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Using Geolocation Insights to
Drive Regenerative Tourism
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Today’'s Workshop Agenda

1. About Azira: Who are we? What is this data”?

2. Examples: How Azira is used for Regenerative Tourism

3. Kauai: A Regenerative Tourism Story

4. Workshop: Hands On with Data!

www.azira.com 2 2
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Evan Saunders: an intro

CCTV AMERICA INSIGHT €ETV ( ~
Why Chinese travelers choose the United States BUESRUEE

WWW.CCTV-AMERICA.COM W @CCTV_America f CCTV_America » CCTV America
cGTN
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UberMedia > Near > Azira
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Where did this data originate from?

“2:BlackBerry
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Consumer Behavior with
Geo Location Data
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How the data can be used for Regenerative Tourism

1. Insights: Data for Understanding Tourist Behavior

2. Activation: Media Buying with Custom Tourism
Audiences aimed at the right tourists!

3. Foot Traffic Measurement: Attribution (Did it Work?)

www.azira.com 8 8
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% (Us 07

Understand Build Custom Activate - Measure Impact:

Your Visitors: Audiences: Campaigns: Website & Media Footfall

Foot Tr’a:ffic Audiences for Marketing Media Buying Solutions Attribution
Insights

www.azira.com 9 9
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Let's Start with Phone and their Device IDs...

www.azira.com 10
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Phones Give off their Location...
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What Is Consumer Behavior Data?

Powerful data on people and places to understand
consumer patterns, origin, profiles and more

Multiple Sources Processing and Refined Location
of Raw Data Contextualization Data Supply Intelligence
il >

<L Focus on Quality e

www.azira.com 12
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Three Guiding Principles for Azira with
Consumer Behavior Data

Protect
Consumer
Privacy

Ensure Data
Coverage and
Quality

Provide
Transparency

www.azira.com 13
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Removing Anomalies
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Transparency in Representativeness

Quality Over Quantity

Census
0 5000000 10000000 15000000 20000000

85 years and over
80 to 84 years
75 to 79 years
70 to 74 years
65 to 69 years
60 to 64 years
55 to 59 years
50 to 54 years
45 to 49 years
40 to 44 years
35 to 39 years
30 to 34 years
25 to 29 years
20 to 24 years
15 to 19 years

0 5000000 10000000 15000000 20000000 25000000 30000000
CEL Devices

Census
0 2500000 5000000 7500000 10000000 12500000 15000000 17500000 20000000

$200,000 or more
150, 000t0199,999
100, 000t0149,999
75,000t099,999
50,000t074,999
35,000t049,999
25,000t034,999
15,000t024,999
10,000t014,999

Less than $10,000

0 5000000 10000000 15000000 20000000 25000000 30000000
CEL Devices

Lensus
0 25000000 50000000 75000000 100000000 125000000 150000000

175000000 200000000

Graduate or professional degree

Bachelor's degree or higher

Bachelor's degree

Associate's degree

Some college, no degree

High school graduate or higher

High school graduate (includes equivalency)

9th to 12th grade, no diploma

Less than 9th grade

50000000 100000000 150000000 200000000
CEL Devices

Census
0 25000000 50000000 75000000 100000000 125000000 150000000 175000000200000000

White

Some Other Race

Native Hawaiian and Other Pacific Islander

Black or African American

Asian

American Indian and Alaska Native

CEL Devices

250000000

/. Azira

www.azira.com
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I0S and Android

22-Jan-24|Android i0S total_devices 5-Apr-24|Android i0S total_devices
AUS 48.500% 42.583% 7366302 @ AUS 48.846% 42.715% 8197239
ESP 83.283% 12.120% 2267931  ESP 82.075% 12.532% 1829254
FRA 66.653% 25.960% 2696006 @ FRA 62.592% 25.777% 1848589
GBR 34.064% 20.299% 11694307 GBR 34.512% 22.092% 7833524
CAN 44.767% 36.033% 13693149 @ CAN 43.614% 35.434% 15484321
USA 45.690% 39.936%| 129269545  USA 43.489% 33.942%| 165897186
SGP 63.322% 25.159% 446844 = SGP 61.665% 22.110% 686923

www.azira.com
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Device IDs — Where They are From. Where They Stay

Hotel

The Royal Hawaiian Resort Waikiki
The Royal Hawaiian Resort Waikiki
Hilton Garden Inn Waikiki Beach
Hilton Garden Inn Waikiki Beach
Ritz-Carlton Waikiki Beach
Ritz-Carlton Waikiki Beach

The Royal Hawaiian Resort Waikiki
Ritz-Carlton Waikiki Beach

The Royal Hawaiian Resort Waikiki
The Royal Hawaiian Resort Waikiki
The Royal Hawaiian Resort Waikiki
Ritz-Carlton Waikiki Beach

The Royal Hawaiian Resort Waikiki

www.azira.com

Hashed ID

aaeb031913ch60e92e4 USA
b157dd0c1bf448aea66 USA
f849e1f9bdf90albe672 USA
8688f8eh5f1ab5fdf488{ USA
bbac7f632¢c81f6905de( USA
241f1a2f2f107ac9b807 USA
aabe6c3bebc7ead5b43 USA
5d9c¢7ad03098a4daec7 USA
d43778c7ae9fbe4f8fb1 USA
4b9f95d07588098dcc9 JPN
c48abfa0c164e4b6d40. USA
a6¢8f36177586002¢18 MCO
a85a3e1¢9c946111202 USA

