
 

Regular Meeting 
Moab Tourism Advisory Board 

Grand County Commission Chambers 125 East Center 
Street, Moab, Utah 

 

 
3:00 PM  

AGENDA 
January 12, 2026  

Zoom And Youtube Meeting Information 

   

Join Zoom Meeting: 
Https://Us02web.Zoom.Us/J/84013922560?Pwd=Qbxjbarkaa0wjttygndb9won3nd7j4.1 
 
Meeting ID: 840 1392 2560 
Passcode: 135246  
  

Call To Order 

Opening Items  
 

Workshop 
Adjourn 

  

NOTICE OF SPECIAL ACCOMMODATION DURING PUBLIC MEETINGS. In compliance with the Americans with 
Disabilities Act, individuals with special needs requests wishing to attend Grand County Commission 
meetings/hearings and other Grand County Boards, Commissions, or Committees are encouraged to contact the 
County two (2) business days in advance of these events. Specific accommodations necessary to allow participation 
of disabled persons will be provided to the maximum extent possible. T.D.D. (Telecommunication Device for the 
Deaf) calls can be answered at:(435) 259-1346. Individuals with speech and/or hearing impairments may also call 
the Relay Utah by dialing 711. Spanish Relay Utah: 1 (888) 346-3162  
It is hereby the policy of Grand County that elected and appointed representatives, staff and members of 
the Grand County Commission meetings/hearings and other Grand County Boards, Commissions, or Committees 
may participate in meetings through electronic means. Any form of telecommunication may be used, as long as it 
allows for real time interaction in the way of discussions,questions and answers, and voting.  
At the Grand County Commission meetings/hearings and other Grand County Boards, Commissions, or 
Committees any citizen, property owner, or public official may be heard on any agenda subject. The number of 
persons heard and the time allowed for each individual maybe limited at the sole discretion of the Chair. On 
matters set for public hearings there is a three-minute time limit per person to allow maximum public 
participation. Upon being recognized by the Chair, please advance to the microphone, state your full name and 
address, whom you represent, and the subject matter. No person shall interrupt legislative proceedings.  
Requests for inclusion on an agenda and supporting documentation must be received by 5:00 PM on the Tuesday 
prior to a regular Commission Meeting and forty-eight (48) hours prior to any Special Commission Meeting. 
Information relative to these meetings/hearings may be obtained at the GrandCounty Commission’s Office,125 
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East Center Street, Moab, Utah; (435)259-1346. 
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JANUARY 2026

DISCOVER MOAB
2025 MEDIA

1

Performance Insights and Key Learnings
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Upcoming 2026 

DISCOVER MOAB DESTINATION 
DOWNLOAD

Media and  Creative 
➔ Continue to evolve full-funnel strategy balancing 

Discovery, Trust, and Visit/Convert tactics
➔ Shift towards more flexible, event-driven and 

seasonally aligned media to support visitation
➔ Co-Ops partnerships will play a larger role as ROI 

drivers
➔ Building stronger emotional connection 

designed to inspire longer stays, higher spend, 
and repeat visitation

Brand Launch
➔ Launching Brand
➔ Collaboration with Brand Partner
➔ Elevating visual and narrative consistency across 

all channels

Media and  Creative 
➔ Full-funnel media approach connecting Discovery, 

Trust and Convert
➔ Strong year over Year growth in emerging 

markets (Texas)
➔ High performance from high-intent and video-led 

channels, including Search, Performance Max, 
Meta and Programmatic

➔ Media investments delivered strong ROI, with 
lower-funnel channels (Expedia, Hopper, Epsilon) 
driving measurable impact

Website User Experience 
➔ Paid traffic showed strong engagement, 

including increased time on site and new active 
users

➔ Added Chatbox to the website to help identify 
content users are looking /searching for.

Success from 2025
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SECONDARY GOALS

GOALS

22+

# OF ADS DEVELOPED

160+

PRIMARY GOALS MEASUREMENT 

➔ Increase length of stay and 
position Moab as a compelling 
year-round destination, not just a 
seasonal/day  trip

➔ Support visitation and lodging 
demand during peak and shoulder 
seasons to smooth demand and 
maximize economic impact

➔ Drive high-intent traffic to 
DiscoverMoab.com

➔ Encourage repeat visitation 
through deeper trip-planning 
tools, itineraries, and content that 
supports longer stays and return 
trips

➔ Expand reach in priority 
feeder and fly markets to 
grow demand beyond core 
drive markets

➔ Increase engagement among 
priority audiences, including 
Family Travelers, Nature 
Lovers, and Retired Travelers

➔ Strengthen international 
demand in priority European 
markets (France, Germany, 
Italy)

➔ ROI / ROAS, including revenue, 
visitation, and economic impact 
where measurable

➔ Engagement and CTR 
benchmarks by channel, 
evaluated by funnel role 
(Discovery vs. Visit/Convert)

➔ Qualified website traffic, 
including time on site, pages 
viewed, and planning behavior

➔ Growth of first-party audiences, 
including email subscribers and 
guide downloads, to support 
long-term efficiency and 
remarketing
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SNAPSHOT
$1.799M  
Est. Total Spend

175M+  
Total Impressions

1.2M+ 
Total Clicks 

1M+ Active Users
Paid Website Traffic

30K+
Est. Room Nights

1m 27s
Avg. Session Duration (Paid Media)

22+

# OF ADS DEVELOPED

160+30+  
Media Channels

515  
Ads, Advertorials Created
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PAID MEDIA 
OVERVIEW

22+

# OF ADS DEVELOPED

160+

In June 2025, Madden Media stepped in and quickly launched a full-funnel media strategy. Within weeks, Moab was showing 
up everywhere travelers plan and dream — across digital, social, programmatic, travel platforms, and branded content — 
keeping demand strong throughout the season.

Highlights

➔ Search Media 
◆ Google SEM and Performance Max connected Moab with high-intent travelers actively searching for outdoor, 

adventure, and national park experiences
◆ Delivered strong CTRs and efficient traffic

➔ Social & Video
◆ Meta (Facebook and Instagram), YouTube, Pinterest, and CTV drove scale and strong engagement
◆ Video delivered strong view-through rates and meaningful engagement lifts

➔ Programmatic
◆ Platforms including Azira, Tiki, and Epsilon ensured Moab appeared in key planning environments
◆ Drove both awareness and measurable visitation impact

➔ Branded Content 
◆ Custom storytelling through Outside, AllGear, and international publishers
◆ Extended Moab’s brand narrative beyond traditional ads and increased time on site

➔ Additional Partnerships 
◆ Airline collaborations with Contour and DOOH placements through Wilkins and America Unlimited

Page 7 of 73



TOP PERFORMERS # OF ADS DEVELOPED

Top Guide Downloads
(Event Count -Travel Guide)

1. Google Pmax
2,023 travel 
guides

2. Meta
874 travel guides

3. Tripadvisor
26 travel guides

Top Awareness Driver
(Total Impressions)

1. Outside
43.2M Imp

2. Meta
33.8M Imp

3. Azira
23M Imp

Top ROAS
(Vendor Reported ROAS*)

1. Tripadvisor
92.91 ROAS

2. Expedia
66.3:1 ROAS

3. Sojern
6.9:1 ROAS

1. Meta 
335K Sessions

2. Google
241K Session

3. Azira 
51K Sessions

Top Traffic Driver
(Website Sessions)
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1,755,655
Impressions

23,709
Clicks

31,933
Engagements

12,887
Leads 

$1.55
Cost Per Lead

-
Leads captured 
planner guide 

requests, 
supporting 
mid-funnel 
planning!

