ITC GRANT NARRATIVE PROGRESS REPORT

Grant
Grantee: Southern Idaho Tourism Number: 14-1V-1
Report # 2 D 4

Date Submitted: April 15, 2015

1 3 D Final

Date Posted for Review:

Awarded Cash Match Total Cash

Grant: $ 269,450.00 Requirement: $ 33,306.00 Match

Amount Cash Match Committed: $ 36,859.79
Expended Documented

YTD: $ 189,649.15 YTD: 36,752.00

Copy for additional elements

Element 1: Admin

Amount Amount Cash Match Total Cash
Awarded: Expended Documented Match
$ 25,000.00 YTD: $ 18,750.00 YTD: $ Committed: $

Progress of Element since grant award or last report:

Element will be completed at the end of grant cycle and final paperwork submitted and approved.

Anticipated completion date(s):

Will be completed at the end of the grant cycle.

Actions needed to complete this element:

Measurements(s) of Results

No activity during this report period due to seasonal nature of marketing activity.

Revised 18-Oct-2010



Element 2: Admin/Fulfillment

Amount Amount Cash Match Total Cash
Awarded: Expended Documented Match
$25,000.00 YTD: $18,750.00 YTD: $ Committed: $ 0.00
Progress of Element since grant award or last report:
75% Admin was requested/received with RFF #1
Anticipated completion date(s):
Actions needed to complete this element:
Measurements(s) of Results
Copy for additional elements
Element 3: Tourism Marketing
Amount Amount Cash Match Total Cash
Awarded: Expended Documented Match
$241,450.00 YTD: $170,899.15 | YTD: $ 33,752.00 Committed: $ 36,859.79

Progress of Element since grant award or last report:

Images and Stay and Play Travel Guide are in distribution

2015 Placements to date: RV ldaho ,Sunset Magazine, Sunset Online; NW Fly-Fishing, NPR, Pocatello
Magazine, Idaho Statesman, Canadian Email program, Consumer Newsletter(s) Web video production
Public Relations: Thirsty Fish, 12 Weeks of Summer — weekly blogs (5 of 7 published)

Research completed — final report is complete(attached)

Web Programming: Adventure Map update, Travel Planner update; Seasonal photo updates; Downloadable
Information page

Social Media postings: Facebook, Twitter, Google+, Google Ad-Words

Capital Expenditure: Video screens installed and in operation at new Twin Falls Visitor Center

Travel & Training Expenditure: Attended ICORT; Southern Idaho Tourism reimbursed for expenditures

Anticipated completion date(s):
September 30, 2015

Actions needed to complete this element:
Continue to implement marketing strategies.

Measurements(s) of Results
Please see attached

Element 3: Audit

Total Cash
Match

Cash Match
Documented

Amount
Expended

Amount
Awarded:

Revised 18-Oct-2010



$ 3,000.00 | YTD: $0.00

| YTD:

$

| Committed: $

Progress of Element since grant award or last report:

Element will be completed at the end of grant cycle

Anticipated completion date(s):

Will be completed at the end of the grant cycle.

Actions needed to complete this element:

Measurements(s) of Results

Copy for additional elements

Revised 18-Oct-2010



2015 Market Research and Analysis

Prepared for Southern Idaho Tourism
July 8, 2015
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Objective Of This Report

1. Accurately define the majority demographics
of “Who" are coming to Southern Idaho.

This includes:

- General age of visitors
- Area of residence

- General income level
- Reason for trip

- Preferred modes of travel



Objective Of This Report

2. Accurately define “What” they are doing
when they come to Southern Idaho.

This includes:
- Favorite activities
- Where they are most likely to spend money

- What they are most likely to do while visiting
- Motivating factors



Objective Of This Report

3. Accurately define “Why"” they are coming to
Southern Idaho.

This includes:

- Visiting relatives, passing through, or coming to
Southern Idaho for a specific activity?

- Why do they stop or just keep driving?
- Why would they stay locally or not?