Country

DMA

Admin

Miami-Fort Lauderdale, FL Broward County FL

Los Angeles, CA
Phoenix, AZ

Las Vegas, NV
Butte-Bozeman, MT
Los Angeles, CA
San Diego, CA

San Antonio, TX
Honolulu, HI

Chicago, IL

Denver, CO

Los Angeles County CA
Maricopa County AZ
Clark County NV
Gallatin County MT
Los Angeles County CA
San Diego County CA

Bexar County X
Honolulu County  HI
Edogawa ku

Cook County IL

Monte Carlo
Douglas County CO

State Zipcode

33027
90274
85295
89139
59714
91011
92009
78260
96797

60010

80108

/. Azira

Census Block
Group

1.2011E+11
6.0377E+10
4.0138E+10
3.2003E+11
3.0031E+11
6.0375E+10
6.073E+10
4.8029E+11
1.5003E+11

1.7032E+11

8.035E+10

Date

8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24
8/2/24

18



/. Azira

Privacy Is Pivotal to Working
with Human Movement Data

There are many groups & government entities setting up privacy standards

(—~\ TRUSTe
CERTIFIED PRIVACY

www.azira.com 19
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Geofence Any Location Anywhere for Insights

Create New Report

*Required
Report Name Ehukai Beach Park, Oahu

'Ehukai Beach Park, Ke Nui Road, Haleiwa, HI, USA Q Ehc’c:e location visit Previous 12 months v
Imetrame

Map Satellite

Report Type AdvancedPlus Report v

Banzai Beach @ .
Ehukai Beach Park Paumall

Stream

” Ehukai Pillbox Hike

Billabong Professiona
Surfer ! 10use ,?"f
’

Y A Kaleleiki
sanzai r{oc}g:,u?katepark Stream

ﬁr._,_ )
F 9%
R)

Kulalua ®

Keyboard shortcuts | Map data ©2022 Imagery ©2022 , Maxar Technologies, U.S. Geological Survey, USGS | Terms of Use | Report a map error

GeoJson Cancel

www.azira.com 21
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Insights on Where Visitors are From

Visitor Origin Points - Common Evening Location . Visitor Origin Points - Common Evening Location Stat )
s ; : Pin Map v & Visitors' f d locati knigh d kends L ates -
Visitors' most frequented location on weeknights and weekends learn more isitors' most frequented location on weeknights and weekends learn more
WA
ME
(MiTg IND)
o il [N
1D} ISD} o INVARNMAY
w Gkl
IA PAY
W = (ot D)
U m g
@ W\ A
cA o Mo &7
N NG
oz 0 CKORAR] 59
Visitor Origin Points - Common Evening Location ZibCodes . B MS) A, @
Visitors' most frequented location on weeknights and weekends learn more p
LA
» ZipCodes %
LS
+ 96815 6.70%
- 96712 5.35Y
+ JEE soveltee
96707 2877
96789 2.73%
96786 2.31%
96706 2.04%
96734 1.99%
96816 1.79%
1 2 3 4 5 112 >

www.azira.com 22
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Heatmap, Pathing, and Visitation Trends

Visitation Heatmap
Visitor patterns within a location learn more

Visitation Times - Time of Day Visitation Times - Day of Week
Visitation by time of day learn more Visitation by day of week learn more

Sunset Beach
" 15% 20%
15%
10%
> 10
5%
I 5
Pathing Pin Map = @ L B o=
Mon Tue Wed Thu Fri Sat Sun

% of Visits
R

% of Visits

xR

Where visitors were seen 30 mins before and after a visit to a location learn more

| street Rl e et
® Mapbox © Open: prove -map

www.azira.com 23



Profiling and Demographics

Visitors are "x" times likely to visit the following brands
Affinities to retail brands are compared to the general community and can inform retail opportunities learn more

Affinities

X more likely to visit ¥
1.78 x

1.14 x

0.82 x

0.81 x

0.79 x

0.73 x

0.72 x

0.72 x

0.67 x

All Locations

Category/Brand

X Anytime Fitness

= America Best Value

N Belk

% Ashley Furniture

% Hyundai

B} Loves Travel Stops and Country Stores
S Hobby Lobby

% Bargain Hunt

‘B! Automotive Service Association

Sub-sector

/. Azira

Gym and Fitness< Farilities

Economy
Clothing
Furniture
Economy

Gas Stations
Arts and Crafts
Discount Store:

Auto Services

Visitor Demographics

Visitor Demographics data based on Census data learn mor United States v Site Demographics v @
N $ Median Household Income: $84,559 &' Median Home Value: $470,947
Ethnicity Income
African American [l 0-29k I
Asian NN 30-74k I
Hispanic NN 75-99k NN
Other or Mixed I 100-149xk T
white NI 150K+ I
Education Age
No Hs N <18 I———
18-24
|
HS 25-34 I
Some College/2 Year NI 35-44
Bachelor I 4550 ———
55-64 EE——
Higher Degree NN 65+ I

www.azira.com

24
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Making Powerful Data Easy to Use

MEASURE VISITS TO YOUR
SREATE 1 YOURADS SERVED TO DESTINATION AND SPECIFIC

AUDIENCES CUSTOM AUDIENCE POINTS OF INTEREST

www.azira.com
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Audience Creation with
Device IDs and App Data
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Audiences Built on Consumer Behavior Data




/. Azira

Persona Targeting — Finding The Right Tourist

828 Demographics [:},3 Interests = Purchase

intenders

w Financial é C.h'f\ritable | Ethnicity
giving

www.azira.com 28
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Sample Audience: Using Location Data for SoCal
This is how it starts using location data...

