NATIONAL TRAVEL & TOURISM WEEK

% GREATER PALM SPRINGS




%ﬁkﬁa\m Selgiglels
find your oasis.

VIRTUAL TOWN HALL MEETING

Tuesday, May 4, 2021



WELCOME:

SCOTT WHITE & TOM TABLER




ECONOMIC IMPACT

2019 2020
Economic Impact
$7.5 BILLION 1®f $3.5 BILLION (-53%)
C_r__')

32,216 JOBS (-40%)

D

14.1 MILLION VISITORS UBlEE 8.6 MILLION (-39%)
88% 5.0 MILLON DAY VISITORS (-35%)
6.4 MILLION OVERN [== 3.6 MILLON OVERNIGHT VISITORS (-44%)
L/

*SOURCE: TOURISM ECONOMICS 2021 STUDY



16 million

DESTINATION DEVELOPMENT PLAN

Improve Access: Grow Air Increase Midweek Business & Off-
Service & Add Rail Service season Business (June-September)

Focus on Key Pillars: Wellness, Arts & Culture,

Grow International &
Outdoor Adventure & Sustainability

Group Business

Enhance Visitor Experience through
Attractions, Events, Wayfinding &
Ambassador Program

Expand Regional Collaboration,
Workforce Development &
Broadband



ADDITIONAL FLIGHTS & LARGER AIRCRAFT

CONTRIBUTING TO GROWTH

Daily Flight Change; 2017 to 2021
PSP: AVERAGE FLIGHTS PER DAY 2021 Flights 2017 to 2021

By quarter; January 2017 to December 2021

Quarter 1 48 +6%

70
Quarter 2 35 +23%

60
Quarter 3 36 +95%
S0 Quarter 4 46 +31%
Annudl 4] +30%

Daily Seat Change; 2017 to 2021

2021 Seats 2017 to 2021

40

30

20

) I II I
1Q 2Q

Quarter 1 5,383 +0%
Quarter 2 3,980 +21%
Quarter 3 3,681 +102%
Annud Quarter 4 5,050 +19%
m2017 m2018 m2019 m2020 2021
Annual 4,520 +23%




PSP PASSENGER ACTIVITY

PSP MARCH COMPARISON PSP YTD TOTAL PASSENGER
2019 2020 2021

201,350 @ 113,166 @ 107,577

-43.7% -4.9%
palm springs international airport (PSP) air serv ice 202 ‘I 20 1 9

Edmondon
...... Sy
Bulingham
Everatr Wimnipe
Sectth/ Tacom: >
Portland =
Srgme %o = ——— .
VA ‘ } 5 P inmaopolls/ St Poul 8l e Son
VT4 e e e AT X e New York - JIK
mool \ (1] J/, st —— s i, Category 1
s M S g ot
okland T | e S D
Son fose — e ol
sAnqdﬂw s =
prie
” Dobas/ft. Worth
oirfnes e ader gt N
Ar Connda Froener Hosston
priovisyeny il " FortLovderdaln 0 50,000 100,000 150,000 200,000 250,000
Americon Airflnes Sun Counvy
Bous, dnee United Arliams Do ond coriad aoe e Vo it gt
Delss Al U “Untud Dachrber g oly 2021 w2020 m2019



COACHELLA VALLEY ARENA:

NICK FORRO




HE RIGHT LEADERSHIP TO MANIFEST THIS VISION

CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY



Transforming the historic Belmont Park site into

OAK VIEW GROUP

DEVELOPING THE SINGLE LARGEST
‘? : “ ¥ : -4 DEVELOPMENT OF WORLD-CLASS ARENAS
A 0 -

e ey | IN THE HISTORY OF THE
o~ 3';3 w’u Omgkbmay2022 " LIVE ENTERTAINMENT INDUSTRY

e Vi

The arena Manchester deserves
CO-OP LIVE
% !ormmlctheluuandthebm

e

—

Opening Q1 2023 :
2 O[ON = o




STRATEGIC PARTNERSHIP WITH

THE POWERHOUSE PARTNER IN THE MUSIC INDUSTRY
CAPABLE OF DELIVERING THE MOST EXCITING

ENTERTAINMENT
WORLD’S LARGEST LIVE OWNS THERE IS A
EVENTS PROMOTER WITH THE TRUST OF THE LIVE NATION CONCERT EVERY
IN 40 COUNTRIES ANNUALLY ARTISTS AND THEIR MANAGEMENT AROUND THE WORLD
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$250M INVESTMENT TO
CREATE THE FIRST OF ITS
KIND IN THE GREATER
COACHELLA VALLEY AREA




BRINGING
YEAR-ROUND
ENTERTAINMENT
TO THE HEART OF
THE COACHELLA
VALLEY

HIGHLY VISIBLE AND
ACCESSIBLE FROM
THE 10 FREEWAY
(COOK ST EXIT)

Mixed-use cultural center
providing:

© employment opportunities
© around the clock activity
¢ entertainment

© community-oriented gathering spaces
and amenities




ROUTING

o’,
ALL ROADS LEAD FROM COACHELLA .
VALLEY: THIS NEW ROUTING MODEL PORT'—AN , OR

WILL SERVICE THE MUSIC NEEDS ON
THE WEST COAST

SAN FRANCISCO,QV

CHASEO CENER  ~ Wa,
L

o OVG Arena

o OVG Arena Alliance Partner

Q Pending New Development

evVG

SACRAMENTO, CA

-----------

LAS VEGAS, NV
B--Mobile- ARENAT

COACHELLA VALLEY, CA

oy COACHELLA VALLEY ARENA

14



OVER 100+ NIGHTS

OF LIVE ENTERTAINMENT & EXPERIENCES

40 30+ 39+

CONCERTS FAMILY & OTHER HOCKEY GAMES
EVENTS
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WHERE THE
NOSEBLEED

SECTION

DOESN'T EXIST W

OUTSTANDING, -

UNOBSTRUCTED
VIEWS FOR UP TO

11,500 FANS ON
TWO LEVELS OF
SEATING
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SEATTLE
KRAKEN -
NHL'S 32ND
FRANCHISE

