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Hyatt Regency Huntington Beach Resort & Spa

THURSDAY MAY 8, 2025
2PM — 5:30PM
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President & CEOQ,
Visit Huntington Beach




THANK YOU TO OUR SPEAKERS

* Caroline Beteta - President &
CEOQO, Visit California

* Cindy Decker - Vice President,
Americas, Tourism Economics

* Tommy Martinez - Senior Client
Partner, Destinations,
TripAdvisor

» Coach Karch Kiraly - U.S. Men's
National Volleyball Team




THANK YOU TO OUR SPONSORS

i NEWPORT
nOble BEACH

HUNTINGTONBEACH

StUdiOS SAEIFORNIA Chamber of Commerce Northstq r*

MEETINGS GROUP

R . :
mme%[t)lArY\gs %S & Tripadvisor
REPUBLIC

] LA’s Very Own

O DATAFY Niad

Coffey Media Connections




THANK YOU TO OUR
VISIT HUNTINGTON BEACH BOARD

VISIT

e HUNTINGTON BEACH

SURF CITY USA®

EXECUTIVE COMMITTEE BOARD OF DIRECTORS

e Justin Simpson e Brett Barnes e Tim McGrath

e Paulette Fischer e Meg Bernardo o Kristi McKnight

e Paul Maddison e Christopher DeGuzman e Brian Smith

e Janis Mantini e Vipe Desai e Dean Torrence

e Jon Benson e Duke Dufresne e Peter "'PT" Townend
e Jennifer Williams e Jeff Holson e Marisa Unvert

e Todd Szilagyi e Debbie Killey e John Villa

e Sheik Sattaur e Dawn McCormack
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DESTINATION JOURNEY

Success in the destination brand space
doesn't happen overnight.

 VHB Brand Refresh
 VHB Website Relaunch

« HB Collection Launch




DESTINATION JOURNEY

COVID Pandemic

* Research & Insights




DESTINATION JOURNEY

COVID Pandemic

* Research & Insights
« Reinforced the Surf City USA® Brand
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COVID Pandemic

* Research & Insights
« Reinforced the Surf City USA® Brand
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DESTINATION JOURNEY

COVID Pandemic

* Research & Insights
« Reinforced the Surf City USA® Brand

» Targeted "Block & Tackle" Marketing
Campaigns

 Increased Familiarization Tours H

» Special Events Q %‘Z




VISION - OUT

A welcoming,
beach-infused
community that
inspires the stoke
of optimism in every
visitor and resident.

IMPERATIVES

VISION - IN

VHB is an effective
destination leader
representing the combined
visitor industry and
community partnership in
the brand development,
marketing and sales of the

Surf City USA® experience.

INITIATIVES

2023-2026 STRATEGIC PLAN

MISSION

Visit Huntington Beach

supports and advocates
for the economic vitality
and quality of life for our

Huntington Beach community

through inspirational
destination marketing and
brand management.

VALUES

VHB embodies a
community-focused
spirit of service that is
proactive and strategic.

REPUTATION

The Huntington Beach
experience is:

* Inspirational

» Authentic

» Friendly

* Fun

POSITION

Huntington Beach rises above its
competitive set destinations, offering
unique value to visitors seeking:

« Beach and Beyond Experience

+ Beachfront Hotels

« Downtown Experience

+ Accessibility

Drive Global
Brand Awareness

* Issue RFP for creative agency of record

e Leverage the World Cup and LA28 to expand global destination

brand awareness

e Secure year-round signature sporting and city-wide events
« Efficiently leverage brand partnerships to increase Huntington Beach's
global brand awareness

Enhance the
Destination
Experience

e Enhance partnership with the City, Downtown BID and other

entities to enhance the Beach & Beyond experience

¢ Develop outreach and education to enhance customer service
for all visitors, including international and accessible communities

« Facilitate the creation of new bookable product
» Improve connectivity throughout Huntington Beach

Champion the
Value of Tourism

e Utilize VHB Board to act as tourism ambassadors

e Cultivate our advocacy relationship with the City

< Articulate the quality-of-life enhancements tourism brings to Huntington Beach

residents

« Develop and implement partner and resident sentiment outreach and evaluation

program

Prioritize
Organizational
Effectiveness
and Culture

e TBID modification approved

« Develop stakeholder engagement plan (Board, City, DBID,

Ambassadors and Chamber)
« Improve and maintain overall processes based on

culture survey results

« Develop and deploy customer satisfaction survey

VISIT
HUNTINGTON BEACH

SURF CITY USA®°
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THE HOUSE OF SURF CITY USA®

