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Executive Director Update

Navigating uncertainty

Forecasting the future

Continuing to build solid plans
Flexibility, but crafting the right
message, audience and time

Having and keeping a seat at the
table(s)

Being the best communicators possible
Big dreams and projects

Keeping our eye on the prize



TOT & TBID Income

TOT Collections

TBID Collections

Month 22/21 Amount 20/21 Amount 19/20 Amount 18/19 Amount 17/18 Amount

July $2,437,390 51,474,664 $2,857,229 $1,395,118 $1,772,897
August $2,014,943 $1,591,830 $2,626,881] $576,991 $1,626,879
September $2,072,378 $790,349 $2,483,753 $1,532,775 $1,485,979
October $1,695,708 $1,327,953 $1,852,803 $1,183,357 $1,178,508
November $1,424,078 51,166,846 $1,094,861 $789,535 $707,727,
December $1,234091 $266,374 $1,081,371] $675,393 $682,088
January $904,534 $211,545 $598,299 $373,991 $430,873)
February $761,434 $779,460 $347,064 $465,528
March $1,325,065 $378,288 $594,982 $678,254
April $1,851,356) $10,793 $1,272,597 $1,005,290
May $2,200,760 $17,168 $1,660,461 $1,512,523
June $2,787,163 $571,448 $2,202,637 $1,935,900
GR TOTAL $11,783,122 $15,755,339 $14,352,354 $14,824,433| $14,983,743
A Prior Year ($3,972,217) $1,402,985 ($472,079) ($159,310) $101,016

A Year to Date

$4,953,561

Month | 2021-2022 2020-2021 | 2019-2020 | 2018-2019
Jul $314,363 $32,892 $284,356 $210,888
Aug $104,222 $137,534 $226,277 $179,271
Sep $166,338 $123,733 $227,407 $59,998
Oct $276,150 $86,666 $227,841 $96,547
Nov $233,304 $85,361 $116,805 $202,663
Dec $272,986 $111,592 $148,902 $97,688
Jan $91,366 $44,592 $94,089 $46,424
Feb $75,000 $28,312 $53,395 $60,668
Mar $65,000 $89,118 $62,297 $56,365
Apr $85,000 $156,699 $37,165 $61,510
May $145,000 $128,203 $5,937 $105,351
Jun $205,000 $251,213 $3,422 $124,642
Total $2,033,729 $1,275,915 |$1,487,891 | $1,302,017
Total PY | $1,275,915 51,487,891 |S1,302,017 | $1,491,404
Diff $757,815 $(211,976) $185,874 $(189,387)
Forecast




Questions for the board...

* Across the county, ADR has been the driver of TOT in late 2021 and
now in 2022. Do you agree?

* Will properties continue to hold rates (ADR) due to increased costs of
labor, property fire insurance & supply costs?

* How are lower guest counts and occupancy impacting your ancillary
revenues? Are you seeing any shifts?

* How much lower are guest and occupancy counts, and what impact
do you expect the greater county to be impacted, restaurants, retail
as an example?



KPIs: Performance Recap



Book>Direct Tracking February




Overall Growth: Sessions



Site Channel Performance



Paid Search Budget $142,185

An additional
$40,000 has
been added
to the budget
to drive
traffic in last
four months
of the year.



Paid Media Budget $354,500

An additional $40,000
has been added to the
budget to drive traffic in

last four months of the
year.



Display Ads Performance in US

Ads generated 2,836,737 impressions and 14,289
clicks

Average click through rate of 0.50%

o Travel industry benchmark is .47%, overall
benchmark is .25%

We saw a conversion rate of 3% for the month

The Tenaya Lodge Special Offers Creative in

300x600 creative for the Families Audience drove
the most conversions, shown to the right, but we
saw the Winter Adventures with the highest CTR

Average cost per click of $S0.83 for February

Display drove 115 Partner Referrals in February, a
YoY increase of 239%
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International Market Growth



International Display Campaign: United Kingdom

Highlights
 Ads generated 10,805,362 impressions and 26,703
clicks

* 0.25% CTR (26% increase MoM) Travel industry
benchmark is .47%
 We saw a 13% decrease in cost, but only 5%

decrease in clicks

* The top UK creative was the “Brilliant” Half Dome with a
CTR of 8.25%

Takeaways

* We saw 8,747 sessions with an increase in pages per
session and decrease in bounce rate, which shows
growing interest at a 8% decrease in cost
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International Display Campaign: Australia

