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2017 Catalina Island Chamber of  Commerce & Visitors Bureau 

Marketing Conference  
Presented by 

Lisa Baggio & Susanna Bunker 



2017 Media Campaign 

 

 

 Consumer Media Campaign 

 Catalina Island CVB Events 

 GoToCatalina.com Co-op 

 Group/Meetings  Co-op 
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2017 Media Campaign 
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2017 Media Budget 

$449,954 

Consumer: 
$247,217 

Events: 
$16,500 

GoToCatalina.com 

Co-op: 
$100,237 

Groups: 
$86,000 



Part I: Consumer Media Campaign 

 

Spend:   $247,217 (17% Magazine / 83% Digital) 
 

Value:  $349,000  
  

Impressions: 19,840,085   

 

We generated $101,783 or 41%  in additional media 

value against spend. 
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Part I: Consumer Media Campaign 

Seasonal Budget Allocation 

January – February  10% 

March – June 45% 

July – Mid August 11% 

Mid August – October  22% 

November – December  12% 
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Part I: Consumer Media Campaign 

Southwest Magazine  

 

Long Beach Lesbian & Gay Pride 

Festival Program 
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Magazines 
17% of  Budget  Impressions: 1.4M      Total Leads: 2,294 



Part I: Consumer Media Campaign 

Smooth Jazz News 
Sunset So Cal Insider &  
Sunset Weekend Escapes 
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Part I: Consumer Media Campaign 

National Geographic 

Traveler 
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Part I: Consumer Media Campaign 
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CATALINA ISLAND CVB DIGITAL CAMPAIGN RESULTS JANUARY-AUGUST 

Type of  Buy Impressions Clicks 
Avg. 

CPC 
CTR Cost % of  Clicks 

Paid Search 2.2 million 60,657 $1.20 2.73% $72,999 47% 

Paid Social  
(2,403 page likes)  

905,679 9,296 $.76 1.03% $7,080 7% 

Annual Destination 

Sites 
423,789 3,574 $4.38 .84% $15,684 3% 

Video (166,801 

completed views) 
559,612 8,157 $.96 1.46% $7,863 6% 

Network/Site Buys 10.3 million 36,340 $.74 .35% $26,822 28% 

Emails 144,765 10,936 $0.55 7.55% $6,000 9% 

Total 14.6 million 128,960 $1.06 .88% $136,448 100% 

Digital 
Impressions: 14.6M  Clicks: 128,960    Conversions: 538 



Part I: Consumer Media Campaign 

Consumer Emails   

 

E-target Media  3/9- Island of  Romance  lodging packages 

5/2- An Island So Close Yet a World Away/ Catalina 

Island offers 

Results: 

Database:                       685,714 (342,857 per email) 

Emails Opened:             144,765 

Average Open Rate:       21% 

Clicks:                            10,936 

Average CPC:                 $0.55 

Average Click Rate:         7.55% 
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 Part I: Consumer Media Campaign 



Part I: Consumer Media Campaign 

Weather Trigger 
 

Sites:   Google and Facebook 

Campaign Dates: July 19-August 10 

   August 24-30 
 

Spend:  $1,168 

Impressions: 84,161 

Clicks:  1,199 

Click Rate:  1.42%  

CPC:   $0.97 
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Part I: Consumer Media Campaign 

Romance/Hot Deals 
 
Sites:  Google, Yahoo/MSN, Instagram and   
   Facebook 
Campaign Dates: January-August 
 
Spend:   $15,191 
Impressions: 880,462 
Clicks:  12,404 
Click Rate:  1.41% 
CPC:  $1.22 
 
 
Note:    
We promoted Hot Deals via paid search from 1/1-8/31.  
Facebook and Instagram ran 2/4-2/28. 
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Part I: Consumer Media Campaign 

Kidalina 
 
Campaign Dates:  April 4-August 20 
 
Spend:   $15,785 
Impressions:   2,955,690 
Clicks:   9,287 
Click Rate:  0.31% 
CPC:   $1.70 
 
Sites:  TripAdvisor, Google Site     
  Retargeting, Sandiego.com &  
  Facebook 
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Part I: Consumer Media Campaign 

Fall Lodging Push 

 

Campaign Dates:  August 21- Mid October 

 

Sites: TripAdvisor and Google 

 Site Retargeting 

 

These placements promoted the  

‘Sunny and Warm without the Summer 

Crowds’ message. 
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Part II: Events 
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Fall/Winter Events 
Events Promoted: Catalina Trail Venture Weekend   

