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Occupancy & Room Rates

Occupancy Rate
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Q1 Q2 Q3 Q4 YTD
2016 53.6 70.0 83.0 68.9
2015 54.5 71.1 79.6 62.6 68.4
(Y/Y) -0.9 -1.1 3.4 0.5

Average Daily Rate

Q1 Q2 Q3 Q4 YTD
2016 $107.25 $112.14 $149.92 $123.10
2015 $101.80 $116.99 $145.27 $124.84 $121.35
(Y/Y) 5.4% -4.2% 3.2% 1.4%

Revenue Per Available Room

Q1 Q2 Q3
2016 $60.17 $87.04 $124.51 $90.57
2015 $55.56 $83.63 $115.94 $79.15 $85.04
(Y/Y) 8.3% 4.1% 7.4% 6.5%

Source: Rocky Mountain Lodging Report

DEC

Quarterly Report



2016 Q3

Tourism Information Centers

Visits by Location
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Visitor Information Centers

Q1 Q2
TSF - Convention Center
2016 1,807 3,474 3,468 8,749
2015 868 3,065 3,948 5,191 7,881
(Y/Y) 108% 13% -12% 11%

2016 2,493 3,792 4,337 10,622
2015 1,345 3,021 6,901 8,505 11,267
(Y/Y) 85% 26% -37% -6%
2016 6,859 12,794 16,388 36,041
2015 4,799 15,178 13,029 19,977
(Y/Y) 167% 8% 80%
2016 4,302 4,302
2015 4,333 6,701 7,891 5,751 18,925
(Y/Y) -1% -77%
2016 6,453 7,668 8,343 22,464
2015 7,080 14,080 13,019 8,707 34,179
(Y/Y) -9% -46% -36% -34%
2016 1,692 1,274 2,966
2015 1,843 2,095 2,801 1,565 6,739
(Y/Y) -8% -39% -56%
2016 23,606 29,002 32,536 85,144
2015 15,469 33,761 49,738 42,748 98,968
(Y/Y) 53% -14% -35% -14%

*La Bajada VIC closed entire 2nd & 3rd quarter. **Chamber not providing info, 2nd Quarter reflects April & May info only.
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2016 Q3

Website

Summary:

Traffic and visitors are up year over year, due in part to ongoing marketing. Visitor retention was not as
strong as in Q2, but remains up from Q1. Visitors trended slightly younger than Q3 2015 and used
mobile devices to visit the site in far greater numbers. Total conversions fell slightly from last year.

Key Insights:

= Ad words and display traffic drove over 10% of the site traffic (0% in Q3 2015)
o Paid advertising, especially digital marketing, did not start to ramp up until Sept/Oct of
2015 and The City Different landing page was notin use until January 2016
= Social referrals were up 33%, driving 2% of the site traffic.
=  Desktop traffic fell from 48% to 40%; mobile grew from 35% to 43%; tablet traffic dropped
slightly from 18% to 17%.
=  The conversion rate fell almost 23%; new traffic does not convert as reliably as old traffic.
=  Page load time improved 11% over last year.
= The City Different page improved performance over Q2, receiving 6% of site traffic.

o All digital marketing with the exception of the Sharethrough Native campaign and a
portion of the AdWords campaign is using The City Different page as the primary landing
page

= The Calendar and Home Page continue to be the top destinations, with about 12% of site traffic
each. Things To Do and What's Happening are also popular. Hotels and Motels, Dining, and the
Visitor’s Guide round out the top 10.

= The top ten pages receive about 43% of site traffic, but half of them receive less than 2% of
traffic, indicating that the trend of traffic going directly to specific pages continues.

Action Items:

O Continue to investigate conversion rate drop and improve site goals.

O Monitor and maintain site performance as Ul, advertising, and content undergo significant
changes in Q4 2016.