Meta 
Remarketing

Meta 
ProspectingGoogle Video PMAXSearch

10,918,271
Impressions

127,569
Clicks

1.17%
CTR

146,527
Post 

Engagements

4,631,291
Impressions

5,674
Clicks

0.12%
CTR

3,142,815
Views

67.86%
VVR

–

We normally 
see a .02-.05% 
click thru-rate 

with other 
destinations

1,194,668
Impressions

109,176
Clicks

9.14%
CTR

–
We are seeing 
strong website 

engagement with 
over 3 minutes 

on site

1,241,148
Impressions

59,248
Clicks

4.77%
CTR

1,973,900
Impressions

45,318
Clicks

2.30%
CTR

50,698
Post 

Engagements

Total Impressions

2,622,607
Total Clicks

37,924
Average CTR

1.45%

Meta Lead Gen Meta Video

2,708,004
Impressions

99,981
Clicks

3.69%
CTR

1,532,923
Post 

Engagements

2025 MEDIA SNAPSHOT

Total Impressions

140,758,87
5

Total Clicks

993,249

CTR

0.71%

CTR Benchmark: 9.85% CTR Benchmark: 2.15% VVR  Benchmark: 44.58% CTR Benchmark: 1.86% CTR Benchmark: 2.03% CTR Benchmark: 1.64%CPL  Benchmark: $2.75
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Expedia

4,865,279
Impressions

3,647
Clicks

26,569
Room Nights

66.3
ROAS

2025 MEDIA SNAPSHOT
Priceline

3,095,055
Impressions

1,763
Clicks

1,540
Room Nights

5.56
ROAS

TripAdvisor

13,067,055
Impressions

271,488
Clicks

46,652
Social Engagements

2.08%
CTR

92.91
ROAS

8,859,362
Impressions

7,359
Clicks

1,155
Room Nights

6.89
ROAS

Sojern

4,333,433
Impressions

4,057
Clicks

0.09%
CTR

725,927
Video Completes

73%
VCR

EpsilonHopper

1,495,568
Impressions

19,721
Clicks

4.5
ROAS

1,203
Room Nights

$224,000
Hotel Revenue

Adtheorent

CTR Avg: 0.17%

Metrics reflect each partner’s role in the funnel; detailed performance and optimization insights are included in individual 
channel slides.

All metrics reflect each partner’s role in the convert/visit funnel; detailed performance and optimization insights are 
included in individual channel slides.
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Wilkins
Digital OOHAzira CTVAzira

4.5M
Impressions

–

We are seeing a 
low CPM at 

$4.44. (Airports’ 
normal CPM is 

around $25)

Targeting 
included: 
SLC and

Grand Junction

23,391,482
Impressions

101,373
Clicks

0.43%
CTR

3,471
Exposed Visitors

–

people who saw 
an ad and later 
visited a POI

2025 MEDIA SNAPSHOT

1,536,656
Impressions

99.08%
VTR

America 
Unlimited (DOOH)

Easter Jeep 
Safari

Wilkins (DOOH)

UOT Global 
Markets

Guest GuideOutsideAllGear

2,308,981
Impressions

7,992
Clicks

1,874
Content Views

Over 1 minute on 
on Content

     Website Metrics

2,293
New Users

2:02
Avg Time on Site

43,238,326
Impressions

9,324
Clicks

22,172
Content Page 

Views

4.53M Views 
(Road Less Eaten)

0:33
Engaged TOP

Pinterest

1,869,324
Impressions

10,457
Clicks

0.56%
CTR

Tiki

737,808
Impressions

66,200
Clicks

8.97%
CTR

Adtheorent 
High Impact

7,537,609
Impressions

22,193
Banner 

Engagements

0.57%
Banner ER

261
Modal 

Engagements

39.13%
Modal ER

CTR Benchmark: 0.65% CTR Benchmark: 6-7%CTR Benchmark: 0.51%
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DISCOVER MOAB | GOOGLE

SEM, Performance Max, and Video garnered 7.1M IMPRESSIONS and over 174K CLICKS

We are seeing that travel intent is experience-led, 
with National Parks and Attractions driving the 
strongest engagement.
➔ National Parks (10.50% CTR) followed by 

Attractions (9.41%)

Performance Max was a key driver of Planner 
Guide downloads, supporting mid-funnel planning 
and conversion behavior.

Audience 
➔ Retired Travelers drove the most traffic
➔ Family Traveler were the most engaged, 

with the highest CTR at 11.44%

The Google video campaign delivered 4.6M 
impressions, with over 3.1M viewers watching at 
least 10 seconds of the ad.

Geos: Denver, Salt Lake, St. George, 
Grand Junction, Phoenix, New York, 
Texas, Arizona, Chicago, Los Angeles, 
San Francisco, Philadelphia, DC, 
Dallas-Fort Worth | Demos: Nature 
Lover, Family Traveler, Retired Traveler, 
Outdoor Adventure
KPIs: Clicks, Impressions, CTR, Views, 
VVR

GOAL: Use SEM and Performance Max to meet travelers at key search moments and drive planner guide downloads, supported by YouTube video to 
reinforce destination storytelling and move users toward conversion.

SEM

National Parks
Impressions: 311,461

Clicks: 37,030
CTR: 11.89%

“Off Season” Winter Nature 
Lovers | 15 Sec

Impressions: 490,160
Clicks: 691

Views: 344,301
CTR: 0.14%

Family Travelers
Impressions: 12,705

Clicks: 1,601
CTR: 12.52%

YOUTUBE
PERFORMANCE MAX

Outcome: Google effectively captured high-intent demand and supported Discovery and Trust, driving qualified traffic, planner guide downloads, and 
strong engagement across search and video placements that helped move users toward conversion. Page 12 of 73



DISCOVER MOAB | META

Meta drove 17.4M IMPRESSIONS and 297K CLICKS  cross Meta and Reached 10.6M+ 
Users

Meta was the leading driver of our website traffic, 
generating over 234K  users.
➔ We had over 1.7M+ engagements, with 1,097 

shares expanding reach beyond paid media.

