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MARKETING STRATEGY




PRIMARY OBJECTIVES

LOVE Kifio-

Increase brand awareness as a one-of-a-kind,
year-round destination

Drive overnight stays with a focus on midweek
and off-season

Increase longer stays & in-market spend
Expand owned audiences & return-visitor base
Support & amplify partners

Track industry trends & growth opportunities




\ TARGET MARKETS

PRIMARY MARKETS
Los Angeles

SOUTHERN CALIFORNIA San Diego
Orange County

e Los Angeles

e Orange County

e San Diego

&



LOVE isiiw™

10.

Los Angeles
San Diego
(not set) *
Long Beach
Las Vegas
San Jose
Phoenix

San Francisco
New York

Avalon

GOOGLE ANALYTICS

1,06
of Tot

273,736
54,858
29,224
16,977
15,028
15,018
14,752
14,323
13,093

12,824

9,937
al ‘ LIE? 7:1
(24.00%
(4.81%
(2.56%
(1.49%)
(1.32%
(1.32%)
(1.29%)
(1.26%)
(1.15%

(1.12%

Jan 1,2022 - Dec 31, 2022

20.00%
4.81%
1.49%
1.32%
1.32%
1.29%
1.26%
1.15%

LOS ANGELES
SAN DIEGO
LONG BEACH
LAS VEGAS

SAN JOSE
PHOENIX

SAN FRANCISCO
NEW YORK

* The keyword (not set) simply identifies traffic that
doesn't arrive via a particular keyword and hence may
not come via any search at all.
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PAID MARKETING




el — FY23 MEDIA PLAN

PAID SOCAL

Facebook + Instogrom

NYE Promation ==

CONNECTED TV
Conversant Epsilon

Fifty

PROGRAMMATIC DISPLAY | |

Fifty

EMAIL and DISPLAY
TravelZoo - Newsflash

TripAdvisor

GoTo Catalina Search

= Direct Response/Conversion = Awareness
= Full Funnel Capabilities = Engagement

I ] S S ————
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HOLIDAY CAMPAIGN




oEi — Holiday:15 TV Commercial



https://vimeo.com/776713592

oyl — Holiday :30 TV Commercial



https://vimeo.com/776726981

LOV

il —— Holiday Social Carousel

‘Q Catabna Istand
- o

T the season or an sland gotasay [njoy the Roldays without ol

2o hubbub on Catalng island

Oh the weather outside is 7
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LOVE

CATALINA

ISLAND™

@, Cotalins Island
| v

Put some nastical miles between you and the huste and bustle of
maniend with a hobday getawiy 10 Catabos Island

§5 the weather ontside is

Delis h

g

Holiday Social Carousel

5/ l 0/ [ /l;a mnc@_mnm / iy

~
4

hird
all the way
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LOV

CATALINA
ISLAND™

= Holiday Social Video

e Catalina Island i @ Catalina island

Tis the season for an island getaway. Enjoy 'Tis the season for an Island getaway. Enjoy
the holidays without a¥f the hubbub on the holidays without afl the hubbub on

Cataling islang Catalina island,

lovecatalna.com lovecatalna com

‘Tis the Season for Learn more ‘Tis the Season for Learn more
Catalina Island. Catalina island. >

M, W r A
o R \J Comment #v Share gh Like () Comment £ Share

X
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oMl — Shop & NYE Social Ads

Catalina huland
@ g Catabna istand

o
Jon us 3 e Shop Catalng Molicley Kick-Of weth Santa, tree
SoMIng, orizes, and flestive activities, phus & month of discounts!

Calotvate New Year's Eve on Catabra island! Enjoy 2 night of
Ganting, enlortsrnment, Sourmet food and festive fun

“Tis the season to Shop Catalina Learn mare O tacdains
80 % 00 2
:—“. Like KT Comment '_: Share “ ,'" Lisp LJ Comment 7~ Shamn “
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™\ /& CATALINA
" ¥ L. ISLAND™

