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BACKGROUND & OBJECTIVES

Number of Surveys in
Year-round Markets

April 2019  August 2019

AD TRACKING RESEARCH SINCE 2014 Los Angeles/Orange County 98 103
San Diego 99 99
* 1 wave in the seasonal vacation/fly markets San Francisco 100 100
« 3 waves in the year-round getaway markefts Las Vegas 100 100
Phoenix 100 100
Total 497 502
GOALS Vacation/Fly Markets Surveys
. N Seattle 200
« Measure awareness of the advertising Pacific NW Portiand 200
L. . . . Chicago 200
« Quantify impact of the ads on intent, visitation Minneapolis 200
. .. ) New York 201
* Respondents are leisure travelers, travel decision Feeder/National Server 200
makers for their household
Dallas 200
- Data was cleaned, coded and weighted to be Boston 200
representative of the population Western Canada (Winnipeg, 01
Canada Edmonton, Calgary, Vancouver)
Toronto, Ontario 202

Total 2,004
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CAMPAIGN OVERVIEW
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ADVERTISING AWARENESS

/.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
Traveling households

Awareness

Aware households
Campaign spending
CPAH

20.7M
41%
8.6M
$1.076,584
$0.13

21.5M
35%
7.6M
$1.256,047
$0.17

+4%

-15%
-12%
+17%
32%



AWARENESS AMONG AFFLUENT HOUSEHOLDS

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.

Awareness among HHI $200K+

36%

31% 28%

Aware HH: 292 000 261 ,000 398 000

2017 2018 2019



TRAVEL TO GREATER PALM SPRINGS

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

Recent Travel to GPS I Feeder/flier
14% W Canada

12% 1% 1%

10% 10% 10% 9%
I I I I I 7% :

Portland New York Western Chicago Ontario Dallas Seattle Boston Denver Minneapolis
Canada




TRAVEL PARTIES BY TRIP TYPE

Couples’ trip
34%

Family trip
with kids
27%

Girls" or guys’ trip
7%

Group of
friends' trip
Singles’ trip o7

generational
trip
7%

« Travel parties are similar to prior
research

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



ACCOMMODATIONS

Boutique hotel orinn

< 6%
i i Hotel or resort

« Hotels confinue to lead lodging A

fype Vacation rental or

timeshare
1%

« There is year-over-year growth

3 . 3 \

iIn use of boutique hotels/inns 2V resort or rentdl

2%
N Airbnb,
HomeExchange,

HomeAway, or other
travel sharing
13%



PILLARS

2019 Pillar Participation

. Health & Wellness continued a three-year increase =Overall = Affluent farget

« Arts & Culture reversed a multi-year decline 27% ?4%
72% /1%
« Outdoor Adventure remained steady 43% .
Health Qutdoor Arts
Pillar Participation
81% 79% 76% 80%

70% —
—e—Health & wellness ° LLZN]‘Z 74%
—o—Qutdoor adventure o 57% ° —e

47% 49% 43% 45%

—o—Arts & culture

2015 2016 2017 2018 2019




TRIP SPENDING

, . , , Visitor Spending in GP$S 2017 2018
« Trip spending consistent with |ast
year Lodging/Accommodations $314 $366 $394
« Year-over-year increases in Meals/Food/Groceries $208 $260 $285
lodging, food, shopping
Activities/Attractions $108 $167 $134
Shopping $95 $151 $191
Entertainment (shows, festivals) $61 $88 $86
Transportation $63 $83 $82

Major increase in visitor

spending corresponds th 4 ]
with 2018 inifiation of Other b6 $5 I8

h|gh—|ncome strategy Total $895 $1,170 $1,189

L 5




IMPACT ON VISITATION — INCREMENTAL TRAVEL

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.

