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How do we gauge success of PR
placements?



2021 Press Results — and notable business impact

Throughout 2021, GreenRubino has placed Explore Kirkland editorial stories
in top-tier broadcast, digital and print outlets exceeding 76 million media
impressions:

* KING 5’s Evening
* Local Lens Seattle
* 425 Magazine

* Seattle Met

* Seattle Refined

Examples of Business Impact

The Heathman Hotel generated 36 room nights
following the KING TV/Local Lens placement that
they can directly tie to the press placement.

* Seattle Magazine .
The Heathman Hotel generated 8 room nights

following Oktoberfest media outreach efforts in

* Seattle Pl The Seattle Times and Seattle Met.
* Northwest Travel & Life Magazine

* Seattle Times

* Travel Awaits

* Red Tricycle/Tiny Beans

* Bellingham Alive

* Bellevue Lifestyle/Kirkland Lifestyle
* Kirkland Reporter

* Washington Beer Blog



Press Wins in 2021
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Paid Marketing Opportunities



Travel Purchase Journey

Media Objectives:

e ConsiderKirkland * Visit explorekirkland.com

 Followlinksto hotel websites



Travel Purchase Journey

Paid Media Options:

* Video e Search
 Audio e Social
e Social e Digital Display

e Digital Display



Travel Purchase Journey

Budget Options:

Budgets are determined by objectives and the desired volume of results.

Example Monthly Media Budgets:

Monthly Budget Media Channels
S5,000 Search
S50,000 Search, Social, Display, and/or Streaming Audio

$100,000 Search, Social, Display, Streaming Audio, and/or Digital Video



Example: Seattle Southside

Objectives:

* Consider Seattle Southside e Visitseattlesouthside.com

* Visitorintent metrics:
* Time on site
* Number of pages visited
* Content consumed (weighted)



Seattle Southside Example
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Messaging:

AT PUAY. AND EXPLORE
IN'SEATTLE'S BACKYARD

Inspiration: One day

in Seattle Southside

YOUR VACATION
GOES FURTHER IN
SEATTLE'S BACKYARD

KID FRIENDLY,
WALLET FRIENDLY

SEATTLE N¥%
PLANYOUR | 50U THSIDE
SeaTac | Tukwila | Des Moines

SEATTLE N
SOUTHSIDE Hg

aTac | Tukwila | Des Moines

Booking




Results
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(5
-4 Dreaming

II.“IO‘ Planning Booking

* Marketing ROl increased 20% since our relationship began.

* Visitor Spendingincreased YoY since 2016, with 2019 being the highest on record.

e Overnight Visitor Volume increased YoY since 2016, with 2019 being the highest on record.

* Mobilesite visits increased by 458%.

 Homepage visits grew by 190%.

* Web sessions from display ad traffic surged 125% and downloads of sales materialsincreased 300%.

* 52.7% increase in the click-through rate for shoulder-season microsites, resulting from the new website we designed,
developed and maintain.

* 4.8% increase in tax receipts.
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Getting Started

Planning Priorities:
* Objectives

» Key Performance Indicators (KPls)

Target audience

Messaging strategy and message plan
Media budget

Budget Considerations:

* Budgets are determined by objectives and the desired
volume of results.

* As budgets increase more media and messaging is
directed to Dreaming stage.



