Growing New Mexico’s Tourism Economy NEW MEXICO %#E TRUE

ADDING VALUE +




The Opportunity CoOp Marketing Program in a Nutshell
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- Through the program, eligible entities* harness
& POWERFUL BRAND ASSOCIATION ;
& MATCHING FUNDING i
0 MARKETING + MEDIA EXPERTISE

4 to grow their tourism economy

*Local & Tribal Governments and Tourism-Related IRS Non-Profits




The Opportunity Hear it from your Industry Peers

CLICK HERE TO PLAY

“Grants like this...are “I don’t know how | would be keeping up if | did &
a game changer.”- ‘ not have participation in this grant program

-Dana Koller, Bernalillo  © . | and working with the New Mexico True Team.” "=
Farmhouse Ale Event | 3 - Christy Germscheid, Ski New Mexico :’.‘



https://docs.google.com/file/d/1lN3MPldQ713yGxa8IxysvXUPIAK-54r1/preview

Powerful Brand Association = Designed to Drive Visitors to You

NM TRUE BRAND

Builds awareness of NM at large: Who we are & what we stand for

CORE NMTD MARKETING

Plants the idea of New Mexico as a tourist
destination with diverse experiences

COOP MARKETING

: Carries the strength of NM
Your audience moves through the R

funnel; From initial awareness NMTD MARKETING

about your destination, to inspiring to drive visitors
travel and ultimately visiting your to your YOU ARE HERE
destination. dsHliiation




Powerful Brand Association Put New Mexico True to Work for You

i 1

NEW MEXIED#TRUE

Direct Visitor Spending

e Nationally recognized Levels
e Award-winning $8.38  $8.6B  $8.8B
$7.2B
e Proven driver of $5.88B
record-setting growth in
visitation and visitor
spending
e C(Consistent in showing 2020 2021 2022 2023 2024

year-over-year success

The Proof is in the Numbers:
@ Direct visitor spending reached an all-time record high in 2024




Powerful Brand Association = Align with Data-Driven Brand Strategy
NEW MEXIED%*%TRUE

Data-Driven Approach to Attract the Most Valuable Travelers to YOUR Destination

WHO: Venturesome Travelers
Behaviorally defined consumer target that seeks
what New Mexico has to offer

C@/\NEW
FY27 FOCUS
OKLAHOMA CITY

HOW: Authentic Storytelling

Connecting people to place with a multimedia
content strategy featuring visually striking,
story-driven creative

WHERE: Regional Drive Markets
Research-based prioritized drive markets to
deliver tangible impact at the local level

OKLAHOMA CITY is a high-value target based on recent research®:
e Strong awareness with conversion upside in response to ad exposure
e Expressed interest and anticipated enjoyment in visiting New Mexico

*Full report available upon request




Powerful Brand Association = Co-Branding Extends Equity to YOUR Destination

Sightseeing like you've never seen.

santafe YA

SantaFeNMTrue. com

Discover Navajo




Powerful Brand Association

Password: samples

Tsé Bit'a’i
Rock with Wings

2=~ Visit Galup 18w
% # Paid partnership:



https://docs.google.com/file/d/1WhSkbE3Vlhg45dY8hwCvxXbx2Rex88ag/preview
https://docs.google.com/file/d/18ttHkPWmI5KaPzssem4WDr5zmQEOb9fD/preview
https://docs.google.com/file/d/1KI4L_nCuP3zOVvAsoBZDWL0QotCf_SYX/preview
https://vimeo.com/showcase/11585406

Matching Funding

[;;;\\— L] \ { 0" Raton__»
7178 p3hibrock 4 Aztec 'F?a"a“’ - e —_\Des Moines
ﬂn ton\ Tienra Amarilla eel * :
JK IMPACT Ty =
% O e T
z \xﬁ dy g
Program designed for diverse destinations and " N e &
} 8ol . \»S?@ \;\“ ,\Nh‘as\{e‘gai\Conchas\
attractions statewide - with budgets of all sizes T 1 O R
- * ° \,,uq/ e 5 / anta Rosa ?
) - Ee\en :G}Q o \ e
Up to 49% of partner $ may be sourced from private P =
o o . . . sl ‘L V\\ — ——— Pocorro
entities (Eligible entity must be the fiscal agent) © sy A
% Beserve %)) T
“ F gftlounoe (