Seen at FBO’s Often hike in

Live in wealthy census
: SoCal Of S
block groups in Southern ten visit the
P | - . beach
Calfornia ertigl | Sepjaun [ [Soythern, california
Coast Valley ou oast colore
Los
. Angeles
Santa Barbara County
Have been to (o Have friends who
Cabo, Fiji or Pacific Ocean ’ have recently been
Tahiti recently ™ Orange o to Hawaii

County (Social Extension)

San Diego

Tijuana\ MEXICO

www.azira.com 29
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Sample Audience: Eco Friendly Tourists

People who  to compost
‘'shop at Natural  centers
Grocers

People who go
to recycle
centers

People who go to
Water Supply

People who go

People who visit

campgrounds
People who

shop at
gardening
stores

People who
shop at REI

People seen at charity
or volunteer centers

www.azira.com

30
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Profiling and Demographics

Geographic Demographic Interests Purchase Intenders Financial Ethnicity Charity
B Animals Interests Collectables Interests Reading @ Travel Interests
Cats Art Collectibles Audio Books Cruises
Dogs Arts & Antiques Current Affairs Domestic Travel
Equestrian Coins Financial News International Travel
Pets - General Collectibles - General History Travel - General
Stamps Magazines
B Arts & Crafts Interests Reading - General B Other Interests
B Food & Drink Interests Religious
Arts Sc!ence/ S.pa.ce Automobiles
Crafts Cooking SCI.EI'!CE Figtion ) Diet
Photography Food & Wine Raligious Material Health & Medical
Woodworking Gourmet Cooking Military
Natural Foods B Sports & Entertainment Interests Self Improvement

Childrens Interests

Board Games
Children
Education
Grand Children
Parenting

Home Improvement Interests

Home Furnishings
Home Gardening
Home Improvement

(<] <

Aerobic
Baseball
Basketball
Camping
Fishing
Football

www.azira.com
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Profiling and Demographics

Geographic Demographic Interests Purchase Intenders Financial Ethnicity Charity

B Charity

Animal Charities
Arts & Culture
Charitable Donation - General
Children's Charities
Community Charities
Environmental Charities
Health
International Aid

Religious Charities

Veteran's charities

os

www.azira.com 32
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Profiling and Demographics

Geographic Demographic Interests Purchase Intenders Financial‘“ Ethnicity Eharityu

B Has Credit Card B Credit Card Type B Household Income B Net Worth B Home Value
B Yes Gas Under $15,000 Less Than $50,000 Under $50,000
no B High Limit $15,000 - $24,999 $50,000 - $99,999 $50,000 - $99,999
Standard $25,000 - $34,999 $100,000 - $249,999 $100,000 - $149,999
B3 Rewards $35,000 - $49,999 B $250,000 - 5499,999 $150,000 - $199,999

$50,000 - $74,999

$75,000 - 99,999

$100,000 - $149,999
B $150,000 - $159,999
B $160,000 - $164,999
B $165,000 - $199,999
B $200,000 - $249,999
B $250,000+

B $500,000+ $200,000 - $249,999
$250,000 - $299,999
$300,000 - $349,999
$350,000 - $399,999
$400,000 - $449,999

B 5450,000 - $499,999

B $500,000 - $749,999

B 5750,000 - $999,999

B 51 Million+

www.azira.com 33



Audience Extension — Finding The Right Tourist

Gﬁ Household

Extension

/

Household Extension: Target other
devices within the same household
from your original audience

+ Social

Extension

-

Social Extension: Target devices of
friends of your original audience
(eg Devices seen playing golf on
the weekends regularly or on the
same tennis court once per week
together)

\

/. Azira

www.azira.com
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Sample Audience: Retarget and Educate Maui Tourists

Tourists who have

been to Maui in the

last two years .
Household Social

Extension Extension

www.azira.com 35
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The Possibilities are Endless...

: Luxury Museum/History :
Animal Lovers Vacationers Lovers Sports Enthusiasts
Hikers and Park Japanese, Europeans, Canadians
Boaters Lovers who ___

What are your ideas?
Who do you want to really target with unique messaging?

www.azira.com 36



Turning Audiences
into Action!
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Media Buying !

CTV Video

Roku

‘ 1
NETFLIX [SLITLERSY 3 YouTube [N

Yo

O\ Meta

@ Instagram
o TikTok

Desktop Mobile Display

www.azira.com 38



Rich Media

Pharmacists
today go
beyond the
script.

Cube

Impact change with
global discovery.

Carousel

Compare

CIR Engaged Time

0.2-04% 3-6secs

CHRISTMAS E-STAMP
REWARDS CARD

18 Nov - 26 Dec 2022

SWIPE TO|REVEAL!

Foreshore,

9

wrhouse Museum

Glebe

/. Azira

Engagement Rate

2 -4%

SIM]
9,

Barangaroo/ Q

Sydney

Pyrmont

1iing Harbour @

Glebe Mam
iR

White Rabbit'¢ 10 min

Royal Prince
ifred Hospital

436}

Carriageworks Q

Google

Newtown

Reveal Dynamic Map

www.azira.com

39
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Custom Creative and Unique Ad Units

www.azira.com 40
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Promote Experiences to In-Market Tourists

Influence Tourism while Tourists Travel

Tourists are already Send them ads while Drive and Measure

visiting your destination they are in-market visitation during different
days/times to white spaces

www.azira.com 41



Measuring Footfall Attribution
Website and Media Attribution




How Attribution Works
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How Footfall Attribution Works

AUDIENCE ADS ATTRIBUTION
N 7 B

1.2 million
@3’ impressions

3,624
visitors

HEAD TO SOUTH BEND ()
FOR THE NOTRE DAME GAME!

