 0.14% $8.00 $5.72
*'Choozle $31,186.50 9,164,732 12,475 0.14% $3.40 $2.50
+* Expedia $4,517.26 305,810 194 0.06% $S14.77 $23.28
*'Madden Media $10,324.07 1,479,093 3,829 0.26% $6.98 $2.70
*'MaxPoint $6,576.44 1,503,331 10,542 0.70% $4.37 S0.62
+IOrlandoSentinel.com $5,177.75 918,683 690 0.08% S$5.64 S7.50
tISojern $7,908.46 966,717 3,299 0.34% $8.18 S2.40
*'Travel Spike $3.02 426 0 0.00% S$7.09 #DIV/O!
* TripAdvisor.com $8,931.78 828,093 1,549 0.19% $10.79 $5.77
Y 'Weather.com $11,721.89 882,765 1,288 0.15% $13.28 $9.10
*WFTV.com(ABC) S0.00 1,081,342 1,278 0.12% $0.00 S0.00
Grand Total 151,050.27 26,632,761 37,975 0.14% 67 3.98

4 Source: Paradise Ad Server
e



JULY 2017 VIDEO

Completion
Rate

Row Labels Spend

Impressions Clicks Completions

The Original American Beach FY17 $62,191.08 4,746,143 14,974 3,386,849 77.10% 0.32%  $13.10 $4.15
Video

AlJC.com $1,812.58 90,629 265 72,390 79.96% 0.29% $20.00 $6.84
Choozle $45,083.52 3,744,319 7,012 2,647,353 77.90% 0.19% $12.04 $6.43
Expedia S0.16 9 0 0 0.00% 0.00%  $18.00 #DIV/O!
MaxPoint $4,806.06 390,341 3,124 310,036 78.02% 0.80% $12.31 $1.54
OrlandoSentinel.com $4,032.17 144,006 1,042 104,039 72.48% 0.72% $28.00 $3.87
Sojern 50.00 79,875 151 45,013 62.21% 0.19% 50.00 S0.00
TripAdvisor.com $784.54 39,227 152 26,960 69.03% 0.39%  $20.00 65.16
Weather.com S5,672.05 210,076 2,923 149,262 71.61% 1.39% $27.00 $1.94
WFTV.com(ABC) S0.00 47,661 305 31,796 66.18% 0.64% S0.00 S0.00

Grand Total $62,191.08 4,746,143 14,974 3,386,849 77.10% 0.32%  $13.10 $4.15

- /39
é Source: Paradise Ad Server
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DIGITAL REPORT- JULY 2017/2016 COMPARISON

Metric JULY 2017 JULY 2016
26,632,761 14,107,835
Display Impressions
0.14% 0.20%
Display CTR
4,746,143 3,040,540
Video Impressions
77.10% 69.96%
Video VCR
¢
o7 vl