TEAM  SURFCITVUSK
SURFA  UNCCYERED
USA

VISIT
HUNTINGTON BEACH

SURF CITY USA°®

VISIT
' HUNTINGTON BEAGH

CALIFORNIA

A SURF CITY USA®
¥ GIFT SHOP




2024 ECONOMIC IMPACT HIGHLIGHTS

2,341, 36%

NON-OC RESIDENT VISITORS WERE FIRST-TIMERS

4.4%* 64%

INCREASE OVER THE LAST YEAR ~ WERE REPEAT VISITORS
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THEY CAME FROM... AND THEY

|0S ANGELES, §%‘%“a”ﬁﬁfﬂm
PHOENIX, VEGAS, s
DENVER. NEW YORK @




2024 ECONOMIC IMPACT HIGHLIGHTS

/l 9,004

MILLION IN'LOGAL TAX JOBS SUSTAINED DIRECTLY
REVENUES GENERATED BY TOURISM IN B
BY TOURISM IN HB

TOURISM IS NOW THE 6™ LARGEST EMPLOYMENT SEGTOR IN OUR CITY.
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SURF CITY USA
BARREL TRAIL

BEER, WINE, AND SPIRITS TOUR

YOUR PERSONAL PASSPORT T0 600D TASTE IN HUNTINGTON BEACH

VISIT
HUNTINGTON BEACH

SURF| CITY USA®

HUNTINGTON
BEACH

SURF CITY USA®







HUNTINGTON BEACGH’S FUTURE STATE OF PLAY

» Dedicated TBID resources through 2028
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HUNTINGTON BEACGH’S FUTURE STATE OF PLAY

» Dedicated TBID resources through 2028
* A bold new strategic plan in 2026

 Pre-LA28 collaborations with HB
and OC partners as we prepare to
welcome the world

* New collaborations with existing and new
special events during shoulder season




SURF CITY USA®

L R ——

CALIFORNIA

UNPLUG AND UNWIND
AT OUR TOP SPAS

Planning the Perfect Day Trip

2025 SURF CITY USA° o e to Huntington Beach
FOODIE AWARD WINNERS " , drop your bags and head out on'a - - : By Joshua Noble on Jun. 12,2024

ed family day in Huntington Beach!

Sitting between the bustling cities of Los Angeles, San Diego, and th e scenicand
Y = coastalviews, making it a fantastic spot fora short“day-cation Whether youire a family. a couple, o a group o rends, there's something
DISCOVER THE ¥ yoy. Let foryour perfect day trip to Surf City USAt
INTERNATIONAL WHERETO STAY + Amaland paking
* Hyatt Regency Huntington Beach Resort & Spa * Enlaving the Beach
suRFING MusEUM o Three outdoor pool areas * Lunchtime
o Children’s water playground * Enjoying the Rest of Your Day,
= - >t o Complimentary beach amenities + Experiencing the Perfect HB Sunset
o Afull slate of recreation activities from June through Labor Day, including Mermaid Magic, Cosmic + Need Dinner Before Heading Home?

FINDYOUR
 PERFECTBEACH

g

Slides, Dive-In Movies, and more
* The Waterfront Beach Resort, a Hilton Hotel
o Two outdoor pool areas Arrival and quking Back to Top of List
o Waterslides
o Bicycle, surrey, boogie board, and beach gear rentals
« Paséa Hotel & Spa
o Ninth Island Pool
o Beach toy rentals
* Kimpton Shorebreak Resort
o Giant chess and Jenga games in the outdoor courtyard
o 40-foot climbing wall for ages 12+ in the fitness center
o Nightly Fireside Smores
o Complimentary boogie boards, sand toys, and more

SURF LESSONS IN SURF CITY USA®

* Surf Lessons - Get the quintessential Surf City USA® experience by taking a surf lesson while in
Huntington Beach.
o There are numerous accredited surf schools to choose from all along the 10 miles of coastline,
and they welcome surfers of all skill levels and all ages.
= Corky Carroll's Surf School: (714) 969-3959
= OC Surf Coaching: (714) 745-8492
= Clint Carroll Surf School: (949) 355-7285

of lan Parking y from beachfront
o Local tip: Surf lessons are better in the morning. Don't worry, wetsuits and boards are provided for you! Our favorite spots are near Downtown and the HB Pier ensuring you don't have to walk far to start your adventure.

1

SURFCITYUSA.COM Enjoying the Beach sackwempertit

VISIT
HUNTINGTON BEACH

2025/26 Official Visitors Guide | SurfCityUSA.com SURF. CITYSUSA®



Insider knowledge | [& S C A PE

“ItswhatI call the Times
Square of surfing retail”

Discover California’s home of surfing through the eyes of an Aussie ex-pro surfer
turned International Surfing Museum executive director

PETER TOWNEND -

HUNTINGTON BEACH

MUSEUM EXECUTIVE
DIRECTOR

My favourite destination
inAmericais...

Huntington Beach because it truly is Surf
City USA®. The iconic Huntington Beach
Pier and consistent waves make it a former
professional surfer’s dream.

V1. TELEOLZONOW

e

The best thing about
Huntington Beachiis ...
it’s a beautiful, laid-back beach city with a
longstanding surf culture, and it reminds
me of my original hometown of
Coolangatta, Queensland.

