Post Campalgn Analy8|s “2 Y By

¥ INDEPENDENT TrovelSouth

All Y'all Are Welcome USA



AGENDA

01. Partnership recap

02. Campaign content and delivery

03. Research Results

04. Looking forward




PARTNERSHIP
RECAP

Working with Travel South USA, our mission was to drive
international interest and spend by telling the story of the
South through the people who know it best.

Through See You In The South and our Born and Raised In...
video series, we invited local creatives from each destination
to share their personal take on home - revealing hidden
gems, cultural moments and everyday experiences.

By combining these authentic local perspectives with expert
editorial storytelling, the partnership captured the true
character of each state and helped audiences imagine
themselves there.
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SEP 2025-)JAN 2026

KEY

TARGET

DELIVERED

KPI EXCEEDED

D E LIVE RI E s Total Article Page views

+71.50%

OVE RVI EW Average Dwell Time

40

40

+0.0%

Co Branded Traffic Drivers

1,250,000

1,501,457

+20.11%

Brand Story Impressions

3,750,000

3,426,217 (to date)

+XX%

Video Views

1,000,000

1,077,298

+7.72%

Newsletters

1,500,000

TBC

XX Clicks | XX% CTR

Article Roadblocks

16,300
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ALL HOUSED IN ONE PLACE

CONTENT HUB

QINDEPENDENT S S <. |

NEWS ~ SPORT  VOICES  CULTURE  LIFESTYLE  INDYBEST  DEALS  TRAVEL  MORE INDEPENDENT @

AMERICA'S
FAVOURITE ISLAND I SAND

SOUTH CAROLINA

D Virginia

FIND OUT MORE FIND OUT MORE

5 incredible Virginia escapes for the experience-hungry traveller

From balloon rides above the Blue Ridge to oyster tastings knee-deep in the Lynnhaven River, Virginia offers a world of unforgettable
experiences for travellers in search of something truly special

D Louisiana

TrovelSouth
USA




MISSOURI
CONTENT AND
DELIVERY
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MISSOURI

KEY TARGET DELIVERED KPI EXCEEDED
D E LIVE RI E s Total Article Page views 5,000 10,206 +104%
OVE RVI EW Average Dwell Time 40s 41s +2.5%

Co Branded Traffic Drivers 250,000 300,058 +20%

All KPIs exceeded Brand Story Impressions 750,000 750,058 +0.0001%

Video Views 200,000 219,131 +9.6%

Newsletters 300,000 263,011 356 Clicks | 0.14% CTR

Article Roadblocks 2,251

Apple News MPU 500,617

L)
MISS®HIRI
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ARTICLE FEATURE

10 compelling reasons to have your
next adventure in the great state of
Missouri

& INDEPENDENT

Travel > Nrth America > Us?

+ 10 compelling reasons to have your next =
| | adventure in the great state of Missouri

e 66 and the world's tallest arch to sizzling barbecue and hidden cav
are 10 reasons the Show-Me State should be your next great Americ:

o I7 Qve\Sol!'lsl'A\ Mrﬁ‘%ukl

Thursday 09 October 20251647 85T 0006

Page views: 5,207 .
Dwell time: 45s MIs SeLRI

VisitMo.com
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VIDEO

BORN AND RAISED IN... MISSOURI

With Natasha Bahrami

Born and Raised in Missouri
& N $ w 3

\ <
MissEfuRI

@\ Total views: 219,131

Average time watched onsite: 49s

MISSOURI

N
MISS®HIRI
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https://docs.google.com/file/d/1YFCWhQo86JQwF5e78DXN51AdRpmV5vJK/preview

TrovelSouth
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ORGANIC SOCIAL POST

@
®
)
®
®
@
2

independenttravel and 3 others
Original audio

independenttravel From the iconic Gateway Arch to Saint
Louis-style fall off the bone ribs, Natasha Bahrami takes us on
a tour of her favourite spots in Saint Louis, Missouri.

6w

visitmo @ STL is iconic in every way! Gooey butter cake is
must-try. €3 — Mo
4w Reply

sommdee Great job, Natasha!!
6w Reply

niki.cottrell The gin room looks gorgeous | need to go &
6w 2likes Reply

@ | love this!! is the best!!
6w Reply

theroyale

6w Reply

showjsing2 Yes, amazing spot and great drinks! Love you to
the Moon Natasha ¢

6w Reply

nateburrows2424 ¢ ¢
6w Reply

bbwas Thanks for sharing this video Natasha @
6w Reply

® Qv

Liked by ttangari and others
26 November 2025

© Addacomment

Views: 2.9k

Engagements: 161

MISSOMIRI
()

VisitMo.com
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DON'T MISSE

OUT ON
MISSOURI

i o
TravelSouth | MIsSZFuUR|
MYl Mewelcome  USA -
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BRAND STORY

adventures await...

