


EXECUTIVE SUMMARY

6 Month Report

50,570,311 386,370 100,424 3,319
Impressions Site Users Site Conversions App Users
84,533 724,699 4,627,791 812

Social Audience

Social Engagements

Video Views

App Downloads

Reporting period: January 1 - June 30, 2025
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DATAFY

Visitation Overview

Total Trips 495,359 469,341 543,020

2,194,581 2,364,995

Visitor Days 2,081,533

Avg Length of Stay 4.5 Days 4.9 Days 4.6 Days

Datafy Visitation for this time

period was up YoY from 2023 Year Over Year Cluster POI
(10%) and 2024 (16%) for

total trips to the county in

2025.

March YoY consistently drives
the highest visitation across
these 6 months.
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Visitor Days

Mar 15 Mar
@®2023 2024 2025

Reporting period: January 1 - June 30, 2025
Excluded 1 day trips




WEB TRAFFIC

Overview

Active users @ New users @ Average engagement time per active user @ Active users by Session source / medium

386K 381K 49s

t29.5% t28.4% 410.2%
social /
facebook_bbe..

google /
S For the last 6 months,
(direct) / we’ve had over 300k
(none) users to the site. Up
nearly 30% from the
- ‘ digital / banner preceding period.
Jan Feb
social / The top traffic source
facebook remains Social, with
cabin ads driving most

traffic.

== Custom = = Preceding period

Active users by Session source / medium over time

® Custom range Preceding period The average engagement

time on the site sat at just
under 1 minute.

01 01 01 01 0 01
Jan Feb Mar Apr May Jun

® Total @ social / facebook_bbcc_cabin_linkad M google / @ (direct) / ) W digital / b A digital /
otal socia ‘aceboo! )cc_cabin_linkad google / organic [{ I'EC\} (none) igita: anner igital / retargeting January ’ _ June 30, 2025
Compared to preceding period: July 4 - Dec. 31, 2024




WEB TRAFFIC

Pages

Page path and screen class Comparison <4 Views Active users Bounce Average

~
v

SHOW ALL ROWS

386,370
All Users 8,451

Properties pages vs. 207,065 's. 8 vs. 9.649 vs. 1m 05s

T 4.85%

37s

Eat Pages 44s
Directory Pages

Shop Pages

Activity Pages

Event count

3,332,724

738,043

s. 559,478

vs

Key events

All events

100,469.00

130.00

87,101.00

3,232.00
949.00

Compared to the preceding period, Properties and Eat page types saw increases in views and active users in this period compared to the preceding period. We also saw
decreases in the bounce rate, which speaks to the value of traffic landing on these pages, excluding Properties pages which saw an increase (also valuable traffic signal).

January 1 - June 30, 2025

Compared to preceding period: July 4 - Dec. 31, 2024




WEB TRAFFIC

Overview

Active users @ New users @ Average engagement time per active user @ Active users by Session source / medium

386K 381K 49s

T19.7% t18.1% 410.3%
social /
facebook_bbe...

google /
organic

(direct) /
{none)
Compared to the same

0 01 ) 01 0 % 0 digital / banner period |n020.24, we saw a
Jan Feb ‘ y J nearly 20% increase
active users.

= Custom = = Last calendar year social /
facebook
Similar stories are seen

YoY for web traffic with

Active users over time : Ly
0 100K . o ..
social cabin ads driving

@ Custom range Same period last year the most traffic.

