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Designated Marketing Areads

Los Angeles

Las Vegas

San Diego

Phoenix (July-November)
Dallas (November-June)
Chicago

San Francisco (select channels)
Sacramento (select channels)

Seattle, Portland, Fresno (sustainability)



Annual Paid Media Budget — FY25



Performmance Dashboard | FY25

+14% +2% +39%

Overall Traffic YoY Organic Traffic YoY Paid Traffic YoY

+14% +13% +22%

Total Users YoY Partner Referrals YoY Lodging Referrals YoY

nOble StUleS Confidential. Intellectual property of Noble Studios



FY25 Key Takeaways

Organic Search:
Visibility Up, New Strategies
Ahead

Organic performance improved:

+9% increase in Page 1 keywords
+12% growth in Top 3 rankings

Despite headwinds from Google’s Al
Overviews and expanding SERP features,
contributing to a 15% drop in H1 traffic,
overall FY25 traffic was still up 2% YoyY.

We're adapting with strategies like
itinerary content, enhanced structured
data, and Al-friendly optimizations to

secure visibility in evolving search formats.

Paid Media:
Strong Performance Across the
Funnel

FY25 Paid Media campaigns delivered
across all KPIs at a 44% increase in spend:

+50% sessions

+72% lodging referrals
+66% impressions
+12% engagement

Our strategic placements clearly reached
the right audience, driving awareness,
consideration, and conversions.

With the release of the Awe Study and
docuseries, we will align media and
messaging across travel journey stages to
drive brand lift, engagement and travel
interest, while still guiding audiences
toward booking.

Email:
High-Performing Channel on
the Rise

The email newsletter drove 43% more site
traffic YoY, with increases:

+6% session duration
+3% open rate
-12% CTR

A refreshed template design and ongoing
data-driven experimentation are laying
the groundwork for stronger performance
in FY26, with a particular focus on
reversing the CTR decline and unlocking
greater overall impact.




FY25 Key Performance Indicators (KPI)

Metric

FY25 KPI Performance

Pace = 100% (Month 12 of 12)

FY24 Annual Goals
July ‘24 - June ‘25

Primary KPI
Partner Referrals

ACTUAL: 579,445 | 98% of goal met
Lodging: 304,333 | Things to Do: 184,602

588,930 Referrals

Supporting KPI
Overall Sessions

ACTUAL: 4,451,935 | of goal met

4,314,265 Sessions

Supporting KPI
Organic Sessions

ACTUAL: 1,809,994 | 96% of goal met

1,877,407 Sessions

Supporting KPI
Paid Sessions

ACTUAL: 2,118,597 | of goal met

1,831,675 Sessions

Newsletter Sign Ups

4,061 (-12% YoY)

Average Session Duration

3m 03s ( )

Source: Google Analytics | July 1st 2024 - June 30th 2025




How Al-generated Results in Google
SERPs are affecting travel & tourism

Organic Search traffic trends for 400+ DMOs

Al Overview Presence in Google

Simpleview, which tracks website traffic from 400+ DMOs,
reported an average 40% decline YoY in traffic from the

In the latest data from our partner, Brightedge,
55% of searches in the travel industry showed an
Al Overview at the top of the search results page.
Google's Al Overviews mean more searchers are organic search channel in July.
getting their answers directly in search results,

without clicking through to a website.




FY26 Goal Breakdown

- FY 24/25 Pr I for FY -
Metric (6 Ai) oposz%leoea ° Reasoning
Given Google’s expansion of Al Overviews and SERP features that
Orgunic Sessions ],809,994 ],6291000 answer queries directly on the SERP and changes to the way people

( )

(10% Decrease)

are searching, we believe we will see a reduction in Organic Search
Sessions in FY25/26.

Paid Sessions
(Incl Ssearch)

2,118,597

(

)

1,694,878
(20% Decrease)

With the roughly 30% decrease in paid budget, we have shifted the
media plan to focus more on maintaining partner referrals with
fewer placements focused on awareness and brand partnerships.

Given the decrease in paid media budget as well as the uncertainty

- . 4,45],935 4,45],935 crounﬁ hpw Google’s SERP will continue to chonge in the coming
verall Sessions year, it's important to set a goal that maintains year over year
) (SteudY) growth while remaining achievable in a dynamically changing
environment.
With a decrease in paid media budget and declines in travel and
Total Partner Referrals 5791445 579,445 tourism organic traffic across the board amid a changing SERP
( ) (Stecldy) landscape, it is important to set a total partner referral goal that

achieves growth year over year while remaining attainable.