We had 12,887 leads with an average cost per lead of 
$1.55! (Other Destinations are seeing $2.75 Avg. per lead)
➔ 78% of all leads came from adults 55+, signaling 

an opportunity to prioritize curated content 
geared towards mature travelers.

➔ Top markets for the lead ad campaign were LA 
(1633), Phoenix (1295), and Dallas (1199)

Key Insights: Meta video creative drove higher 
engagement than static imagery, delivering 2X higher 
CTR. 

Moving forward, prioritizing video creative when 
available

Highest CTR and strongest 
engagement: 

Nature Lover “Enter Dark Sky 
Paradise” 30-second video
➔ Impressions: 

1,711,524 
➔ Clicks: 93,929
➔ CTR: 5.49%
➔ Engagements: 663,014
➔ Post Shares: 288

GOAL: Drive awareness and high-intent planning behavior through aspirational visual storytelling that reaches lifestyle-driven audiences and inspires 
guide downloads.

Most Leads: 
“Discover Moab Like a Local” 
➔ Impressions: 

1,116,061 
➔ Clicks: 13,161
➔ Leads: 7,170

Geos: Denver, Salt Lake, St. George, Grand Junction, 
Phoenix, New York, Texas, Arizona, Chicago, Los Angeles, 
San Francisco, Philadelphia, DC, Dallas-Fort Worth | Demos: 
Nature Lover, Family Traveler, Retired Traveler, Outdoor 
Adventure

Outcome: Meta helped drive broad reach, strong engagement, and efficient leads, especially among travelers aged 55+, while supporting awareness and 
planning actions throughout the funnel.
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DISCOVER MOAB | AZIRA

Azira ads achieved over 24.9M IMPRESSIONS and 101K CLICKS

Tactic Breakdown
➔ Programmatic prospecting drove scale, delivering 22.4M impressions and 

serving as the primary awareness driver across key DMAs.
◆ Prospecting Banners: 98,747 clicks resulting in a 0.44% CTR

➔ Remarketing supported mid-funnel consideration, reinforcing Moab’s 
experiences among previously engaged users.
◆ Remarketing Banners: 966K impressions, 2,626 clicks, 0.27% CTR

➔ CTV delivered strong storytelling impact, with a 99% view rate, indicating high 
engagement and message retention.

We continue to see Nature Lovers audience performed the strongest (0.47% CTR), 
followed by Retired Travelers (0.43% CTR)

Top DMAs
➔ Dallas
➔ Denver
➔ Phoenix
➔ Salt Lake City

Attribution
➔ 3,471 Exposed Visitors: Unique people who saw an ad and later visited a POI
➔ 17,982 Exposed Visits: Total number of visits made by those exposed individuals

GOAL: Drive upper- to mid-funnel awareness and consideration through programmatic display and CTV, reinforcing destination storytelling and 
supporting downstream planning behavior across channels.

Geos: Denver, Salt Lake, St. George, Grand Junction, 
Phoenix, New York, Texas, Arizona, Chicago, Los 
Angeles, San Francisco, Philadelphia, DC, Dallas-Fort 
Worth | Demos: Nature Lover, Family Traveler, Retired 
Traveler, Outdoor Adventure
KPIs: Clicks, Impressions, CTR, VTR

Outcome: Azira supported Discovery and Trust by delivering targeted reach and high-impact storytelling across platforms, reinforcing destination 
awareness and consideration that helped prime users for planning and conversion in downstream channels. Page 14 of 73



DISCOVER MOAB | TIKI

Tiki Drove High-Intent Engagement and planning insights across the travel funnel

Tactic Breakdown
➔ Lightbox: 345K impressions and 29K clicks resulting in a CTR of 8.53%
➔ Envoy: 392K impressions and 36.7K clicks resulting in a strong CTR of 9.36%

737K total impressions and 66.2K clicks, delivering an 8.97% blended CTR, well above Tiki’s 
6% benchmark.

➔ 1,253 total traveler queries were submitted through the Moab Envoy chat 
experience.
◆ Bubbles drove 92% of all engagement, indicating strong interest in guided 

discovery and curated planning prompts.
● Analysis of open-ended traveler questions revealed three dominant 

themes: Stay and Trip Planning, Local Experiences and Outdoor 
Adventures 

Optimization: Rearranged order of bubbles to feature Places to Stay and Three Day Itinerary 
to push accommodation interests and itinerary content

GOAL: Engage high-intent travel intenders during the research and planning phase, using interactive content and conversational AI to influence trip 
decisions and support downstream booking behavior.

Outcome: Tiki helped build Discovery and Trust by engaging travelers through interactive planning experiences, revealing what users are actively planning 
and helping inform content and conversion strategies across lower-funnel channels. Page 15 of 73



DISCOVER MOAB | OUTSIDE

Outside Built Awareness  and Trust  through Video Content and branded content 
storytellingGOAL: Drive upper-funnel awareness and deepen destination credibility by placing Discover Moab within trusted outdoor editorial, branded content, and 
owned media channels.

Top Email “The Road Less Eaten”

10.2% Open Rate 

(8.7% benchmark)

Run of site ads saw strongest engagement despite broad reach

Road Less Eaten
➔ We had over 38M impressions, making Road Less Eaten a primary awareness driver within the 

Outside partnership.
➔ Editorial placements drove high-quality site visits, with users spending more than 5 minutes on site, 

well above site benchmarks.
➔ Content context reinforced Moab’s credibility among outdoor-focused audiences by aligning the 

destination with exploration, authenticity, and adventure.

Branded Content
➔ 4.9M impressions and 7,462 clicks, indicating stronger engagement despite lower overall reach.
➔ Branded placements drove meaningful interaction with Moab content and supported deeper 

exploration of experiences.

Outside further amplified both campaigns through its owned channels:

Email: 204K opens and 1,777 clicks
➔ Top email “The Road Less Eaten” achieved a 10.2% open rate, exceeding the 8.7% benchmark.

Social: 658K impressions, 91,779 video views, and 6,184 engagements

OUTSIDE 
achieved over 
43.2M 
IMPRESSIONS  
across Road Less 
Eaten & Branded 
Content

Outcome: Outside supported Discovery and Trust by pairing editorial credibility with branded storytelling. Road Less Eaten drove broad awareness, while 
Branded Content encouraged deeper engagement and consideration ahead of downstream planning. Page 16 of 73



DISCOVER MOAB | HOPPER

15

Hopper Drove  Incremental  Hotel Revenue, Bookings and Length of Stay for Moab

$224K+ in hotel revenue generated, representing a 
58% YoY increase, supported by increased exposure 
from paid Hopper placements.