The Answers To These Questions
Will Tell Us:

- How to develop the most effective advertising messages
- How to most effectively reach prospective visitors

- How to better accommodate visitors so they will tell their
friends or come back and see us again

- How to keep prospective visitors apprised of their
favorite motivating factors

- How to bolster our local economy through the influx of
out-of-area dollars

- How to best use our motel tax and grant funding to put
heads in beds
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Method

Steele Branding intends to combine the results of
a current phone survey, current web site analysis,
current secondary research, and the newest
(2013) Longwoods statewide report, in order to
make the best evaluation of the Southern Idaho
Tourism target demographics.
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Outline Of This Report

- Part 1. Phone Survey Results

- Part 2. Relevant Results from Longwoods 2013 Visitor

Profile Report

- Part 3. Website Analysis and Report of Majority User

Habits

- Part 4. Secondary Research

- Part 5. Recommended Action Items



Part 1. Phone Survey Results

South Central Idaho Specific Survey Methodology

- Sample - 300 “Landline” telephone interviews
among adults from Idaho, Oregon, Utah, and
Washington who have visited South Central Idaho
in the past.

- Methodology - Telephone interviews conducted
early January, 2015

- Sampling Error — Plus or minus 6% at the 95%
confidence level



Part 1. Phone Survey Results

Where do they come from?




Part 1. Phone Survey Results

Where do they come from?
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Part 1. Phone Survey Results

Where do they come from?
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Part 1. Phone Survey Results

Where do they come from?
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Part 1. Phone Survey Results

Where do they come from?
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¥ Female
¥ Male

Part 1. Phone Survey Results

Gender of Respondent




branding
advertising
eeeeeeeeeeeeee

Part 1. Phone Survey Results

Age of Respondent
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Part 1. Phone Survey Results

Respondent: Other Recreational Activities

"Other" Recreation Responses
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Part 1. Phone Survey Results

Where Did Respondents Stay?

RV (Big Rig); 9 —

Breakfast: 5

fi

RV (Camper); 12 .



Part 1. Phone Survey Results

How Did Respondents Get Here?

Fly
2%

— =
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Part 1. Phone Survey Results

What would be the biggest factor deciding
to fly into Twin Falls?

Convenience
55%




Part 1. Phone Survey Results

What Season Did Respondents Travel?




Part 1. Phone Survey Results

Respondents Annual Income

$150,000 - $175,000
£125,000 - 5150,000 1% o
™




Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

(Cross Reference)

L= ngwoods
o IOAIO
Longwoods ~ TOURISM
Travel USA

ldaho 2013 Visitor Profile

Idaho Conference on Recreation & Tourism
May 7, 2014
Sun Valley, Idaho
AnnDee Johnson




Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

State Origin Of Trip




Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

DMA Origin Of Trip

Base: Overnight Person-Trips to Idaho

Boise, ID

Spokane, ID/WA

Salt Lake City, ID/UT
Idaho Falls - Pocatello, ID
Seattle-Tacoma, WA
Portland, OR

Twin Falls, ID

Los Angeles, CA

New York, NY

San Francisco-Oakland-San Jose, CA
Washington, DC

5 branding 15
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Longwoods 2013 Visitor Profile Report

Part 2. Relevant Results from

Season of Trip

January-March

April-June

July-September

October-December

40




Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Structure of the U.S. Travel Market —
2013 Overnight Trips




Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Transportation

Base: Overnight Person-Trips

Own car/truck
Plane

Rental car
Camper, R.V
Taxi Cab

Bus

Train
Motorcycle
Bicycle
Ship/Boat

0 20 40 60 80 100
Percent

m |daho US Norm
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Accommodation

Base: Overnight Person-Trips

Friends/relatives' dwelling (not paid for)
Motel

Hotel

Resort hotel

Campground/trailer park/RV park
Bed & breakfast

Rented cottage/cabin

Country inn/lodge

Own home/condo/apt/second home
Time share

Rented home/condo/apartment
Boat/cruise ship

Other

0 10 20 30 40
Percent
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Activities and Experiences