Incremental Travel

—o—Jnoware =eo—Aware

12%
10%
9% 10%
7% 7%
Travel increment. 5 pts 7 pfts 7 pfts 8 pts 5 pts 8 pts
5%
L) ——0— —e
2% 2% 2% 2% 2%

2014 2015 2016 2017 2018 2019



ECONOMIC IMPACT & ROl

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 ROl of $191

Traveling households 20./M  21.5M

Awareness 39% 35%
Aware households 8.TM 7.6M
Incremental fravel 5% 8%
Incremental trips 384,796 602,203
Trip spending $1,170  $1,189
Economic impact $450M  $716M

Campaign spending $1. 1M $1.3M
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2019 SUMMER AD CAMPAIGN

Getaway Markets May-August May-August
Paid Advertising Investment 2018 2019

v $276,000 $276,000

Print $28,000 $31,000

Billboards $48,800 $48,800

Digital $264,000 $473,224 °'5a%§pmgs
Total $616,800 $829,024 _

THE RIGHT ANOUNT OF

N, &UT.

G"""lm springs
find your oasis.

YOUR TR\P}

Gtrpadwsor



BRAND CAMPAIGN AWARENESS

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

GPSCVB Ad Awareness

m2017 m2018 m2019

Awareness of summer ads  Awareness of spring + summer
brand ads




COST PER AWARE HOUSEHOLD

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

Traveling households 9.6M 9.6M
Awareness of summer ads 37% 43%
Aware households 3.6M 4.TM
Campaign spending $616,800  $829,024
CPAH $0.17 $0.20



AD IMPACT ON INTENT TO VISIT

« 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

Summer Ad Impact on Intent to Visit

®m Unaware m Aware

36%

2017 2018 2019




AD IMPACT ON VISIT INTENT BY AGE

Summer Ad Impact on Visit Intent by Age

®m Unaware m Aware

« Younger travelers are again the 37%
biggest success story:

34%

« Higher awareness

« More sizable boost in likelihood 26%

to visit °

« There is positive movement among
older fravelers, but smaller

« After December data collection,
research will measure ad impact
on actual visitation

18-34 35-54 99+
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SUMMER
2019

CO-OP
PARTNERS
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TOTAL SUMMER CO-OFP -

Lo Quinte

——— CALIFORNIA ——

HOTELPASEO | RIVIERA

Palm Springs

bute Portfolio Resort

Impressions: 13.5B+ Spots: 206K+



2019 SUMMER CHILL CO-OP
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CO-OP SURVEY RESULTS

Social Media

Sponsored Content

Connected Television

Audio Advertising

Digital Display

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

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



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.

IMPRESSIONS A B =¥ JW MARRIOTT

Hotel Bookings 45

Total Nights 82
ADR $141.14
Hotel Revenue $11,573

Overall impact to hotel ROI $2:1




CO-OP TEST RECAP -

LOCALE: June 21-July 31, 2019

Partner-dedicated story produced by Locale
and hosted on Locale website, supported by
banner ads and social media promotion.

20 room nights reported on Adara
Impact

Above average article views

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

117K+ 457

IMPRESSIONS CLICKS

"r--")‘r— springs

STAY AND

STAY AND

(/a Lounge in a Lazy River, Enjoy In-Room Massages and Solve a
Murder Mystery This Summer at Omai Rancho Las Palmas Resort
O O RESORTS 13 Sp

¥  Erovse
ol springs

r a1 Omni Rat as Rasort & Spa

OMNI + RESORTS

rancho las palmas | palm springs



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

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

 Exceeded CITR and Video Completion
Rate benchmark of 41.8% by hitting
46.42%

624K+ 1,488

IMPRESSIONS CLICKS

¥
2038 50n 0%,
bk, 1

PalmiS r{fngqs

Small Hotels
Be authentic. Stay indspendent



2019 SOCIAL MEDIA CO-OP TEST - CAMPAIGN

INITIATIVE IMPRESSIONS VIEWS ENGAGEMENTS | CLICKS

CHiLLspiration 1,712,580 862,098 1,154 o —

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

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

IMPRESSIONS VIDEO VIEWS ENGAGEMENTS LINK CLICKS

4.5M 1.6M 17.9K 15.5K



tGreaterPS

1S

@V

2019 SOCIAL MEDIA CO-OP TEST

TYPE IMPRESSIONS VIEWS ENGAGEMENTS CLICKS

Facebook 19,181 4,199

Instagram 118,077 26,405 352 390

Twitter 24,563 9,991 18 0 %
Total 161,821 40,595 593 678

N
Facebook 31,753 25,955
Instagram 146,108 19,204 592 375
Twitter 69,195 19,128 45 42 .
Total 247,056 64,287 669 644 %