Overall Sessions | Supporting KPI

4,451,935

4,314,265

103%




Channel Performance Overview | YoY



Partner Referrals | Primary KPI

FY24/25

% of Goal Reached

Source: GA4 | July 1, 2024 - June 30, 2025 YoY



Organic Performance | FY25

68.2M 1.8M

Organic Impressions Organic Sessions

nOble StUleS Confidential. Intellectual property of Noble Studios

+9%

Page 1 Keywords YoY
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Organic Ranking

Visitlaketahoe.com is ranking for 139,200 total keywords.

Source: Conductor | Data pulled July 2025



Paid Media Performance | FY25

3290M +34%

Paid Media Impressions Paid Media Sessions Paid Media
(Excl. Search) Partner Referrals YoY

noble studios.



Annual Paid Media Performance

Annual Recap:
- Sessions: 1,301,028 (+51% YoY)

Avg Engagement Rate: 35% (+12% YoY)
Avg Pages/Session: 1.37 (+0% YoY)
Partner Referrals: 52,172 (+34% YoY)
Conversion Rate: 4% ( )
Spend: $3,075,000 (+48% YoY)
Impressions: 329 Million (+66% YoY)

The largest session traffic for FY25 came from:
- Los Angeles - 141,732
San Francisco - 81,613
Las Vegas - 74,278
Sacramento - 69,526
San Jose - 50,692

Source: Google Ads [ July 1, 2024 - June 30, 2025 YoY



Creative/Audience Performance

The Seasonal Events Campaign we ran in

Winter/Spring held the highest CTR of any

campaign at 20%

The best performing audience creative was the

fall Live Music

o The lowest performing audience from a

conversion and CTR perspective was
Affluent summer 24

Our Display ads for Families average held the

highest CTRs and Conversion Rates

The largest session traffic for FY25 came from

LA, Sacramento, San Francisco, Las Vegas, San

Diego and Phoenix

Source: Google Ads [ July 1, 2024 - June 30, 2025 YoY



Paid Search Performance | FY25

+38% +27%

Paid Search Sessions YoY Paid Search Conversion Rate YoY Paid Search Lodging Referrals YoY

noble studios.
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Public Relations



Key Messages

“Always On” approach and promote midweek stays

What's New: major renovations, event center and Tahoe Knight Monsters,
attractions, dining, etc.

Promote to drive markets and flight markets

Results

Circulation, Viewership, Listenership: 1.1 billion

Total publicity value: $8,000,000*

More than 300 articles with exposure in 19%+ of top 150 desirable outlets including Forbes,
USA Today, Lonely Planet, Outside, AARP, AFAR, Powder Magazine, San Francisco
Chronicle, Sacramento Bee, Modesto Bee, and Fresno Bee.

Per Critical Mention, third-party industry tracking platform




Paid Digital Influencer Results

Hosted 8 influencers with a focus on lodging, quality content, mid-week off-peak
season, family, recreation, luxury, and entertainment.
Generated 59 pieces of content

Audience of 2.99 million
27,000 engagements (combined total of likes, comments and shares on social)
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Tour Operators and Travel Agencies
Online Tour Operators (OTA)

Receptive Tour Operators/International Inbound
Tour Operators

Travel Advisors/Travel Agents
Commissionable Tahoe
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Education
Familiarization

Product Development

Product Placement & Marketing
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Meetings, Conventions, and Sports Sales



FY25 Sales Activity

In FY25, LTVA staff attended 30 Meetings,
Incentives, Conferences & Exhibitions (MICE) and
sports-related trade shows, conducting more than
525 one-on-one appointments across multiple
verticals and regions. Events attended included:

SITE Incentive Summit
Americas

* Connect Marketplace
(Spring, Winter, Regional)

Smart Meetings
National Events

TEAMS Conference

Northstar Regional
Trade Shows

US Sports Congress

CalSAE Seasonal
Spectacular & ELEVATE

MPI' ACE

ConferenceDirect
Annual Partner Meeting

Huddle Up Group Great
8 Sports Conference

HelmsBriscoe Annual
Partner Conference

Meetings Today West

Visit California’s Taste of
California Roadshow
(Chicago, Washington
DC, Milwaukee, Atlanta)



Destination Hosting & Strategic Sports Efforts

LTVA hosted several Targeted outreach in the youth sports
market continued, capitalizing on the
opening of the Tahoe Blue Event Center
and the upcoming City of South Lake
Tahoe Recreation and Agquatics Center.

high-profile industry events in
FY25, welcoming meeting
and leisure planners from
around the world. Notable

events included Northstar's . Multi-year contracts are already in
Small & Boutique Meetings place to secure future events.

and the SP.ORT.S Invitational - Sales outreach in FY2 brought 20

for tournament rights holders. non—event center meetings to South

Lake Tahoe, generating 1,600
attendees and 3,400 room nights.



