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Visit Temecula Valley (VTV) is a non-profit 501 c(6) funded by the Temecula Valley Tourism Business Improvement District,  Pechanga, City of Temecula, Wine Country Tourism Marketing District and a 
membership of over 230 tourism-related businesses.

VTV is the destination sales and marketing organization of the Temecula Valley.  Our purpose is to stimulate economic growth and tourism in the Temecula Valley region by developing and marketing the 
destination to all travel markets.  Our mission, as the tourism experts in the Temecula Valley, is to run an effective business that increases awareness and visitation.  We do this by measuring the tourism trips and  
spend in the Temecula Valley.

Our 2021 Board of Directors was comprised of tourism business owners and professionals.  The Directors have the willingness and experience to serve the community beyond the scope of their demanding work 
schedules and businesses.

VTV STAFF

President & CEO
Kimberly Adams  
Chief Operations Officer
Leigh Jensen
Senior Public Relations Director
Annette Brown
Director of Creative & Brand
Matt Morey
Director of Digital Marketing
Ricky Casillas

Partner Services Manager
Michelle Lindsey
Customer Service Specialists
Pam Greenway
Pamela Locascio
Leann Anderson
Claire Rahn
Contracted Support
Nigro & Nigro, PC
ARK Marketing & Media Solutions
Greenhaus

BOARD OF DIRECTORS 

Executive Committee
Chairman of the Board 
Bill Wilson, Wilson Creek Winery
1st Vice Chairman 
Karl Kruger, South Coast Winery Resort & Spa
1st Vice Chairman-TID 
Ken Westmyer, Quality Inn
2nd Vice Chairman 
Spencer Szczygiel, Temecula Valley Winery 
Management
Treasurer 
Cherise Manning, A Grape Escape Balloon Adventures
Secretary 
Melody Brunsting, Melody’s Ad Works

Directors
Katherine Bailey, Bailey & Associate
Christina Belvedere, Embassy Suites
Pamela Bradley, Springhill Suites by Marriott
Krista Chaich, Temecula Valley Winegrowers 
Association
BJ Fazeli, Fazeli Cellars
Michael Feeley, Temecula Creek Inn
Chris Johnson, Home2Suites
John Kelliher, Grape line Wine Tours
Curt Kucera, Refuge Brewery
Jeffrey Kurtz, Promenade Temecula
Annette Nielsen, Events by Annette
Jan Smith, Inland Management Group
Ken Smith, Galway Downs
Bill Steinkirchner, Stone Church Brewing
Sean Vasquez, Pechanga Development Corporation
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Presidents 2021 Message:

The 2021 year started off with a +Presidents 2020 Message:

The 2021 year has been a year our full recovery effort finishing November with a +19.1 increase in occupancy revenue up over +70% increase from 2020. Average daily rate has grown to 
$143.07% up +30.2 %.

With nine straight months our growth we are ending the year in a great growth position with strong revenue, strong occupancy. The Temecula Valley travel industry is on its way back 
and we are incredibly optimists for 2022. 

Our staff and board members remained focused on our Strategic Goals completing the third year of our three-year Strategic Plan. Our major accomplishment in 2021 was our summer 
launch of our “LIVE GLASS FULL” creative brand campaign showcasing our new proposition statement for a WINE + Destination Messaging, new video assets showcasing our community 
of Makers & Mavericks which includes new fresh digital, social media, a fresh new public relations content.   

Another completed Strategic initiative was the renewal of the Wine County Lodging District with an expanded map to include all the unincorporated areas of Temecula Valley. This 
expansion allowed Visit Temecula Valley to garner over 400 new lodging partners, this has allowed us to provide additional lodging inventory to meet the growing demand for overnight 
visitation. In 2021 the Short-Term lodging Industry will generate over $51M a 33.9 % increase over 2020.   

Our State, County and City are still impacted by the devastating COVID-19 pandemic, as we struggle with workforce and in partnership with the Chamber and Workforce development 
Visit Temecula has been working to support our industry in job opening communication and fulfillment.

As our mission to inspire travel and keep our destination top of mind, we continue to stay vigilant in push for a full recovery, I am personally proud of our organization’s leadership 
through the toughest years of our lifetime. 

• We continue to be a united voice for our industry, secured relief measures throughout the year, with the CARES Act and now the American Act. Securing $1 Million for our regional 
efforts.

• We continue to communicate our industrywide through the required health and safety guidance aligns with the CDC, as well as educated everyone to consider the important social 
responsibility we all have when traveling—such as wearing a mask.

• We continued to connect through educational webinars, as well as shared our experiences and best practices during several hybrid meetings and events we safely held throughout 
the year. 

• We continue to unite our industry with our member partners, non-profits, City and County as we all worked together to advance our shared objectives growing our Tourism 
Community responsibly. 

• Throughout another year, we have proven our incredible resilience as a strong partner and tourism destination, our combined strength and commitment to staying united. We are 
grateful to work with the city and honored to be your partner and humble to be part of this extraordinary community.  We are committed to coming back better, we will keep 
building our tourism industry, stay innovative, support our partners and workforce. And we will continue to be a driving force in strong local economy in 2022. 