628 hotel bookings delivered, driving 1,203 hotel room 
nights.

4.5:1 ROAS on hotel sales, demonstrating strong 
lower-funnel performance.

Average length of stay increased to 1.92 nights, up 
from 1.80 nights last year (+6.3% YoY), indicating 
travelers stayed longer when influenced by Hopper.

Moab captured 10.9% of Utah’s hotel market share on 
Hopper, a 31% YoY increase, reflecting improved 
competitiveness within the state.

GOAL: Capture high-intent, deal-driven travelers actively searching for lodging and convert demand into hotel bookings, increased length of stay, and 
incremental revenue for Moab.

Geos: xx
KPIs: Brand Awareness, Room Nights, Booking Revenue, ROAS

Deal Tile
1.4M Imp | 18K Clicks

1.25% CTR 

(Above Benchmark of 1%!) 

Custom Microsite9.7K Imp | 1,195 Clicks12.23% CTR 

Branded Notifications

37,285 Notifications

368 Clicks (1% CTR Benchmark)

Hopper Drove Strong YoY Growth in Moab Hotel Revenue, 
Stay Length, and Market Share
➔ $224K in hotel sales generated, up 58% YoY, 

supported by increased exposure from paid Hopper 
placements

➔ 628 hotel bookings delivered a 4.5 ROAS
➔ Average length of stay increased to 1.92 nights, up 

from 1.80 last year (+6.7% YoY)

Moab captured 10.9% of Utah’s hotel market share on 
Hopper, a 31% increase YoY, reflecting improved 
competitiveness within the state

Outcome: Hopper directly supported the Visit/Convert stage of the funnel by turning travel intent into measurable economic impact. The channel drove 
incremental hotel bookings, longer stays, and increased revenue for Moab. Page 17 of 73



DISCOVER MOAB | EXPEDIA

Expedia Drive $8M IN Attributed Revenue with a ROAS OF 66.3:1

Economic Impact:
➔ Campaign is estimated to have driven $8M in attributed 

revenue
➔ 26,569 room nights booked 
➔ 66.3:1 ROAS reflecting strong lower-funnel efficiency
➔ Average length of stay: 2.0 nights

Lodging Insights:
➔ We are seeing 73.9% of hotel stays occurred within 1–2 day 

trips
➔ Property mix was led by hotels, followed by vacation rentals, 

supporting both short stays and extended trips

Overall we delivered 5.2M impressions | 3,674 clicks | 0.07% CTR
➔ Expedia, Hotels.com, and Vrbo each contributed to revenue, 

with Vrbo delivering the highest ROAS among partners

GOAL: Capture booking-ready travelers actively planning lodging and convert demand into direct hotel revenue, longer stays, and measurable economic 
impact using Expedia’s first-party booking data.

Geos: National 
KPIs: Clicks, Room Nights, ROAS

Outcome: Expedia played a key role in the Visit/Convert stage by capturing high-intent lodging demand and translating it into direct revenue, room nights, 
and longer stays, demonstrating strong lower-funnel efficiency. Page 18 of 73



DISCOVER MOAB | EXPEDIA

17

Expedia Top Hotels
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CONTOUR AIRLINE
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TravelZoo*ExpediaMeta

9,174
Gallery Page Views

Story Distribution

1,872,655
Reach

11,741
Total Engagements

1:25
Average Time On Site

441,877
Impressions

11,285
Clicks

2.55%
CTR

11,332
Post Engagement

1,616,307
Impressions

446
Clicks

0.03%
CTR

Total Impressions

2,058,184 (excl travelzoo)

Total Clicks

11,731 (excl travelzoo)

Average CTR

0.57% (excl travelzoo)

CONTOUR PARTNERSHIP | 2025 MEDIA SNAPSHOT

*Performance metrics 10/16-11/30

CTR Avg: 1.80% Benchmark: 830K Reach
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INTERNATIONAL
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118,054
Impressions

23,330
Clicks

19.76%
CTR

-
Reviewing 

International 
benchmarks

Based off other 
destinations 

running UK we 
are seeing a 6%

13,713,024
Impressions

103,803
Clicks

0.76%
CTR

110,430
Post 

Engagements

Priceline/
BookingsRedditMeta 

Remarketing 
Meta 

Prospecting Search

14,961,404
Impressions

50,383
Clicks

0.34%
CTR

               —

Time on website is 
over 1:20 seconds

2,277,808
Impressions

19,688
Clicks

0.86%
CTR

20,997
Post 

Engagements

1,345,307
Impressions

402
Clicks

0.03%
CTR

822
Room Nights

5.70
ROAS

Dreamscape 
Print

288,000
Impressions

Total Impressions**

32,415,597

Total Clicks**

197,606

Room Nights

822

Wanderlust

3,215,701
Impressions 

23,880
Pageviews 

(online 
Article)

591,975
Printed 
Copies

(Advertorial)

Nat Geo UK

175,000
Printed 
Copies 

(Guardian)

180,000
Printed 
Copies 

(Nat Geo 
Traveller UK)

INTERNATIONAL | 2025 MEDIA SNAPSHOT

*benchmarks are United States-based

Performance metrics for 10/02 - 12/31

*Benchmark: 9.85% *Benchmark: 1.85% *Benchmark: 2.08% *Benchmark: 0.86%

**Excluding  Wanderlust, Nat Geo, 
and DreamscapePage 23 of 73
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THANKS!
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MEDIA 
PARTNERSHIPS
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INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

An award winning 
media ecosystem that 
unites content, iconic 
brands, utility apps, 
and live events that 
define outside culture.

I T ’ S  W H E R E  W E  C O N N E C T.

WELCOME  TO
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INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

The Power of an Integrated, Full-Service  Partnership
● The "Right" Execution: We don’t just have an idea; we have the 

technical expertise, creative vision and award-winning team  to 
execute it at the highest standard, with the right touch, tone and vibe.