O Workto integrate partner technology with as little friction as possible.
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2016 Q3

Website: SantaFe.org

Total Visits
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=0=2016 2015

Website

Total Sessions
2016 347,992 307,076 369,539 1,024,607
2015 264,121 290,688 318,721 267,186 873,530
(Y/Y) 32% 6% 16% 17%
2016 283,874 243,017 295,042 821,933
2015 213,548 233,326 254,039 216,892 700,913
(Y/Y) 33% 4% 16% 17%
2016 2.40 2.62 2.35 2.46
2015 2.72 2.73 2.64 1.64 2.70
(Y/Y) -12% -4% -11% -9%
2016 2:32 2:55 2:32 2:40
2015 3:03 3:05 2:59 2:32 3:02
(Y/Y) -17% -6% -15% -12%
2016 13.6 14.1 11.2 13.0
2015 19.2 15.8 14.1 10.4 16.3
(Y/Y) -5.6 -1.6 -2.9 -34
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2016 Q3

Website: Blog

Summary:

Regular and meaningful blog content continues to improve traffic and performance. Page views are up,
bounce rate is improved, and more visitors are clicking through to the main site. However, visitors are
spending slightly less time on the blog than last year.

Key Insights:

=  Far fewer people are clicking through to the main site from the blog home page (down 85%).

Instead they are clicking through from individual blog posts.
= The most popular posts focus on listing and describing things to do in Santa Fe.

Action Iltems:

[0 Work to improve retention, referrals, and user experience.
[0 Continue to maintain and upgrade site.

Blog Page views
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=0==2016 2015

Blog

Page Views
2016 14,954 11,597 17,225 43,776
2015 5,596 6,027 9,148 20,465 20,771
(Y/Y) 167% 92% 88% 111%
2016 2:15 2:29 2:37 2:27
2015 2:12 3:10 2:42 2:56 2:41
(Y/Y) 3% -22% -3% -9%

Referrals to Website Percentage (Visitors that clicked through to a non-Blog page)
2016 7.9 9.2 8.3 8.4
2015 7.7 11.6 9.2 6.7 9.5
(Y/Y) 0.2 -2.4 -1.0 -1.1
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2016 Q3

Newsletters

Summary:

Consumer — Open rates were slightly lower year over year but are still industry-competitive. List sizes

continue to increase slowly but surely.

Industry — Open rates were slightly lower year over year, but remain industry-competitive.

Key Insights:

= The two Q3 “to all” consumer e-blasts also had lower open rates than those sent in Q2. The
lower open rate is a cross-cutting trend for this quarter.

=  Email remained the second-largest source of campaign traffic to the site, though it did not
perform as well as last year.

= The Autumn seasonal newsletter, "Santa Fe is a different kind of fall getaway," was sent in mid-
August and had an open rate of 22.9% - up 1% year over year. This bucked the downward trend
for all other consumer-facing newsletters during Q3 and compares favorably with open rates
from the previous seasons (22% Winter 2015, 21% Spring 2016, and 23% Summer 2016).

Action Items:

o Implement new newsletter templates with better mobile friendliness and new social sharing

functionality.
O Investigate falling open rates on both consumer and industry-facing emails.
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2016 Q3

Newsletters: Consumer

Total Consumer Emails: Sent vs Opened
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Email Consumer

Q1
Sent: Happenings
2016 144,607 146,015 146,783 437,405
2015 126,184 124,387 149,021 146,528 399,592
(Y/Y) 15% 17% -2% 9%
2016 25,717 25,910 24,777 76,404
2015 22,264 21,261 27,482 25,772 71,007
(Y/Y) 16% 22% -10% 8%
Open Rate: Happenings (Quarterly Average Percentage)
2016 17.8 18.0 16.9 17.6
2015 17.6 17.1 18.4 17.6 17.7
(Y/Y) 0.2 0.9 -1.5 -0.1

Sent: Deals & Specials

2016 75,190 77,379 80,387 232,956
2015 49,559 49,117 77,034 75,816 175,710
(Y/Y) 52% 58% 4% 33%
2016 15,144 15,099 14,637 44,880
2015 9,511 8,921 16,153 14,939 34,585

