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In Recent Months . . .

May 11th:
Relaunched branded paid
March 17t Visitor access search efforts.
restricted to Dare County. May 25th:
Paused all media effective Relaunched all TV and digital
immediately. efforts with “Open” creative.

——@- o O O Opne
Pre-COVID-19: April 29th; Memorial Day weekend
FY20 OBVB meals New creative launched. Media brought visitors to the OBX
and occupancy tax limited to remarketing ads to provide as bookings start to rebound.
was pacing ahead, ongoing communication to those PSAs encourage responsible
trending ahead of visiting outerbanks.org website. traveler safety behaviors.

scheduled goals

- Ongoing: social community management (virtual sharing OBX inspiration) -2




How have realities of COVID-19 and today’s evolving
traveler mindset reshaped FY20/21 planning?



FY20/21 Planning Strategies



FY20/21 Planning Approach

Fundamental Timely Nimble
Strategies Insights Flexibility




FY20/21 Planning Approach

* Full-funnel
approach that leads
audiences through
their decision
journey

Advanced targeting
technology to
identify audiences

Learning what
works in the time of
COVID-19:

« Geography
« Target audience

* Interest areas

Nimble partners

Adjustable timing

Flexible contracts

Short material and
asset lead times




Fundamental Strategies

A diverse, full-funnel program
that moves targeted audiences
through their decision journey

Brand building and top-of-mind inspiration

\ 4

Information and familiarity

\ 4

Nurture advocacy and community interest

TV/ Connected TV/ Video/ Audio

Print and Online Publisher Partnerships
Native Custom Content & Guides
Social Influencers
Paid Social | Multi-unit & Retargeting
Programmatic | Multi-unit & Retargeting
OTAs & Travel Data Partners

Paid Search
OBX Website

Site Retargeting

Email Marketing &
Social Community Management




Fundamental Strategies

Advanced Targeting Technology Cross-Device and HH Targeting
Access to 100+ data partners to identify Engaging all decision makers in the
Empty Nesters and Affluent Families, household with cross-device targeting.

location habits, interest areas, etc.




Timely Insights

Research shows that U.S. travelers
are most likely to consider road trips
and to stay closer to home
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Timely Insights

While the road tripping trend aligns
well with our typical OBX visitor,
OBX’s previous source markets may
not perform the same for FY20/21 due
to many factors affected by COVID-19

« Travelers who once preferred to fly to other
destinations will now be looking for drive options

« Traveler mindsets may vary by state based on
how COVID-19 impacted that state in cases and
economically

« OBX recently featured nationally in many
PR/earned media articles because OBX has what
travelers want right now (open beaches)
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Timely Insights

Expect to adjust seasonally based on [_] Increased national [l Initial Core
£ b publicity in PR & Geography for
most recent performance by Eamed Media Bl Mo

geographies and audiences:
* Media metrics

« Google Analytics site metrics

* Arrivalist data

« COVID-19 cases (second wave)
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Nimble Flexibility on a Monthly Basis

Higher spend in National research 2020’s January media push All monthly allocations are

June to capture shows travelers are helped OBX get off to a great fluid and subject to change

immediate pent considering fall start for spring/summer with a moment’s notice
up demand getaways

|l|||l.‘||||
Apr'21  May '2

June '20 July'20 Aug'20 Sept'20 Oct'20 Nov'20 Dec'20 Jan'2 Feb'21 Mar'2 June '2
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Nimble Flexiblity

Creative Assets

Ongoing messaging adaptations due
to the coronavirus pandemic

Making the most of increased site traffic
due to the popular hit series, Outer Banks



TV, CTV & Video: “Today’s Word” (:30 and :15)

Today’s word is... open Open road. Open toed. Open minded.
Open wide. Let's celebrate open. Let’'s be safe. Smart. And At the place that’s not just
have fun. open. But wide open.

Outer Banks.
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Digital Banners & Native: First Touch
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Digital Banners: Remarketing

Where to Stay

17

Travel Guide



Monthly Emails to OBVB Email Subscribers

Ongoing monthly emails:
(1x) Themed email with long-term content
(1x) Promotional email with short-term content

Testing different content by audience segmentation
- Family pool has sufficient numbers
- Other activity-based segments continue to grow

Incorporating FY20/21 campaign elements

Aligning email creative with new website look
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FY20/21 Co-op Opportunities



FY20/21 Co-op Opportunities

The Outer Banks Visitors Bureau is
excited to create new FY20/21 opt-in
cooperative opportunities in support of
our OBX community partners.
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FY20/21 Co-op Opportunities

Emails Articles Inspiration Guide
Monthly OBVB Articles that OBVB is OBVB Travel Guide
Themed Island writing to feature produced by Meredith

Emails various aspects of OBX Publishing and poly-bagged

as an insert in a 2021
Southern Living issue TBD

21



Themed Emails



« Based on a similar structure as the monthly informational emails:
Simple and practical content for planning a trip to the OBX