● The Jeep Advantage: Our decades long working relationship, as well as 
our 2026 partnership, with Jeep ensures production efficiency and insider 
access that no one else can replicate.*

● Unmatched ROI: Because we’ll already be collaborating with Jeep on the 
ground, we will be to leverage efficiencies and able deliver  high-quality 
content and unique moments

● Turn-key, Full-Funnel Solution: From making the custom ducks to 
content capture, to final delivery AND a robust media distribution 
network, we meet all the needs to deliver a successful partnership

● Niche Authority: We own the connection to the Overlanding and 
Adventure Travel community—the exact audience that lives and breathes 
this lifestyle. BONUS: Outside’s audience is also active (mtn bikers, hikers, 
trail enthusiasts), family vacation oriented, seeks out National Park travel, 
and embraces sustainable travel practices - all important audience 
segments to Moab

JEEP

Why Outside? 
DISCOVER MOAB X JEEP X OUTSIDE

25

* We’re actively talking with Jeep about  opportunities to amplify distribution, 
co-brand the custom video content, and other ways to collaborate with them on this 
partnership campaign! Page 27 of 73



INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

Meet our active audience, 
looking for their travel next adventure 

26
INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY. SOURCES: INTERNAL OUTSIDE AUDIENCE SURVEY 2024, COMSCORE MULTI-PLATFORM / MRI SIMMONS USA FUSION Q1 2025

AVG. HHI

$175K

AVG. DAYS ACTIVE 
(EACH WEEK)

5.4 12

AVG. # OF 
OUTDOOR ACTIVITIES*

AVG. EXPENDITURE 
ON GEAR (EACH YEAR)

$4.5K
THEIR VALUES

*Across activities within outdoor recreation, cycling, running, water sports, 
winter sports, motor sports, and mind-body activities

E N V I R O N M E N TF A M I L Y

I N C L U S I V I T YH E A L T H

A D V E N T U R E85% 41%
DOMESTIC INTERNATIONAL

TRAVEL PLANS THIS YEAR 

C R A F T S M A N S H I P
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INSPIRE

ENGAGE

CELEBRAT

E

Social 
Platforms

27

The Outside
Family & 
Ecosystem  

OUTSIDE CAPABILITIES

Get Inspired with Content
Adventure begins with world-class storytelling.

Get Engaged + Active with Mapping, Travel, Events, 
& Weather
We supply the tools and services that make it easier to 
get outside.

Share & Celebrate Your Outside Time
We celebrate participation and motivate activity.

Page 29 of 73



INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

Create collectible Moab-themed Jeep ducks that 
participate authentically in Jeep Ducking culture— 
turning visitors into long‑tail ambassadors who carry 
Moab on their dashboards and across the country.

Content Capture: We’ll shoot a series of social videos 
that can include Moab guides, Jeep creators, talent, 
etc giving out ducks to Jeep owners before/during/ 
after Safari - and then  distribute the social first custom 
Moab (x Jeep Easter Safari) videos on Discover Moab, 
Outside, and Jeep channels.*

That’s just the start: Every duck that leaves town ends 
up:

● On dashboards across the country
● In photos + conversations
● On social 

This is not a campaign. It’s a gesture. A souvenir that 
travels. Earned media with wheels.

JEEP

The Big Idea
THE CONCEPT

28
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INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

Themed Ducks: “Special” ducks, that 
commemorate an event/place/etc, are a thing. We’ll 
create a series of 3 Discover Moab-themed ducks: 
Examples might include “Red Rock,” “Trail Respect,”  
and “Backcountry Explorer” editions. We make a 
few hundred, and hand out a few on camera. (Moab 
can advise/collaborate on priorities for what ducks 
represent from the area)

Hand-Out + Content Capture: Outside’s content 
capture crew heads out with local talent for a few 
days, exploring Moab’s trails, campsites, etc, and 
we film ourselves handing out a few, including 
interactions with recipients. 

Deliverables : 3 to 5 short-form, social-first videos 
(plus cutdowns) of the ducking, plus BTS and other 
organic content from the exploration and 
interactions. (5 videos at the $150K Investment)

JEEP

How it Works
DISCOVER MOAB X JEEP X OUTSIDE
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INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

MEDIA

Deliverables &
Distribution 

30DISCOVER MOAB

Full-scale deployment across Outside’s primary social channels, 
including Instagram, Facebook, and YouTube, reaching our 
travel-ready audience.

● Ability to collaborative post with Discover Moab
● Includes Discover Moab brand mentions and tagging 

We’ll extend the video distribution Scaling content impact beyond 
the social feed via the following placements across the Outside 
digital Network:

● High-impact Inline video units 
● Pre + Mid-roll placements 

This integrated approach ensures we maximize the value of the 
creative assets by increasing distribution depth and reaching 
travelers throughout their entire digital journey . Plus, Discover Moab 
will have one year usage rights*. *If utilizing a creator, usage rights will be throughout 

the duration of the campaign. Page 32 of 73
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MEDIA

High Impact 
Digital Media 

31DISCOVER MOAB

Leveraging Outside Network's most powerful touchpoints 
to amplify Discover Moab’s brand campaign  with our 
travel-ready, off-roading audience.

● High-Impact Skywalker Prestitial Takeovers: 
Dominant, full-screen visibility across Outside’s 
premium digital ecosystem.

● Strategic Gaia GPS Integration: Two (2) dedicated 
newsletter features reaching our most active 
backcountry community.

● Precision Audience Alignment: First-party (1PD) 
data targeting focusing on the "Gaia GPS" and 
"Overlanding" cohorts to drive high-intent 
conversion.
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INTERNAL PURPOSES ONLY. CONFIDENTIAL FOR OUTSIDE AND PARTNERS ONLY.

In order for this to be successful, it needs to feel 
organic, like a love letter to Jeep culture and a wink to 
insiders. It can’t feel like a marketing activation. 

Duck Design:  Tasteful and collectible, no big logos or 
URLs.

Gift Energy: Feel like a reward, not swag. We do not 
give out at booths and the like

Vibe: Moab feels like the host. Not overly polished, 
more raw and authentic. 

Bottom Fine Line:  Discover Moab supports the culture, 
shows they are having fun with it, but doesnt try to own 
or commercialize it.

JEEP

Keys to 
Success

DISCOVER MOAB X JEEP X OUTSIDE
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INVESTMENT SUMMARY

Investment Overview 
$150k Investment | 5M+ Impressions

Please refer to the media plan for specific placements and targeting. 2−week min. lead time for digital brand campaign assets. 

Products Descriptions 

Custom Content Campaign

Custom Video Production in Moab feat. Talent 

Deliverables: 5× 1−min. Videos with :15 cutdowns & Social BTS

Video Distribution on Outside’s Social Channels (IG, FB & YouTube) and on digital 
within high impact inline video and pre + mid roll placements 

Destination Spotlight Article on Outside 

Custom Discover Moab Rubber Duckies 

Added Value Brand Media

Bonus Skywalker high Impact First impression Takeover

Gaia GPS Newsletter Sponsorship (2×)

1P Overlanding Audience Targeting Impressions

Bonus RON impressions 
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Topo Designs
In partnership with Topo Designs, Moab connects with a highly engaged community of outdoor explorers, creators, and sustainably minded travelers. 
Together, we spotlight Moab’s rugged beauty and authentic spirit of adventure through co-branded storytelling, retail activations, and digital experiences 
that blend style, function, and purpose.

Audience Targeting & Impact

● Adventure-driven, design-conscious travelers: Topo’s core audience includes young, active explorers who value quality, sustainability, and 
storytelling

● Eco-minded and lifestyle-oriented: 
● High social engagement: 440k+ combined social followers across Instagram & Facebook, 300k+ email subscribers, and a highly active community 

that drives organic reach, amplification, and content sharing.

