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FaceBook Results Final Report R

Overall Campaign Summary

Campaign Dates: 5/1/11-6/5/11
Markets: Seattle, Portland, San Francisco

This Facebook fan acquisition campaign generated a total of 22,723,526 impressions over the month of April and captured a total of
6,513 clicks. Of these total clicks, 5,898 were unique, meaning that even if a user saw/clicked on one of our ads multiple times they
were only counted once.

Total Impressions: 22,723,526
Total Clicks: 6,513
Total Connections: 2,775 (The number of people who liked TWW’s FB page)

Advertising Performance Account Monthly j 5/1/2011-6/5/2011

22,723,526 6,513 2,775 0.029%... $8,235.97... $0.36., $1.26
Date Impressions Social Impressions Social % Clicks Social Clicks CTR Social CTR CPC CPM Spent Reach Frequency Connections Unique Clicks Unique CTR
May 2011 22,064,828 3,753,274 17.01% 6,401 1,164 0.029% 0.031% 1.26 0.36 8,048.17 320,469 68.9 2,735 5,898 1.840%

Jun 2011 658,698 134,606 20.44% 112 24 0.017% 0.018% 1.68 0.29 187.80 70,328 9.4 40 111 0.158%



Market: Seattle

In Seattle, our Facebook campaign generated a total of 10,762,078 impressions and captured a total of 3,415 clicks.

Total Impressions: 10,762,078
Total Clicks: 3,415

Total Connections: 1,550 (The number of people who liked TWW’s FB page)

Report Type Summarize By Time Summary Filter Date Range
Advertising Performance Ad Custom SEA/wine ™ Lifetime
SEA/food
SEA/romance

10,762,078....... 3,415... 1,550....... 0.032%.. $4,250.00... $0.39. $1.24..

l Date Range 7 l Campaign ? l Ad Name l Impressions ? I Social Impressions 7 [ Social % 7 I Clicks ? l Social Clicks 7 l CTR? I Social CTR 7 l CPC? l CPM 7 [ Spent 7 Connections 7
Lifetime SEATTLE SEA/wine 3,076,529 980,481 31.87% 1,063 314 0.035% 0.032% 113 0.39 1,204.01 592
Lifetime SEATTLE SEA/food 608,571 141,574 23.26% 175 43 0.029% 0.030% 1.28 0.37 223.20 77
Lifetime SEATTLE SEA/romance 7,076,978 1,434,700 20.27% 2,177 424 0.031% 0.030% 1.30 0.40 2,822.79 881

Reach: 105,090

Freq: 98.9
Campaign Name Status Budget Duration (Pacific Time)
SEATTLE # «/ Completed # $4,250.00 ¢ 05/03/2011 11:00am - 06/01/2011 4:00pm #
Lifetime
Audience 7  Response
= - 4
Targeted? Bl Clicks M| Connections

150
Reach?

B Social Reach?




Market: Portland

In Portland, our Facebook campaign generated a total of 4,249,484 impressions and captured a total of 1,433 clicks.

Total Impressions: 4,249,484
Total Clicks: 1,433
Total Connections: 755 (The number of people who liked TWW’s FB page)

Report Type Summarize By Time Summary Filter Date Range
Advertising Performance Ad Custom PDX/wine ] Lifetime
PDX/food
PDX/romance

4,249,484, ... 1,433.. 775...... 0.034%. ., $1,700.00.. $0.40. $1.19..

| Date Range ? | Campaign 7 | Ad Name ‘ Impressions ? ‘ Social Impressions ? | Social % 7 | Clicks ? ‘ Social Clicks ? | CTR? ‘ Social CTR ? ‘ CPC? [ CPM 7 ] Spent ? Connections 7
Lifetime PORTLAND PDX/wine 3,418,526 709,396 20.75% 1,191 251 0.035% 0.035% 1.15 0.40 1,373.92 680
Lifetime PORTLAND PDX/food 814,570 146,271 17.96% 241 58 0.030%  0.040% 1.35 0.40 32461 94
Lifetime PORTLAND PDX/romance 16,388 3,324 20.28% 1 0 0.006% 0.000% 1.47 0.09 1.47 1

Reach: 58,256
Freq: 72.1

Campaign Name Status Budget Duration (Pacific Time)

PORTLAND ¢ «/ Completed # $1,700.00 ¢ 05/03/2011 11:00am - 06/01/2011 5:00pm #
Lifetime

Audience 7  Response
Targeted? Il Clicks B Connections

50

Reach?