» Addresses some of the hardest questions visitors are faced with:
- Which island do we make our home base?
- What’s the difference between the islands?
- Where are the activities that we're drawn to, and where’s the most

hemed Ema”S convenient place to stay?

to OBVB email subscriber list

* Three email themes (in no priority order):
- Hatteras Island
- Roanoke + Dare Mainland
- Northern Beaches

« Each will be sent to a total of 213,000 email recipients from July
29t — August 26t
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Sample Email
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The OBX Themed Emails
FY20/21 Co-op Advertising Rates

Production: OBVB/Hoffman York
Asset Spec Requirements:
« All partners to provide image and name

* Featured partner to also provide tagline,
copy line and offer promo link (optional)

Three Themed Emails (in no priority order):
- Hatteras Island

 Roanoke + Dare Mainland

* Northern Beaches

Total Distribution per Theme: 213,000
Deadline: Friday June 26, 2020

25 Examples for representation only; The look and feel of OBX email is TBD pending production

Featured Position
Rate: $750 per email
Avails: 3x (1x per email)

Planning Partner Position
Rate: $350 per email
Avails: 6x (2x per email)




Themed Email Timeline

Email Week 1 Week 2 Week 3
Recipients (July 29) (August 12) (August 26)

by Last Name

A-| Hatteras Island Northern Beaches Roanoke + Dare Mainland
J-Q Roanoke + Dare Mainland Hatteras Island Northern Beaches
R-Z Northern Beaches Roanoke + Dare Mainland Hatteras Island

Depending on partner interest for July-August 2020, potential for OBVB to announce in

20 November a January program to promote spring/summer 2021



Overall Email Strategy Timeline (July — Sept)

* July:
- 7/15: July Mid-Month Newsletter: Family-Specific and Non-Family Emails
- 7/29: Co-op Email #1 (All three themes)

* August:
- 8/12: Co-op Email #2 (All three themes; swapped rotation by address)
- 8/26: Co-op Email #3 (All three themes; swapped rotation by address)
- Skip Mid-Month Newsletter in August

 September:
- 9/16: September Mid-Month Newsletter: Geographic Segmentation




Themed Articles
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hemed Articles

written and hosted by OBVB

OBVB will be writing articles with the goal of featuring multiple
partners in the article under a common theme

Topics will be inspirational; themes TBD pending which partners
choose to participate

Each article is guaranteed to receive a minimum of 500 article
views on the Outer Banks website

Benefit of articles is that they don’t feel like an ad and appear
organic to the site

To ensure guaranteed viewership, OBVB will be buying digital ads
to drive traffic to the articles



OBX Themed Articles
FY20/21 Co-op Advertising Rates

Production: OBVB/Hoffman York
Article Guaranteed Views: min. 500 per article
Advertising Rate: $750 per article
Number of Articles: TBD pending interest
Number of Partners per Article: 5*

Early Interest Deadline: Friday June 26, 2020
Final Commitment: Friday July 10th

(OBVB to provide themes, asset
requirements and more details in
advance of commitment deadline)

“Go Live” Month: August

30 * Estimated; may vary depending on partner interest and article topics.



OBX Inspiration Travel Guide



The OBX
Inspiration
Travel Guide

with Meredith Publishing
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Multi-paged insert dedicated to OBX inspirational planning ideas

Custom created by Meredith Publishing, home of several of the
top published magazine and digital titles in the U.S.

This piece will be distributed as a stand-alone insert that is
polybagged with a 2021 spring issue of Southern Living magazine
(612,000 regional circulation)

Similar length/width dimension as Southern Living magazine

Optional to also print overrun copies in advance for extra use



The OBX Inspiration Travel Guide
FY20/21 Co-op Opportunities

Quarter Page Integrated Ad Company Name Bolded Mention

33 Examples for representation only; The look and feel of OBX guide is TBD pending production



The OBX Inspiration Travel Guide
FY20/21 Co-op Advertising Rates

Quarter Page Integrated Ad

Production: All ads to be created
by Meredith Publishing to look and
feel part of the guide

Specs: Partner to provide image
and highest priority copy points

Polybagged Circulation: 612,000
Advertising Rate: $5,000 each
Slots Available: 8

Deadline: Friday June 26t 2020

34 Examples for representation only; The look and feel of OBX guide is TBD pending production



The OBX Inspiration Travel Guide
FY20/21 Co-op Advertising Rates

Company Name Bolded Mention

Production: Company name (bolded) and call
out to be included in themed listicle

Specs: Partner to provide name and call out

Themes: TBD pending those who sign up
(e.g. fish tacos, sunset views, outdoor fun, etc.)

Polybagged Circulation: 612,000
Advertising Rate: $1,500 each
Slots Available: 12

Deadline: Friday June 26", 2020

35 Examples for representation only; The look and feel of OBX guide is TBD pending production



Stay Tuned for More Co-op Details, Reminders and
Sign Up Forms Coming via Email Next Week!



Thank You.