SEATTLE KRAKEN

This 32nd NHL expansion

ranchise has experienced the

argest demand in league history

INAUGURAL PUCK DROP IN FALL 2021

10,000

SEASON TICKET DEPOSITS
in first 12 minutes

« " « N
, "i_l‘t A, |

SEASON TICKET DEPOSITORS
total to date

3IM

SOCIAL MEDIA IMPRESSIONS
IN THE FIRST 24 HOURS
of brand launch

Historic record set with

192*

MORE MERCHANDISE

With 894,400 livestream views of launch SOLD than previous NHL

across Twitter, Facebook and YouTube

expansion launch



AMERICAN HOCKEY LEAGUE OVERVIEW

- Professional hockey league serving as a
developmental league for the NHL since
the Canadian-American and International
Hockey Leagues merged in 1936

- Every AHL team has an affiliation
agreement with an NHL team

- 31 teams based in the US and Canada

— 27 teams in the US
— 4 teams in Canada

- Season spans from October to June,
culminating in a playoff tournament
for the Calder Cup

- League divided into 2 conferences and
further divided into 4 divisions

— Eastern Conference comprised of
Atlantic and North divisions

— Western Conference comprised of
Central and Pacific divisions

- League Leadership:
— 19 clubs owned by NHL affiliate
— 2 clubs owned by NBA franchises
— 1 club owned by Fortune 500 company

- Teams with NHL Ownership:

% A @ 0 s Y

SAN DIEGD GULLS TUGSON ROADRUNNERS  ROCHESTER AMERICANS STOCKTON HEAT TEXAS STARS HENDERSON SILVER KNIGHTS

& @ W R W ¥

BAXERSFIELD CONDORS ONTARID REIGN 10WA WiLD LAVAL ROCKET BELLEVILLE SENATORS  BINGHAMTON DEVILS

¥ & ¥ & ©

WILLES BARRESCRANTONPENGUMS  SAN JOSE BARRACUDAS BRIDGEPORTSOUNDTIGERS  WARTFORD WOLF PACK UTICA COMETS MANITOBA MODSE TORONTO MARLIES




PACIFIC DIVISION OVERVIEW

COLORADD EAGLES §:
STOCKTON HEAT @

SAN JOSE BARRACUDAS

HENDERSON SILVER KNIGHTS m\

BAKERSFIELD CONDORS \.
R
ONTARIO REIGN 6@’
Lk‘*"j’/ \.

PALM SPRINGS AHL

SAN DIEGO GULLS %

TUCSON ROADRUNNERS
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DESTINATION ANALYSTS:

ERIN FRANCIS-CUMMINGS




WHAT TRAVELER SENTIMENT REVEALS ABOUT THE ROAD FOR TRAVEL FROM
REGO@VIENEI®

D) [ D D) D) [C
RECORD=BREAKING

Destination ¢ Analysts
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METHODOLOGY

* Weekly tracking survey of a
representative sample of adult American
travelers in each of four U.S. regions

* 1,200+ fully completed surveys collected
each wave

*New travelers surveyed each week

* Confidence interval of +/- 2.8%

* Data is weighted to reflect the actual
population of each region

* March 2020-Present (60 Waves)



CURRENT TRAVEL
SENTIMENT




A LOOK BACK:

Travel Activities Avoiding Cancelled
Unsafe Travel a Trip

Described Travel in 1-Word:
104 Change the Types of

W!ﬁ'ﬁﬁﬂYEUNSAFE '''' RESTANT= 4@% Destinations They Would

ABNXAmUDS 097: SIF SCARY Visit in the Future
*AFRAD | ' o

DANGERZ
AvmoCAUTIUUS

GUU[}SWP



PERSONAL HEALTH CONCERNS
MARCH 13, 2020 — APRIL 25, 2021

. CONCERNED ABOUT PERSONAL HEALTH [AVERAGE SCORE ON AN 11-POINT SCALE)

\j

o o 2 S
o 0 f".f’a & «'p«’«‘f‘,}f"'oﬂ’

QUESTION: THINKING ABOUT THE CURRENT CORONAVIRUS SITUATION, IN GENERAL, HOW CONCERNED
ARE YOU PERSONALLY ABOUT CONTRACTING THE VIRUS?

{Bove, Wovas 43-50. Al respandanty, 1,206, 1,225, 1,205, 1.208, 1.209. 1,209, 1,216, 1.210. 1,204, 1,209. 1204,
1,308, 1,202, 1,206, 1,202, 7,270 and 1,215 compivied wwreeys)

Destination éAnalysts

HEALTH CONCERNS (FAMILY & FRIENDS)
JANUARY 1 — APRIL 25, 2021

CONCERNED ABOUT THE HEALTH OF FAMILY OR FRIENDS
(AVERAGE SCORE ON AN 11-POINT SCALE)

P ® I R _‘).
G

QUESTION: THINKING ABOUYT THE CURRENT CORONAVIRUS SITUATION, IN GENERAL, HOW CONCERNED ARE
YOU ABOUT YOUR FRIENDS OR FAMILY CONTRACTING THE VIRUS?