M Social Reach?




Market: San Francisco
In San Francisco, our Facebook campaign generated a total of 7,711,964 impressions and captured a total of 1,665 clicks.

Total Impressions: 7,711,964
Total Clicks: 1,665
Total Connections: 450 (The number of people who liked TWW’s FB page)

Report Type Summarize By Time Summary Filter Date Range
Advertising Performance Ad Custom SF/food D Lifetime
SF/romance
SF/wine

7,711,964, .... 1,665... 450...... 0.022%_ ., $2,285.97.. $0.30. $1.37..

[ Date Range 7 | Campaign 7 l Ad Name { Impressions 7 ‘ Social Impressions ? ‘ Social % ? I Clicks 7 { Social Clicks 7 l CTR? I Social CTR ? I CPC? [ CPM ? | Spent 7 I Connections ?
Lifetime SAN FRAN SF/food 3,475,769 192,125 5.53% 843 40 0.024% 0.021% 1.28 0.31 1,079.86 256
Lifetime SAN FRAN SF/romance 2,511,821 128,628 5.12% 461 28 0.018% 0.022% 1.54 0.28 710.06 79
Lifetime SAN FRAN SF/wine 1,724,374 151,381 8.78% 361 30 0.021% 0.020% 1.37 0.29 496.05 115

Reach: 167,633
Freq: 45.3

Audience 7  Response

Il Clicks B Connections
100

Targeted?
Reach?

I Social Reach?




Ad Performance Data:

Our campaign was composed of three ads: Wine Message, Romance Message and Food Lover message.

Walla Walla, Washington

Wine lovers: “Like" us
and receive updates
from more than 100
Walla Walla wineries in
the heart of sunny

' Washington Wine
country.

g Like - Brett Borders likes this.

Walla Walla, Washington

Hopeless romanitics:
“Like”™ Walla Walla and
rediscover your
significant other. Learn
about getaways in
sunny Washington
Wine Country.

gh Like - Brett Borders likes this.

Walla Walla, Washington

o Food lovers: “Like" us
SO you can receive info
from lots of great
restaurants and more
than 100 local wineries
in sunny Walla Walla.

gh Like - Brett Borders likes this

Seattle: In Seattle the “Romance” ad performed best followed by “Wine” and then the “Food” ad.

1) Romance Message: 881 clicks
2) Wine Message: 592 clicks
3) Food Message: 77 clicks

San Francisco: In San Francisco, the “Food” ad performed best followed by “Wine” and then the “Romance” ad.

1) Food Message: 843 clicks
2) Wine Message: 115 clicks
3) Romance Message: 79 clicks

Portland: In Portland, then “Wine” ad performed best followed by “Food” and then the “Romance” ad.
1) Wine Message: 680 clicks
2) Food Message: 94 clicks
3) Romance Message: 1 clicks



22,657,591........ 6,481 ... 2,756...... 0.029%. .. $8,208.71.. $0.36. $1.27..

I Date Range 7

l Campaign ? I Ad Name

| Impressions ? I Social Impressions 7 I Social % 7 l Clicks ? I Social Clicks 7 ' CTR?

| Social CTR? | CPC? | CPM 7 | Spent?

Connections 7

05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011
05/03/2011-06/01/2011

SEATTLE SEA/wine
SEATTLE SEA /food
SEATTLE SEA/romance
SAN FRAN SF/food

SAN FRAN SF/romance
SAN FRAN SF/wine
PORTLAND PDX/wine
PORTLAND PDX/food

PORTLAND PDX/romance

3,076,529
608,571

7,076,978
3,409,834
2,511,821
1,724,374
3,418,526
814,570

16,388

980,481
141,574
1,434,700
190,959
128,628
151,381
709,396
146,271

3,324

31.87%
23.26%
20.27%
5.60%
5.12%
8.78%
20.75%
17.96%

20.28%

1,063

314
43
424
37
28
30
251

58

0.035%
0.029%
0.031%
0.024%
0.018%
0.021%
0.035%
0.030%

0.006%

0.032%
0.030%
0.030%
0.019%
0.022%
0.020%
0.035%
0.040%

0.000%

113

0.39
0.37
0.40
0.31
0.28
0.29
0.40
0.40

0.09

1,204.01
223.20
2,822.79
1,052.60
710.06
496.05
1,373.92
32461

1.47

592
77
881
237
79
115
680
94
1
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CityGrid Final Performance Report:
March 29- April 30 2011:

Clicks: 1,083

Impressions: 50,077

Click Though Rate: 2.16%

Impression Share: 84% (Meaning that for our industry terms and searches, we are showing up 84% of the time!)

