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History of Co-Op (Good, Bad, Ugly)
What's Changed/Changing?

Ways to Co-Op for the Future
Creative Examples

Key Takeaways

Agenda



With You

Nate Huff lleana Frascone

Senior Vice President Account Director



Who is lleana

Highlights of Existence

e ~10vyears at Miles
Works with the Odyssey/Content
Studio teams

e Top 3favorite things:

o Her two-year-old son, Enzo
o TikTok
o #HGWs




Who is Nate

Professional Stuff

e 20vyears at Miles Partnership
e Headsup Miles’ Brand USA relationship
e Passion for Digital Product Development

o Destination Optimization
o Tourism Exchange USA

Fun Stuff

e Fanof semi-classic cars with
unreliable air conditioning

e Self-proclaimed semi-professional
wiffleball player
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History of
Co-Op

Seattle & the Klondike
Gold Rush

San Diego & the
Panama Canal opening
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'WANT TO KNOW MORE ABOUT FLORIDA?

Online For the fastest response, fll ut this form at

wwwsendtravelinfo.com/At19 or

Fax itt Fax the card to 941-907-7030 or
Mail it Drop this postage-paid card in the mai.
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The Good

o Significantly extends participants reach
o Creates context for consumers
o Makes brand advertising more actionable

History Of e Createsindustry alignment
e Does for all what no one could do alone
Co-Op

BUSINESS

Cooperative Advertising: 3
Benefits of Co-op Ad Campaigns

Written by MasterClass
Last updated: Mar 19, 2022 « 2 min read

Manufacturers and retailers share advertising costs and pool resources to increase
sales in cooperative advertising. Co-op ad campaigns can be an excellent way to
reduce the financial burden of traditional advertising.



The Bad

e Requires aligning potentially conflicting objectives
e Requires some compromise in brand “purity”
and messaging

HiStory Of Requires structure which limits flexibility
Co-Op e It'sreally hard work that isn’'t always super sexy

DIGIDAY ™ SUBSCRIBE

1l
0O

NEWS v DIGIDAY + PODCASTS EVENTS AWARDS

‘It’s a black hole’: Marketers are taking more control over
their co-op advertising

December 1, 2017 | By Yuyu Chen
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“This sticker is dangerous and inconvenient, but | DO love Fig Newtons.”

- Ricky Bobby






Unmoveable Truths & New Challenges

Still True, but...

Creates context for consumers.... ...but it’s becoming harder to reach back out to audiences
Makes brand advertising more actionable... ...but more accountability and measurement is demanded
Does for all what no one could do alone... ...but what that means has changed with democratization

of digital rates and targeting technology



1. Accountability for
What's Reporting & Metrics
2 2. Expectations for Targeting,
Changed ; Customization & Reporting

3...Democratization of Digital
Rates



What's

Changed?

Accountability for Reporting & Metrics

Before it was just about retargeting
audiences for partners on [insert DMO
here]’s site.

o Pros: It’s a qualified audience.
o Cons: Will be going away once the
cookieless future comes into play.



Accountability for Reporting & Metrics

o Work with data partners to create data management
platforms (DMPs) that allow us to store data in clean

How’s it
rooms.
Cha ngEd? o Involve partners that have strong cookieless solutions

(so we don’t have to reach them through a pixel ID).
o Theresultis mediathatis more concise and targeted.




How’s it

Changed?

Accountability for Reporting & Metrics

(0

Through partners like Adara (Consortium
product), you can become a data hub for the
key stakeholders and partners in your
destination.

Incorporate partner data into insights

platforms such as local hotels, attractions,and
CVBs.

o Produce credible ROI



Set Expectations for Targeting & Customization

Enrich and find out
more about your

What else can it data
Do? | GO
—— Operate a closed-

looped ethical

infrastructure for
your first-party Segment and
Onboard data data activate your first-
seamlessly from party data
any source

Measure and attribute
your media to real
bookings



Meet Expectations for Deeper Reporting

Overall Visit California Co-Op Campaign Results

includes a roll-up of brand layer and partner media*

43.3M+ 8.23M $12.2M+
impressions 100% video views hotel + flight booked
(2.5M contracted) revenue post-view/click
70,186 79.26% 49,126+
clicks VCR hotel + flight bookings

post-view/click

What else can it 0.16% 372,000 10,432

average CTR print distribution YouTube views

D 7 (organic)
O:
.|

From laid-back coastal towns to a quaint
mountain escape, this road trip makes the most

7,142

of all the fun to be had in and around Southern 1 6 M .
California’s waters. Unwind on a gorgeous = . pageviews
coastal voyage with an adventurous detour into LPIESSIONS 1/21-1/22

the mountains.