£ CRTALINA
& ISLRND™

///‘\\>

Display Ad | Prospecting

November 1 - December 23, 2022

Total
Creative Impressions Clicks CTR - lone
FIFTY - Cross Device - Love Cataling FY23 - Prospecting - 1606600 - Banmer 163,263 90 0.06% 52
FIFTY - Cross Device - Love Cataling FY23 - Prospecting - 3005250 - Banres 253,096 143 0.06% 64
FIFTY - Cross Device - Love Catalna FY23 - Prospecting - 3006600 - Banmer 35,201 51 0.14% 33
FIFTY . Cross Device - Love Catalina FY23 - - 320x30 - Banner 2,703,650 2,705 0.10% 777
|nnv - Cross Device - Love Cataling FY23 - Prmoxth! - 728x90 - Banner 795,247 1,244 0.16% 1u||
TOTAL 3,950,457 4,233 0.11% 1,114
Industry Average
CTR: 0.10%

17



"5\ /& CATALINA

el — Display Ad | Retargeting

November 1 - December 23,2022

T
Crestive smprossions Ciicks CTR Ko avadie
FIFTY - Cross Device - Love Catalina FY23 - Retargeting - 160x600 - Banner 63,317 as 0.08% 43
FIFTY - Cross Device - Love Cataling FY23 - Retargeting - 300x250 - Banner 194,562 123 0.06% 77
FIFTY - Cross Device - Love Catalina £Y23 - - 300600 - Banner 33,288 46 0.14% 40
FIFTY - Cross Device - Love Catalina FY23 - Retargeting - 320x50 - Banner 664,318 815 0.12% 47
FIFTY - Cross Device - Love Cataling FY23 - Retargeting - 728x90 - Banner 325,098 47 0.14% 214
[ TOTAL 1,280,583 1,504 0.12% 21!
728x90
Industry Average
CTR:0.10%

\\ JE CATALINA
& ISLRND™

T0 STAY & PLAY




oMl — CTV Videos | Prospecting

November 1 - December 23, 2022

Creative

FIFTY - CTV - Prospecting - FY23 Tourism - 15 Spot - 1x1 - Tracker 26,423
FIFTY - CTV - Prospecting - FY23 Tourism - 30 Spot - 1x1 - Tracker 38,086
TOTAL 64,509




elFiil — FB/IG Videos | Prospecting

'Tis the season for an island getaway. Enjoy
the holidays without all the hubbub on
Catalina isiand,

November 1 - December 23, 2022

Video Pays View Rate e,
Engagements
Love Cataliea - FY23 - PRO - 'Tis The Season - 155e¢ 270.787 1.797 0.66% 92,020 33.98% 93,513
|Love Catalina - FY23 - PRO - 'Tis The Season - 30sec | 625,040 | 4885 | 0.75% | 209,161 | 33.46%) 213,064 |
| Love Catalina - FY23 - PRO - Holidav Baat Soecial - 30iec | 182 589 | 1127 | 062%| 63860 | 34 90% | 64,787 |
l vora vormsie]  7si0]  omx[  sesoa|  sasex] e
Industry Average Catalina View
View Rate: 22.00% Rate: 33.84%

lovecatalna com
‘Tis the Season for Learn more
Catalina island,

oY Like () Comment @ Share 20



> CATALINA
ISLARND™

Catalina tuland
Spomered - O

Join us a3t e Shop Cataling Moy Kick-Off with Sacta, tree
Sghing, prizes, and festive activities, phus & month of discounts!

LOVECATALINA COM

‘Tis the season to Shop Catalina Learn more

Hobclay Kch-Off Dec 3

oo 50 1 Comerant 2 Shares
> Uke (3 Comment 2 Share s

November 1 - December 23, 2022

Creative

mpressions

Clicks

= Facebook & Instagram | Prospecting

CTR

AV Post

Engagements
Love Catalina - FY23 - PRO - “Tis The Season - Carouse! Ad1 469,790 4,204 0.89% 3,865
Love Catalina - FY23 - PRO - “Tis The Season - Carousel Ad2 50,005 607 1.21% 526
Love Catalina - FY23 - PRO - “Tis The Season - Shop Catalina Ad3 11,170 416 3.72% 337

| | Love Catalina - FY23 - PRO - "Tis The Season - New Years Eve Add 294,078 9,289 3.16% 6,234 J
TOTAL 825,043 14,516 1.76% 10,962