The clicks continued to increase at a steady rate throughout the campaign. The final CTR this campaign generated was
2.16%, a great industry number.

Keywords that performed the best in this campaign are as follows:
. Walla walla wineries

Walla walla wine tours

Washington wineries

Wineries in walla walla

Lodging in walla walla

Walla walla wine tasting

Wineries in (targeted cities)

User Action Summary - 03/30/2011 to 04/29/2011

Product Description Total Connections




Keyword
"walla walla wineries"

"walla walla wine tours"
"Washington wineries"
"walla walla winery"
"wineries in walla walla"
"lodging in walla walla"
"walla walla wine tasting"
"wineries in"

"walla walla tourism"
"walla walla vineyards"
"walla walla wine tour"
[wineries]

"Washington getaways"
"Washington wine tours"
"Seattle wine tours"
"walla walla tours"
"Washington winery"
[winery]

"walla walla vacation"
"walla walla winery tours"
"tour of walla walla"
"Seattle wineries"

"walla walla vineyard"

"three rivers winery walla walla"

"walla walla vineyard inn"
"walla walla travel"
"Washington winerys"

Ad group

Walla Walla Wineries
Walla Walla Wine Tours
Washington Wineries
Walla Walla Wineries
Walla Walla Wineries
Walla Walla Lodging
Walla Walla Wine Tasting
Wineries

Walla Walla Tourism
Walla Walla Vineyards
Walla Walla Wine Tours
Wineries

Washington Getaways
Washington Wine Tours
Seattle Wine Tours

Walla Walla Tourism
Washington Wineries
Wineries

Walla Walla Vacation
Walla Walla Wine Tours
Walla Walla Tourism
Seattle Wineries

Walla Walla Vineyards
Walla Walla Wineries
Walla Walla Vineyards
Walla Walla Tourism
Washington Wineries

Clicks
468
70
61
52
46
37
36
32
30
27
20
20
18
14
12
10
10

9
8
7
6
6
5
4
4
4
4

Impressions CTR

2955
364
1772
730
234
188
245
1826
234
168
166
15541
525
284
349
890
377
11140
599
50
4022
461
186
52
335
59

33

15.84%
19.23%
3.44%
7.12%
19.66%
19.68%
14.69%
1.75%
12.82%
16.07%
12.05%
0.13%
3.43%
4.93%
3.44%
1.12%
2.65%
0.08%
1.34%
14.00%
0.15%
1.30%
2.69%
7.69%
1.19%
6.78%
12.12%

Avg.
position




Campaign: Spring 2011 Online Final Report
Client: Tourism Walla Walla
Campaign Date: 03/01/11-04/05/11

Executive Summary

Walla Walla’s online campaign consists of two different advertising plays across
the MNI Network.

The Results.

The MNI CPM Network — Over the course of this campaign we have served a
total of 1,668,803 impressions, over-delivering by 23,419 impressions. These
were served to a targeted audience over a qualified group of sites. Out of these
impressions served, a total of 1,131 click-throughs were generated, yielding a
click-through rate of .07%.

The MNI CPC (Cost-Per-Click) Network has generated a total of 6,002 clicks.
These clicks were delivered by serving 4,417,239 impressions over the entire
network. Since we only paid for potential customers (those that click) we were
able to gain a large amount of added exposure.

What does this mean?

The CPM campaign over-delivered the negotiated number of impressions.

The CPC campaign generated an average click-through of .14% and over-
delivered the fully negotiated number of clicks.



Client: Tourism Walla Walla
Reporting Period: 03/01/11 - 04/15/11
Campaign Complete: 100%

Online Media Campaign Performance Report

Dollars Delivered Clicks Impressions
Index to Actual Index to .
Planned Actual Actual Planned Clicks Actual Impressions
Site
MNI CPC Network $ 12,000 | $ 12,004 100% 6,000 6,002 100% 4,417,239

Totals 12,000 $ 12,004 100% 6,002 100% 4,417,239

Comments
The campaign has delivered in full and captured 6,002 clicks.