I've lived here for ...

over 45 years. I married a girl from
Huntington Beach, and there was also a
business opportunity here for me that
couldn’t pass up as I wrapped up my
professional surfing career.

The most unique thing
about Huntingtoniis ...
the pier and 16km of beach, the most of
any city in California. The beaches are
wide and you can hire a bicycle and ride
9km from the pier to Newport Beach Pier.

If you visit, surfat ...
Huntington Beach Pier if you're an
experienced surfer with a high level of
ability. For a less crowded spot, there are
plenty of good waves to the north or south
of the pier, and sometimes you can find a

peak to yourself. If you need torent a
board, you have what I call “the Times
Square of surfing retail” - two giant surf
shops, Huntington Surf & Sport and Jack’s
Surfboards, at the entrance to the pier.

If you’re with kids visit ...
one of the many kid-friendly surf schools
located along the beaches. They can join
group lessons or have a private lesson, and
wetsuits and boards are included.

After asurf,lhead to ...
The Sugar Shack Cafe on Main St, owned
by a local surfing family. I always order the
egg dishes and pancakes.

For abeer,goto...

Duke’s at the foot of the pier because it has
the best ocean views. My other favourite
local hangout is G's Boat House, it’s like
the Cheers bar of Huntington Beach.

The suburb is perfect...

for everyone because you can make it your
own. Whether you are a surfer or just want
to spend time relaxing by the beach, you
can have a great time here.

Huntington beach pier and beach Southern
California, and, above, the Sugar Shack Cafe
on Main St.

You'llwant to stay at ...
one of the hotels overlooking the awesome
beach and ocean. The Hyatt Regency
Huntington Beach Resort and Spa, Paséa
Hotel & Spa, The Waterfront Beach
Resort, or Kimpton Shorebreak are all
great choices. Out of the four, the Kimpton
is a boutique hotel located in the heart of
downtown that overlooks the pier. Or, if
you're looking for a budget-friendly
option, there are plenty of other hotel
properties located up Beach Boulevard.

The best time to visit is ...
midwinter, to enjoy the mild weather and
still spend time outdoors, and surf in the
winter months. Summers are great too but
can get more crowded.

A tour you should do ...

is the Historical Downtown Walking Tour
offered by Visit Huntington Beach. You'll
walk through Surf City USA’s downtown
and learn about landmarks. The tour ends
with a beer at The Longboard Restaurant
& Pub on Main St.

Don’tmiss...

Huntington Beach International Surfing
Museum. The current exhibit on display is
Duke’s Dream Came True: Surfing’s Road
to the Olympics, which has 18 artists’
original work, along with 16 panels
showecasing the history of Duke
Kahanamoku and his dream of expanding
the sport of surfing.

The locals are very ...
welcoming to out-of-towners. We have a
couple of big international events annually
for the World Surf League and the
International Surfing Association, so we
are used to welcoming athletes and fans
from all over the world.

You should pack ...
boardshorts and bikinis for the beach
because the sun shines all year long. If
you need to buy some, our local surf
shops have a fantastic selection from
classic brands.

DECEMBER 7-8, 2024 SYDNEY WEEKEND 21
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Skiing and surfing in California: Can
you hit both slopes and waves in the
same weekend?

HUNTINGTON BEACH’S FUTURE STATE OF PLAY
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The Sunset
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HUNTINGTON BEACGH’S FUTURE STATE OF PLAY

New Advertising Agency Partner



HUNTINGTON BEACGH’S FUTURE STATE OF PLAY

New Advertising Agency Partner
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Omark A. Holmes

MBA, CDME




L/

[/
Cindy Decker |

\y

4
‘\



& TOURISM

i ECONOMICS

AN OXFORD ECONOMICS COMPANY

Drivers and
Roadblocks for Travel

Where do we go from here?

Cindy Decker| Senior Client Relationships & Insights, Tourism Economics |
cdecker@oxfordeconomies.com



State of the Economy



Jobs growth rose in April, even after downward revisions

US: Nonfarm payroll employment

000s . : :
600 - I Downward revision from first estimate
B Upward revision from first estimate
I First estimate of monthly change
500 7 3-month moving average change
400 ~

300

200

100

May24 Jun24 Jul24 Aug24 Sep24 Oct24 Nov24 Dec24 Jan25 Feb25 Mar25 Apr25

Source: Oxford Economics/BLS/Haver Analytics



Unemployment remains at 4.2%

US: U-3 unemployment rate
%

16
14 A

12

Layoffs are low...

10
But those seeking work are finding it
8 - harder to secure jobs.
6 -
o 5.0%

4 4.6% 2019 range o 4.4% Apr:

3.4% P 3.5% 4.2%
2 I I | I I I

1965 1975 1985 1995 2005 2015 2025

Source: Oxford Economics/Haver Analytics



Federal employment declined again, more weakness to come

US: Federal employment

Thousands
3050 -

3000 ~

2950 - The federal hiring freeze and federal
layoffs will result in a net decline of

2900 200,000 federal workers this year.

