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Partner Marketing Constant Improvement

Stronger partner ROI
China and India
More alignment with Influencers and
Content
Creating “Gold” Standards

More efficient —lower funnel
Originals, with extensions

Effectiveness

Better opportunities to align with
USA campaigns timing, markets
New channels with Music at all levels
Partner-driven Road trips

Integration

More efficient and effective China
marketing
More training and mission
opportunities

Efficiencies
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PROMOTING THE GREAT OUTDOORS

%+ | Royal
2 | Horticultural
Society

* National Parks Adventure released in honor )
of the 100t anniversary of the National

NATIONAL ,
Parks GEOGRAPHIC ‘@ Expedia

* Film was the centerpiece of a multi-year
strategy FY15-18

« Supported by Brand USA Originals, Market

Specific and Consumer Marketing AMERICA .c....
programs %A/cw-s &hflx Australia
Overall Cost: $23.6MM m@hv Celegraph
q
Media Value: $98.5MM -
Thomas

DREANMSCAPES — * Cook

TRAVEL AND LIFESTYLE MAGAZINE

100,455,230,000,000 impressions




BRAND USA

AMERICA'S
TREASURES

n MACGILLIVRAY ;f{ '.iE{::ggmg;‘. "
FREEMAN k

VisitTheUSA.com

FLAGSHIP
Flagship platform of a new
global strategy focused on

music and culture.

UNIVERSAL LANGUAGE
Using the universal language of
music, the film explores various
cultural centers around the USA

through the lenses of some of

their biggest musical stars



FY18 Markets & Timing

FY18 OoCT NOV DEC JAN* FEB MAR APR MAY JUN JUL AUG SEP

Australia

Brazil

Canada

China

France

Germany

India

Japan

Mexico

South Korea

United Kingdom

INFLUENCER Culture &
Neighborhoods

) Road Trips Great Outdoors
THEMES Entertainment

Notes: 1. January Inspiration Activation; 2. China drive periods Chinese New Years, Summer Vacation and Golden Week; 3. Always-on Search: Chile, Colombia & Sweden
PLAN NOT FINAL



Content Plan

Brand
Campaign
Neighborhoods, Cities, Towns Arts & Entertainment Road Trips Great Outdoors

Promote hidden gems to demonstrate that
Objective there is more available in the USA that
you might have thought

Showcase a broad range of travel
possibilities (destinations/experiences)
accessible via car

Leverage the pop culture strength of the
USA to generate interest

Use iconic destinations to spark traveler
curiosity to wantto see live

Invite travelers to discovertheir own Emphasize the spiritual/emotional journey Encourage travelers to fully explore the
SHFYCG unique finds in off-the-beaten-path associated with experiencing art and areas they visit (“far” isn’t only about
locations culture distance)

Highlight the spiritual aspect of
connecting with nature

Work with partners to show experiences
outside of the obvious ones they are
known for

Connect partners with highly recognizable Drive visitation to proximate locations Ol Ge e 2 fgatures unique LR
landmarks/geographies and experiences

talent and entertainment/cultural events outside major hub destinations to be had

Partner
Value




January Inspiration: Activation

100 Best American Music Experiences (WIP)

500 Greatest Songs of All Time

« Reach out to partners for assets that portray
unique destination culture:

= Genre (Blues, Hip Hop)

= Artist (Frank Sinatra, Dolly Parton)

= Song (Wichita Lineman, Empire State of
Mind)

= Venue (e.g. Double Door, 9:30 Club)

= Experience (Campfire Music, Luau)

 Digital ads use these assets to drive deeper
destination exploration

» Create “wish list” trips on the VisitTheUSA.com
bookmark page and win a music-themed
itinerary through the United States



Opportunities for In Market Events for America’s

Treasures and National Parks Adventure

* Brand USA Global/In-Market Premiere Event
Sponsorships

+ UK, Australia, China, Americas (TBD)

* In Market Theatre Buyouts (Film Markets)

= 4 week program + Expedia $62k marketing value

» Includes on site theater promotions/activations and ticket
giveaways.

» Geo-targeted marketing campaign on Expedia.com promoting your
destination and the screenings.

» Creation of Expedia custom interactive content feature and custom
destination landing page.

« Custom In Market Exclusive Showings (Non Film
Markets)

= 6 week program + Expedia $62k marketing value

» Includes in theatre media, on site activation opportunities and ticket
giveaways.

» Geo-targeted marketing campaign on Expedia.com promoting
bookings to your destination and the screenings.

» Creation of Expedia custom interactive content feature and custom
destination landing page.

« Will begin mid 2018, dates and times dependent on film
launch per market

#AmericaWlldFiim
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Entertainment & Culture Partner Programs

* Phase 1 Partner Marketing Opportunities

e Opportunity for mid-size partners to leverage Brand USA’s consumer
marketing efforts around music & culture to drive travel to the USA
starting in October 2017

* Partner Packages™
* Music-related experience pages on VisitTheUSA.com global sites

* Video content developed around entertainment theme with local musician
host

 Social and paid media to generate engagement with partner content built
into all packages

* Integrated marketing on TBD music media channel to amplify partner content
* Opportunity to showcase partner content on VisitTheUSA music hub
* Markets: Global content + Market Specific amplification

* Subject to changes pending final packages
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BRAND USA PROGRAMS BY COUNTRY

VisitTheUSA.com + GoUSA.cn
Global Inspiration Guide
Video Distribution
Gmmmmu  NfluencerPrograms
Road Trip Content
Multi-Channel
Affinity Programs
Attractions & Attractions Attractions & Attractions & BBC Attractions & BBC BBC Attractions Attractions &
Experiences & Experiences Experiences Experiences & Exfg”e“ces
H q o H n . N 00D
Co-op Experienc Co-op Co-op Culinary Co-op Facebook | Facebook | Experience
) - . Facebook
BBC es Co-op BBC National Initiative BBC ) ) s Co-op acebool
Geographic Cltll_mz_ary CL_|I_|nz_ary Culinary
Facebook BBC Facebook Digital Co-op STA Culinary Initiative Initiative BBC Initiative
Travel Initiative Digital
Culinary Facebook Culinary Thomas National National Facebook Ma;galz?ne
Initiative Initiative Cook Thomas Influencer Geographi Geograph
. Program PP . .
Culinary Cook c Digital ic Culinary Influencer
Influencer A Digital TravMedia Ao P Program
e Initiative Magazine International Co-op Digital Initiative
USA Travelzoo SEM Co-op International
International | Internation International Discovery USA Internationa SEM
SEM al SEM SEM Program National Discovery STA | SEM National
Geographic Program Travel Geographic
National National National Essentially Digital Co-op National Digital Co-op
Geographic Geographi Geographic America Hindustan Geographic
Digital Co-op c D?gitzl Digital Co-op STA Travel Times Digigt]al %o STA Travel
Ctrip B
STA Travel Co-op TravMedia Thomas ] op Thomas Cook
GoUSA Cook Times of TravMedia
TravMedia USA Travelzoo Social India USA
Discovery Campaigns TravMedia Discovery USA Discovery
USA Program Dreamscapes Hot Star Program Program
Discovery Fliggy Essentially E iall
Program Postmedia America q :s,sgrt;zay
Decolar Mafwengo Star TV Essentfally
Travelzoo Travel Travelzoo America Travelzoo
Nation/Rogers WeChat/
NewsCorp Media Weibo Air Berlin Despegar RHS Hampton
Court Flower
Sunrise/ Dertour Televisa Show
Flight Centre The Telegraph
FVW Medien
Times UK
WTM Taxis
<= <

 +
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Brand USA Originals: Inspiration Guide

2018 Guide:

« 575,000 printed copies

« 30MM digital impressions

* 14 language editions distributed in 21 countries
* In-market January 2018

i




Visit the USA Global Sites

Destination Pages: State

= Hero photo/video gallery, Google Map integration,
Must-See module, official links, Where to Next module

Destination Pages: City

= Hero photo/video gallery, Google Map integration,
TripAdvisor “Things to Do” feed, official links

Experience Pages T
Exploreﬂ\ese’m"li‘st-see places

= Designed to highlight destination-specific experiences,
tagged to populate in interest based searches, include
photo/video gallery, partner links, locator map

Trips Pages:

= Regional or Statewide, trip stops content, locator map

Thematic Content verticals ...

= Additional themed offerings with original content
creation and marketing expansion. Details vary per
program, themes include: Culinary, Outdoors,
Entertainment and more




Brand USA Originals: VisitTheUSA.com State Pages

Features include:

* Featured videos

» Weather

* Must-see places with UGC content

* Interactive maps with cities and parks
* Events

» Seasonal weather

» Featured content by location

* Fun facts

« Official partner links




Brand USA Originals: VisitTheUSA.com City Pages

Features include:

* TripAdvisor integration
 Official links

* Hero image gallery

* Featured videos

» Weather

* Interactive maps

* Events

« Seasonal weather

» Featured content by location

* Fun facts

Upcoming events

Grinchmas™ at
2 Universal’s Islands of
LRl Adventure

H
* .
December

Event

Kissimmee’s

3 Monumental July 4th
Celebration

Epcot International Food and Wine
Festival

July

September-November
Event

Celebration’s Now
Snowing

December

Official Kissi Travel Site

ey 2

mmee.com g US Travel Informatio n %



Brand USA Originals: VisitTheUSA.com Experience Pages

Features include:

Explore more
* Hero image gallery m Comes o
- Featured videos S E
» Geolocated content

* Interactive maps

* Right rail for related stories
and partner links

* Persistent module

eeeeeeeeee

x
20 Amazing Views You'll See
in U.S. National Parks

= | National Parks Adventure:
P Rachel Pohl Shares Her
7™ Favorite Moments

Northern Atlantic Coast




Brand USA Originals: VisitTheUSA.com Trip Ideas Pages

Features include:

o Hero image ga”ery Road Trip USA: The Grand Canyon
» Featured videos at each stop

 Travel time between stops

* Geolocated content

Road Trip USA: The Grand Canyon

* Interactive maps

* Right rail for related stories
and partner links

» Official links




Brand USA Originals: White Label VisitTheUSA.com

Leverages Brand USA’s global media strategy
Includes guaranteed quality video and content views
100% turnkey content creation and translation et
) |
Complete custom site with Vanity URL — 13 foreign language i Tm =l Y
sites UL SRRy T
Firewall between GoUSA.com and Custom Partner Site

e Package 1

e Utilization of current content on gousa.com

= Creation of 5 additional pages, all translations for all o
markets

= Management and development of site

» Total development

» Annual updates

o Package 2 (A" Of package 1+) Explore Travel South destinations

= Creation of relevant content — 20 pages — 30+ pages



Brand USA Originals: Culinary

High quality, strategically curated content

Culinary-themed video creation and
distribution

* Focus on 2-3 locations, hosted in English
(with subtitles for 1 additional language)

* Rocket Fuel distribution

Print and Digital Guide

» Targeted consumer distribution within
leading publications in the UK and
Mexico

Influencer Campaign

* Integration in Brand USA’s international
influencer strategy

Content Marketing & Promotions on Visit the
USA Global Sites

» Dedicated, paid traffic generation
strategy (Outbrain or Taboola)

* Enhanced Experience Page content with
translations, photos, videos and link to
partner’s website

FARM-TO-TABLE DENVER

GRAND JUNCTION'S BOUNTY




Brand USA Originals: Video Storytelling

Brand USA’s cooperative video program increases consumer
engagement, includes international distribution channels and
brings partners more ways to deliver their story to targeted
International audiences.