PHASE 2

visitgreaterps Treat yourself to a mid-
week vacation. Book a room at Parker
Palm Springs and receive a $250 spa
credit. Visit chillpass.com or click the
link in our bio!

visitgreaterps See the iconic Greater
Palm Springs windmills with
@windmilltours at 50% off, now
through June 30. Link in bio!
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2020 CO-OP OVERVIEW

TV / BILLBOARD

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

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

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

SOCIAL MEDIA

Social Media Co-Op (May-July 2020)

DIGITAL / AUDIO

Adara (Year-Round 2020)

Locale (Year-Round 2020)

Pandora (May-Aug. 2020)

EXPEDIA

International Co-Op (Proposal)




2020 TELEVISION CO-OP

— Time Frame
31 Summer, fall and year-round programs
) J: CVB-Produced

:30 co-branded television commercial

@ Includes Connected Television

Select targeted markets, behaviors
and demographics




2020 TELEVISION CO-OP — CONNECTED TV

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

= » Benefits include enhanced targeting

T capabilities — select specific markets,

NETFLIX 171 1Y) demographics and behavioral

characteristics to fit your marketing needs
W B ... (i.e., leisure travelers, luxury, wellness)

e 73% of millennials and Gen Xers use
@ chromecast streaming devices

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




2020 BILLBOARD CO-OP

31

O_II,!_'

Time Frame A 2 Al B EL PASEO

PALM DESERT

Year-Round (L.A./San Diego) & NV &% ot N 9.  SHOP DINE.
Seasonal (Other Markets) ! 74 B iR e EXPERIENCE.

CVB-Produced iy 'f ‘ P

 :30 co-branded creative NIGHT’S

*  Number of billboards within rotation and " > LR A 7'
markets chosen by partner to fit your ) O‘E{{hﬂg}?w W T 3

budget

RancholasPaolmas.com

“palm springs
find your cosis

Markets

Advenfurers Wanfed

New York, Chi . Minn li ANV N S .
e O C CGgO eopo S './ ’ 9 THE LlVII\YG DESERT %Gkspsclm Sprlngs

ZOO | GARDENS

Los Angeles, San Diego, San Francisco,




2020 NEW DIGITAL CO-OP: ADARA

i i Time Frame
31 Year-Round
— CJ: CVB-Produced

« Digital banner ads that retarget people who
have visited the CVB and Partner website
« Adara* pixel tracks customer bookings,

FROM

$179

allowing for more in-depth reporting on \a PER NIGHT
bookings, room nights and RO o
STAY AND (,[é
L4 i .
\O  markers SR

Varies

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



2020 NEW CONTENT CO-OP - LOCALE

31

Q_II,!_’

=
5Q

Time Frame
Year-Round

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

EEEEEEE sé

palm springs

find your oasis.

STAY AND @Mu

OMNI % RESORTS

rancho las palmas

PER NIGHT




2020 NEW AUDIO CO-OP: PANDORA

! ! Time Frame

31 May-August

— CJ;, 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

5&1 Audience Segmentation Targeting ’ e
PLAN &
21-54 age range, families, leisure travelers, foodies, YOUR TRIP ZGREATER
millennials, LGBTQ. Unlike other streaming music services, NOW > paim springs

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 PHASE 2: CALL TO ACTION

AWARENESS BUILDING

INCLUDES

Designed Instagram story with swipe-up link to deall

Designed Facebook image with link to deal

Designhed Pinterest post with link to deal

Facebook website link ad to deal

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

Sl

SEEK THE SUNSHINE

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 fotal media spend per deal)

TARGET

e Retarget those who interact with Phase 1 of summer social media
awareness campaign
e Retarget website pixel from Chill Deal landing page
o Location: Los Angeles, San Diego, Phoenix, Las Vegas, San Francisco,
Portland, Seaftle

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.

palm springs

find your cora



2020
INTERNATIONAL
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PROPOSAL




expedia group CO-OP

i i CAMPAIGNS
media solutions _AMPAIGNS

Co-Op Campaigns from Expedia Group™
Media Solutions combines display

advertising with custom landing pages to
enable multiple advertisers to extend their

marketing spend together, while still aligning

with marketing budgets and business Dt — - o

- vt -t —

objectives.