(Buse: Waves 43-59. Al sesporchents, 1,206, 1,225, 1,208, 1,206, 1,209, 1,209, 1,218, 1,210, | 204, 1,209, 1204,
1,208, 1,202, 1,206, 1,202, 1,210 aed 1,215 completed swveys)

Destination QAnalysts




CONCERNS ABOUT PERSONAL FINANCES
JANUARY 1 — APRIL 25, 2021

@ CONCERNED ABOUT PERSONAL FINANCES (AVERAGE SCORE ON AN 11-POINT SCALE]

N o

TS

QUESTION: THINKING ABOUT THE CURRENT CORONAVIRUS SITUATION, HOW CONCERNED ARE YOU ABOUT
THE IMPACT IT MAY HAVE ON YOUR PERSONAL FINANCES?

""‘ S a‘\. .vr‘ ',p":@#t,#"

(Buize: Waves 43-59. All , 1,306, 1,225, 1,208, 1,206, 1,209, 1,209, ),218, 1,210, 1,204, 1,209, 1204,
1,208, 1,202, 1,206, 1,202 1,210 asd 1,215 compledad iuwveys)

Destination QAnalysts

CONCERNS ABOUT NATIONAL ECONOMY
JANUARY 1 — APRIL 25, 2021

D CONCERNED ABOUT NATIONAL ECONOMY (AVERAGE SCORE ON AN 11-POINT SCALE)
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QUESTION: THINKING ABOUT THE CURRENT CORONAVIRUS SITUATION, HOW CONCERNED ARE YOU ABOUT

THE IMPACT IT MAY HAVE ON THE NATIONAL ECONOMY?

(Buize: Waves 43-59. Al , 1,206, 1,225, 1,208, 1,206, 1,209, 1,209, 1,218, 1,210, 1,204, 1,209, 1204,
1208, 1,202, 1,206, 1,202, 1,210 asd 1,215 compledad uwveys)

Destination éAnalysts




EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (MARCH 2020-NOW)

80%
70% [ “Worse” or “Much worse”

60% 61.5%
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Question: In the NEXT MONTH, how (if at all) do you expect the severity of the coronavirus situation in the United States to change?
In the next month the coronavirus situation will

Destination ¢ Analysts

DO YOUR RESEARCH



EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (WAVES 1-59)

80%
70%
60% 61.5%
50%
40%
30%

20% ]o8 9

10%
‘““Better” or ““Much better”
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Question: In the NEXT MONTH, how (if at all) do you expect the severity of the coronavirus situation in the United States to change?
In the next month the coronavirus situation will

Destination ¢ Analysts

DO YOUR RESEARCH



NO MAJORITY OF TRAVELERS PERCEIVES
TRAVEL & LEISURE ACTIVITIES AS UNSAFE

AS OF APRIL 25, 2021

® &

Traveling outside the Intercity Traveling by bus or motor Attending a conference
United States bus travel coach on a group tour or convention
(50.8%) (50.5%) (49.6%) (45.3%)
Goto a Sporting events Intercity Attending a Sporting Events Traveling in a
- - Large venve train travel performance = Small venue taxi/Uber/Lyft
(45.3%) (45.2%) (43.0%) (42.8%) (40.5%) (39.6%)
Traveling on a Traveling for Staying in an Airbnb Visiting indoor Visiting outdoor Dining in a
commercial airline  business reasons or home rental attractions attractions restaurant
(38.3%) (34.4%) (30.1%) (29.4%) (29.3%) (27.8%)
‘ ‘
Visiting an Staying in Non-team outdoor Going Visiting friends Taking a
observation deck a hotel recreation shopping and relatives road trip
(25.9%) (23.6%) (16.2%) (15.8%) (15.6%) (13.7%)

QUESTION: AT THIS MOMENT, HOW SAFE WOULD YOU FEEL DOING EACH TYPE OF TRAVEL ACTIVITY?

.....

Dota collected April 23-25, 2021}

(Base: Wave 59 data. All respondents, 1,215 completed surveys. Dest‘natlon ¢ f\\ nal VS ‘\ [



PERCEPTIONS OF TRAVEL ACTIVITIES AS UNSAFE

% Somewhat unsafe or Very unsafe (AVERAGE SCORE FOR ALL ACTIVITES TESTED)
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Question: At this moment, how safe would you feel doing each type of travel activity? Dastingtian ¢Analysts

DO YOUR RESEARCH



CONFIDENCE IN ABILITY TO TRAVEL SAFELY

--T--

Very confident _ ] 7.20/0
Confident 26,] 0 0
Somewhat 33 4%

confident

Not very 'I 9.50/0

confident

Not at all
cc?nfiqde(:ﬂ 3 -70/0

- 43.3%

0% 20% 40%

Question: How confident are you that you can travel safely in the current environment? ; D‘E"Stination ¢ Ana [ysts




TRAVEL GUILT

Strongly agree - 7. 9%
Agree 20.3%
Neutral 22.0%

. 28.2%

—— e -

Disagree 27.7%
Strongly 2 2 ] 0/
disagree ’ =

0% 209, 40%

How much do you agree with the following statement? “l would feel guilty traveling right now.” - Destin



TRAVEL STATE-OF-MIND

Y
I'm already traveling - ] 8.8% | /

I'm ready to travel, with no 0
hesitations : 2 3 . ] /0
I'm ready to travel, but feel 0
omenesnaton L 133.6%
| need a little more time to 0
be ready to travel : ] 9- ] /0

| need a lot more time to be 0
ready to travel D 5 .4 /0

y
— ,

o

0% 50%




EXCITEMENT TO TRAVEL RIGHT NOW
JANUARY 1 — APRIL 25, 2021

EXCITED TO TRAVEL RIGHT NOW (AVERAGE SCORE ON AN 11-POINT SCALE)