Industry Average
CTR:0.90%

21



oMl — Facebook & Instagram | Retargeting

Catabna island
O

Calotvate New Year's Eve on Catabra island! Enjoy a night of

R e e November 1 - December 23,2022
AV P
Creative impressions Clicks cTR 3 on

Love Catalina - FY23 < RTG - “Tis The Season - Caroused Adl 345,973 4,008 1.16% 3,135
Love Cataling - FY23 - RTG - “Tis The Season - Carousel Ad2 49,508 576 1.16% 454
Love Catalina - FY23 - RTG - "Tis The Season - Shop Catalina Ad3 98,603 2,511 255% 1,882
Love na - 3. «Tis Season - New Years Eve 92, 971 23% 1,971

TOTAL 586,131 10,066 1.72% 7472

Industry Average
CTR: 0.90%

oy Use ) Comment /&~ Shamn u

22
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WINTER CAMPAIGN




elE el — Winter TV & Video

GETAWAY/TOA
AUNIQUEKINDOES =5 ===

l/l/ ﬁ/ WW‘/



https://vimeo.com/783118131/0fbf3bdf13

ol — Winter Social Ads - Carousel

cc.umnm
- T ]

Add some unespecied 5o your mimer and come stay on Catabna
Islanc—a totally unigue king of winter wanderland

Stay and Play on
Catalna

o0 Mm

Y Like ) Comment &~ Share -

25



toliEill — Winter Display Ads - Prospecting

WELCIMETE A | WHLONETOA
' W i

oyl

WELCOMETOA 4/1171

,) /d

ol
u'u:m'/// I/i/l’[ WELCOME oxM li’{

[ ,If( ol /// [,/U/

- et 4
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ISLAND™

= Winter Display Ads - Prospecting

NELLUNE U

l/l/t'ﬂl;yz v lﬂ ﬂ(l

A
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ISLAND™
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= Winter Display Ads - Retargeting

A .

STAYIN A

g
T

x

STAYIN A [ V [{,v/!
) I fli

STAYINA A 'lm,tzi
l /rl‘

Wik |
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- CATALINA

w ISLRND™

Display Ad | Prospecting

December 23,2022 - February 5, 2023

FIFTY - Cross Device - LmCudinaM! Prospctw 320;50 Banner

FIFTY - Cross-Device - Love Catalina Fr23 - Prounzhu 3002250 - Banner

FIFTY - Cross Device - Love Catalina Fr23 - Pwm - 728290 - Banner

782,191 1,322 ¢
TOTAL 3,281,266 3,775 0.12% 1,185
Industry Average
. O,
2890 CTR: 0.10%

vecmETo A O
A li @ans

30
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Display Ad | Retargeting

December 23,2022 - February 5, 2023

Placement Impressions Clicks CTR Conversions
FIFTY - Cross-Device - Love Catalina FY23 - Retargeting - 300x250 - Banner 128,842 165 0.13% 115
FIFTY - Cross-Device - Love Catalina FY23 - Retargeting - 320x50 - Banner 669,147 828 0.12% 425
FIFTY - Cross-Device - Love Catalina FY23 - Retargeting - 160x600 - Banner 45,836 59 0.13% 47
FIFTY - Cross-Device - Love Catalina FY23 - Retargeting - 728x90 - Banner 214,932 359 0.17% 181
FIFTY - Cross-Device - Love Catalina FY23 - Retargeting - 300x600 - Banner 22,421 54 0.24% 40
| TOTAL 1,081,178 1,465 0.14% 808
300x600
Industry Average
CTR:0.10%

728x90

STAYINA )/ ;" ,‘,’1;,,/;‘

!‘lﬂl'l

31




ol — CTV Videos | Prospecting

SIS S8 December 23,2022 - February 5,2023
: U/IML 1 [/’
,': M/WWW
PR b FIFTY - CTV - Love Catalina FY23 - Prospecting - 30sec - Video 493,393
X $ TOTAL 493,393

‘
9 _‘\%&\
‘ : % l


https://vimeo.com/783118131/0fbf3bdf13

il FB/IG Videos | Prospecting
e 2

No matier where your path lokes you, a new
adventure awaits, That's why Catalna Island is
the ultimate wirter wanderiand.

