


JUST COAST Is the Message, but
when it comes to the Medium (aka
Media) we are NOT just coasting.....



FY’'24 Key Achievements in Paid Media

e Remarkable Paid Media Growth in Traffic Volume,
Conversions, Database Names, and Cost Efficiencies

e Massive Reach: 57 million impressions, 1 million clicks (highest
CTR ever), leading to 422k site arrivals with 75% taking action.
e Top KPIs Achieved:
e Time on Site: CP4+ minutes, 30% of arrivals to site
converted to this!
« Engagement: Record volume at the lowest CPE.

« Database Growth: Highest names collected at the lowest
CPL.

» Strategic Success: Continuous optimization, strong publisher
relationships, and creative/content collaboration across Social,
Google Ads, Email/newsletters, Print, Video, CTV, use of QR
codes, and Retargeting.



Examples of What Worked Best



Google to the “Max”

This year a new ad type from Google ad was tested,
Performance Max.

* All-In-One Ad Powerhouse: P-Max integrates
images, text, video, YouTube, Maps, Gmail and
Search, optimizing retargeting and creative
strategies with Al insights.

 Stellar Results: Higher conversions at lower
costs. A stunning 30% conversion boost from May
‘23 1o Apr '24.

* Looking ahead to:

* Expand use for CBID and Supercharge
LFAs with P-Max to enhance Search, replace
Discovery Ads.

 Enhance Ad Engagement: Monitor
placement to keep ads prominent as Google
expands Al in search results.

» Explore upcoming Al tools for 3D images of
the central coast and other dynamic elements
in ads. Later we may consider creating
immersive experiences for users on platforms
like Android ARCore and Apple Vision Pro.




dB Building - doubled the dB base in last few
years - now at 125k names

At a time where first party data
rules, building our database has
been key

Media We Tried.:
» Facebook Carousels, Lead forms, Video,
Retargeting, lead-forms and look-a-likes
« Email (Did not work)
 Indirectly:
* Google ads SEM &Performance Max
* QR codes in Print ads and CTV
Looking Ahead
 Heavier weighting on the KPI for CPL
e Optimize Existing Channels:
Enhance Facebook campaigns using
newest personalization and retargeting
techniques



General Overall success w/
LATIimes Handshake ad

* One of the most efficient tactics on the buy
across all metrics.

e Top Conversion Driver: 5th highest, just
below Search and direct traffic.

e Drove hundreds of map downloads.

e Looking ahead: CBID will increase its use and
offer it to the LFA's.



Video driven engagement soared

 Record Engagement: 3.8 million engagements at
our lowest CPE ever.

e Top Performers: Facebook, YouTube, Spotify
Video and Amazon CTV drove massive
engagement and volume.

« Amazon CTV drove huge volume and quality
engagement with its extensive reach, quality
content, advanced targeting and integration into
the Amazon ecosystem. Between Amazon and
Spotify, they drove 20% of all engagements by
using only 10% of the dollars (remember they are
In test mode).



Mike and Ami (NWMP + Amazon)



Spotify Video

» 30-second non-skippable
videos that appear when
engaging with the app.

e Beautiful imagery leading
to 0.89% CTR, exceeding
Spotify benchmark of
0.55% CTR.

 Quality traffic with 97%
engagement rate (GA4).



Amazon Connected TV

 Promoting video content across
Amazon Streaming TV services.

 Massive audience, unique data
and premium inventory.

* QR codes bridge gap between
TV viewers and website visitors.
While fewer visitors,
engagement is also very high
with 94%.



Amazon Ads

Ami Roh
Account Executive, Local Ads
amirohz@amazon.com






Reach customers across
Amazon properties



Audiences for every stage of the journey



Finding Jane with Amazon first-party audience insights
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Engage with Amazon Audiences everywhere

Streaming TV

FreeVee, Prime Video and
Amazon Publisher Direct
offerings put your brand on the
biggest screen in the house
during some of the most
“distraction free” moments of
the day and connect your
brand with a valuable
audience of engaged, hard to
reach streamers.

Audio

Brand engagement beyond the
screen with Amazon Audio ads
across Amazon Music Free
on Echo and Alexa enabled
devices, Fire TV, mobile/ tablet
and desktop. Engage your
audience throughout their
day.

Display & Video

Utilize Amazon’s demand side
platform to reach your curated
audience while they are
shopping on Amazon and while
they are off Amazon browsing
and consuming content.



Amazon Streaming TV Ads Experience

* Full-screen video ads typically
viewed on the largest screen
In the home

* Non-skippable ads to tell your
brand story

e Show up alongside premium
content like TV shows and
movies



Amazon Streaming TV ads show up
where CBID’s audience are streaming



Prime Video
average US monthly

11 5 I\/I M -+ ad-supported reach

Warner Bros.

Hulu Peacock Discovery Netflix



Media Strategy Highlights for FY’25

e Build on our continuous improvement strategy using:

* Data: Supercharge targeted ads with first-party data to grow CBID’s Database
and use data to deliver tailored messages to relevant audience segments.

* Effective Retargeting : Multiple types especially retargeting using map

downloads across all media types and personalization. A Retargeting “Summit”
amongst BidBunch teams will reveal more plans.

* No Cookies, No Problem : Expand audience targeting with Google
Audiences, Amazon audience and other publisher sets.

* CTV and Google Video Expansion : Boost CTV and YouTube content,
perhaps with cool 3D effects.

* Measure What Matters : Let automation and Al handle data and reporting
where possible. Focus on optimizing, brand lift and attribution.

* LFA Program Extension : Extend programs with best cost efficiency and
metrics to LFAs.



CBID FY’'25 Media Plan Overview
$133.5k SFG






