Tourism Calgary
(‘ hings To Do Campaign

s .'JJ,. g

¥ _ tourism

- calgary




agenda

Tourism Calgary strategy
campaign overview

campaign strategy & structure
measuring success
budget

2020 campaign components

markets
timeline
content
media
creative

best practices
next steps

tourism

calgary



s i e
i et

[l

wr

»

4 TTITTIT]

ﬁ
)’ sl

5

A §
¥
g3
Sy
i tourism
A @ _t,ﬁ*’

-



2018-2020 strategic plan

increase
intentions to
visit

increase
collaboration,
advocacy and
alignment in
the industry

attract more
events and
people
throughout the
year

increase
experiences
and impact
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marketing overview

marketing objectives
* increase visitation to Calgary
e drive incremental spend

refining year
 final year of a 3-year strategy

« 2021-2023 Marketing Strategy, nested under new Destination Strategy to be
complete in 2020

« Travel Alberta funding instability
* new programs and partnership opportunities for 2021

tourism
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marketing objectives

KPI: Grow Intention to Visit Calgary by 3% by 2020
|

= __

What measures will demonstrate building
aw arenessidesire to visit?

Yhat measures will demonstrate reinforcing a decision to
visit?

YWhat measures will demonstrate supporting in-market
exploration?

YWhat measures will help demonstrate sharing positive
outcomes?

Proof that we are sharing our story to
our audience segments

Proof that we are increasing knowledge
and influencing bookings

Proof that we are
influencing exploration in market

Proof that we are increasing positive commentary
and sharing

website sessions
Earned Media reach

Social Media
engagement

digital connections
relevancy quality

* pages/session partner engagement
« economic influence « event attendance
PR attribution « experience/Media pass

- digital visitor inquiries distribution

 economic influencer

* marketing support
revenue

« sentiment
* positive reviews
* brand quality

* White Hat academy
participation

* hashtag use

* residence survey

tourism
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strategic purpose
key strategy

Leverage events and remarkable experiences to generate
incremental visitation & spend

who?
the regional market (AB, SK & BC) accounts for 55% of total visitor
spending (>$1B)

how?

position Calgary as a vibrant city, perfect for a weekend and short
getaway. Create urgency to visit now by anchoring with limited time
events and reaching critical mass to travel through a breadth of
experience, specal offers, and natural moments of travel (holidays and
long weekends).

tourism
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structure

destination component

(content and supporting media)

partner co-op component

(content/offers and supporting media)

tourism
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program components

Consideration/

Awareness

Advocacy

JELLTTE

—
destination layer

—

partner layer
calgary



destination content

destination components

awareness consideration/planning in-market Advocacy
* Hero Videos * Holiday Guides & Holiday * Photography * Local Characters Video
* Major Event Guides Micro Guides * Nightlife Series
* Partner Content * Major Event Guides * Culinary * Earned Media
* Life Moment Itineraries Partnerships
* Explainer Videos * Earned Influencers

* Concert Itineraries
e Seasonal Guide Videos
¢ What To Pack Videos

partner components

consideration/planning In-market

* Monthly Guides
* Curated Local Tips Content Guides
* Individual Articles/Partner Place Pages/Event Pages

tourism
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2019 interim TTD Campaign results....c...:mx

marketing measures

- 1,541,743 pageviews 30% conversion rate
’ +24:(y Yoy epartner: +84% YoY
¢ 0

brand: +9.3% YoY
e 1.611.071 sessions shift towards longer form editorial
 +150.7% YoY

« 356,694 referrals + engagements
+ -18% YoY

partnership in co-op programs

51 partners
— partners: +28% YoY

* new wave system
— partner investment +34%YoY

OOOOO

* Interim Campaign Results o



2019 supporting marketing KPIs

content consumption

* video minutes consumed: 1,948,000
« +18% YoY

* 3:43 Avg. Time on page
« +69% YoY

* social engagements: 1,484,358
o +27% YoY

calgary
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why co-op?

unification of one campaign, one voice, selling
one destination (hunting in a pack, partner
collaboration)

In-house & agency expertise (digitally led,
integrated approach, area experts)

market is primed

media buy savings

matching Tourism Calgary dollars

OOOOO



tentative budget

* Tourism Ca|gal’y - $1 75K Tentative Budget Breakdown

» Tourism Calgary .
matching funds - $200K 7%

« Partners — $200K*
 Quadrants — $120K*

Tourism Calgary
25%

« Total = $695,000 portners

Tourism Calgary
Matching Funds

*projected ing

**to be Supplementeq With @ Tourism Calgary B Tourism Calgary Matching Funds ~ EPartners B Quadrants
Travel Alberta if possible
(Q2)
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geo centric markets