CLICK HERE FOR
THE BEST DEALS

on hotel rooms. food and more!
Exit92.0rg/ND

H1 Hundreds of
hotel visitors

k r S i) \ b,

www.azira.com 44
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What is a Pixel?

Example Pixel for Media:
https://pixel.zprk.io/v5/pixel/gShjCqFtvy.gif?ssid=1&ut1=CampaignName&ut3=PlatformSource

Example Pixel for Website:
https://pixel.zprk.io/v5/pixel/Vx2TKPUdiP.gif?ssid=1&ut1={{Referrer}}&ut2={{Page Path}}&ut3={{Page URL}}

www.azira.com 45
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Websites: Pixel measures which page is being visited
Capture timestamp, dev id, and page url/page path

/Campaign utl ut2 ut3 )
12345 /2021-summer/ https://visit.destinationX.com/2021-summer/?utm_source=google
12345 https://www.google.com/ /blog/destinationX-fall-activities-experiences/ https://www.destinationX.com/blog/destinationX-fall-activities-ex
12345 https://www.bing.com/ /things-to-do/attractions/ https://www.destinationX.com/things-to-do/attractions/
12345 https://www.destinationX.com/blog/destinationX-fall-activities-ex /planning-tools/request-a-travel-guide/ https://www.destinationX.com/planning-tools/request-a-travel-
12345 https://www.destinationX.com/directory/XY-XY-islands/ Jthings-to-do/attractions/ https://www.destinationX.com/things-to-do/attractions/
12345 https://www-destinationX-com.cdn.ampproject.org/v/s/www.destinat /fall-adventure-in-destinationX-fall-usa/ https://www.destinationX.com/fall-adventure-in-destinationX-fall-
12345 https://www.google.com/ / https://www.destinationX.com/?utm_source=google&utm_medium=cp
12345 https://www.destinationX.com/blog/destinationX-fall-activities-ex /planning-tools/request-a-travel-guide/ https://www.destinationX.com/planning-tools/request-a-travel-
12345 https://www.destinationX.com/fall-adventure-in-destinationX-fall- /blog/destinationX-fall-activities-experiences/ https://www.destinationX.com/blog/destinationX-fall-activities-ex

L 12345 https://www.destinationX.com/fall-adventure-in-destinationX-fall- /blog/destinationX-fall-activities-experiences/  https://www.destinationX.com/blog/destinationX-fall-activities-ex )

. J \\ J
Y Y

UT1 = Referrer UT2 = Path URL UT3 = Page URL
(e.g. Google, Facebook) (sub-domain) (full URL)

www.azira.com 46
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What is a Media Pixel?

Example Pixel for Media:
https://pixel.zprk.io/v5/pixel/gShjCqFtvy.gif?ssid=1&ut1=CampaignName&ut3=PlatformSource

N Y
Where: How it works: What is reported:
4 ) 4 ) 4 )
* Impressions
* In-App - Place a pixel on your website or * Visits by POI
* Mobile Web alongside media « Visits by Creative
 Desktop Websites + Use utm tracking to differentiate - Visits by Day; Week and Line Item or Tactic
- Connected TV campaigns - Origin Markets, Length of Stay
+ And More
o ) o ) G J

www.azira.com 47
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IP to Device Bridging

Pixel Registers IP Address IP to Device Bridging

4 N
l'l'l -
-_) = w—
Gl u
- J
PIXEL IP Address IP
https://pixel.zprk.io/v5/pixel/Vx2 109.167.1.2

TKPUdIP.gif?ssid=1&ut1={{Referr
er}}&ut2={{Page
Path}}&ut3={{Page URL}}

www.azira.com 48
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What is Attribution? )

MEASURE VISITS TO YOUR
DESTINATION AND SPECIFIC
POINTS OF INTEREST

L
)h-l-
\
\
»

www.azira.com 49

YOUR ADS SERVED
TO YOUR AUDIENCE

YOUR
HERE q

A

(&

YOUR

WEBSITE
HERE
)
L= Device ID
38f239647f759eb6e8d
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IP to Device Bridging Can Be Used Across Channels

Mobile
Web
Social Ads on
Media = @ Desktop
2>
Online And
Video More...

www.azira.com 50



Tourism Attribution Reports

* Visits by Day, Week, Hour

- # of Estimated Visitors Driven to
Destination and POls by Campaign, can
be broken out further by using UTM
parameters and additional pixels

* Origin Markets of Visitors from

Campaign

« Top Points of Interest Visited from

Campaign

AutoSave ".—ﬂ 9 ~

File

Paste

v

X Calibri v12 o~
i

Home Insert Page Layout

« | B I U+ AA
M. & A

Clipboard [ Font N

Al

- S Campaign

A B

1 |Campaign| Week

W N WU R WN

R =Y
BN RO

Visit XYZ 2021-06-06 - 2021-06-12
Visit XYZ 2021-06-13 - 2021-06-19
Visit XYZ 2021-06-20 - 2021-06-26
Visit XYZ 2021-06-27 - 2021-07-03
Visit XYZ 2021-07-04 - 2021-07-10
Visit XYZ 2021-07-11 - 2021-07-17
Visit XYZ 2021-07-18 - 2021-07-24
Visit XYZ 2021-07-25 - 2021-07-31
Visit XYZ 2021-08-01 - 2021-08-07