More

Excitement
7.5

7.0
6.5
6.0

5.5

5.0
4.5
4.0
3.5

3.0

- \0 \1 .‘?l N -

IR A I AN
R 0 0 X

Less

Excitement
QUESTION: IMAGINE THAT A GOOD FRIEND (OR CLOSE FAMILY MEMBER) ASKS YOU TO TAKE A WEEKEND

GETAWAY WITH THEM SOMETIME IN THE NEXT MONTH. HOW EXCITED WOULD YOU BE TO GO? (ASSUME THE
GETAWAY IS TO A PLACE YOU WANT TO VISIT)

(Base: Waves 43-59. All respondents,, 1,206, 1,225, 1,205, 1,206, 1,209, 1,209, 1,216, 1,210, 1,204, 1,209, 1204, . 3
1,208, 1,202, 1,206, 1,202, 1,210 and 1,215 completed surveys.) Destination Ana lys’[s

DO YOUR RESEARCH



OPENNESS TO TRAVEL INSPIRATION
JANUARY 1 — APRIL 25, 2021

OPEN TO TRAVEL INSPIRATION (AVERAGE SCORE ON AN 11-POINT SCALE)

More
Excitement |
7.0
6.0 /\/\"
5.7
5.0
4.0
3.0
o o 1 ™ A A 5 A ® 1 5 \ o » A o 5
L N T 9 W 0 @ B W 9 9 e Y @
ess o S S e ST, R, R . LA . R S A
. b V@ VW& @ «° «° «® <« “p‘" “\o‘o @o“' : o W }Q‘\ V’Q‘\
Excitement

QUESTION: AT THIS MOMENT, HOW INTERESTED ARE YOU IN LEARNING ABOUT NEW, EXCITING TRAVEL
EXPERIENCES OR DESTINATIONS TO VISIT?

(Base: Woves 43-59. All respondents,, 1,206, 1,225, 1,205, 1,206, 1,209, 1,209, 1,216, 1,210, 1,204, 1,209, 1204, 1,208, 1,202, 1,206, - !
1,202, 1,210 and 1,215 completad surveys.) Destlnat|on Ana [y sts

DO YOUR RESEARCH



THE OUTLOOK
FOR TRAVEL




HAS COMPANY RETURNED TO BUSINESS TRAVEL

56.3%

60%
50%
40%
30%  24.2%
20%
10%

0%

8.3%

September 4-6 October 2-4 March 5-7 April 16-18

Question: To your knowledge, have people at the company/organization you work for started traveling for business purposes again? Dastingtian QAnalysts

DO YOUR RESEARCH



THE RETURN TO IN-PERSON
CONVENTIONS & MEETINGS

AS OF APRIL 11, 2021
3 /d 0/
36.9%

Of American

Business Travelers
Say they Currently
have Plans to Attend o

Convention/Group
Meeting in 2021




AMERICAN TRAVEL DREAMING & PLANNING IN 2021
JANUARY 1—APRIL 18, 2021

ANY TRAVEL
DREAMING/PLANNING

80%

74.2%
70%

63.7%
60%

50%
Jan Jan Feb Feb March  March April April
8-10 22-24 5-7 19-21 5-7 19-21 2-4 16-18

QUESTION: IN THE PAST WEEK, WHICH OF THE FOLLOWING HAVE YOU DONE? (SELECT ALL THAT COMPLETE THE SENTENCE)
IN THE PAST WEEK | HAVE

(Base: Waves 43-58. All respondents, 1,206, 1,225, 1,205, 1,206, 1,209, 1,209, 1,216, 1,210, 1,204, 1,209, 1,204, Destination ¢ Anal VS tg
1,208, 1,202, 1,206, 1,202 and 1,210 completed surveys.) DO YOUR RESEARCH



LEISURE TRIPS EXPECTED (NEXT 3 MONTHS)

2.0
1.6 1.6 1.8 1.6

14 1.4 1.4 1

1.5 1.3

1.1 1.1 1.1
10 11 1.0 1.1 1.1

1.0
0.5

0.0

A0 o ab
\o® ? o ) e

b \

Question: HOW MANY LEISURE TRIPS do you expect to take (even if tentatively) during the next three months? o
| expect to take leisure trips Destination ¢Aﬁ7 lystc:






EXPECTED SUMMER LEISURE TRIPS

, I 71.6%

10% 36%
March From
28th 2020

Mean = 1.7 trips

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

Question: How many LEISURE TRIPS do you expect you will take during the summer of 2021? Destination € Analysts

DO YOUR RESEARCH



PLANNED SUMMER TRIP ACTIVITIES

Dining in Restaurants

Beaches

Shopping in Stores

Hiking, Biking, and/or other Outdoor Recreation
Historical Sites

Theme Parks

Museums

Attractions

Concerts, Shows and /or Festivals

Guided Tours

- 9.9% ?"