\5 Source: Paradise Ad Server




JULY 2017 CAMPAIGN VISITOR GEOGRAPHY

Metro Sessions

New York NY

Orlando-Daytona Beach-Melbourne FL
Atlanta GA

Tampa-St. Petersburg (Sarasota) FL
Miami-Ft. Lauderdale FL

Chicago IL

Washington DC (Hagerstown MD)
Dallas-Ft. Worth TX

Houston TX

Charlotte NC

@ ; %7 Zﬂ/ o r -l
L Source: Google Analytics
CcacC

3,622
3,593
3,120
1,807
1,653
1,327
1,147
1,069

982

865

- 3 022




AUGUST 2017 DIGITAL CAMPAIGN DELIVERY



AUGUST 2017 OVERVIEW

Row Labels Spend Impressions Clicks CTR View-Throughs VIR CPM CPC
-'County Overage FY 17 $9,817.80 1,474,066 651 0.04% 707 0.05% $6.66 $15.08
Display $9,817.80 1,474,066 651 0.04% 707 0.05% $6.66 $15.08
-/Excess Reserve General FY17 $18,757.75 2,845,489 428 0.02% 3,050 0.11% $6.59 $43.83
Display $18,757.75 2,845,489 428 0.02% 3,050 0.11% $6.59 $43.83
-'The Original American Beach FY17 $160,878.35 23,848,125 48,733 0.20% 10,208 0.04% $6.75 $3.30
Display $97,417.23 19,073,662 31,355 0.16% 9,428 0.05% S5.11 $3.11
Video $63,461.12 4,774,463 17,378 0.36% 780 0.02% $13.29 $3.65
=/Endless Summer FY17 $38,160.71 8,995,210 8,396 0.09% 1,044 0.01% $4.24 $4.55
Display $28,432.00 6,658,273 5,694 0.09% 899 0.01% $4.27 $4.99
Mobile $6,399.93 1,987,197 2,302 0.12% 116 0.01% $3.22 S$2.78
Tablet $458.28 91,655 139 0.15% 14 0.02% $5.00 $3.30
Video $710.97 47,398 54 0.11% 7 0.01% $15.00 $13.17
Wallpaper Witness $2,159.54 210,687 207 0.10% 8 0.00% S$10.25 $10.43
-IExcess Reserve Airline FY17 $15,269.44 4,507,383 8,092 0.18% 534 0.01% $3.39 $1.89
Display $15,269.44 4,507,383 8,092 0.18% 534 0.01% $3.39 $1.89
Grand Total $242,884.05 41,670,273 66,300 0.16% 15,543 0.04% $5.83 $3.66

Average
Campaign Reach Frequency
The Original American Beach FY17 17,048,378 1.39
County Overage FY17 468,309 3.14
Excess Reserve General FY17 631,787 4.50
Endless Summer FY17 5,104,261 1.76
Excess Reserve Airline FY17 3,315,710 1.35,

Source: Paradise Ad Server
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Source: Paradise Ad Server

AUGUSIT 2017 DISPLAY

Row Labels Spend Impressions Clicks CTR CPM CPC

-ICounty Overage FY 17 $7,380.55 1,131,038 382 0.03% $6.53 $19.32
- Display

+/Adara $7,380.55 1,131,038 382 0.03% S6.53 $19.32

- Excess Reserve General FY17 $18,757.75 2,845,489 428 0.02% $6.59 $43.83
- Display

+/ Adara $18,757.75 2,845,489 428 0.02% $6.59 $43.83

=IThe Original American Beach FY17 $97,414.36 19,073,257 31,355 0.16% S$5.11 $3.11
- Display

+ Adara $13,570.54 2,051,047 265 0.01% S6.62 S51.21

+IAJC.com $2,255.81 327,022 517 0.16% S6.90 S54.36

+/Choozle $30,356.39 8,939,013 12,435 0.14% S3.40 S$2.44

+ Expedia S4,252.05 285,825 172 0.06% S$14.88 S24.72

+' Madden Media $9,742.39 1,395,758 3,323 0.24% S$6.98 S2.93

+IMaxPoint S5,579.77 1,274,218 4,603 0.36% S$S4.38 S1.21

+' OrlandoSentinel.com S4,710.40 828,779 533 0.06% S5.68 58.84

+/Sojern S6,647.40 819,411 5,763 0.70% S8.11 $1.15

+ TripAdvisor.com $11,153.05 1,250,854 1,404 0.11% S8.92 S7.94

+'Weather.com $9,146.56 688,887 725 0.11% $13.28 S$S12.62

+ WFTV.com(ABC) S0.00 1,212,443 1,615 0.13% S0.00 S0.00

-'Endless Summer FY17 $28,432.00 6,658,273 5,694 0.09% $4.27 $4.99
- Display

+ Choozle $11,009.42 3,832,513 3,922 0.10% S$2.87 $2.81

+' OrlandoSentinel.com S0.00 7,679 5 0.07% S0.00 $0.00

=IPalm Beach Post $8,457.81 1,679,756 561 0.03% S5.04 $15.08

300x250 $3,796.96 677,348 268 0.04% S5.61 S14.17

300x600 S24.96 189,396 164 0.09% $0.13 $0.15

728x90 $4,635.89 813,012 129 0.02% S5.70 S$35.94

=ITampaBay.com $8,964.76 1,138,325 1,206 0.11% S7.88 S7.43

160x600 $1,250.10 250,019 164 0.07% S5.00 S$7.62

300x250 $2,555.83 136,311 135 0.10% $18.75 $18.93

300x600 S2,717.72 543,544 671 0.12% S5.00 $4.05

728x90 S2,441.11 208,451 236 0.11% S11.71 S10.34

-IExcess Reserve Airline FY17 $15,269.44 4,507,383 8,092 0.18% $3.39 $1.89
- Display