4 Participating Partners 2,028 4’213 ool

e 100% video

total clicks ;

> BIG BEAR total YouTube views VI
(500K contracted)

> DANA POINT as of 2.9.22

> SANTA BARBARA 0.17% 79.37%

» SAN LUIS OBISPO average CTR VCR

Brand USA



Democratization of Digital Rates

The Future of CTV: As a consultancy, do more up-front
deals with partners (i.e.: Disney+)

Okay, what else
Use discounted rates that we can pass on to our clients
Changed?

(a premium publisher partnership that allows multiple
partners to buy in).

We are able to take advantage of discounted CPMs that
partners can sell as a coop.



Okay, what else

Changed?

My Deals (0)

®  Platform Deals (91

Google, Rubicon, PubMatic
Google Rubicon

PubMatic

Display

Video

Tablet

Desktop Web

Mobile Web

Clear

Filters (applied

Deta

Details

Details

Details

Democratization of Digital Rates

Evite

Evite

Evite

Evite

Expedia, Inc
Expedia, Inc

Fox Business

Fox News

Fox News

Fox News

Fox News

Game Show Network
GourmetAds
GourmetAds

Hearst Corporation
Inform Media Group

International Business Ti

ROS - Holiday Auaitanl
ROS-Taligand Choose Categories
ROS - Wedding
+ Arts & Entertainment

ROS - Housewa| . — ..o
RON - ATF - No Business
RON - Non-End| Sy

Education
ROS

Family & Parenting
RON - Political Health & Fitness
RON - Health S Food & Orink

Hobbies & Interests
RON - Tech Sec|

+ Home & Garden
RON -TravelSql & | | 4w, Government, & Politics
RON News
RON High Viey International News
National News
RON
Local News

RON Personal Finance
IAC RON ATF
RON - High Img{
RON Available

International Business Ti.

Seventy cents on the dollar of digital ad

spending are being assigned to programmatic
channels now and will grow to 90 cents by 2025



Think outside of advertising

Ways to Co-op for

The Future

“Do what the industry can’t do for itself”

Develop strategies to serve complimentary goals

Find new mediums to tell the right story







Co-Op Examples

Goal: By leveraging Bourbon as
KentUCky the unique cultural experience
Bourbon Month synonymous with Kentucky, we
will focus on generating
awareness and economic impact
with international visitors

o Channels: Social media, Digital, Event Activations, Earned Media
o Primary KPIs: Brand Awareness (Impressions, Press Coverage),
Consumer Engagement (CTR, Video Views, Social Media ER)

TEAM. s
KENTUCKY.

Brand USA



Co-Op Examples Events & Activities

e June 10 - 17 - International Media Visit

e June 14 - KY Bourbon Day Earned Media Kick-off

o September 12-23 - UK Press Trip

o September 14 - Concert Activation at Buffalo Trace Distillery
o September 13-18 - Influencer Tour

Kentucky
Bourbon Month

)
Ewm»uu Comrngpan 35 Marmerssh Cives Namsonad Furh, Saotuchy
mha o loce Samtachy
ﬁ 2 Bearn Duniery | Santuchy Momests | A Lantucty Origmed Seces
P
. B

mm A Frwh Tuin on Tradinon | Rooted In Flaver | A Samtucky On
| A Crowm Come B | Kamtuery Masmonds | & Kamteiry Originel Sevws
- ) Shetume | Sound Travets | A Kavaucky Crgmal Seres

B V) Uinsveeie . S v ares | owted i Pl | & Kewtity Crtgnal Sies

KENTUCKY.



Co-Op Examples

Kentucky
Bourbon Month

TEAM =t sk
KENTUCKY. S——

Brand USA

Influencers

o Total Influencers: 6

o Markets: UK, Germany, Canada
o Total Publications: 363

o Impressions: 26.9M

e« Reach:1.5M

« Engagement Rate: 0.70%

Distilleries Visited:

James Pepper Bardstown
Buffalo Trace Bourbon Company
Heaven Hill Bourbon Festival
Angel’s Envy

TAG US IN




Co-0p Bxamples Goal: Provide an affordable co-op option for small
DMOs that would directly impact traveler confidence

Explore following the pandemic while improving economic
Minnesota outcomes for tourism businesses via digital upskilling
Destination
° ° ° 4 N\
Optimization = Destination
L o
=l Audit
o )
4 . . N
Activation &
Optimization )
4 N
I“ Industry
€XPLORE :
m MINNESOTA \_ Education J