Road Trips

- Destination-At-A-Glance
Videos

- International Storyteller

Native Traveler Videos

Destination Videos produced
by Matador



Brand USA Originals: Video Storytelling

Road Trips

- Videos place the viewer in the driver’s seat, highlighting the
traveler’s perspective and capturing experiences that are high-
energy, personal and memorable.

* Includes four vignettes (each focusing on a single stop or
destination), one compilation video and one pre-roll (both of which
include highlights from each vignette and act as an overview).

A dedicated Trips Page will be created to host the full video series
on all of Brand USA’s language websites.




Brand USA Originals: Video Storytelling

« Destination-At-A-Glance
Videos

* International Storyteller
(Thematic) Videos

 Native Traveler Videos

« Destination Videos
produced by Matador

y
., 0000 00 0000500
000 00000000000 o
o 000 00 0 000

*  Special/custom pricing VisitTheUSA.com
options:

« 360 Videos

* Animated Reality
Videos



Brand USA Originals: Multi-Channels

New Media Platforms &
Program Evolution

» Shift marketing channels from
awareness/
high funnel to
engagement/activation/mid to lower
funnel

» Greater investment in digital to
support “social first” strategy, and
provide opportunities for storytelling

* 60% of Brand USA investment
toward digital channels

* Primary Digital Channels
= Facebook Ad Carousels (NEW)
= Video — broadcast and digital (NEW)
= Google Display Network
= Expedia



Brand USA Originals: Multi-Channel Results

2016 PROGRAM RESULTS

100K+ 81
$88 +

Clicks Destinations
MILLION
o 127.8
in Gross MILLION 401,681
Bookings . iahts*
Impressions  Room Nights
ACTIVATION THATWORKS FORYOU 4@l Expedia

2016 MULTI-CHANNEL CAMPAIGNS * SAMPLE PARTNER RESULTS
AUSTRALIA FALL

21,431 rooM NIGHTS"
$6,185,002 cross BookiNGs*

CANADA SPRING

45,493 rooMNIGHTS*
$10,624,518 cross BookiNGs*

Sample results of DMO partner Sample results of DMO partner
in the Pacific region who participated in the Northeast region who participated.

805 1.99
MILLION State Co-Ops Individual Partners MILLION

Total Impressions** Created** Participated** Total Engagements**

» Facebook — Winter 2017 Multi-Channel
Campaigns
= 4 Markets (CA, UK, IN, FR)
= 20 Carousel Units — 3 week flights
= 54.8 Million Impressions
= 614,580 Partner Engagements
= Nearly 500,000 Clicks

« Expedia — 2016 Results

= $88 Million in Gross Bookings (14
programs)

= 401,681 Room Nights Booked

» Google Display*
= Average CTR of 1.14% - nearly
15X the .08 industry average

= Germany Fall 2016 — outstanding
1.65% CTR

*Results based on AU, DE & UK Fall 2016 campaigns



Brand USA Originals: Digital Magazine

* Immersive digital experience that will reach consumers in high-volume markets
and drive direct bookings

» Estimated 3MM digital ads served on Expedia (distribution partner)

» Native content links to a custom Expedia landing page featuring participating
destinations

* Ability to track travel intent and bookings

« Expands reach of inspirational, experiential content BRANDUSAMAGAZINE

ISSUE/O1 / THE.TRAVEL MAGAZINE OF VISIT THE USA
\ :

« Brand USA social and digital channels include links to the digital magazine on
VisitTheUSA.com

» Four opportunities for partner participation:

* What's New in the USA (slide show content)
+ Travel Spotlight (slide show content)
* Featured City Destination (article, video, image gallery)

* ltinerary (itinerary with video and image gallery)



Brand USA Originals: Attractions & Experiences

[ o
» Content Development & Distribution —
* Multi-Channel Print & Digital Exposure
 Partner-driven content giving the —
featured attraction flexibility with S i
messaging [ on
 Premium Experience Page on —
VisitTheUSA.com Global Websites — ~ . | Sponsored Attraction

* Includes editorial content, photo/video Asia Society and -

. . . o e o Museum: Discover the ot
gallery, CTA with link, social e | | toestasonatateie @ |
integration, content marketing with = | Bl ey
guaranteed engagements f:;d;;io,n Café and gorgeous, Zagat-rated

* Activation teemips s e el

 TripAdvisor
» Custom display ads

* Sponsored Attraction listing
powered by

é ~ gg 8 ©O tripadvisor
.y / ‘
5 el Visit
More Info » *ﬂjﬁﬁh TheUsA

Blue Man Group
OOOOO 950 Reviews




Integration with Consumer Campaigns: Facebook

» Collections Unit

= |nteractive asset in feed to drive deeper
engagement

= Brand USA and partners will be first to market
= 100% SOV

* Thematic Targeting:
= Neighborhoods, Towns & Cities
= Entertainment & Culture
= Road Trips
= Great Outdoors

« Awareness and engagement strategy for partners in
key markets

 Available Markets: Australia, Brazil, Canada,
Germany, India, Japan, Mexico and UK

* Brand USA contributes creative services for all
partners




Influencers 2018

PROGRAMMATIC

* Brand USA defines the market, theme and
timing (per content calendar)

 Partners (individual or group) may provide
input on itinerary & must-sees

« Utilize micro influencers with paid media
support dedicated to partners for greater
efficiency

» Develop content and “ownable” assets that
work across a variety of channels

« Assumes 7-10 day trips with a maximum of
4 partners per opportunity

» Example: Road Trips / Great Outdoors
Social Campaigns

CUSTOM

Partner & Brand USA identify market, theme
and timing

Partner provides recommended itinerary &
must-sees

Execution and media support will vary
depending on whether a macro or micro-
influencer approach is selected and per
goals of partner