* regional

* 75% of visitation

* 55% of spend
 qualified national &

International
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travel behavior

Canadian dollar

Lower ‘
Travel

Closer to home

& &
Rising J J
Gas prices and

travel costs

*Source: 2018 Canadian Travel Survey, InsightsWest
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markets

repeat visitors

regional, national &
international

7 M/year

travel motivators: top-
tier events, positive
past experiences,
things unavailable at
home, routine habits,
anchor celebrations

in-market

near-in regional visitors,
residents of Calgary

1.65M residents/near-in
7M/year

travel motivators: events,
attractions, all of the micro-
moments

relatives (VFR)

all markets

3,467,591 people

travel motivators: events,
culture, anchor
celebrations

OOOOO



market characteristics

EQs Targeted:
Free spirits, cultural explorers,
no-hassle travellers

Key Experiences:

Attractions, interesting events

and festivals, nightlife, culinary,
shopping, sports, neighbourhoods

Target Groups:
Families, couples,
young adults

Positioning Statement:
Calgary is the perfect
weekend getaway

tourism
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communication challenges

* motivational
— getting away from reason
» short overnight trips to escape daily routine

— going to reason

 regional destinations to see/do things not available at
home

« visit with people they are familiar with and where there
is a level of comfort (47% VFR)

e economic
* maintaining vibrancy perception

tourism
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barriers to visit Calgary

- m 2016 m2015

Already been to Calgary 47%

— Prefer other destinations

motivation Just not interested in Calgary’s activities/offerings
Not enough to do in Calgary

: Financial reasons
Cutting back on travel in next 12 months
accessibility — Poor weather/climate conditions in Calgary

Travel costs and expenses too high in Calgary

- Calgary is too far away/difficult to get to
Previous negative experience in Calgary

Not familiar with what there is to see/do in Calgary
Safety concerns for travelling to Calgary

Have not seen or heard Calgary promoted

Other

None of the above are a barrier

tourism

Source: Tourism Calgary Regional Visitor Satisfaction Research, 2016 calgary



regional visit

the urban weekend getaway

Arts and Festivals &
culture Events

Dining Attractions Shopping Sports Nightlife

vibrant city
A ——



By leveraging natural moments of travel
and showcasing the breadth of
experiences a traveller can have in
Calgary, we are going to inspire them
with the weekend escape they have been
looking for.

We will create urgency, by pairing these
experiences with limited time events and
offers to ensure they book their weekend
visit now.
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annual visitation
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129 W 2013
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 capture summer market share
 address industry needs period

* booking period calgary
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partner p

articipation oppor

A

Things To Do Campaig
Pariner Investment | April 2020 - March 2021

Partner Participation Opportunities
3 Levels of Investment

» All investment levels will receive matching funding
» All levels will be supported with a robust distribution schedule

« Inclusion in monthly listicle of your offer or general
description (listicle inchudes approx. 30 partners)

» 3-4 paid parmership spots ovailoble per guide
Limited spots ovailable, first come first serve

» Special graphic treatment for poid partmers

» Pooled Partnership Dollars Model

» Multiple participation wave opportunities
throughout the year

» Inclusion in 1 Curated Local Tips Content Guide
= 3 month in-market run time
» 4 guides in total to choose from
includes Summer, Fall, Winter, Spring
Limited spots awvoilable, first come first serve
» Pooled Partnership Dollars Model
» Multiple participation wave opportunities
throwghaout the year

» Custom media schedule created specifically
for your compaign chjectives in mind, with a
multi-medium approach (depending on
partner objective, aricle or offer featured) as
well as custom creative for your campaign

» Bonus inclusion in any menthly listicle
throughout the year

+ Scoloble bosed on budget

« 2 participation wave opportunities

“Contant Meda - Whan devaloping poid parinar condant, Tourism Calgary devalops articks,
wideos and shorias olignad io cur ovarall brand voim and campaign kay massogas. Tourism
Calgary cracias conbant for tha desfinafion’s fargat morkats, dasigning contant toancouraga
@ wistor to trowal fo Calgary or to add incemaniol axparincas o thair irig onca in tha
dasfingfion. To ensurm clignmant with Towrism Calgary’s woica and oudianca, conknt
devalopad for pariners in g poid copacity will hawa limied edifing possibiifies. Partnars will
moaiva confent befor it s published, and will hawe ona nound of revisions jo provida
feadbock arownd fachucl amrors or inoccurodas within o 72-hour imaframsa. Positioning,
diction, bonglify, ond styla is af tha discration of Tourism Calgary.