Base: Overnight Person-Trips

Shopping — 2.,
Swimming ‘szo

Fine dining — 9 ' 0o

National/State Park 10 P

Landmark/Historic site

Hiking/Backpacking

Camping

Fishing

Casino [ SN

Beach/Waterfront 0 .,

Bar/Disco/Nightclub

Theme park

Theater

Z00

0] 20 30 40
Percent
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Activities and Experiences (Cont’d)

Base: Overnight Person-Trips

Biking

Boating/Sailing

Business meeting

Brewery

Skiing/Snowboarding

Art gallery

Golf

Fair/Exhibition/Festival

Mountain climbing

Spa

Rodeo

Dance

Watch/Particpate in Kids Sports Event
Rafting
Winery

7
7
7
7
7
7
6
6
6
6
6
6

0 10 20 30 40

Percent
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Activities and Experiences (Cont’d)

Base: Overnight Person-Trips

Rock/Pop concert

Watch Amateur/Youth Sports
Hunting

Pro/College sports event

Birding

Participate in Adult Sports Event
Convention/conference
Symphony

Motorcycle touring

Trade show

Tennis

Participate in Amateur/Youth Sports
Opera

10 20 30 40

Percent
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Activities of Special Interest

Base: Overnight Person-Trips

Historic places E 33
Cultural activities/attractions —224

Exceptional culinary experiences

Eco-tourism
Winery tours/Wine tasting

Traveling with grandchildren

30 40 50

Percent
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Base: Total Person-Trips to Idaho

Average Day =44 Average ON =42

18-24

25-44

45-64

65 or older

40 60

Percent

Day m Overnight
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Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Household Income

Base: Total Person-Trips to Idaho

2
$150K+ !5
$100-$149.9K — 5
$75K-$99.9K p— N
10

K | -

- |
Under $49.9K . .

S VA TTRITHNY -

0 20 40 60

Percent

Day m Overnight




Part 2. Relevant Results from
Longwoods 2013 Visitor Profile Report

Key Takeaways

® ldaho Travel Market shrank 3% from 2008 to 2013

® Overnight trips down 13%, day trips up 4%

® Overnight and day leisure_trips are up

@ Overnight visitor spending on lodging up 8%

© Day visitor spending is up 10%

Outdoor trips and experiences are increasingly important
Overnight trips are longer

Day and overnight trips are growing during the fourth quarter
Overnight visitors skew male, day visitors skew female

© ©®© 06 0 o

There are more young children in the households of Idaho visitors
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Part 3. Website Analysis and Report
of Majority User Habits

Visit South Idaho Web Analysis
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advertising
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Part 3. Website Analysis and Report
of Majority User Habits

Origin of Site Visitors (Last 12 Months)
March 5, 2014 - March 5, 2015 Site Activity Sources

QC
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Part 3. Website Analysis and Report
of Majority User Habits

Origin of Site Visitors (Last 12 Months)

March 5, 2014 - March 5, 2015 Sit Activity Source Locations

City Metre
Boise Boise ID 5815 I 14.75%
Twin Falls Twin Falls ID 4,117 N 10.44%
Salt Lake City Salt Lake City UT 2,121 [N 5.38%
Pocatello Idaho Falls-Pocatello ID 1,466 I 3.72%
Meridian Boise ID 1,382 I 3.50%
Denver Denver CO 1,375 1 3.49%
ldaho Falls Idaho Falls-Pocatello ID ge2 M 2.19%
Nampa Boise ID 612 Il 1.55%
Paradise Las Vegas NV 594 Il 1.51%
San Francisco San Francisco-Oakland-San Jose CA 562 Il 1.43%
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Part 3. Website Analysis and Report
of Majority User Habits