0% 20%  40% .QQ% Vihes

<
pa o

_—

>

. e
Question: Which of the following activities do you plan to do during your trips this summer? (Select all tha» ation ¢ Ana l}’S ts
’ i



IMPEDIMENTS TO SUMMER TRAVEL

31.1%

Safety concerns - risk of contracting the COVID virus

The pandemic is not 100% over — 30.6%
Crowds - too many people will be traveling this summer _ 30.1%
Vaccine, testing and/or quarantine requirements for travel _ 17.0%
Personal financial reasons _ 15.9%
Health and safety protocols are too restrictive _ 15.7%
Traveling protocols are too tedious - getting tested, wearing mosks.._ 14.8%
Attractions and businesses will not be fully open yet _ 13.5%

10.8% Question: Which of the following

Travel is too expensive right now

Destinations | want o vidt oced fo tour _ 8.0, describe your reasons for not
esrinarions | wdanr 10 ViISIT dre close O Tourism . o o N .
° taking MORE leisure trips this
Not enough PTO /vacation time _ 8.6% summer? (Select all that apply)
| won't have gotten a vaccine yet - 6.1%
Sold out/No reservations available - 5.6%

(Base: Waves 59 data. All NONE OF THESE
respondents, 1,215 completed
surveys. Data collected April 23-25,

2021 0% 10% 20% 30% 40%

Destination ¢Analysts
DO YOUR RESEARCH P A G E 4 8

13.9%



BOOKING TRAVEL RESERVATIONS CLOSER TO THE “w:LamolanEi{l

Strongly agree - 12.8% |
- 45.7%

Agree [N 32.9%
Neutral (nei’rher.._36.4°/o /3 '

Disagree .H.l%
Strongly disagree l6.8°/o 5

E
\ e SR
0% 0920930%0%50% L PN
1L S

Question: This year, | expect to BOOK MY TRAVEL RESERVATIONS closer to the start of my trip(s) than | would in a normal year. Bt e ¢Analysts

OOOOOOOOOOOOOO



ADVANCED RESERVATION BOOKINGS

40.4%

Make Less than 4 weeks

hotel/lodging

reservations

35.9%

Make airline
reservations

9-16 weeks

40.2%
Buy tickets to

attractions or
events

More than 16 weeks

41.4%

Car rental
reservations

17.6%
12.1%

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

Question: For your next leisure trip, HOW FAR IN ADVANCE wiill you (or did you already) begin making reservations?

For each of the following, please use the scale to state how far in advance you will (or did) start making your reservations. Heshimaton éAnalyStS

DD YDUR RESEASICH



ACTIVELY LOOKING FOR DISCOUNTS AND D

0
0

Unlikely [l 6.9%
Very unlikely [l4.3%

| 5

WO

0% 10%20%30%40%

Question: How likely will you be to actively look for discounts and deals for your travel this summer? (Select one) D - ination ¢ Ana ly st



EXPECTATION THAT TRAVEL PRICES WILL BE LOW THIS SUMMER

Strongly agree
Agree

Neutral
Disagree

Strongly disagree

0% 10% 20% 30% 40%

How much do you agree with the following statement? “Travel prices will be low this summer.” it ¢Analy5ts



IN-STATE, OUT-OF-STATE & INTERNATIONAL TRIPS  JiV'¥ &1 ¥:

Out of the country I9.7%

Out-of-state -71.0%
Within my home -45.4%
state

0% 50%  100%

Question: On any trips this summer, will you travel to the following? (Select each you will travel to) ) V Destination ¢ Ana I.YStS



METHOD OF TRANSPORTATION FOR SUMMER TRIPS

71.3%

Car or automobile

34.2%

Commercial airline

Cruise ship 12.2%

7.6%

Train

0% 10% 20% 30% 40% 50% 60% 70% 80%

Question: Which modes of transportation will you use on your summer travels? (Select all that apply) Destination ¢Analysts

DO YOUR RESEARCH



TOP STATES FOR SUMMER TRIPS

Floricl |
Cailifornic: | — 18.3%20'3%
New York NS 10.1%

Texas NI 1 0.0%,
Arizona NI 9.0%,
Colorado NG 8,39,
Georgio NN 7 .99,
North Carolina I 7.1 9/,
0

Nevada
South Carolina

o
N

WX
Pennsylvania [N .19,
Hawaii [N 6.19%,
Indiana [ INNNENEGEEEEE 5.89,
Alabama  [INNININEGEEEEEE 5.79%,
Ohic NGNS 5,59
Tennessee [ NNNNEGEGEEN 5 .59,
Washington [N 5.49%9,
New Jersey O 5.3%
Arkansas _ 5.0%
Maryland [ 4.8%
Massachusetts | 4.80 0
Maine NI 4.7,
linois - NG 4./,
Michigan [INNNNEGEN 4.79%,
Oregon NG 4.5%,
Alaska  [HNEGE 4.4%
Virginia | I NEGG 4.4%
Wisconsin - [ NG 3.8%
New Mexico .8%

Kentucky

WLy
3
o~

Connecticut :6%

lowa 5%
Minnesota |GG 3 3%
Montana [N 3.29,

0% 5% 10% 15% 20% 25%
DestinationéAnalysts

Question: Which state(s) are you likely to travel to (or within) on any leisure trip(s) this summer? (Select all that you will likely visit or travel within) DO YDUR RESEARCH



TOP 3 TRAVEL DESIRES FOR THE COMING YEAR

31.3%

Relax, chill-out, decompress

27.9%

Experience beautiful places

Escape or feel free 24.3%

24.1%

Do new things—visit new places

See places | have dreamed of visiting 21.5%

Have great food experiences 20.0%

18.7%

Make up for time I've lost (during the pandemic)

Explore, have adventures 17.3%

Rejuvenate myself—to feel healthy 16.0%

13.0%

Party, have fun, cut loose, enjoy myself

Deepen or strengthen my relationships 12.1%

Enjoy being pampered 11.0%

Dive into and explore other cultures -9.3%

0% 25% 50% 75%

QUESTION: THINK ABOUT THE TYPES OF DESTINATIONS YOU WOULD MOST LIKE TO
VISIT IN THE NEXT TWELVE (12) MONTHS. PLEASE TELL US HOW YOU WANT THE PLACES
YOU VISIT TO BE. HOW IMPORTANT IS EACH ATTRIBUTE?