For Further Infermation Please Contact
Raj Aggarwal, Marketing Specialist | e. rajana@rourismealgary.com

calgary

Forms for chosen wave participation
can be submitied aarly.

opt-in deadline February 28, 2020

Tier 1 | April. May. June Monthly Guides

Tier 2 | April - June Local Tips Guide

Tier 3 | April 6, 2020 Earliest Compaign
In-Market Date

opt-in deadline May 11, 2020

Tier 1 | July, August, Seplember
Monthly Guides
Tier 2 | july — Sepiember Local Tips Guide
Tier 3 | |uly &, 2020 Earliest Campaign
In-Market Dase

opt-in deadline August 17, 2020

Tier 1 | October, November, December
Monthly Guides

Tier 2 | October — December Local Tips
Guide

Tier 3 | October 5th, 2020 Earliest
Caompaign In-Market Darte

opl-in deadline November 16, 2020

Tier 1 | january, February, March
Monthly Guides

Tier 2| Jan h, 2021
Local Tips Guide

Tier3 | Jonuary 4th, 2021 Earliest
Compaign In-Market Date

tunities

tourism

calgary



$1K partnership opportunity

 monthly listicle

inclusion in monthly listicle (3-4 featured paid partners among
~30 listings)

special graphic treatment

high viewability for your listing

digital mediums supporting content (can be scaled up on how

many partners participate or if incremental Travel Alberta
dollars become available)

 Facebook

* monthly guide supported by pooled partner investment +
matching dollars

in-market for 1 month with paid distribution

Partners are welcome to participate in this tier multiple times
throughout the year

group report provided on stats of guide (final)

calgary



$1K partnership opportuni

-~ w

CEMBER IN |

20+ Things to Do in December

share this page

Get warm, get cozy, and get into the holiday spirit with a festive collection of things to see and do in Calgary this December. From holiday markets and teddy bear
tosses to Santa selfies and ZOOLIGHTS, December is a great time to warm up in Calgary.

The Lion, the Witch and the Wardrobe

Alberta Theatre Projects presents The Lion, the Witch and the Wardrobe, a thrilling tale that
follows four children on an epic adventure to the magical land of Narnia. Directed by Darcy Evans
and adapted from the CS. Lewis classic, discover this heartwarming family holiday show from
November 19 — December 29, 2019, and get 20% off all Tuesday to Thursday performances at
checkout when you use promo code VISITCALGARY.

LEARN MORE

caigary



$5K partnership opportunity

« curated local tips content guide

— inclusion in one curated local tips content guide (4-5 featured
paid partners among ~5 listings)
* new content product

— digital mediums supporting content (can be scaled up on
how many partners participate or if incremental Travel
Alberta dollars become available)

 Facebook

* guide supported by pooled partner investment + matching
dollars

— in-market for 3 months with paid distribution

— Partners are welcome to participate in this tier multiple times
throughout the year

— group report provided on stats of guide (final)

OOOOO



user experience - $1/5K

Tourism Calgary Monthly
Guide/Curated Local
Tips Content Guide

Tourism Calgary Ad Partner Website

Tourism Calgary
Sponsored {demo) - &

Keep your summer rocking this July! From Calgary Stampede to music
festivals and fireworks, weekends have never been better.

theatre:

VISITCALGARY.COM
20+ fun things to do this July in Calgary Learn More
Check out our guide

Q0 364 34 Comments 206 Shares

o Like (J Comment 2> Share



$10K+ partnership opportunity

 custom schedule
— custom campaign recommendation

— featured offer on partner page or content piece
(hosted on visticalgary.com)

» scalable (can be increased above and beyond
10k), customized media schedule

— potential mediums include: display, social, third
party advertising platforms

— campaign supported by partner investment matching
dollars

— inclusion in a monthly guide (content and distribution)
— custom report provided (mid-season and final)

OOOOO



user experience - $10K+

Partner Ad Partner Content Partner Website

e\ ™ —
calgary = Menu

be part of the energy

SAVE 25% ATHERITAGE
PARK AND RIDE THE
PADDLEWHEELER.

o -

i

From trains to rides and candy, create
lasfing farnily mernories & have funl

¥ n - ==

5 Mgll;c Memories to
Create With Kids at
Heritage Park

itting on one of Calgary’s most beautiful outdoor spaces,

Heritage Park is @ must-see attractions for visitors to the city. A
local favourite, everyone who grew up in the area has fond
memories of visiting the Park, and for good reason.