Top 10 Most Visited Pages: march 5, 2014 - March 5, 2015

Page Pageviews % Pageviews
1. / (Home Page) 18,103 [ 19.84%
2. li-visit/shoshone-falls 10674 [ 11.70%
3. /calendar 3,859 | 4.23%
4. /adventuremap 3625 | 3.97%
5. lattractions 2,978 | 3.268%
6. /lodgings 2311 | 2.53%
7. li-eat 1,507 | 1.75%
B. /see-and-do/scenic-byways 1,436 | 1.57%
8. /attractions/details/Shoshone Falls details page 1,251 | 1.37%
10. /contact-us 1,218 | 1.33%
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Website Visitor Flow

1,375 sessions from Denver

- 25% of these sessions started at /i-visit/shoshone-falls
of these, users then visited

/attractions/details/Shoshone Falls details page (8%)
/lodgings (5%)

- 14% started at the Home Page of these, users then visited
/calendar (10%)

/adventuremap (16%)
other (53%)

- The next most popular start pages were:
(/calendar, /i-eat and /in_the_water)



Website Visitor Flow

2,121 sessions from Salt Lake City

- 22% of these sessions started at /i-visit/shoshone-falls
of these, users then visited

/attractions (6%)
other (43%)

- 17% started at the Home Page of these, users then visited

/calendar (15%)
/adventuremap (11%)
/lodging (9%)
/attractions (8%)

- The next most popular start pages were:
(/calendar, /i-eat and /attractions)



Website Visitor Flow

1,468 sessions from Pocatello - within City

- 42% of these sessions started at the Home Page, users
then visited:

/adventuremap (3%)
/i-eat (2%)

/blog (2%)
/itshappeninghere (2%)

- 14% started at /i-visit/shoshone-falls, users then visited
/Home (3%)



Website Visitor Flow

862 sessions from Idaho Falls/Ammon - combined region

- 25% of these sessions started at /i-visit/shoshone-falls,
users then visited:

/home (5%)
/attractions/details/shoshone-falls (1%)

- 15% started at the Home Page, users then visited:

/adventuremap (2%)
/calendar (2%)
/attractions/details (1%)



Website Visitor Flow

5,818 sessions from Boise - within City

- 28% of these sessions started at /i-visit/shoshone-falls,
users then visited:

/attractions/details/shoshone-falls (2%)

- 17% started at the Home Page, users then visited:

/calendar (3%)
/adventuremap (2%)
/lodgings (1%)



Website Visitor Flow

1,382 sessions from Meridian - within City

- 30% of these sessions started at /i-visit/shoshone-falls,
users then visited:

/calendar (3%)
/adventuremap (2%)
/attraction/details (2%)
/lodgings (1%)

- 14% started at the Home Page, users then visited:

/calendar (2%)

/adventuremap (1%)
/attractions/details/shoshone-falls (1%)
/attractions/details (.5%)



Website Visitor Flow

562 sessions from San Francisco/Oakland/San Jose

- 28% of these sessions started at /i-visit/shoshone-falls
of these, users then visited

/attractions (8%)
/other (27%)

- 21% started at the Home Page of these, users then visited

/adventuremap (15%)
/calendar (9%)
/lodging (8%)
/contactus (5%)
/other (7%)

- The next most popular start pages were:
(/i-fish, /lodgings and /attractions)



Website Visitor Flow

594 sessions from Las Vegas/Paradise metro

- 44% of these sessions started at the Home Page of these, users

then visited

/adventuremap (5%)
/calendar (4%)
/our_communities (2%)
other (22%)

5% started at /i-visit/shoshone-falls of these, users then visited
/attractions/details/Shoshone-Falls (10%)

The next most popular start pages were:
(/i-eat, /attractions and /thousand-springs-byway)



Social Media

Particularly Relevant Social Media Spikes
“Organic search Shoshone Falls”

@ Sessions

. AN

Aprl 2014 July 2014 Oclober 2014 January 2015
Acquisition Behavior Conversions
Keyword
Sessions %% New Mew Users Bounce Rate Pages | Avg. Session Goal Conversion Qoal
Completions  goq) Value
Sesslons Session Duration Rate
155 87.74% 136 69.03% 1.87 00:01:20 0.00% 0 $0.00
% of Total Avg for View % of Total Avg for View A for Vienw Ay for View Awp for View % of Total: % of Tolal
0.30% 80 42% 0.33% | B7.27% {2.62%) 222 (-15.54%) 00:01:51 20.73% 0.00% 0.00% ($0.00)
(52.021) 19.10%) (41,837 (~27.57%) (-100.00%) (10,783)