Destination ¢Ana lysts

DO YOUR RESEARC






Current Feelings about Greater Palm Spring:

among Travelers in Key Markets

Appeal Excitement to Visit Ideal Fit Likely to Visit
in 2021

Top Reiee Alfirlovies Top Trp Melivaiors
1. Beautiful scenery 1. Joshua Tree National Park
2. ldeal weather 2. Go to a hot spring
3. Outdoor activities 3. Outdoor recreation
4. Fine dining 4. Lounge by the pool at a resort
5. Welcoming atmosphere 5. Fine dining experiences






VISIT CALIFORNIA:

LYNNE CARPENTER
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Travel Spending Forecast

Source: Tourism Economics, April Forecast



" TOURISM MNTH

#CATourism




Visit California Marketing
Update



FY21/22 Marketing Strategies

1. Cultivate 2. Trigger 3. Drive
the California Active Market

Brand Consideration Development




FY20/21 Planned Spring
Campaigns



Spring 2021 Brand Campaign

IN-STATE

California is calling all Californians to

Callmg All Californians vacation in their home state and help
jump start the Golden State economy.

NATIONAL

Ca|ifornia Road California is calling all rGPFII ippers
ready to venture out to come explore

Republ IC the ultimate road trip destination.

NEW
NATIONAL

, _ California is calling all who are ready
What |f, California to visit California with an open

invitation to Dream Big.




FY20/21 Spring Media Plan Overview

February March Aprll May June

Calling All Californians

California Road Trip Republic

What If, California

See You Soon — Social Engagement Campaign
|

Always On Search Engine Marketing

|
Industry Recovery Co-Op Programs




Calling All Californians

 Timing: Feb. 15-April 26

« Audience: Active Travel Intenders +
Potential Traveler

@ e =

. : - - OPORT YO
Geography: California et L1
- Phase 1: Feb. 15 . | : *_,\
Digital OTA Platforms o (R CALLING ALl
| 2 N CALIFORNIANS Py
 Phase 2: April 5
SUPPORT YOUR STATE
Spot TV BY VACATIONING HERE.

Digital Programmatic
Out of Home
Radio




Calling All Californians Digital
Video Assets

Calling all Californians, keep your vacation here and
help our state get back to work.







Palm Springs Brand Creative

HIT THE DESERT.

LONG LIVE

SUPPORT YOUR STATE .
BY VACATIONING, HERE
, IN GREATER PAlM SPRINGS




California Road Trip Republic

« Timing: March 29-June 30 -

WE BELIEVE

- Audience: Global Brand + Roadtripper Mindset BUCKLED-IN
« Geography: National MOST FREE.
 Media Mix
« Digital: March 29
« Social: March 29
*  Online TV: April 5
« Linear TV: April 12







What If, California

 Timing: March 15-June 30
 Audiences: Active Travel Intender + Potential Traveler
« Geography: National
 Phase 1: March 15
Digital OTA Platforms

* Phase 2
Digital: March 29
Online TV: April 5
Linear TV: April 12




\

California Now News Network



California Now Network Overview

Visit California connects with millions
of qualified consumers actively
seeking travel inspiration, advice and
Insights. Consumers enjoy a variety
of platforms: print, digital, social
media, and podcasts — helping them
plan their perfect Golden State
vacation. Importantly, the California
Now Network will focus on in-state
and western state audiences in the
recovery time period.

i

~ California

OFFICIAL VISITOR'S GUIDE

o

| California

ROAD TRIPS GUIDE

visitcalifornia.com




Website & Social

EXPERIENCES [ ROOFTOP HOTSPOTS IN PAILM SPRINGS

Rooftop Hotspots In Palm Springs

Desert skies, serene pools, and spicy nights

h <@

- 3
03 Map Vew

CALUFORNIA NOW BLOG | SO YOU THINK YOU XNOW GREATER PALM SPRINGS?

So You Think You Know Greater Palm
Springs?

The Coachella Valley's string of cities from Indio to Desert Hot Springs offer
surprising diversions for locals and seasoned travelers

For nearly a century, Palm Springs has served as @
escape for desert dreamers and the Hollywood eli
no better place to play starlet-on-her-holiday tha
lounge with a cocktail in hand. Thanks to a recent
downtown Palm Springs boasts a handful of high
its trendiest visitors love to lounge. Whether you're
dinner with a view, poolside drinks, or a full-on pa
has the perfect rooftop spot for you.

In November 2017, the Kimpton Rowan Hotel Palm
its swanky doors to become the tallest building wi
Head all the way to the top of this mid-century m¢j

Home | Regional Map | Bookmarks

Like those Canadian snowbirds, you're no stranger to the
Coachella Valley and Palm Springs. You're well-schooled in four-

@ Visit California (Default) @

Published by Sprout Social @ - July 16, 2020 - &

Pastel houses, retro buildings and clean sleek lines: Visit Greater Palm Springs is an
architectural feast for the eyes. In fact, no California city is as closely identified with mid-
century modern architecture as Palm Springs. Visionaries have been flocking here since
the 1920s to design futuristic buildings that accentuate the area's dramatic desert
surrounds, as well as its San Jacinto Mountains backdrop. Here's a sample of the many
(and we mean many) buildings that characterize the region. Have any favorites to add?

m . @davidasilvas, @allan_around_the_world, @camillexedwards

2%

isitcalifornia @ « Following
Palm Canyon Tral

visitcalifornia @ | spy with my little
YE._your EWESOMme SNaps in our next
phote comp! This week we wanna soe
your best pics of trees or planis in
Calfornia. Bornus paints if they're native
10 this part of the warld, like this
Calfornia Fan Paim.

To participate, tag your antry with
VisitCalifornia, Andddddd: go!

