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MARKETING STRATEGY

2



3

● 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



20.24% LOS ANGELES

4.81% SAN DIEGO

1.71% IRVINE

1.70% SAN FRANCISCO

1.68% LONG BEACH

1.64% LAS VEGAS

1.16% PHOENIX

1.11% RIVERSIDE
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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.

*
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MARKETING SEASONALITY

JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN

FALL EVENTS

SUMMER

SLOW SEASON

SPRING CAMPAIGN

SUMMER



PAID MARKETING
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FY22 MEDIA PLAN



2022 WEBSITE TRAFFIC
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2022 vs 2021



2022 WEBSITE TRAFFIC
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2022 vs 2019



2022 WEBSITE TRAFFIC SOURCES

19.5%
PAID DIGITAL
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* (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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TRAVELZOO TRAFFIC

Emails Sent:  349,723

Open Rate:  11% 

Typically see 8%-15% open rates

Clicks:  12,942
20% CTR, which is 2x-3x our average

* (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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Display Ad  |  Prospecting 

January 1 - March 8, 2022

Industry Average 

CTR: 0.10%

320x50

728x90
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Display Ad  |  Retargeting

January 1 - March 8, 2022

Industry Average 

CTR: 0.10%

320x50

300x250
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CTV :30 Sec Video  |  Prospecting

January 1 - March 8, 2022
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Facebook & Instagram  |  Prospecting  

January 1 - March 8, 2022

Industry Average 

CTR: 0.90%
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Facebook & Instagram  |  Retargeting 

January 1 - March 8, 2022

Industry Average 

CTR: 0.90%
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FB/IG :30 Sec Video  |  Prospecting

January 1 - March 8, 2022

Industry Average 

View Rate: 22.00%

FB – Script Video 

Rate: 35.07%
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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.



NEW SPRING CREATIVE
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NEW SPRING-SUMMER CREATIVE
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Prospecting Display Ads



NEW SPRING-SUMMER CREATIVE
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Retargeting Display Ads



NEW SPRING-SUMMER CREATIVE
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Prospecting
Paid Social Ads



NEW SPRING-SUMMER CREATIVE
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Prospecting
Paid Social 
Video Ads



NEW SPRING-SUMMER CREATIVE
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Retargeting
Paid Social Ads



26

NEW SPRING BILLBOARDS
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NEW SPRING BILLBOARDS



PUBLIC RELATIONS
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PUBLIC RELATIONS 

Public Relations highlights from January 2022 to present:
● Catalina Island was mentioned in 59 stories for a combined reach of more than 4.7 billion 
● Planned and secured 23 media appointments for the  IMM event in New York 

○ Met and secured interest with writers/contributors at CNN Travel, AFAR, National 

Geographic and more 

● Worked with Visit CA to host Global Influencer Advisory Board retreat from January 18-20

○ Group of 7 influencers from domestic and international markets

○ Access to library of photos from Visit CA photographer

● Targeted pitch angles to 60+ media, including “Romantic Destinations to Celebrate 

Valentine’s Day”, “Best Small Towns in America”, “Best Fishing Destinations”, “Unique Filming 

Locations” and more

● Managed upcoming media visits with more than 8 media, including writers with Travel + 

Leisure, USA TODAY, Good Morning Arizona, and Ciao Bambino
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COVERAGE  HIGHLIGHTS 
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COVERAGE  HIGHLIGHTS 

*Facilitated in partnership with Catalina Express
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COVERAGE  HIGHLIGHTS 

Bobo and Chichi (27.2K Followers) EmilyJaneJohnson (95.4K Followers) JacobTheFu (53K Followers)
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MEDIA VISITS (completed and upcoming) 
● Scott and Megan (Bobo & Chichi blog): February 22-24

● Mikkel and Dan (Sometimes Home blog): March 23 - 25

● Nick Kontis (Freelance: USA TODAY, Forbes Travel, etc.): March/April 

● Alyssa Pinsker (GoNomad): March/April 

● Kim Orlando (Traveling Mom): March/April 

● Ali Dugaw (Good Morning Arizona): April/May

● Mariela Smith (Epic7 Travel): April/May 

● Ashley Bustillos (AdventurePro): May/June 

● Tanvi Chheda (Freelance: T+L, Ciao Bambino, etc.): August 

PUBLIC RELATIONS
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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 angles; 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 Visit California and HARO submission opportunities - 

ongoing 

PUBLIC RELATIONS



WEBSITE & SOCIAL MEDIA
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WEBSITE

● February 2022 ahead 
of past 3 years

● January 2022 just 
about in line with 
2020

● Organic traffic has 
picked up with the 
addition of paid media
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WEBSITE