Deliverables:

➔ 300 Custom Discover Moab Rover Packs
◆ Custom colorway, co-branded decoration, influencer seeding, and social giveaway integration.

➔ Digital Integration
◆ Newsletter spotlights, SMS promotion, co-branded Instagram/Facebook reel, hard post, 5 IG stories, and dedicated retail-store social 

amplification.
◆ Includes website blog feature on Topo’s “In the Wild” (350k monthly visitors).

➔ Retail Displays
◆ 4-week in-store promotion across 8 Topo locations
◆ Denver Flagship, Denver Basecamp, Denver Airport, Fort Collins, San Francisco (2), Los Angeles, Boston.
◆ Exposure: 12k monthly foot traffic per store and ~2M+ monthly impressions across all locations.

➔ Influencers
➔ Denver Launch Activation

◆ Topo Basecamp launch party featuring live music, meet-and-greets, complimentary beverages, giveaways, and a live win-a-trip moment.
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Topo Designs
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DISCOVER MOAB | TRIPADVISOR

Tripadvisor Drove Over $19M IN DESTINATION IMPACT and ROAS OF 92.91:1

Economic Impact:
➔ $19M in destination impact, as measured by 

Datafy, Discover Moab’s economic impact partner.
◆ Datafy measures economic impact using 

privacy-safe, exposure-based modeling 
that connects media exposure to 
downstream visitation and estimated 
visitor spend.

➔ 7,494 trips influenced
➔ 92.9:1 ROAS, reflecting strong lower-funnel 

efficiency and booking influence.

Tactic Breakdown
➔ Onsite: 5.3M impressions, 4,798 clicks, 0.09% CTR
➔ Social: 2.2M impressions, 34,458 clicks, 1.52% 

CTR, and 46,652 social engagements
➔ Offsite (First party Data): 5.4M impressions, 232K 

clicks, 4.22% CTR

GOAL: Influence travelers at the point of decision by activating Discover Moab across Tripadvisor’s high-intent travel environment and converting 
consideration into measurable economic impact.

Geos: Denver, Salt Lake, St. George, Grand Junction, 
Phoenix, New York, Texas, Arizona, Chicago, Los Angeles, 
San Francisco, Philadelphia, DC, Dallas-Fort Worth | Demos: 
Nature Lover, Family Traveler, Retired Traveler, Outdoor 
Adventure
KPIs: Clicks, Social Engagements, CTR, ROAS

SOCIAL DISPLAY VIDEO

Outcome: Tripadvisor directly supported the Visit/Convert stage of the funnel by influencing travelers and driving measurable economic impact. Through 
Datafy’s attribution modeling, the campaign demonstrated Tripadvisor’s ability to translate media exposure into real visitation, traveler spend, and return 
on investment for Moab.
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DISCOVER MOAB | EPSILON

Epsilon ads achieved over $270K* IN MEASURED VISITOR SPEND with a ROAS OF $5:1

**Economic Impact:
➔ 2,000 tracked visitors
➔ $270K in est visitor spend
➔ $135 average spend per visitor, with 

accommodations accounted for 18.9% of total 
visitor spend.

Traveler demographics skewed older and comfortably 
middle-class
➔ Adults 45+ contributed to 81% of visitor spend
➔ Visitors with HHI of $100k+ contributed to 57% of 

visitor spend

**We will see a full core data report in February 2026, 
providing a complete view of total visitation and spending 
impact.

GOAL: reach travelers most likely to visit and spend in Moab by leveraging Epsilon’s core credit card data on traveler intent and purchase behavior.

Geos: DMA: Denver, Phoenix, Grand Junction, Salt Lake City, St. George (Southern Utah), Los Angeles, Chicago, San Francisco, Philadelphia, Washington DC, Dallas. State: NY, TX, AZ
KPIs: Drive awareness and visitation to Moab, UT 
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DISCOVER MOAB | EPSILON
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EPSILON CAMPAIGN METRICS- SNAPSHOT
Measurement Window: August 05, 2025 – November 30, 2025

$270K
total messaged 
visitor spend
Spend in destination zips from 
visitors who received an ad

$50K
investment
Campaign spend

$5:1
ROAS
Return on ad spend.  Every dollar of 
investment resulted in X dollars of 
visitor spend

1.9M
unique individuals
reached
Number of individual people messaged 
with an Epsilon campaign ad

2.0K
total visitors
Number of people messaged with a 
campaign ad who went to the 
destination zips

0.1%
messaged traveler
rate
Total visitors/unique individuals 
reached

4.6K
total transactions
Number of captured non-cash 
transactions in destination zips from 
visitors who received an ad

2.3
average purchases
per visitor
Total transactions/total visitors

$135
average messaged
yield per visitor
Total messaged visitor spend/total 
visitors

Note: NEI measures on average about 60% of non-cash transactions
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EPSILON VISITOR DEMOGRAPHIC
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EPSILON VISITOR DEMOGRAPHIC

Page 54 of 73



DISCOVER MOAB | PINTEREST

Pinterest drove 1.8M IMPRESSIONS with 10.4K CLICKS

Nature Lover was the highest performer, among target 
audiences. Responsible for 35% of total Click volume:
➔ Retired Travelers (2.8k clicks)
➔ Outdoor Adventure (2.7k clicks)

Interests like Travel to U.S destinations, Hiking, 
Landscape Photography, and Camping show the 
campaign has captured the essence of Moab.
➔ These three  interests alone created 30% of 

available Impression volume. 
➔ 0.57% CTR  vs 0.56% (campaign average)

Top DMAs for Pinterest included:
➔ Los Angeles, CA (1.8k clicks)
➔ New York, NY (1.6k clicks)
➔ Dallas- Ft Worth (1.1k clicks)

Top Performing Age group
➔ 25-34 (5.6k clicks)
➔ 65+ (1.6k clicks)
➔ 35-44+ (1.4k clicks)

Pinterest is more than a social platform it’s a visual discovery engine where travelers actively plan trips, build itineraries, and save travel inspiration. 
We used Pinterest ads to reach users early in their dreaming and planning phase.

Geos: Denver, Salt Lake, St. George, Grand Junction, Phoenix, New York, Texas, Arizona, Chicago, Los Angeles, San Francisco, Philadelphia, DC, Dallas-Fort Worth | Demos: Nature Lover, Family Traveler, Retired Traveler, Outdoor Adventure
KPIs: Clicks, CTR Page 55 of 73



DISCOVER MOAB | ALLGEAR

AllGear served over 3.1M IMPRESSIONS  to outdoor enthusiasts

Moab positioned as a top outdoor destination year-round
➔ Custom articles and paid social placements drove 

over 2,000 website clicks and 2,239 engagements, 
showing continued interest in Moab’s outdoor 
recreation opportunities.

