


VIRTUAL TOWN HALL MEETING

Tuesday, May 4, 2021



WELCOME: 

SCOTT WHITE & TOM TABLER



2019 2020

$7.5 BILLION

Economic Impact

$3.5 BILLION (-53%)

53,572 JOBS 32,216 JOBS (-40%)

14.1 MILLION VISITORS
Visitors

8.6 MILLION (-39%)

7.7 MILLION DAY VISITORS 5.0 MILLON DAY VISITORS (-35%)

6.4 MILLION OVERN 3.6 MILLON OVERNIGHT VISITORS (-44%) 

*SOURCE: TOURISM ECONOMICS 2021 STUDY

E C O N O M I C  I M P A C T



DESTINATION DEVELOPMENT PLAN

Improve Access: Grow Air 

Service & Add Rail Service 

Grow International & 

Group Business 

Expand Regional Collaboration, 

Workforce Development & 
Broadband 

Increase Midweek Business & Off-

season Business (June-September)

Focus on Key Pillars: Wellness, Arts & Culture, 

Outdoor Adventure & Sustainability 

Enhance Visitor Experience through 

Attractions, Events, Wayfinding & 
Ambassador Program 



Daily Flight Change; 2017 to 2021

2021 Flights 2017 to 2021

Quarter 1 48 +6%

Quarter 2 35 +23%

Quarter 3 36 +95%

Quarter 4 46 +31%

Annual 41 +30%

Daily Seat Change; 2017 to 2021

2021 Seats 2017 to 2021

Quarter 1 5,383 +0%

Quarter 2 3,980 +21%

Quarter 3 3,681 +102%

Quarter 4 5,050 +19%

Annual 4,520 +23%
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PSP: AVERAGE FLIGHTS PER DAY

By quarter; January 2017 to December 2021

2017 2018 2019 2020 2021

ADDITIONAL FLIGHTS & LARGER AIRCRAFT 

CONTRIBUTING TO GROWTH



PSP PASSENGER ACTIVITY

113,166

2020

201,350

2019

P S P  M A R C H  C O M P A R I S O N P S P  Y T D  T O T A L  P A S S E N G E R

214,477 401,972

-46.6%

107,577

2021

20192021

-43.7% -4.9%

0 50,000 100,000 150,000 200,000 250,000

Category 1

2021 2020 2019



COACHELLA VALLEY ARENA:

NICK FORRO
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THE RIGHT LEADERSHIP TO MANIFEST THIS VISION

CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 
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CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 
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18 MINUTES

THERE IS A 
LIVE NATION CONCERT EVERY

AROUND THE WORLD

30K+ EVENTS

WORLD’S LARGEST LIVE 
EVENTS PROMOTER WITH

IN 40 COUNTRIES ANNUALLY

WORLD’S BIGGEST

OWNS 
THE TRUST OF THE

ARTISTS AND THEIR MANAGEMENT

T H E  P O W E R H O U S E  P A R T N E R  I N  T H E  M U S I C  I N D U S T R Y  
C A P A B L E  O F  D E L I V E R I N G T H E  M O S T  E X C I T I N G  
E N T E R T A I N ME N T

STRATEGIC PARTNERSHIP WITH
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$ 2 5 0 M  I N V E S T M E NT  T O  
C R E A T E  T H E  F I R S T  O F  I T S  
K I N D  I N  T H E  G R E A T E R  
C O A C H E L L A  V A L L E Y  A R E A

BRINGING AN 
UNPARALLELED 
VENUE TO THE 

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

HIGHLY  V I S IB LE  AND  
ACCESS IB LE  FROM  
THE  10  FREEWAY  
(COOK  ST  EX IT )

Mixed-use cultural center 
providing:

• employment opportunities

• around the clock activity

• entertainment

• community-oriented gathering spaces 
and amenities



ROUTING

OVG Arena

OVG Arena Alliance Partner

Pending New Development 

14
CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 

A L L  R O A D S  L E A D  F R O M C O A C H E L L A  
V A L L E Y :  T H I S  N E W  R O U T I N G  M O D E L  
W I L L  S E R V I C E  T H E  M U S I C  N E E D S  O N  
T H E  W E S T  C O A S T