Highlights

Ads generated 4,948,259 impressions and 14,777

clicks

e Wesaw a 123% increase in clicks at an 116%
increase in cost YoY

o 0.30% CTR (21% increase MoM)

* The top Australia creative was the “It’s A Beaut”
Tunnel View with a CTR of 6.81%

* We are seeing the 300x600 and 300x250 as the
highest performing ad sizes

Takeaways

 The bounce rate increased and the pages per
session decreased for Australian traffic slightly, but
Noble will continue to monitor
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YouTube Paid Media

Highlights
* YouTube drove 451,136 impressions in
February
o 32% increase at 24% increase in cost
MoM
18,962 views with a 4.2% view rate
o 26% decrease in view rate MoM
* Average conversion rate was .04%
o Thisis a 25% increase MoM

Takeaways

* QOur CPVincreased by 27% MoM showing
potential increased competition and indicates
the need for new creative to stand out
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Paid Social Media Ads Performance

Highlights
* Ads generated 5,730,703 impressions and reached
1,808,257 users in February
o 1.86% average CTR, travel industry benchmark .90%
* In February, the top performing ad for the month was
the static Magic of Winter Ad for the Shutterbugs
Audience, shown to the right:
o This ad had a CTR of 3.63%
e The Families Audience was the most engaged for

February, their top performing ad set being Special
Offers.

Takeaways

* Last year, our CTRs averaged 4.60% CTR with the El Cap,
Tunnel View and Valley View images engaging the user.
The copy is very similar, so we believe that imagery may
be affecting CTR.
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SEO



SEO



Yosemite.com 2.5 Strategy

* Significant focus shifting to the completion &
distribution of the RFP for Yosemite.com 3.0.

* Improvements to how special offers are displayed
& how we’ll drive traffic to partner sites were
completed.

* Yosemite.com navigation cleanup task is in the
works.



Content Creation

* We are very close to achieving our annual
goal of 40 new stories written with a total
of 36 new this FY.

* New content for this quarter includes
popular content related to Mariposa
County’s Glamping options & a story
detailing Coulterville’s history and things
todoinit.

* We've also refreshed our Yosemite NP
Reservations page with updates to the
2022 system and refreshed our Horsetail
Fall page.



Special Offers

Quick special offers facts:

* Nearly 90,000 people viewed the page in two months

* Organically, more people are visiting this page than our lodging page. Visitors are looking for deals first!
* |tis now the fourth most visited page on Yosemite.com

* More than half of the traffic to this page is paid, meaning we’re investing in your offers

Moral of the story: creating special offers and sharing them with us is more than worthwhile!




Social Media

Total posts on all channels
Q3: 286
YTD: 1,343

YosemiteNation (Facebook)

Q3 Total YTD Total
Followers: 5,349 125,963
Engagement: 203,487 965,171

Yosemite Mariposa County Tourism Bureau (Facebook)

Q3 Total YTD Total
Followers: 193 2,061
Engagement: 89 932
Shares: 63 739



INSTAGRAM

Followers:

Engagement:

YOUTUBE

Subscribers:

Total Watch Time (hours):

Average Watch Time (sec.):

Average % Viewed:

Social Media

PINTEREST
Q3 Total YTD Total
4,877 65,314 Impressions:
196,121 724,432 Engagement:
Engaged Audience:
TWITTER
Q3 Total YTD Total
193 193
915.1 2,608 Followers:
62 43 Engagement:
65% 72% Shares:

Q3 Total
66,020
1,280
832

Q3 Total
1

912
1,858

YTD Total
674,510
9,140
6,592

YTD Total
46,174
4,113
9,631



Social Media — Examples



Social Media - Examples



Video Production

 We've completed 5 Mariposa Golds on Yosemite
climbing history, featuring the YCA climbing museum,
2 seasonal and a Mariposa County Film Commission
video in cooperation with Bill Lowe.

e The video on how to best view the Natural Firefall in
Yosemite has been viewed more than 128 thousand
times on Facebook alone.

* There are currently 4 videos in active post-
production.

 There are 17 more videos scheduled for the
remainder of the year, including Mariposa Golds,
Modern Day Pioneers, Mariposa Moments, and
seasonal promos.