READ MORE

TrovelSouth | MissEfuRI
Hoibag'

@\ Impressions: 750,058

8]

Interaction rate: 2.46% (vs 1.50% BM)
18,452 Interactions

MISSOMIRI
()

VisitMo.com




NEWSLETTER/EMAIL SPONSORSHIP

9 INDEPENDENT
AWARDS

Travel Tips of the Week |Gzl

SPONSORED BY MISS@URI
“ % Sent: 263,011

Having spent several years living in New York, I (global travel editor Annabel
Grossman) would be lying to say I wasn’t smitten by the Big Apple. I've also
spent many dreamy days wandering LA's Venice Beach and exploring Wynwood
in Miami. But when it comes to America — like most destinations — I've C | | C k S . 3 5 6
discovered there’s so much to be gained by looking beyond the obvious big .

hitters. Particularly at a time when the USA is in political turmoil, I've found
that venturing into the midwestern and southern states has given me a much
more nuanced view of a country I once thought I knew so well.

CTR:0.14% (vs 0.15% BM)

g TravelSouth ‘ .
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DIGITAL DISPLAY ACTIVITY

NEWs  SPORT  VOICES  CUTURE  UFESTYLE  TRAVEL  PREMUM  MORE INDEPENDENT@

MissEFuRI

f & ¥ A \ ’
— S i U - R Find Out More MISS,¢U RI

1a Bulley's tearful husban
reveals text he sent mother-of-two

Impressions: 802,926

London mayoral hopeful won’t
face Tory party probe over ‘What the coup that

about Putin's grip
power

o e Clicks: 1,633

PARTNER CONTENT g PARTNER CONTENT @
10 epic reasons Missouri

is America’s best-kept e S .
secret for UKtravelleF;'s s CTR: 0.61% (VS 0.15% BM)

Missouri. A Vacation

with Personality. it dltars

Missouri is America’s
best-kept secret for
UK travellers

MISS®1IR]

usa | Mistfuri N
g TravelSouth | -
th VisitMo.com

\.' ==
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RESEARCH
RESULTS




FORCED EXPOSURE

CONTROL EXPOSED
. ) . . (DID NOT SEE THE AD) (DID SEE THE AD)
Travel South creative is shown to UK panelistsin a

forced exposure environment (exposed group), while a l l

separate group of similar panelists views SAME SURVEY
unbranded Independent travel content (control group).

Both groups of panelists then answer a set of
qguestions about the brand and quality of the

creative, allowing us to report on ad effectiveness i i

for Travel South.

Exposed Group is Compared to
Control Baseline for Ad Effectiveness

g TrovelSouth
USA
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CONSIDERATION AND INTENT

Across all primary KPls, the campaign delivered strong incremental lift, exceeding benchmarks at every stage of the funnel. Spontaneous
awareness more than doubled benchmark performance, while promoted consideration surpassed norms by 37%. Intent to plan a trip was 75%
higher than benchmark, lifting average trip intent for featured destinations to 45%. Louisiana’s brand story and Virginia's hero video were the
strongest drivers of downstream search intent for U.S. South flights and activities.

+11%
pts +11% +8%
(+8% bench) pts pts

+46% (+4% bench) (+4% bench)
t 66% +7%
pts
(+#21% bench) 59% pts
(+4% bench)
48%
o 45%
+18%
pts
(+21% bench)
Control
0,
%
2% [l Exposed

Spontaneous Spontaneous Prompted Intent Intent Intent

(to search for flights to (to search for things to do in (to plan a trip to a U.S. South

Awareness Consideration Consideration destinations in the U.S. South) U.S. South destinations) destination in next 12 months)

Q. What U.S. locations have you heard travel tips about? ; Q. Which U.S. destinations come to mind as places you might like to visit?
TravelSouth Q. Which U.S. destinations come to mind as places you might like to visit? ; Q. How likely are you to do the following in the near future?
USA Q. How likely are you to plan a trip to the following places in the next 12 months? Base - Control (200) Exposed (750)




CREATIVEDIAGNOSTICS """

Campaign content resonated strongly, with audiences finding it useful, authentic, and engaging. Notably, 1 in 4 respondents said the content

motivated them to search for more information or book a holiday. Missouri content stood out for engagement and relevance, while Hilton Head

and Louisiana were perceived as highly authentic. Louisiana content was the strongest driver of deeper exploration, leading intent to search for
travel tips and visit tourism websites, while Virginia content was viewed as especially useful.

== Total

== Hilton Head

== Missouri
Virginia
Louisiana

Kentucky

\\/——__
It made me It's It's It's the sort

this type of want to visit something  wanttobooka  boring/felt annoying of thing |

content their tourism useful holiday too long would ignore
information or guides about board website

the destination
g TravelSouth
USA

Q: Which of the following statements describes your thoughts and feelings towards this content?