Co-Op Examples

Explore
Minnesota
Destination
Optimization

m €eXPLORE
MINNESOTA

Co-op Outcomes

Minimal partner investment - 75% funded
by Explore Minnesota

Originally planned for 10 DMO participants,
popularity demanded the program be
expanded to accept 27 destinations




Co-Op Examples

Explore
Minnesota
Destination
Optimization

m €eXPLORE
MINNESOTA

Results

o Morethan 5,000 businesses & Top Sights’ Google business
profiles evaluated for completeness

o« Completeness improved on average from 65% to 74%

o Over 400 tourism businesses registered for training
workshops on inspiring customer confidence by proactively
managing their presence on the leading platforms

o More than 3,000 destination images added to the Google
platform. Viewed 48 million times and counting
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Venturing Out: Park2Park

............................ -

VENTURING OUT

e [Entertainment-
style TV

£ o |[nspirational

stories

e Sponsorship

funding model




Co-Op Examples

] Objective & Execution
Venturing Out:

Park2Park

e Create a new marketing model for inspiring travel,
destination-focused entertainment content, and
place on streaming TV.

e Develop aprogram that has strong value for
destinations, and will appeal to non-endemic brands
as sponsors.

e Find destination-specific sponsors (i.e.: State DMOs)
who can contribute and co-op.



Co-Op Examples

Venturing Out:
Park2Park

TURINC OuUT

Results

e |InSeptember ‘21, the inaugural season
premiered across Outside TV channels and
Places.Travel.

e Sponsored by B.F. Goodrich, Ford Bronco
Sport and various destinations to launch
the 8-episode series.

e 45M+ total episode views

e 10M+ total impressions

e 1M+ #park2park social impressions



Time for DMOcracy

Research

CO'Op 22 European Destinations
22 American Destinations

For the Tourism Industry at Large



Co-Op Examples

Time for
DMOcracy

Objective & Execution

North American Destination Partners

I.L DESTINATION /|/"/4M I

VAN COU \" E R GREATER MIAMI & MIAMI BEACH

BRECKENRIDGE

A%E‘SuAuH éés i TOURISM OFFICE N" S
RANC!

“
Lufiales Malne A Marmmoth Lakes- /VC m
e o NORTH CAROLINA ompany

ARIZONA ﬁ‘?

OFFICE OF TOURISM Bpﬁfssglgélllﬁ}\\‘g“r visit mﬁpm A%
DESTINATION TOUrisme /
TORONTO, | R MonTreaL

VISIT

park&city ”/E{éﬁgﬁéc Wasgm




Co-Op Examples ReSUItS

. e The DMO survey highlighted positive indicators:
Time for o The critical importance of community engagement
DMocraCy o The positive belief that DMOs feel most residents in

their community have to see tourism as an overall
positive impact
e But, also some worrying ones:

o Few DMOs are surveying local residents regularly to
determine if they see tourism as positive.

o  Only asmall minority of DMOs believe their
community has any sense of influence or partnership
in the development and management of tourism.

o Resident sentiment research across Europe and
North America confirms this belief that locals don't
feel included or empowered.



Co-Op Examples

Time for

Participation

DMOcracy Global Study Themes:

Community Participation Models
Resident Sentiment Research
Workforce Development
Diversity, Equity & Inclusion
Media & Communications

Short Term Rentals & Housing



UPCOMING WEBINAR

Time for DMOcracy

Global Study on Community Engagement

Key Research Findings and Executive Summary

Wednesday, January 25, 2023, 11am ET

Register at www.MilesPartnership.com/TimeforDMOC¢cracy







Key Takeaways

e Trynew things - think beyond media
e Look for complementary goals versus
matching objectives ,
e Leverage channels and platforms ey =
that deliver more customization and S ¥ = AIRDRAKE
deeper reporting 4 Ll
e Consider non-traditional funding ‘
o  Think about public sources of
funding as a contributor to co-op







UPCOMING WEBINAR

THE STATE OF THE AMERICAN TRAVELER:

SUSTAINABLE TRAVEL &
DESTINATION MANAGEMENT
SPECIAL EDITION

Tuesday, November 15, 3pm ET

Register at www.MilesPartnership.com/SATS




UPCOMING WEBINAR

THE YEAR IN REVIEW AND
THE YEARS AHEAD

Wednesday, December 14, 2pm ET

Register at www.MilesPartnership.com/year-review-and-years-ahead-2022