(Y/Y) 59% 69% -9% 30%
Open Rate: Deals & Specials (Quarterly Average Percentage)

2016 20.1 19.5 18.3 19.8
2015 19.2 18.2 21.0 19.7 19.5
(Y/Y) 0.9 1.3 -2.7 0.3
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2016 Q3

Newsletters: Industry

Total Industry Emails: Sent vs Opened
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Email Industry

Q1
Sent: Marketing Report
2016 3,294 3,369 3,428 10,091
2015 2,777 3,181 3,334 3,256 9,292
(Y/Y) 19% 6% 3% 9%
2016 1,041 1,097 1,024 3,162
2015 1,015 1,032 1,072 1,062 3,119
(Y/Y) 3% 6% -4% 1%
Open Rate: Marketing Report (Quarterly Average Percentage)
2016 31.6 334 30.2 31.7
2015 36.6 324 32.2 32.6 33.7
(Y/Y) -5.0 1.0 -2.0 -2.0

Sent: Sales Report

2016 3,304 3,376 3,433 10,113
2015 2,766 3,190 3,355 3,281 9,311
(Y/Y) 19% 6% 2% 9%
2016 1,051 1,121 1,100 3,272
2015 1,025 1,139 1,212 1,081 3,376

(Y/Y) 3% -2% -9% -3%
Open Rate: Sales Report (Quarterly Average Pecentage)

2016 31.8 334 32.1 324
2015 37.1 35.7 36.1 32.9 36.3
(Y/Y) -5.3 -2.3 -4.0 -3.9

Quarterly Report 9



2016 Q3

Public Relations

Summary:

Insights and action items related to public relations are below. Overall, 282 placements were tabulated, with a total reach of 962,392,019
impressions for Q3 2016. The corresponding media value is $8,178,108. Over the same period in 2015, 158 placements were tabulated with
a total reach of 700,101,942 impressions, with a media value of $8,304,347. The number of pitches has increased 39% from Q3 2015 and
press releases have declined 14% from Q3 2015. Media visits have decreased 51% from Q3 2015.

Key Insights:

The discrepancy in earned media from Q3 2015 is due in part, to a high volume of placements with relatively low media values in
Q3 2016 (primarily syndications and regional outlets). Additionally, TSF placed eight clips in the media outlet Examiner.com in Q3
2015, valued at $101,606 each. Examiner.com ceased operations in July of 2016
Q3 2016 saw a 135% increase in pitches from Q1 2016 and 125% from Q2 2016. This was as a result of increased efforts toward
strategic pitching.
Press releases increased 33% from Q1 2016 and 20% from Q2 2016—reflecting the increased activity of peak season
Regarding the decrease in media visits from Q3 2016 to Q3 2015, in 2015 there was a group press trip coordinated by TOURISM
Santa Fe.
Strong number of placements in round-ups; four USA Today articles including a placement that syndicated to 15+ outlets
(breakfast bowl).
Release of multiple outlet’s reader’s choice surveys:

= Travel + Leisure’s World’s Best Awards — Best Cities in the U.S.

® Travel + Leisure’s World’s Best Awards — Best Cities for Culture

= Travel + Leisure’s World’s Best Awards — Best Cities for Shopping

® Conde Nast Traveler— Friendliest Cities

= Sunset Travel Awards — Best Microbrewery or Distillery

® Sunset Travel Awards — Best Girlfriends Getaway Destination

= Sunset Travel Awards — Best Food Town

= Sunset Travel Awards — Best Shopping Destination
Top placements (By media value)

* The Independent, Explore Georgia O’Keeffe’s world: from New Mexico to New York ($1,380,000)

= USA Today, Great food and beverage subscriptions for last-minute gifts (5441,077)

= USA Today, The Ultimate Urban Food Tours in Delicious Destinations ($441,077)
Top placements (By impressions)

= Yahoo!, 10 Places to See Golden Aspens This Fall (69,081,091) (Syndicated from U.S. News & World Report, original hit
as a result of a HARO)

= The Independent, Explore Georgia O'Keeffe’s world: from New Mexico to New York (69,000,000)

® Yahoo! Finance, 10 Places to See Golden Aspens This Fall (50,957,537) (Syndicated from U.S. News & World Report,
original hit as a result of a HARQ)

Action Items:

O

Increase “get out the vote” tactics to place higher in Reader’ Choice Surveys. TSF and LHG to brainstorm ideas to engage tourism
partners past Santa Fe visitors.