+/Choozle $10,197.15 3,567,370 6,212 0.17% $2.86 S1.64

+ISojern S5,072.29 940,013 1,880 0.20% S5.40 S2.70

Grand Total $167,254.10 34,215,440 45,951 0.13% $4.89 $3.64




AUGUST 2017 VIDEO

, : , Completion
Row Labels Impressions Clicks Completions Pt CTR CPM CPC
The Original American Beach FY17 $63,461.12 4,774,463 17,378 3,445,605 78.37% 0.36%  $13.29 $3.65
Video
AJC.com $3,428.00 171,400 579 141,716 82.79% 0.34% $20.00 $5.92
Choozle $44,445.62 3,681,957 7,456 2,674,581 80.70% 0.20% $12.07 $5.96
MaxPoint $3,887.15 315,157 2,628 220,935 69.72% 0.83% $12.33 $1.48
OrlandoSentinel.com $4,058.66 144,952 1,386 108,980 75.34% 0.96% $28.00 $2.93
Sojern $0.00 97,439 190 60,690 66.79% 0.19% S0.00 S0.00
TripAdvisor.com $3,067.16 153,358 331 97,354 64.43% 0.22%  $20.00 $9.27
Weather.com $4,574.53 169,427 4,543 114,716 68.44% 2.68% $27.00 $1.01
WFTV.com(ABC) $0.00 40,773 265 26,633 66.49% 0.65% $0.00 $0.00
Endless Summer $710.97 47,398 54 N/A 0.11%  $15.00 $13.17
Video
Palm Beach Post $710.97 47,398 54 N/A 0.11% $15.00 $13.17
Grand Total $64,172.09 4,821,861 17,432 3,445,605 78.37% 0.36%  $13.31 $3.68

@ Farna)
4’ Source: Paradise Ad Server
ol



DIGITAL REPORT- AUGUST 2017/2016 COMPARISON

Metric AUGUST 2017 AUGUST 2016
34,215,440 13,458,897
Display Impressions
0.13% 0.24%
Display CTR
4,821,861 3,552,734
Video Impressions
78.37% 73.00%
Video VCR

kﬁ em,é " Source: Paradise Ad Server




AUGUST 2017 CAMPAIGN VISITOR GEOGRAPHY

Metro Sessions

New York NY 5,449
Atlanta GA 4,963
Orlando-Daytona Beach-Melbourne FL 4,599
Tampa-St. Petersburg (Sarasota) FL 2,638
Miami-Ft. Lauderdale FL 2,598
Washington DC (Hagerstown MD) 1,103
Chicago IL 1,391
Houston TX 1,052 | ‘
Los Angeles CA 755
Dallas-Ft. Worth TX 725

@ V.
é’ Source: Google Analytics
CcacC



CLICK THROUGH RATE TREND

2017-01 2017-02 2017-03 2017-04 2017-05 2017-06 2017-07 2017-08

~—@~DB CTR

Lruylpra

é Source: Paradise Ad Server / Google Display Benchmark for Tourist Destinations
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VIDEO COMPLETION RATE TREND

2017-01 2017-02 2017-03 2017-04 2017-05 2017-06 2017-07 2017-08

-9~ VCR

é Source: Paradise Ad Server
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CAMPAIGN VISITOR DEMOGRAPHICS TREND

2017-08
2017-07
2017-06
2017-05
2017-04
2017-03

2017-02

2017-01

W18-24 m25-34 m35-44 w45-54 m55-64 moe5+

(ﬂf 4@ Source: Google Analytics
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DAYS TO ARRIVAL JUNE 2017

e 1,622 arrivals in June. Days to Arrival

350

 Highest percentage occurred -
between 15-60 days after first

exposure to digital advertising. %0
] 200
e 91-180 exposure windows also
. .. mTotal
drove a significant number of 150
arrivals.
100
50
0

31-60 61-90 91-180 181 365
@ esna)

4' Source: Arrivalist
Ccae



TOP ORIGIN MARKETS JUNE 2017

Arrival % A”:"a' APM

Exposures

« Atlanta led all markets in tracked
arrivals in June.