Requires greater level of investment from
partner

Example: Visit California — Beautiful
Destinations Influencer Spring 2018

MM e E20 @ Slavae  contiki \2

matadofnetwork



Brand USA Originals: TravMedia

« Brand USA Partner news is distributed to the world’s
largest database of travel journalists, introducing Brand
USA initiatives to more than 25,000 journalists globally

~~~~~~~~~

« TravMedia is the world’s largest travel industry specific
global network for travel and lifestyle media (25,000+)
and Travel PR & Marketing Professionals (15,000).

* BrandUSA.travmedia.com

< 50 Things To Do In San Francisco For The 50th Anniversary Of The

a
a
]

* TravTrade is the travel trade sister business to g
TravMedia, providing white-label software solutions for
Destination Marketing Organizations (DMOs), Industry
Associations and events worldwide

* Brand USA.travtrade.com
» Tier 1: 12 Releases in 6 Global Markets
 Tier 2: 6 Releases in 7 Global Markets
« Markets: Asia*, Australia, Brazil, Canada, Germany,

New Zealand, UK

» Asia* includes: Cambodia, China, Hong Kong, India,
Indonesia, Japan, Korea, Laos, Macau, Malaysia,
Maldives, Myanmar, Nepal, Philippines, Singapore,
South Korea, Sri Lanka, Taiwan, Thailand, Vietham




Global Programs




Brand USA Originals: National Geographic Digital Co-op

Theme: “Where the Locals Go”
 Locals’ go-to spots for authentic neighborhood flavor

 Aligns with Brand USA's “Neighborhood” editorial
theme

Editorial

« Custom content written about your destination; also
includes photography

 Lives on the “Where the Locals Go” hub on
NationalGeographic.com

Social

+ Social media promotions of your destination’s editorial
content to National Geographic’s 15MM+ fans

* Promotion in the National Geographic e-newsletter

Digital

« Estimated 4MM impressions in key markets

« “Digitorial” ad unit brings partner messaging and
editorial content together in one place and drives
additional traffic to the editorial content

Activation through Expedia partnership G'E'S\E'S,L{mc

2018 launch



Brand USA Originals: STA Travel

Reach the Millennial Traveller with
STA Travel and Brand USA!

» Leverage STA Travel and Brand USA's
continued YOY growth of +10%

* Integrated campaign
* Paid media plan

« STA landing pages

« STA Blogs

* In-store advertising
 Trade outreach

 Limited opportunities to work with global
artists to create content for your destination
with distribution through STA Travel social
channels with paid media support

» Leverage STA Travel’'s new music platform,
STA Travel Sounds, to connect with
travelers



Brand USA Originals: Thomas Cook USA Everywhere

Everywhere Everywhere Plus Everywhere Advanced Everywhere Bespoke
Package value $65,218 $108,696 $195,652 $260,870
Approximate customer reach (impressions) 1,800,000 3,000,000 5,400,000 7,200,000
Bespoke Landing Page \/ \/ \/ \/
Thomas Cook E-Commerce Sites \/

News and Travel Websites Advertising \/

Facebook Sponsored Ads

SISS
SIS S

In-Store Screen: 15s Destination Video

Brochures, Magazines & Collateral:
Advertising & Content

AN N N N Y

Agent Training and Trade Events

. Prices per market, choose from 16 source markets
. Where channels not available in a market, other channels will be up-weighted
. Custom packages available



Brand USA Originals: Thomas Cook

The Brand USA and Thomas Cook partnership has delivered
+500,000 incremental US passengers since 2014. Our 2017

partnership will focus on innovative, data-focused marketing ﬂ ‘ /
and product development. AN USA EVERYWHERE

USA Everywhere puts your advertising and/or content on: (,@/ ‘ ¥ Thomas COOk\

* Thomas Cook websites 4 u/@ @0&
* News and travel websites (

* Social media sites

In-store screens
Agent training/events (bespoke packages)
Brochures/print magazines (bespoke packages) ‘
UK & Ireland Norway '{
France Denmark
Belgium Finland
Netherlands Hungary ‘““‘

v v

v v

v v

v v

v' Germany v" Poland

v" Austria v Czech Republic
v" Switzerland v" China

v

Sweden



Market Specific
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And They’re Social all the Way

9 out of 10 mternet ? 2 And they go BIG...

user? have d SOClal ‘ 11.6BN views & 27MM discussions to

med|a account date for popular Weibo topic:
#BringWeiboOnYourTrip

Especially real-

Things happen fast ‘
people stories.
ﬁ 3MM+ people follow grassroots travel d

on social...

1MM organic views within 24 hours ’ % #/k h
on a single WeChat post in July about s\.

escaping city life

KOL “Jti 77Molly” and her trips on
Weibo.




Influencers and KOLs Make a Difference

. . . “Walking around Basel and taking
In all this noise, Chinese

in all the art and architecture, I can't

imagine a better way to vacation”  «Wwalking around Basel and taking
travelers look to peers &

in all the art and architecture, I can't

. . o
e imagine a better way to vacation
S O r W a t to O #+ B LiFin# EHRTENAETESER , BEFE. XSEEERaNESeE
L) HIREES. BMIEEERSET | B ARTAES =
BIEEA | iR SOMBR , ABA— IS , SRS
@¥eBE Vit
#HEE) T TEERIENAETESER , BENER. SHEERSRESe
HFEES, XESRT ®F HaIE: r
0 g
0 | iHe <)

@FEMRSue V oy

BEFFTEE , BTSSR ErRA WL ERINERE, Er=pEs
SEAOE ET—RESEAEE , SREEE

AR , e A B A =

Source: Ogilvy PR; Weibo Social Listening, Nov. 2016

128118 21:17 k8 #A5F45iPhone 6 #5132 | iF

“Seeing the northern lights has been a
dream of mine. What a marvelous
experience!”



Influencers and KOLs Make a Difference

...and what to avoid.

w babyghost_nyc Follow

@ 242likes @ 0comments

Source: Ogilvy PR; Weibo Social Listening, Nov. 2016

“Five more steps for an Italian “Another terrorist
visa than an Australian one... attack...is it still safe
So inconvenient & annoying!” to travel in France?”

",

8, EREEMELTBAT

4 hongwaaa
PSR R EREE BT
E

¥

8, BRITEHRS
L MESHEET |
da Clar

tug  QESAR Omamt  CmEEe

R OV b

g | ANEFEERSRENER 5552
EFEEE

“While travelling in the US, my

“It's not easy using an English GPS kid dislocated a joint, and the
while paying attention to so many doctor visit took 4 hours and
road signs” $2000 USD!”



The BAT Ecosystem is Baidu, Alibaba & Tencent




China Marketing 2018

Ctrip
£ 1=

00
Bai®&EE

OTA platform owned by Largest trip planning Premier search engine
Alibaba platform in China

Largest OTA platform in

China and owned by Baidu
Monthly Active Users:

Daily Active Users: Monthly Active Users: AU

10 million 80 million

Monthly Active Users:

150 million 3.3 billion search queries per day

Independent millennials Middle to upper class
millennials

Young, white collar users 85% of internet users in China use

Baidu as primary search engine

In 2016, 20 million (18%) of
all outbound Chinese tourists
booked their trip on Ctrip

Fliggy is actively expanding its
outbound travel business Mafengwo has partnerships Leverage search volume contract
and seeking partnership with with travel boards and airlines, for all partners’ benefit
tourism boards around the a key decision engine for pre-
world travel destination selection Additional 15% of search of media

Social

WeChat Verification
WeChat Moment Ads

N Live Streaming




GOUSA.CN WEB OPPORTUNITIES

Brand USA |-




GoUSA.cn Web Opportunities

Reach the #1 market of visitors to the United States LISA % | vomwsns I
with a Chinese website that is optimized for both an owess o o ewes  some  om -
mob_ile a}nd desktop, and introduces and highlights your ,55'
destination or brand to China. X, o o L
6 ,‘5" <) Q P -
Campaign Page v Pupes G
- Experience listings, homepage promotion, oy o A
GoUSA social media posts, and featured blog LUSA & ¥
posts
« NEW: $500 Baidu Search credit and SEO
service

Custom Site
» Experience listings, homepage promotion,
GoUSA social media posts, featured blog posts

PLUS mosaic experience filter, custom designed
banner ad creative

« NEW: $1,000 Baidu Search credit and SEO
service




GoUSA.cn Web Opportunities

GoUSA Mosaic Custom Experience Homepage Posts on Featured Custom Links to Quarterly Search
Packages Filter by URLs Listing Promotion GoUSA Blog Posts Banner Chinese Social Reporting Keywords
and Pricing* Experience Social On Design Networks
Channels  GoUSA.cn
Site
Campaign | N/A Up to 10* 1 month 1 post per | 1 per N/A $500 One-time
Page featured month for | quarter Baidu during
(Value tile promo | 3 months Search initial
$39,000) Credit setup
Campaign | N/A Up to 10* 1 month 2 posts 1 per N/A N/A One-time
Page - featured per month | quarter during
Renewal tile promo | for 3 renewal
Option months
(Value / / /
$30,500)
Custom Site Up to 50* 3 months | 5 posts 1 per $1,000 One-time
(Value featured per month | quarter Baidu during
$137,800) tile promo | for 6 / Search initial
months Credit setup
Custom Site Up to 25* 3 months | 1 post per | 1 per N/A One-time
- Renewal featured month quarter during
Option tile promo renewal
(Value / /
$70:800 I v IV

Translations and localizations included for both Simplified and Traditional Chinese for us on GoUSA.cn and GoUSA.tw respectively. Chinese content will be accepted and edited.
*Activity listings and blog content must be provided by the partner and will be translated and localized by GoUSA’s China team.
**Social links available to partners with current Chinese social media or who have contracted for one of the Social Media packages.



GoUSA.cn Web Opportunities

Designed and managed by Hylink, China’s largest independent digital agency, and GoUSA's digital agency in
China, the site is search-friendly and responsive, effectively delivering your destination to a target audience who is
ready to embark on a breathtaking trip to your destination. The website includes link-outs to travel booking sites,

maximizing your ROI, and streamlining user experience.

Service Description Value Commitment Expected Results
Search Drive increased traffic to your (Value: 6 Months -First page on Baidu search
Keywords campaign or custom subsite with $7,590/per result on Desktop
(For those not | curated keywords that target our month) -First page on Baidu search
participating | audience on Baidu, the largest Min. 15% in top result on Mobile
in our Search | search engine in China, and up credit -CTR of 10% or more (Click
Opportunities) | ensuring that your subsite is on the included Through Rate)
first page.
Search Monthly review of content and (Value: $6,210/ | 6 Months -First page on Baidu search