Sincerely,
Kimberly Adams
President & CEO
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Current 
(2021)

Previous
(2020)

Press Releases 16 30
Media FAMs 3 4
Press Trips 11 33
Coverage Received 122 108
Coverage Impressions 4,305,258,326 2,014,417,615
Coverage Value $88,108,246 $43,417,062

"Here, raise a glass to these spectacular outdoor experiences that you can 
have at wineries." - Forbes

"One day is simply not enough to experience the maximum relaxation 
visitors can achieve in Temecula..." - Los Angeles Times

"...this one in particular has come a long way in the past decade...." -
PureWow

"Take a hot air balloon ride, tour wineries by sidecar, and shop one-of-a-
kind boutiques in the underrated California city." Travel + Leisure

"...the vineyards in Temecula Valley have established a reputation over the 
last decade for producing fantastic Bordeaux and Rhone varietals, as well as 
those from Spain, Italy, and Portugal." - Thrillist

"Temecula is quickly becoming a trendy Southern California wine 
destination." - AvantStay

"...the people are proud of their community and of what they do, which is 
genuinely refreshing. This is a small town with big visions." - Food Wine 
Travel

122 Stories - 4.5 Billion Impressions - $88 Million Value
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WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT
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HOTEL WEBSITE REFERRALS
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BOOK DIRECT Q1 Report 
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BOOK DIRECT Q2 Report 
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BOOK DIRECT Q3 Report 
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VISITOR INFORMATION - QR CODE SCANS
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SOCIA MEDIA REPORT

In 2021, we received over 12 million impressions, 
264k engagements, and 55K direct clicks to our 
website. Instagram and Tiktok continue to 
outperform our other platforms, as they focus on 
short-form vertical video. On Instagram, some of 
our top posts had organic impressions in the 30k 
range with many of these posts featuring our 
beautiful landscapes and views. We have been 
using past post data from previous years to see 
what types of posts perform best on our feed.

This year, we also began promoting on AMP 
stories in partnership with Visit California 
through our Crowdriff Story Network. We are 
slowly starting to get more exposure on the 
platform as our feeds start pulling into Google 
search algorithms. We will continue creating 
content for this platform since we hope to target 
users who are already searching for us on search 
engines.

Our Live Glass Full video campaign, launched in 
August, has done well organically. We will 
continue to push this on our story feeds during 
the first half of the new year. Our Live Glass Full 
hashtag has surpassed 1,000 tags, and we hoping 
to increase this number as we get into 2022.



JANUARY 2021 BOARD REPORT
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group sales
2021 January Performance & Activity Report

2021 sales leads are slowly starting to come in mostly with 
summer to fall dates. VTV continues to directly pass  
inquiries on to hotel partners with  large meeting space 
availability; partnering with TCI and South Coast. 
We are waiting on new meeting standard for safety 
however other states are currently supporting meeting.   
Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and 

guidelines from CA Health Department.
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public relations  earned 
2021 January Performance & Activity Report

Media/PR Stats Current (2021)

Articles Generated 7

Total Members Featured 29

Contacts Added 2

Expenses/In-Kind Expenses In-kind

Total 0 $560

Publications with 
Articles

Total Publications # w/at least 1 Article %

Total 664 149 22

2021 Counts by Medium # of Articles Total Circulation Total Value

Blog

Digital Influence

Magazine

Newspaper 3 175,400 $4,535

Online 4 4,080,822 not 
available

Radio

Television

Total 7 4,256,222 $4,535

Top 10 Publications with 
Most Articles

# of Articles

Temecula Valley News 2

VisitCalifornia.com 2

Temecula Patch 1

The Valley Business 
Journal

1

Travel Awaits 1

The focus this month during the lockdown was up keeping webpages 
updated and members informed. We promoted takeout and shopping via 
press releases and media pitches. Once lodging, dining, and some activities 
were reopened we immediate switched gears to hotel packages, Valentine's 
Day, outdoor dining, and outdoor activities.

Public Relations worked with Brand U.S.A. to create Visit Temecula Valley 
webpages on their soon to be launched updated website.

Surveys were sent to the wineries, restaurants, hotels, and transportation 
companies asking to learn what they are doing, and their most urgent 
promotion needs.

PR also assisted the marketing department with creating Takeout signs for 
the hotels, updating marketing assets, regional campaign efforts, and the 
new brand campaign.



Visit Temecula Valley | Performance & Activity Report [PUBLIC RELATIONS - EARNED]    PAGE 8

2021 January Performance & Activity Report

public relations  earned 
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brand marketing
2021 January Performance & Activity Report

In January we released the “Sights & Sounds of 
Temecula Valley” video. This was created for use by 
Brand USA, but also our social channels. The video 
features footage from some of our amazing members 
including Robert Renzoni Vineyards, BOTTAIA 
Winery, Pechanga Resort Casino, Wiens Brewing Co. 
and more. Things to do include Hot Air Ballooning 
and Old Town to name a few. The imagery coupled 
with the sound design create an experience to entice 
new and old visitors to come experience Temecula 
Valley. 