  Catalina Island Triathlon   

  Catalina Festival of  Art  

  Catalina Film Festival   

  Catalina Women’s Forum Wine Festival 

       JazzTrax    

   New Year’s Eve 

 

Campaign Dates:  September-December 2017 

 

Sites:  Google, Yahoo/MSN/BING, TripAdvisor 

  and Facebook 
 

 



Part II: Events 

Catalina Island Concert Series 
April 7– September 16 
LA Weekly/OC Weekly  
Media Sponsorship 
 
 Results 
 Total Impressions:  499,417 
 Total Click-Throughs:  2,948 
 Contest Entries:  1,259 
 
 
Contest Partners: Catalina Flyer,  
Hermosa Hotel, Taste of  Catalina and 
Catalina Coffee & Cookie Company 
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Part II: Events 

Digital Banners 
April 10 – September 16 

 

  LA Weekly   OC Weekly   

Impressions: 200,791  200,194 

Clicks   1,073   494 
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Part II: Events 

Promotional Newsletters 
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April 13   April 20   June 8  

Delivered:  100,016  Delivered: 101,667  Delivered: 101,134 

Opens: 9,960  Opens: 9,781  Opens: 9,850 

Open Rate: 10.0%  Open Rate: 9.6%  Open Rate: 9.5% 

Clicks: 111  Clicks: 43   Clicks: 50 

 

August 10   August 31 

Delivered: 103,175  Delivered: 103,508 

Opens:  9,925  Opens:  6,961 

Open Rate: 9.6%  Open Rate: 6.7% 

Clicks: 22   Clicks: 28 

 

 

 



Part II: Events 

Print Insertions 
 ¼ page ads ran in 6 issues 

 Full page ad ran in the 6/2 Summer 

Concert Guide 
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Part III: GoToCatalina.com  

 
Created in 2005 

 

Partners:  Catalina Island CVB  

  CICO 

  Catalina Express 

 

Investment:  $100k each  

Total:  $300k 
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Part III: GoToCatalina.com  

Strategies 
 

 Combine dollars to create exponential impact 

 

 Build awareness/brand of  Catalina Island 

 

 Drive targeted and qualified visitors to GoToCatalina.com 

who then click out to partner sites 

 

 Primarily drive overnight visits 
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Part III: GoToCatalina.com  

Target:   Adults 25-54  

   HHI $125K+     

   Propensity to Travel 

 

Primary:  Southern California  

   San Francisco DMA (digital only) NEW  

 

Secondary:   Destination Market 

 

Campaign  Focus:  March – May (secondary Sept-Oct) 

 

2017  Media  Mix:  Digital (77%)  

   Cable TV (23%) 
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Part III: GoToCatalina.com  

Los Angeles Area Cable Television  
 

 Flight Dates:  March 20  - May 21 (7 weeks) 

 

 Networks:  Bravo, E!, Food Network, HGTV 

 

 Geo targeted to select zip codes with the highest 

 propensity to visit Catalina Island.  

 

 Impressions:  18.3 million 

 

 64% of  spots ran in primetime 
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Part III: GoToCatalina.com  

Digital  
 

Paid Search, Travel Spike, Matador Network, Stack Adapt (native 
and video), You Tube, NBCLosAngeles.com and Emails 
 
Time Period:  January-August 2017 
 
Total Impressions:   7 million 
 
Total Clicks:   262,860 
 
CPC:    $0.67  
 
Total Video Views:  332,303 ($0.03 cpv) 
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Part III: GoToCatalina.com  

Paid Search  
 

% of  Clicks 

Catalina Terms:       87% 

General Travel Terms Geo Targeted to So California: 10% 

General Travel Terms Geo Targeted to SF DMA  3% 

 

 Top Performing General Travel Terms: 
 

Southern CA   SF DMA 

 Weekend Getaway   Vacation Getaway  

 Island Vacation   Vacation Package 

 Romantic Vacation   Romantic Getaway 
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Part III: GoToCatalina.com  

Email 
 

Drop Dates:   4/4, 4/27, 5/9 & 

   5/24 

Database:   1,160,000 

Emails Opened: 209,144 

Average Open Rate:  18% 

Clicks:    20,253 

Clicks out to CatalinaChamber.com: 3,752 
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Part III: GoToCatalina.com  

Matador Network 
 

Impressions:   199,513  

Article Page Views: 24,188 

Time Spent on Article:  122,956 minutes 

Social Engagements: 12,875 

Clicks:    466 

Clicks out to CatalinaChamber.com: 60 
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Video Buys 
 