As Canada's largest living history museum, Heritage Park has
some pretty cool things to see and do for visitors of all ages.
With over 180 attractions, Heritage Park lets you step backin
time and experience what life was like for Western Canadians
from the 1860s through to the 1950s.

As a living history museum, this place is more like a time
machine. From going on a real-life steam engine to checking
out what midway rides were like in the 1900s, Heritage Park is
an experience kids never forget, and a great way to spend the
day as a family.

Here are five things that are sure to create lifelong memories

for families at Heritage Park BUY AdmiSSion Now

. Purchase your Gasoline Alley museum admission
Trains online!




$10K+ partner specific content

Calgary Our City Things To Do Accommodations Deals

calgary

b part of thas s

. CALGARY’S
‘COLOURFUL.
EAST VILLAGE

JUNCTION

By Justine Celina Maguire
June a5th, 2018

Justine Celina Maguire is a Calgary-based entrepreneur, content
creator, and blogger. Justine runs the Canadian lifestyle blog
JustineCelina.com, where she's passionate about creating in every
area of her life and sharing it.

- By Justine Celina Maguire
What are you up to this weekend? If you're craving an inner city adventure, | highly recommend spending a few hours exploring Calgary’s colourful East Village
Junction— tucked away behind the iconic King Edward Hotelon the corner of 4th Street and 8th Ave SE. EV's liveliest lot showcases the vibrancy and charisma of June 15th, 2018
Calgary’s oldest neighbourhood in an innovative, market-like community space where 15 local businesses and artisans have utilized shipping containers to create
an entirely unique retail experience in Calgary’s core.

Discover all #avJunction has to offer during the summer months (in 2018, the Retail Park runs until September 3) — complete with unique wares for fashion, art,
vintage and home decor enthusiasts, food trucks, delicious vegan eats, bicycle rentals, live performances and yes... even fitness classes! There’s something for
everyone at Calgary’s East Village Junction Pop-up Retail Park — and today I'm sharing a handful of my favourite things to see, do, shop and eat! sntre prensur, con tent creatar. and b I-"j aer

Justine Celina Maguire is a Calgary-based

I've always joked that [ can shop anywhere. But my family and friends will tell you that really is true! While | have my favourite major retailers, as someone with
eclectic personal style, | also live for the hunt. You know, the thrill of finding that one-of-a-kind piece, or offbeat item? Whether it be for my wardrobe, home or
kitchen, | love to seek out the extraordinary. At East Village Junction, | did just that — and today, you're coming along!

lustine runs the Canadian lifestyle blog
JustineCelina.com, where she's passionate
about creating in every area of her lif

sharing it,

P

. F u
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$10K+ partner specific offer

= calgary

be part of the energy

Bobsleigh, tube pﬂ'l“i;h}?‘g, A

]

half-pipe, zipline, and Olympians
all in one location

Discount

RECEIVE 25% OFF WALK UP
ADMISSION - PLEASE QUOTE THE
CODE ON THE LANDING PAGE WHEN
BOOKING THE ACTIVITY TO RECEIVE
THE DISCOUNT

Leamn More O

Bobsleigh, tube park, skiing, a half-pipe, zipline, and Olympians all in one location

Discount

RECEIVE 25% OFF WALK UP ADMISSION - PLEASE QUOTE THE CODE ON THE LANDING PAGE WHEN BOOKING THE ACTIVITY TO RECEIVE THE DISCOUNT
Leam More

tourism

calgary
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Nenshi’s Magical Museum

Client:

Tourism Calgary

Campaign: 2020 TTD Parnters - Nenshi's Magical Museum

Timing:
Version:
Target:

- oo 00 calgary

Original; Oct 31, 2019

Primary: A20-55, Secondary: Families with Children be part of the energy

Campaign Budgets (Gross) Timing

Channel / Content [ . . _
Message Markets Targeting / Placement |Ad Format| Ad Weight |Start Date | End Date Partner TCAL Total Dec | Jan | Feb | Mar
Partner Offer
Display
GDN MNew Exhibit, |Calgary + 4 hour|Content Light |Families, museums, art,
25% off drive radius history Standard
- - 5,733 Clickg 1-Jan-20 | 29-Feb-20|| & 3,308| 5 3,308 5 6,615
coupon {exclude US) Remarketing - Website hanner
visitors.
Paid Social
Instagram New Exhibit |Calgary + 4 hour|Content Light |Families, museums, art, singl
ingle
drive radius history £
N N Image, 2,200 Clicks 1-lan-20 | 29-Feb-20|| & 3385| % 3385| % 6769
{exclude US) Remarketing - Wehsite )
Stories
Visitors
Facebook Mew Exhibit, |Calgary + 4 hour|Content Light |Families, museums, art,
25% off drive radius history Single
- - 4,300 Clickg 1-lan-20 | 29-Feb-20|| & 3308 | S 3,308| S 6,615
coupon {exclude US) Remarketing - Website Image
Visitors

4 10,000 $ 10,000 520,000 0%  49% 51%

Approved media budget: 10,000

custom schedule Variance: $10,000

a combination of awareness and engagement channels to meet
awareness and sales objectives, each with separate KPlIs

specific targeting to the partner’s target audience within tourism market

remarketing leveraged when possible

will be optimized over the course of the campaign, which may mean that
budget is shifted to performing channels

tourism

calgary



partner example

Studio Bell 2019

Budget

Timing

Objectives

Tactics

Results

Tier 3 partner

June 17 — Sept 13
November 15 — December 31

Increase awareness of the attraction and
increase ticket sales

Paid Social and Display used as hybrid
awareness/conversion channels to drive
visitation.

Targeted based on generic and specific music
interests based on exhibits (e.g. Geddy Lee,
Rush fans)

Creative and content learnings from Summer
campaign were applied to Winter campaign

Delivered 128% of planned clicks
Second flight allowed us to improve conversions
from the Geddy Lee execution

“backstage” at Studic Bell.

See rare instruments and memorabilia, or go °
Visit Calgary

19

tourism

calgary
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destination blocking chart

Timing

Content [ Primary Metric
Channel [/ Partner Place: i Ad Weight Mar r Jun Jul Se| Oct | Nov | Dec
! Message Market Offer |Torecting / Ad Format eight (Optimized Goals) Start Date| End Date Apr | May Aug p lan | Feb
Paid Search
Google Warious guides |Regional |Content Ge_nerlc TTD and Text 14,334 Clicks 1-Mar-30 | 28-Feb-21
guide related kwds Page Engagements
Local Content Ge_nerlc TTD and st 7,692 Clicks & External Referrals 1-Mar-30 | 28-Feh-a1
ide related kwds
Paid Social
Facel-:l-u-ukqsoclal Warious guides |Regional, |[Content Various \earious nfa n/a 1-Mar-30 | 28-Feh-a1
Trafficker) and events Local
Facebook Warious guides Regional Content Tr_avEl interest, look- Clickthrough rate
and events alikes
R_ernarketlng to page 24,000 Clicks Page Engagements 1-Mar-20 | 28-Feb-21
wisitors and ad
. & External Referrals
Engagers Single
Content D hics, look- |1
Local o -emnglap o mage Clickthrough rate -----------
alike
Remarketing to page 16,000 Clicks 1-Mar-20 | 28-Feb-21
wisitors and ad Page Engagements
& External Referrals
engagers
COnline Display
Google Displa Various guides |Regional |Content Travel, Calga
g PRy B A &y Clickthrough rate 22-Apr-19| 29-Feb-20
and events intenders Banners,
. ceting b Responsive | 5,100 Clicks Pane E "
emarketing to pa age Engagemen
. BTOPEE [ads e ENEAE 1-May-19 | 29-Feb-20
visitors & External Referrals
Ml ari id Regi I, |Content T | behavi d
Q rious guides CEIONEL, anten ravel behaviour an Banners TBD Imps |Clickthrough rate 1-Jul-20 |31-Aug-20
and events Local conteaxt
The Weather Metwork |Various guides |Regional |Content Cal and d Muobile
B eary W TBD Imps |Clickthrough rate 1-May-20 | 30-Jun-20
and events Dages banners
Trip Advisor Brand Regional |Content TEC Banners TBD Imps |Clickthrough rate
Partner Support
Facebook T1 Listicles Regional |Content Various ?lngle 4,000 Clicks |Clickthrough Rate 1-Mar-30 | 31-Mar-20
image

2% Raminnal £ 200% 1 aral fovclodes corinl Tenffirbor and Dartnee Sinnarth

Media schedules shown are for planning purposes only.
Schedules and media mix will be adjusted upon confirmation of creative.
Timing of specific channels TBD pending confirmation of assets.