Greater Palm Springs
International Co-op Campaign
Dates: Jan 2020 - April 2020

. Targets consumers searching for Graater Palm Springs
and competitive US destination cities in the following
countries: Australia, Canada. UK. Germany, Francs

. Multiple levels of exposure

. Expedia matches all media funds - 1:1 match

. Multi-tier pricing structure to accommeodate budgets:

-~ Featured Tier - $8k (single property) or $15k
(hotel groupicluster)
- Standard Tier - $4k (single property)

KEY BENEFITS = —

«  Better Together: You can partner with other
advertisers who have similar goals and extend
your marketing spend together

* e Saa e Standard Tier

= Flexible and Customizable: Whether your
goal is to drive awareness and engagement or SR
increase bookings, Co-Op Campaigns can be
flexible and customizable to your marketing o

goals and needs Q’

«  Reach Your Relevant Audience: Powered by
audience segmentation that can be highly
customized, advertisers can reach the right
consumer with the right message at the right
time

Gregg Butler-Gant | 310-259-8782 oxpedia group

CONTACTUS ggant@expediagroup.com vt e

advansing e

«
OCyets  Motwmcom "t umeiocty  €RETE  hetwira  Tpsespncases WOLED  cbookers @ ueteie  lsumesnsemes # Mrjot zo

expedia groups

media solutions



"‘ Expedid Add your property | Account v MyLists @ My Trips  Support

Flights Hotels Bundleand Save Cars Cruises ThingstoDo EventTickets Vacation Rentals Deals Rewards Mobile

Search Vacation Packages

& e ] [
Flight + Hotel Flight + Hotel + Car Flight + Car Hotel + Car

Spend your summer in

San Fraucisco

Flying from Flying to

Departing Returning Rooms Adults (18+) Children (0-17)

| N only need a hotel for part of my stay

to $570
Get Results Seve u? o3 2
Book Flight + Hotel at the same time*

BOOK YOUR GETAWAY

s
‘E H OEN lx Visit the Soul of the American Southwest -

eExpedia (EER) 3 590 points @ st Swprane v wyusn@D  WyTres Swsen v Emsel TESX

Flights Hotels Bundleand Save Cars Cruises ThingstoDo EventTickets Vacation Rentals Deals Rewards Mobde
X R’ % >
Search Flights
X X R XE&® X @&

Flight Only  Flight + Motel  Flight + Hotel » Car  Flight + Car
Roundirip  One way  Mub-Cty
(SEA-Seattle - Tacoma Intl)

011712019 0172112019

W B Addahotel | & Add acar

GREATER
PALM
SPRINGS




Avianca\_

RTRRAE A NOE MEMBER %1

» 60
piha

Your Southern |
California Fun 2
Starts in
Anaheim!

ADVENTURE.
ROMANCE.

Save
u 4
[Qﬁ@af’o

on your hotel stay*

Qi;{:gffg -
,m =~ S

SEEDEALS ' LEARN MORE
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Los Angeles

xn

Start Planning Your LA Getaway Today!