3

6

2

4

5

7

LAS VEGAS, NV

SEATTLE, WA

PORTLAND, OR

SAN FRANCISCO, 

CA

SACRAMENTO, CA

LOS ANGELES, CA COACHELLA VALLEY, CA

1

COACHELLA  VALLEY  ARENA
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HOCKEY GAMES

35+40
CONCERTS

30+
FAMILY & OTHER 

EVENTS

OVER 100+ NIGHTS
O F  L I V E  E N T E R T A I N M E N T  &  E X P E R I E N C E S

I N  T O T A L ,  C O A C H E L L A  V A L L E Y  A R E N A  W I L L  D E L I V E R

CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 
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WHERE THE 
NOSEBLEED 
SECTION 
DOESN’T EXIST
O U T S T A N D I N G ,  
U N O B S T R U C T E D  
V I E W S  F O R  U P  T O  
1 1 , 5 0 0  F A N S  O N  
T W O  L E V E L S  O F  
S E A T I N G
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INNER BOWL FOR 
HOCKEY 
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CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 

SEATTLE 
KRAKEN –
NHL’S 32ND 
FRANCHISE
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CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 

AMERICAN HOCKEY LEAGUE OVERVIEW
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CONFIDENTIAL: FOR DISCUSSION PURPOSES ONLY 

PACIFIC DIVISION OVERVIEW





DESTINATION ANALYSTS:

ERIN FRANCIS-CUMMINGS



WHAT TRAVELER SENTIMENT REVEALS ABOUT THE ROAD FOR TRAVEL FROM





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)
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CURRENT TRAVEL 

SENTIMENT



A LOOK BACK:

Change the Types of 

Destinations They Would 

Visit in the Future 

Travel Activities 

Unsafe

Avoiding 

Travel

Cancelled 

a Trip

69% 83% 70%

Described Travel in 1-Word:







61.5%

18.5%
0%

10%

20%

30%

40%

50%

60%

70%

80%

EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (MARCH 2020-NOW)

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 ________

“Worse” or “Much worse”



21.8%

44.3%

61.5%

34.7%

18.5%

0%

10%

20%

30%

40%

50%

60%

70%

80%

EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (WAVES 1 -59)

“Better” or “Much better”

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 ________



NO MAJORITY OF TRAVELERS PERCEIVES 
TRAVEL & LEISURE ACTIVITIES AS UNSAFE



57.6%

25%

30%

35%

40%

45%

50%

55%

60%

Question: At this moment, how safe would you feel doing each type of travel activity?

% Somewhat unsafe or Very unsafe (AVERAGE SCORE FOR ALL ACTIVITES TESTED)

PERCEPTIONS OF TRAVEL ACTIVITIES AS UNSAFE

31%



P A G E  3 5

3.7%

19.5% 

33.4% 

26.1% 

17.2% 

Not at all
confident

Not very
confident

Somewhat
confident

Confident

Very confident

0% 20% 40%

CONFIDENCE IN ABILITY TO TRAVEL SAFELY

Question: How confident are you that you can travel safely in the current environment?

43.3%



P A G E  3 6

22.1%

27.7%

22.0%

20.3%

7.9%

Strongly
disagree

Disagree

Neutral

Agree

Strongly agree

0% 20% 40%

TRAVEL GUILT

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

49.8%

28.2%



P A G E  3 7

5.4%

19.1%

33.6%

23.1%

18.8%

I need a lot more time to be
ready to travel

I need a little more time to
be ready to travel

I'm ready to travel, but feel
some hesitation

I'm ready to travel, with no
hesitations

I'm already traveling

0% 50%

TRAVEL STATE-OF-MIND 

Question: When it comes to getting back out and traveling again, which best describes your current state of mind?



More

Excitement

Less

Excitement



More

Excitement

Less

Excitement
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THE OUTLOOK

FOR TRAVEL



HAS COMPANY RETURNED TO BUSINESS TRAVEL

24.2% 26.7%

48.3%

56.3%

0%

10%

20%

30%

40%

50%

60%

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?