To help promote our local restaurants during the 
lockdown we created imagery to make it easy for 
everyone staying in Temecula Valley to find takeout 
from our members.
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2021 January Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 January Performance & Activity Report

marketing  owned  
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2021 January Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  



2021 January Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 January Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 January Performance & Activity Report

marketing   paid  
ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 January Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.
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2021 January Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES/POSTS

During the month of January, we focused on promoting the Shop Local and Order Takeout pages featured on our website. Our promotions on 
social media continued to be story based due to the Stay-At-Home Order. We focused on using local hashtags and targeting our existing fan 
base instead of seeking out new audiences. Specials we featured on our social media feeds were also cross promoted on our website galleries. 
We geotagged and added call-to-action links to our imagery to increase referral traffic to member websites. Members have been encouraged to 
submit their content through our Crowdriff collector link to add any specials or promotions they would like featured on our website. Visit 
California uses the Crowdriff platform as well, so having more member generated photos and videos will be very important in the next few 
months: https://upload.crowdriff.com/visittemeculavalleymembers

This month we also updated our Month of Romance microsite to include Valentine’s Day specials and room offers (which both became 
available with our transition into the Purple Tier). Although most businesses will be open for overnight stays and outdoor dining, we will continue 
to promote online shopping and takeout for fans who do not feel comfortable traveling yet. As things continue to improve, we will continue to 
focus on hotel packages and unique experiences to feature on our website. Video content on Instagram Reels and Tiktok performed well in 
late summer and fall, so we will continue to capture more content to post as we transition into spring. 

https://www.visittemeculavalley.com/shop-local/
https://www.visittemeculavalley.com/restaurants/takeout/
https://upload.crowdriff.com/visittemeculavalleymembers


partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals
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occupancy
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AIRDNA REPORT

occupancy
2021 February Performance & Activity Report
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finance
2021 February Performance & Activity Report
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group sales
2021 February Performance & Activity Report

2021 & 2022 sales leads are slowly starting to come in for  
late summer 2021 and spring 2022 VTV continues to 
directly pass inquiries on to hotel partners who have   
large meeting space availability.   TCI, South Coast and  
Pechanga are only excepting small wedding blocks and 
looking at August for potential meeting dates, our limited-
service partners take small group inquiries. 

We are waiting on new meeting standard for safety 
however other states are currently supporting meeting.   
Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and 

guidelines from CA Health Department.
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public relations  earned 
2021 February Performance & Activity Report

Filming Real Housewives of Beverly Hills took place in wine country, the air 
date is TBA. Several webpages were updated based on web traffic. 
Collaborated with Brand USA to create new content for a Temecula Valley 
page on their website for their upcoming launch. Surveyed hotels to 
request their top priorities to be discussed in April Sales Committee 
meeting. Provided content for two group tour companies that will feature 
Temecula Valley: Saga Holidays, Tour America. Created a press release 
featuring what is new and distributed. Attended SoCal DMO PR meeting 
and VCA PR Committee meeting.

Current 
(February 2021)

Previous
(January 2021) % Change

Articles Generated 11 8 38%

Contacts Added 1 1 0%

Media Events 2 0 0

Total Members 
Featured 35 29 21%

Active Contacts 2,421 N/A N/A

Total Publications # of Publications with Article %

671 156 23%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 1 45,000 0

Digital Influencer 1 16,834 0

Magazine 1 41,857 3,495

Newspaper 2 7,662,374 165,000

Online 5 1,012,664,280 20,299,818

Television 1 11,000,000 242,000

Total 11 1,031,430,345 20,710,313

FEBRUARY COUNTS 2021 BY MEDIUM

Type
Expenses Inkind

February 2021 2021 YTD February 2021 2021 YTD

--- $0.00 $0.00 $700.00 $700.00

Total $0.00 $0.00 $700.00 $700.00

FEBRUARY COUNTS 2021 BY MEDIUM

Publication Name Article Count

Temecula Valley News 3
VisitCalifornia.com 3
ABC 7 Los Angeles 1
Deccan Herald 1
Inland Empire Magazine 1
MSN 1
Palm Desert Patch 1
Pure Wow 1
San Francisco Examiner 1
sanfranciscoexaminer.com 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 3

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 1 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 1 1
Hosted Press Trips - International 0 0
Coverage Received 11 19
Coverage Impressions 1,031,430,345 1,035,686,567
Coverage Value 20,710,313 20,714,848
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2021 February Performance & Activity Report

public relations  earned Press Trip
Danielle Bauter
Freelancer Travel Writer
Story about Pechanga 
for Fodor's about the 
safety at casinos. Also 
pitching other outlets about 
her experience in 
Temecula.

16,834 Likes
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brand marketing
2021 February Performance & Activity Report
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2021 February Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 February Performance & Activity Report

marketing  owned  
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2021 February Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  



2021 February Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 February Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 February Performance & Activity Report

marketing   paid  
ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 February Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.
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2021 February Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES/POSTS

In the month of February, we promoted our Month of Romance Campaign. We created a dedicated Crowdriff gallery to promote specials 
available throughout the month. Each image was geo-tagged and given a call-to-action link. In addition to the galleries, we also had our specials 
listed in text format for users that may. Several of our hotel partners also had Month of Romance packages that we were able to add to the gallery. 
Many of these packages were only available during the month of February, but we were able to replace them with packages that are available all
year long. 