1. ?;:’l‘f:h“”e 155(100.00%) 87.74%  136(100.00%) £9.03% 1.87 00:01:20 0.00% 0 (000%) $0.00 (0.00%)

Rows1-10f1
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Social Media

Particularly Relevant Social Media Spikes

@ Sessions via Social Referral
o0

Apnl 2014 July 2014 Dielober 2014 January 2015

@ Sessions for URL

400
/K'”U“L
U
i f I A i S —
Apnl 2014 July 2014 Dejober 2014 January 2015
Avg. Session Data Hub
Social Metwork Sesslons Pageviews Duration Activities Pages [ Session
1. Facebook 5.210 (99.92%) 6,927 (59 BE%) 00:00:33 0 (DD0%%) 1.33
2. Blogger 2 (0.04%) 4 (0.06%) 00:00:29 0 (0.00%) 2.00
3. Google+ 1 (0.02%) 5 (0.07%) 00:33:26 0 (0.00%) 5.00
4. Pinterest 1 (0.02%) 1 (0.01%) 00:00:00 0 (D.00%) 1.00
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Secondary Research Reports

2014 Travel & Tourism Trends

Page 50



Secondary Research Reports

2014 Travel & Tourism Trends

Study by Resonance Consultancy;
-and-
Study by Travel Market Report Today
(Mirror each other’s findings — almost verbatim)



Secondary Research Reports

2014 Travel & Tourism Trends
Millenials (age 18 - 34)
- Are more interested in Urban Destinations

- Are more likely to share photos and
information on social media

- Are more likely to post on a blog, or share
experiences online



Secondary Research Reports

2014 Travel & Tourism Trends
Elders/Seniors (age 55+)

- 42% define retirement as “a time to travel and explore
new places”

- Consider word of mouth as an important source of
reliable information

- Are the wealthiest travelers
- Say security is important
- Favor quieter, less congested destinations
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Secondary Research Reports

2014 Travel & Tourism Trends
Conspicuous Leisure

- Signaling social status through the consumption of
experiences rather than material goods.

- Social media a key vehicle for sharing and
communicating status



Secondary Research Reports

2014 Travel & Tourism Trends
Multi-Generational Travel

- 40% of families went on a multi-generation vacation
in the past year.

- 77% planned it around a milestone event

- Grandparents travel 25% more than the average
leisure traveler.

- Attracting the multi-generational market is about
memories, convenience, and value.
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Secondary Research Reports

2014 Travel & Tourism Trends
Active Adventurers

- Luxury travelers are seeking out ways to stay active
and healthy on the road.

- Growth in adventure travel has accelerated at a 65%
yearly rate since 2009 (among international travelers)

- Adventure travel includes at least 2 ot of 3 criteria:
Nature, culture, and physical activity.

- 54% of travelers are planning an adventure activity
on their next rip.
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Secondary Research Reports

2014 Travel & Tourism Trends
Predicted Growth of Creative Tourism

- Travel directed towards and engaged and authentic
experience.

- Travel that provides a connection with those who
reside in the destination.

- The traveler is active and interacts with the locals.



Part 5: Recommended Action Items

- Align media placements and creative approach to focus
on the primary demographics of influence based on these
findings.

- Emphasize ease of access to all visitor information that
exists on the site; downloadable files, videos, social media
links, and easy requests for information.

- Use photography and revise home page layout to
encourage users/potential visitors to scroll and click to see
more activities and attractions.

- Advocate use and ease of finding local lodging on the site.