It's It's relevant It feels It made mewant It made mewant |enjoy seeing It made me It tells me
engaging to me authentic to search for to search for

more more travel tips

Base — Exposed (750)




CREATI‘,E IMPACT TRAVELvSOUTHf?@ngSA

ARTICLE BRAND STORY

44, 50% agreed that the content was the best or better
than other travel advertising they’ve seen.

65% 66% agreed that the content clearly showed why the
destination featured is a must-visit destination.

o o agreed that seeing Travel South partner with The
46% 50% Independent made them feel better about Travel South.

Q. How does this content compare to other travel advertising you've seen?
g TravelSouth Q. How much do you agree that the content clearly showed why the destination featured is a must-visit destination?
US.,

Q. How does seeing Travel South partnership with The Independent impact how you feel about Travel South? Base - Exposed (750)




CONSIDERATION AND INTENT MISSRUR

The campaign delivered above-benchmark performance across the funnel, converting strong awareness into downstream intent. Spontaneous
awareness and promoted consideration drove 2x+ lift vs. benchmark, while intent to search and plan a trip delivered 3x+ lift, including intent to plan a
trip to Missouri. Video led awareness and consideration, while brand stories matched video on consideration and led in driving intent to search.

+15%
pts

+44% 090 (+4% bench)
+22%
pts
(+21% bench) pts 53%
(+8% bench) +12%

44% pts
41% (+4% bench)

+17% 33%
pts

(+21% bench)
17%

Control

0, 0,
0% 0% [l Exposed

Spontaneous Spontaneous Prompted Intent Intent

(to search for more (to plan a trip to Missouri

Awareness i i i i
Consideration Consideration information about Missouri) in next 12 months)

Q. What U.S. locations have you heard travel tips about? ; Q. Which U.S. destinations come to mind as places you might like to visit?
TravelSouth Q. Which U.S. destinations come to mind as places you might like to visit? ; Q. How likely are you to do the following in the near future?
Us, Q. How likely are you to plan a trip to the following places in the next 12 months? Base — Control (200) Exposed (50)




CONTENT PERCEPTIONS MISHR

Missouri-focused content showed strong alignment with perceptions of relevance, with respondents saying that the
featured experiences and activities matched what they enjoy when they travel. Positive responses were also seen for
the interview-style approach, particularly where tips and advice were perceived as coming from a local source.

It gave me new and interesting
information about Missouri

It featured travel experiences and
activities that | would enjoy

| enjoyed that the tips and
advice came from a local

| enjoyed the interview
style of the video

| liked that it honored the
cultural history of the location

The recommendations
felt fresh and unique

It made me consider adding a new
destination to my travel wishlist

g TravelSouth
USA

Q. How much do you agree or disagree with the following statements about the content you just viewed? Base — Exposed (150)




CREATIVE IMPACT MISS ORI

VisitMo.com

ARTICLE BRAND STORY

48% 589% agreed that the content was the best or better
than other travel advertising they’ve seen.

60% 72% agreed that the content clearly showed why
Missouri is a must-visit destination.

o o agreed that seeing Travel South partner with The
46% 66% Independent made them feel better about Travel South.

Q. How does this content compare to other travel advertising you've seen?
g TravelSouth Q. How much do you agree that the content clearly showed why Missouri is a must-visit destination?
US.,

Q. How does seeing Travel South partnership with The Independent impact how you feel about Travel South? Base — Exposed (150)
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CONSIDERATION S
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LEARNINGS &
RECOMMENDATIONS

Born & Raised In...

The Born & Raised In... video series resonated strongly with our
audience, reinforcing the power of authentic, local storytelling. Featuring
creatives sharing personal recommendations created trust, warmth and
credibility, helping destinations feel relatable rather than aspirational.
These local perspectives brought nuance and emotional depth to the
campaign. Recommendation: continue and expand the series in future
activity, using local voices as a central storytelling pillar.

Engaging Brand Stories

Brand Stories delivered outstanding engagement across the campaign,
proving highly effective at capturing attention and encouraging
interaction. Louisiana led performance, achieving interaction rates
exceeding 6%, driven by powerful imagery and social-first video. The
format’s ability to blend inspiration with action makes it a strong
mid-funnel driver. We recommend utilising the engaging nature of the
Brand Story format as they bring an interactive element to the campaign.

g TravelSouth
USA




LEARNINGS &
RECOMMENDATIONS

Lower Funnel (Display Activity)

Future campaigns should layer in targeted travel and USA channel
takeovers, combined with more precise audience targeting and
rotational, state-specific creative. This approach would capitalise on
interest generated by editorial and video, maintain momentum, and
drive stronger consideration by aligning messaging to audience
intent and destination preference.

g TravelSouth
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THANK YOU