Atlanta 2,835,564 13% 210 0.07

Miami/Fort Lauderdale 1,589,679 6% 92 0.06

New York 3,350,919 5% 82 0.02

 Knoxville & Chattanooga had the Washington Dc 818,657 30 19  0.08
highest ratio of arrivals to exposures Charlotte 520,612 39 49  0.09
with average APM of 0.42 Cincinnati 241,446 3% 42 017
West Palm Beach/Fort Pierce 630,530 2% 37 0.06

Philadelphia 491,224 2% 37 0.08

Nashville 169,780 2% 33 0.19

Chicago 1,029,368 2% 32 0.03

Knoxuville 64,970 2% 27 0.42

Indianapolis 137,331 2% 26 0.19

Tampa/Saint Petersburg 1,876,603 2% 25 0.01

Fort Myers/Naples 363,999 2% 25 0.07

Denver 143,939 2% 25 0.17

‘ Greenville/Spartanburg/

Asheville/Anderson 106,388 2% 25 0.23

Pittsburgh 123,948 1% 23 0.19

Chattanooga 54,159 1% 22 0.41

Cleveland 199,116 1% 21 0.11

Lo

5

(L~ i
él Source: Arrivalist
6 B @



DAYS TO ARRIVAL JULY 2017

campaign -

Sum of arrivals

1,622 arrivals in June.
Days to Arrival

400

» Highest percentage occurred
between 15-60 days after first

exposure to digital advertising. o 270
250
* 91-180 exposure windows also 200
drove a significant number of 150 117
arrivals. 100
50
0

15-30 31-60 61-90 91-180 181-365

350

tta_bucket ~

Dty ta e
é Source: Arrivalist
Ccae



TOP ORIGIN MARKETS JULY 2017

DMA Exposures Arrivals %  Arrivals APM
Atlanta 2,942,004 17.23% 282 0.10
Miami/Fort Lauderdale 1,478,952 6.84% 112 0.08
PY : : New York 2,626,679 6.11% 100 0.04
Atlanta led all markets in tracked arrivals oo b s oo X oo
|n J u I Charlotte 606,561 2.75% 45 0.07
y° Fort Myers/Naples 372,529 2.50% 41 0.11
Philadelphia 521,444 2.32% 38 0.07
Greenville/Spartanburg/Asheville/Anderson 116,329 2.20% 36 0.31
. . . Cincinnati 210,878 1.95% 32 0.15
* Binghamton had the highest ratio of indianapolis 164,145 1.77% 29 0.18
. . Cleveland 197,680 1.71% 28 0.14
arrivals to exposures with average APM Nashville 199,208 1.65% 27 0.14
Dallas/Fort Worth 617,584 1.59% 26 0.04
Of 0.42 Tampa/Saint Petersburg 1,767,344 1.59% 26 0.01
West Palm Beach/Fort Pierce 538,806 1.47% 24 0.04
Chicago 1,044,298 1.47% 24 0.02
Columbus-Oh 154,933 1.34% 22 0.14
Savannah 54,914 1.28% 21 0.38
Pittsburgh 164,871 1.28% 21 0.13
Raleigh/Durham 216,933 1.28% 21 0.10
Boston 523,649 1.22% 20 0.04
Macon 49,013 1.16% 19 0.39
Knoxville 81,679 1.16% 19 0.23
Hartford/New Haven 146,610 1.10% 18 0.12
Saint Louis 201,920 1.10% 18 0.09
Tallahassee/Thomasville 86,987 0.98% 16 0.18
Dayton 72,971 0.79% 13 0.18
Louisville 94,090 0.79% 13 0.14
Baltimore 150,911 0.79% 13 0.09
Los Angeles 864,293 0.79% 13 0.02
Albany-Ga 28,992 0.73% 12 0.41
Tri-Cities-Tn-Va 29,741 0.73% 12 0.40
Lexington 65,899 0.73% 12 0.18
Chattanooga 74,069 0.67% 11 0.15
Paducah/Cape Girardeau/Harrisburg/Mt Vernon 33,719 0.61% 10 0.30
Evansville 36,983 0.61% 10 0.27
Charleston/Huntington 42,831 0.61% 10 0.23
Mobile/Pensacola/Fort Walton Beach 112,489 0.61% 10 0.09
Detroit 388,608 0.61% 10 0.03
Kansas City 157,425 0.55% 9 0.06
San Francisco/Oakland/San Jose 457,122 0.55% 9 0.02
Fort Smith/Fayetteville/Springdale/Rogers 28,991 0.49% 8 0.28
Columbia-Sc 63,593 0.49% 8 0.13
Wilkes Barre/Scranton 64,746 0.49% 8 0.12
Greensboro/High Point/Winston-Salem 87,844 0.49% 8 0.09
{z o Harrisburg/Lancaster/Lebanon/York 91,427 0.49% 8 0.09
' vy . B Denver 205,627 0.49% 8 0.04
& S Arrivalist Houston 515,432 0.49% 8 0.02
ource: Arrivalls i 0
k_ge Binghamton 16,619 0.43% 7 0.42