This month we also received training to set up our California Now Travel Stories platform. This platforms allows use our own or use user-
generated content to create compelling imagery in a story-style narrative across websites to be discovered by Google mobile search. The stories 
will also be posted on Visit California’s website.  We will continue to work with partners so they can submit as much content to us to have it 
available for any future stories. 

In March, we will begin focusing on spring experiences and hotel packages – and making sure we are referring website visitors to our hotels page as 
much as possible. We will continue doing featured Instagram stories for our lodging partners.



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



March 2021 BOARD REPORT
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occupancy
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2021 March Performance & Activity Report
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finance
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group sales
2021 March Performance & Activity Report

As the state slowly opens up sales leads continue to slowly 
come in for small meetings and future 2022 planning. 
VTV continues to directly pass inquiries on to hotel partners 
and keeping strong communication with planners.

As of March our industry has had no CDC direction on 
meeting standard for safety. New standers will be out Mid to 
late April. 

Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and 

guidelines from CA Health Department.

Incoming Leads
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public relations  earned 
2021 March Performance & Activity Report

There was a significant increase in media attention this month. Several 
press trip requests, media questions, and image requests for potential 
coverage in the near future. Three press releases were distributed: Top 10 
Reasons for a Temecula Valley Southern California Wine Country Getaway 
this Spring, Temecula Valley Chefs Share Spring Recipes, New Ways to 
Tour & Taste in Temecula Valley Southern California Wine Country. I also 
attended Visit California PR Committee online and worked on upcoming 
brand launch. Industry Alerts were also sent out on an as needed basis and 
several media pitches for the spring season were created and distributed. 

Current 
(March 2021)

Previous
(February 2021) % Change

Articles Generated 10 11 -9%

Contacts Added 8 1 700%

Media Events 1 2 -50%

Total Members 
Featured 79 35 126%

Active Contacts 2,4,16 2,421 -21%

Total Publications # of Publications with Article %

670 159 24%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 1 42,000,000 562,500

Digital Influencer 0 0 0

Magazine 0 0 0

Newspaper 1 57,700 1,720

Online 8 1,157,495,520 20,696,130

Broadcast 0 0 0

Total 10 1,157,593,220 20,697,850

MARCH COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

March 2021 2021 YTD March 2021 2021 YTD

--- $0.00 $0.00 $664.00 $1,364.00

Total $0.00 $0.00 $664.00 $1,364.00

MARCH COUNTS 2021 BY MEDIUM

Publication Name Article Count

Patch Syndication 4
Temecula Valley News 4
Visit California 2
MSN 1
ABC 7 Los Angeles 1
AvantStay.com 1
Decan Herald 1
Inland Empire Magazine 1
Palm Desert Patch 1
Pure Wow 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 3 6

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 1 2
Hosted Press Trips - International 0 0
Coverage Received 10 29
Coverage Impressions 1,157,593,220 2,193,279,787
Coverage Value 20,697,850 41,412,698
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2021 March Performance & Activity Report

public relations  earned 

16,834 Likes

Press Trip
Denise Shriedel
Freelancer Travel Writer
Laguna Living Magazine
Article to publish in April 
issue. The story is about 
what to expect when 
traveling to Temecula 
Valley. 
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brand marketing
2021 March Performance & Activity Report

In March, we were excited to go back to some of 
our footage shot in March of 2020 but was never 
able to be used. Introducing a brand-new 
Temecula Taste Bud episode featuring Cork | Fire 
Kitchen at Temecula Creek Inn. This episode 
featured the garden on premise and their Chilled 
Wild Gulf Prawns dish.

Spring has officially sprung, and we were busy in 
March putting the final touches on all our spring 
creative including a new springtime video on the Visit 
Temecula Valley website.
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2021 March Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 March Performance & Activity Report

marketing  owned  
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2021 March Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  



2021 March Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 March Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 March Performance & Activity Report
SUPPORT MEDIA/WEBSITE – QR CODE SCANS

marketing  owned  
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2021 March Performance & Activity Report

marketing   paid  
ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 March Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.
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2021 March Performance & Activity Report

marketing   paid  BOOK DIRECT ENGAGEMENT REPORT
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2021 March Performance & Activity Report

marketing   paid  
BOOK DIRECT SEARCH AND ADD-ON SUMMARY



2021 March Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES & POSTS

In the month of March, we promoted spring specials, new hotel packages, and new places to discover. Our Instagram reels and Instagram posts featured 
beautiful spring blooms, outdoor experiences, transportation, and dining. Our Facebook and Twitter feeds have been used to share partner content 
directly to help them extend their reach and engagement. We are still cross promoting our reels on TikTok and we have now reached 3,000 followers on 
the platform. Some of our partners are also posting incredible content on TikTok and Reels and we have been cross promoting their videos as well.

On Instagram, we created 4 new Instagram Guides to help promote our partners: New Ways To Tour & Taste, Breweries & Distilleries, and New 
Openings in Time for A Spring Vacation, and Top 10 Reasons For A Spring Getaway. Since its possible to link directly to the guides on Instagram, 
we also embedded them on our website. These guides are useful because we can tag partners in the stories and lists, and we can reshare the guides on 
our story feed. 