December 23, 2022 - February 5, 2023

Facebook - Love Catalina FY23 - Prospecting - 30sec - Wéeo

| TOTAL| 1,079,941 4724 0.44% 386,725 35.81% 190,477
Industry Average Love Catalina
View Rate: 22.00% View Rate: 35.81%

A Unigue Kind of Winter Learn more

o) e () Comment o Shae

£18
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ol — Facebook & Instagram | Prospecting

Cornir o
-

A 200 RG] N P et et 20 Wy o0 Dt

December 23,2022 - February 5, 2023

Placement

Facebook - Love Catalina FY23 - Prospecting

Impressions
1,241,991

12,077

0.97%

AV Post

10,207

TOTAL

1,241,991

12,077

0.97%

10,207

Industry Average
CTR:0.90%

34
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Facebook & Instagram | Retargeting

December 23,2022 - February 5, 2023

Placement Impressions Clicks CIR it
Engagements
Facebook - Love Catalina FY23 - Retargeting 702,354 7,910 1.13% 7,008
TOTAL 702,354 7,910 1.13% 7,008

Industry Average
CTR: 0.90%

35



CATALINA

ISLAND™

TRAVELZOO EBLAST

TRAVELZOO

Catalina Island boat and stay packages. save up to 35%

Wihy you should 9o Catalng iand, D s0uham most CRanne! miland. s Nome 19 pristire
boaches, sclewortyy widile (bison, s ooe oo and 2 o] Whils on
P Sand VAONs Can DOOK B ety of UNNGue ACTVERS FOALING DN WAt LT Sutaerstio
Sl eoursorn a0 4% aetal adverdan course [Tk rope eddens log Sedpes, Dp nes
it e Teatops of 3 sucalypius grove)

Mh*“’mumomdnammvmm-

ey pachages Tt nclude ' ey Schata. A few cptiora ncude
~WWM~MM“'¢I.MI*~W“NW
Wrighey murmaion — ovedookong Avalon Bay. Stey Srough Narch 17 and nde he Calalres Exprem
forry bom Long Besch, San Pedm or Dana Port 19 the nland Senday Tharsday. retuming Monday-
Fraday

View Dean
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LOVE isthio™

Emails Sent: 335,728

Clicks: 6,758

Clicks / Emails: 2.01%
(TravelZoo benchmark: .75%)

Please note that TravelZoo used to report on open
rates, however, iOS privacy updates have rendered
that metric unreliable and because of that have shifted
to Clicks/ Emails instead.

10

TRAVELZOO TRAFFIC

Jan 16, 2022 - Mar 8, 2022 ~
googhe / organic 27107 (4220
(direct) / (none) 8,199 120
Travelzoo / eBlast 6,563
Facedook / PariSocial 6444 100
Ca'.ahn.a Chamber Booking Widget / 4658
referral
CoDp8 / website 2198
Conversant / Display 2002
Fifty / Display 1,483
bing / organic 1,019 1o
yahoo / ceganic 641 oo

* (direct) / (none) means Google Analytics doesn't have

any referral information for these users. This may

include users who directly type the URL into their

browser having seen it in an ad, PR or other. 37



ol —— Digital Media Key

IMPR - Impressions: Impressions measure the number of times a piece of content — be it a Social post, an ad, etc

— is consumed.
e  Clicks: Clicks are a marketing metric that counts the number of times users have clicked on a digital
advertisement to reach an online property.

e CTR-Click Through Rate: CTR is the number of clicks that your ad receives divided by the number of times your

ad is shown: clicks + impressions = CTR.

e CPC-Cost PerClick: CPCis also called pay per click (PPC). CPC is used to determine costs of showing users ads

on media platforms.

e AV Post Engagements: Added Value Post Engagements are Comments, Likes and Shares on social ads.

e Video View: A video view is when users watches at least three seconds of a clip.

e View Rate: Aratio showing the number of paid views of a video ad to the number of impressions.

e NewUser: A“new user” is a visitor who, according to Google's tracking, has never been to your site before and is
initiating their first session on your site.

e User: A“user”is avisitor who has initiated a session on your website: the moment a person lands on any page of
your site, they are identified as either a new or returning user.

