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Lisa Baggio & Susanna Bunker 



2016 Media Campaign 

 

 

 Consumer Media Campaign 

 Catalina Chamber Events 

 GoToCatalina.com Co-op 

 Group/Meetings  Co-op 
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2016 Media Campaign 
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2016 Media Budget 

$400,601 

Consumer: 
$239,295 

Events: 
$19,546 

GoToCatalina.com 

Co-op: 
$101,760 

Groups: 
$40,000 



Part I: Consumer Media Campaign 

 

Spend:   $239,295 
 

Value:  $343,444 
  

Impressions: 33.4 million 

 

We generated $104,149 or 44%  in additional media 

value against spend  
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Part I: Consumer Media Campaign 

Seasonal Budget Allocation 

January – February  13% 

March – June 49% 

July – mid August 15% 

Mid August – October  17% 

November – December  6% 
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Part I: Consumer Media Campaign 

Newspaper 
1% 

Magazine 
32% 

Digital  
67% 
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Media Mix 



Part I: Consumer Media Campaign 

Newspapers 
1% of  Budget     Impressions: 602K         Total leads: 31 
 

       Orange County Register (3/13)     San Diego Union Tribune (4/3) 
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Part I: Consumer Media Campaign 
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Magazines 
32% of  Budget  Impressions: 14.6M      Total Leads: 5,638 

Gentry Destination 

Long Beach Pride Guide 



Part I: Consumer Media Campaign 
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Smooth Jazz News 

Sunset So Cal Insider 



Part I: Consumer Media Campaign 

National Geographic 

Traveler 
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Part I: Consumer Media Campaign 
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CATALINA CHAMBER DIGITAL CAMPAIGN RESULTS JANUARY-SEPTEMBER 

Type of  Buy Impressions Clicks 
Avg. 

CPC 
CTR Cost % of  Clicks 

Paid Search 3.1 Million 69,978 $1.14 2.25% $79,989 37.50% 

Paid Social  
(6,397 page likes)  

2 Million 21,070 $0.40 1.04% $8,324 11.30% 

Annual Destination 

Sites 
494,425 6,200 $2.80 1.25% $17,337 3.30% 

Network/Site Buys 10.4 Million 52,277 $1.06 0.50% $55,282 28.10% 

Emails 296,685 36,837 $0.30 12.42% $11,219 19.80% 

Total 16.4 Million 186,362 $0.92 1.14% $172,151 100.00% 

Digital 
67% of  Budget   Impressions: 18.1M     Total Leads: 469 



Part I: Consumer Media Campaign 

Chamber Emails 
Email Drop Dates:      

DigDev   2/2- Island of  Romance lodging packages 

3/8- Endless Fun… Island Style, Spring events and hot 

deals  

    8/9- Fall Lodging Push, &August events 

    8/23- Fall Lodging Push, August events 

    9/27- Fall Lodging Push, October events 

National Geo Traveler  2/10- Hot Deals 

   9/7- Fall Lodging Push, September events 

 NBCLosAngeles.com  3/8- Enter to Win a Spring Getaway to Catalina Island 

 LA Weekly   9/12-Fall Lodging Push, September events 
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 Part I: Consumer Media Campaign 

January-September  Email Results: 

Database:                        2,745,407 

Emails Opened:              296,685 

Average Open Rate:       10.8% 

Clicks:                            36,837 

Average CPC:                 $0.30 

Average Click Rate:        12.42% 



Part I: Consumer Media Campaign 

Weather Trigger 
 

Sites:   Google and Facebook 

Campaign Dates: February 4-16 
 

Spend:  $618 

Impressions: 95,795 

Clicks:  759 

Click Rate:  .79%  

CPC:   $0.81 
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Part I: Consumer Media Campaign 

Romance/Hot Deals 
 
Sites:  Google, Yahoo/MSN, Instagram and   
   Facebook 
Campaign Dates: January-September 
 
Spend:   $9,305 
Impressions: 503,834 
Clicks:  9,681 
Click Rate:  1.92% 
CPC:  $0.96 
 
Note:    
We promoted Hot Deals via paid search from 1/1-9/30.  
Facebook and Instagram ran 1/13-2/29. 
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Part I: Consumer Media Campaign 