Engine tagging to match with Baidu to per month) result on Desktop
Optimization | ensure that your page shows up as -First page on Baidu search
(SEO) an organic search result on Page 1 result on Mobile
consistently -CTR of 10% or more (Click
Through Rate)
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China — WeChat

Platform Overview
WeChat is the #1 social media platform in China, and is owned ?Q

by Tencent.

+ Registering an official WeChat account allows direct
communication with Chinese travelers by sending text, images,
audio, video, and links directly to their inboxes.

Coverage .
889 million monthly users ?Q swce Accou:t,
768 million daily users
8 million+ brands [ J I
Visible Content & HisE ML::;:;: L
Notable Features S ~—pe bt
* Moments: allows users to share multimedia and links with friends e
* WeChat Pay: can be used to transfer money between WeChat 4 S
users (peer-to-peer), and make payments online to participating 'o" J ) -
offline retailers =
g oo
Value for Brand USA i
Registering a verified WeChat service account will bring more 2 oo
partner value to the Brand USA programs L o

+ Leverage WeChat Moments Ads to precisely target potential
tourists and deliver multimedia messages



WeChat Ads

Service

WeChat Moments Ads
(Available for both Owned
Social and GoUSA.cn)

Description

WeChat moments ads give advertisers the
opportunity to advertise within users’ WeChat
Moments, which is WeChat's equivalent of
Facebook’s news feed. WeChat Moments Ads’
features include:

DMO’s name and logo
Text description (up to 40 characters)
Link to an HTML5 webpage hosted within the
WeChat network
Up to 6 photos or 6-15 seconds of video

Minimum Value

Image and Text Ads:
(Value $36,000)

Video and Text Ads: 00
(Value $75,000)

Package Opportunities

Partner Offerings for Image
and Text

Partner Offerings for Video

WeChat Banner Ads
(Available for both Owned
Social and GoUSA.cn)

WeChat banner ads allow DMOs to target users
by location, interest, age, industry, gender, and
device, allowing DMOs to deliver targeted,
persuasive multimedia messages to potential
travelers. The banner ad appears at the bottom of
WecChat articles before the “Read More” button.
WeChat banner Ads’ features include:

DMOs name and logo
Banner photo
"Learn More” button that takes users to the DMO’s
account

(Value $30,000)

Partner Offerings for Post Ad




China - Weibo

PIatform Overview

Weibo is China’s #1microblogging website, and is
owned by the Sina corporation
» Verified Weibo accounts allow companies to advertise and
launch campaigns to reach a large audience on an easily accessible o
online platform
+ Sina Weibo is valued at $11.3 billion, making it more highly
valued than its American equivalent, Twitter

Coverage
* 503 million registered users "
* 120 million daily active users (PC+mobile) ‘ 2015 name

* 85% are on mobile
* 70% active users are at university level

Notable Features
+ SEO-able content- popular platform for short videos, live streaming, and

buzzing topics Snw .

* Has various marketing tools including data analysis, monitoring tools, and CRM =
features

* Multiple advertising opportunities: promoted content can be placed on the Start-up Ad featured at Featured
start-up header, at the top of the newsfeed, as a featured hot topic, etc. Ad the top of the hot topic

news feed

Value for Brand USA

» Strengthen KOL partnerships, and use KOL'’s voices to drive interest
* Leverage various advertising positions to increase the brand exposure



Social Live Streaming

Overview

» Rapidly growing mobile trend that is popular among
potential Chinese travelers, particularly millennials

* Promote your destination or brand through Weibo’s
livestreaming partnership with Yizhibo.

Coverage
+ $3 billion in total revenue from livestreaming in 2016
* 70% of livestream users are between 15-35
* 50% of Chinese internet users use livestreaming apps

New Addition to Partner Programs
* For GOUSA Social Account
» Livestream cost TBD on Weibo + T&E
* Owned Social
* 1 Livestream Per Year + T&E

Notable Features

+ An effective tool in acquiring new users and engaging
existing audiences, get a 3x increase in engagement rate
or more when a livestream is active.

* 1 Livestream constitutes 60 minutes on-location followed
by 1 post on WeChat and 1 post on Weibo before
livestream active.

SFTA Weibo Live Streaming Performance Highlights:
170,000 Views ($0 media investment)
12,190 Likes

400% increase in Weibo fans during the live stream
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China - Ctrip

Platform Overview

« As China's largest online travel agency, Ctrip provides
comprehensive services including hotel reservations, flight
reservations, package tours, corporate travel management,
train tickets and dining reservation

Ctrip is also a majority shareholder of Qunar, occupying a
market share of approximately 80% in China’s online hotel
and air-ticket markets

Coverage
* 150 million monthly active users
* 90 million registered members
* 11 billion total app downloads
» Tier 1, 2, and 3 cities

User Demographics
* Young- majority of users are post 80s; 70% of users are 23-45
years old
*  White collar, educated Chinese

Value for Brand USA Partners
* The country pavilion for Brand USA increases exposure, and
allows partners to buy in at different tiers with custom travel
packages

c Carie
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Ctrip Packages

*There is no cap on the maximum number of partner participants in each tier

Program Tier

OPTIONAL TIER

Package Value

(Value $1,125,000)

(Value $400,000)

(Value $207,000)

(Value $120,000)

(Value $57,000)

Package
Description

Opportunity to receive advertising within
Ctrip site

Includes KOL Custom Branded Posts + Live
Streaming

-Homepage widescreen ad (20
days/40,000,000 Est. impressions)

- Vacation Homepage Widescreen Banner
(15 days/1,875,00 Est. impressions)
-Vacation Homepage Button-Shanghai
Station (20 days/200,000 Est. Impressions)
-Outbound Tourism Widescreen Banner (25
Days/750,000 Est. Impressions

-Flight and Home Homepage Widescreen (15
Days/4,500,000 Est. Impressions)

-Beautiful Destination Homepage Banner
(120 Days/1,440,000 Est, Impressions)

- Overseas Destination Recommendation (60
Days/720,000 Est. Impressions)

- App Vacation Homepage Widescreen (10
Days/10,000,000 Est. Impressions

- App Vacation FIT Widescreen (5
Days/5,000,000 Est. Impressions)

- Landing Page (PC+H5) (4 Groups)

- WeChat Content Marketing (12
pieces/600,000 Est. Impressions)

- Weibo Content Marketing (12
pieces/600,000 Est. Impressions)

- Weibo Homepage Widescreen Banner (120
Days)

- Million Tourists Traveling Media Campaign
(50 Media Pieces)

- Vacation Booking Confirmation Page (50
Days)

- EDM (200,000 Estimated Impressions)

- Cooperation Kick-Off Event

- Media Announcement

- KOL Self-driving Offline Event

- Online Recruitment & After Trip Media
Release

- Product Development

Opportunity to receive advertising
within Ctrip site

-Ctrip Homepage Widescreen
Banner 50% traffic (4 days/ 8
million est. impressions)

-Vacation Homepage Widescreen
Banner (10 days/ 1.25 million est.
impressions)

-Vacation Homepage Button
(100K est. impressions/10 days)

-Outbound Tourism Widescreen
Banner (450K est. impressions/ 15
days)

-Flight + Hotel Homepage
Widescreen Banner (4.5 Million
est. impressions/ 15 days)

-Overseas Hotel widescreen
banner (4.2 million est.
impressions/ 14 days)
-Overseas Destination
Recommendation (480K est.
impressions/ 40 days)

-Landing Page PC + H5 (1 page)
-PC + H5 (1 store)

- WeChat content marketing (10
pieces)

-Weibo content marketing (10
pieces)

Opportunity to receive advertising
within Ctrip site

-Vacation Homepage Widescreen
Banner (10 days/ 1.25 million est.
impressions)

-Vacation Homepage Button
(100K est. impressions/10 days)

-Outbound Tourism Widescreen
Banner (360K est. impressions/ 12
days)

-Flight + Hotel Homepage
Widescreen Banner (3.6 Million
est. impressions/ 12 days)
-Overseas Hotel widescreen
banner (3.6 million est.
impressions/ 12 days)
-Overseas Destination
Recommendation (360K est.
impressions/ 30 days)
-Landing Page PC End (1 page)
-PC + H5 (1 store)

- WeChat content marketing (6
pieces)

-Weibo content marketing (6
pieces)

-100,000 direct emails to target
clients

-Product development (2

Opportunity to receive advertising
within Ctrip site

-Vacation Homepage Button (8
days/ 80K est. impressions)

-Outbound Tourism Widescreen
Banner (8 days/ 240K est.
impressions)

-Flight + Hotel Homepage
Widescreen Banner (5 days/ 1.5
million est. impressions)

-Oversea Hotel widescreen
banner (8 days/ 2.4 million est.
impressions)

-Oversea destination
recommendation (25 days/ est.
300K impressions)

-PC + H5 (1 store)

- WeChat content marketing (2
pieces)

-Weibo content marketing (4

pieces)

-Product development (2
products)

TOTAL ESTIMATED
IMPRESSIONS: 5.02
MILLION

Opportunity to receive advertising
within Ctrip site

-Vacation Homepage Widescreen
Banner (4 days/est. 500K
impressions)

-Vacation Homepage Button (5
days/ 50K est. impressions)

-Outbound Tourism Widescreen
Banner (5 days/ 150K est.
impressions)

-Flight + Hotel Homepage
Widescreen Banner (5 days/ 1.5
million est. impressions)

-Oversea Hotel widescreen
banner (4 days/ 1.2 million est.
impressions)

-Oversea destination
recommendation (15 days/ est.
180K impressions)

-Landing Page PC End (1 page)

- WeChat content marketing (2
pieces)

-Weibo content marketing (4
pieces)

-Product development (2
products)

TOTAL ESTIMATED
IMPRESSIONS: 3.58

-EDM (150K est,. impressions) products) MILLION
-Product development (8 TOTAL ESTIMATED
TOTAL ESTIMATED products) IMPRESSIONS: 9.27
IMPRESSIONS: 65.885 MILLION - -
TOTAL ESTIMATED MILLION
IMPRESSIONS:
24.09 MILLION
Minimum Commitment 1 year 1 year 1 year 1 year 1 year
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China - Fliggy

Platform Overview
* An online travel agency providing plane tickets, hotel booking services, tour guide
services, visa application services, hotel booking services, and vacation packages
« The brand's reorientation aims to offer the best quality outgoing travel services to
meet millennials' travel demands

Coverage
« 200 million registered users
10 million site visits per day
* 100 million app downloads
¢ 10,000 merchants

User Demographics