DAYS TO ARRIVAL
AUGUST 2017

campaign ~

Sum of arrivals

* 1,368 arrivals in August.

Total
* Highest percentage occurred 350
between 15-60 days after first izg
exposure to digital advertising. 500
150 B Total
e 91-180 exposure windows also 1(5)2 I l I I I I .
drove a significant number of o
arrivals. 15-30 31-60 61-90 91-180 181-365
tta_bucket .V

4’ Source: Arrivalist
Ccae
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él Source: Arrivalist
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New York led all markets in tracked
arrivals in August.

North Platte had the highest ratio of

TOP ORIGIN MARKETS
AUGUST 2017

arrivals to exposures with average APM

of 1.02

‘mé

(el
R

DMA
New York
Atlanta
Miami/Fort Lauderdale
Washington D¢
Charlotte
West Palm Beach/Fort Pierce
Philadelphia
Boston
Chicago
Dallas/Fort Worth
Greenville/Spartanburg/Asheville/Anderson
Fort Myers/Naples
Tallahassee/Thomasville
Cincinnati
Pittsburgh
Cleveland
Nashville
Tampa/Saint Petersburg
San Francisco/Oakland/San Jose
Detroit
Rochester-Ny
Raleigh/Durham
Wilkes Barre/Scranton
Houston
Dayton
Albany/Schenectady/Troy
Columbus-Oh
Saint Louis
Minneapolis/Saint Paul
Baltimore
Los Angeles
Savannah
Chattanooga
Providence/New Bedford

Exposures Arrivals % Arrivals

4,771,080
4,629,627
2,445 782
758,010
522,246
1,650,279
454 871
505,560
1,011,683
593,771
123,066
380,866
106,629
152,482
138,346
192,613
232,514
2,916,810
412,632
424 585
46,534
216,990
45134
516,988
69,140
69,565
166,291
169,513
234,809
213,078
817,142
47,212
55,648
62,813

9.97%
9.89%
7.82%
4.75%
3.53%
3.37%
2.91%
2.22%
2.22%
2.07%
1.92%
1.92%
1.61%
1.61%
1.46%
1.30%
1.30%
1.07%
1.00%
1.00%
0.92%
0.92%
0.84%
0.84%
0.77%
0.77%
0.77%
0.77%
0.77%
0.69%
0.69%
0.61%
0.61%
0.61%

130
129
102
62
46
44
38
29
29

27
25
25
21

21
19
17
17
14
13
13
12
12
11
11
10
10
10
10
10

00 00 00 W WO

APM
0.03
0.03
0.04
0.08
0.09
0.03
0.08
0.06
0.03
0.05
0.20
0.07
0.20
0.11
0.14
0.09
0.07
0.00
0.03
0.03
0.26
0.06
0.22
0.02
0.14
0.14
0.06
0.06
0.04
0.04
0.01
0.17
0.14
0.13



ARRIVALS PER THOUSAND IMPRESSIONS- CAMPAIGN TO AUGUST 31, 2017

web site.