Homepage 10.67%
Things To Do 8.88%
Booking Engine 4.80%
Winter Wander 4.33%
School Break Calendar 2.24%
Get Here 2.10%
Bikes and Golf Carts 1.77%
Specials & Packages 1.77%
Places to Stay 1.66%
Things to Do by Land 1.46%
COVID 19 Microsite 1.25%
Kidalina 1.18%
Family Fun 1.12%
Visitors Guide 0.93%

Top Visited Pages - YTD 2022
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January February March April May June July August September October November December

2019 13,454 13,745 22,208 25,517 25,775 30,684 33,226 29,390 19,810 16,730 14,577 15,598

2020 15,492 15,377 7,208 3,372 5,593 17,228 17,191 20,275 17,568 12,838 5,795 3,972

2021 6,363 19,172 19,586 18,661 23,883 29,267 23,145 18,845 14,974 8,872 8,096 6,320

2022 11,246 13,301

Booking Engine VisitsWEBSITE
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WEBSITE

January February March April May June July August September October November December

2019 10,876 9,555 13,849 16,261 16,176 21,322 25,502 22,516 14,832 12,035 9,889 10,555

2020 12,714 12,674 2,036 2,096 3,525 12,648 13,410 17,648 15,344 10,235 4,330 2,721

2021 3,791 10,579 15,027 16,477 26,464 31,368 26,015 20,927 16,003 8,028 6,978 5,004

2022 9,328 11,297

Booking Engine Visits
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SOCIAL MEDIA

Managing content on the following platforms

● Facebook - 118,700 Followers

● Facebook Group (Love Catalina) - 1,500 members

● Instagram - 32,200 Followers

● Twitter - 4,418 Followers

● TikTok - 732 Followers

● Pinterest - 281 Followers

● LinkedIn - 240 Followers

● TripAdvisor - 72 Followers

● Google Business - 15,314 searches (33% direct/66% discovery)
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VISIT CA - STORY NETWORK



GUIDE, MAP & 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, 

ads, maps and new photography.

● Sales begin in August each year.

● Each member business receives a FREE business listing. 

Display advertising and/or additional listings also available. 

● 75K printed annually in January. 

● Produced a digital only version in 2021 due to Covid.
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VISITOR GUIDE DISTRIBUTION

● 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 So. CA Airports: 

Burbank, John Wayne & San Diego (through Certified Folder)

● Mailed to 260+ AAA offices in CA, NV, AZ, 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

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

● Advertising supported; all member businesses offered the 
opportunity to purchase directory listings and/or display ads 
(two available sizes).

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

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

● We have not produced a map since 2019-20 due to Covid.
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DESTINATION MAP DISTRIBUTION

● 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, 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

● 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)



48

TRAVEL & TRADE SHOWS

● Love Catalina Island member businesses have the opportunity to “buy-in” 

and attend individual shows of interest, along with Love Catalina Island.

● 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
2021-22 SCHEDULE

● Bay Area Travel Show, Santa Clara, CA, October 23-24, 2021

○ Show attended by staff & Catalina Express

● Fred Hall Fishing & Travel Show, Long Beach, March 2-6, 2022

○ Show cancelled due to Covid restrictions/protocols

● LA Travel Show, Los Angeles, CA, March 12-13, 2022

○ Show attended by staff & Catalina Express

● Seatrade Global, Miami, FL, April 25-28, 2022 (conference & trade show)

○ Show attended by our rep Dave Creigh, Cruise the West booth & reception

● Florida Caribbean Cruise Association (FCCA), San Juan, PR, June 1-3, 2022 

○ Attendee list under development; conference & appt. meetings



2022 EVENTS
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2022 EVENTS THROUGH LABOR DAY

BUSINESS MIXERS

Business Mixers are open to all members and we encourage you to attend to mix and 

mingle with local businesses. The cost to attend is $10 for members, $15.00 for non 

members and guests and $20 at the door. Registration required. 

● March 17 - Eric’s on the Pier

● April 21 - Hermosa Hotel/Cork & Brew

● May 19 - The M

● June 16 - Catalina Museum for Art & History

● July 21 - Annual Meeting & Installation Dinner
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FIXERS

Fixers are learning events for Love Catalina members. Prices, dates and times vary. Fixers are 

announced in the weekly Thursday Updates and registration is also available there. 

● Social Media Presentation via the Extranet - March/April Date TBD

● Customer Service Presentation - March/April Date TBD

CATALINA CONCERT SERIES

● June 25:  Venice

● August 20:  The Highwayman Show

● Sept 3:  Xceptional Tribute to ABBA
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2022 EVENTS THROUGH LABOR DAY



OTHER EVENTS

● March - Love Catalina Board/Staff Volunteer Beach Clean Up ( Date Pending)

● April - Community Shred Event - April 27 (Date Pending)

● May 4 - Lodging Open House

● June 2 - Taste Around of Avalon

● June 3-9 - Avalon Restaurant Week

● June 18 - Pride March and Music Event on Wrigley Stage
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2022 EVENTS THROUGH LABOR DAY



THANK YOU
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