* Young- majority of users are post 80s; 70% of users are 23-45 years old, white
collar, educated Chinese

Value for Brand USA Partners

« The country pavilion for Brand USA increases exposure, and allows partners to buy
in at different tiers with custom travel packages

3 Fliggy Package Options :

1. Destination Page - USA Pavilion / Flagship Store
*  Business model: Production cost for pavilion + media buy on Alimama to
promote the pavillion
2. Social Events (Can be used for 11/11)

»  Creating events like Secret Journey, or another social campaign with a
travel promotion to be used for Singles Day

»  Business model: Pay for media buy on Alimama, get promotion and idea
for free
3. Branded Promotions (Cannot be used for 11/11)

a. Business model: Create branded promotions promoting destination
partners throughout the year by buying media on the Alimama network

(o/ 135
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Fliggy Pavillion Packages

Program Tier/Spend

Tier 1

Tier 2

Tier 3

Tier 4

Tier 5

Package Tier/Spend

(Value $750,000)

(Value $300,000)

(Value $150,000)

(Value $90,000)

(Value $45,000)

Package Description*

Custom partner pavilion +
linkout from GoUSA pavilion

Opportunity to advertise
through the Alimama Ad
Network

Keyword research and
insights provided by our
Chinese digital team (5
keywords)

Landing Page (Mobile
interactive site + PC)

EDM

One (1) national creative
campaign (i.e. secret journey)

Four (4) social promotional
campaigns per year within
USA pavillion w/ options to
leverage BrandUSA/Fliggy
KOLs

TOTAL ESTIMATED
IMPRESSIONS: 45 million

Opportunity to advertise
through the Alimama Ad
Network

Partner provides keywords for
our Chinese digital team to
translate (3 keywords)

Landing Page PC End (1
page)

Four (4) social promotional
campaigns per year within
USA pavillion w/ options to
leverage BrandUSA/Fliggy
KOLs

TOTAL ESTIMATED
IMPRESSIONS: 12.5 million

Opportunity to advertise
through the Alimama Ad
Network

Landing Page PC End (1
page)

One (1) social promotional
campaigns per year within
USA pavillion w/ options to
leverage BrandUSA/Fliggy
KOLs

TOTAL ESTIMATED
IMPRESSIONS: 6 million

Opportunity to advertise
through the Alimama Ad
Network

Landing Page PC End (1
page)

TOTAL ESTIMATED
IMPRESSIONS: 4 million

Minimum Spend

1 year

1 year

1 year

1 year

1 year
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Fliggy 11/11 Promotion

Singles Day 11.11

Singles Day, which is equivalent to Black Friday in the US, is a nationally recognized day celebrating ecommerce! Last year, Fliggy hit a new record for total

sales on 11.11, reaching over $2.17 billion in revenue. In the first 90 seconds alone, the site received over 100 million bookings, and 50 sellers made over

$10 million USD in just 1 day. Don’t miss out on this incredible opportunity to drive bookings to your destination! 11.11 Tier 1 partners will receive a free

Brand USA pavillion Tier 2 package, and 11.11 Tier 2 partners will receive a free Brand USA pavillion Tier 3 package.

5-8 country pavilions (to be confirmed) will be invited to be featured on Fliggy during the days leading up to 11.11 singles day. The USA pavillion will be one
of the first countries to be featured during this period. The pavillion will be featured on Fliggy’s homepage as well as on Tmall, capitalizing on massive daily

reach of Tmall and Taobao users.

Program Tier/Spend

Package Tier/Spend

(Value: $600,000)

(Value: $300,000)

(Value: $150,000)

(Value: $60,000)

Package Description*

Featured destination for

Fliggy’s Mystery
Package**

Pre-singles day promo
period from 11.4-11.10

Highlighted Destination
on 11.11
Pre-singles day promo
period from 11.12-11.19

Tier 2 Package of Brand
USA Pavillion ($100,000
Value)

Pre-singles day promo
period from 11.8-11.10

Highlighted Destination
on 11.11

Post singles day promo
period from 11.12-11.14

Tier 3 Package of Brand
USA Pavillion ($50,000
Value)

Pre-singles day promo
day on 11.10

Post-singles day promo
day on 11.12

Minor campaign during
the calendar year

*Packages subject to change following further negotiations with Fliggy

**Tier 1 partners will have the opportunity to participate in Fliggy’s 11.11. Fliggy users will enter into the mystery package lucky draw, and winners will be chosen from

various cities in China. Winners will head to the airport, and find out where they are going for the mystery trip.
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China - Mafengwo

Platform Overview

Mafengwo, China’s version of TripAdvisor, is the largest travel social
network in China

Site features include travel guides, special tourism products, hotel ml__s ﬁ %
reservations, insurance, visa services, and other travel services = ~
covering more than 60,000 destinations worldwide ——r &8 - @ -

Much of its content, such as travel guides and reviews, is written by
users, helping billions of travelers form their travel plans

Coverage

User Demographics

Value for Brand USA

100 million registered users as of 2015
80 million monthly active users

490 million app downloads

500 million travel guide downloads

Young- 62% are between 18 — 35 years old
Financially able- 68% have a monthly salary above 12k RMB

UGC travel information (pre-destination selection influence)
High interaction & broad coverage
Travel guides and diaries for destination partners

62



Mafengwo Packages

Program Tier

Package Value

Tier 1

(Value: $450,000)

Tier 2

(Value: $150,000)

Package Description*

Travel Guides - Custom travel guide for
your destination

Destination specific travel itinerary- help
users plan their entire trip to your
destination

Mafengwo Travel Magazine - Featured
content in GoOUSA Travel magazine

Travel Diaries - User generated blog posts
highlighting your destination

Custom travel guide for your destination
Destination specific travel itinerary

Featured content in GoUSA Travel
magazine

User generated blog posts highlighting
your destination

Minimum Commitment

1 year

1 year
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Search - Baidu

B - w E '-l— Understanding Search Visibility in China
a S '
I Bai¥E® Google

- b = - ==8&aS——Set ]
Platform Overview ‘ — e - x
» Baidu is the most popular search engine in China, and has e B . _“
more than an 80% market share by advertising revenues Paid _ S = o - —
» Offers the widest content coverage across both PC and Search = 2020100
mobile platforms . F—— o - o
= EEmE -
Coverage e T@=
* 660 million monthly active user 4CX] - = =
* 70 million daily active users < 1 ki
» 3.3 billion search queries per day ' —
* 85% of internet users in China use Baidu as their primary &
search engine to search websites, music, and videos B
B
Value for Brand USA 3 |
» Leverage search volume contract for all partners’ benefit SP":

* Expand keywords to encompass all destination partners
* Lower cost for partners and/or increase inventory 15%

Program Tier/Spend
Package Tier/Spend* (Value $$316,250) (Value $126,500) (Value $63,250)
Keyword research and Partner provides keywords Partner provides keywords
Package Description* insights provided by our for our Chinese digital team | for our Chinese digital team
Chinese digital team to translate to translate

Minimum Spend/

Commitment 1 year 1 year 1 year
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China Market Entry Program

 In-Market Office and Staff

* Trade and PR

* Tradeshows, Sales Missions
 Travel Training Seminars

ﬂ g "yang
Beijin,
GDP:zslas%g IGDP:84.44b
Population:20.2m Population:7.2m

 Trade/Media Co-ops A iy SEE.
* GOUSA.cn Website Promotion w
* Social Media Campaigns

* Shenzhen
GDP:174.6b

» Digital Advertising Package
* China Ready Seminars Customizable Packages
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ﬁ Travel Nation

# travel nation

Travel Nation is a full service lifestyle marketing and travel
e-commerce company focused on targeting closed user
groups through global strategic partnerships and white
label solutions.

Travel Nation diffierentiates itself by:

* Targeting captive, closed user groups through strategic
partnerships and white label booking solutions

* Offering curated commerce and refined customer
engagement through a leading edge technology
platform

* Being an integrated, data-driven travel company

C ROGERS

Rogers Media is Canda’s premier media company,

offering a combindation of category-leading television
broadcasting, sports entertainment, publishing and digital
media properties.

Rogers Media has a wide variety of media assets including:
* 24 Television properties

* 932 websites and over 100 partnership sites

+ Canada's #1 rated morning show - Breakfast Television

X 2 100+ years of travel expertise a
# travel nation 1.844.5.NATION (s28466) Price Drop Guarantee

A A a 2 & & @ Ex

{
3

X
@ o a— - transat

My departure City is | Preferred Gateway

Lowest Price

o Great Deals Great Service
Guarantee

.
#2 travel nation | Hotels

Hotels in Las Vegas, NV, United States
E8Jun 2010 Jun 23 1M1 room, 2 guests  Showing 21 of 107 Hotels

Sortby  Price Hotel StarRating SList OMep

North Las
s Vegas
)  LasVegas

LasVegas - from $51 from $42 trom $51 from $122
Paradise

i m - Use at
Google - - i i . checkout

B0 travel nation canada

ROGERS"

MEDIA



ﬂ Travel Nation Programs

« Campaign Timing — Starting June 2017
» Multiple Package Options Available

* Media: national parks,
. _ o wildlife refuges, monuments
* TV, digital and radio advertising. and seashores. Tourthe Land Of Dreams

while sharing your ex

» Travel Nation Canada is a full service lifestyle
marketing and travel e-commerce company focused
on targeting closed user groups through global
strategic partnerships and white label solutions.

Featured Deals

» Rogers Media is Canada’s premier media company,
offering a combination of category-leading radio and
television broadcasting, sports entertainment,
publishing, and digital media properties. ROGERS"

MEDIA

B8 travel nation canada

Digital Dedicated
Package Value TV Impressiohs Im rgss'ons Destination Site on
P ! travelnation.com
Tier 1 $141,745 N/A 6,700,000 v
Tier 2 $294,679 1,500,000 4,500,000 v

Tier 3 $738,563 28,800,000 11,400,000 v




ﬁ Postmedia

ey

A s | g | Fingrion oty

POSTMEDIA = 2

« Postmedia Network is a Canadian news media - = = 1