Triple Your Marketing Impact with 2:1 $ Match
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“Our investment has really tripled by the number of impressions and the s
results that we receive from the program.”
- Lisa Katonak, Santa Fe County AT bl
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* $ Awards pending funding outcomes of 2026 Legislative Session. Select Flex initiatives will be awarded at a maximum 1:1 $ match. See ‘FY27 FLEX: Eligible and Ineligible Expenses detail
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Marketing & Media Expertise = Customized Plans Designed for You

Share Your Priorities Awarded Cooperative Plan

wy

| EXAMPLE AWARD _
) Geo Targets EXAMPLE AWARD
OKC,W.TX, Dallas Customized =g Starter Package:
i =—Photo + Meta Static
@ Demographic Targets Smart Select Marketing™ Menu -

Millennials, Gen X
Priority In-Market Season

Denver Programmatic

DIGITAL
ADVERTISING

PHOTO / VIDEO
CONTENT

Summer, Fall S == Digital OOH
CONTENT DIGITAL
- Content, Digital, Influencer, Print Influencer
’ A d, INFLUENCER "
g & Audience CAMPAIGNS Campaign
24 Outdoor Enthusiasts, Families
: (V) ?;d(%%t 405 Magazine

Pre-Application Survey Award Summary




Marketing & Media Expertise

Executional Support

Your CoOp Partner Service Representative (PSR):

e Handles all interactions with media vendors

e Supplies you with production specs

e Facilitates production processes and creative
approvals

e Keeps you informed on launch dates and
deadlines

e (Optimizes live media as needed

e Provides reporting

IS HERE FOR YOU!

Your CoOp Partner Service Team



Marketing & Media Expertise

Performance Measurement

Custom Dashboard

Overall Results

Impressions Y CPM Y
95M $7.38

Clicks DY CPC Y
665,907 $1.05
SRR e SO
15s TOS Actions Y 15s TOS Actions CPA Y
357,255 $1.96
atectdiibe ll \eotnm . oo

Fiscal Year

m EYZ22: NEY23 4 EEYI5S

Partner SCEY

Albuquerque g

Spend Y
$701,999

Spend by Channel Type REGRTA
Spend

9%

Sponsore d Content
35% 56%
Social O 3
; Video

Demonstrate the impact of YOUR marketing campaigns to your community and stakeholders!




Marketing & Media Expertise 560 Degree Collaboration

Planning to Launch Performance Measurement Future Implications
Targeting Data Marketing Mix
Messaging Analytics Investment
Industry Trends Optimizations Planning
Purpose Built Insights

Grant Application
Content



Next Steps

1.PRE-
APPLICATION
SURVEY

2.CUSTOM
SMART SELECT
MARKETING™
MENU

February 2 - February 27
Share Your Priorities in mandatory
FY27 CoOp Pre-Application Survey

Week of March 9
Eligible Entities Receive customized
Smart Select Marketing™ menu



https://koa.smartselectmarketing.com/SurveyAnswers/responses?aggregateYearId=6e20da4c-6b87-4382-9e8d-109410a3fd58&SurveyType=Survey

® ® [B Smart Select Marketing™ | F

® iGoogle

Smart Select Marketing™
MEDIA MENU

EXAMPLE ONLY

Media Type

Initiative
Blue Corn Digital PACKAGE (Foundational):

Estimated
Impressions

Details

Request
Participation

Total $ Value

DIGITAL 720 \Y Y
G Managed Search + Meta (FB/IG) Static 000 e s $14,000
Facebook Infeed Video Ads
DIGITAL 400,000 \Y Y
(available as add-on to Package ONLY) ' e s $8,000
DIGITAL YouTube (available as add-on to Package ONLY) 800,000 View Yes $8,000
- - : T -
DIGITAL Digital Audio Ads: Production + Media 500,000 View . $10,000

(available as add-on to Package ONLY)

Smart Select Marketing™ is a trademark of Katie Olivey & Associates, LLC. All rights reserved.
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Next Step.s» Prepare FLEX Fund Requests fo"r;Anyv,Off Menu In|t|at|ves

FLEX = Your “Do-It-Yourself” Option

For off-menu marketing initiatives (see appendix for specifics on eligible/ineligible expenses)