SRR Redondo Beach: A Classic California Experience

S Rconc Beach, ocated st miuis ——y

Hotel Angeleno The Westin Residence Inn by
Bonaventure Hoteland  Mariott Beverly Hills
Suites

4 Free Pusing!

Crowne Plaza Los Angeles - International Alrport

of $50 OR 15% O 0 at Yokoso of

SExpedia () 150

Bundleand Suve Motels Cars Flights Cruses Things Do Vacation Rertals Desls Rewsrds Moble

Sedona

B Hotel
oaty

« Pght
ooty

fa Faght +
Hotel

oo

Hilton

oo (K (D R

Sedona Resort at Ball Rock

vy Gegp v wyten B MyTem Sweot v Esestd OO

e ret a0 aray

GExpedia [ 273 pons O s

Bundie and Save Hotels Cars Flights Cruises ThingstoDo Vacation Rentals Deals Rewards Mobile

The'Soul ofithe Amefié éohthweéf"
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B Hotel
only

X Fught

s

Hotel

Plan Your Visit to Phoenix
Visit the Soul of the American Southwest

The Wigwam Resort

£ The Wigwam, ar

Complimentary Weicoms Drinks & Room Class Upgrades

Expesince the 3 shadows Resort ey  the base of majestc Cameback

Mountain. Re ve cen a a ipgraced room type

The Camby Hotel
$25 Dinnar Gredt or 25 Spa Credit

3, The Camby Is Travel + Leksure's

st Book row and receive 3

A oyt i of the prc
$25 dinner credt in Artzen of 3 $25 cred!




v CWYy. | Gogheh Account v Mylists MyTrips Supportv Francais

tination

Southern California &

Check-in Check-out
fa Flight +
2 Things to Rooms Adults (18 +) Children (0 - 17)

: e [ [r—

B Hotels

X Flights

California. In SoCal, you can

lax, rejuvenate, pamper yourself, shop, and live the good life to the fullest. What

17 €

Ocean? A day of pampering at an exquisite spa? A luxurlous stay at a 5-star resort hotel? Shopping for fir

? If luxury is your passion, SoCal is your paradise. Take advantage of these outstanding deal: nd treat yourself to an unforgettable

L
wacHT , YIS
RT FISHING "84

e 80,

Irvine Company Resort Proper...
Save Up to 10% + Complimentary

s into
area of 8.3 sq

hotels ranging

BOOK NOW BOOK NOW



CO-OP MARKETING FUNNEL

INTEREST pandora

CONSIDERATION

INTENT @ o (@
LOO\LE EVALUATION

PURCHASE ‘*.ADARA

& Expedia
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2019 MEETINGS ADVERTISING

$450K  More targeted approach to reach

BUDGET meeting planners

» Increased digital media spend

3 7M+ « Opportunities to syndicate content and
. educate meeting planners of GPS
IMPRESSIONS product

i !;.Con er
n

? MeetingMentor CONnect cvent @N’] meelings [ NORTHSTAR Rema pncnne, Smaltreeee



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 ADVERTISING — AWARENESS MEDIA/PRINT

resorts+spa meetings

A Special Advertising Section

Greater Palm
Springs CVB

Spa

Enjoy epic hikes through ancient canyons,
soothing waterfalls, and light-filled spas
surrounded by whispering palms. Greater

TOTAL GUEST ROOMS: 15,753
NUMBER OF MEETING ROOMS: 446,

500+ CONNECTING CITIES 21 NONSTOP DESTINATIONS TOPSP ~ ONE OASIS OF INSPIRATION

escaping from the everyday.
venue -- and you'll find your perfect match
o] ‘ m SP” n g s ‘spaces at our local resorts and hotels, or
261,000-square-foot convention center
host your event, our local meeting venues

¢ ’ Palm Springs is home to countless world-
- - s class spas and resorts that specialize in
More connections mean Meeting Spaces
‘The perfect meeting starts with the perfect
in Greater Palm Springs. Take advantage
of the spacious ballrooms and meeting
p,w " let your group soak up the sunshine from
the lush fields of local polo grounds. A
meetingsinpalmsprin
also offers custom solutions for meeting
planners. No matter where you decide to
provide a full range of services to create an
effortless experience for your attendees.

Accommodations

You'll find plenty of ideal hotel options in
Greater Palm Springs. Book your rooms
ata spacious resort hotel for large events
or rent an entire boutique property for a
‘more intimate experience. No matter what
type of hotel you're looking for, Greater
Palm Springs has the options to fit your
needs. And for those on a budget, many of
our hotels and resorts offer deep savings
on meetings booked Sunday through
‘Thursday; contact us to find out more.