company, with a legacy of delivering trusted news | ... - s | =
and information, representing the majority of = e
newspaper brands in Canada across print, online,
and mobile platforms

STOP CLICKING

* They include national and market focused w‘*'-r'“"'""ﬂ ¥ - -
publications, from Vancouver, British Columbia in #
the west to Montreal, Quebec in the east.

« Reaching over 18.6 million monthly readers, (8
million of whom plan to take a leisure trip in the
next year)

* Programs can be targeted by individual market(s)
or to a national audience.




ﬁ Postmedia Programs

TIER1 TIER 2 TIER 3 TIER 4
NATIONAL: Weste

e | e | M | T | Essemconsdas” | Oiilonty
Individual Package Value $816,227 $758,948 $408,114 $379,474 $214.271 $202,375
PRINT
Western Newspapers v ' v v
Eastern Newspapers v v v
National Post (Toronto) v v v v v
DIGITAL
e ] / ‘ / ‘ / ‘
Video PreRoll v v v v v v
Point of Entry Takeover v v v v v
Custom Content Stories v v v v v v
O ukion ‘ ‘ / ‘ ‘ ‘
Sponsored Social Media posts v v v v v v
Native Collections (4 stories) v v v v v v
Native single story v v v v v v
Total Estimated Impressions 2,517,058 3,798,458 1,257,592 1,898,292 615,158 8,037,865

= R

PRINT WEB SMARTPHONE TABLET MAGALZINE CONTENT PRINTING DISTRIBUTION



@ Despegar (MX)

Mexico $10k cost (recommended 2 month Campaign)

Impressions Total
Home Banners and Search Results 800,000
Despegar audience extention retargeting 300,000

Hot site with special offers
Value

Mexico $22.5k cost (recommended for 3 month Campaign)

Impressions Total
Home Banners and Search Results 1,200,000
Despegar audience extention retargeting 300,000
Hot site with special offers
Radio spots 30
Newspaper 8

Value

Mexico $37.5 cost(recommended for 4 month Campaign)

Impressions Total
Home Banners and Search Results 2,000,000
Despegar audience extention retargeting 1,000,000
Hot site with special offers
Radio spots 30
Newspaper 15
Pay Tv spots
cobranded 30
Value

& Decolar (BR)

30,000
4,000
6,000

40,000

46,200
4,000
6,000

27,000
7,200

90,000

77,000
13,000

6,000
27,000
13,500

14,000
150,000

Brasil $10k cost (recommended 2 month Campaign)

Impressions Total
Home Banners and Search Results 1,000,000
Despegar audience extention retargeting 500,000

Hot site with special offers
Value

Brasil $22.5k cost (recommended for 3 month Campaign)

Impressions Total
Home Banners and Search Results 2,000,000
Despegar audience extention retargeting 500,000
Hot site with special offers
Radio spots 30
Newspaper 3

Value

Brasil $37.5 cost (recommended for 4 month Campaign)

Impressions Total
Home Banners and Search Results 2,000,000
Despegar audience extention retargeting 500,000
Hot site with special offers
Radio spots 60
Newspaper 10
Pay Tv spots
cobranded 20
Value

26,000

4,500
10,000
40,000

52,000
4,500
10,000
9,210
15,000
90,000

52,000

4,500
10,000
18,400
50,000

15,000
150,000



Televisa, Tier 1

Flght Dates 10/1/17 -11/26/17
4/1/18-5/27/18
Activity Description Number of Spots/Impressions

Unicable Primetime 7p-11p 600 spots
Golden Primetime 7p-11p 700 spots

Pay TV Televisa Deportes Primetime 7p-11p 700 spots
Pay TV In-Show 1 min vignette 20 spots
National Pay TV promo spots ROS across all Pay TV Networks 5a-2a (used to promote
Televisa.com Brand USA campaign) >00 spots
Televisa.com rich media video desktop (video fold, box banner, half banner) 25 million imp
Televisa.com mobile (standard 320x50) 18 million imp
Televisa.com mobile & apps (video) 9 million imp
Televisa.com video in-read 1 million imp

Digital Facebook Televisa Deportes Box Banner instant article 3.5 million imp
Televisa.com homepage navigation link Annual Sponsorship
Televisa.com ViajesUSA landing within Televisa.com Annual Sponsorship
Televisa.com on-site promo to Viajes USA landing page 100 million imp
Televisa.com Native Advertising 300,000 engagements
Televisa Social Media (Hoy Facebook) 100 posts
Televisa Social Media (Netas Divinas Facebook) 100 posts

] Televisa Social Media (Miembros al Aire Facebook) 100 posts

Social Televisa Social Media (Espectaculos Facebook) 100 posts
Televisa Social Media (Hoy Facebook) 100 posts
Televisa Social Media (Cross promo to Viajes USA FB) 100 posts

Production Content Integration 1 integration that incorporates scenes from within the USA in the production of a novela




Televisa, Tier 2

. ) 10/1/17 - 11/26/17
Flight Dates: 4/1/18 - 5/27/18
Activity Description Number of Spots/Impressions
Unicable Primetime 7p-11p 350 spots
Golden Primetime 7p-11p 400 spots
Pay TV Televisa Deportes Primetime 7p-11p 400 spots
Pay TV In-Show 1 min vignette 10 spots
Televisa.com rich media video desktop (video fold, box banner, half banner) 10 million imp
Televisa.com mobile (standard 320x50) 10 million imp
Televisa.com mobile & apps (video) 5 million imp
Digital
Televisa.com video in-read 1 million imp
Facebook Televisa Deportes Box Banner instant article 3.5 million imp
Televisa.com Native Advertising 100 million imp
Televisa Social Media (Hoy Facebook) 100 posts
Televisa Social Media (Netas Divinas Facebook) 100 posts
Social Televisa Social Media (Miembros al Aire Facebook) 100 posts
Televisa Social Media (Espectaculos Facebook) 100 posts
Televisa Social Media (Cross promo to Viajes USA FB) 100 posts




Televisa, Tier 3

10/1/17 - 11/26/17

Flight Dates: 4/1/18 - 5/27/18
Activity Description Number of Spots/Impressions
Unicable Primetime 7p-11p 175 spots
Golden Primetime 7p-11p 200 spots
Pay TV Televisa Deportes Primetime 7p-11p 200 spots
Pay TV In-Show 1 min vignette 5 spots
Televisa.com rich media video desktop (video fold, box banner, half banner) 5 million imp
Televisa.com mobile (standard 320x50) 5 million imp
Digital Televisa.com mobile & apps (video) 2.5 million imp
Televisa.com video in-read 500,000 imp
Facebook Televisa Deportes Box Banner instant article 1.75 million imp
Televisa.com Native Advertising 50 million imp
Televisa Social Media (Hoy Facebook) 50 posts
Televisa Social Media (Netas Divinas Facebook) 50 posts
Social Televisa Social Media (Miembros al Aire Facebook) 50 posts
Televisa Social Media (Espectaculos Facebook) 50 posts
Televisa Social Media (Cross promo to Viajes USA FB) 50 posts




Televisa, Tier 4

10/1/17 - 11/26/17

Flight Dates: 4/1/18 - 5/27/18
Activity Description Number of Spots/Impressions
Unicable Primetime 7p-11p 50 spots
Golden Primetime 7p-11p 50 spots
Pay TV Televisa Deportes Primetime 7p-11p 50 spots
Pay TV In-Show 1 min vignette 2 spots
Televisa.com rich media video desktop (video fold, box banner, half banner) 2.5 million imp
Televisa.com mobile (standard 320x50) 2.5 million imp
Digital Televisa.com mobile & apps (video) 5 million imp
Televisa.com video in-read 250,000 imp
Facebook Televisa Deportes Box Banner instant article 1 million imp
Televisa.com Native Advertising 15 million imp
Televisa Social Media (Hoy Facebook) 15 posts
Televisa Social Media (Netas Divinas Facebook) 15 posts
Social Televisa Social Media (Miembros al Aire Facebook) 15 posts
Televisa Social Media (Espectaculos Facebook) 15 posts
Televisa Social Media (Cross promo to Viajes USA FB) 15 posts
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% Australia & New Zealand 4‘@

REPEAT
VISITATION

71%

(+3% YOY)

NUMBER OF
STATES VISITED

2.2

STATES

AVERAGE
LENGTH OF STAY

22.4

NIGHTS

Visitation and spend from Australia and New Zealand are currently at record highs.
Visitors from this market are staying longer, traveling further and spending more.

This trend is being supported by more airlift than ever before, causing a deflation in airfares. Plus both countries
have had stable exchange rate versus the USD in the past 18 months, helping support strong consumer

confidence.
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@ Package Tiers &
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Educate and Inspire

NZME. engages with 3.2 million New Zealanders
each month. Combined reach for NZH/.co.nz, Canvas,
Living, Travel, Viva, ZM and Hauraki = 2.2 Million

Increase awareness and
education of the diversity of the
Southern States.

Radio promotions, editorial
series and high impact digital
including video.

39% intend to travel internationally in

the next 12 months

Plan.

Information to grow
market share. Drive to
websites via radio

schedule, print & digital Approximately 80,115
ads intend to travel to North
America*
Motivation

Mobile daily blasts, Email
and leverage editorial to get
thern to DOOK now Source: Nieisen CMI Fused Nielsen CMI Q2 13- Q1 14 AP10+)

__ MEDIA AN
. ENTERTAINMENT



Included: many of the most
successful high performing ad units,

specifically delivering high conversion

for travel campaigns

Grab One Solus Email

NZ Herald Video Pre Roll

In-Read Content Video (Cost per
view)

NZH iPad app

Mobile Daily Blasts

High Impact wallpaper/home page
takeover

Video Pre-roll example within NZ Herald
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S FVW Medien

« With more than 45 years experience,
FVW Medien is Germany's leading
travel industry media group and a
premier trade magazine for tourism and
business travel

 Package includes:
» Digital banners
* Print advertisements

* Print advertorials

« Campaign Timing: October 2017 —
September 2018




S Air Berlin

* Air Berlin has seen a 90% growth in
seats sold since 2011
* Direct flights to key gateway Hautnah

o USA. &
destinations it oy it e, A

Ans Herz gelegt von
airberlin

* 3 month co-op campaign with a 4:1 . <
value US4 | SO | aivertin
° OOH Hallo [Vorname] [Nachnam.T:',e
* E-newsletter e
 Digital
* Social

m<
zw

=T IIHAD
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% The Telegraph

» Reach millions of potential
travelers through exposure in
The Telegraph, a UK daily le Eelegmph
newspaper distributed
internationally

 Telegraph readers are 41% more
likely to travel to the USA than A e
any other destination N

» Package includes: advertorial in
The Telegraph Saturday
magazine; iPad advertorial,;
exclusive online displays;
inclusion in dedicated bespoke
USA supplement.

* Media plan subject to
improvement



» Exposure for Brand USA partners during World
Travel Market 2017

WTM Taxis

» Packages include:
Option 1)

10x taxis/four weeks

SuperSide, Tip Seat Interior Ads and Branded
Receipt

:30 or :60 sec video (this is new as part of the
package)

One Creative

Option 2)

25x taxis/four weeks