We continue to focus on story-based content, and we have been using special templates to help promote our seasonal pages and our lodging partners. 
Templates have been created for almost all the hotels, and the stories will be linking to hotel website listings. For the rest of the season, we will focus on 
promoting hotel packages. Hotel searches and referrals are still up and we want to keep this trend going.

hotel features (stories)
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instagram guides

hotel packages



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



April 2021 BOARD REPORT
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occupancy
2021 April Performance & Activity Report

STR REPORT
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AIRDNA REPORT

occupancy
2021 April Performance & Activity Report
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finance
2021 April Performance & Activity Report
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group sales
2021 April Performance & Activity Report

The CDC provided guidelines for the meeting industry with attendee 
requirements currently limited to groups under 100 attendees. The Governor 
of California  indicated June 15th the State would reopen and the Meeting’ s 
Industry would open Oct 1st to full operations with new guidance.  

Our community partners are still slow to bring back workforce due to labor 
challenges as a result of unemployment benefits not ending until September 
30th.  Leads are slowing down due to other States opening as California is 
still closed with strict meeting guidelines. Cal Travel has executed a Meeting 
Coalition to put pressure on the Governor with Temecula Valley Partnership-
due to lost meeting jobs and business.  

VTV continues to directly pass inquiries on to hotel partners and keeping 
strong communication with planners.
Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and guidelines from CA 

Health Department.

Incoming Leads
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public relations  earned 
2021 April Performance & Activity Report

VTV participated in a getaway prize contest with The Travel Mom which 
notably increased our Instagram followers and provided a lot of online 
engagement. A Mother’s Day press release was created and spring 
continued to be promoted. I also had two phone interviews for meeting 
magazines. In addition to supporting the marketing and sales departments, 
I attended the Regional Leadership Tourism Meeting for the Inland Empire. 

Current 
(April 2021)

Previous
(March 2021) % Change

Articles Generated 6 17 -40%

Contacts Added 3 8 -63%

Media Events 4 1 -50%

Total Members 
Featured 79 35 300%

Active Contacts 2,417 N/A N/A

Total Publications # of Publications with Article %

673 161 24%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 1,728,412 1,579

Digital Influencer 0 0 0

Magazine 0 0 0

Newspaper 1 57,700 1,720

Online 5 851,915,200 20,564,000

Broadcast 0 0 0

Total 6 1,157,593,220 20,620,567,299

MARCH COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

April 2021 2021 YTD April 2021 2021 YTD

--- $30.00 $30.00 $450.00 $1,814.00

Total $30.00 $30.00 $450.00 $1,814.00

APRIL COUNTS 2021 BY MEDIUM

Publication Name Article Count

Patch Syndication 4
Temecula Valley News 4
MSN 3
VisitCalifornia.com 3
PureWow 2
The Travel Mom 2
ABC7 Los Angeles 1
AvantStay.com 1
Decan Herald 1
Inland Empire Magazine 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 8

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 3 2
Hosted Press Trips - International 0 0
Coverage Received 10 29
Coverage Impressions 1,157,593,220 2,193,279,787
Coverage Value 20,697,850 41,412,698
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public relations  earned 

16,834 Likes

Press Trip
Kathleen Messmer
Freelance
Food Wine & Travel

Press Trip
Emily Kaufman
“The Travel Mom”

She is on assignment for 
FWT Magazine and 
Revology. Her story will 
focus on spouse winery 
teams. 

In addition to a story on 
her blog site, she did a 
trip giveaway, a FB live 
stream, and several IG 
posts.

2021 April Performance & Activity Report

Best Wine Tour 
Company (2020)
Best Wine Tour Company: 
Grapeline Wine Tours wins 
reader vote. 
Explore California Wine 
Country with this winning 
company. 

1. GRAPELINE WINE TOURS
Temecula, Calif. 
Grapeline Wine Tours offers 
both group and private tours of 
some of California’s top wine 
regions, including Napa Valley, 
Paso Robles, Santa Barbara, 
Sonoma Valley and Temecula. 
Classic Wine Adventures 
include tastings at three area 
wineries, as well as a behind-
the-scenes vintner’s tour, while 
a Vineyard Picnic Tour takes 
guests to four wineries and 
includes a catered picnic lunch. 
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brand marketing
2021 April Performance & Activity Report

In April we were busy putting together all creative 
for Craft Brew Month which launched in May. 
Along with small signage and website changes we 
also put together social media stories, guides and 
posts promoting all the breweries in the area. The 
focus of Craft Brew Month is to promote brewery 
awareness and visitation.
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2021 April Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 April Performance & Activity Report

marketing  owned  
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2021 April Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  



2021 April Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 April Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 April Performance & Activity Report

marketing   paid  
ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 April Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.



Visit Temecula Valley | Performance & Activity Report [MARKETING - PAID]    PAGE 17

2021 April Performance & Activity Report

marketing   paid  BOOK DIRECT ENGAGEMENT REPORT



2021 April Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES & POSTS

In the month of April, we continued to promote our wine, dining, and lodging specials on our spring page. We focused on featuring outdoor experiences: 
horseback riding, e-biking, spa experiences, farmers markets, and dining. We also posted on #NationalBeerDay to kick off Craft Brew Month happening 
next month. One of our most popular posts this month was a gallery of images showcasing several locations in Old Town. This post received 1,105 likes 
and it received several positive comments. 