Investment Totals:|

tourism
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channels

Things to Do Campaign

Marketing Channels

awareness consideration/planning in-market advocacy

* Facebook * Facebook * Facebook * Facebook
* Google Display ads

SEM (Paid Search Ads) * Google Display Ads

* MIQ

The Weather Network

* YouTube

tourism

calgary



key channels

GDN

* most efficient channel to drive mass impressions for
Awareness objectives (feeds the funnel for
retargeting)

» wide variety of targeting options are available to
serve messages to audiences as they are
researching Travel-related topics on the web; can
reach users that are not on social channels

OOOOO



key channels

paid search

highest cost-per-conversion in 2019 TTD program, and major
contributor to goal completions

directly reaches audiences with intent-based objective, leading to
over 60% conversion rate

Facebook

largest driver of conversions in 2019 with a cost per conversion of
$0.86, second only to Search

second top channel at driving impressions, making it a great hybrid
channel for the Awareness and the Consideration/Planning stages of
the purchase journey

fosters conversations with the audience to increase interest and
visitation through reactions and comments

audience and content learnings from 2019 can be applied

leverage lookalike audience of converters, website visitors and past
ad engagers

tourism

calgary



new targeting tactics

Q

standard display banners

reach regional markets using travel related Behavior and contextual
targeting

implementation of frequency capping to prioritize reach
received at discount

 the weather network

top Canadian app, with a history of solid performance against media
metrics

mobile banner impressions

placements on Calgary and regional city weather pages, targeting
regional market devices

implementation of frequency capping to prioritize reach
received at discount

tourism

calgary



new targeting tactics

The Weather Network — Creative Example

This Afternoon 12pm-6pm 0°C Tonight spm-6am -23°C
‘ Cloudy with a few flurries in the afternoon. ‘ Cloudy with a few flurries ending in the

POP 40%. Snow: <1 cm. evening, partly cloudy overnight. POP 40%.
Snow: <1 cm.

WALKING ON SURREAL FROZEN LAKE
THAT LOOKS LIKE GLASS IN ALBERTA

VIEW MORE DETAILS >

VIEW GALLERY UPLOAD VIDEO

Everyday =

Icy ‘crop circles'? Weird Antarctic penguin count What causes these Iow prices
rings form on world's has plummeted 77% weird river ice i 7 .

deepest lake pancakes? everyWh ere
we fly.

SEE MORE NEWS »

het £ Daye ¥*@oC WESTJET s

Terma and estrioiom agpy

Wed Thu Fri Sat Sun Mon Tue

02/12 02/13 02/14 02/15 02/16 0217 02/18

Sunny Mainly sunny | Cloudy with = A mix of sun Scattered A mix of sun | Mainly sunny YOUR PRIVACV @

sunny breaks | and clouds flurries and clouds MATTERS To US

8 bz ) G b e 8 S Know why and how we

{3 { gt ' {(¥ {

M A i e " gt 24 use location data
=19 | 8° 0 sam N - | -3

-26 -16 -6 -10 -6 il =7/

tourism
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new targeting tactics

e Destination Canada Facebook audience list

— in partnership through Travel Alberta and
Destination Canada Domestic Program

— audiences who have engaged with Destination
Canada on Facebook to provide high-intent
travellers

OOOOO






creative refresh

* roll-out of new brand
articulation for Tourism
Calgary — Eager to Share

» process (stakeholder
engagement, brand model
development and creative
testing)

* new branding applied to all
ads for 2020

tttttt
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People know Calgary, Alberta as a Western city with rural roots,
and a jumping off point for mountain adventure. But there’s a lot
more going on in Calgary than most would imagine. We’'re a place
on the fringe — familiar, but largely undiscovered. From our bustling
downtown to our character-filled neighbourhoods, along our winding
rivers and inside every welcoming venue, Calgary is full of secrets,
surprises, and stories — and we’re those experiences

with the world.



tourism
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display - static & mobile

Celebrate the holidays with a

country star and a full orchestra =,

= i o
o . calgg?; A Country Christmas learn more ':‘1'!4?:",';?#..

e o ol ey

Celebrate the holidays with a | : ("rsa
ntry star and a full orchestra —/™— calgary..

tourism

calgary



social - facebook

ull ROGERS & 11:54 AM F ¢ 60%|

09 Like O comment  (*) Send

Tourism Calgary
Spensored (demeo) - @

Start the new year with plenty of winter
activities in January, from Flames games and
skiing to arts festival and concerts.