Leap Day Packages 
 

Sites:   Google, Yahoo/MSN and Facebook 

Campaign Dates: February 8-29 

 

Spend:  $357 

Impressions:  51,000 

Clicks:  978 

Click Rate:   1.92% 

CPC:  $0.37 
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Part I: Consumer Media Campaign 

Fall Lodging Push 
 

Campaign Dates:  August 9- September 30 
 

Spend:  $8,525 
Impressions:  635,974 
Clicks:  23,501 
Click Rate: 3.69% 
CPC:  $0.36 
 

Sites: Google, Yahoo/MSN, 
 Tripadvisor Banners, Google 
 Site Retargeting, Sandiego.com, 
 Facebook, DigDev 8/9, 
 8/23 & 9/27 Emails, 
 LAWeekly 9/12 email  and 
 National Geo Traveler 9/7 email 
 

All of these placements promoted the  
‘Sunny and Warm without the Summer Crowds’  
message. 
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Part II: Events 

Spend:   $3,909 

Impressions:  1,157,519 

Clicks:   9,604 

Click Rate: 0.83% 

CPC:   $.41 
 

Sites:  Google, Yahoo/MSN/BING, 

  TripAdvisor and Facebook 
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Fall Events 
Events Promoted: Catalina Trail Venture Weekend   Catalina Island Triathlon 

 Ukulele Festival     Catalina Festival of  Art 

 Catalina Film Festival   JazzTrax 

 Catalina Women’s Forum Wine Festival 

  

Campaign Dates:  August 18- September 30  



Part II: Events 

Catalina Island Concert Series 
 

April 15 – September 9 

LA Weekly/OC Weekly Media Sponsorship 

 

 Results 

 Total Impressions:  616,550 

 Total Click-Throughs:  1,055 

 Contest Entries:  2,340 
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Part II: Events 

Digital Banners 
April 15 – September 9 

 

  LA Weekly   OC Weekly   

Impressions: 143,785  84,586  

Clicks   732   282 
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Part II: Events 

Promotional Newsletters 
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May 5   June 16   September 1  

Delivered: 71,772  Delivered: 72,238  Delivered: 73,427 

Opens: 7,316  Opens:  6,442  Opens: 6,863 

Open Rate: 10.2%  Open Rate: 8.9%  Open Rate: 9.3% 

Clicks: 8   Clicks: 12   Clicks: 7 

 

June 9   August 25 

Delivered: 72,407  Delivered: 72,070 

Opens: 6,853  Opens:  6,614 

Open Rate: 9.5%  Open Rate:  9.1% 

Clicks: 6   Clicks: 8 

 

 

 



Part II: Events 

Print Insertions 
Run Dates / Size 

 ¼ page ads ran in the 6 issues 

 Full page ad ran in the 6/3 Summer 

Concert Guide 
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Part III: GoToCatalina.com  

 
Created in 2005 

 

Partners:  Catalina Chamber  

  SCIRS  

  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  

 

Secondary:   Destination Market 

 

Campaign  Focus:  March - June 

 

2016  Media  Mix:  Digital (65%)  

   Cable TV (35%) 
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Part III: GoToCatalina.com  

Los Angeles Area Cable Television  
 

 Flight Dates:  March 14  - May 8 (6 weeks) 

 

 Networks:  A&E, HGTV, Bravo, TBS 

 

 Geo targeted to select zip codes with the highest 

 propensity to visit Catalina Island.  

 

 Impressions:  21.5 million 

 

 61% of  spots ran in primetime 
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Part III: GoToCatalina.com  

Digital  
 

Paid Search, Travel Spike, Mobile Fuse, Underdog  Media,  

You Tube, Sunset.com/Coastalliving.com and Emails 

 

Total Impressions:   9.5 million 

 

Total Clicks:   257,528 

 

CPC:    $0.69  

 

Total Video Views:  96,111 ($0.09 cpv) 

27 



Part III: GoToCatalina.com  

Paid Search  
 
% of  Clicks 
Catalina Terms:      82% 
General Travel Terms Geo Targeted to So California: 18% 
 