01 01 0 01 01
Mar May Jun Jul

¥ Total @ social / facebook_bbcc_cabin_linkad M google / organic @ (direct) / (none) W social / facebook_mcta_cabin_linkad Janugry 1 - June 30, 2025
Compared to same period last year. Jan. 1 - June 30, 2024




WEB TRAFFIC: conversions

Conversions

Jan. 1 - June 30, 2025

Preceding Period
July 1- Dec. 31,2024

Year Over Year

Jan.1-June 30, 2024

Conversions L‘;tearls Conversions EE;C:(;; Total Users Conversions Ei;c:gé Total Users
felielS 100,424 55,859 52,061 29,999 77583 44,122
check_availability 86,476 48,755 43997 25,860 70,459 39,978
add_to_favorites 5,725 2,059 4,483 2,045 5,781 3,057
start_your_search 8,223 5,045 3,581 2,094 1,343 1,087

We saw increases in conversions compared to the preceding period (up 93%) and the same time period of 2024 (up 30%) this time period.




SOCIAL MEDIA AUDIENCE

JANUARY - JUNE

Audience Growth
The first half of 2025 brought major growth, our total
audience is up 20%, with over 12,000 new followers
added, bringing us to 84,533 overall. TikTok led the
charge with a massive 2,115% increase, while Instagram
(+23%) and Facebook (+16.8%) also saw steady gains.

We officially crossed the 80K mark - a big milestone as
we head into the second half of the fiscal year!

Moving forward, we’ll keep the momentum going by
reaching new audiences, keeping things fresh for our
current followers, and continuing to highlight seasonal
and experiential content that resonates with our
audience.

Audience 84,533 7 20.1%
Net Audience Growth 12,264 7 64.6%
X Net Follon

Facebaok Net Fo




SOCIAL MEDIA IMPRESSIONS & ENGAGEMENT

JANUARY - JUNE

Impressions

724,699
Impressions 18,684,749 A21%

We had a strong first six months, with impressions up 21% and engagements climbing 22%! Facebook
continues to lead in overall impressions, while TikTok saw a massive spike in engagement — up over
2,200%. It’s exciting to see content gaining traction across platforms, and we’ll keep that momentum

going with strategies focused on reach, engagement, and continued growth!




SOCIAL MEDIA VIDEO VIEWS

JANUARY - JUNE

Views Met

Video Views 4,627,791

Video views saw major growth in the first half of 2025, up 90% overall with nearly 5 million views! YouTube led the way
with an 857% increase, followed by big gains on TikTok (+560%). Short-form video remains a key driver across platforms.




ALL STAR PERFORMERS

JANUARY - JUNE

SAIPANPO 2.7 pe BT

Tha criy thing that heats 2 gids tip.
Is 2 s tip to Cabin Country. §§ we
#SatHoreAreagy . .. ...

Total Engagements
Likes.

Commants

Stares

(@ beavershandok
= MU0 A0 wen DHT
Just whan you thought 2 trp to
Baavers Bang coukdn't get any mons
magical. #GctHornAleady .. . ...

. (3) beaversbandoi
Tue 20W2C28 K76 p CST

all 3okt ta vivas and tha
-. & #0atHornAleady
#bagerstend Farakantow...

Total Engagements

[©) baaversbandok
Sal BE2025 10,55 am EOT

Yau can't have 10 ga tar ta go
Qutsice. & 4 #T6tHaradready ...
- #bamcrstend #arakankon...

Total Engagements
kes
Camments

Shares

[©) baavarsbandok
S NRA 20R025 KIS e C5T

HANASEY, SAMATIMAS We CHen N 16
ramind aursalics this place ks rmal. &
& o eCatHartireagy ...

-
Total Engagements
Lkes
Comments
Sherss

° €3 Beavers Bend, OK - Vi
42 L2025 7407 g C2T

Go frum oper read Lo wide open
spaces in just 2 few hours. Enjoy
Oxlaboma's Free Fishing Weekend, ...

Other Past Cllcks

Bt

€ Beavers Bend, OK - Vi...
Tou 60222025 450 e 20T

What mure r=azon to you need lo
get out of town and into Catin
Ceunlry? 0GelHerablingdy -

Boavers Band Cabin Country |

Total Engagements
Raactiors

Comments

’ €9 Beavers Bend, OK - Vi...

324 A we'ns the three best friends
tht anyore could have
VGeHetetlreaty - Wbeswersberd..

Baavers Band Oklahoma - Wel...