Ready

Formulas  Data  Review  View  Help 2 Share &3 Comments
General | Elconditional Formatting v Hinsert ~ >~ ;V &
v $ ~9% 9 % Format as Table v X Delete v ~ ,O ~
<0 [iZ cell Styles v [EiFormatv | €~ Da:ia
Alignment [} Number 5] Styles Cells Editing Analysis Sensitivity ~
A~
G D E [ F | G H~]
Impressions Locations Exposed Visits Exposed Visitors Exposed Visits per 1k Impressions  Exposed Visitors p
204,637 103 49 27 0.239448389 e
286,881 103 829 344 2.88969991
230,615 103 1,270 552 5.507013854
227,070 103 1,324 663 5.830801075
502,304 103 1,084 546 2.158055679
762,373 103 1,802 977 2.363672376
744,179 103 2,446 1,140 3.286843622
745,192 103 2,592 1,230 3.47829821
153,562 103 346 221 2.253161589

| summary | cumulative | day | week | tactic

Tourism xLVR Example ~

dayﬁofﬁweekjmpressions' \ day_of week_visits

Laura Speicher

| all_locations | dma_impressions
@Disp\aySemngs ﬁ E <=

/. Azira

die. ® [«
]

+ 100%

www.azira.com
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Lets see this in action!
Kauai Transportation Example
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Azira and Kauai Say Aloha To Unlocking
Greener Island Transportation

https://kauaiforward.com/wp-content/uploads/2024/09/ETIPP-Kauai-travel-pattern-report_final.pdf

www.azira.com 53



/. Azira

Azira and Kauai Say Aloha To Unlocking
Greener Island Transportation

The County of Kauai analyzed the extensive data points from Azira to deliver comprehensive
visualizations into a travel pattern analysis report. This report provides insights and
recommendations to consider how to reimagine travel on the island by potentially:

Creating mobility hubs around the island where tourists can access transportation services
Introducing shuttles and first/last mile micro-transit solutions

Increasing the availability of micro transportation offerings like bikes and scooters
Setting up a public electric charging station network around the island
*Encouraging use of car share

Establishing satellite car rental locations around the island
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Azira and Kauai Say Aloha To Unlocking
Greener Island Transportation

* Where are the island’s hotspots?

» Where are common origin and destination

points for visitors and residents?

» What are the main travel corridors based
on time of day?

» How far do tourists typically drive in a
day?

» What do transportation patterns look like

at different times of year?
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Azira and Kauai Say Aloha To Unlocking
Greener Island Transportation
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Educating Tourists about Options!

1. Tourists Already In Market

2. Tourists who Frequent Kauai
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Educating Tourists about Options!

JawAiaN

ISLANDS

Frame 1

HAWAIAN

ISLANDS

LawaniaN

ISLANDS

Discover all
Kaua'i has to offer

Frame 2

HAwAIAN

ISLANDS

Navigate the
island effortlessly

Frame 3

WA

ISLANDS

with our hassle-free
island-wide shuttles

Frame 4

/. Azira

LawAIAN.

ISLANDS

Leave a sustainable footprint
in Kaua'i with our diverse
transportation options.

Plan Your Trip

Frame 5
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Educating Tourists about Options: Tourists In Market

Marriott Hotels of Kauai Plot Points ‘ v K2 Lihue Airport (LIH), 3901 Mokulele Loop Plot Points ‘ v K2

Report Address

RS R

+ ‘:Kukuiula Store

"Poipu Kapili
Resort Condos:

o QP?'ipﬂ(Beéch'{

» s, .
u 3 l % 4 atHokualar
: - -

-
Ocean Course

www.azira.com 59



] ] ] ) /. Azira
Educating Tourists about Options: Before Arrival

H’rt"?*h\#"l';“"f__

Eco-minded
tourists
Tourists in Tourists V\{hO
market staying use public

at hotels transportation

Tourists seen at car Touriste caoT
rental facilities top attractions
throughout the
islands
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Educating Tourists about Options: Before Arrival

Geographic

(<]

(<R Q<] <]

Animals Interests

Cats

Dogs
Equestrian
Pets - General

Arts & Crafts Interests

Arts

Crafts
Photography
Woodworking

Childrens Interests

Board Games
Children
Education
Grand Children
Parenting

Demographic

(BB J < J< B <

(<]

(B <<

(<]

B P

Interests

Collectables Interests

Art Collectibles

Arts & Antiques
Coins

Collectibles - General
Stamps

Food & Drink Interests

Cooking

Food & Wine
Gourmet Cooking
Natural Foods

Home Improvement Interests

Home Furnishings
Home Gardening
Home Improvement

Purchase Intenders

S8 QN o

(<] <

(<] <

Financial Ethnicity

Reading

Audio Books
Current Affairs
Financial News
History
Magazines
Reading - General
Religious
Science/Space
Science Fiction
Religious Material

Sports & Entertainment Interests

Aerobic
Baseball
Basketball
Camping
Fishing
Football
Gambling
Golf

Charity

(< J<J<]

Travel Interests

Cruises

Domestic Travel
International Travel
Travel - General

Other Interests

Automobiles

Diet

Health & Medical
Military

Self Improvement

/. Azira

www.azira.com

61



/. Azira

Profiling and Demographics

Geographic Demographic Interests Purchase Intenders Financial Ethnicity Charity

B Charity

Animal Charities
Arts & Culture
Charitable Donation - General
Children's Charities
Community Charities
Environmental Charities
Health
International Aid