SuperSide, Tip Seat Interior Ads and Branded
Receipt

:30 or :60 sec video (this is new as part of the
package)

Up to Two Creatives

One taxi each way to/from Central London
hotel and Excel each day of the show (total of

six transfers)...this also is new as part of the
package

» Additional Options:
Full Livery
Campaign extensions past four weeks

Additional taxi transfers (including to/from airport)
and or PR use of taxis

Additional creative iterations

.' ROUND HERE
U W[lll Fllll FlﬂPS

Discover this land,
. like'never before &




% RHS Hampton Court Palace Flower Show

* World’s largest annual outdoor
flower show with 160,000 visitors

Great Gardens of the

 Creation of garden by a local
. . USA: The Massachusetts e
designer of your choice Garden K
working in partnership @
with a UK gardener

* Ability to showcase your
destination to target consumers

Great Gardens of the
USA: The Charleston

* Additional media promotion

* Tour packages with RHS Holidays



%% RHS Hampton Court Palace Flower Show

» World’s largest annual outdoor flower show

* Awarded the title of Garden Event of the Year by the
International Garden Tourism Network
« Extensive media coverage

» Featured on RHS website with nearly 1 million unique users
monthly — 47% year over year growth

« BBC TV and radio audience of 80 million
* Other broadcast audience of 13 million
* Print press reach of 68 million

THE 22 TIMES HM

CI777] Telegraph L 4

c] WMailOnline

guardian



S% British Airways Co-op

Campaign

* 1x Yahoo/ Tumblr Gif

* 1x Yahoo/ Tumblr article

+ 7,813 Tumblr Engagements — engagements will be driven through a highly targeted
audience that will be defined between the partner, BA and Yahoo.

+ 8,333 Clicksto ba.com — audiences will be targeted asabove.

* 1x pathfinder article to sit on ba.com on the partners destination pages

* Yahoo/ Tumblr activity as above

« Pathfinderarticle asabove

» Additional ATL media plan (media could potentially include OOH, printor
tactical digital)

+ Bespokecreative execution in line with BA’'s September Sale creative

* As £30k investment plus either:

* Additional content and mediaon the Yahoo/ Tumblr portfolio

« Or

« Additional tactical media as part of the September Salecampaign
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India

Custom Opportunities — Coming in January

hotstar

* Hotstar — Leading digital media network, showcasing all
major network shows

* Hindustan Times — Print & digital, advertorial focused, hindUStantlmes
second largest english language newspaper with 1.3M
circulation

« Star TV — Leading television network, 650 million monthly
viewers, reach 9 out 10 households with cable & satellite

* Times of India — Print & digital, advertorial focused 3.9m
circulation, 100m monthly UU, #1 or 2 rated network for all

TOI channels e%” ) Q‘J‘u
THE TIMES OF INDIA




» Hotstar — Coming 2018
* Hotstar is one of India’s most ﬁopular on-
demand viewing platforms with more than
50 million monthly users.
» Package offerings will include
 :30s non-skippable ads

* :15s bumper ads
» :15s static placements

* Thomas Cook India — Coming 2018

Travel Smooth






USA Discovery Program

- Award-winning travel agent training site where agents can get
accredited as USA Specialists

» More than 17,500 Travel Agents using the USA Discovery Program

- Based on learning about the USA
= Read Up, Take a Quiz, Earn a Badge!

 Currently in UK, Ireland, Australia, New Zealand, Brazil, China,
India, Mexico

« Coming in 2018 in S Korea, Germany and Canada

\ ‘
AmericanAirlines 'q_ BRITISH AIRWAYS ~*




Trade Show Calendar

 Annual Trade Shows with Brand USA Pavilion

* ITE (Hong Kong) June 15 - 18, 2017; June 14 — 17, 2018

« JATA (Tokyo) September 21 — 24, 2017

* [FTM (Paris) September 26 — 29, 2017

* TTG (Rimini) October 12 — 14, 2017

* |TB Asia (Singapore) October 25 — 27, 2017; October 17 — 19, 2018
« WTM (London) November 6 — 8, 2017

* IBTM World (Barcelona) November 28 — 30, 2017; November 27 — 29, 2018
* FITUR (Madrid) January 17 — 21, 2018

 |ITB (Berlin) March 7 — 11, 2018

« WTM LatAm (Sao Paulo) April 3 -5, 2018

« IMEX (Frankfurt) May 15— 17, 2018

CITM (Shanghai year only) October TBA, 2018

* Trade Shows supporting Visit USA Committees (No Brand USA Pavilion)

» Vakantiebeurs (Utrecht) January 10 — 14, 2018
* Reiselivsmessen January 12 — 14, 2018
« Matka (Helsinki) January 18 — 21, 2018

Discover America Denmark March 5, 2018



Sales Missions and B2Bs

Sales Missions and B2Bs

 Japan & South Korea: Tokyo, Osaka, Seoul July 10 — 14, 2017

* India: Mumbai, Delhi, Chennai September 10 — 15, 2017
» Southeast Asia: Hong Kong, Singapore, Taiwan Nov 27 — Dec 1, 2017
 Australia/NZ B2B: Sydney, February 2018

* China: March 2018

 Beijing, Shanghai, Guangzhou, Chengdu, Wuhan, Shenyang

* Brazil B2B: Sao Paulo, Rio de Janeiro, others, TBD

Sales Missions are opportunities for partners to travel together to another country for
the purpose of collectively promoting travel to their area. Sales missions may include
educational seminars for travel agents and tour operators and are usually multi-city.
Brand USA will coordinate B2B meetings, media opportunities, networking events and
travel from city to city. B2Bs are often a one day session.
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Affinity Programs

Y Expedia '.,g[)gm
O SOJERN tripadvisor

Engage Travelers

aEssen’ricilllyé:q

NORTH AMERLICAN TRAYEL & LIFESTYLE

Golfbreaks;

TRAVEIZOO




Sojern Ski & Golf Programs

» Leverage Sojern’s unique travel intent data set to identify travelers outside
of the USA planning International travel and with affinity to visit the USA

« Layer contextual 3" party data to identify ski & solf enthusiasts based on
previously booked ski and golf vacations, content sites visited, equipment
purchases, etc.

« Utilize Sojern PMP (Private Market Place) ski and golf publishers’
inventory for additional contextual relevance when activating digital media

« Reach active travelers in the process of planning international vacations,
engage them with a message on ski and golf destinations/promotions in
the USA and activate via digital media (display and pre-roll video)

* |dentify key time periods/seasonality as well as top 5-10 origination
markets based on historical data search events

* Increase brand awareness of USA ski and golf destinations

» Track conversions and visitation, length of stay, travel dates, search to
book to travel window

¢ SOJERN

Engage Travelers
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One Big Welcome!

VisitTheUSA.com



One Big Welcome!

The idea behind “One Big Welcome” is to extend a warm and authentic invitation

to visit the USA using real people to tell unscripted stories of their favorite places.




One Big Welcome!

Using a documentary approach, we’re creating welcome messages that feel

genuine and showcase the range of interconnected experiences in the USA.

VisitTheUSA.com



One Big Welcome!

Our goal is to collect video and audio messages from all 50 States, 5 Territories &

the District by June 30th so we can send “One Big Welcome!” to the world.

VisitTheUSA.com



One Big Welcome!

What kind of stories do we want to share?

Is it real, honest and unscripted? (We want it.)

Silly or quirky? (Yep, want that too.)

Family fun and adventure? (Of course!)

Full of pride and emotion. (Do you even have to ask?)

Something you wouldn’t find in a travel guide? (Now we’re talking!)
Does it make us want to get on a plane right this instant? (C’mon.)

Is it warm and welcoming? (That’s the whole idea.)

So, how can you participate?




One Big Welcome!

There are THREE ways you can capture footage and/or audio

*  With a film crew
*  With a smartphone (and ideally a plug-in microphone)

« Even if you don’t have recording equipment (via audio file or transcript)

Instructions are available on The Brand USA website, including uploading

information and the importance of getting releases from your interview subjects.

Submissions will be accepted until 11:59pm on Friday, June 30.




One Big Welcome!

Do:
* Use the provided survey questions
* Review best practices for capturing footage
« Available in our DAM starter kit

* Get a release on any place you show or talk about, any people
shown, and any third-party content. This includes b-roll footage,
photography, and music.

 And importantly, HAVE FUN!




Media Roundtables + Webinars

Upcoming Webinars
« June: New FY18 Co-op Program Recap
 July: Research & Market Trends

» August: How to Benefit from Brand USA's Digital Asset
Management System

« September: China Readiness

Media Roundtables

» Starting in 2018 Brand USA will host 2 media/advertising
roundtables and education sessions in country:

= |ndia
= China

»2 hour session at US-China Tourism Leadership summit with
key media from China



Providing Editorial Content

How To Provide Editorial Content?

e Participate in the partner thematic
content

e Send us images/video for our DAM
e Send story ideas or events

e Emaill
socialmedia@thebrandusa.com

Work with your Partner
Representative and/or Miles
Representative:

e Upgrade your city, state pages
e Partner with us on road trips



Media Valet Digital Asset Management System

» Organization by folders
 Consistent tagging system
* Permissions

» Speed

»
» Use digital asset management system: n Py . .
« Organize ‘ mediavalet
« Store
 Catalogue

 Track usage rights

* Collect visuals

» Share visuals

« Manage brand identity



Partner Reporting Portal

* http://thebrandusa.com/partner-reports/

 Contact a Brand USA Partner Development team member to sign
up for your password

ABOUT PARTNERS MEDIA & EVENTS RESEARCH & ANALYTICS  SPEAKERS BUREAU Q PARTNER LOGIN

Brand USA

PARTNER REPORTS PORTAL

‘ Email Address ‘

‘ Passwort d l
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WeChat Subscription vs. Service Account

WeChat

Who can apply

Subscription

Individuals and Organizations

Service

Organizations Only

Posting Content

1 message per day

4 messages per month

Display Position Subscription account folder Session list (active chats)
Basic Functions and Custom Yes Yes
Menu
Advanced Features Some All
WeChat Payment System No Yes
Direct Communication with Yes Yes

Followers

L ETRL L

\ -

Messages sent from subscription accounts