THE RETURN TO IN-PERSON 

CONVENTIONS & MEETINGS
A S  O F  A P R I L  1 1 ,  2 0 2 1

Of American 

Business Travelers 

Say they Currently 

have Plans to Attend a 

Convention/Group 

Meeting in 2021



63.7%

74.2%

50%

60%

70%

80%

Jan
8-10

Jan
22-24

Feb
5-7

Feb
19-21

March
5-7

March
19-21

April
2-4

April
16-18

Q UE ST I O N :  I N  T HE  PAST  WE E K ,  WHI C H  O F  T HE  FO L LO WI N G  HAVE  YO U  DO N E ?  ( SE L E C T  AL L  T HAT  C O M P L E T E  T HE  SE N T E N C E )  

I N  T HE  PAST  WE E K  I  HAVE  ____________

AMERICAN TRAVEL DREAMING & PLANNING IN 2021

JANUARY 1—APRIL 18, 2021

(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, 

1,208, 1,202, 1,206, 1,202 and 1,210 completed surveys.) 

ANY TRAVEL 

DREAMING/PLANNING



0.7

1.0 1.1 1.0 1.1 1.1 1.1 1.1
1.3

1.4 1.4 1.4 1.5
1.6 1.6

1.8
1.6

0.0

0.5

1.0

1.5

2.0

Question: HOW MANY LEISURE TRIPS do you expect to take (even if tentatively) during the next three months?

I expect to take _______ leisure trips

LEISURE TRIPS EXPECTED (NEXT 3 MONTHS)



Summer 

2021



EXPECTED SUMMER LEISURE TRIPS

7.3%

5.7%

8.8%

19.2%

30.6%

28.4%

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

5 or more

4

3

2

1

Zero

Mean = 1.7 trips

71.6%
10%

March

28th

36%

From

2020

Question: How many LEISURE TRIPS do you expect you will take during the summer of 2021?
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PLANNED SUMMER TRIP ACTIVITIES

Question: Which of the following activities do you plan to do during your trips this summer? (Select all that apply)

9.9% 

15.0% 

17.1% 

20.9% 

23.6% 

24.0% 

30.0% 

35.6% 

44.7% 

45.8% 

0% 20% 40% 60%

Guided Tours

Concerts, Shows and/or Festivals

Attractions

Museums

Theme Parks

Historical Sites

Hiking, Biking, and/or other Outdoor Recreation

Shopping in Stores

Beaches

Dining in Restaurants



P A G E  4 8

13.9% 

5.6% 

6.1% 

8.6% 

8.9% 

10.8% 

13.5% 

14.8% 

15.7% 

15.9% 

17.0% 

30.1% 

30.6% 

31.1% 

0% 10% 20% 30% 40%

NONE OF THESE

Sold out/No reservations available

I won't have gotten a vaccine yet

Not enough PTO/vacation time

Destinations I want to visit are closed to tourism

Travel is too expensive right now

Attractions and businesses will not be fully open yet

Traveling protocols are too tedious - getting tested, wearing masks…

Health and safety protocols are too restrictive

Personal financial reasons

Vaccine, testing and/or quarantine requirements for travel

Crowds - too many people will be traveling this summer

The pandemic is not 100% over

Safety concerns - risk of contracting the COVID virus

(Bas e: Waves  59 data. All 

res ponden ts, 1,215 com pleted 

s u rveys . Data collec ted April 23-25, 

2021)

IMPEDIMENTS TO SUMMER TRAVEL

Question: Which of the following 

describe your reasons for not 

taking MORE leisure trips this 

summer? (Select all that apply)



P A G E  4 9

BOOKING TRAVEL RESERVATIONS CLOSER TO THE START OF TRIP

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

6.8%

11.1%

36.4%

32.9%

12.8%

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

Strongly disagree

Disagree

Neutral (neither…

Agree

Strongly agree
45.7%



Question: For your next leisure trip, HOW FAR IN ADVANCE will 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.