- waruthertord
§: wPaimCanyenTrai, @VisitGreaterPS

wVisitCalifomia #FindYourOasis
-

®

QY W

PRUAUAN

LA L @ Adkd 3 comment
)




E-News & Podcast

otz

y¥ooo FAMILY ROAD TRIFS ouTDOON POOCASY

DESERT MAGIC

Otherworldy landscapes. Decadent resorts. Shimmering
night skies. See how an easy desert getaway can be
extraordinary,

LEARN MORE

9 MIDCENTURY MODERN MARVELS
IN PALM SPRINGS

Sleek architecture in an integral part of this desert city's
charm—and these eye-catching landmatka offer
fancinating maries, tao,

LEARN MORE

THE DELIGHTS OF BORREGO
SPRINGS

This desert town, tucked inside a massive state park,
makes a mellow getaway for wildflowers. stargaxing, and
fabulows fruit stands.

LEARN MORE

ROAD TRIP: AMAZING DESERT
ODDITIES

Memories are made when you stumble upon bizarre
roadside attractions—and there are many to behold an
this drive from San Disgo into the desert.

{ LEARN MORE

MONINLY PODCAST

CALIFORNIA'S EPIC NATURAL
WONDERS

AN« AMONTH ADC

15 10 1hé Mo gy the O s State 15 a0 ecoiogical wandedand

MONTILY POOCAST

GREATER PALM SPRINGS

QNN « BMOHNTIS

Expione the tiverse desert region that features mid-century modem an
Giring. and Sunning landscapes

Greater Paim Springs




2021 Visitor’s Guide: Best of California
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217
i Marvel at Mid-Century

ilon for the

+ Modern Icons
olective, Some 70 years ago, Paim Springs architects began designing clean-fined structures that biended intc
, and native stone. M.
o the Palm Springs

Ml E pe with floor-to-ceiling glass, gleaming m:
il L | l tand, including the Enco Tramway Gas Station (
5 =l - the Palm Springs Art Museum's Architecture and Design Center. “The building seems to effortlessly hover
\‘: — AN - — over the desert landscape,” Cyr says of the museum facility. “It was designed with perforated brise solell

these space-age
enter) and

panels to blunt the relentless desert sun.”

Don't miss Rancho Mirage's Sunnylands Center and Gardens, a sprawling 1960s masterpiece that
showcases a pyramid-shaped roof, open floor pian, and glass walls framing towering cactus and mountain
sunsets. "The desert locale is highlighted by Southwestern and Mexican elements, including a Mayan-
Inspired roof and volcanic stone-clad walls,” Cyr says. Eight U.S. presidents have visited—and you can, too.

-

lew.bynw




Research & Trends
Data That Inspires Dialogue

V . . t C I . f .
I S I a I o r n I a Check the coronavirus resource page for research updates during this crisis;

|I1C|UStI‘y Site Overview Reports

industry.visitcalifornia.com/research

2409 TRAVELNELATED SPENL

$144.98

Research & Trend Reports for California:

PARLINT LHANLL OF TRAVEL-SELATLD SFUmOIne

DOMEATC IMTERNATIOMAL

« Economic Impact (Dean Runyan) : 43.4% 110.5%

« Visitation & Spend / Travel Forecast; Regional Lodging
Forecast (Tourism Economics)

 Lodging Report (STR)

« Airport Traffic Statistics (Various)
- Visitor & Market Profiles (CIC Research, OmniTrack) $101.89
« Domestic Visitor Profiles (UberMedia, STR, AirDNA)
« Monthly COVID-19 Research Dashboard (Various)

Calitomia Regon Lodging
Forecast



https://industry.visitcalifornia.com/research

Content Submission

Business Listings

Please fill out the fields below, those with an "asterisk are required.




Thank You




GREATER PALM SPRINGS CVB

MARKETING UPDATES




2021 REF-ENGAGED MEDIA PLAN: FEB & MARCH

= & % B

50.3M 18.6M 3.2B 291K 20
out-of-home digital advertising television television total
Impressions Impressions Impressions spots markets

total impressions
. generated

FEB & MARCH



TELEVISION

Atlanta, GA
Boise, ID
Chicago, IL
Dallas, TX
Denver, CO
Eugene, OR
Houston, TX

Las Vegas, NV
Los Angeles, CA
Minneapolis, MN
New York, NY
Oakland, CA
Philadelphia, PA
Phoenix, AZ
Portland, OR, US
Salt Lake City, UT
San Diego, CA
San Francisco, CA
San Jose, CA
Seattle, WA




EXPEDIA CAMPAIGN
MARCH 2021 @ Expedia

« Generated 21,500 room nights

« Generated 3,700 airline fickets

« Gross Bookings $5.9 million

« ROAS $138

o 65% stayed 3-5 days

« 75% of the bookings were within 30 days of arrival

Top Fly Markets
« Seattle
 Portland
 San Francisco
« Chicago

* Minneapolis

« Denver

« New York/NJ




2021 SUMMER CAMPAIGN OVERVIEW

iHeart SPAFINDZ=R
o -ADARA
%I NATIVO pandora’
The
Weather centrc PALM SPRINGS LIFE
Channel
%‘z Expedia@ e tripadvisor

MEDIA - |
NETWORK Ca!ir)%'é“’-'r%ia TRAVELZOO




2021 SUMMER CAMPAIGN

CHECK IN.

420M+
Impressions

CHECK IN.




DESTINATION BRAND TV SPOT

-

3 ;:ﬁ‘ﬂ |.’L4{ '\r b
; W.ﬁ -

! ’3& - 7 b =

B 5 b, - A

-r

é -




SUMMER RESTAURANT PASS - BANDWANGO

June - August =

« Custom mobile pass that allows E N TIN
users to access restaurant deals s UJ -)-'_\%JU\:IU& / /J _‘
and discounts.