Dining and F&B

Greater Palm Springs’ resort lfestyle
combined with its local agricultural bounty
draws innovative chefs and restaurateurs
from around the world. Annual culinary

44 Weetings Today 1/ 03.19

events include Palm Desert Food & Wine
and Greater Palm Springs Restaurant Week,
with over 100 restaurants participating,
from haute cuisine and bistro hip to ethnic-
inspired and American classic.

Airport and Transportation
Named one of the Top 10 “Most Stress-Free
Airports” in the U S. by SmarterTravel.
com, Palm Springs International Airport
connects to hundreds of cities worldwide.
Four other major Southern California
airports are conveniently located within a
two-hour drive.

Climate

With over 300 days of sunshine each year,
i's no wonder attendees love meeting

in Greater Palm Springs. Think general
sessions where wide-open spaces and
‘natural light sparks creativity in spectacular
settings defined by Mother Nature. The
great outdoors paints our desert canvas
with stunning strokes of sunshine, vibrant
bougainvillea, regal palms and dramatic
‘mountains, providing a magnificent
backdrop for group activities and outdoor
adventures that can be customized for
every type of client and event.

Greater Palm Springs CVB
Mark Crabb, Chief Sales Officer
70100 Highway 111

Rancho Mirage, CA 92270

Tel: (760) 770-9000

Toll free: (800) 967-3767

merabb@gpscyb.com
www.isitgreaterpalmsprings.com
t: @visitgreaterps

f: VisitGreaterPS

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

(D

w2, ConferenceDirect

Qt'fO't MeeﬁngMentor‘ Connect

ot
Industrylnsights for the Meetings Community
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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 ADVERTISING — ENGAGED MEDIA/DIGITAL

oz 0 8 @

E NORTHSTAR

Digital media targeting meeting
planners included:

« Remarketing banner ads
* YouTube pre-roll

« Confent activations

« Custom e-blasts

» E-newsletter ads

« Social media

« Industry website banner ads

ia Connect cvent  meefings @M1 [ NORTHSTAR  Smartree


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 ADVERTISING -DIGITAL EXAMPLES

.USATODAY NEWS  SPORTS  LIFE  MONEY TECH  TRAVEL  OPINION {8} 7a=  crossworos more v (O E Signin

'Game of Thrones' series finale recap: A disaster ending €
that fans didn't deserve

Kelly Lawler, USA TODAY |

Share your Teewpack to help
improve our site experience!

f |9 |m | @ |0 c I

Spoiler alert! The following contains details from the “Game of Thrones" series m

finale, Season 8 Episode 6, "The Iron Throne.” Read our recap of Season 8,

Episode 5 here. “Jeopardy!": What's in store for
James Holzhauer?
This isn't what we signed up for. saloday.com Y

When "Game of Thrones” premiered eight years ago, it was instantly clear that the

series was something different. It was a story that broke the conventions of the fantasy e Billy Blanks: Richard Simmons

2 geme not one that was a slave to them. Yes, the "Thrones" books and the series were will be back soon

CONNECT: CONTENT ACTIVATION

Pageviews 2,389

% Existing / New Visitors 25% [ 75%

Average Time on Page,

Content Activation 408

Average Time on Page, Site Total 2:29

Mostngs Tvirade Moda i Woddngs a P 4 ionner Q1

PQIMSPINGS  THINGSTODO  EVENTS  EAT&DRINK  STAY  DEALS  OURYCITIES  TRIP PLANNING

#GreaterPalmSpringsTAKEOVER

j———

« Back 1o Meefings Articles

Top Reasons fo Meet in Greater Palm Springs I ! g
Last Updated. Tussday, Apr 06, 2018 1 /‘_

In the casis, success begins upon arrval. Leam mare about Greater Paim
Springs here. // photo from @successfulmestings

NORTHSTAR: INSTAGRAM

TAKEOVER

Likes 1,481
Comments 9
Impressions 3,351
Reach 3.047
Engagement 1,490
Eng. Rate 6.34%
Reach Rate 47%