Sites: YouTube.com, Stack Adapt & NBCLosAngeles.com  
  

Impressions:    555,506 

Completed Video Views:  332,303 

View Rate:   60% 

Cost per Completed View: $0.03 

Clicks:    5,515 

 

 

Part III: GoToCatalina.com  
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Part III: GoToCatalina.com  

Results 
Catalina Island CVB Investment:   $100,000   
Value:     $342,365  
 
Estimated Annual 2017 GoToCatalina.com Web Visits: 361,570  
(up 15% from 2016) 
  
Visitor Profile Based on Survey Content   
Never Been to Catalina:   76%  
Haven’t been in 11+ years:   11%  
Female:     70%  
Adults 25-54:     64%  
HHI $100k+:     30%  
Live outside So California:   78%  
Interested in Overnight:   49%  
Would you like information:   51%  
How far out would you plan your trip  
to Catalina Island - 1 month+:   85%  
Do you have plans/reservations-NO:  88%  
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Part III: GoToCatalina.com  

Catalina Island Chamber of  Commerce & Visitors Bureau Benefits 
 
 Visits to CatalinaChamber.com from GoToCatalina.com (Jan-August):  85,300 

(up 15.5% from 2016) 

 Cost Per Visit:  $0.96 (improved from 2016) 

 Time on Site: 3.42 (Site Average: 3:08) 

 Average Pages Viewed: 8.6 (Site Average: 6.0) 

 Ranked Referring site to CatalinaChamber.com: 2nd after Google 

 Download Mobile App: 125 

 Group RFP Leads: 13 

 Visitor Planner Request: Printed: 688  Online: 793 

 Phone calls: 531 

 Opt In Contest Leads: 4,807 (through June) 
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Part IV: Groups / Meetings Co-op 

Budget:    $86,000 

Catalina Island CVB: $50,000 

Partners:   $36,000 

 

Campaign Dates:   January - December, 2017 

 

Total Impressions:  3.4 million 

Total Value:  $93,120 

Leads thru August: 210 

 

Media Mix:  

 Digital:   79%   

 Print:   9% 

 Miscellaneous:  12% 

      

Co-op for 2017 

12 Members Participated 

Each Investing $750-$6,250 
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Part IV: Groups / Meetings Co-op 

Campaign Results January – August  2017 
 

Digital campaign  

Impressions:       2 million 

Clicks:  12,956 

 

Digital Campaign Conversions: 

Partner Profiles:   361 

Clicks out to Partner Sites: 65 

RFP Leads:   59 
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CatalinaChamber.com/Meetings-and-Groups 

Section Analytics 

 

Pageviews  January-August 

 

   2017  2016 % Change 

January - August  34,764  25,518 36% 

Note: campaign didn’t start until May in 2016.  

 

 

Source 

 Paid Digital: 71% 

 Organic Search: 19% 

 Direct:   4% 

 Gotocatalina.com 2% 

 Other  4% 

  
 



CatalinaChamber.com/Meetings-and-Groups 

Section Analytics 

 
 

Geographic: 

 LA DMA:   55.4% 

 San Diego DMA:   5.8% 

 San Francisco DMA:  3.6% 

 Other California:   4.9% 

 Out of  State:   24.5% (Top States: TX, WA, FL, NV, NY) 

 International:  5.8% 

 

User Actions: 

Partner Profile Views:   692 

Clicks Out to Partner Websites:  562 

 

 

RFP Leads: 

 Unique page views:   294 

 Completed forms:   210 



Part IV: Groups / Meetings Co-op 

Print  9% of  Budget   Impressions: 28K 

Southern California Business Journal – Meetings & Events Guide 
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Part IV: Groups / Meetings Co-op 

Digital  

 Emails 

 Paid Search  

 UniqueVenues.com  

 MultiView 

 PlanYourMeetings.com  
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Part IV: Groups / Meetings Co-op 

Emails 
 

Drop Dates:   2/28, 3/28, 4/26, 5/23, 

   6/20, 8/21, 9/19, 10/17 

 

Results for Jan-August 2017 

Database:   414,162 

Emails Opened:  45,428 

Average Open Rate:  11% 

Clicks:    4,543 

Clicks to Partners:  997 
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Part IV: Groups / Meetings Co-op 

Unique Venues 
January – June, 2017 Listing 
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Part IV: Groups / Meetings Co-op 

MultiView 
Banners January – August, 2017 
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Thank you 


