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Vacation/Fly Markets Surveys

Pacific NW
Seattle 200

Portland 200

Feeder/National

Chicago 200

Minneapolis 200

New York 201

Denver 200

Dallas 200

Boston 200

Canada

Western Canada  (Winnipeg, 

Edmonton, Calgary, Vancouver)
201

Toronto, Ontario 202

Total 2,004

Number of Surveys in 

Year-round Markets
April 2019 August 2019

Los Angeles/Orange County 98 103

San Diego 99 99

San Francisco 100 100

Las Vegas 100 100

Phoenix 100 100

Total 497 502

BACKGROUND & OBJECTIVES

AD TRACKING RESEARCH SINCE 2014

• 1 wave in the seasonal vacation/fly markets

• 3 waves in the year-round getaway markets

GOALS

• Measure awareness of the advertising 

• Quantify impact of the ads on intent, visitation

• Respondents are leisure travelers, travel decision 
makers for their household

• Data was cleaned, coded and weighted to be 
representative of the population



VACATION/

FLY MARKETS
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Medium 2018 2019 YOY Change

Print $192,375 $84,005 -56%

TV $451,000 $497,000 10%

Digital $342,209 $598,042 75%

OOH $91,000 $77,000 -15%

Total $1,076,584 $1,256,047 17%

CAMPAIGN OVERVIEW

V I D E O  S P O T S

Brand LGBTQ 

Adventure         Wellness
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• 7.6M aware households

• 35% of traveling households – lower 

than prior years because target is 

affluent travelers

• Awareness is higher among affluent 

households

• Higher campaign spending this year

• Campaign is less efficient 

than in recent years; more 

efficient than SMARInsights’ 

benchmark of $0.40

Cost Per Aware 
Household (CPAH)

2018 2019
% 

Change

Traveling households 20.7M 21.5M +4%

Awareness 41% 35% -15%

Aware households 8.6M 7.6M -12%

Campaign spending $1,076,584 $1,256,047 +17%

CPAH $0.13 $0.17 32%

ADVERTISING AWARENESS



Strategy was successful: This year’s ads reached more super-affluent households than in prior years.

It is generally much more difficult to reach higher-income households.

31%
28%

36%

2017 2018 2019

Awareness among HHI $200K+

Aware HH:           292,000                       261,000                      398,000

AWARENESS AMONG AFFLUENT HOUSEHOLDS



CONTEXT IN WHICH THE AD CAMPAIGN PERFORMED

• About 10% of traveling households in the vacation/fly markets are GPS visitors

• 14% of super-affluent travelers (HHI $200K+) have visited GPS in the past year

Pacific NW

Feeder/flier

Canada14%

12% 11% 11% 10% 10% 10% 9%

7%
6%

Portland New York Western

Canada

Chicago Ontario Dallas Seattle Boston Denver Minneapolis

Recent Travel to GPS

TRAVEL TO GREATER PALM SPRINGS



• Travel parties are similar to prior 
research

• Couples’ trips and family trips with kids 
represent over half of GPS visits

Multi-

generational 

trip

7%

Family trip 

with kids

27%

Couples’ trip

34%

Girls' or guys’ trip

7%

Group of 

friends' trip

10%Singles’ trip

15%

TRAVEL PARTIES BY TRIP TYPE



• Hotels continue to lead lodging 
type

• There is year-over-year growth 
in use of boutique hotels/inns

Hotel or resort

69%

Boutique hotel or inn

6%

Vacation rental or 

timeshare

11%

RV resort or rental

2%

Airbnb, 

HomeExchange, 

HomeAway, or other 

travel sharing

13%

ACCOMMODATIONS



• Health & Wellness continued a three-year increase

• Arts & Culture reversed a multi-year decline

• Outdoor Adventure remained steady

81% 79%
70%

76% 80%

47% 49%
57%

43% 45%

82%
75% 71%

61%

74%

2015 2016 2017 2018 2019

Pillar Participation

Health & wellness

Outdoor adventure

Arts & culture

72%

43%

69%

97%

71%

94%

Health Outdoor Arts

2019 Pillar Participation

Overall Affluent target

PILLARS



• Trip spending consistent with last 
year

• Year-over-year increases in 
lodging, food, shopping

Visitor Spending in GPS 2017 2018 2019

Lodging/Accommodations $314 $366 $394

Meals/Food/Groceries $208 $260 $285

Activities/Attractions $108 $167 $134

Shopping $95 $151 $191

Entertainment (shows, festivals) $61 $88 $86

Transportation $63 $83 $82

Other $46 $55 $18

Total $895 $1,170 $1,189

Major increase in visitor 

spending corresponds 

with 2018 initiation of 

high-income strategy

TRIP SPENDING



Unaware visitation from vacation markets holds steady at 2%.