ADVANCED RESERVATION BOOKINGS

Less than 4 weeks

5-8 weeks

9-16 weeks

More than 16 weeks



P A G E  5 1

ACTIVELY LOOKING FOR DISCOUNTS AND DEALS

Question: How likely will you be to actively look for discounts and deals for your travel this summer? (Select one) 

4.3% 

6.9% 

23.3% 

34.5% 

31.0% 

0% 10%20%30%40%

Very unlikely

Unlikely

Neutral

Likely

Very likely

65.5%



EXPECTATION THAT TRAVEL PRICES WILL BE LOW THIS SUMMER

7.6%

22.9%

33.2%

26.8%

9.5%

Strongly disagree

Disagree

Neutral

Agree

Strongly agree

0% 10% 20% 30% 40%

36.3%

30.6%

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



P A G E  5 3

IN-STATE, OUT-OF-STATE & INTERNATIONAL TRIPS (SUMMER 2021)

Question: On any trips this summer, will you travel to the following? (Select each you will travel to)

45.4%

71.0%

9.7%

0% 50% 100%

Within my home
state

Out-of-state

Out of the country



METHOD OF TRANSPORTATION FOR SUMMER TRIPS

7.6% 

12.2% 

34.2% 

71.3% 

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

Train

Cruise ship

Commercial airline

Car or automobile

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



TOP STATES FOR SUMMER TRIPS

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)

3.2% 
3.3% 
3.5% 
3.6% 
3.7% 
3.8% 
3.8% 

4.4% 
4.4% 
4.5% 
4.7% 
4.7% 
4.7% 
4.8% 
4.8% 
5.0% 
5.3% 
5.4% 
5.5% 
5.5% 
5.7% 
5.8% 
6.1% 
6.1% 

6.6% 
6.9% 
7.1% 

7.9% 
8.3% 

9.0% 
10.0% 
10.1% 

18.3% 
20.3% 

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

Montana

Minnesota

Iowa

Connecticut

Kentucky

New Mexico

Wisconsin

Virginia

Alaska

Oregon

Michigan

Illinois

Maine

Massachusetts

Maryland

Arkansas

New Jersey

Washington

Tennessee

Ohio

Alabama

Indiana

Hawaii

Pennsylvania

South Carolina

Nevada

North Carolina

Georgia

Colorado

Arizona

Texas

New York

California

Florida



TOP 3 TRAVEL DESIRES FOR THE COMING YEAR



CURRENT FEELINGS ABOUT GREATER PALM SPRINGS



Current Feelings about Greater Palm Springs

among Travelers in  Key Markets

Appeal

1. Beautiful scenery

2. Ideal weather

3. Outdoor activities

4. Fine dining

5. Welcoming atmosphere

Likely to Visit 

in 2021

7.3 7.6 21%

Excitement to Visit Ideal Fit

7.4

1. Joshua Tree National Park

2. Go to a hot spring

3. Outdoor recreation

4. Lounge by the pool at a resort

5. Fine dining experiences



THANK YOU



VISIT CALIFORNIA:

LYNNE CARPENTER 



Board Leadership



Statewide Update



Travel Spending Forecast

$144.9 

$65.1 

$97.4 

$126.0 

$139.7 

$151.1 
$157.6 

2019 2020 2021 2022 2023 2024 2025

Source: Tourism Economics, April Forecast

55.1% 
DECLINE





Visit California Marketing 
Update



2. Trigger 
Active 

Consideration

1. Cultivate 
the California 

Brand

3. Drive 
Market 

Development

Support the 
California Dream 

(build brand health)

Capitalize on pent-up 
travel demand and 

desire for the 
California experience

Focus on domestic 
and in state visitor 

growth

FY21/22 Marketing Strategies



FY20/21 Planned Spring 
Campaigns



Spring 2021 Brand Campaign 
Layers

Calling All Californians 

California Road Trip 
Republic

What If, California

California is calling all Californians to 

vacation in their home state and help 

jump start the Golden State economy.

California is calling all road trippers 

ready to venture out to come explore 

the ultimate road trip destination.

California is calling all who are ready 

to visit California with an open 

invitation to Dream Big. 

IN-STATE

NATIONAL

NEW
NATIONAL



FY20/21 Spring Media Plan Overview

February March April May June

1 8 15 22 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21

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



• Timing: Feb. 15-April 26

• Audience: Active Travel Intenders + 

Potential Traveler

• Geography: California

• Phase 1: Feb. 15
• Digital OTA Platforms

• Phase 2: April 5
• Spot TV

• Digital Programmatic

• Out of  Home

• Radio

Calling All Californians



Calling All Californians Digital 
Video Assets

“Resort” “Winery”“Beach” 

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





Palm Springs Brand Creative



• Timing: March 29-June 30

• Audience: Global Brand + Roadtripper Mindset 

• Geography: National

• Media Mix

• Digital: March 29

• Social: March 29

• Online TV: April 5

• Linear TV: April 12

California Road Trip Republic





• 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

What If, California



California Now News Network



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.