Tourism Calgary

S8 b rane bass guvtars, curabed
lanuary G at Studio Bl

VISITCALGARY.COM

20+ ideas for January in | Learn More
Calgary —_—

D 236 19 Comments 42 Shares

j‘_‘l‘l Like (J comment &> Share

fr

Geddy Lee Exhibit at Studio Bell

- v’

tourism
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social - facebook

ull 5 (@=):

Q Search ® X

L}
ﬁ What's on your mind?

B¢ Live ‘4 Photo © Checkin

Soaring above
,‘i fﬁ the midway while
3 crowds cheer

c V(/J for riders on
b. q > bucking broncos.

lgar Get adventurous every July
hi Lot 99  the Calgary Stampede.

<

July 5-14 2020

visitcalgary.com

Stampede SUPERPASS

Learn More Learn More Learn More All 10 days! All 10 nights! $39 Learn More

Q0O% 162 86 Comments 24 Shares

() comment /> Share @~

tourism
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social - instagram

Explore

tourismcalgary
Sponsored

Book Early to Get Seats!
Dec 13-15, 20-24

Shop Now

Qv
345 likes

tourismcalgary Nothing captures the magic of the
holidays quite like @AlbertaBalletCanada'’s annual
production of The Nutcracker. Make it an early gift for
a friend or the whale family and treat yourselves to an
unforgettable experience in Calgary. Book early to get
the best possible seats. Matinee and evening
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Shows run November
28-December 28.

Get your tickets early!

‘Tis the season for Theatre Calgary’s
a festive favourite. new adaptation of
e A Christmas Carol. <L
calgary calgary
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be part of the encagy

share this page

As a living history museum, Herifage Parkis like a time machine. From riding an authentic steam train and sailing on a paddlewheeler to checking out what
midway rides were like in the 1900s, Heritage Park is an experience kids never forget, and a great way to spend the day as a family.

Here are five experiences that are sure to create lifelong memories for families at Heritage Park.
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7 INSPIRATIONAL LESSONS TO LOOK

NICK CAVE EXHIBI
GLENBOW ¥

Keep an eye out for these seven inspirational lessons as you explore the Nick Cave exhibit ciERDOW T Calge

7

share this page

Art imitating life best describes the work of contemporary artist Nick Cave. Born as one of seven in Missouri, Cave credits his creativity to his childhoed. From an
early age, he would manipulate the clothing passed down from his older brothers to give them new meaning. His passion for the arts led him to earn a Masters in
Fine Art and also training at the Alvin Ailey American Dance Theater. Cave’s work is the epitome of avant-garde. He incorporates dance, sculpture, fashion, and
video to convey his themes. His exhibits are thought provoking and a conversation starter for its audience.

Nick Cave: Feat. {pronounced feet) is the Glenbow’s latest exhibit. Short for featuring, he used 'Feat’ to acknowledge the hard work that goes into attaining success.
Those small moments before completion, not always celebrated. Cave sources his materials from abandoned goods he's collected from thrift stores, flea markets,
and garage sales. Referring to himself as a messenger, Nick thinks of his work as a means of connecting people. The exhibit brings awareness to social issues
stemming from current events. Feat is meant to inspire positive dialog that might elicit change. Here are seven inspirational lessons to look for as you explore the
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Show your sweetheart your romantic

side this Valentine's Day in Calgary .

R 50+ Valentine's Dayideas  Getthelist ealgar

Get the list calgary

el Ul gy

Valentine’s Day: Hopelessly devoted to your — | e\
sweetheart? Romance is around every corner. clist calgary
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7 amazing places to shop

d eat ind t Cal : .
ana ear in aownrown w.a gﬂrr pey nne -I:l1'¥, e |
discover now calgary world of food.

et o o W amergy

Treat yourself to a world
of food in one city.

discover now

CSla
discowar now l:algill' y‘
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Come for the big moment,
stay for awe-inspiring
discoveries.