Some Flex request types limited to 1:1 Maximum $ Match*

100% of Cost Funded by Partner Upfront (Prior to NMTD Reimbursement of eligible expenses post-execution™)
All creative must meet NM True brand standards and be pre-approved by NMTD

DIY Execution: Partner handles all marketing planning, vendor relations, production, and reporting

* $ Awards pending funding outcomes of 2026 Legislative Session. See FY27 FLEX: Eligible and Ineligible Expenses detail.
**Creative approval, proof of payment, and proof of placement will be required prior to reimbursement. Failure to meet this requirement may result in non-reimbursement




Next Steps

Week of March 9
Receive customized Smart Select
Marketing™ menu
+ Schedule marketing consult
MARKETING

CONSULT . March 10 - April 7

Finalize menu requests and
MENU Submit final application

REQUESTS AND
APPLICATION Find info & links at NMTrueCoOp.org

/
§X-
O

MANDATORY

MARKETING
CONSULTS
or new applicanis



https://koa.smartselectmarketing.com/SurveyAnswers/responses?aggregateYearId=6e20da4c-6b87-4382-9e8d-109410a3fd58&SurveyType=Survey
http://nmtruecoop.org

Get in Touch

AMANDA CROCKER CELIA GARCIA SHELBY GEORGE
amanda@nmtruecoop.org  celia@nmtruecoop.org  shelby@nmtruecoop.org

N A,

TAYLOR LAWRENCE NELIDA GRIEGO
Marketing Programs Cooperative Marketing
Manager Program Coordinator

Taylor.Lawrence@td.nm.gov  Nelida.Griego@td.nm.gov
505-469-4613 505-795-0108

CHRISTI RIGBY
christi@nmtruecoop.org S



mailto:nelida.griego@td.nm.gov

Appendix

ADDING VALUE +




FY27 FLEX Eligible and Ineligible Expenses

What’s In (Eligible)

Any media placement not specifically

offered in the MMP menu

e  Any media vendor of partner’s choice,
including MMP vendors

e  Website development/enhancement

What's Out (Ineligible)

In-kind partner contributions
Printed collateral and branded
merchandise

Agency commissions and fees
Ad design fees

e  Attendance/Individual registration fees for
educational conferences, trade shows, &
advocacy programs
Subscriptions and membership dues
Shipping costs, travel expenses, food, and

: (site must meet New Mexico True Meetings & Convention Travel W e :
- quidelines) Marketing initiatives ° Purch.ases or rentals of equipment and
e  leisure and Group Travel Marketing e  Fulfillment costs (direct mail or Sipples ‘
initiatives collateral distribution costs) S aiaayeC S es, personn.el e
e  (onsumer Trade Show exhibits and e  Earned Media/PR, including press SeRactor hou.rs ~ C?ﬂSUltlng fee.s
— releases, FAM toufs (media events) e Infrastructure, including construction of

; o facilities or modification of eligible historic
Production/Content Creation o

[ ]
- I ¢ 0 deeonen |
j i e  Lobbying

ffi i
NM Gross Receipts Tax (GRT) R bRes

Strategic planning and research

* NMTD Award $ for Consumer Trade Shows, Creative Production/Content Creation, and Social Media
will be limited to a maximum 1:1 match of NMTD:Partner $




FY27 FLEX Initiatives

Cooperative Roles

PARTNER: COOP TEAM:

e Negotiate programs with media vendors (estimates
must be uploaded and submitted as part of CoOp
application)

e Facilitate creative approvals

e Facilitate reimbursement request process

Manage production process and secure NMTD creative

: e Issue reimbursements per Flex award, once
- approval through Brand Resource Hub

proof of creative approval, placement,and

: payment is received
o Deliver all assets and traffic ads to vendors

e Handle media vendor payments

e  (Complete Flex reimbursement request within 30 days
of in-market date for each initiative.

e  Complete required reporting to NMTD by July 15, 2025



FY27 Media Menu Plan (MMP) Initiatives

COOP TEAM:

Coop

PARTNER:

Handles all interactions with media vendors, e Remit payments to NMTD on time

including payment and creative trafficking e Deliver assets/creative on time & to spec.

Supplies Partner with production specs and e Respond in a timely manner to reviews and

requirements in a practical format N approvals.
Facilitates all production processes and e (omplete year-end Tracking & Impact report

with additional local data to complement MMP

creative approvals lg*f
Keeps Partners informed on launch dates and t '
deadlines f

Tracks and optimizes live media as needed.

