Agenda

The New Traveler Landscape
Anchor: Build Preference First
Amplify: Reaching the Right Households

Activate: Winning Before They Choose
Somewhere Else

Examples & Exclusive Insights

Next Steps: Metrics that Matter, 90-Day Plan,
Insider Access



Revisiting the Funnel - How It Started

Large format, broad awareness. Ads served to
everyone.

OTT/CTV Ads served to a more refined audience

Super Targeted Digital - retargeting, keyword retargeting,
conquest email, etc
Social Ads Targeting your social content to an audience

Low funnel conversions/leads
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THE FAMILY PLANNER

THE ADVENTUROUS EXPLORER THE BACH PLANNER

MOM PLANNING FOR THE FAMILY

RETIRED COUPLE 21-YEAR-OLD GROUP TRAVELER

Comfort & accessibility Safety & convenience

o Experience-driven

Meaningful experiences Kid-friendly & family value &%  Social & influencer inspired

Trust & reputation Budget & total cost e Budget conscious
Off-peak value Time-saving & easy planning o FOMO & shareability
Ease & support Reviews & recommendations Mobile-first everything
WHAT THEY'RE THINKING WHAT THEY'RE THINKING WHAT THEY'RE THINKING
Is it comfortable? « Is it accessible? Is it safe? « Will the kids enjoy it? Will'it be fun? « Is it Instagrammable?
Can | trust this company? « Is it worth it? Is it worth it? « Will it be easy? Will my group love it? « Can we afford it?
HOW THEY RESEARCH & BOOK HOW THEY RESEARCH & BOOK HOW THEY RESEARCH & BOOK
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The average travel
consideration period is ~71
days from initial inspiration to
booking. (Expedia)

U.S. travelers consume up to
277 pages of travel content in
the 45 days before booking
(expedia)



Consumer
Behavioris
Fragmenting

37 % of consumers say they
begin their search journey
with Al tools (Chatgpt,
Gemini) instead of standard
Google searches.



Consumer
Behavioris
Fragmenting

Zero Click Search is the
new normal - 40-60%
of searches performed
In 2026 are view-only.



Market
Reality

‘Fragmentation” doesn't just apply to the
upper funnel anymore - consumers have

too many options for search & booking.

Is efficient marketing even
possible in this new reality?

Audience targeting is nuanced - do
you target everyone or specific

groups? Which is most cost effective?

It takes a LOT more brand presence to have an
impact on a customer. Becoming part of the

277 pages Is crucial.




Convenience
Shopper

News . & &

Busy Mom Professional

Find
Efficiencies

Your audiences will often

have content/platform Weather
commonalities. Identify

these areas for high-impact

messaging. Sports

News, weather, sports
(specifically local) are great
for frequency. Social
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NEXSTAR CAPABILITIES

Nexstar’'s Local TV Stations

Large scale and relevance for your brands

200+ -
Major Broadcast
Affiliates ke

Owned or partner stations in 116 U.S. markets
reaching 220 million people. .

®cBs FOX oCcw S
42 42 49 33 32




. YNexstar ‘amazon

MEDIA GROUP,INC.
vy, g




AMPLIFY - ACTIVATE

ANCHOR -

ANCHOR AMPLIFY ACTIVATE
Build trust through local storytelling Reach the right households with precision Convert with Al-driven household engagement
@ Powered by IQX and Amazon first-party data c% De-anonymized household targeting

%) Custom content rooted in your community
80+ years of local credibility and brand equity

fa} Household-level targeting, not broad demos &3 Al propensity scoring ranks conversion likelihood

u[]l] Optimized to drive high-intent traffic to your site % Cross-device retargeting to convert and close

J

Positions your brand as a trusted solution

%
—@— 8- ——
L 6— CONTINUOUS HOUSEHOLD OPTIMIZATION )

ONE BRAND. ONE HOUSEHOLD. EVERY SCREEN.

From first impression to final decision — you're always there.
v MOBILE DESKTOP
POWERED BY ZN‘E)‘(.itgr X ama;on D D-
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Seven Seas Food Festival at !
SeaWorld San Diego <4 |

We have another stacked
weekend ahead of us . Food
trucks, live music, good weather
and brews on deck!
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scan for
Dirsctions!

Oh, what fun itis to be in OKC!

Visit
Experience the magic of Downtown in g : @ Cye
December! Scan to learn more about s
eachevent! & .a.. Oh, what fun it is to be in OKC!
the magic of Downtown in

December! Click the link to learn more [kl
about each event! & .A.,




@ WGN Morning News @ posted a video to playlist Chicago
Scene.