are sent to the subscription folder, making
messages less visible. Messages sent from
service accounts appear in active chats,
maximizing visibility.



WeChat and Weibo Social Media Management

With over 768 million daily active users, WeChat is the #1 social media platform in China. Registering an official WeChat account allows your destination to connect directly with
Chinese followers by sending text, images, audio, video, and links directly to their inboxes. Weibo, China’s version of Twitter, has over 132 million daily active users and is
China’s #1 microblogging site. A verified Weibo account will allow your destination to reach your core target audience by engaging directly with followers through short videos,
live streaming, photos, and exciting copy. Join GoOUSA and China’s largest independent digital agency in crafting compelling and exciting Weibo and WeChat content that sparks

conversations and drives travel to your destination!

Service Description Post Commitme One-Time WeChat Reporting Annual
Frequency nt Verified Account Microsite Verified
Fees Setup Account Fee
NEW
GoUSA Participate in an active, | Maximum of Minimum 3 | N/A N/A Quarterly | N/A 768,000 on Weibo
Social vibrant community of once a month | months +
Account pre- and post-travelers 129,000 on
per month | on the GoUSA branded WeChat.
(Value: WeChat and Weibo
$14,700) | page.
Owned Own your own WeChat | 4 Posts / Minimum 1 | WeChat: optional | Create a rich Quarterly | Yes 50,000*
Social and Weibo account, Month Year account media- *Estimate based
Weibo and | verified by your brand verification one- enabled on the average
WeChats | or qgstlnatlon! Aq .tlme fee (llncluded moblle partner's owned
per month | exciting opportunity to in total price). site .
. P social performance
(Value: grow your own Verification takes
$54,500) audience in a custom- 6-8 weeks.
branded WeChat
account. Weibo: optional

account
verification one-
time fee (included
in total price).
Verification takes
6-8 weeks.




WeChat and Weibo Social Media Management

Participate in video livestreaming your destination or brand with Weibo’s livestreaming partnership with Yizhibo. An effective tool in
acquiring new users and engaging existing audiences, get a 3x increase in engagement rate or more when a livestream is active.
1 Livestream constitutes 60 minutes on-location followed by 1 post on WeChat and 1 post on weibo before livestream active.

Custom Design GoUSA’s GoUSA'’s Localization Content Fun Activities Account Reporting Video Live
for Visuals WeChat Site Weibo Site of Social Screening for (mini-games, Support -Streaming
(Backgrounds/ Promotion Promotion Media Posts Chinese challenges,
Brand Images) to Simplified Sensitivities quizzes, etc.)
Chinese
GoUSA 1 featured 2 week-long N/A N/A Quarterly livestream on Weibo +
Social post/month: | background T&E
Account up to 4 skin (DMOs
(Addition keywords for | only) & 1 / /
al Option) the month
autorespons | slideshow
e function banners per
per 6 mos. 6 months: 4
posts/mon.
Owned Mentioned Reports and 1 time per month Quarterly 1 Livestream Per Year +
Social / as interactions T&E
(Addition determined | as
al Option) by GoUSA determined
by GoUSA




WeChat Verification

+ WeChat verification establishes legitimacy among the Chinese audiences, and reinforces the brand’s
trustworthiness

« Typically, brands must wait 10-12 weeks for verification; however, Hylink has the unique ability to work directly
with WeChat to verify accounts in just 6-8 weeks

* By becoming official Brand USA partners, cities, states and brands can receive expedited verification

Service Description One-Time Verified Account

WeChat Account Verification Verify your WeChat account in your own name, and legitimize WeChat:
your account among potential travelers. Verification takes 6-8 weeks.




WeChat Ads
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Fliggy- Brand USA Pavilion - Media Packages

Program Tier/Spend

Tier 1

Tier 2

Package Value

$1,171,428 USD

$702,857 USD

Package Description*

Pavilion/Virtual Booth

Individual destination/partner Pavilion

Fliggy PC

Fliggy home page widescreen banner 1, 2, 3, and 4 (4 days each)
Fliggy vacation page widescreen banner (4 days)

Fliggy destination page widescreen banner (20 days)

Fliggy APP

Fliggy APP opening screen (2 days)

APP push msg (11.1 million recipients)

Home screen widescreen banner 1, 2, 3,4, 5, 6, and 7 (3 days each)
Taobao APP Fliggy Page

Home screen widescreen banner 1, 2, 3,4, and 5 (3 days each)
Alipay APP Fliggy Page

Home screen widescreen banner 1, 2, 3,4, and 5 (3 days each)
Alibaba Network (Fliggy, Taobao, Alipay)

Fliggy FIT channel widescreen banner (4 days)

Fliggy destination channel widescreen banner (4 days)

Fliggy travel headline widescreen banner (4 days)

Fliggy APP search bar suggestion ad (4 days)

Fliggy APP suggested destinations (4 days)

Social Media

Fliggy Weibo account (12 days)

Alipay service window (2 days)

Alipay service window feed ad (4 days)

Fliggy Weitao account (8 days)

Fliggy WeChat account (5 days)

Creative

Weibo Blue V account reposts (7 Accounts)

Didi/Youku/UC forum/Miaopai/Yizhibo/Zhihu (2 platforms & 1 post each)

KOLs (4)
Rewards
Secret Journey flights + Hotels (7 winners/people)

TOTAL ESTIMATED IMPRESSIONS: 112,650,000

Pavilion/Virtual Booth

Individual destination/partner Pavilion

Fliggy PC

Fliggy home page widescreen banner 1, 2, 3, and 4 (2 days each)
Fliggy vacation page widescreen banner (2 days)

Fliggy destination page widescreen banner (13 days)

Fliggy APP

APP push msg (6.42 million recipients)

Home screen widescreen banner 1, 2, 3,4, 5, 6, and 7 (1 day each)
Taobao APP Fliggy Page

Home screen widescreen banner 1, 2, 3,4, and 5 (1 day each)
Alipay APP Fliggy Page

Home screen widescreen banner 1, 2, 3,4, and 5 (1 day each)
Alibaba Network (Fliggy, Taobao, Alipay)

Fliggy FIT channel widescreen banner (2 days)

Fliggy destination channel widescreen banner (2 days)

Fliggy trips channel widescreen banner (2 days)

Fliggy APP search bar suggest ad (2 days)

Fliggy APP suggested destinations (2 days)

Social Media

Fliggy Weibo account (6 days)

Alipay service window (2 days)

Alipay service window feed ad (3 days)

Fliggy WeChat pay account (4 days)

Fliggy WeChat account (3 days)

CREATIVE

Weibo Blue V account reposts (4 Accounts)

Didi/Youku/UC forum/Miaopai/Yizhibo (1 platforms & 1 post)
KOLs (2)

Rewards

Secret Journey fights + hotels (5 winners/people)

TOTAL ESTIMATED IMPRESSIONS: 67,590,000

Minimum Commitment

1 year

1 year




Fliggy- Brand USA Pavilion - Media Packages

Program Tier

Tier 3

Tier 4

Package Value

$468,571 USD

$234,285 USD

Package Description*

Fliggy PC

Fliggy home page widescreen banner 1, 2, 3, and 4 (1 day each)
Fliggy vacation page widescreen banner (1 day)

Fliggy destination page widescreen banner (9 days)

Fliggy APP

APP push msg (4.28 million recipients)

Home screen widescreen banner 1, 2, 3,4, 5, 6, and 7 (1 day each)
Taobao APP Fliggy Page

Home screen widescreen banner 1, 2, 3,4, and 5 (1 day each)
Alipay APP Fliggy Page

Home screen widescreen banner 1, 2, 3,4, and 5 (1 day each)
Alibaba Network (Fliggy, Taobao, Alipay)

Fliggy FIT channel widescreen banner (2 days)

Fliggy destination channel widescreen banner (2 days)

Fliggy trips channel widescreen banner (2 days)

Fliggy APP search bar suggest ad (2 days)

Fliggy APP suggested destinations (2 days)

Social Media

Fliggy Weibo (4 days)

Alipay service window feed ad (2 days)

Fliggy WeChat pay account (3 days)

Fliggy WeChat account (1 day)

Creative

Weibo Blue V account reposts (3 Accounts)

Didi/Youku/UC forum/Miaopai/Yizhibo (1 platforms & 1 post)
KOLs (2)

Rewards

Secret Journey flights + hotels (3 winners/people)

TOTAL ESTIMATED IMPRESSIONS: 45,060,000

Fliggy PC

Fliggy home page widescreen banner 1, 2, 3, and 4 (1 day each)
Fliggy vacation page widescreen banner (1 day)

Fliggy destination page widescreen banner (4 days)

Fliggy APP

APP push msg (2.14 million recipients)

Home screen widescreen banner 1, 2, 3,4, 5, 6, and 7 (0 days each)
Social Media

Fliggy Weibo (2 days)

Alipay service window feed ad (1 day)

Fliggy WeChat pay account (1 day)

Fliggy WeChat account (1 day)

CREATIVE

Weibo Blue V account reposts (2 Accounts)

Rewards

Secret Journey flights + hotels (1 winner/people)

TOTAL ESTIMATED IMPRESSIONS: 22,530,000

Minimum Commitment

1 year

1 year




Singles Day, which is equivalent to Black Friday in the US, is a nationally recognized day celebrating ecommerce! Last year, Fliggy hit
a new record for total sales on 11.11, reaching over $2.17 billion in revenue. In the first 90 seconds alone, the site received over 100
million bookings, and 50 sellers made over $10 million USD in just 1 day. Don’t miss out on this incredible opportunity to drive
bookings!

Singles Day in China was started by Alibaba and has had a meteoric rise in the country as a National Consumer Holiday with a week
leading up to 11.11 and followed by an additional week of sales and discounts.

2017 11.11 Single’s Day promotional thematics will only become available early September. All details below are known
resources and will be updated with 2017 thematics once available.

Program Tier Tier 1 Tier 2 Tier 3 Tier 4
Package Description* Creative participation of Pre-singles day promo Pre-singles day promo day | Highlighted Destination
2017 11.11 Fliggy period from 11.8-11.10 on 11.10 12.12

thematic promotion
Highlighted Destination on | Highlighted Destination on
Pre-singles day promo 11.11 and 12.12 12.12

period from 11.4-11.10
Post singles day promo Post-singles day promo
Highlighted Destination on | period from 11.12-11.14 day on 11.12

11.11 and 12.12
Tier 4 Package of Brand
Pre-singles day promo USA Pavilion ($50,000
period from 11.12-11.19 value)

Tier 3 Package of Brand
USA Pavilion ($100,000
value)

*Packages subject to change following further negotiations with Fliggy
**Tier 1 partners will have the opportunity to participate in Fliggy’s 11.11 and 12.12 mystery package. Fliggy users will enter into the mystery package lucky draw, and winners will be chosen from
various cities in China. Winners will head to the airport, and find out where they are going for the mystery trip.
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