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VLM MACRO VIEW




WELCOME SERIES

Confirmed Subscription

GOAL: Welcome new
subscribers immediately.

CTA: Showcase our
best content and get a
click.

GOAL: Create
awareness for all 3
newsletters.

CTA: Subscribe to each
of our newsletters.

GOAL: Encourage
guide orders.

CTA: Order one of our

amazing visitor guides.

GOAL: Gather travel
dates from our
subscribers

CTA: Take our "What
Oregon Road Trip are
You" quiz.






NURTURE STREAM

INSPIRATION
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GOAL: Get people to
beook a trip.

Showcase Beginner's
Guide to Oregon

Highlight unique
lodging experiences

Promote Welcome
Center/Ask Oregon
trip planning resources

Encourage
subscribers to
provide travel dates

Get people back to planning
phase after TO.com visit

BOOKING

GOAL: Maximize
economic impact of a
booked trip.

CTA: Encourage people
to book/purchase
activities.

-7

TRAVELING _.,

GOAL: Build
excitement and
encourage responsible
travel behavior.

CTA: Provide people
with resources to
travel responsibly and
check out our Travel
Alerts prior to
departure.

GOAL: Provide
opportunity for
positive feedback
and conversation
during the post-trip
nglowu.

CTA: Encourage
subscribers to relive
their trip and re-
engage with Oregon.

GOAL: Get people
back to
Traveloregon.com to
plan another trip.

CTA: Highlight some
of our top content to
spark interestina
repeat Oregon trip.
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NURTURE STREAM

INSPIRATION

Get people back to planning
phase after TO.com visit

| |
| |
o BOOKING _ I TRAVELING 7 POST-TRIP ey @
| |
GOAL: Get people to | GOAL: Maximize l GOAL: Build GOAL: Provide GOAL: Get people
beook a trip. | economic impact of a | excitement and opportunity for back to
I booked trip. I encourage responsible positive feedback Traveloregon.com to
) . | travel behavior. and conversation plan another trip.
1 ’@4 Showcase Beginner's | during the post-trip
£ N Guide to Oregon | | “glow™.
| |
@ Highlight unique | | i
2 ’A‘. lodging experiences | CTA: Encourage people | CTA: Provide people CTA: Encourage CTA: Highlight some
| to t?o.ol.(fpurchase [ with resources' to subscribers to relive of our top content to
activities. travel responsibly and their trip and re- spark interest in a
@ Promote Welcome | | check out our Travel engage with Oregon. repeat Oregon trip.
3 B ~ 4 Center/Ask Oregon | I Alerts prior to
trip planning resourcesl | departure.
| |
@ Encourage
4 M subscribers to l I
provide travel dates | |
| |

..
|
I
I
|
I
I
|
I
|
I
—



NURTURE STREAM

INSPIRATION

Get people back to planning
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GOAL: Get people
back to
Traveloregon.com to
plan another trip.

CTA: Highlight some
of our top content to
spark interestina
repeat Oregon trip.
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Promote Welcome
Center/Ask Oregon
trip planning resources

Encourage
subscribers to
provide travel dates

travel responsibly and
check out our Travel
Alerts prior to
departure.

their trip and re-
engage with Oregon.

spark interestina
repeat Oregon trip.
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TRAVELING _.,

GOAL: Build
excitement and
encourage responsible
travel behavior.

CTA: Provide people
with resources to
travel responsibly and
check out our Travel
Alerts prior to
departure.

POST-TRIP

GOAL: Provide
opportunity for
positive feedback
and conversation
during the post-trip
nglowu.

CTA: Encourage
subscribers to relive
their trip and re-
engage with Oregon.
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GOAL: Get people
back to
Traveloregon.com to
plan another trip.

CTA: Highlight some
of our top content to
spark interestina
repeat Oregon trip.



NURTURE STREAM
EXAMPLES
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. ;:E:Eh Places to Go Things to De Plan Your Trip

TRAVEL OREGON

Hi Ariana,

The best way to travel like a pro is to get tips from locals. Check out our
frequently asked questions about traveling in Oregon and feel free to ask
your own. For the record, yes, you can swim in Crater Lake, but we have

tips on where and how vou can do it safely.

BROWSE ASK OREGON Q&AS
» What are the top 10 things to do on the Oregon Coast?

» Is it true Oregon is pet-friendly? Can I hike in most state and local

parks with my dog?

= What are the most photo-worthy bridges and waterfalls in Oregon?



NURTURE STREAM EMAIL

EXAMPLES

- Eﬁéggh Places to Go Things to Do Plan Your Trip

TRAVEL OREGO

WHAT DO YOU PACK FOR OREGON?

So you've booked the trip, now how do you pack for your trip to Oregon?
Here’s a handy guide to bringing the essentials in every seasons.

SEE PACKING GUIDE >>
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HIGH-LEVEL NURTURE STREAM STATS

Email subscriber survey that each
completed trip generates a median

spend of $90° per trip.

We've already generated completed
trips through the nurture stream this fiscal

Email nurture stream has already brought

in $2.8 Million in total measurable
economic impact FYTD



VLM EMAIL STATS

Nurture stream emails provide a 200%

lift in engagement over our monthly emadail
newsletters

12% decreasein 33% increasein 22%% increase in
bounce rate pages per session  session duration



VLM POWERED ADS
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CONTENT AI TOOL

YOU MIGHT LIKE THESE TRIP IDEAS

Luxury Getaways in the Dog Friendly Weekend at Beginners Guide to
Willamette Valley the Oregon Coast Mushroom Feraging in
Oregon
Whether yvou've got some extra Every pet owner knows that one of Oregon's food scene is known for its
money socked away or have o special the greatest joys of inviting an creative meals made from high-
occasion approaching, there's never animal into your life is introducing quality ingredients sourced from
a bad reason to treot vourself to a these furry fomily members to new local maokers and growers. Some of
little bit of luxury. things. those ingredients are hand-foraged

— and that includes mushrooms.



VLM DASHBOARD

VLM NURTURE STREAM PERFORMANCE

TRAVEL
OREGON

[
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POST LAUNCH
OPTIMIZATIONS

 3'Y Planning Email Revamp
* Post-trip Revamp

 Why Guides Content Swap



WHAT'S NEXT

* Feed the Beast - drive more leads
 Focus on utilizing interests/activities data
* Ability to edit booking dates (trip detadails)

- VLM flow updates for second trip



RECENT WINS



NATIONAL COUNCIL OF
BRIE TOURISM DIRE TS

'MERCURY AWARDS




Announcing the finalists.

Adobe Experience Maker Awards
2023
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