. Restaurant check-ins enter diners I - - — N4 »
into a weekly drawing to win | 3 7
prizes.

Marketing Campaign Includes:

« Qut-of-Home

« Digital banner ads

« Digital / local radio spots
« Digital editorial content
« The Desert Sun




VISIT CALIFORNIA
CO-OP CAMPAIGN

Launches June 1, 2021
20M+ impressions

: | E visit .

i ADARA )

- -~ 4
78 o g 5
i ﬁ’,}:‘: “;'},Q_)_,n(’)’

N Y )\ ATV T 14 7 e G T LMy . . .
@T@ d . ' ¢ IVE ey AR e Y e find your oasis in %),
\"4 LONG LIVE"C ) COFUs=SIT/eL . . . . s 4 3L SRS fr e
aqQvisor {> SOJERN | B on & RS R greater palti springs

S/ ‘.‘ b 8 « A SR A




2021 CO-OP PROGRAMS

SUMMER CHILL TELEVISION
CO-OP

:30 co-branded, CVB-
produced TV commercial
on cable, connected TV,

and KTLA Los Angeles.

Los Angeles, San Diego,
San Francisco, Phoenix, Las
Vegas

LONG UVE b "L e
ﬁ#@% Sdkph 1B

fad 2

LONG LIVE

DIGITAL OUTDOOR
BILLBOARD CO-OP

Co-branded, CVB-
produced digital outdoor
billboards.

Los Angeles, San Diego,
San Francisco

"palm springs
find i

ind your oosis.

ADARA DIGITAL CO-OP

Banner ads retargeting
visitors to Partner and
Greater Palm Springs

websites.

Los Angeles, San Diego,
Phoenix, Las Vegas, Bay
Area (San Francisco,

Oakland, San Jose) Seatftle,

Portland

CENTRO DIGITAL CO-OP

Targeted digital banner
advertising across Centro’s
network of partner sites.

Los Angeles, San Diego,
Phoenix, Las Vegas, Bay
Area (San Francisco,
Oakland, San Jose) Seatftle,
Portland




SUMMER
2021
CO-OP

PARTNERS

870M+ impressions

23K+ spots

THEWESTIN Gi : 7
MISSION HILLS T
GOLF RESORT & SPA THE RiTZ-CARLTON® ——— CALIFORNIA ———

» HYATT
‘ REGENCY" Poﬁ Springs
INDIAN WELLS CALIFORNIA lee no plcce else

RESORT & SPA

R OIv[NIRESHOI"ELS
RENAISSANCE® st

ESMERALDA RESORT & SPA rancho las palmas
INDIAN WELLS palm springs



CONVENTION SALES - CREATIVE CAMPAIGN

MORE © i "MORE

UNLIMITED .
NONSTOP | 29 cities msmén,m—‘tOUTDOORsbAce -
—_- FLIGHTS |-AND COUNTING - B

. :l . _ ' 3 :
r B - ’ -
-\ i
. -

PA ST

MEETINGS MEAN MORE.

cvent pcma —=psag CoOnnect

ﬂ’asae HB | HELMSBRISCOE NORTHSTAJRP

hi E E T N '::- ‘E: '::l R ':::‘ \

GG{S/L\E"’ €5 ConferenceDirect Smar‘tmeetings

ADVANCING TOGETHER



TOURISM FOUNDATION




TOURISM FOUNDATION GOLF TOURNAMENT

GREATER PALM SPRINGS

T®URISM

FOUNDATION
GOLF TOURNAMENT

May 20, 2021 - JW Marriott Desert Springs
1:00 pm Shotgun Start Resort & Spa

6:00 pm Reception 74-855 Country Club Drive
i Palm.esert, CA 22270

3y




T.E.A.M. GPS




=¥ GREATER PALM SPRINGS

Teach - Use

our firsthand
knowledge of
the destination to
inform visitors of
our unique history
and experiences

Engage — Be the
first to say “hello”
and make @
visitor feel
welcome. Smile.
Make eye
contact. Listen.

OAL: ENHANCE VISITOR EXPERIENCE

O GROW THE TOURISM ECONOMY

— Offer
suggestions,
directions, even
itinerary ideas
to help them
plan their stay.

Motivate - Inspire and
move them to make
the most of their fime
here and plan their
return; let them see
and feel your
enthusiasm for
Greater Palm Springs.



Destination Presentation
Tours & Experiences
Discounts & Special Offers

TEAM Huddle

Partnership with College
of the Desert

« COVID Safety
 Customer Service

« Leadership

W2 COLLEG

g2 /DESERT




NATIONAL TRAVEL AND TOURISM WEEK — CALENDAR OF EVENTS

B
FIND oissn SLE  sume

T STREETLIFEPROJECT TRANSIT AGENEY
?QGQ BA NK

FOOD N EED
OF DISTRIBUTION

* May 5 - Early Bird Shift | B o
(8:30-11:30 a.m.) May 5 - Blood drive in the

City of Palm Desert (8

a.m.-~1 p.m.) - May 6 - Volunteers will * May 7-Take parf in A

* May 6 - Palm Springs Drive to Change Lives,"

Convention Center assist in delivering food, sponsored by SunLine to
, , « May 5-7 - Donate blood clothing and toiletries to P ) Y
(2:45-6:30 p.m.) : benefit Well in the Desert
at one of these those in need (6 p.m.)

: . (7:30 a.m.—-6 p.m.)
- May 7 - Sun Setters Shift LifeStream banks: Rancho

(1-4 p.m.) Mirage, La Quinta




Thank Youl