2850

2800

2750 rrrrrrrrrrrrrrrrrrrr1r 117171 17T 17T 1 171717 17T 17T T 7T T T T T TTTTTTTTTTTTT
2021 2022 2023 2024 2025

Source: Oxford Economics/Haver Analytics



Inflation fell to 2.4% in March

US: Consumer Prices

Percent y/y
LN —Qverall + 2.4%
g _ —Core CPI +2.8%
-Fed Target +2.0%

6 s
> L MU \Wai ‘_erh,.lﬂ‘J&J* 1

{ W WD/V ¥
O -
-2 -
_4 T | T T | | | | | | | | I I I I T | T

86 88 90 92 94 96 98 00 02 04 06 08 10 12 14 16 18 20 22 24

Source: Oxford Economics/Bureau of Labor Statistics
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Trade-weighted tariff rate highest in since 1880s

US: Effective tariff rate —History

% —Pre-election baseline
50 1 ‘Nov. - Jan. baseline
45 —Feb. baseline
—Mar. baseline
407 60% tariffs on China & 10% tariffs on ROW
=SS G ol 37% - if paused tariffs return
35 —April 2 tariffs
—— 0 - 0 4
30 - 145% on China + 10% rest of world l\_} 30% - currently
o L : :
- 145% China + Full April 2 tariffs (likely to fall slightly with some
B decoupling from China, and new deals)
20 ~
15 = i
10 “_
B [
O T T T T T T T T T T T T T T T T T 1

1850 1870 1890 1910 1930 1950 1970 1990 2010 2030

Source: Oxford Economics



Tariffs pose risk to inflation and supply chains

US: PCE index for goods excluding food and energy

2017=100
104 -
—Select tariffed products*
103 -=Other products
102
101 - *Motor vehicle parts, furniture, carpets &
other floor coverings, major household
100 A appliances, sports & recreational
vehicles, & household supplies
99 -
98 -
«—Start of US-China trade war
97 ! I
2017 2018 2019

Source: Oxford Economics

US core inflation to rise to 4.5%

Building factories here has pros and
cons:

e Shield us from tariffs but will take
years to build.

« Add jobs but US production has
higher input costs than other
countries, meaning higher prices.

 Be made in America but requires
significant tech advancements



Some goods will experience large price hikes

US: Potential tariff impact on consumer prices

Total
Pharma. Products
Auto parts
Jewelry

Sports and rec. vehicles M Direct M Indirect
Sporting equipment
Furniture
Video & IT equipment
Personal care products
Homeware
Clothing
New motor vehicles
Therapeutic equipment
Luggage
Phone equipment
Musical instruments
Household appliances

| ] I ] I I |
0% 2% 4% 6% 8% 10%  12%

Increase in consumer prices
Source: Oxford Economics



Inflation expectations have skyrocketed

US: Michigan consumer inflation expectations

%
7.0

6.5 —1-yr inflation expectations

6.0 —5 to 10-yr inflation expectations
5.5 -
50 -

4.5
40

3.5 +
3.0 - WA

BENSN WY ~

2.0 T T T T T T T T T T T T T T T

2018 2019 2020 2021 2022 2023 2024 2025

Source: Oxford Economics/University of Michigan




Consumer more downbeat

US: Michigan consumer sentiment

Z-score

2.0

1.5

1.0

05 ~

0.0

-0.5

-1.0

-1.5

-2.0

-2.5

-3.0

—Expectations —Current conditions Headline

i f m |
.ﬁ ,'*I, W\/ / |\
A

J) | || 1

| | [ |

w\ \
| |

2010 2012 2014 2016 2018 2020 2022 2024

Source: Oxford Economics/University of Michigan

The drop in sentiment due to
the turbulence in the stock
market, fear over economy,
impact on jobs, and tariffs.

Consumers likely to frontload
or delay purchases, resulting
in a period of weakness into H2.



Economic growth will slow markedly in 2025

US Real GDP

$ annualized

2.9%

2023

Source: Oxford Economics

2.8%

2024

2025

1.6%

2026

2.6%

2027

The economy is vulnerable and has little
margin for error.

Un-pausing reciprocal tariffs will plunge the
US into a recession.