Tatal Engsgements
Aeactions

CSomments

Dthar Pos: Clicks

Bomim: [SYNC]

€ Beavers Bend, OK - Vi..
Mo 601642025 375 e €OT

You're just 2 sheet cruize away from
cruising Cabin Country Uees. & &
A VG leraflready - Vbasversten..

Baavers Band Cabin Country |

Tatal Engagements
deactians
Camimsnts

Shares

Zesl

Othar Pest Clicis

[y

© Beavers Bend, OK - Vi..
T 2026 335 m G2

This place iz 31 big =Kies and bigger
ibes, every Lme you're here, & o
NGetliereAlreedy - Noeaversbend..

Baavars Band Okdahom

Total Engagements
Reactions
Commrents

Shares

Othar Post Clicks

Buaiad

On Instagram, our best performing posts were all
about beautiful views, unique cabin stays, and
exciting activities, right in line with what we expected
for such a visual platform. Reels continued to be the
top format, pulling in the most engagement.

On Facebook, linked static posts that highlighted the
area's beauty and drove to the website performed
best.

We’ll keep using engaging hooks to grab attention and
continue leaning into trending and seasonal audios to
make our content more shareable and engaging.




Pinterest had a great first
half of 2025, with growth
across almost every
metric. Total audience
was up 21%, and our
engaged audience saw a
huge jump, up 154%!
Impressions and
engagements also
climbed, up 11% and
136% respectively.

Saves were a major
highlight, up 230%,
showing strong interest
and future planning
behavior. Top boards
continued to be seasonal
and cabin-focused, a
great sign that our
audience is looking for
inspiration for trip
planning. We’ll keep
leaning into that kind of
content moving forward.

Spring | Spring is in th... Cabins | A Luxury Cab...

Spring | Spring is in th...

Cabins | A Luxury Cab...

Reasons | Why Visit... 40.7k
62 Pins Impressions

40,695 381
Impressions Engagements

363 185
Pin clicks Outbound clicks

14

Reasons | Why Visit... 40.7k
62 Pins Impressions

Total audience ()

1.03m T 21%

Impressions (i)

1.8m T 1%

Outbound clicks (1)

5.91k ) 42%

Engaged audience (0)
30.67k T 154%

Engagements ()
35.4k T 136%

Saves (D)
1.81k T 230%



PAID SOCIAL PERFORMANCE TOTALS

JANUARY - JUNE

18,727,378 306,710 663,410
Impressions Landing Page Clicks
Views
2,427,477 $0.28

Engagements Cost Per Click

Reporting period: January - June 2025 (Facebook & Instagram)



Beavers Bend, OK - Visit Cabin
Country »

Start brushing up on your campfire stories
because nothing beats getting toasty in Cabin
Country. = % & Se

21 comments

7> Share

oY Like () Comment /o

AD PERFORMANCE - FACEBOOK

JANUARY - JUNE

Beavers Bend, OK - Visit Cabin
Country see

Every picture out here looks like a post card
and we're okay with that. el §4 4

#GetHereAlready See more

beaversbendcabincountry.com
Beavers Bend Oklahoma -
Welcome to Cabin Country

Learn more

00¢ Ashleigh D... 34 comments 91 shares

o Like 4> Share

() comment

Beavers Bend, OK - Visit Cabin
Country .