- Stimulate overnight stays by using the website to make

trip planning easy.
gv:jezgzgii?gpment
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ﬁhﬂm I[)AH‘U’-WSTn April 1 - June 30, 2015

Audience Overview, Viewers’ Engagement

Audience Overview
Apr1,2015 - Jun 30, 2015: @ Sessions
Apr 1,2014 - Jun 30, 2014: @ Sessions

3,000
Qe
1,500 —
—— e
May 2015 June 2015
B New Visitor B Returning Visitor

Sessions Users Pageviews Apr 1, 2015 - Jun 30, 2015
-28.41% -25.99% -17.28%
Pages / Session Avg. Session Duration Bounce Rate
15.55% 44.70% -14.49%

Apr 1, 2014 - Jun 30, 2014
% New Sessions

3.95%

Your Viewers’ Engagement

Page 2
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g/wEIH IDAWm Aol 1 - e 30, 205

Google Analytics - All Traffic

Viewer Frequency & Recency *

Count of Sessions Sessions Pageviews
1 11,160 NN 22,494
2 1,121 W 2,147
3 294 | 665
4 114 | 230
5 61 | 204
6 34 | 110
7 28 | 65
8 24 | 37
9-14 62 | 178
15-25 60 | 252
26-50 87 | 293
51-100 98 | 241
101-200 234 | 3,515
201+ 88 | 920

* What is this?

Google Analytics keeps track of how many times a user has visited your website, and Count of Sessions is that count
for each individual user. The count is incremented each time the user visits. So, for a new user, the countis 1 (i.e., it

is the first visit to the site). The next time, the count is 2 (it’s the second visit). If the user clears their browser cookies
though, they will start over as a new user.

Aae & Gender: Age data calculated from 55.92% of total sessions
g Gender data calculated from 61.25% of total sessions

Age Gender

280 [l male M female
210
140

70

18-24 25-34 35-44 45-54 55-64 65+
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Acquisition, Visit Frequency & Recency

Viewer Interests *

Affinity Category (reach)

212%
4. 78%
4.33%
4.07%
3 T4%
3.65%
31 M%

I12%

3.08%
2 96%

Other Category

4.73%
321%

2.37%
205%
1.76%

1.50%

1.37M%
1.26%
1.17%
0.99%

48.37% of tolal sessions

Movie Lovers

TV Lovers

Travel Buffs

Mews Junkies & Avid Readers
Cutdoor Enthusiasts
Technophiles

Home Decor Enthusiasts

Mews Junkies & Avid Readers/Entertainment &
Celebrity Mews Junkies

Cooking Enthusiasis/Aspiring Chefs

Health & Fitness Buffs

48 10% of ioial sessions

NewsWeather

Artz & Entertainment/Celebrities & Entertainment
News

Food & DrinkfCooking & Recipes
Artz & EntertainmnentTV & Videa/Online Video
Real Estate/Real Estate Listings

Reference/General Reference/Dictionaries &
Encyclopedias

Arts & Entertainment/Humor

Home & Garden/Gardening & Landscaping
Pets & Animals/Pets/Dogs

Internet & Telecom/Email & Messaging

In-Market Segment 43 48% of {otal sessions

3.70% Travel/Hotels & Accommodations

3,980, Real Estate/Residential Properties/Residential
. Properties (For Sale)

2.83% Employment

2.80% Real Estate/Residential Properties

273% Properties (For SaleVHouses (For

SaleVPrecwned Houses (For Sale)
Autos & Vehicles/Motor Vehicles/Motor Vehicles

241% (Used)

2 208, Hl:lne & Garden/Home &_Gardﬁ'l
Sernvices/Landscape Design

1.99% Home & Garden/Home & Garden Services

1.95% Home & Garden/Home Improvement

1.91% TravellAir Travel

Affinity Categories: identifies users in terms of
lifestyle; for example, Technophiles, Sports Fans,
and Cooking Enthusiasts. These categories are
defined to be similar to TV audiences.

In-Market Segments: identifies users in terms of
their ‘product’ interests.

Other Categories: provides the most specific,
focused view of your users. For example, while
Affinity Categories includes the category Foodies,
Other Categories includes the category Recipes/
Cuisines/East Asian.