Unemployment rises to 4.8% this year

The economy will improve next year,
supported by tax cuts/extensions and the
fading effects of tariffs on inflation and real
disposable income.
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Travel




Air travel is holding up

US Air Passenger Volume

% of 2019 level

120%

100%

80%

60%

40% |

20%

0%
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Income growth will sustain some spending growth

US: AHE total vs production & nonsupervisory

% yly

9.0

8.0

7.0

6.0

5,0

4.0

3.0

2.0

1.0

0.0

—Average hourly earnings - total private
—Average hourly earnings - production & nonsupervisory

Mar:
3.9%

Mar:
3.8%

I

T T T T I I I I I

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Source: Oxford Economics/Bureau of Labor Statistics

Higher inflation will weigh on
real disposable incomes

Mar: 2.4% Inflation



Balance sheets strong

Consumer debt service payments Household net worth
As percent of disposable personal income In trillions, real
$164T
7% $160
6% $120

5.5%

5%

$80
4%
$40
05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24
Note: Quarterly data through 2024Q3. Consumer deb service payments ratio is ratio of total required Note: 2023 dollars. Quarterly data through 2024Q3. Net worth of households and nonprofit organizations. Measures

household debt payment to disposable income, Source: Federal Reserve, NBER housing and financial assets, minus liabilities. Source: Federal Reserve, NBER
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(Base: All respondents, 1,200+ completed surveys each wave in 2021. 4,000+ completed surveys each wave in 2022-2025.)
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MMGY’s recent survey reveals weakening environment

* 4% drop in travel intentions over the next 12 months compared to mid-February study

* In the next six to 12 months, 80% of U.S. consumers say their travel behavior will change as a result of
the recent financial news.

* 33% say they will travel closer to home

« 24% say they will change to a less expensive mode of transportation

« 22% say they will change their length of stay

« 29% say they will change from an international destination to a domestic destination

Over half (53%) of U.S. consumers believe that American travelers will be less welcome in other
countries as a result of the recent tariff policy decisions.

MMGY Flash survey fielded April 3-5
https://mmgyintel.com/u-s-travelers-undeterred-by-tariffs-and-recession-talk/
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Business travel intentions strong

Planning Business Travel Within the Next 6 Months
% of American Consumers
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Business uncertainty poses a major risk

US: NFIB small business uncertainty

Index
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Source: Oxford Economics/NFIB



Weaker corporate investment will impact business travel

US: Change in Oxford Economics April baseline
% difference from March baseline

2 -
—Business equipment investment ==Consumption

T

-10 4

g -
2025 2026 2027 2028 2029

Source: Oxford Economics

Capital spending and hiring by firms is
held back by trade policy uncertainty,
higher interest rates, and higher
prices.

Tariffs are particularly harmful for small
businesses as they attempt to manage
their cashflow.

Budget cuts likely to curtail
government employee travel.
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Visitor sentiment toward the US is falling

Strained relationships over policies and proclamations:
* Trade war and rhetoric

Fear Factor:
* Deportations, detainments and associated travel warnings

(+ Potential expanded travel ban in the wings)



CBP data show a steep slide

Inbound screened passengers
Percent change in average pax over 28 days vs same 28 days last year
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Effects are already evident

Overseas visitor arrivals to the US

Year-over-year change

30% A

25.4%

25%

20%

15%

10%

5%

0%

-5%

-10%

-11.6%

-15% -
Mar-24 Mav-24 Jul-24 Sep-24 Nov-24 Jan-25 Mar-25

Source: National Travel and Tourism Office



Particularly in Canada

Canadian-resident US return trips (leading indicator)

Year-over-year change

30% -

HlLand W Air

20%

10%

0%

-10%

-20%

-30%
-31.9%

-40% -
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Source: Statistics Canada



Forward bookings point to steeper declines

Air bookings as of February 2025 to the US, by month
Year-over-year % change (bookings in February 25)

B Canada to US

5% 1% % Restof world to Us “We've already started the
o) — o

O O/o B process of reducing

-5% 4% capacity with a big drop in
-10% oo 8% Canadian traffic into the
-15% US.”
20%  17% 7% 18% 7% 18%
25y 299 United Airlines earnings call

° 24% (March 11, 2025, edited for
-30% brevity)
Apr-25 May-25 Jun-25 Jul-25 Aug-25 Sep-25 Apr-Sept
Source: OAG

Bookings on U.S.-bound routes down about 10% amid tariff

backlash: Air Canada

Mar 31, 2025 Updated Mar 31, 2025




Further strengthening in US dollar reduces affordability

Forecast comparison: US dollar
Exchange rate index (historical average=100)

130

2025 Q1:

120 121.8

110

100 /\/\

90
80
70 Oct '24 — Feb '25 Historical average (2010 to 2024)
60
2010 2012 2014 2016 2018 2020 2022 2024 2026

Note: The exchange rate index shows the value of the domestic currency relative to a trade-weighted basket of foreign currencies. The
index is calculated on a real basis, adjusting for differentials in price inflation between countries. Periods in which the index is above its
historical average (2010 to 2024) represent periods in which the domestic currency is relatively stronger than it has been historically.
Source: Oxford Economics, Haver Analytics

The current forecast anticipates a
US dollar that is 6% stronger than
in the pre-election forecast.

The dollar is now approximately
22% stronger than its recent
historical average (2010 to 2024 ).

Making the US a more expensive
destination.