e Session: A“session”is a group of user interactions with your website that take place within a given time frame.
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GoTo Catalina Co-Op




il 2022 KPI Highlights

172,308
CLICKS TO PARTNER
SITES
+63% YOY +7% YOY +9% YOY +53% YOY

Partners include: Catalina Express, Catalina Island Company, Love Catalina

e Co-Op maximizes the benefits of high-intent brand search traffic, avoiding competition
amongst partners, to drive low cost referral traffic to each partner’s website.

e Brand search campaign runs on Google and is flighted for the entire year (except July)
2022 performance was strong with year over year growth across most metrics

40



LOV

el 2023 Recommendations

ISLAND™

Continue with brand search strategy at similar budget levels, applying seasonal weighting.
Test new ad copy variations to increase click-through rate and drive more site traffic
Introduce new ad type: Responsive Search Ads to increase search impression share
Utilize image extensions to increase ad listing space and highlight partner visuals
Research emerging artificial intelligence technology to uncover potential opportunities

41
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oliFayy —— NEW SPRING CREATIVE

LETOUTNOVR
, [l ///"/

Let Out Your Island Side
Prospecting Display Ads

CataLnA IS “_:L-;. LET OUT YOUR
LOVEES *- 4..--~**;%‘;£:1}—a S /{//(”(/511/(

Ny

LOVE SR W=

LOVE &5 [




IeolFy — NEW SPRING CREATIVE

STAY & PLAY STAY & PLAY
,rld{”//

Sty

e Stay & Play Island Style

Retargeting Display Ads

ey STAY & PLAY /
LV L sianp® .: e o - ‘ -Q /(//u’?/ /5./(///

S\ /E CATAUNA

t
\ /& CATALINA .
LOVE stanp- »

IV E siano”




eolFay — NEW SPRING CREATIVE

Shake off your winter side and let out your island side on P rOS peCti n g Pa id SOCi a | Ad S

Catalina—anyway you like.

:::ummm LEANN NOmE Lot sl yOust aupires sae LEARN WONE Lat out your playfisl side. LEARN WORE

45



eolFay — NEW SPRING CREATIVE

ESCAPETO  JESCPETO

Escape to Kidalina

Prospecting Display Ads

L ESCAPETD

ATRLINA
SLARD™

LOVE gimum o S LOVE "'; ;.»iv/




LOV

CATALINA

ISLAND™

— NEW SPRING CREATIVE

Prospecting Paid Social Ads

Welcome to an island-sized playground. Plan your getaway

to Kidalina Islan

d, Kidifornia and let the

fun begin.

47
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Keoliiiag — PUBLIC RELATIONS

Highlights from November 2022 to January 2023:

Catalina Island was mentioned in 151 stories for a combined reach of more than 13.9 Million

Targeted pitch angles to 60+ media, including:
o  “Holiday Happenings”
o  “Escape to Catalina Island”
o  “Romantic Destinations to Celebrate Valentine’s Day”

Managed media visits with more than 5 media, including writers with Tribune Content Agency
(Marlise Kast), Territory Supply (Freelancer, Elisa Parhad), Fodor’s Travel (Jill Weinlein) among
others

Press coverage highlights the month of November, December and January included general
travel features in Country Living, Los Angeles Times, AFAR, Travel + Leisure and many more top
publications



CATALINA

LOV[ISLRHD"

40 of the Sunniest Towns in America to Escape the
Winter Blues

A Bt hmah b e st s 8 et 8 gt by sy

[ e s

B I T e e 1
I T B e e R e L I TR P P

o b ) e b bt e e e o — 1 o S

AFAR

The 10 Best Beaches in Southern
Califorma

Frvwn Sonts Barfvrw &0 Sav Duaon s ' aurresaed Sown b iinds of

ks be U oot das v for psar nexd ey gokswary
o Closow gy Los Aogoden

ks blard o e s o Lo Mg v it wdy by Dot sl & pevied) destidn e

A Dunar Mg Ay Al s S Podies  aveannd SA L end Loy ' el et e Lo Tew
FLAors 0o Of tha LA anin P (hin o wih S bonc Fromm e onpdiny 1w Noa s Iy roneang »
Lokl frm Tee Hutbor D & Sourvaoen Comen Wex Spot R, and schars d padkag
ot Ao O Ay Ov po A0 e o Dot ety surhandor mpeion. g Camgeng havios oA v o
s frmn T | Lardam Vst Sorvaes § pom Aooude be < 8 rangcy will Choh you v o se. Ay sy