Paid Partnership - @

“It's 49 Miles to Joliet. We've got a full tank of gas. And the Chicago Scene
is taking you inside the Old Joliet Prison. A far cry from its original purpose,
the Prison now offers tours, events, and entertainment for the whole family.
Check out their screening of The Blues Brothers coming up this weekend!
& https://www.jolietmuseum.org/upcoming-programs #sponsored”

Ellectric Bike
GIVEAWAY $300 Gift Card

RAD POWER BIKES" «

CW7AZ.COM/WIN




Clarify/identify your ideal customer(s)
Identify most appropriate & efficient partners

Scale local, authentic, mobile-first content to
multiple platforms

15



Live & Streaming TV

Direct Mail @

fPas® Social Media

Mobile Video

16



%ted Reach ®F

Campaign Reach
648.94K - 778.72K

= 4 Al

In-Market Interest Lifestyle . .

. 47.3%
What are the: What have they What does the Total Reach in Market :
browsing an bought in the content they Audience
shopping for past? consume and 1.37M - 1.65M Share
right now? retail data tell us?

) YouTube TV.is not.in
estimations

(30 day Jookback (12 month lookback (12 month lookback
window, window, window)

A

prime video
S

Life Stage Demographic Custom

What important Reach specific Advertiser

events are audiences based Audiences. STV
oing onin on gender, age, & Twitch

their lives? HHI'etc. retargeting

A‘ Amazon 0&0 Third Party




@ woeine B acTivimies { omine Ry Evenrs

THIS IS youp

Poco

& Lopgy,

= ® ACTVITEs " B N
e

Evenrs




Remember every household has a different
"path to conversion" (usage, frequency, etc)

Target households and people, not platforms

Use clean, accurate, frequently updated data
and ad tech partners.

Push new travelers to an easy-to-use, mobile-
friendly website.
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Activate

PROPENSITY POWERED BY Al

In Market and Considering Multiple Brands to Visit
==

Nexstar doesn't report on
website ViSitorS, but rather ; s In Market and Discovering Products to Consider
identified, opted-in households. ' U

In Market and Considering Multiple Brands to Visit
cm

Our Al powered intelligence
platform tracks user activity - InMarkst and Considering Mutipl Srands o Vis
then categorizes households i =l
likelihood to book and travel. : ] e | Eepe——

In Market and Considering Multiple Brands to Visit
==

In Market and Deciding on a Brand to Purchase From
==

Interested in Future Shopping

Nexsta




ADDRESS ¢ IMMERSIVE HOUSEHO|
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® The highest priority households receive PICTURE YOURSEL

the most frequency.

F IN BRANSON

® True cross-platform messaging includes
direct mail, reaching all audiences no
matter their content preferences with zero ™ o T
eam

waste. Secures Playoff
SPot with Victory
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Mode| Unveileq
at Evont

2h ago
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Outcomes

Campaign reporting should
be simple and transparent.

Complicated delivery metrics, click metrics,
and exposure metrics only tell part of the
story.

The household address (or other direct data
identifier) can help "cut through the cluitter"

PROPENSITY POWERED BY Al

In Market and Considering Multiple Brands to Visit
==

In Market and Discovering Products to Consider
—=

In Market and Considering Multiple Brands to Visit
cm

In Market and Considering Multiple Brands to Visit
=

In Market and Discovering Products to Consider

In Market and Considering Multiple Brands to Visit
==

In Market and Deciding on a Brand to Purchase From
=

Interested in Future Shopping

Nexstar

MEDIA GROUP, INC




ISENGLDS

1,951 CZED

VIDEQ TARGETING
USEHOLDS

LATEET TRANEACTIONS

® Online Conversions (Page views, ChatBot
engagement)

e oot Traffic Attribution/In person visits

Total Medta Spend Total Purchase Ves

® Household address-level spend and $162,130 $5,176,629
booking insights

31.9

CHANNEL INFLUENCE ~ HOUSEHOLDS INFLUENCED DEALS TRENDS DECOR RUGS OUTDOOR MATTRESSES FURNITURE




Metric

Description

True cost per paying customer

Branded vs. Non branded search
volume

Revenue and spend per household

Avg completion, dwell time, page
depth, etc

Household reach and frequency

Total marketing and sales cost required to
acquire one paying customer.

Searches that include your company's
name vs. searches for a general product or
service category

The revenue generated from households in
a market compared with the marketing
investment used to reach them

Measures how long people engage with
content and how much of it they consume.

The number of unique households you've
reached and how often.

Shows whether your marketing is profitable.

Indicates whether marketing is building
brand demand or just capturing existing
demand.

Helps measure market penetration and
whether ad spnd is proportional to the value
of the audience.

Signals quality of attention and whether
messaging is actually resonating with
audiences.

Ensures campaigns achieve enough scale
and repetition to influence awareness and
purchase decisions.
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Case Study:

Display & Online video

® |ncrease awareness of Branson as a travel destination and drive measurable foot
traffic by attracting new visitors with both the means and intent on becoming reoccurring

visitors.

e The campaign has, to date, driven 6,500+ in person visits. According to Explore Branson
insights, this is an approximate ROI of $4.5M+