Our fans love seeing several locations in a single post, and this is why we are planning to create more Instagram Guides. They make it easy to share for us 
to share information with out fans and they help us give our partner’s more exposure on social media. The specials we feed onto our website come from 
our partner posts, so making sure our partners use the hashtag #visittemeculain their posts will be very important for any future seasonal campaigns. This 
month we also created 7 new Instagram Reels/Tiktoks to showcase the beauty of spring and a couple of unique shopping and outdoor experiences. We 
will continue to showcase new spots or reposting content from our partners who are creating their own videos. 

instagram guides
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short form video content

story feed examples (facebook and Instagram)



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



May 2021 BOARD REPORT
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occupancy
2021 April & May Performance & Activity ReportSTR REPORT – April 2021

STR REPORT – Week of May 30,2021
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AIRDNA REPORT

occupancy
2021 April Performance & Activity Report
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finance
2021 May Performance & Activity Report
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group sales
2021 May Performance & Activity Report

The Governor of California  has given guidelines for the June 15th the State 
would reopen and the Meeting’ s Industry would open Oct 1st to full 
operations with new guidance.  

Our community partners are still slow to bring back workforce due to labor 
challenges as a result of unemployment benefits not ending until September 
30th.  Leads are slowing down due to other States opening as California is 
still closed with strict meeting guidelines. Cal Travel has executed a Meeting 
Coalition to put pressure on the Governor with Temecula Valley Partnership-
due to lost meeting jobs and business.  

VTV continues to directly pass inquiries on to hotel partners and keeping 
strong communication with planners.
Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and guidelines from CA 

Health Department.
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public relations  earned 
2021 May Performance & Activity Report

I  had two phone interviews for meetings magazines Smart Meetings and 
Meetings Today. Some of the activities included two press trips, bi-weekly 
City COVID meetings, Visitor Guide copywriting, and Greenhaus meetings 
regarding VTV branding. 

We also completed our Regional Travel Recovery campaign with radio ads on 
two stations: KFROG and KCBS. 

Current 
(May 2021)

Previous
(April 2021) % Change

Articles Generated 4 6 -33%

Contacts Added 0 3 -100%

Media Events 3 4 -25%

Total Members 
Featured 31 7 343%

Active Contacts 2,418 N/A N/A

Total Publications # of Publications with Article %

675 163 24%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 0 0

Digital Influencer 0 0 0

Magazine 1 2,000,000 5,000

Newspaper 2 268,535 11,814

Online 1 2,300,000 5,000

Broadcast 0 0 0

Total 6 1,157,593,220 21,814

MAY COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

May 2021 2021 YTD May 2021 2021 YTD

--- $0.00 $30.00 $1,900.00 $3,714.00

Total $0.00 $30.00 $1,900.00 $3,714.00

PR EXPENSES/INKIND

Publication Name Article Count

Patch Syndication 4
Temecula Valley News 4
MSN 3
VisitCalifornia.com 3
PureWow 2
The Travel Mom 2
ABC7 Los Angeles 1
AvantStay.com 1
Decan Herald 1
Inland Empire Magazine 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 9

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 3 5
Hosted Press Trips - International 0 0
Coverage Received 4 33
Coverage Impressions 4,568,535 3,051,549,635
Coverage Value 2,016,814 63,996,811
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public relations  earned 

16,834 Likes

Press Trip
Jim Farber
Freelance
Creator’s Syndicate

Press Trip
Ken Powell
KCAA Radio

He was on assignment to 
write about how 
businesses overcame 
COVID impacts. 

He did radio interviews 
with winemaker Justin 
Knight of Masia de la 
Vinya and Danza Del Sol 
and Devin Parr. 

2021 May Performance & Activity Report

Press Trip
Linda Milks
Freelance

In addition to freelance 
she has her own website
- toastingfoodwinetravel
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brand marketing
2021 May Performance & Activity Report

May marked a huge push to our rebranding efforts 
including going through logo revisions, location 
scouting and more. It was a great pleasure to get 
back out and meet a ton of our members and 
explore Temecula Valley through new eyes. June 
will start the content gathering including a large-
scale film/photo shoot.
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2021 May Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 May Performance & Activity Report

marketing  owned  
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2021 May Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  



2021 May Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 May Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 May Performance & Activity Report

marketing   paid  
ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 May Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.
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2021 May Performance & Activity Report

marketing   paid  BOOK DIRECT ENGAGEMENT REPORT



2021 May Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES & POSTS

In the month of May we launched our Craft Brew Month campaign to help support our local breweries. During the first few days of the month, we 
launched dedicated stories that showcased each brewery. The call to action was our Craft Brew Month landing page which included specials and offers. 
We also reposted several Instagram stories based on feed posts being published by the breweries. Since Instagram guides are starting to gain popularity, 
we also felt it would be nice to feature all the breweries on there as well. This guide was added to our website as well, and each feature included a link 
back to their Instagram profile. We also published the same dedicated stories mention above to the California Now dedicated story feed that is published 
on the Visit California landing page for Temecula Valley and the Inland Empire. 