Meetings, Conventions, & Sports Marketing

LTVA continued its partnership with Digital Edge, a professional meetings marketing agency, to further
develop the Meet, and Then Some campaign. In FY25, the campaign was enhanced with an updated

landing page at lakefrontmeetings.com.

Campaign Objectives

- Increase exposure of the Tahoe Blue Event Center,
rebranded and newly renovated lodging, and South
Shore properties catering to groups.

- Highlight the variety of hotel products, venues, and
year-round activities available for meeting and sports
groups.

- Expand vertical markets including incentive,
corporate, small regional trainings, and state
associations (Nevada/California/Oregon).

Tactics & Channels

- Content marketing and
development

- Email marketing and social media
distribution

- Year-round social video series
showcasing group activities

- Refreshed “Meetings Hero” video
with updated content
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Four conferences grossing o
Parker McCollum | October




Tahoe Knight Monsters

« 2024 - 2025 Inaugural Season

« Season runs October - April

« 36 regular season home games + potential for playoffs

- Affiliate of the Vegas Golden Knights

« Member of the ECHL

« Annual net revenue of $750k for Tahoe Blue Event Center
« Fun, family, entertainment for residents and tourists

« Strong community engagement

« Making a long-termm commitment to Douglas County



Tahoe Blue Event Center Room Nights Generated

The below figures are based on tracked room blocks and do not include bookings outside of

room blocks or for events in which room blocks were not required, which would increase these
figures by an estimated 25% - 30%.

FY25 QI & Q2 Actuals | July 2024 - EOY

« Tracked room blocks for conventions, conferences, sports & industry events: 8,868
« Based on data from 16 conferences, conventions and youth sporting events

« Estimated room night revenue: $1.69 million
(using 12-month ADR average: $191)

FY25 Q3 & Q4 Actuals | January - June 2025

e Tracked room blocks for conventions, conferences, sports & industry events: 7,404
e Based on data from 13 conferences, conventions, and youth sporting events

e Estimated room night revenue: $1.47 million
(using 12-month ADR average: $191)



Public Transit Revenue Generated

FY25 Actuals through March 9, 2025 & Estimates March 10 - June 30, 2025

Tahoe Blue Event Center Attendance: 183,955

Total Events: 103

Total Event Days: 154
Microtransit Revenue Generated: $735,820

In addition to Lake Link, TTD has added service for public ticketed events
with pickups/drop-offs at the Kingsbury Transit Center, Wildwood Avenue
Ski Run Boulevard, Takela Avenue (Beach Retreat), LTCC Mobility Hub,
Tahoe Keys Boulevard and the South Y Transit Center.
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FY26 Look Ahead

- 21 conferences confirmed with strong repeat business

- Additional events with no event cap
including opportunity for up to four full house shows in the summer
- Tahoe Knight Monsters second sedson

- Grand Slam of Curling | November 4-9

- Additional Youth Sports Events

- Projecting Strong Concert Line-Up

- 2+ years of historical data to work with

- Potential for major college sporting event

- Potential to work with Douglas County on
programming for other facilities







Al Travel Assistant Echo responds to questions 24hrs



Opt-in marketing match for wedding venues
Program in existence for over 30 years

Mix of search engine, display, social, Wedding
Wire and The Knot

587 qualified leads and RFP submissions

5,450 partner referrals (direct to website)






LTVA.org B2B Website

LTVA.org is where we communicate with you, our partners. This site includes:

Community Meetings Calendar
Data & Statistics

Partner Opportunities

Event Promotion

South Shore Bulletin sign up
Press Releases

Partner Portal

Access and update your account listing, events, special offers, contacts
Partner Bulletins (conference information) and Post Board
Receive and respond to RFPs



http://ltva.org

nobi.

Fall Deals Promotion

This program enables properties to submit offers, such as a third night free, percentage
discounts, or food, beverage, and activity discounts and waived resort fees.

Target Period: Post-Labor Day (September 2) through mid November with the ability to
extend as needed

Target Markets: Drive markets including Las Vegas, Fresno, Bay Area, Sacramento, and
potentially broader California

We may utilize some or all of the following channels to engage audiences:

Website integration of promotional offer - https://visitiaketahoe.com/special-offers/
Include mention in monthly dedicated email blast to existing database
Standalone email blast to targeted segments within existing database
Social media posts across established channels
Public relations support
Visit California and Travel Nevada placement opportunities
Mention of Fall Deals in the following paid media placements:
o Sunset social posts and/or newsletter sponsorship
o  Travelzoo email blast
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