Religious Charities

Veteran's charities

os
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Foot Traffic Attribution of Mock Campaign

. Impression . Exposed
"Pretend" Shuttle Pickup/Dropoff Location week Campaign Name Count Uniques Devices
. 1 N ® 2024-06-09 - 2024-06-15 Island Shuttles 22404 21533 29
'. SRS n B 2024-06-16 - 2024-06-22  Island Shuttles 53769 52186 44
RS T W 2024-06-23 - 2024-06-29  Island Shuttles 55668 53731 120
4 e o & ¢ i 2024-06-30 - 2024-07-06 Island Shuttles 6318 6172 88
' ' 2024-07-07 - 2024-07-13  Island Shuttles 10173 9952 82
2024-07-14 - 2024-07-20 Island Shuttles 67335 65668 71
2024-07-21 - 2024-07-27 Island Shuttles 132260 128453 114
2024-07-28 - 2024-08-03 Island Shuttles 73093 70790 165
2024-08-04 - 2024-08-10 Island Shuttles 69346 67217 145
2024-08-11 - 2024-08-17 Island Shuttles 45393 44083 176
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Data Hands On
Open your Laptops!




/. Azira

Pinnacle Reports: Hands On!

Pearl Harbor Memorial — Trailing 1 Year

https://bit.ly/pearlhta
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Pinnacle Reports: Hands On!

Ala Moana Regional Park — Trailing 1 Year

https://bit.ly/alapark12

Waikiki Beach — Trailing 1 Year
https://bit.ly/htawaikiki
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Pinnacle Reports: Hands On!

Lahaina Bypass — Year to Date

https://bit.ly/lahainab

Hana Road — Year to Date

https://bit.ly/hanaroad
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Symphony




Azira Data on Symphony

Let's Dig into Datal
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Avg Length of Stay

sosnarsottotal

Trips by Distance
S sharocttipe

Sample Size: 187,287

Top-10 Visitor Origin States

Domestic Visitor Summary
From February 01, 2023 to February 26, 2023

9 @

80,1 .
Overnight Vistors Repeat Visors

Top Visitor Origin MSAs

shareof total

Tennessco N 25.6% Knoxvite, T I +.2%
entuc [N 11.2% emphis, T AR I <%
nesses non metroaitan ares I 3.5%
Foics N 2% Atncs Sy Spigs Roswe, oA I 32%
ceoros I 5% Nashville-Davidson--Murlreesboro--Fra.. NN 2.7%
Indian: % Louisville/Jefferson County, KY-IN NN 2.4%
tinors [ 4.3% Bowing Green, kv I 2.2%
Aoboma [l 4.1% Chicago-Napervile-Eigin, 1L-TN-v1 [N 2.1%
Tenas Bl 4.0% Chattanooge, TH-GA
North oot B 4% Kentucky non metropoten ares IR £.5%
Lo, oL I 1.8%
ono M35 Cookete T m— <

Top-10 POIs Visited

Sesmaroottrips

Brondway Entertainment District, Honky Tonk .. N 35
NashilleIntemationa irport I © 0%

ory it I .25
T Guich, Noshite IR < 5%
VanderbitUniversicy IR 2.4%
Gaylrd Opryland Resort & Convention Center [ 2.6%
Garmantoun, Nesnite [ 2.2
san Stadum [ 1.5
1%
Green wils o [l .15

Source: Mok Locaton Partner & United States Census Buresu

Origin Heat Map
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Hotel Tax Receipts

Region Summary

July 2023
$1.28 $1.48 633.6K
Taxable Receipts  Total Room Receipts  Daily Unit Capacity
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Diversity & Inclusion
January - August 2023

Visit Mesa Diversity & Inclusion Website Conten

Total Diversity & Inclusion Content Pageviews

Travel Accessibility Autism Travel

40,520 Pageviews

71,677 Pageviews

sseL
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Top Travel Accessibility Content Top Autism Travel Content
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Accessivley 20230 Displey
Accessibins2023

Aecessly 2023058

Accessabilty 2023AutismParentingSummit
Accessivits 20238utismS

Sutizmone

Sessions Usage
40 min.

Last 12 Months Sessions

a2 o2 De22  Febd

SYMPHONY TOURISM ECONOMICS

www.azira.com

69



/. Azira

Azira Data on Symphony

https://www.hawaiitourismauthority.org/research/
symphony-dashboards/

« QOver 600 Points of Interest

» Updated Monthly

« Customizable by Island

« Customizable by Dates

* Insights such as...
- % of Locals vs Tourists for each POI
- Cross Visitation of POls
- Top Points of Interest
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ucating Tourists about Options!