You'll fall for Cabin Country hook, line and
sinker. § T #Gi

Beavers Bend Oklahoma -
Welcome to Cabin Country

Learn more

pigh D... 12 comment: ares

() Comment £> Share

Beavers Bend, OK - Visit Cabin
Country

You don't have to be a Great Lake to be a great
lake. & #GetHereAlready
- .See more

beaversbendcabincountry.com
Beavers Bend Oklahoma -
Welcome to Cabin Country

Learn more

O O ¥ Ashleigh D... 35 comments 61 shares

[ﬁj Like 74> Share

O Comment

Beavers Bend, OK - Visit Cabin
Country e,

That's a mighty fine lookin' skyline. . 3¢ #
#GetHereAlready
- ..See more

Q0% 1.9k
UC) Like

17 comments 23 shares

() Comment ¢ Share




YOUTUBE PERFORMANCE

JANUARY - JUNE

Views A\ Watch time (hours) Subscribers Your top content in this period
2.8M 67.4K +101
-
?:\’_b Tep Th [V Bend
60.0K
|
40.0K —
20.0K -
0 =
0 @ om ] (N e
Jan 1,20 Jan 31, 2025 Mar 2, 2025 Apr 1, 2025 May 1, 2025 May 31, 2025 Jun 30, 2 ’ w i
2% .
Youtube had a strong 6 months - we reached 2.8 million views, more than 67K watch ' .
time and over 100 new subscribers! We saw a significant increase in May along with an , fﬁ:-'"—- ,
increase in ad spend on this platform. Our top performer was Top Things To Do In =
Summer, bringing in almost half a million views. Youtube Shorts also had a solid 1]

showing, making up almost half of our top 10 videos for this time period.




QUANTCAST

I/l - 6/30
Digital Display

TOTAL IMPRESSIONS

. 13,112,012
Digital Display has consistently performed well. Month over month, clicks and

impressions were high - with the CTR consistently over the national average of .08%.

TOTAL CLICKS
June has been the best performing month while April was on a downward trend.

14,069

CPC
Impressions Clicks $4.19

2,306,935 2319

2,21 4,578 2411 Beaver's Bend Digital Display Clicks & CPC

2,259,602 2582

2,183,112 1965

May 2,096,115 2277

Jun 2,051,670 2515

Grand Total 13,112,012 14069




Ql MEDIA YOUTUBE ADS

I/l - 6/30
Campaign Impr. Viewable rate
YouTube - Video - :06 Bumpers - DFW 1,969,677 97.67% YouTube Ads
YouTube - Video - :06 Bumpers - OKC 381,489 98.10%

P IMPRESSIONS
YouTube - Video - :06 Bumpers - Shreveport 378,219 97.78% 7,211,942
YouTube - Video - :06 Bumpers - Tyler 354,324 96.71% VCR

. 98.14%
YouTube - Video - Non-Skippable :15s - DFW 2,814,267 98.44%
- Vi - -Skippable :15s - OKC 558,329 98.71% .
YouTube - Video - Non-Skippable :13s Q1 Media took over YouTube bumper and
YouTube - Video - Non_Skippable *15s - Shrevepor‘t 546,479 9881% nOI’]-SkIp advertising in Decem bel’ and
performance has remained high with over 98%

YouTube - Video - Non-Skippable :15s - Tyler 209,158 LRV \/ideo Completion Rate.

7,211,942 98.14%




DATAFY

I/1 - 6/30

Destination

i

Total Trips/Visits
171,437

Total Visitor Days
Observed

267,052

Est. Average Length of
Visit

1.4 Days

Est. Campaign Impact

$12,865,275

Total Impressions

2,621,027

388,567

Total Spend

$29,881.78

Unique Reach

273,442

Avg Display CTR

0.29%

® Day lrin
® 2Days
® 3Days
® anays

3+ Duys

allas -,

tinrth

Oklhorna
City

Vi
Longeave-
Uknfiligd

Avg VideojAudio CPM

$20.88

=s0.00, "

Digital & Video Display

TOTAL IMPRESSIONS
2,621,027

DISPLAY CPM
$7.80

VIDEO CPM
$20.88

Datafy ran from January through June.
During that time frame, this tactic resulted
in over 171,500 total trips/visits and made
an estimated campaign impact of $12.8
million. It also overperformed in terms of
VCR, CTR, and CPM.




