Will Tang
Chief of Awesome

GOINGAWESOMEPLACES.COM
PSYCHED@GOINGAWESOMEPLACES.COM



OUTDOORS
. EXPERIENCES

#1: Authentic first-hand
experiences that readers trust

#2: Outdoor adventure and
hands-on experiential travel

#3: Inspiring storytelling through
video

'EATEN’: #4: Empowering travel through
PATH' detailed itineraries and guides




Ridiculously detailed

ltineraries and guides that you bring
with you on your trip

Storytelling

Conversational, authentic, no BS

Photography & video

Professional, intriguing and unique

Engaging

Unscripted and authentic moments
on social media



e 109,000+ 31,000+

== Aged 25-55
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163,000+ 13,000+

= “United Kingdom

ﬁ._.AUstraIia 7,800+ 27,900+
Sl Singapore

- 50/50 Male & Female [EETRyN 10,700+



Moving past
traditional”

-

press trips to*
help brands and
destigations meet

Value long-term partnerships over
one-time transaction

pEGCITBRCIEEIEERN  Collaborative process to
hit targets, marketing goals,
and prove RO

Understgding the Core:

power of evergreen Inspire consumers to act

content and*why SEO Connect with brands at a
matters ' personal level




YouTube videos for brands and
destinations

SEO-optimized evergreen blog
posts (on our blog or yours)

Social media promotion pre,
during, and post trip

Professional photography

Photography and videography

for stock use

ost giveaways

ost Instagram takeovers



O+ years In the Industry

ransparent and open
communication

Genuine and authentic voice

Expertise on SEO and
understanding the importance of
evergreen content

Proven ability to drive
conversions and sales

Highly versatile and a Swiss
Army Knife of content creation



Ambassador - DMO - 2019-2022

Portfolig el

e Part of the Destination Toronto
Ambassador team

e |[nstagram takeovers on
@destination_toronto

o Author of articles on the DMQO'’s
website

» (Continuing partner for the city’s
seasonal marketing campaigns

o
, Exclusive
Py Instagram group of 12
o content includes content creators
stories, reels, and on the
iIn-feed posts Ambassador

team



Exclusive

All content == Ranking for

group of 10 =% “northern california
oetomIENEE content creators road trip itinerary” &

tracked through =~  colected for the #™.. ‘northern california by &
IAmbassador 2SS N I
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Fall Colours video

. has 450K views
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Content's
goal is to
¢ showcase a
~ - unigue and less- g}* ’"

Currently one of
three video hosts
of choice by the
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Review - Product Brand - 2020/2021 Portfolio

ergonofis

e |

Content featuring their sit—standlilsk and
Cessories

f the “Levwome Qffice” series
3 YouTube videos

T

1 Blog Post

Social media coverage

a L ” Home Office Tour $92,600+ in
} -~ video has 49.8K gross sales in 2

M views years
é
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Top 5 search
result for “Tahiti
ltinerary”

Top 5 search
result for “Bora
Bora on a

Top search result %
for “Islands of
Tahiti” on
YouTube

S

3 bl

Top search
result for “Tahiti on
a Budget” on
YouTube




$38,000 in sales
during lifetime as

affiliate (since Oct |
\ 2018)
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Individual Press Trip - DMO - 2019 Portfolio
PACIFIC.

AUTHENTIC.
RICHMOND

o 4 day Iindividual press trip

e 2 Youlube videos

e 1 detalled itinerary article

* Social media coverage in-destination




Campaign - Tour Operator - 201§
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“THE HEART OF ASIA
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Most successful
influencer on this

Campaign
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Converted over
$150 000 USD in
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Your trip, your way.
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Thank You

psyched @goingawesomeplaces.com

Facebook: facebook.com/goingawesomeplaces
Twitter: @goawesomeplaces

IG: goingawesomeplaces

YouTube: youtube.com/user/goingawesomeplaces
Pinterest: pinterest.com/goawesomeplaces

Catch my latest |G shares on
#GoingAwesomePlaces