Email Marketing

With four months left to go in the year, we have already
surpassed the total number of emails sent last year. We
are on track to meeting all of our marketing plan goals.

Most Recent Performance
Email Open Rates
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Traditional Print

A new Bay Area Magazine,

Local Getaways

YOSEMITE VIEW LODGE

Yosemite Resorts are located at the western
gate to Yosemite National Park, offering several
first-class lodging choices that are convenient

to Yosemite's primary attractions, including a
wealth of value-added amenities.
YosemiteResorts.com
209.379.2681

TENAYA LODCE AT YOSEMITE

With a spa, private bus tours, guided nature hikes
and akids’ adventure course, the riches of Yosemite
await you at Tenaya Lodge. A full-service resort just
two miles from the park, our hotel, premium cabins

and cottages enhance your Yosemite adventure.

TenayalLodge.com
(888) 514-2167

Climbing Magazine
Co-Op



Traditional Print Spring BANG insert



Traditional Radio

Our annual “Above the Fog” Campaign ran on 6 different We ran a late winter message in the Bay
radio stations, from Fresno to Modesto. Area for two weeks.
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Native Advertising Co-Op

We originally developed a co-op with three lodging
partners to create native advertising with SFGate.
Due to lack of response from the LA Times regarding a
similar co-op, we decided to syndicate the story to LA
Magazine and LA Weekly.



Jan.- Feb. 2022 Public Relations and Earned > a |
Media Campaign

Featured outlets

ISURE Che Mevcury News



Reservations Media Messaging

Thanks to our communications efforts relating to the NPS Reservation System, the media
is viewing us as a trusted source. Following are quotes from Jonathan in articles on the
new reservation system.

“There are tens of thousands of people from around the world who already have paid for
airfare and car reservations and booked activities for trips to California and Yosemite this
@hemetcurg News summer. This announcement may not seem last minute to the park service, but from a

travel perspective it is very last minute. It’s unfortunate.”

“In light of two years of COVID-19 and the hardship that has created, we were hoping

San Francisco Chronic . : . . .
an Francisco Chronicle that the park could have avoided reservations even with the construction projects.”

After several years where Yosemite visitation was disrupted due to COVID and
wildfires, many businesses in the surrounding counties were hoping for a normal
summer season, said Jonathan Farrington, executive director of the Yosemite Mariposa
County Tourism Bureau.

Times~Herald

Jonathan also provided an exclusive interview to the Mariposa Gazette regarding the
reservation system.



Examples of Earned Media

January 1 - March 9, 2022

1/1/22[New Year for New Adventures Irish Daily Star

1/6/22|International Art Exhibitions and Museums worth traveling for in 2022 MD Harding Travel Photography
1/11/22]22 Destinations to Inspire your 2022 Buclet List NI Travel News
1/12/22|Beat the January Blues with These Inspiring destination NI Travel News
1/17/22|17 Endorphin-Enriching Travel Experiences Around the World traveltimes.ie
1/17/22|18 adventure travel experiences around the world The Travel Magazine
1/19/22|THE WORLD’S COOLEST CULTURAL FESTIVALS FOR 2022 Fused Magazine
1/21/22|Swipe Right on New Faces and Places - Romantic Breaks for 2022 MD Harding Photography
1/25/22|16 of the best second cities to visit in 2022 travel times .ie
1/27/22|Top 16 Second City Destinations To Visit in 2022 nitravelnews
2/16/22|You’ll need a Yosemite reservation to visit this summer. Here’s how to get one San Jose Mercury
2/16/22|Yosemite to require reservations again this summer — here’s what to know before you go [SF Chronicle
2/16/22|Times Herald Online Vallejo Times Herald
2/17/22|Why Winter Is a Great Time to Visit Yosemite AFAR
2/18/22|California’s Original Ski Resort Is One of the Sierras’ Best Kept Secrets Inside Hook
2/25/22|A Chic Mountain Retreat: The New Explorer Cabins at Tenaya Lodge Just Luxe

3/4/22|The Best Outdoor Destinations in the U.S. for Indoorsy People Travel + Leisure