Continue to target HARO leads with nationally recognized outlets with prospect for syndication such as USA Today, U.S. News &
World Report and Fox News.

Get out in front of Spring Break Kids Free pitching

Seek ways to revitalize Margarita Trail and Meow Wolf press activity
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2016 Q3

Public Relations

Earned Media Value
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Public Relations

Pitches
2016 71 74 167 312
2015 57 49 120 177 226
(Y/Y) 25% 51% 39% 38%
2016 9 10 12 31
2015 10 19 14 13 43
(Y/Y)

Media Visits
2016 24 17 18 59
2015 26 16 37 33 79
(Y/Y) 6% -51% -25%
2016 430 416 428 1,274
2015 380 419 705 432 1,504
(Y/Y) 13% -1% -39% -15%
2016| $9,445,405| $6,477,152| $8,178,108 $24,100,665
2015( S$4,657,162| $6,283,711| $8,296,881| $6,635,488| $19,237,754
(Y/Y) 103% 3% -1% 25%
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2016 Q3

Social Media

Summary:

Organic posts are the base for our third quarter 2016 metrics. We continue to see a steady level of
growth across all of our social media channels. Paid social media advertising was not utilized for this
third quarter.

In addition to the continued use of the social media editorial calendar, Hootsuite is still being used as a
scheduling tool for Facebook, Twitter and Google+. Scheduling posts in Hootsuite has been accelerated
greatly and has helped allot time for more efficient planning and production of social media posts.

Key Insights:

* Facebook saw a 133% increase in engagement over last quarter primarily due to the Burning of
Zozobra videos that were posted in August and September. This indicates to TSF that page
followers gravitate toward native and captivating video content..

* Facebook followers grew 37% over last quarter to a total of 53,327.

»  Twitter saw a 19% increase in followers over Q3 2015 to a total of 10,858,

* |nstagram continues to be our fastest growing channel, with a 199% increase in followers year
over year—bringing our total followers to 12,400.

* Pinterest saw a 14% increase in followers over Q3 2015 for a total of 2,229 followers.

* YouTube saw a 385% increase in views over Q3 2015. This was partly due to the Burning of
Zozobra videos which garnered high engagement numbers and reach. TSF’'s native Zozobra
video is now the highest performing post on Facebook.

Action Items:

[0 Continue to post engaging native videos onto Facebook.

O Continue to promote and schedule posts to encourage the social media public to “\Follow us on
Facebook, Twitter, Instagram and Pinterest.

[0 Due to the popularity of Instagram, we anticipate to see a continued rise in followers through
the implementation of an Instagram holiday photo contest in the 2016 fourth quarter.

[0 Post more content onto Pinterest such as popular editorial content. Post Instagram holiday
contest as well. Post weekly blogs across different Pinterest boards.

O Continue to produce and post native video around some of our major events in Santa Fe onto
our YouTube channel.
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2016 Q3

Social Media: Facebook

Page Followers Engagement
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Facebook

Page Followers

2016 48,678 51,373 53,327 53,327
2015 36,860 37,670 38,913 45,322 38,913
(Y/Y) 32% 36% 37% 37.0%
Non-Resident Page Followers
2016 28,720 30,824 31,462 31,462
2015 21,791 28,552 21,791
(Y/Y) 44% 44.4%
2016 56,198 45,343 42,342 143,883
2015 16,874 15,970 22,293 86,546 55,137
(Y/Y) 233% 184% 90% 161.0%
2016 197,205 173,801 181,678 552,684
2015 75,155 72,529 77,843 264,060 225,527
(Y/Y) 162% 140% 133% 145.1%
Non-Resident Engagement **
2016 109,016 107,253 103,952 320,221
2015 49,041 145,334 49,041
(Y/Y) 112% 553.0%
Website Referrals
2016 5,692 4,893 6,014 16,599
2015 3,165 2,151 15,149 11,448 20,465
(Y/Y) 80% 127% -60% -18.9%