Provides comprehensive reporting to Partners =~ *



__REFERENCE: FY27 Cooperative Marketing Program Summary

Eligible Entities Tourism-related IRS non-profits + tribal and local governments

Lo STEP 1: Complete Partner FY27 CoOp Pre-Application Survey
Application Process STEP 2: Review customized Smart Select Marketing ™ Plan & ldentify any gaps for which to request Flex Funding
STEP 3: Upload Flex Requests with MMP Smart Select Marketing ™ request confirmation via Submittable
Support Available Partner Service Representative (PSR) + Media Planning Consults
Application Due Date FY27 CoOp Pre-Application Survey: Closes Feb 27 MMP Selects & Flex Fund Requests: Due April 7

NMTD Funding 2:1 $ Match for ALL partners* (Consider local collaborations - up to 49% of Partner $ from private sources - for greater impact)

-> All creative must meet New Mexico True brand standards
Brand Standards -> All creative must be reviewed & approved by NMTD prior to trafficking

Media Menu (MMP) Initiatives FLEX Fund Initiatives

> Partner pays only Partner portion of MMP media

cost (d':*e(ftly to ,NMTD or through partners ad > NMTD reimburses awarded Flex funds to Partner after
agency™, if applicable)

> First partner payment due 7/10/26 with remainder Reimbursement Request received with 'proof of placement,
due 12/1/26 proof of payment, proof of NMTD creative approval. Partner

> NMTD pays vendors Reporting required.

> Partner fronts 100% of cost to vendors

Funding Process

NMTD CoOp Team provides: Partner handles:
=>  Vendor negotiations -> Media planning and Vendor negotiations
> 1:1 marketing consult (w/ ad agency, if applicable) - Insertion orders and Vendor Payments
Execution Process - Custom production timelines & instructions -  Creative trafficking to media vendors
> Insertion orders & Creative trafficking to media vendors =>  Applying for reimbursement within 30 days of in-market date
-> Proof of placement and Reporting -> Reporting

*$ Awards pending funding outcomes of 2026 Legislative Session. Select Flex initiatives will be awarded at a maximum 1:1 $ match. See ‘FY27 FLEX: Eligible and Ineligible Expenses’ supporting document for details
** If partner’s ad agency leads media planning and buys MMP media directly from NMTD on partner’s behalf, any commissions on partner portion of MMP media is based solely on agreement between partner and their ad agency


https://forms.gle/TmK8qkLwKo1FFz3f6

FY27 Cooperative Marketing Summary: FLEX Funding

Eligible Entities

Application Process

Support Available
Application Due Date

NMTD Funding*

FLEX Funding Process

Execution Process**

Brand Standards

Tourism-related IRS non-profits + tribal and local governments

STEP 1: Complete FY27 CoOp Pre-Application Survey
STEP 2: Review customized Smart Select Marketing™ Menu MMP & Identify any gaps that may be addressed with Flex Requests
STEP 3: Upload Flex Requests and vendor estimates with MMP Smart Select Marketing™ request confirmation via Submittable

Marketing Planning Consultations

FY27 CoOp Pre-Application Survey: Closes Feb 27
MMP Selects & Flex Fund Requests: Due April 7

2:1 $ Match* (Consider local collaborations - up to 49% of Partner $ from private sources - for greater impact)

->
->

v by

Partner fronts 100% of cost to vendors

NMTD reimburses awarded Flex funds to Partner after Reimbursement Request received with proof of placement/launch, proof of
payment, proof of NMTD creative approval. Reimbursement Requests will not be processed before proof of placement or before
initiative is live/in-market. Reporting from Partner required.

=>  Vendor negotiations -> Creative trafficking to media vendors
Partner handles: > Insertion orders = Applying for reimbursement within 30 days of in-market date
=>  Vendor payments > Reporting

All creative must meet New Mexico True brand standards
Any web development/enhancement Flex project funded by CoOp must feature partner's New Mexico True logo lockup above the fold
All creative must be reviewed & approved by NMTD prior to trafficking

*$ Awards pending funding outcomes of 2026 Legislative Session. Select Flex initiatives will be awarded at a maximum 1:1 $ match. See ‘FY27 FLEX: Eligible and Ineligible Expenses’ supporting document for details