Hawaii Island Visitor Insights
Date Range: 1/1/2024 - 6/30/2024

AUTHORITY

I ‘I AWA\[1 TOURIS
R = & _Lt—AI K g

Island From Date To Date Origin Country US West/East State Name
[Hawaii Island ~| (V12024 | [6/30/2024 | [can | [can - [can - Sample Size: 38,674
(Al
International
Top-30 Points of Interest on Hawaii Island Cross Visital[/] us west sland Cross Visitation on Other Islands
% share of visits by visitors to Hawaii Island % share of visitors to US East lulu Watershed Forest Reserve that % share of visitors to Hawaii Island who went to Honolulu Watershed Forest Reserve that also
also visited other POL - visited other islands
Kailua-Kona Town |G 23.2% Car ply
Hawaii Volcanoes National Park [ 12.8% Hawaii Volcanoes National Park 37.1% Kailua town and beach Oahu I 35.1%
Queens MarketPlace 9.5% Kailua-Kona Town [N 35.5% Kalakaua Avenue Oahu ] 32-02%
i i g i ]
Puna/Pahoa/Leilani Estates/Kapalana Area.. 8.6% Kona Airport Car Rental location [N 20.0% Chinatown Oahu . 29.6%
9 I 21
Kona Airport Car Rental location 7.7% Queens MarketPlace 13.:: % Kapahulu Avenue Oahu 1;1302//0
Kings Shops at Waikoloa 6.4% Prince Kuhio Plaza Shopping Center 11 90/0 Ala Moana Shopping Center Oahu I 40/0
Keauhou Shopping Center 6.3% Puna/Pahoa/Leilani Estates-/KapaI?cma Area - La 11 80/0 Kapiolani Pafk ) Oahu 1400 o
Waikoloa Beach Resort - Beach Course 5.6% Wailuku Rlv:;AS;ate FIZaIrIk ig.:o;o i{oyal Hafwaula:l S:oppltng Center ga:u - 70./ o
Prince Kuhio Plaza Shopping Center 3.8% inbow Falls -G UL LT CU S ahu : o °
X 5 Keauhou Shopping Center 9.5% Kailua Beach Park Oahu 10.1%
Parker Ranch Shopping Center 3.5% 5
R Kilauea Overlook 9.5% Waimanalo Beach Park Oahu 9.0%
Mauna Lani Resort - North Course 3.1% . K a X 5
i o Kings Shops at Waikoloa 9.1% Waialae Avenue Oahu 8.6%
Kekaha Kai (Kona Coast) State Park 3.0% Fi——e_ o 7.1% e, . - 8.6%
it N awaiian Volcano Observatory 1% akapuu Beach Parl ahu 6%
o . ) 2.5% Kilauea Iki Trail 6.4% Kahana Valley State Park Oahu 8.3%
L AL CHDILCL S B e 2'30; Akaka Falls Loop Trail 6.2% Ahupuaa O Kahana State Park Oahu 8.1%
. . Keauhou Bay 2'10/0 Keauhou Bay 6.2% Diamond Head State Monument Oahu 7.6%
LGRS Rlver-State e . : oa Akaka Falls State Park 5.6% Pearl Harbor National Memorial Oahu 7.6%
Rainbow Falls 2'1o/° Kekaha Kai (Kona Coast) State Park 5.6% Dole Plantation Oahu 7.4%
Hapljlna Golf Course 2‘00/0 Hilo Airport Car Rental location 5.0% Ala Moana Regional Park Oahu 7.4%
Kilauea Overlook ~ 1.7% Waikoloa Beach Resort - Beach Course 4.8% Honolulu Intl Airport Car Rental Center Oahu 6.8%
Mauna Lani Resort - South Course  1.6% Parker Ranch Shopping Center 4.7% Honolulu Zoo Oahu 6.7%
KuaBay 1.6% Big Island Candies 4.6% Kailua Town Center Shopping Center Oahu 6.7%
Kealakekua Bay State Historical Park ~ 1.4% Hilo Helicopter Tours Heliport Area 4.5% Kuhio Beach Park Oahu 6.6%
Akaka Falls Loop Trail 1.4% Thurston Lava Tube 4.3% Nuuanu Pali State Wayside Oahu 6.3%
Akaka Falls State Park ~ 1.4% Kealakekua Bay State Historical Park 4.2% Queens Surf Beach Park Oahu 6.2%
Hilo Harbor ~ 1.3% Puuhonua O Honaunau National Historical Park ~ 4.2% Kaiwi State Scenic Shoreline Oahu 5.9%
Anaehoomalu Beach  1.3% Wailoa River State Recreation Area (Note: Pavil..  4.0% Puu Ualakaa State Wayside Oahu 5.8%

www.azira.com 71



Compare Resident vs Visitor Activity

www.azira,

November 2020

VS

/. Azira

November 2023

Top-30 Points of Interest Visited

Ranked by most visited POI by visitors

% share of visits by residents and visitors

Kalakaua Avenue

Kailua town and beach

Lahaina Bypass

Ko Olina Resort

Upcountry Maui

Kapahulu Avenue

Kapiolani Park

Ala Moana Shopping Center
Kahului Airport Car Rental location
Whalers Village Shopping Center
Lahaina Cannery Mall

Royal Hawaiian Shopping Center
Chinatown

Kaanapali Kai Golf Course
Kailua-Kona Town

Hana/Road to Hana

Honolulu Watershed Forest Reserve
Lahaina Market Place Shopping Cent..
International Marketplace

Hanalei

Azeka Shopping Center

Paia Town

Princeville at Hanalei - Prince Course
The Shops at Wailea

Kaanapali Beach

Costco

Kapolei Shopping Center

Lihue Airport Car Rental location
Kuhio Beach Park

Kailua Beach Park

Oahu

Oahu

Maui Island
Oahu

Maui Island
Oahu

Oahu

Oahu

Maui Island
Maui Island
Maui Island
Oahu

Oahu

Maui Island
Hawaii Island
Maui Island
Oahu

Maui Island
Oahu

Kauai

Maui Island
Maui Island
Kauai

Maui Island
Maui Island
Maui Island
Oahu

Kauai

Oahu

Oahu

B Residents [ visitors

Top-30 Points of Interest Visited

Ranked by most visited POI by visitors

% share of visits by residents and visitors

Kalakaua Avenue

Kailua town and beach

Upcountry Maui

Chinatown

Ko Olina Resort

Lahaina Bypass

Honolulu Watershed Forest Reserve
Ala Moana Shopping Center
Kapiolani Park

Kapahulu Avenue

Royal Hawaiian Shopping Center
Kailua-Kona Town

Hana/Road to Hana

International Marketplace
Whalers Village Shopping Center
Kaanapali Kai Golf Course

Lahaina Cannery Mall

Kahului Airport Car Rental location
Kuhio Beach Park

Paia Town

Lahaina Market Place Shopping Cent..