2019 campaign is associated with an 8-point lift in visitation, which is a strong result.

Travel increment:    5 pts                         7 pts                       7 pts                          8 pts 5 pts                          8 pts

2% 2%

5%

2% 2% 2%

7%

9%

12%

10%

7%

10%

2014 2015 2016 2017 2018 2019

Incremental Travel

Unaware Aware

IMPACT ON VISITATION – INCREMENTAL TRAVEL



• Ads reached targeted super-affluent travelers in 
vacation markets

• Lower overall awareness results from more 
targeted strategy led by digital investment

• Higher travel increment is result of more 
targeted advertising (ads are served to travelers 
to whom they are relevant and motivating)

• Ad-influenced trips generated more than $700M 
in visitor spending 

• Return of $570 brought into the community for 
each $1 spent on advertising

• Other CVB marketing campaigns generate an 
average ROI of $191

2018 2019

Traveling households 20.7M 21.5M

Awareness 39% 35%

Aware households 8.1M 7.6M

Incremental travel 5% 8%

Incremental trips 384,796 602,203

Trip spending $1,170 $1,189

Economic impact $450M $716M

Campaign spending $1.1M $1.3M

ROI $418 $570

ECONOMIC IMPACT & ROI



GETAWAY

MARKETS



Getaway Markets 
Paid Advertising Investment

May-August
2018

May-August
2019

TV $276,000 $276,000 

Print $28,000 $31,000 

Billboards $48,800 $48,800 

Digital $264,000 $473,224 

Total $616,800 $829,024 

2019 SUMMER AD CAMPAIGN



• Summer advertising in getaway markets 

reached 43% of travelers

• Outperformed expected level of awareness 

• Built on prior summer executions

• When layered over spring ads, summer ads 

extend reach of the 2019 campaign

• Continued growth in awareness results from 

similar ads in the same markets, as well as 

increased investment in digital

39%
42%

37%
43%43%

48%

Awareness of summer ads Awareness of spring + summer

brand ads

GPSCVB Ad Awareness

2017 2018 2019

BRAND CAMPAIGN AWARENESS



• Highly efficient marketing effort

• Summer ads reached 16% more 

travelers this year than last

• More efficient than most CVB spot-

market campaigns, even with 

significant increase in investment

• Increased spending was in digital, 

which is typically the most efficient 

medium at reaching a target audience

• Digital is also typically the least 

effective medium

Getaway Markets –

Summer Cost Per Aware 

Household (CPAH)

2018 2019

Traveling households 9.6M 9.6M

Awareness of summer ads 37% 43%

Aware households 3.6M 4.1M

Campaign spending $616,800 $829,024

CPAH $0.17 $0.20

COST PER AWARE HOUSEHOLD



• Summer ads positively impact visit 

intent

• Baseline (unaware) visit intent is 

declining summer to summer due to:

• Lack of awareness of the 

destination among younger 

travelers

• Increasing competition in the 

leisure travel marketplace

21% 19%
15%

30%

36%
33%

2017 2018 2019

Summer Ad Impact on Intent to Visit

Unaware Aware

AD IMPACT ON INTENT TO VISIT



• Younger travelers are again the 

biggest success story:

• Higher awareness 

• More sizable boost in likelihood 

to visit 

• There is positive movement among 

older travelers, but smaller

• After December data collection, 

research will measure ad impact 

on actual visitation

13%
14%

16%

37%

34%

26%

18-34 35-54 55+

Summer Ad Impact on Visit Intent by Age

Unaware Aware

AD IMPACT ON VISIT INTENT BY AGE



2019 

SUMMER 

CHILL

CO-OP



SUMMER 

2019 

CO-OP 

PARTNERS

T O T A L  S U M M E R  C O - O P  - Impressions: 13.5B+  Spots: 206K+  



2019 SUMMER CHILL CO-OP



CO-OP TEST

& SURVEY

RESULTS



CO-OP SURVEY RESULTS

• 100% of survey respondents were “very 

satisfied” or “satisfied” with the current 

CVB co-op programs

• However, survey respondents expressed 

an interest in additional new programs 

as shown to the left

0% 10% 20% 30% 40% 50%

Digital Display

Audio Advertising

Connected Television

Sponsored Content

Social Media



750+
CLICKS

1.1M+
IMPRESSIONS

CO-OP TEST RECAP – ADARA: July 2–August 31, 2019

Partner banner ads target GPS searches and retarget people who have visited the CVB and Partner website. 

Hotel Bookings 45

Total Nights 82

ADR $141.14

Hotel Revenue $11,573

Overall impact to hotel ROI $2:1



457
CLICKS

117K+
IMPRESSIONS

CO-OP TEST RECAP – LOCALE: June 21–July 31, 2019

• 20 room nights reported on Adara 
Impact 

• Above average article views

• 3.43% editorial CTR was higher than 
Locale’s benchmark of 3.26%

Partner-dedicated story produced by Locale

and hosted on Locale website, supported by 

banner ads and social media promotion.



1,488
CLICKS

624K+
IMPRESSIONS

CO-OP TEST RECAP – PANDORA: June 15–July 15, 2019

• Exceeded CTR and Video Completion 

Rate benchmark of 41.8% by hitting 

46.42%

Video Everywhere Ad – Video that plays after station changes or song skips (:15-:30 ad, first :15 are unskippable).



2019 SOCIAL MEDIA CO-OP TEST – CAMPAIGN

INITIATIVE IMPRESSIONS VIEWS ENGAGEMENTS CLICKS

CHILLspiration 1,712,580 862,098 1,154 320 

Deals 2,792,603 764,930 16,730 15,134 

Total 4,505,183 1,627,028 17,884 15,454 

4.5M
IMPRESSIONS

1.6M
VIDEO VIEWS

17.9K
ENGAGEMENTS

15.5K
LINK CLICKS



2019 SOCIAL MEDIA CO-OP TEST – PHASE 2

TYPE IMPRESSIONS VIEWS ENGAGEMENTS CLICKS

Facebook 19,181 4,199 223 288

Instagram 118,077 26,405 352 390

Twitter 24,563 9,991 18 0

Total 161,821 40,595 593 678

TYPE IMPRESSIONS VIEWS ENGAGEMENTS CLICKS

Facebook 31,753 25,955 32 227

Instagram 146,108 19,204 592 375

Twitter 69,195 19,128 45 42

Total 247,056 64,287 669 644
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2020

NEW CO-OP

OPPORTUNITIES



2020 CO-OP OVERVIEW

DIGITAL / AUDIO

SOCIAL MEDIA

TV / BILLBOARD

EXPEDIA

Find Your Oasis (Year-Round, Cable + Connected TV)

Summer Chill (May-Aug., Cable + KTLA + Connected TV)

Fall Chill (Sept.-Dec., Cable + KTLA + Connected TV)

Digital Outdoor Billboards (Year-Round, L.A. & San 
Diego; Other Markets Vary)

Social Media Co-Op (May-July 2020)

Adara (Year-Round 2020)

Locale (Year-Round 2020)

Pandora (May-Aug. 2020)

International Co-Op (Proposal)



Time Frame

Summer, fall and year-round programs

2020 TELEVISION CO-OP

CVB-Produced

:30 co-branded television commercial

Includes Connected Television

Select targeted markets, behaviors 

and demographics



2020 TELEVISION CO-OP – CONNECTED TV

• Benefits include enhanced targeting 

capabilities – select specific markets, 

demographics and behavioral 

characteristics to fit your marketing needs 

(i.e., leisure travelers, luxury, wellness)

• 73% of millennials and Gen Xers use 
streaming devices

• 75% of households are expected to use 
connected TV in 2020

The percentage of connected TV users has just surpassed paid TV subscribers



Time Frame

Year-Round (L.A./San Diego) & 

Seasonal (Other Markets)

2020 BILLBOARD CO-OP

CVB-Produced

Markets

Los Angeles, San Diego, San Francisco, 

New York, Chicago, Minneapolis

• :30 co-branded creative

• Number of billboards within rotation and 

markets chosen by partner to fit your 

budget



Time Frame

Year-Round

2020 NEW DIGITAL CO-OP: ADARA

CVB-Produced

• Digital banner ads that retarget people who 

have visited the CVB and Partner website

• Adara* pixel tracks customer bookings, 

allowing for more in-depth reporting on 

bookings, room nights and ROI 

Markets

Varies

*6 weeks lead time required for Partners who do not already work with Adara.