*Non-Residents defined as FB users who identify their location outside of a 2-hour radius of Santa Fe.
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2016 Q3

Social Media: Twitter

Followers
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Twitter
Followers
2016 10,372 10,858 11,354 - 11,354
2015 8,433 9,144 9,542 9,952 9,542
(Y/Y) 23% 19% 19% 19.0%
2016 4,652 4,848 4,651 - 14,151
2015 2,724 5,948 4,716 3,008 13,388
(Y/Y) 71% -18% -1% 5.7%
2016 354,800 436,500 356,700 - 1,148,000
2015 223,000 525,000 359,100 430,000 1,107,100
(Y/Y) 59% -17% -1% 3.7%
Website Referrals
2016 228 342 589 - 1,159
2015 99 159 136 163 394
(Y/Y) 130% 115% 333% 194.2%

*Engagement includes Retweets, Favorites, Replies, and Link Clicks.
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Social Media: Instagram & Pinterest

2016 Q3

Instagram Followers
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Instagram
Q1
Followers
2016 7,880 10,500 12,400 - 12,400
2015 1,675 2,856 4,142 5,866 4,142
(Y/Y) 370% 268% 199% 199.4%
Pinterest Followers
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Pinterest

Followers
2016 2,056 2,145 2,229 - 2,229
2015 1,704 1,825 1,950 1,968 1,950
(Y/Y) 21% 18% 14% 14.3%

Website Referrals
2016 143 180 216 - 539
2015 116 116 140 109 372
(Y/Y) 23% 55% 54% 44.9%
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2016 Q3
Social Media: YouTube

YouTube Subscribers
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YouTube Views
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YouTube

Subscribers
2016 214 239 275 - 275
2015 145 154 172 188 172
(Y/Y) 48% 55% 60% 59.9%
2016 9,259 7,219 15,885 - 32,363
2015 2,819 2,685 3,276 4,499 8,780
(Y/Y) 228% 169% 385% 268.6%
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Trip Advisor DMO Page

2016 Q3

TripAdvisor Page views
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Trip Advisor
Q1
Pageviews
2016 36,302 39,266 69,882 - 145,450
2015 57,215 50,932 40,608 27,268 148,755
Y/Y -37% -23% 72% -2.2%
2016 7.3 3.9 1.3 4.2
2015 8.6 8.2 8.2 6.1 8.4
Y/Y -14 -4.3 -7.0 -4.2
Website Referrals
2016 1,439 131 37 - 1,570
2015 2,115 2,705 2,246 1,295 7,066
Y/Y -32% -95% -98% -77.8%

NOV

cumulative total of referrals from desktop, mobile device and app, as was previously reported. Now
only tracks desktop numbers. We are currently working with TripAdvisor on the best method to report
metrics.
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SUMMARY

e This report includes performance and results from the first quarter
of TOURISM Santa Fe's FY17 campaign (July 1, 2016 - September
30, 2016), including an incremental buy that ran in Austin from
June to July




KEY INSIGHTS

e The digital campaign from July
1 to September 30 generated
23.4M impressions and 87,242
clicks - an overall .37% click
rate (0.10% benchmark)

° "Arts” was the best performing
creative generating a 0.40%
click rate, followed by
“"Cuisine” and "Retail” with
0.24% click rates

* AdTheorent generated the
best performing CTR at 0.88%,
followed by Sharethrough with
0.52% CTR, then Tremor Video
with a 0.46% CTR
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AUSTIN MONTHLY - JULY & AUGUST

e Buy Summary:

DESERT ROSE

Y RO ML

e FP4C in Travel section, custom editorial, e-blast,

digital banners, and custom digital editorial i
W
e Target Market: Austin, TX T e
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PHO

e Buy Summary:

e FP4C with 4 page editorial feature on Santa Fe
as a "Great Escape”, e-blasts, social media
“shares” and website sponsored content

e Target Market: Phoenix, AZ
e Impressions: 78,000

e Investment: $5,750
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DIGITAL



ADARA - JULY TO SEPTEMBER

* Buy Summary = NewTimes 0002
e Pre-roll Video, Programmatic Desktop and Mobile Banners

e Target Market: Austin, Denver, Amarillo, Phoenix, Colorado
Springs, Seattle, Los Angeles, NYC, Dallas, Houston,
Chicago

ENTERTAINMENT = - =3 e

radeurpe St
5 3t SKYBOX
Fun Things You % _ _ |

* Impressions: 5,778,347

Investment: $50,467.33 R

6 FUN THINGS YOU DIDN'T

e eCPM: $8.73 KNOW ABOUT THE EMMYS

Do you know which show has won the most Emmys?

which actress has been nominated for an f
different decades?

THE DENVER POST Q

ADELTA ~

CHECK IN

YOUR EVERYTMING GLIDE TO ENDROINT BACKLS

Denver Post Games

PUZZLES PALAC..

e e N
AROMA
THERAP

BUY TICKETS
ONUNE & SAVE
. LT

Gold-Onwude: Warriors leaning on
depth, not Splash Brothers, in Finals

glaed Brurdove i Flasd

Classic Favorite

* Please note numbers include data from Austin Initiative



ADTHEORENT - JULY AND SEPTEMBER

e Buy Summary

e Rich Media Mobile Expandable and Interstitial Units
e Target Market: Austin, Colorado Springs, Denver,
Phoenix, Seattle, Los Angeles, Amarillo, Dallas, Houston,
Chicago, New York
* Impressions: 6,606,896 . s -
e Investment: $41,111.12 = m S
MUSIC POUTICS TV MOVIES CULTURE  SPORTS RS COUNTRY Q

e eCPM: $6.22

#0000 Verizon LTE 12:20 PM 101 51% M)
oprah.com ¢
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| N7 |
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HAPPY THURSDAY

Thu 12:206m

o Warch Snosp Degq. sevemh in Rauncy
Poant Seen Money Gore'
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THEFEATUREWELL own

o Conor McGregeor on Three Ways o Beat 2
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Receive Libeary of on Vice
el A\ |
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Trump and
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Waech Fresetic Aliens
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*) TONIGHT: TUNE IN TO OPRAH'S
CONVERSATION WITH NOBEL

LAUREATE ELIE WIESEL ON

< h m O * Please note numbers include data from Austin Initiative



AMOBEE - AUGUST & SEPTEMBER

e Buy Summary

ey ' (o

, . ' . .
ecraitviiende RUPH WGHEE
13 MToedable U5 Clthes To A To Your

Bucke! i
00

o Contextually Targeted Desktop and Mobile Banners

e Target Market: Colorado Springs, Denver, Phoenix, Seattle, Los
Angeles, Amarillo, Dallas, Houston, Chicago, New York

* |Impressions: 6,126,246
* |nvestment: $20,000

o eCPM: $3.26

Sn o /
AROMATHERAPY

10

Stephande’s Top Picks for Santa Fe



MAGNETIC - AUGUST & SEPTEMBE

B resmon POPSUGAR.

* Buy Summary

e Search Retargeting; Desktop and Mobile Banners

Kim Kardashian's Got a Quick Fix For Lazy Girls $a8 Vo Sasly Suse OF Siye

i QOO - [~ |

e Target Market: Colorado Springs, Denver, Phoenix,
Seattle, Los Angeles, Amarillo, Dallas, Houston,
Chicago, New York

Who Love Onersize Tees

e |Impressions: 2,538,523

e Investment: $10,000

e eCPM: $3.94

home Sanm Fe

' B AROMATHERAPY
-
s R . YE Y SWAPS: LESS.CALORI

52 Healthy Recipe Makeovers

We gave our favorite comfort food recipes a healthy mx

akeover. Finally, cozy without the calories!