Adventure and off-road content performed best
➔ Email sponsorship highlighting off-roading trails 

earned a 26% open rate and over 200 outbound 
clicks despite being halfway through the email 
content, suggesting subscribers were engaged with 
learning more about Moab rugged experiences

AllGear to reach outdoor enthusiasts actively researching gear, trails, and travel inspiration. This partnership positioned Moab as a year-round 
adventure basecamp while driving engagement with content.

Geos: xx
KPIs: Brand Awareness, Impressions, clicks
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DISCOVER MOAB | ADTHEORENT

AdTheorent generated over 7.5M IMPRESSIONS  and $7.8K IN INCREMENTAL SALES

Exposure to the AdTheorent campaign drove incremental 
purchases in Moab, generating $7.8K in incremental sales and 
delivering a 57% lift in sales compared to the control group.
➔ $21,397 in observed sales
➔ $59.77 average sales per transaction
➔ 2.52 transactions per purchaser

Interscroller Rich Media generated the most incremental
sales ($6K), generating a 320% sales lift.
➔ Top engaged content centered around trails and rafting

Top Engaged Audience by Engagement Rate:
➔ Outdoor Adventure (1.79% ER)
➔ Retired Traveler (1.78% ER)
➔ Family (1.78% ER)

AdTheorent delivers high-impact ad units using predictive modeling powered by first-party data signals.

Geos: Denver, Salt Lake, St. George, Grand Junction, Phoenix, New York, Texas, Arizona, Chicago, Los Angeles, San Francisco, Philadelphia, DC, Dallas-Fort Worth | Demos: Nature Lover, Family Traveler, Retired Traveler, Outdoor Adventure
KPIs: Engagement rate and Landing Page Views

INTERSCROLLER EXPANDABLEBanner view: the small unexpanded state of the ad was fully loaded/displayed for the user
Modal view: the expanded modal has loaded and is now visible to the user.
Banner/modal engagement: occurs when user interacts with the unit 
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DISCOVER MOAB | SOJERN
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Sojern ads generated over 8.8M IMPRESSIONS with a ROAS OF 6.89:1

Display: 7,173,906 impressions  |  5,128 clicks
Native: 1,225,516 impressions  |  2,110 clicks
Video: 459,940 impressions  |  84% video completion rate

Attribution:
➔ 1,155 hotel night stays
➔ 1,601 travelers
➔ 877 in-destination visits

Lodging Insights:
➔ 1.72 avg. LOS
➔ 38 avg. lead time to booking

Top Origin Markets for Lodging Bookings:
➔ 54% Salt Lake City
➔ 27% Denver
➔ 11% Phoenix

Sojern delivers data-driven media to in-market travelers through their travel-intent marketing platform.

VIDEO NATIVE

DISPLAY

Geos: xx
KPIs: Clicks, Room Nights, ROAS
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DISCOVER MOAB | GOOGLE SEM INTERNATIONAL

SEM drove 118K  IMPRESSIONS & over 23K CLICKS
Google campaigns connected high-intent travelers interested in and searching for Moab, national parks, and U.S. Southwest itineraries.

Engagement was strongest among adults ages 
55–64, with slightly higher participation from 
women—indicating particularly strong interest 
from mature, decision-making travelers.

Top engaged countries were Mexico, Canada, and 
Italy
Engagement was strongest in short-haul markets.

Top searched keywords revolved around 
adventure theme. 
➔ “Adventure vacations”
➔ “Southwest road trip”
➔ “Utah tours”

Non-Brand Ad Group

Impressions: 108,648
Clicks: 22,651
CTR: 20.85%

Brand Ad Group

Impressions: 9,406
Clicks: 679
CTR: 7.22%

19.76% CTR  - Over 2X higher than 
benchmark average 

Geos: Canada, United Kingdom, Germany, France, Australia, Mexico, Italy, Ireland, Belgium and Denmark
KPIs: Clicks, CTR
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DISCOVER MOAB | META INTERNATIONAL

Meta prospecting and remarketing ads delivered 16M IMPRESSIONS and 123K CLICKS
Meta’s international reach across Facebook and Instagram enables granular audience segments make it ideal for both prospecting and retargeting.

131,427 post 
engagements

PROSPECTING REMARKETING REMARKETING

Impressions: 8,422,805
Clicks: 65,056

CTR: 0.77%

Impressions: 420,956
Clicks: 3,849
CTR: 0.91%

Impressions: 938,065
Clicks: 8,388
CTR: 0.89%

7,711 post reactions and 126 saves 
showing users are engaging with Moab 
beyond link clicks.

Top engaged countries for both 
prospecting and retargeting campaigns
➔ Mexico (123K Clicks)
➔ Italy (282 Clicks)
➔ France (157 Clicks)

Geos: Canada, United Kingdom, Germany, France, Australia, Mexico, Italy, Ireland, Belgium and Denmark
KPIs: Clicks, CTR
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DISCOVER MOAB | REDDIT INTERNATIONAL

Reddit ads generated 14.9M IMPRESSIONS and 50,383 CLICKS
Reddit reach international travel planners, nature lovers, and cultural explorers who often conduct deep travel research and itinerary planning.

Creative showing people in Moab 
performed better than landscape-only 
images, suggesting audiences connect 
more when they can picture themselves in 
the destination.

Top engaged countries were 
➔ Mexico (30K Clicks)
➔ Italy (7K Clicks)
➔ Denmark (6K Clicks)

Top-engaged subreddit communities 
➔ Travel
➔ Hiking
➔ Camping

IMAGE

Impressions: 2,101,168
Clicks: 8,215
CTR: 0.39%

VIDEO

Impressions: 2,173,847
Video Views: 78,900

Clicks: 7,368
CTR: 0.34%

Geos: Canada, United Kingdom, Germany, France, Australia, Mexico, Italy, Ireland, Belgium and Denmark
KPIs: Clicks, CTR
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DISCOVER MOAB | PRICELINE INTERNATIONAL

Priceline delivered 1.3M IMPRESSIONS with a ROAS 5.70:1

Economic Impact:
➔ 333 Reservations
➔ 822 Room Nights
➔ $142K Estimated Revenue
➔ Roas 5.70

Hotel Search Results achieved 736 room nights books – 
Significantly more than Index Page placements, 74 room 
nights

Index Page placements delivered over 855K impressions 
and 163 clicks. 
➔ Index Page ads helped introduce Moab to a broader 

audience at the very start of their trip-planning 
journey

European travelers drove the most room nights booked
➔ UK, Germany, France | 613 Room Nights
➔ Canada | 104 Room Nights
➔ Australia  | 93 Room Nights

Geos: Canada, United Kingdom, Germany, France, Australia, Mexico, Italy, Ireland, Belgium and Denmark
KPIs: Brand Awareness, Clicks, CTR

Priceline reach international travelers actively planning trips to Moab - searching for hotels, flights, and vacation packages across Priceline’s travel 
network, including Booking.com.