3/4/22|The Best Outdoor Destinations in the U.S. for Indoorsy People MSN

3/9/22|Best of Spring Break Valley Scene Magazine




FAMs

Tim Chester | AFAR Keri Bridgewater | JustLuxe & Inside Hook Lia & Jeremy Garcia| Practical Wanderlust
Jan. 14-17 Feb. 7-9 Feb. 25-27
Featured: The Redwoods In Featured: Explorer Cabins, Badger Featured: Yosemite View Lodge,
Yosemite, Tenaya Lodge, Badger Pass Pass 1850, Badger Pass

Black Diamond - immersion — February  Noble Studios - immersion - March  360ViewPR - immersion - June



Gap Analysis

The 2022/2023 budget will include
funding for data and visitor volume
reporting. Airdna as well as GPS IP
address-based analysis. This data will
help show the impacts of YMCTB
marketing on geographic movement or
influence of visitation from a point of
origination to Mariposa County.

Current GAP surveys will continue. This
occupancy reporting and information is
helpful. The comments from lodging
operators is even more valuable. Having
3" parting reporting to verify the GAP or
occupancy survey reporting is important
to verify.
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Travel Trade / Trade Shows

e Scandinavia Sales Days - March — FDN and Swansons
canceled, VUSA held and staffed by Atlantic Link

e Go West Summit — February
e Visit California Outlook Forum — February

* LA Travel Show — Not budgeted, postponed to next
year due to poor performance in Santa Clara

« DMA West Summit — April
e Canada Media Day — April

e |PW —June



Traditional Sales

Yosemite National Park to date has not approved meetings
inside the park. Until meetings are allowed, investment in
meetings SEM or general advertising is not effective.

Individual property sales sheet work will resume now that
the website RFP is complete. Assistance from properties will
be needed.

Wedding permits will allow wedding party access to YNP this
year. YMICTB is promoting weddings and or renewed ads in
Here Comes the Guide.

Meeting Planning and Celebrations pages are updated.

The number of properties including YNP not engaging or
participating in international contracting is at a low point.
YMCTB continues to engage in outbound sales efforts. We
hope properties will engage and respond to requests for
inventory.



International Markets

Our paid international digital media programs are gaining significant
returns of impressions and web traffic. No other DMOQO’s we’re aware of are
using this unique approach.

UK effort was established in 2019/20

Australia was launched in January 2022

Germany will launch in March 2022

Impacts from the YNP temporary reservations system will have a negative
impact on 2022, and possibly cause long term confusion over reservations
policy in 2023 and far beyond.

Contract with our in-market representation firms will move from life
support to full throttle in 2022/23. Retainers will be higher again as a result
of full efforts. United Kingdom, Germany, Australia and Scandinavia will
continue. Smaller outreach in Belgium and possibly France and India soon.

YMCTB Challenge. Many properties are not participating in international
contracts or providing dynamic inventory to wholesalers, bed banks or
receptive operators. If YMCTB is to continue to invest significant time and
funds to promote international visitation, we need properties to engage
with the companies that provide reservations. Ongoing education will
continue to be a focus.



Collateral

We have been working to update our trade show materials, including
pull-up banners in both standing and table-top versions. The artwork
for these are being shared with our international offices to help them
promote Yosemite Mariposa County at in-market shows.

The table-top version of our
“California Locator” pull-up banner

Our new full-size “four-
season” pull-up banner

We will also be printing a “pocket guide” to
Nature Rules and revising the Mariposa
Town Map.



Local Business Support

California Digital
Optimization Project —
Google Business Profiles

YMCTB has been collaborating with the
Mariposa County Chamber of Commerce
and other local organizations in
promoting several upcoming workshops
on the importance of Google Business
profiles, how to set them up and manage
them, and how you can enhance your
business through the profiles.

This is a program of Visit California in
collaboration with the regional rural
visitor associations.

Up-to-date profiles are:

e 2.7 X more likely to be
considered reputable.

o 70% more likely to attract
location visits.

« 509% more likely to lead to
a purchase

) Ipsos research: Benefits of a complete listing 2017



Local Business Support

Mariposa Gazette — “Discover
Mariposa” Returns

We are underwriting a portion of the Mariposa
Gazette’s “Discover Mariposa” publication to
give to visitors throughout the County. The
Gazette did not publish a new version for the
last two years. As we are not currently
planning to print our travel planner, this
publication plays an important role in providing
a printed handout for visitors.

We are also helping to promote advertising
opportunities available to local businesses.



Thank You!

™

YOSEMITE

— MARIPOSA COUNTY —