 Top Performing General Travel Terms:  
 Island Vacation  
 Weekend Vacation  
 Romantic Vacation 
 Family Vacation 
 Vacation Getaway 
 Vacation Package 
 
These six search terms delivered 77% of  the general travel term clicks.  
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Part III: GoToCatalina.com  

Email 
 

Drop Dates:   3/15, 4/27, 6/14 & 

   9/13 

Database:   1,112,142 

Emails Opened: 214,007 

Average Open Rate:  19.2% 

Clicks:    17,608 

Clicks out to CatalinaChamber.com: 4,507 
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Part III: GoToCatalina.com  

Results 
Chamber Investment:    $101,000   
Value:     $327,000 
 
Estimated 2016 GoToCatalina.com Web Visits: 315,000 
  
Visitor Profile Based on Survey Content 
Never Been to Catalina:   73% 
Haven’t been in 11+ years:   11.4% 
Female:     69.2% 
Adults 25-54:     57.4% 
HHI $100k+:     26.9% 
Live outside So California:   75.7% 
Interested in Overnight:   47.4% 
Would you like information:   48.7% 
How far out would you plan your trip  
to Catalina Island - 1 month+:   80.5% 
Do you have plans/reservations-NO:  84.3% 
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Part III: GoToCatalina.com  

Catalina Island Chamber Benefits 
 

 Visits to CatalinaChamber.com from GoToCatalina.com (Jan-Sept):  81,117 

 Cost Per Visit:  $1.12 

 Time on Site: 3.29 (Site Average: 2:59) 

 Average Pages Viewed: 7 (Site Average: 5.7) 

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

 Visitor Planner Request: 729 

 Phone calls: 587 

 Opt In Contest Leads: 5,547 

31 



Part III: GoToCatalina.com  

2017 Direction  
 

Budget: $300,000 

 

Media Mix:  

Cable and/or Podcast and Digital 

 

Growth Market:  

San Francisco Bay Area Digital Campaign 
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Part IV: Groups / Meetings Co-op 

Budget:    $73,000 

Chamber:  $40,000 

Partners:   $33,000 

 

Campaign Dates:   May - December, 2016 

 

Total Impressions:  2.7 million 

Total Value:  $104,440 

Leads thru September: 64 

 

Media Mix:  

 Digital:  89%   

 Print:  11% 

 

Newly Developed Co-op for 2016 

13 Members Participated 

Each Investing $500-$5,000 
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Part IV: Groups / Meetings Co-op 

Print 11% of  Budget 

Impressions: 124K 
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Plan Your 

Meetings 

Smart 

Meetings 

(p.78)  

Unique Venues 



Part IV: Groups / Meetings Co-op 

Smart Meetings Integrated Buy  
Print 

Emails and E-Newsletter Sponsorships  

Branded Native Content on Site 
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Part IV: Groups / Meetings Co-op 

Digital  

 Emails 

 Paid Search  

 Paid Social Media  

 UniqueVenues.com  

 MultiView 

 SmartMeetings.com  

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

Emails 
 

Drop Dates:   6/28, 8/4, 8/30 & 9/21 

Database:   198,355 

Emails Opened:  45,748 

Average Open Rate:  23% 

Clicks:    3,513 

Clicks to Partners:  1,107 
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Part IV: Groups / Meetings Co-op 

Plan Your Meetings 

Newsletter  
 



Part IV: Groups / Meetings Co-op 

Campaign Results May – September  
 

Digital campaign  

Impressions:      2 million 

Clicks to CatalinaChamber.com/groups: 8,428 

 

Website Actions 

Clicks to Partner Profiles:  274 

Clicks out to Partner Sites: 1,211 
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Part IV: Groups / Meetings Co-op 

CatalinaChamber.com/Groups 
 
% website growth 2016 vs 2015 
 
 Pre Campaign January-April 5.1%  
 (346 additional visits YOY) 
 
 Campaign May-September  201%   
 (22,000 additional visits YOY) 
 
Source of  visits to section 
 Digital campaign:  58% 
 Direct traffic:  10.5%  
 Organic search:  22%   
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Part IV: Groups / Meetings Co-op 

Unique Venues 
Listing 
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Part IV: Groups / Meetings Co-op 

MultiView 
Banners 
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Thank you 


