
Marketing Committee

FEBRUARY 16, 2023



MARKETING STRATEGY
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● 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

PRIMARY OBJECTIVES
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PRIMARY MARKETS
● Los Angeles

● San Diego

● Orange County

TARGET MARKETS



20.00% LOS ANGELES

4.81% SAN DIEGO

1.49% LONG BEACH

1.32% LAS VEGAS

1.32% SAN JOSE

1.29% PHOENIX

1.26% SAN FRANCISCO

1.15% NEW YORK
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GOOGLE ANALYTICS

* 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.

*

Jan 1, 2022 - Dec 31, 2022



PAID MARKETING
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FY23 MEDIA PLAN



HOLIDAY CAMPAIGN
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Holiday :15 TV Commercial

https://vimeo.com/776713592
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Holiday :30 TV Commercial

https://vimeo.com/776726981
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Holiday Social  Carousel
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Holiday Social  Carousel



13

Holiday Social  Video
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Holiday Display Ads
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Shop & NYE Social Ads



HOLIDAY AD PERFORMANCE
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Display Ad  |  Prospecting 

November 1 - December 23, 2022

Industry Average 

CTR: 0.10%
728x90
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Display Ad  |  Retargeting

November 1 - December 23, 2022

Industry Average 

CTR: 0.10%

320x50

728x90
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CTV Videos  |  Prospecting

November 1 - December 23, 2022
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FB/IG Videos  |  Prospecting

November 1 - December 23, 2022

Industry Average 

View Rate: 22.00%

Catalina View 

Rate: 33.84%
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Facebook & Instagram  |  Prospecting  

November 1 - December 23, 2022

Industry Average 

CTR: 0.90%
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Facebook & Instagram  |  Retargeting 

November 1 - December 23, 2022

Industry Average 

CTR: 0.90%



WINTER CAMPAIGN
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Winter TV & Video

https://vimeo.com/783118131/0fbf3bdf13
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Winter Social Ads - Carousel
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Winter Display Ads - Prospecting
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Winter Display Ads - Prospecting
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Winter Display Ads - Retargeting



WINTER AD PERFORMANCE
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320x50

728x90
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Display Ad  |  Prospecting 

December 23, 2022 - February 5, 2023

Industry Average 

CTR: 0.10%
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Display Ad  |  Retargeting

December 23, 2022 - February 5, 2023

Industry Average 

CTR: 0.10%

728x90

300x600
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CTV Videos  |  Prospecting

December 23, 2022 - February 5, 2023

https://vimeo.com/783118131/0fbf3bdf13
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FB/IG Videos  |  Prospecting

December 23, 2022 - February 5, 2023

Industry Average 

View Rate: 22.00%

Love Catalina

View Rate: 35.81%
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Facebook & Instagram  |  Prospecting  

December 23, 2022 - February 5, 2023

Industry Average 

CTR: 0.90%
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Facebook & Instagram  |  Retargeting 

December 23, 2022 - February 5, 2023

Industry Average 

CTR: 0.90%
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TRAVELZOO EBLAST
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TRAVELZOO TRAFFIC

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.

* (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.

*
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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. 

● Clicks: Clicks are a marketing metric that counts the number of times users have clicked on a digital 

advertisement to reach an online property.

● 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.

● CPC - Cost Per Click:  CPC is also called pay per click (PPC). CPC is used to determine costs of showing users ads 

on media platforms.

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

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

● View Rate:  A ratio showing the number of paid views of a video ad to the number of impressions.

● New User:  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.

● User:  A “user” is a visitor 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.

● Session:  A “session” is a group of user interactions with your website that take place within a given time frame.



GoTo Catalina Co-Op
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2022 KPI Highlights

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

● 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.

● 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
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2023 Recommendations

● 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



NEW SPRING CREATIVE
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NEW SPRING CREATIVE
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Let Out Your Island Side 

Prospecting Display Ads



NEW SPRING CREATIVE
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Stay & Play Island Style 

Retargeting Display Ads



NEW SPRING CREATIVE
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Prospecting Paid Social Ads



NEW SPRING CREATIVE
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Escape to Kidalina 

Prospecting Display Ads



NEW SPRING CREATIVE
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Prospecting Paid Social Ads



PUBLIC RELATIONS
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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:

○ “Holiday Happenings”

○ “Escape to Catalina Island”

○ “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
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COVERAGE  HIGHLIGHTS 
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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)

PUBLIC RELATIONS

@jillsfoodtravels
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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:

○ “Best Towns to Celebrate 4th of July”

○ “Family-Friendly Summer Getaways”

○ “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 

PUBLIC RELATIONS



WEBSITE & SOCIAL MEDIA

53



54

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

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

(internal & external), downloads

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

*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.

WEBSITE
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Google Business Listing
Strong presence in Google 
Search with high interaction, 
visits to website and calls to 
Visitor Center.
Hours, images, events, 
updates added frequently.

*decline due to seasonality



COLLATERAL & TRADE SHOWS
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VISITORS GUIDE

● #1 fulfillment piece and source of information for visitors planning 

a trip to the island

● Designed to sell Catalina Island to prospective visitors as a 

premier, year-round vacation destination

● Magazine style, featuring 80 pages, with business listings, 4 color 

ads, maps and new photography

● Sales begin in August each year

● Each member business receives a FREE business listing. Fee-based 

advertising and/or additional listings also available
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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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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 (⅛ and ¼ page ad spaces)

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

● 4” x 9” four color, double sided rack card, complements 

the Visitors Guide

● Perennial usage, last printed in 2022

● Highlights unique to Catalina traits, activities

● Drives consumers to LoveCatalina.com 

for more information, view/order the Guide, 

access upcoming special events with QR Code

● Because it is less expensive to produce than our Visitors 

Guide,  we distribute these on the mainland through 

Certified Folder (LA & OC)
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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

● Opportunity is open to all members based on space available

● Catalina Island 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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TRAVEL & TRADE SHOWS

2023 Schedule
       

● 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



THANK YOU
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