Healthy comfort food

They don't call it comfort food for nothang. Whether it's
savory mesthoad. » sweet paddag. or wanm apple pre
this type of food tnggen fockags of cory goodnen that
a0t be mansched by move soplusncated dubis

Bet Shere’s one toenwy problam. Typecally loaded with fat
sad calorses. eoudont food exs bevcrne » cove-zy-a-winle

et rather thon & visple What Has Deen

Bt vz oo belp Wesooka )




SHARETHROUGH - SEPTEMBER

* Buy Summary
* Native in-feed units promoting Margarita Trail and Fall Getaway

* Target Market: Colorado Springs, Denver, Phoenix, Seattle, Los Angeles, Amarillo,
Dallas, Houston, Chicago, New York

e Impressions: 1,131,901
e Investment: $20,000

o eCPM: $17.67

e Campaign extended through 10/10, full performance metrics to be completed in
October

WATCHING YOUR
FANTASY PICKS

EVERY SUNDAY
AFTERNOON?

! yOu W TG TESE 88 80 TER yOL COMKS D T e 3 T of
g T o or Sensert Now we e
tam g

Love Margaritas” Santa Fe's

mixing your favorite cocktaill 31
ways. Don't miss the famous...
A o e e’ W seae t Ny s

ST e Ta efve yO. srTOe sore of
Serva Fon vew Conre Seus

7 Places to Buy Cheap Workout Clothes
Without Sacrificing Quality or Style

Those in the know 2o to Santa Fe in the fall,
where the scenery is even more spectacular
than usual

OO TED 8 YOS LaNTA FE
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TREMOR VI

* Buy Summary

e Pre-roll video with
graphic bug

e Target Market:
Colorado Springs,
Denver, Phoenix,
Seattle, Los
Angeles, Amarillo,
Dallas, Houston,
Chicago, New York

* Impressions:
426,840

e Investment: $10,000

 eCPM: $23.43

DEO - SEPTEMBER

LIFESTYLE Bl v

Santa Fe

How to throw the perfect DIY BIKE LANE -
i rt e & 1
glamping party _‘ M‘ ,e;l ¥l
'f&' LAY
Yy,

12



MBER

TRIP ADVISOR - JULY TO SEPT

* Buy Summary @ tripadvisor

* Standard Display,
Sponsorship anad

e e ==

Content

N

* Target Market:
Colorado Springs,

Fund o tabie '

Denver, Phoenix, '

New Mexico L »
Seattle, Los [ Map A r—

. With its nch cultural hentage from Native Amencan — :
Angeles, Amarillo, and Spanish settlers, New Mexico has been both 3 — el )
Dallas, Houston, ’ : 9= L
Chicago, New — — =
Hotels (7

York @

€D Restaurants (472 2

* Impressions:
665,270

* |nvestment:
$22,500

e eCPM: $33.82




SEM
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CONSUMER & MICE
(JULY - SEPTEMBER)

* Buy Summary

e Santa Fe Related Keywords across 12 different campaigns

e Target Market: Denver, Amarillo, Phoenix, Colorado Springs,
Seattle, Las Angeles, NYC, Dallas, Houston, Chicago and Austin

* Impressions: 1,230,496
* |Investment: $23,779.49

e eCPC: $1.77

Santa Fe Art Galleries

From Contemporary to Traditional
Explore our Art Galleries Today!
www.santafe.org/ArtGalleries

Explore Santa Fe

Events Occuring All Year Long
Learn More
www.santafe.org/Events

To Do in Santa Fe

There's more to see and do.
Check out Santa Fe attractions!
www.santafe.org/Attractions

Santa Fe Restaurants

Santa Fe's Culinary Arts Scene is
Sizzling! Visit Santa Fe
www.santafe.org/Restaurants