Demographics and Interests data comes from the third-party DoubleClick cookie (for web traffic) and from
anonymous identifiers for mobile apps (i.e., Advertising ID for Android and IDFA for iOS).

Unfortunately, the sources (mentioned above) are not available for for all users.

Continue to the next page for details on the “In-Market Segment”. \ I
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Engagement: Visit Duration, Page Depth

Viewer Interests: /n-Market Segement

10.

Top 10 Viewers’ Interests

. | Travel'Hotels & Accommodations

Real Estate/Residential Properties/Residential Properties (For Sale)
Employment
Real Eatate/Residential Properties

Real Estate/Residential Properties/Residential Properties (For
SaleHouses (For Sale)lPrecwned Houses (For Sale)

Autos & VehiclesMotor VehiclesMotor Vehicles (Lised)
Home & Garden/Home & Garden ServicesfLandzcape Design
Home & Garden/Home & Garden Services

Home & GardenHome Improvement

TravellAir Travel

Sessions % of New Users *
1,573 [N 3 59%
1,397 I 5 15%
1,206 [N 2 4%
1,194 N 2 70%

1,161 [ 2 67%

1,024 N 2 45%
93z [N 2 23%
s40 I 2. 10%
829 N 2 09%
g12 I 1.75%

* Remember: the data here is taken from about 43% of the total visitor sessions

Let’s take this one step further:
The number one In-Market Segment recorded from April 1 - June 30 is
“Travel/Hotels & Accommodations”. So who (by age) is in this group?

Top In-Market Segment: “Travel/Hotels & Accommodations”
Age Group New Users % of Total of This Segment
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Google Search Queries

Search Queries:

What does all this mean?

Query: The term searched for.

Impressions: The number of times any page from your site showed as a result of a query *.
Clicks: The number of clicks on your website’s URLs resulting from a query *.

Average position: The average ranking of your website URLs for the query or queries.
CTR: Click-through-rate measures the ratio of clicks to impressions shown.
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Technology Overview: Device, Browser

Landing Pages:

The following are the direct, organic “landing” results from queries, as defined on page 6.

Clicks Landing Page URL Impressions CTR
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Geographical Overview

Referral Sources

Referral traffic data: visits that came to your site from sources outside of Google’s search engine. When
someone clicks on a hyperlink to go to a new page on a different website, Analytics tracks the click as a

referral visit to the second site. These are different from search results.
*Does NOT include paid Adwords clicks

Referral Source New Users Pages per Session

Tech Overview:
1. | desktop [N 52 56%

2. mobile NG 35 36%

1. | Chrome N 42 04% 3. tablet I 12.08%
2. | Safari N 20.37%
3. Intermnet Explorer _ 14.78%
4. Firefox 7 2% 1. 360x640 [N 17 37%
5. | Android Browser  [ll3.30% 2. 3z20xs68 [ 12.19%
6. | Safari (in-app) l1.08% 3. 768x1024 | 10 70%
7. | Amazon Silk los7% 4. | 1920x1080 NG 7 46%
8. Opera l0.20% 5. | 1366x768 [N 6.75%
9. | mozilla 0.09% 6. | a75x667 [N 5.55%
10.  Opera Mini 0.07% 7. | 1024x768 -3_73%
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Page Fold - Average Device View

Page View:
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Twitter: Overview

Twitter Activity:

Twitter Activity:
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Facehook: Demographics Overview, Posts

Twitter Activity:

Page 11

Engagements:

Total number of times a: user has
interacted with a Tweet. This includes
all clicks anywhere on the Tweet
(including hashtags, links, avatar,
username, and Tweet expansion),
retweets, replies, follows, and
favorites.

Impressions:

Number of times users saw the Tweet
on Twitter

Date Impressions
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Facebhook: Posts

Facebook Overview: Who Did Your Posts Reach?

Facebook Overview: Who LikesYour Page?