«~-Which alone will constrain the Canadian market

Canada's exchange rate (inverted) vs arrivals to US
Year-over-year growth

e Fxchange Rate (inverted) — e Arrivals to US

20.0%
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Q1Q2Q0304010203040Q0102030401020304Q102030401020304010203040102030401020304Q010203040102030401 Q020304

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Source: Oxford Economics/Haver Analytics, NTTO, Tourism Economics



Losses are expected to be widespread

US inbound arrivals growth by key source region, 2025
% y-y growth
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US inbound arrivals recovery delayed to 2029

US inbound arrivals
Visits, mns
120

100 =

80

60

40

e Dec-24 update

20
e \ar-25 update

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

»
»

Recovery delayed to

Source: Tourism Economics 2029

In December, we forecasted
inbound arrivals would recover
by 2026.

Our latest estimate suggests
this will occur in 2029.
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Drivers @NA Roadblocks

Domestic Leisure

+ Real income growth

+ Solid balance sheets

+ Tax cut extensions

- Tariff effects on prices

- Tariff effects on income

- Economic policy uncertainty
- Softening labor market

& TOURISM ECONOMICS

Domestic Business International

+ Tax cut extensions + Pent up demand

- Tariff effects + Upcoming events

- Immigration restrictions - Dollar strength

- Travel sentiment
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Air Travel to SNA is still strong, but slowing

AIR PASSENGER

TSA THROUGHPUT, % OF 2019 LEVEL

HSNA W LAX m California
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CBP data show a steep slide for LAX

Inbound screened passengers at LAX (Interntaional Terminal)
Percent change in average pax over 28 days vs same 28 days last year
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Huntington Beach, CA Market, % recovered vs same period in 2019 (index, 2019

Hotel Room Average Daily Rates (ADR) & Demand
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Hotel Demand trends are leveling, while rates hold
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Competitive markets trending similarly this quarter

Year-over-Year % Change in Demand

Huntington Dana Point, Laguna Beach, Monterey, Newport Beach, Santa Monica,
Beach, CA CA CA CA CA CA

Oct-24 -3.2% 8.6% - 2.7% 2.3% 1.4%
Nov-24 -1.1% 6.9% - 1.6% 1.0% 2.2%
Dec-24 -5.6% -0.2% - 3.3% -1.2% 1.5%
Jan-25 9.5% -1.3% 6.3% - 12.4% -5.9%

Feb-25 -1.1% 4.8% 2.3% 3.3% 7.0% 4.0%

Mar-25 -2.8% -2.2% -1.8% 1.9% 5.5% -4.4%

Conrce: STR



While holding more rate

Year-over-Year % Change in ADR

Huntington Dana Point, Laguna Beach, Monterey, Newport Beach, Santa Monica,
Beach, CA CA CA CA CA CA

Oct-24 6.0% -0.9% 7.1% -3.9% 4.4% -4.4%

Nov-24 -1.1% 3.2% 3.8% 0.5%

Dec-24 0.6% 7.9% 2.5% 3.3% -0.2%
Jan-25 -1.2% 8.5% 5.1% 12.4% 4.7%
Feb-25 4.0% 2.1% 9.7% -2.8% 2.1% 2.0%
Mar-25 -4.8% -4.6% 0.0% -0.6% 0.4%

Source: STR



Select Service Properties affecting market ADR

HOTEL TYPE PERFORMANCE

HUNTINGTON BEACH, CA HOTELS YTD MARCH 2025

B Demand MWADR HRevPAR

1%
0%

0%

§

2
®

HUNTINGTON BEACH, CA FULL SERVICE HUNTINGTON BEACH, CA LIMITED SERVICE

Source: STR, Inc



Lodging Trends still increasing in STR

Lodging Demand Trends

Hotel and Short Term Rental Demand % Change
W Hotel Demand % Chg B STVR Demand % Chg

60%
50%

40%

30%
20%
10%

0%

-10%

-20%
Jan-24 Feb-24 Mar-24 Apr-24 May-24 Jun-24 Jul-24 Aug-24  Sep-24  Oct-24  Nov-24 Dec-24 Jan-25 Feb-25 Mar-25

Source: STR, Inc & KeyData



Aggregated lodging demand is down

LODGING DEMAND CHANGES

HUNTINGTON BEACH AGGREGATED SHORTTERM RENTALS AND HOTEL

—— (23 e—024 e—025

JAN FEB

Source: STR, Inc & KeyData

MAR

APR

MAY

JUN

JUL

AUG

OCT

NOV

Hotel Demand YTD
March +1.4% vs
2024

Short Term lodging
YTD March -29.6%
vs 2024



Hotels make up over 80% of the lodging revenues

Lodging Revenue & Contribution
Hotels: Huntington Beach, CA; KeyData: Vacation Area - Huntington Beach

B 2ogregate Revenue Short Term Rental Share

Aggregated Revenues
+0.2% vs 2024

$31.0M
510.0M
18%
18%
18% @ 17% 17% @ 17% 19% 17% W 16% B 18%
$0.0M

Source: STR, Inc & KeyData

$20.0M

Mar-24
Apr-24
May-24
Jun-24
Jul-24
ALg-24
Sep-24
Oct-24
Mav-24
Dec-24
Jan-25
Feb-25
Mar-25



The best thing about travel?
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A hew
generation
of travelers
has entered
the chat.
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By 2030...