Keyword

Native American
Art

attractions in santa
fe new mexico

santa fe new
mexico calendar of
events

historic santa fe

Sculpture Art
Galleries

visiting santa fe
new mexico

Indian Art

Art Museums

sightseeing in
santa fe

restaurant in santa
fe new mexico

Campaign

Art
Branded

Events

History
Art
Branded

Art

Museums

Activities

Restaurant

25



OTHER
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GO NEW MEXICO TRAVEL PLANNER

* Buy Summary

e 492 names, emails and addresses of
people requesting Santa Fe
information

e Target Market: Colorado Springs,
Denver, Phoenix, Seattle, Los
Angeles, Amarillo, Dallas, Houston,
Chicago, New York

e 24,785 impressions

* 189 clicks to http://santafe.org/

Go-New Mexico VISITOR GUIDES

MACESTOGO THINGSTODO  SLEEP » EAY TRAVEL PLANNNG PHOTOS + VIDEOS MNAPIT! Qg

ﬂ“

cas  Camada
l\ e Best Vadoe

Inn nn

1,200 Hotels

NEW!
VANTAGE
REWARDS

. ACh o Now Mk e Sy e

Santa Fe, New Mexuco Travel Gulde nelsorking

plete Vacaton, Hecr on and Tourism Information IN——

Santa Fe B Sarta f'e (pop 60,000, 1 capial of New Mexic, s the
W Depth £h T Quntessantal soutsweste town for art, Cutere and
Best Vet ten e/, "oy Oominsted by sdcbe tuidngs nd puetio shie
ez ysrTon e T
GUIOES - 3 of whem e
T by e besuty and mmematy of e andscazes when
INTRODUCTION » Surround Yown

ORIENTATION Located i the 08NS of the Sngro 20 Cristo Mountaing aad only & shart Sstance om Be Jemes & Ban

ARTICLES SN Mowrtan Manges, Saa 7o @ 3huited perfectly 1o prime fecrodiondl oppotunty It addton Santa
Fé 3 ripe with pioneer halony &3 1 o0 pont of B St e Pal, & wagon Lan Lal which commecied

WHERE TO STAY MSSOU 20 Niw MExiCo 0] T 18005, Thoudd wih Sngins Muth Mmons ancest. The Sana Fe aea

REQUEST FREE u

Market (August 20—
21)

Santa Fe Indian Market
celebrates its 95th
anniversary in 2016 and is
the largest event of its kind.
The market draws more than
100,000 collectors and
gallery owners to Santa Fe's
historic downtown plaza
along with thousands of
artists representing dozens of tribes. Artwork includes a wide selection of
jewelry, textiles, baskets, beadwork, quillwork, pueblo wooden carvings,
sculptures, drums, hides, leather goods, and more. The market also includes a
Native American fashion show, Native Cinema Showcase, and performances of
indigenous music, dance, storytelling, and comedy. Read our "Market Pride,
Market Joy" story from last year on both IFAM and the Santa Fe Indian
Market for a good overview.

S}mm Fe F'NE CHINA ('//
) ol B e

LEARN MORE
K— ~

THE CITY DIFFERENT

For the most up-to-date listings of what's going on in the nation's oldest capital city, follow
TOURISM Santa Fe:

2/



AUSTIN INITIATIVE RESULTS

e During the flight dates of June 1 to July 31, Austin TX was the #3 market for

incoming website traffic after Alouquerque-Santa Fe NM and Dallas, TX
(compared to #12 in June/July 2015)

e June/July 2016 experienced a 421% increase in web sessions from Austin
compared to June/July 2015

o 62% of the web traffic being driven by AdTheorent Rich Media mobile units
during June/July push

e Direct traffic from Austin is up 173% YoY, and Organic Search traffic is up
19% YoY for the 2 month period

ions  Austin TX Initiative

launched
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NEXT STEPS

e Consider auto-optimizing
banner rotations based on

best performing in new
Google DCM ad server

e Continue to optimize SEM
towards most efficient CPC

* Rotate in new History
banners
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