Time Frame
Year-Round

2020 NEW CONTENT CO-OP - LOCALE

Includes

• Dedicated story produced by Locale and 

hosted on Locale website

• Article backlinks to Partner website

• Accompanying banner ads surrounding 

story, driving to Partner website

• Social promotion of story

Markets

Los Angeles, Orange County, San Diego, 

Greater Palm Springs 

Audience

Younger demographic 25-44, $150K annual income 



2020 NEW AUDIO CO-OP: PANDORA

Time Frame

May-August

Can Include

• Connected home :30 audio ad

• Forced video everywhere ad (first :15 unskippable)*

• Mobile display ads

• Advanced audience segmentation targeting

Markets

Los Angeles, Phoenix, San Diego, San 

Francisco/Oakland/San Jose, Las Vegas

Audience Segmentation Targeting

21-54 age range, families, leisure travelers, foodies, 

millennials, LGBTQ. Unlike other streaming music services, 

Pandora’s listeners are mainly non-paying subscribers.

*Video advertising on Pandora is limited to Partners with current :30 CVB co-op spots.



SOCIAL MEDIA 2020 CO-OP – SUMMER CHILL: MAY–JULY 2020

PHASE 1
AWARENESS BUILDING

INCLUDES

• Designed Instagram story with swipe-up link to deal

• Designed Facebook image with link to deal

• Designed Pinterest post with link to deal

• Facebook website link ad to deal

• We will schedule and organize on location photography (with hired talent) 

• 5 photos of property to own for usage

• $2,000/total media spend behind Instagram story and two Facebook ads 
running on @VisitGreaterPS accounts ($2,000 total media spend per deal)

TARGET

• Retarget those who interact with Phase 1 of summer social media 

awareness campaign

• Retarget website pixel from Chill Deal landing page

o Location: Los Angeles, San Diego, Phoenix, Las Vegas, San Francisco, 

Portland, Seattle

Production of these ads will be between the CVB and Sparkloft, our social media agency, 
with the goal of working with you to integrate your summer deal. 

PHASE 2: CALL TO ACTION



2020

INTERNATIONAL

EXPEDIA

CO-OP 

PROPOSAL













CO-OP MARKETING FUNNEL

AWARENESS

INTEREST

CONSIDERAT ION

INTENT

E V A L U A T I O N

PURCHASE



CONVENTION

SALES MEDIA



2019 MEETINGS ADVERTIS ING

• More targeted approach to reach 

meeting planners 

• Increased digital media spend

• Opportunities to syndicate content and 

educate meeting planners of GPS  

product

3.7M+
IMPRESSIONS

$450K
BUDGET

https://www.dropbox.com/s/kcd1vaxt3zcmn0i/19%20Greater%20Palm%20Springs%20CVB%20-%20Northstar%20Meetings%20Group.pptx?dl=0
https://www.dropbox.com/sh/f7shpkdqk3za8ks/AAACrUu9iLWalTz_AuqVMp3Ha?dl=0
https://www.dropbox.com/sh/xnplmso2wy9kipd/AAD_UFDfFYw24MpP6tPU62vYa?dl=0


MEETINGS ADVERTIS ING – AWARENESS MEDIA/PRINT

• The 2019 convention sales media plan 

maintained a strong presence in major 

meetings publications

• The 2019 budget shifted to a stronger 

digital presence to reach meeting 

planners with a more targeted 

approach

https://www.dropbox.com/s/kcd1vaxt3zcmn0i/19%20Greater%20Palm%20Springs%20CVB%20-%20Northstar%20Meetings%20Group.pptx?dl=0
https://www.dropbox.com/sh/f7shpkdqk3za8ks/AAACrUu9iLWalTz_AuqVMp3Ha?dl=0
https://www.dropbox.com/s/idgg599oon7mdde/2019%20-%20Palm%20Springs%20MPI%20Proposal_v3.pdf?dl=0
https://www.dropbox.com/sh/xnplmso2wy9kipd/AAD_UFDfFYw24MpP6tPU62vYa?dl=0