Hotel Search Results
390,082 Impressions

224 Clicks
736 Room Nights

Index Page
855,225  Impressions

163 Clicks
74 Room Nights
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DISCOVER MOAB | WANDERLUST INTERNATIONAL

The Standard Online Article drove nearly 2.5X 
more pageviews than planned. 

Paid Social Promotion impressions 
outperformed the planned delivery by more than 
325%

- This helped boost visibility and drive 
readers to the online article.

ONLINE ARTICLE PAGE VIEWS: 
23,880   
*Benchmark: 10,000 page views

View Online Version

View Online Article

Wanderlust ads generated over 3.2M IMPRESSIONS and 23.9K  PAGEVIEWS 
Wanderlust connects Moab directly with high-intent UK travelers actively planning their next trip. As the largest travel magazine in the UK, Wanderlust 
reaches a highly engaged audience of informed, high-intent cultural and adventure travelers.

Up Next: December 4th, 2025

Geos: United Kingdom, Germany, France, Canada, Ireland
Page 65 of 73
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DISCOVER MOAB | NAT GEO AND DREAMSCAPE

View Online Editorial

Full Page Ad in Fall/Winter Issue

Dreamscape Nat Geo UK

View Advertorial
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DISCOVER MOAB | META (CONTOUR)

Meta ads generated 441,877 IMPRESSIONS and 11,285 CLICKS reaching 146k people.
Meta’s offers targeting capabilities and massive reach, allowing us to efficiently engage users in Phoenix and Denver based on their interests, behaviors, 
and travel intent. Ideal for building awareness, sparking inspiration, and generating low-cost traffic.

Meta ads achieved a 2.55% CTR 
and 11.3k Post Engagements

➔ Meta click-through rate was 42% 
higher than benchmark average

DMA Performance
➔ Denver 230K impressions | 5,743 clicks | 2.49% CTR
➔ Phoenix 211K impressions | 5,542 clicks | 2.62% CTR

TOP CREATIVE performance:
➔ Impressions: 437,984
➔ Clicks: 11,196
➔ CTR: 2.56%
➔ Engagements: 11,234 

Geos: Denver, Denver, CO & Phoenix, AZ
KPIs: Clicks, CTR
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DISCOVER MOAB | TRAVELZOO (CONTOUR)

TravelZoo flight concluded, reaching 1,872,655 people and driving 9,174 pageviews
TravelZoo reaches an engaged, experience-seeking audience actively looking for curated travel deals and inspiration while tactically spreading 
awareness of Contour Air's Denver routes to Moab

Geos: Denver, Denver, CO & Phoenix, AZ
KPIs: Gallery Page Views, Reach, Total Engagements, AVG Time on Site

Gallery page performed really well, surpassing total page view 
goal for the flight.
➔ Readers were very engaged with the content, spending 

217 total hours with the Gallery.
➔ The most clicked links in the Gallery were call to actions 

for planning a winter.
➔ Users spend the most time viewing the Contour Airlines 

paragraph, Intro, Arches National Park, and 
Hiking/outdoor photos.

To support the Gallery page, email, social and RON banner ads 
were used to distribute the story.
➔ The socal campaign drove 2,567 Facebook likes, shares, 

comments and clicks.
➔ Email placements (Including Top 20 AV email placements) 

were sent support page views to the gallery page.

View Online Gallery
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DISCOVER MOAB | TRAVELZOO (CONTOUR)

TravelZoo flight concluded, reaching 1,872,655 people and driving 9,174 pageviews
TravelZoo reaches an engaged, experience-seeking audience actively looking for curated travel deals and inspiration while tactically spreading 
awareness of Contour Air's Denver routes to Moab

Geos: Denver, Denver, CO & Phoenix, AZ

 Gallery Support

 Gallery Heat Map
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DISCOVER MOAB | EXPEDIA (CONTOUR)

Expedia ads drove over 1.6M IMPRESSIONS

1,616,307 impressions | 446 clicks | 0.03% CTR

The Expedia contour flight attributed to 5 tracked 
booked flights
➔ This campaign was linked off to contour 

website so tracked bookings only reflect 
bookings that were made on Expedia.

Right column ads are outperforming the center inline 
ads
➔ Right Column: 616K impressions | 248 clicks | 

0.04% CTR
➔ Center Inline: 1M impressions | 198 clicks | 

0.02% CTR

Expedia reaches high-intent travelers are actively planning trip. With direct flights into Moab from Phoenix (PHX) and Denver (DEN) via Contour Airlines, 
this partnership creates a valuable opportunity to drive visitation from key fly markets.

Geos: Denver, Denver, CO & Phoenix, AZ
KPIs: Clicks, Room Nights, ROAS
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AllGear
Content

AllGear
Video

AllGear
Display

10,834
Content 

Impressions

1,874
Content Views

1 minute 4 
second

Avg. Time on 
Content

748,316
Social 

Impressions

224,220
Social Reach

1,758
Social Link 

Clicks

2,239
Social 

Engagements

1,402,893
Impressions

2,557
Clicks

0.25%
CTR

     Website 
Metrics

2,293
New Users

2:02
Avg Time on 

Site

2025 MEDIA SNAPSHOT
AllGear
Social

416,301
Impressions

302,273
Reach

3,139
Clicks

0.07%
CTR

2,626
Engagements

AllGear
Email

406,514
Impressions

52,655
Opens

208
Clicks

25.9%
Open Rate

72,439
Impressions

214
Clicks

0.30%
CTR

69.5%
Video 

Completion 
Rate

America 
Unlimited (DOOH)

Easter Jeep 
Safari

Wilkins (DOOH)

UOT Global 
Markets

Guest Guide

CTR Avg: 0.24% VCR Avg: 68% Click Benchmark: 180

Outside

43,238326
Impressions

9,324
Clicks

22,172
Content Page 

Views

4.53M Views 
(Road Less Eaten)

0:33
Engaged TOP

Digital OOH

Impressions
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TOP 
PERFORMERS

# OF ADS DEVELOPED

Top Guide Downloads
(Event Count - Travel Guide)

Google Performance Max
2,023 Travel Guides

Top Awareness Driver
(Total Impressions)

Outside
43.2M Impressions

Top ROAS
(Vendor Reported ROAS*)

TripAdvisor | 92.91 ROAS
Expedia | 66.3 ROAS

Sojern | 6.9 ROAS

Meta
335K Sessions

Top Traffic Driver
(Website Sessions)
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