California Now Network Overview



Website & Social 



E-News & Podcast



2021 Visitor’s Guide: Best of California



Visit California
Industry Site

industry.visitcalifornia.com/research

Research & Trend Reports for California:

• Economic Impact (Dean Runyan)

• Visitation & Spend / Travel Forecast; Regional Lodging 

Forecast (Tourism Economics)

• Lodging Report (STR)

• Airport Traffic Statistics (Various)

• Visitor & Market Profiles (CIC Research, OmniTrack)

• Domestic Visitor Profiles (UberMedia, STR, AirDNA)

• Monthly COVID-19 Research Dashboard (Various)

https://industry.visitcalifornia.com/research


Content Submission



Thank You



GREATER PALM SPRINGS CVB

MARKETING UPDATES



2021 RE-ENGAGED MEDIA PLAN:  FEB & MARCH

50.3M 18.6M 3.2B

out-of-home 

impressions

digital advertising 

impressions
television 

spots

291K

total 

markets

20

television

impressions

3.3B total impressions 

generated

FEB & MARCH 



• 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

TELEVIS ION



EXPEDIA CAMPAIGN
MARCH 2021

• Generated 21,500 room nights 

• Generated 3,700 airline tickets 

• Gross Bookings $5.9 million 

• ROAS $138

• 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



2021 SUMMER CAMPAIGN

420M+

impressions

258K+

spots



DESTINATION BRAND TV SPOT



SUMMER RESTAURANT PASS - BANDWANGO

June - August

• Custom mobile pass that allows 

users to access restaurant deals 

and discounts. 

• Restaurant check-ins enter diners 

into a weekly drawing to win 

prizes.

Marketing Campaign Includes:

• Out-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



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

DIGITAL OUTDOOR 

BILLBOARD CO-OP

Co-branded, CVB-
produced digital outdoor 

billboards.

Los Angeles, San Diego, 

San Francisco

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) Seattle, 
Portland

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) Seattle, 

Portland



SUMMER 

2021 

CO-OP 

PARTNERS

870M+ impressions 

23K+ spots



CONVENTION SALES – CREATIVE CAMPAIGN



TOURISM FOUNDATION



TOURISM FOUNDATION GOLF TOURNAMENT



T.E.A.M. GPS



Teach – Use 

our firsthand 
knowledge of 

the destination to 

inform visitors of 
our unique history 

and experiences

Advise – Offer 

suggestions, 
directions, even 

itinerary ideas 

to help them 
plan their stay.

Engage – Be the 

first to say “hello” 
and make a 

visitor feel 

welcome. Smile. 
Make eye 
contact. Listen.

Motivate – Inspire and 

move them to make 
the most of their time 

here and plan their 

return; let them see 
and feel your 

enthusiasm for 
Greater Palm Springs.

GOAL: ENHANCE VISITOR EXPERIENCE 

TO GROW THE TOURISM ECONOMY 



Destination Presentation

Tours & Experiences

Discounts & Special Offers

TEAM Huddle

Partnership with College 

of the Desert

• COVID Safety

• Customer Service

• Leadership



NATIONAL TRAVEL AND TOURISM WEEK – CALENDAR OF EVENTS

May 5 - 7 May 5 - 7 May 6 May 7

• May 5 – Early Bird Shift 

(8:30–11:30 a.m.)

• May 6 – Palm Springs 

Convention Center 

(2:45–6:30 p.m.)

• May 7 – Sun Setters Shift 

(1–4 p.m.)

• May 5 – Blood drive in the 

City of Palm Desert (8 

a.m.–1 p.m.)

• May 5-7 – Donate blood 

at one of these 

LifeStream banks: Rancho 
Mirage, La Quinta

• May 6 - Volunteers will 

assist in delivering food, 

clothing and toiletries to 

those in need (6 p.m.)

• May 7 - Take part in "A 

Drive to Change Lives," 

sponsored by SunLine to 

benefit Well in the Desert 
(7:30 a.m.–6 p.m.)



Thank You!