Of the arrivals tracked to date, 75.79% were first exposed to

Cont . Row Labels

Sum of arrivals

Sum of % Arrivals

Sum of exposures Sum of APM

DaytonaBeach.com 65 0.41% 35,280 1.84
. . . . - . . . Site-Visit Total 65 0.41% 35,280 1.84
display advertising while an additional 24.21% first visited the Standard Data
Adara 0 0.00% 27 0.00
CanadianTraveller.com 0 0.00% 9 0.00
Row Labels Sum of Sum of % Arrivals Sum of Y|  Choozle 46 0.29% 10,116,384 0.00
arrivals exposures OrlandoSentinel.com 0 0.00% 92,681 0.00
Display other 0 0.00% 2 0.00
AARP 23 0.15% 818,685 0.03  gojern 15 0.10% 1,004,591 0.01
Adara 2,796 17.76% 45,736,300 0.06 TheStar.com 0 0.00% 31 0.00
AJC.com 319 2.03% 8,716,025 0.04" standard Data Total 61 0.39% 11,213,725 0.01
CanadianTraveller.com 15 0.10% 1,331,379 0.01 Standard Retargeted
Choozle 3,009 19.11% 72,365,020 0.04  Agara 0 0.00% 12 0.00
Expedia 538 3.42% 4,868,450 011 goiem 5 0.03% 55 906 0.09
Madden-Media 270 1.72% 11,194,868 0.02 " standard Retargeted Total 5 0.03% 55,218 0.09
MaxPoint 101 0.64% 13,761,357 0.0 gtandard RON
OrlandoSentinel.com 795 5.05% 10,301,890 0.08 .
Adara 0 0.00% 5 0.00
other 0 0.00% 3 0.00
other 0 0.00% 22 0.00
ShermansTravel.com 11 0.07% 273,270 0.04 .

. Sojern 1 0.01% 114,225 0.01
Sojern 666 4.23% 11,438,496 0.06 " standard RON Total 1 0.01% 114,252 0.01
TheStar.com 122 0.77% 4,364,534 0.03 Standard Site =0 ’ i
TheWeatherNetwork.com 47 0.30% 914,934 0.05 . o
Travel-Spike 187 1.19% 5.815,958 0.03 g"'f‘m('jHeSra"::COIm ? 8'8? ;’ 182’322 8'?2
Trip-Adviser 77 0.49% 658,147 0.12 Prla”BO e:P'”et'Com 0 006 (; 365 298 00
TripAdvisor.com 1,301 8.26% 8,439,562 0.15 Ta m egc T‘_’S -com 1 0-10; 198,03 001
Weather.com 204 1.30% 10,551,620 0.02 'ampaBay limes S 107 498,035 :
WFTV.com 35 0.22% 320,718 0.11 WFLA.com 0 0.00% 104,144 0.00
WFTV.com(ABC) 143 0.91% 4,336,292 0.03 Standard Site Total 29 0.18% 3,160,209 0.01
Display Total 10,659 67.71% 216,207,508 0.05 Unknown
other unknown 0 0.00% 3,599 0.00
other 0 0.00% 2 0.00 U_nknown Total 0 0.00% 3,599 0.00
other Total 0 0.00% 2 0.00 Video
Page-Visit AJC.com 32 0.20% 837,184 0.04
DaytonaBeach.com 3,811 24.21% 5,763,495 0.66 Choozle 383 2.43% 26,949,002 0.01
Page-Visit Total 3,811 24.21% 5,763,495 0.66 Comcast-Miami 9 0.06% 325,974 0.03
Pre-Roll Comcast-WPB 5 0.03% 124,123 0.04
Choozle 0 0.00% 115 0.00 MaxPoint 34 0.22% 3,298,419 0.01
MiamiHerald.com 1 0.01% 458,605 0.00 OrlandoSentinel.com 188 1.19% 1,883,072 0.10
other 0 0.00% 1 0.00 Sojern 191 1.21% 1,305,185 0.15
PalmBeachPost.com 0 0.00% 190,101 0.00 TheStar.com 9 0.06% 569,432 0.02
Sojern 0 0.00% 33 0.00 TheWeatherNetwork.com 7 0.04% 397,820 0.02
Tampa Bay Times 0 0.00% 10,698 0.00 TripAdvisor.com 208 1.32% 1,029,673 0.20
_ WELA.com 0 0.00% 28,073 0.00 Weather.com 37 0.24% 2 726,480 0.01
Pre .Roll Total 1 0.01% 687,626 0.00 WFTV.com(ABC) 7 0.04% 281,556 0.02
Slte-V|S|t Video Total 1,110 7.05% 39,727,920 0.03

Ly

forece >

gﬁeﬂfé Source: Arrivalist

100.00%

276,968,834
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