Gen Z and Millennials
are projected to
represent

4 )

48%

of global spend

- J

Source: FinTech Global

<

These generations are
influential, powerful, and key to
growing your brand.

4
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Together they:

(drive consumer trends>

<c1re early qdopters>

<prioritize brand quthenticity>

With increasing amounts of spending
power, it's crucial to understand Gen Z
and Millennial preferences, behaviors,
& motivations.

Utilizing these insights, Tripadvisor can
help tailor your marketing strategy to
make more of an impact.




(570)

Why trust Tripadvisor?

These users make up more than half of our audience.

~150M

Tripadvisor Millennial and Gen Z
users guided per month

61%

of Tripadvisor users are
Gen Z or Millennials

\_

38% Millennials

23% GenZ

Source: GWI, Q3 2024; Similarweb, Q3 2024
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Leveraging Tripadvisor’'s proprietary research,

here’'s what we know about them.

Receptive & ready
to try new things

Environmentally
conscious

Value cultural
immersion

Always sharing
their experiences
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Tripadvisor Gen Z & Millennial travelers are...

more open to trying new products
and receptive to brands.

38% more likely* 51% more likely* to
to be the first to buy brands they
try new things see advertised
and they do their

research before they buy

60% research a product online before
buying, 21% more likely * than the average.

Source: GWI, Q2 2024
*than the average Gen Z and Millennial internet user




Tripadvisor Gen Z & Millennial travelers are...

more likely to use.social
media to fuel their
wanderlust.

Our audience is even more social-focused than the
average. They are 32% more likely* to follow content
creators or other experts on social media.

than Boomers & Gen X...

for their destination to go to social to turn to social
choice to beinfluenced media for travel media content
by social media (145%) guidance (200%) creators (233%)

Source: Travel Through Life 2024; GWI, Q2 2024; Tripadvisor Winter Travel Beats Report 10/2024,

N=4,850; AU, FR, JP, SG, UK, US
*than the average Gen Z and Millennial internet user




Tripadvisor Gen Z & Millennial travelers are...
even more open and excited
about hew experiences.

more likely to consider themselves

open minded

more likely to be interested in other
cultures/countries

more likely to explore the world

Source: GWI, Q2 2024
(oo *than the average Gen Z and Millennial internet user




Tripadvisor Gen Z & Millennial travelers are...

more likely than other
generations to plan ahead.

more likely to have booked or plan to book any
on-trip activities in advance*

They are _ to book or plan to book

restaurant reservations in advance of their trip*

Source: Tripadvisor Winter Travel Beats Report 10/2024, N=4,850; AU, FR, JP, SG, UK, US
*than the older generations




- N

Tripadvisor Gen Z & Millennial travelers are... Wha-l-’s your summer
more likely to make travel style?

p u rc h u ses | n p re p a ra t I O n Of Take the quiz for your trend-inspired packing guide

t h e I r‘ t r a V e | Packing for your getaway? Find which of summer's trends suit you and your destination.
* Take this quick quiz to see your custom Stitch Fix TSA (Travel Style Advisor) packing list,

and start planning for your most fashionable summer yet.

Thinking ahead to their travel plans over the next year,
they are more likely to purchase across all categories
than older generations (Boomers & Gen X), most

Take the quiz

notably...
Sports equipment 105%
Electronics 83%
Luggage 72%
Makeup 70%
Entertainment 67%

Source: Tripadvisor Winter Travel Beats Report 10/2024, N=4,850; AU, FR, JP, SG, UK, US




Tripadvisor Gen Z & Millennial travelers are...

more socially &
environmentally T

conscious than the &7 Best of the Best Destinations
average.

( World v ) @ itions ) (ﬁ Culture Doninotiom) ((3 Honeymoon Deﬂinotions)

Sustainable Destinations - World

For eco-conscious trovellers, the below winners stand out for thelr commitments to sustoinabiity os measured by
various inputs from our data portners ot Global Destination Sustainability Movement and internal Tripadvisor doto

INDEX INDEX points, including destinations where Tripodvisor users were most iikely to be found discussing sustoinability in positive
reviews

Want bronds to be eCO_ Want brqnds to be The Trovellers’ Choice Awards Best of the Best title ¢ 3tes the highost level of excellence in travel, It's oworded 1«
friendlly socially responsible month peri. Out fcur § mlon aings fewer han T Ootvev (s mlestons.

]32 INDEX ]83 INDEX

Want brands to support Buy products/services to
local suppliers access the community
built around them

Source: GWI, Q2 2024, Global; compared to the average gen z and millennial internet user
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Tripadvisor Gen Z & Millennial travelers...
put more value on
experiences & seek
cultural immersion.