Facebook Overview: When Did They Like Your Page?
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Facebook: Posts

Facebook Posts
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Facebook: Posts

Facebook Posts
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Constant Contact: Email Campaigns

Constant Contact Email Campaign

Email Run History

Sending Type Sent Run Date Status
Original Send 2805 4/28/2015 Successfully Sent
Email Stats
Sent Bounces Spam Reports Opt-outs Opens Clicks Forwards
2805 6.1% 1 0.2% 13.6% 8.7% 0.3%
(172) (6) (358) (31) (1)
Click-through Stats
Email Link Unique Click-throughs Click-through Distribution
http://cycletherapy-rx.com/ 1 1.1%
http://fishandgame.idaho.gov/ifwis/ibt/site.a- o
o~ 0 0.0%

spx?id=85
http://fishandgame.idaho.gov/public/fish/ 5 5.6%
http://idahoregatta.org/ 3 3.3%
http://pryorpaddlerentals.com/ 3 3.3%
http://visitsouthidaho.com/attractions/detail- 1 1.1
s/30819 e
http://visitsouthidaho.com/attractions/detail- 1 1.1%
s/31556 o
http://visitsouthidaho.com/attractions/detail- 1 119%
s/31744 o
http://visitsouthidaho.com/attractions/detail- o
s/31813 2 A2
http://visitsouthidaho.com/attractions/detail- o
s/31891 2 22%
http://visitsouthidaho.com/attractions/view/3- 4 4.4%
1578
http://visitsouthidaho.com/blogcontest?utm_so-
urce=visitsouthidaho.com&utm_medium=link&utm_- 2 2.2%
campaign=2013July
http://visitsouthidaho.com/i-bike 5 5.6%
http://visitsouthidaho.com/i-fish 3 3.3%
http://visitsouthidaho.com/in_the_water 1 1.1%
http://visitsouthidaho.com/photo_contest?utm_-
source=visitsouthidaho.com&utm_medium=link&ut- 2 2.2%
m_campaign=2013July
http://www.fairfieldidaho.net/places-youll-lo- o

. ) 1 1.1%
ve/little-city-of-rocks/
http://www.fairfieldidaho.us/ 0 0.0%
http://www.fs.usda.gov/sawtooth/ 3 3.3%
http://www.glanbiausa.com/dsp_locations.cfm 2 2.2%
http://www.goodingidaho.org/ 0 0.0%
http://www.idahoguideservice.com/ 6 6.7%
http://www.idahostatesman.com/2015/03/22/3712-
226_50m-plastic-plant-headed-to-south.html|?rh- 3 3.3%
=1
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Constant Conta: Email Campaign

Constant Contact Email Campaign

http://www.mhsprings.com/ 1 1.1%
http://www.mhsprings.com/domes.html 2 2.2%
http://www.nps.gov/crmo/index.htm 2 2.2%
http://www.nps.gov/hafo/index.htm 3 3.3%
http://www.tfid.org/Facilities.aspx?page=list- 4 4.4%
&search=1&CID=3
http://www.visitidaho.org/ 2 2.2%
http://www.visitsouthidaho.com/ 8 8.9%
https://www.facebook.com/hagermanidahosports 4 4.4%
https://www.facebook.com/idahowatersports 4 4.4%
https://www.google.com/maps/d/viewer?mid=zNWx- 3 3.39%
9iIR6KKmY .kbhORThbxRSc&msa=0 o
https://www.google.com/maps/place/Centennial+-
Waterfront+Park/@42.5613515,-114.4553684,13z/- 5 5.6%
data=!4m5!1m212m1!1sCentennial+Park+twin+fall- 7
s!3m1!11s0x54aca205a6ea98b1:0x6706036404 154682
https://www.google.com/maps/place/Gooding,+ID-
+83330/@42.9289305,-114.7090505,14z/data=!4m2- 1 1.1%
13m1!1s0x54ac79203c10e753:0x72e7836f5cedc643

Total Click-throughs 90 100%

Constant Contact Email Campaign
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Constant Contact Email Campaign
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