Connect cvent

NORTHSTAR
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eetings

me TODAY
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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

@ s e s MEDIA IMPRESSIONS  CTR/OPEN RATE

¥ Paid Partnership - @

Just say no to "bored” meetings. From networking under the stars to

brainstorming under the palm trees, when you meet in Greater Palm R OS B O n n e rs -I 9 , -| 83 .04%

Springs, attendees are sure to be inspired.
https://bit.ly/2XIx154

Remarketing Banners 16,720 1.10%

E-Newsletter Mention 6,897 .05%

E-Newsletter Takeover 3,292 .06%

MAKE A DEAL - AND SAVE
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Group Offers link drove the highest clicks.
Banner ads received higher CTR than avg.
Dedicated email received higher than average Open Rate

TALS TeE TOUR

Home Sponsored Content Top keebreakers for the Adventure-Ready

Top Icebreakers for the Adventure-Ready
B8Y LAS VEGAS CONVENTION & VISITORS AUTHORITY ON JANUARY 26, 2018

UNIQUE MEETING SPACES
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MEETINGS ADVERTISING — GROUP OFFERS

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!

FIND GROUP DEALS

Booking your meeting just got easier with new special offers and deals from Greater Palms Springs hotels and attractions. Plan your
meeting or event and receive the benefits of savings while enjoying year-round sunshine, world-class resorts, unique venues, and endless

activities.

With discounts and added value, you can create a great experience for your attendees, while also increasing ROI for your company,
organization, or association. Check out the special offers and deals below, and book your meeting today.

Arrive early and stay longer! Find more great Chill Deals during your stay on atfractions, dining, spa and more.

VIEW ALL DEALS

VIEW BY: 22 Grid i= List Q Map SORTBY: Name | Distance 1-50f5

1 Offers...
NEIGHBORHOOD
B Palm Springs (3)
B Indian Wells (1)
B Rancho Mirage (1)

5% Off Your Master Bill November Meetings with Cool off with Big Savings
CLEAR FILTERS 2.2 Miles From You Rewards | Rates Starting at $99

Valid: May 1, 2019 - December 6.5 Miles From You 7.2 Miles From You

31,2019 Valid: November 1,2019 - Valid: June 1, 2019 - September

Q@ The Westin Mission Hills Golf November 30, 2019 30, 2020

Resort & Spa Q Hycit Regency Indian Wells @ Renaissance Palm Springs Hotel

Resort & Spa



2020 MEDIA PLAN — MEETINGS ADVERTISING

TAKE A MEETING LOVEAT

Time Ot ellest

Artive relaxed and stress-free o polm trees, blue skies and inspiring
mountain views. Ga from plane fo meeling venue wifhin minutes.
Enjoy unmatched options for work and play, indaors and oul, with
luxury for every budget. Meeling planning just got easier.

meetingsinpolmsprings.com meetingsinpalmsprings.com meetingsinpalmsprings.com

SREATER GREATER

: kil \ g | rin
palm springs : palm springs ’ palm springs bl
find your meeting oasis \ , find your meeting oasis : : find your meeting oasis - b

meelingsinpalmsprings
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FUTURE PACE

October November December January F.ry March

B Demand Growth  =—ADR Growth



APRIL 2020
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mm Demand Growth =—ADR Growth



2020
Opportunities

Set up your cancellation
policies and pricing
strategies EARLY.

CAPTURE fravelers booking
further out. Don't push them
to wait until rates drop.

INCENTIVIZE length of stay
and longer booking
windows.

35%

30%

25%

20%

15%

10%

5%

0%

Coachella Weekend |

2018 vs. 2019

- ™y
|~ - -
hadl W R,

0 (Same Day) 1-3 Days 4-7 Days

mmmmm 2018 Room Night Share

8-14 Days 15-20 Days 21-30 Days 31-60 Days

s 2019 Room Night Share === 2018 ADR

$510

61-90 Days

91+ Days

2019 ADR

$600

$500

$400

$300

$200

$100

65