Aorean ey 8 4 pred e 8 10 Bend e nescrvanen dhe nd P

OOy s by S S e A A O bl Natend Pab

2 AN Ok Canparand fardor et 1o B e

. COVERAGE HIGHLIGHTS

fos Angeles Times

14 L..A. experiences that are great gifts for
people who *don’t want anything’

Theis ove 't o thse Sabat oof et (0 Uhe svition sielh ) bast 76 am serboepettialie i
Sor yousr e sdvertarons boved snes. WA rubdes ot the fromt aned back of the
proap, you B et okl $5e 30 or 20 mules from Long Beack to Catalng Ddand, spend 3
feow boars i T Mlarbors, and et shi back. The puidies maske the irip foel meondidly
sofie annl ot s ben2, rbngg Whe fet abis fords like Dying. Voul sleo pass varbons acean
e, degoading on the season which can oxlede srads, pods of Solpdine ard evwn
whabes. Sharung 2 jt skt aleo tabios the cost of this pft dows signticanely, but each oki
doen have & weight lenst of 400 pouads

#3199 (woekdagyn) ot 00
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Teliai @ — PUBLIC RELATIONS

ISLAND™

MEDIA VISITS (completed and upcoming)

Heide Brandes Nov. 6-8 (Freelance: TravelAwaits)

Marlise Kast Nov. 11-13 (Freelance: Tribune Content Agency)

Elisa Parhad Dec. 18-20 (Freelance: BBC, INSIDER, Los Angeles
Times, Travel + Leisure, Coastal Living, AAA Explorer, Territory Supply)
Jill Weinlein Jan. 23-24 (Fodors Travel)

Recent Visit:
Wendy Lee Feb. 9-10 (Freelance: TravelAwaits)

@jillsfoodtravels

51



olFyy — PUBLIC RELATIONS

Looking Ahead

“What’s New for Spring” seasonal press release - March
Spring travel segments with LA stations (KTLA, Fox 11, etc.) - March/April
Memorial Day getaways and packages - May
“What’s New for Summer” press release - June
Pride Month - June
Supplemental seasonal summer pitch angle examples:
o  “Best Towns to Celebrate 4th of July”
o  “Family-Friendly Summer Getaways”
o  “Unforgettable Camping Trips for Summer”
Plan “Trek and Retreat” FAM targeting top outdoor adventure
media/influencers (i.e. Outside Magazine, Sunset, etc.) - Fall
Continue monitoring for NATJA, Visit California and HARO submission
opportunities - ongoing
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CATALINA

ISLAND™

We have a strong and
active social media
presence across a variety
of platforms.

In the last quarter, our
social media following has
increased 1-8%. LinkedIn
had the most growth,
followed by Instagram,
then TikTok.

SOCIAL MEDIA

8.00%

6.00%

0.00%

Twitter

Instagram

Facebook

Linkedin

TikTok
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CATALINA

ISLAND™

Reaching new users
through organic,
paid social and
direct traffic with
high engagement.

WEBSITE

Fustuset defa. chnesigrop » 4

1 Organic Search

2 Pald Sociel

3 Direct

4  Unassigned

5  Display

6 Referral

7  Oegamic Socal

§  Organic Video

+ New users

244340

135082
20N
3.402
18670
10,443

6316

3480

Engaged

LeLsions

w5216

1 2ta
110992
12980
2.7
13,003
1413
5354

2082

Engagement
rate

45.39%
54,005
1375
S1.71N

47.89%

Engaged
“easions per
user

0.67

080
034
0.06
069
014

0.84

Om 044

Om 513

Event count

Al oyervis »

1744 68

1023988

42167
634

2079

0649

Stats from Google Analytics 4. *Engagement/events include video starts, scroll, clicks

(internal & external), downloads

55



LOVE i

Organic Impressions
of LoveCatalina.com
on Google results and
clicks to the website
have increased over
the last quarter.