Other forms of promotion included: Dedicated table tent stands with QR codes, a Google Beer Map (Which received over 2000+ views), dedicated 
shout-out to Craft Brew Month in our Instagram profile, dedicated links to IG for each brewery on our website, Link tree promotion for our Craft Brew 
Month landing page, dedicated website popups, Facebook carousel callout in our digital advertising., Google ads extension callout. 
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website Instagram feed

visit california story feed
dedicated stories

facebook ad promotion
gifphy feed



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



June 2021 BOARD REPORT
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occupancy
2021 May & June Performance & Activity ReportSTR REPORT – May 2021

STR REPORT – Week of June 27,2021
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AIRDNA REPORT

occupancy
2021 May Performance & Activity Report
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finance
2021 June Performance & Activity Report
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group sales
2021 June Performance & Activity Report

The Governor of California has given guidelines for the Meeting’ s Industry 
would open Oct 1st to full operations with new guidance.  

Our community partners are still slow to bring back workforce due to labor 
challenges as a result of unemployment benefits not ending until September 
30th.  Leads are slowing down due to other States opening as California is 
still closed with strict meeting guidelines. Cal Travel has executed a Meeting 
Coalition to put pressure on the Governor with Temecula Valley Partnership-
due to lost meeting jobs and business.  

VTV continues to directly pass inquiries on to hotel partners and keeping 
strong communication with planners.
Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and guidelines from CA 

Health Department.
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public relations earned
2021 June Performance & Activity Report

Brand USA published the webpage on their site for Visit Temecula Valley –

visittheusa.com/destination/temecula-valley. VTV and the marketing agency

Greenhaus spent five days filming. VTV PR met with PR/Marketing contacts

that are members to discuss PR initiatives in regard to the brand launch. PR

also supported the marketing department with brand and campaign

development as well as other marketing tasks.

Current 
(June 2021)

Previous
(May 2021) % Change

Articles Generated 6 4 50%
Contacts Added 3 0 0
Media Events 1 3 -67%
Total Members 
Featured 35 31 13%

Active Contacts 2,444 N/A N/A

Total Publications # of Publications with Article %

681 166 24%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 1 N/A N/A

Digital Influencer 0 0 0

Magazine 2 156,188 $16,770

Newspaper 0 0 0

Online 2 14,500,000 $314,500

Broadcast 1 82,000 N/A

Total 6 14,738,188 $331,270

JUNE COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

June 2021 2021 YTD June 2021 2021 YTD

--- $0.00 $30.00 $315.00 $4,029.00

Total $0.00 $30.00 $315.00 $4,029.00

PR EXPENSES/INKIND

Publication Name Article Count

Patch Syndication 5
Temecula Valley News 4
MSN 3
VisitCalifornia.com 3
PureWow 2
The Travel Mom 2
360 Magazine 1
ABC 7 Los Angeles 1
AvantStay.com 1
California Now 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 10

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 1 8
Hosted Press Trips - International 0 0
Coverage Received 6 39
Coverage Impressions 14,738,188 3,066,287,823
Coverage Value $331,270 $64,328,081



Visit Temecula Valley | Performance & Activity Report [PUBLIC RELATIONS - EARNED]    PAGE 8

public relations  earned 

16,834 Likes

2021 June Performance & Activity Report

Press Trip
Michelle Stansbury
Freelance

She writes for Locale 
Magazine, Edible San 
Diego, San Diego 
Magazine, Marie Claire.
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brand marketing
2021 June Performance & Activity Report

June was huge for Visit Temecula Valley as we 
spent a lot of time out in the field capturing new 
assets for the brand launch. While there is still 
much to do to make the proposed launch date, we 
are eagerly awaiting the day to share everything 
with our community.
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2021 June Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 June Performance & Activity Report

marketing  owned  
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2021 June Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  



2021 June Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 June Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 June Performance & Activity Report

marketing   paid  

ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 June Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.
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2021 June Performance & Activity Report

marketing   paid  BOOK DIRECT ENGAGEMENT REPORT
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2021 June Performance & Activity Report

marketing   paid  
BOOK DIRECT Q2 PERFORMANCE SUMMARY



2021 June Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES & POSTS

In the month of June, we focused on featuring unique summer experiences in Temecula Valley. Our fans really love poolside scenes and vineyard views, 
so we have been curating a lot of content being posted by our partners. In June we also helped promote the Old Town Music Festival. We helped push 
ticket sales before the event and then engaged with social posts coming from visitors and performers. We received a lot of positive comments, so that 
was good to see. We continue to post new Instagram Reels and TikTok videos since this seems to be the future of both platforms. We are cross 
promoting these videos on Facebook and Trip Advisor since these platforms do not support this type of content yet. In July, we will be publishing 
another Instagram Guide for the top things to do during the summer. These guides have been helpful, and they allow us to feature our partners on IG and 
Facebook stories. One of our main goals this month moving forward will be to focus on social media platforms that lead to more website visits and site 
duration. Last month, we made several updates to our Pinterest account, and right now it’s the second social media channel bringing in the most traffic 
after Facebook. We are starting to post more regularly on our main feed and hope to focus on that for the remainder of next month. We continue to tag 
@visitca in all our posts, and they always comment and support on our posts. 
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partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



July 2021 BOARD REPORT
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occupancy
2021 June & July Performance & Activity ReportSTR REPORT – June 2021