They are more inclined to spend on experiences over
products compared to their generational peers. They
actively seek unigue, meaningful travel adventures that
allow them to immerse themselves and live like a local.

84% 79%

Prefer off-the-beaten-path Say that they would love to partake
destinations in aday in the life of locals in the
destination they are visiting

Source: GWI 2024, Global; Thrillest, Hopper Media Center




Tripadvisor Gen Z & Millennial travelers are...

more likely to prioritize
personal wellness.

50% more likely* to 26% more likely* to be
enjoy spa/retreat interested in personal
centric vacations healthcare

With self-care in mind, 61% of Gen Z and
Millennial travelers prioritize making travel
plans that focus on personal wellness.

Source: Travel Perk; GWI, Q2 2024
*than the average Gen Z and Millennial internet user

116



(570)

Tripadvisor Gen Z & Millennial travelers are...

more likely to share their
experiences.

lo) more likely* to have written a review of a
7 2 /0 product/service online in the last week

o) more likely* to cite sharing their opinion as an
2 4 /0 important reason for using the internet

o more likely* to tell friends and family about new
3 8 /o products

Source: GWI Q2 20624, Global
*than the average Gen Z and Millennial internet user
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When targeting the
Gen Z & Millennial travelers

specifically here are some things
tokeep in mind...




They travel more than
other generations

-

35%

Expects to take more trips this year than last year

30% f

20%
19%

GERIZIGHEEA more

likely than Boomers
and Gen X

more likely than
Boomers and Gen X

Slightly more or many
more trips over the next
12 months

o

Source: Travel Through Life 2024
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They prefer beaches
and urban destinations

-

Ideal vacation spots for Gen Z and Millennials in the next year

64, 65% ©Genz  Milennials
48%
42%
36% 36%
R 35% 35%
35% 35% 34

33% .

32% 33%
. . . a0

Coastal Urban Mountain Rural Cultural Lakefronts Protected Desert
beaches metropolises ranges countrysides  heritage natural areas terrains
sites (national

parks, etc.)

\_

Source: Travel Through Life 2024
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Gen Z and Millennials
prefer hotels over other
accommodations

4 )
Where will you stay on your
trips in the next year?

20/ 22/ 179,
16% °

Hotel Vacation  With a friend Bed & Campsite
rental or family breakfast

N /

Source: Travel Through Life 2024




How these generations differentiate
themselves across the travel journey

<On-trip [ Post trip)

-

It’s all about the visuals.

-

Activities are top of mind.

\

-

More likely to book or
plan to book in advance.

~

( Experiencing )

Immerse themselves in
culture and splurge on
experiences.

=

~

Unafraid to inspire FOMO.

agree that a top motivation
for traveling in 2023 was to
visit a destination because
it looks great in photos/
videos - 25% more than
older generations.

~50%

of Gen Z and Millennials
are planning 3-5 activities
for their next trip.

Source: American Express 2023 Global Travel Trends; Travel Through Life,

more likely to book on-trip
activities in advance of their
trip (67% vs 42% older age
groups)

Twice as likely to book
restaurants in advance of
their trip (50% vs 25% older

age groups)

more likely to splurge onin-
destination paid activities.

69% more likely than older
generations to splurge on
events & 79% would love to
partake in a day in the life of
locals.

say they love to post digital
content about their travels
on social media.

165% more likely to always
or often share their travel
experiences on social
media compared to older
generations.

2024; Tripadvisor Winter Travel Beats Report 10/2024, N=4,8%; AU, FR, JP, SG, UK, US




These generations
are redefining the
travel landscape.

Focused on authenticity,
sustainability, and personalization in
their experiences, Gen Z and
Millennials are influencing and
reshaping how the industry markets
destinations, products, & services.




Tripadvisor’'s Gen Z &
Millennial audience
amplifies these
consumer-centric
behaviors, making our
platform the perfect
place to connect
with them.
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SURF CITY USA® INDUSTRY
LEADER AWARD

The Surf City USA® Industry Leader
Award recognizes a leader at a
visitor-serving business who has
made a meaningful impact on the
Huntington Beach visitor industry.




SURF CITY USA® INDUSTRY
LEADER AWARD

o Hayley Barg, Culture & Engagement Manager at
The Waterfront Beach Resort

o Victoria Davis, General Manager at HB Limo Services

o Matthew Shipp, Assistant Director of Food &
Beverage at the Hyatt Regency Huntington Beach
Resort & Spa



SURF CITY USA® INDUSTRY
LEADER AWARD WINNER

Hayley Barg
Culture & Engagement Manager at
The Waterfront Beach Resort
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VISION IN

VHB is an effective leader representing the
combined visitor industry and community
partnership in the brand development,

marketing and sales of the Surf City USA®
H

QVA

= ﬁ

experience.



VISION OUT

A welcoming, beach-infused community that
inspires the stoke of optimism in every

resident and visitor.

QVA

S&f




THANK YOU!

Please join us outside to
enjoy a coastal reception!
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