WEBSITE

)
»
PSS

*Data from Google Console. Average position in search results across all keywords.
Spike on Dec. 31 in impressions may be due to PR surrounding NYE event.
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Rt Google Business Listing

1.76 Strong presence in Google
== Search with high interaction,
- visits to website and calls to
e PO Visitor Center.
st Hours, images, events,
e updates added frequently.

Cataling istand Visitor Center '

© Yo mwrage the Busens e © *decline due to seasonality

ADes | Greed Meaters Pt Aven, CA %004
B P

Moars: Do - Oloss 25
Phone: 210} 1301029

LM wag Dowray ) »h reagts e ——

Questons b angwvers vy
8 oo ~—
Swe o Guasmora (W ~|

Frore Cotalng Isfend Vietor Cordm

T o et vy e w——— iy w aw— et b

B e v por phane

Teeve hwd e el lhy b Ve (e e
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LOVE isiiw” VISITORS GUIDE

e #1 fulfillment piece and source of information for visitors planning
atrip to theisland

e Designed to sell Catalina Island to prospective visitors as a
premier, year-round vacation destination

e Magazine style, featuring 80 pages, with business listings, 4 color
ads, maps and new photography

e Sales beginin August each year

e Each member business receives a FREE business listing. Fee-based
advertising and/or additional listings also available
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LOVE

LMD" VISITOR GUIDE DISTRIBUTION

50K printed in January 2023, for distribution throughout the year

Mailed in response to advertising leads, phone, mail, online & email inquiries

Distributed in racks at 9 California Welcome Centers, Santa Monica Visitor Centers,
Catalina Express & Catalina Flyer terminals, and 3 Southern CA Airports: Burbank, John
Wayne & San Diego

Mailed to 260+ AAA offices in CA, NV, AZ, NM, UT, ID, WA & OR

Distributed at Travel Trade & Cruise Industry Trade Shows

Available in racks at the Visitor Information Center on the Green Pleasure Pier

Online edition available at LoveCatalina.com with direct links to businesses from display ads

and listings
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LOV

LMD" DESTINATION MAP & DIRECTORY

The Catalina Island Map & Directory is the most popular local marketing
piece for Catalina Island

Double sided, 7 panel folded brochure, with ads, listings, Avalon map and
Island map

Advertising supported; all member businesses offered the opportunity to
purchase directory listings and/or display ads (¥ and % page ad spaces)

Map sales are currently underway, ad/listing deadline is March 3, payment
and artwork due March 10
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LOV

LMD" PRINTING & DISTRIBUTION

175,000 copies printed annually in April and distributed for a year

In display racks at the mainland transportation terminals (Certified Folder)
Mainland terminal windows + on-board the majority of the passenger ferries

To visitors and cruise ship passengers at Visitor Information Center on the Green
Pleasure Pier

Through member businesses and island hotels

At travel and cruise industry trade shows

Included in media kits and welcome packets for groups visiting the island

To 260+ AAA travel offices in CA, NV, AZ, NM, UT, ID, WA & OR

Also available to view/print from LoveCatalina.com
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LOVE &iai" LURE BROCHURE

o« 4" x9” four color, double sided rack card, complements
the Visitors Guide

o Perennial usage, last printed in 2022

« Highlights unique to Catalina traits, activities

o Drives consumers to LoveCatalina.com
for more information, view/order the Guide,
access upcoming special events with QR Code

o Because itisless expensive to produce than our Visitors
Guide, we distribute these on the mainland through
Certified Folder (LA & OC)
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LOVE isiiw* TRAVEL & TRADE SHOWS

« Love Catalina Island member businesses have the opportunity to “buy-in” and
attend individual shows of interest, along with Love Catalina

« Participation fees vary per day, per show. Fees do not include travel expenses,
giveaways for in-booth drawing

o Opportunity is open to all members based on space available

o Catalinalsland Visitors Guide & Maps are distributed at shows

« Members that attend shows are able to distribute their own materials and

receive show attendee contact lists
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LOV

Sy - TRAVEL & TRADE SHOWS

2023 Schedule
o Los Angeles Travel & Adventure Show, February 18-19, 2023
» Bay Area Travel Show, 2023 postponed to 2024
» Seatrade Global, March 26-30, 2023
» Florida Caribbean Cruise Association (FCCA), Fall 2023
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