HULU & PEACOCK
— |- -

1/1/2025 1/31/2025 238,348 246,277 242,599 98.51% 3 OVERALL VCR
98.85%
TOTAL IMPRESSIONS

3/1/2025 3/31/2025 239,437 250,564 247,872 98.93% 1’481’879

2/1/2025 2/28/2025 238,348 244,581 242,377 99.10%

4/1/2025 4/30/2025 238,348 247,047 244,309 98.89%

PEACOCK

5/1/2025 5/31/2025 238,349 247,169 244,049 98.74%

OVERALL VCR

6/1/2025 6/30/2025 239,436 246,241 243,569 98.91% 99 360/0

TOTAL IMPRESSIONS
Peacock 1,629,748

Impressions By Date

Hulu and Peacock both ran well during the first half of the
year. VCR is very high for both of these platforms.




PARAMOUNT+ & LOCALITY

I/1 - 6/30

Video Starts and Completion Rate By Week @

200,000

160,000
120000 ©O1
|
80,000
I I I I I -
")

Locality

PARAMOUNT+

OVERALL VCR
98.62%
TOTAL IMPRESSIONS
2,529,212

LOCALITY

OVERALL VCR
98.10%
TOTAL IMPRESSIONS
3,299,742




OUT OF HOME & PRINT

Travel

D Magazine

Session source / medium

<

Total

print / publication

{

out_of_home / dart_posters

<

out_of_home / dart_train

+

¥

Active

users

171 (91.94%)

13 (6.9

2(1.08%)

before you -

evenleave.

DFW Child

Engagement Average
rate engagement
Hme

58s
TmO01s

5m17s

New users

Events
per

malie
fromtlallaslo
Cabh Cmiﬂ_l'] ;
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Beavers Bend e vou —— R.J
HOCHATOWN Beavers Bend FIND YOUR CABIN

10aeL Cabin Country

-
Beavers Bend

s Coandlg

Insigh

Key Takeaways:
Avg. Open Rate 27.1%
Avg. Clicks 1.3%

Big Deck Energy

Science confirms it: bigger patios = bigger vibes.

Travel Tips
A Foodie's Tream: Track Down
the Best Bites in Beavers
You Won't Believe These One- N Bend
of-a-Kind Cabins
Suite Sweets: Cozy Cabins
Made for Togetherness (and &
Little Privacy, Too)
Video
These One-of-a-Kind Cabins
| Can Only be Found in Beavers
Bend

Travel Tiom
Something for Everyone:
Quick Tips for a Family-
Friendly Trip

Travel Tips

§ The Low-Spend Getaway:
Wallet-Friendly Tips for a Trip
s to Bes Bend

“This place is awesome!”

Newonthe App

NewAudioTour: S Family Fun Audio Tour e |G NS A
Hiking Trails ‘%/ WA o The Ultimate Foodie Tour
Listen now oo the App. - Listen Now.




APP PERFORMANCE

Overview

Date Downloads

1m32s 7,800 50,008

January n7

February 16

All Platforms

March 54

April

May

June

Totals

Mar2 Mar12 Mar22 Apr1 Apri1 21 May31 Jun10 Jun20 Jun30

Location Information *

Users New Users Sessions Pages / Session Avg. Session Duration
App performance for the first half of 2025 across users saw a DAlAS T 203

slight decrease (22%) compared to the second half of
2024. Downloads also saw a slight increase.

The majority of users were seen in Dallas, TX and Oklahoma
City as well as in-county. The most active users were those
utilizing the app in Houston, TX.

January 1 - June 30, 2025
Compared to preceding period: July 4 - Dec. 31, 2024



APP PERFORMANCE

Engagement

Conversion Rate

Item Title~ Viewsw Click to Calle Website Clicke Map It Clicke Likedw Share Clickedw Adds to Planw

dar Bluff Tra
Beaver Lodge

Riverman Tra

Engagement on the app reveals the top ten items were mostly trail-related content or outdoor activities.

January 1 - June 30, 2025