MEETINGS ADVERTIS ING – ENGAGED MEDIA/DIGITAL

Digital media targeting meeting 

planners included:

• Remarketing banner ads

• YouTube pre-roll

• Content activations

• Custom e-blasts

• E-newsletter ads

• Social media

• Industry website banner ads

https://www.dropbox.com/sh/f7shpkdqk3za8ks/AAACrUu9iLWalTz_AuqVMp3Ha?dl=0
https://www.dropbox.com/s/kcd1vaxt3zcmn0i/19%20Greater%20Palm%20Springs%20CVB%20-%20Northstar%20Meetings%20Group.pptx?dl=0


MEETINGS ADVERTIS ING –DIGITAL EXAMPLES

Shift to more 

engaged 

media 

CONNECT: CONTENT ACTIVATION

Pageviews 2,389

% Existing / New Visitors 25% / 75%

Average Time on Page, 

Content Activation
4:08

Average Time on Page, Site Total 2:29

N O R T H S T A R :  I N S T A G R A M  

T A K E O V E R

Likes 1,481

Comments 9

Impressions 3,351

Reach 3,047

Engagement 1,490

Eng. Rate 6.34%

Reach Rate 47%

https://www.dropbox.com/sh/f7shpkdqk3za8ks/AAACrUu9iLWalTz_AuqVMp3Ha?dl=0
https://www.dropbox.com/s/kcd1vaxt3zcmn0i/19%20Greater%20Palm%20Springs%20CVB%20-%20Northstar%20Meetings%20Group.pptx?dl=0


SMART MEETINGS – NATIVE CONTENT CAMPAIGN

Shift to more 

engaged 

media 

MEDIA IMPRESSIONS CTR/OPEN RATE

ROS Banners 19,183 .04%

Remarketing Banners 16,720 1.10%

E-Newsletter Mention 6,897 .05%

E-Newsletter Takeover 3,292 .06%

E-Blast 865 9% 

Social 1,857 .48%

Group Offers link drove the highest clicks.
Banner ads received higher CTR than avg.

Dedicated email received higher than average Open Rate



MEETINGS ADVERTIS ING – GROUP OFFERS

Shift to more 

engaged 

media 

Update your group offer for fall to be featured in newsletters, content pieces and other 

advertisements across Greater Palm Springs CVB’s convention sales media plan!



2020 MEDIA PLAN – MEETINGS ADVERTISING



SEASON 1

PAULBAR

Palm Springs

BOOTLEGGER TIKI

Palm Springs

AC3 

Palm Desert

MORGAN’S OF THE DESERT

La Quinta

THE PINK CABANA

Indian Wells

EDGE STEAKHOUSE

The Ritz-Carlton, Rancho Mirage

LAVENDER BISTRO

La Quinta

TRUSS & TWINE

Palm Springs

MEETINGS 

VIDEO

CONTENT 

SERIES

12 EPISODES

Remaining 12 being filmed over 

the next four weeks.



EXPEDIA

MARKET

PERFORMANCE



Source: Expedia Stayed Production

FUTURE PACE

October November December January February March April

Demand Growth ADR Growth



Source: Expedia Stayed Production

APRIL 2020

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30

Demand Growth ADR Growth



65

Set up your cancellation 

policies and pricing 

strategies EARLY.

CAPTURE travelers booking 

further out. Don’t push them 

to wait until rates drop.

INCENTIVIZE length of stay 

and longer booking 

windows.

2020 

Opportunities

 $-

 $100

 $200

 $300

 $400

 $500

 $600

0%

5%

10%

15%

20%

25%

30%

35%

0 (Same Day) 1-3 Days 4-7 Days 8-14 Days 15-20 Days 21-30 Days 31-60 Days 61-90 Days 91+ Days

2018 Room Night Share 2019 Room Night Share 2018 ADR 2019 ADR

$344

$510

Coachella Weekend 1

2018 vs. 2019



THANK YOU!