Markets, music and millions
of stories in a building

. shaped like clouds.

calgary
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The discovery of a new species of dinosaur has been unearthed in the Test your courage on the glass floor at the Calgary Tower.
Canadian Badlands of Alberta. This new species, Thanatotheristes

degroctorum, is from the same ferocicus family of meat-eating
dingsaurs as the infamous T. rex!

Learn more about this historic discovery: http://bit.ly/20GUsLE

ONCE FOUND, THE DE GROOTS
SHARED THE FIND WITH THE
ROYAL TYRRELL MUSEUM

" b

“and explore 360° views

¥ ! [

Qo 191 46 Comments 80 Shares
Qo 12 23 Comments 46 Shares E& il D i /) Bhare ‘ i
o Like () comment &> Share [~ Most,Qelevant:z
e.* Write a comment... Q0 @&
Most Relevant = x 3
e.’ Write a comment... 2 0@z 0 Checker Cabs Thanks for always showing cur cabs, part of the
fabric of Calgary, in this video. Glad the tower is cpen for
@  Top Fan business - we missed it.
& : S : 2
Shima Raj Awesome finding. Have to check this out, "% Like - Reply - 17w O
Like - Reply - 10h
O Sarah J Fernweh Been tl;ere a couple of times through the yrs,
@ Anne Ereeman Been there it's a amazing place. @ love the Calgary tower &5 tourism

Like - Reply - h R @ calgary

View 8§ more comments View 27 more comments
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best practices

content - what works best?
* unique: not available in their home town
* new and upcoming: what’s changed
« compelling: interesting or fun
 storytelling: is there an interesting angle?
« events: highlight anchor event to drive urgency
* images: emotive, personal, bright

offers - overcoming urgency barrier
 offer based call to action (CTA) with high perceived value
 offers aligned with specific audience

user experience
« the partner landing page experience to:

be connected to offer

separate landing page

clear CTA (easy to book)

prices clearly outlined

aligned to Tourism Calgary look and feel
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“Attractions are a small percentage of what we do at
WinSport. Given this we need to find efficient ways
to target consumers for these products. We have
tried many avenues but our most effective
partnership to date is through the co-op marketing
program at Tourism Calgary. Having the credibility of
the destination marketing organization for the city
aligned with our offerings is extremely valuable”
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process

step 1:
join the campaign
Email form to Raj Aggarwal to
opt-in to the campaign (collect
assets and info)

step 2:

campaign development
1/5K partners: placement
confirmed
10K+ partners: media
recommendation, offer planning,
creative & content development

step 3:
ads in market
launch ads & optimize based
on performance

step 4:
reporting
Final campaign performance
reporting provided
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next steps

« submit opt-in form

* The earlier the better (to secure placements)
— business goals
— campaign objectives
— feature/offer/deal
— investment amount

— any preferred targeting notes (who you want to reach, when you want to be in market, what
platforms you'd be interested in, etc)

- additional items:
» Images/video
» landing page URL
» Taglines, any specific or pertinent information to highlight, etc
* Any promotional deal items

please email Raj Aggarwal at rajana@tourismcalgary.com to join the program or for
more information!
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2020 opt-in deadlines

2020 deadlines:

« Wave 1 opt-in deadline: February 28, 2020
« Tier 1 —April, May, June Monthly Guides
« Tier 2 — April — June Local Tips Guide
« Tier 3 — April 6, 2020 Earliest Campaign In-Market Date

« Wave 2 opt-in deadline: May 11, 2020
« Tier 1 — July, August, September Monthly Guides
» Tier 2 — July — September Local Tips Guide
« Tier 3 —July 6, 2020 Earliest Campaign In-Market Date

you're encouraged to submit forms in advance of
selected wave (secure placement, additional time for
planning)
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2020 opt-in deadlines

2020 deadlines:

« Wave 3 opt-in deadline: August 17, 2020
* Tier 1 — October, November, December Monthly Guides
» Tier 2 — October — December Local Tips Guide
» Tier 3 — October 5, 2020 Earliest Campaign In-Market Date

 Wave 4 opt-in deadline: November 16, 2020
« Tier 1 — January February, March 2021 Monthly Guides
« Tier 2 — January — March 2021 Local Tips Guide
« Tier 3 —January 4, 2021 Earliest Campaign In-Market Date

you're encouraged to submit forms in advance of
selected wave (secure placement, additional time for
planning)
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create compelling offers and tell
inspiring stories to capture the traveller’s

imagination, and generate excitement to
come to Calgary for a weekend.
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