Waikiki Beach

Waialae Avenue

Ala Moana Regional Park

Fort DeRussy Beach Park
Hawaii Volcanoes National Park
The Shops at Wailea

Kahana Valley State Park

Pearl| Ridge Shopping Center
Ahupuaa O Kahana State Park

Oahu
Oahu

Maui Island
Oahu
Oahu

Maui Island
Oahu
Oahu
Oahu
Oahu
Oahu
Hawaii Island
Maui Island
Oahu

Maui Island
Maui Island
Maui Island
Maui Island
Oahu

Maui Island
Maui Island
Oahu
Oahu
Oahu
Oahu
Hawaii Island
Maui Island
Oahu
Oahu
Oahu

[ Residents [ visitors




In Summary




] ] /+ Azira
4 Ways to Promote Regenerative Tourism

& ol |

— b

: 2. Audience : 4. Measure/
1. Insights Creation 3. Advertise Attribution




/+ Azira

Thank You

evan(@azira.com

About Azira

Azira LLC, a global Consumer Insights platform, helps marketing and operational leaders i
is to create a more relevant world where brands are empowered to reach and build relatio
transparency, combined with decades of expertise in consumer behavioral analytics, Azj
campaigns, and understand footfall attribution. It also provides operational insights fo
serves enterprises in retail, hospitality, travel, real estate, financial services and medi
Singapore, Sydney, and Tokyo. To learn more, please visit https://azira.com.

mitment to partnership, tru
e audiences, activate omnichanne
sis, competitive intelligence and more.
Angeles with offices in Paris, Bangalore,

www.azira.com



	Slide Number 1
	Today’s Workshop Agenda
	Evan Saunders: an intro
	UberMedia > Near > Azira
	Where did this data originate from?
	Serving Hundreds of Destinations Globally
	Consumer Behavior with Geo Location Data
	How the data can be used for Regenerative Tourism
	Slide Number 9
	Let’s Start with Phone and their Device IDs…

	Phones Give off their Location…
	What Is Consumer Behavior Data?
Powerful data on people and places to understand consumer patterns, origin, profiles and more
	Three Guiding Principles for Azira with Consumer Behavior Data
	Removing Anomalies
	Transparency in Representativeness�Quality Over Quantity

	iOS and Android

	Slide Number 17
	Device IDs – Where They are From. Where They Stay
	Privacy Is Pivotal to Working
with Human Movement Data
	Understand Your Visitors
	Geofence Any Location Anywhere for Insights
	Insights on Where Visitors are From
	Heatmap, Pathing, and Visitation Trends
	Profiling and Demographics
	Making Powerful Data Easy to Use
	Audience Creation with
Device IDs and App Data
	Audiences Built on Consumer Behavior Data
	Persona Targeting – Finding The Right Tourist
	Sample Audience: Using Location Data for SoCal�This is how it starts using location data…
	Sample Audience: Eco Friendly Tourists
	Profiling and Demographics
	Profiling and Demographics
	Profiling and Demographics
	Audience Extension – Finding The Right Tourist
	Sample Audience: Retarget and Educate Maui Tourists
	The Possibilities are Endless…
	Turning Audiences �into Action!
	Media Buying !
	Slide Number 39
	Custom Creative and Unique Ad Units

	Promote Experiences to In-Market Tourists�Influence Tourism while Tourists Travel
	Measuring Footfall Attribution�Website and Media Attribution
	How Attribution Works
	How Footfall Attribution Works
	What is a Pixel?
	Websites: Pixel measures which page is being visited
Capture timestamp, dev id, and page url/page path
	What is a Media Pixel?
	IP to Device Bridging
	What is Attribution?
	IP to Device Bridging Can Be Used Across Channels
	Tourism Attribution Reports
	Lets see this in action!
	Azira and Kauai Say Aloha To Unlocking Greener Island Transportation
	Azira and Kauai Say Aloha To Unlocking Greener Island Transportation
	Azira and Kauai Say Aloha To Unlocking Greener Island Transportation
	Azira and Kauai Say Aloha To Unlocking Greener Island Transportation
	Educating Tourists about Options!
	Educating Tourists about Options!
	Educating Tourists about Options: Tourists In Market
	Educating Tourists about Options: Before Arrival
	Educating Tourists about Options: Before Arrival
	Profiling and Demographics
	Foot Traffic Attribution of Mock Campaign
	Data Hands On
	Pinnacle Reports: Hands On!
	Pinnacle Reports: Hands On!
	Pinnacle Reports: Hands On!
	Data Hands On
	Azira Data on Symphony
	Azira Data on Symphony
	Educating Tourists about Options!
	Compare Resident vs Visitor Activity
	In Summary
	4 Ways to Promote Regenerative Tourism
	Thank You��evan@azira.com