STR REPORT – Week of July 25,2021
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AIRDNA REPORT

occupancy
2021 June Performance & Activity Report
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finance
2021 July Performance & Activity Report
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group sales
2021 July Performance & Activity Report

Temecula Valley is starting to see an increase in lead and meeting bookings 
unfortunately challenges remain with workforce, timing on school opening 
and the unemployment benefits continuing through September. 
California continue to see Florida and Las Vegas win most meeting/group 
business due to less restricted state requirements. Planners are eager to book 
2022 where our hotel partners are being selective based on service levels 
required and property capacity.
California is still more restrictive, the property is putting the ownership on the 
planners and may require Negative Test Verification, Record Retention for out 
break tracking and all non vaccinated attendees must wear mask, planners are 
reporting meeting attendance is down by 25%. Zoom hybrid meetings are a 
common requested which has its limits due to technology requirements and 
lack of infostructure. VTV continues to directly pass inquiries on to hotel 
partners and keeping strong communication with planners.
Ways we are advocating for lodging:
• Providing weekly update through our industry alerts.
• Educating lodging partners on updated orders and guidelines from CA 

Health Department.
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public relations earned
2021 July Performance & Activity Report

PR also supported the marketing department with brand and campaign

development as well as other marketing tasks. USA Today nominated

Temecula Valley as a 10Best Readers’ Choice. They chose 20 wine regions

across the United States to compete for the top 10. After a four-week poll,

we finished in 4th place.

Current 
(July 2021)

Previous
(June 2021) % Change

Articles Generated 6 6 -17%
Contacts Added 24 3 700
Media Events 0 1 -100%
Total Members 
Featured 54 35 54%

Active Contacts 2,445 N/A N/A

Total Publications # of Publications with Article %

681 167 25%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 N/A N/A

Digital Influencer 0 0 0

Magazine 1 30,000 $1,500

Newspaper 0 0 0

Online 4 58,310,000 $57,860

Broadcast 1 82,000 N/A

Total 5 58,340,000 $59,360

JULY COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

July 2021 2021 YTD July 2021 2021 YTD

--- $0.00 $0.00 $120.00 $3,714.00

Total $0.00 $0.00 $120.00 $3,834.00

PR EXPENSES/INKIND

Publication Name Article Count

Patch Syndication 5
Temecula Valley News 4
MSN 3
VisitCalifornia.com 3
PureWow 2
The Travel Mom 2
360 Magazine 1
ABC 7 Los Angeles 1
AvantStay.com 1
California Now 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 2 12

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 1 8
Hosted Press Trips - International 0 0
Coverage Received 5 44
Coverage Impressions 58,340,000 3,124,627,823
Coverage Value $59,360 $64,387,441
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public relations  earned 

16,834 Likes

2021 July Performance & Activity Report
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brand marketing
2021 June Performance & Activity Report

With our launch date approaching rapidly, we 
spent most of July behind the scenes working on 
the rebrand rollout. On top of all this work, we also 
were able to get out in the field a few times to 
increase our ever-growing library for new brand 
content that will be used for future advertising.
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2021 July Performance & Activity Report

marketing  owned  
WEBSITE TRAFFIC
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SOCIAL MEDIA MASTER REPORT 2021 July Performance & Activity Report

marketing  owned  
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2021 July Performance & Activity Report

WEBSITE HOTEL REFFERALS

marketing  owned  
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2021 July Performance & Activity Report

marketing   paid  BOOK DIRECT ENGAGEMENT REPORT



2021 July Performance & Activity Report
VISITOR INFORMATION – QR CODE SCANS

marketing  owned  
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2021 July Performance & Activity Report
SUPPORT LOCAL TAKEOUT – QR CODE SCANS

marketing  owned  
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2021 July Performance & Activity Report

marketing   paid  

ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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2021 July Performance & Activity Report

marketing   paid  

ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.



2021 July Performance & Activity Report

marketing  brand  
SOCIAL MEDIA STORIES & POSTS

In the month of July, we focused on posting short-form video on Reels and Tiktok to showcase our destination. Our Sprout Social analytic reports and 
native platform statistics show video is favored in the algorithm. We will continue to take advantage of short-term video this month and next month until 
new features are added on each platform. A lot of our members are experimenting with video as well, and we have been able to curate a lot of their 
content on our feed. 

Our latest Instagram Guide published showcases the “Top 10 Things To Do This Summer”. This list includes tags for each of our partners, and it has been 
shared on our story feed several times. A lot of fans have sent us direct messages saying these little guides are very helpful before a trip. We will continue 
creating new guides, and we hope to design one that helps promote midweek travel. We expect to have this up sometime in September as we get closer 
to Wine Month. 

As we move closer to our brand launch, we will continue to curate more member content on our feed until we can release new digital assets
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partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



August 2021 BOARD REPORT
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STR REPORT – July 2021

OCCUPANCY

STR REPORT – Week of August 28,2021

2021 August Performance & Activity Report
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AIRDNA REPORT

OCCUPANCY
2021 August Performance & Activity Report
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FINANCE
2021 August Performance & Activity Report
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PR also supported the marketing department with brand and campaign

development as well as other marketing tasks. USA Today nominated

Temecula Valley as a 10Best Readers’ Choice. They chose 20 wine regions

across the United States to compete for the top 10. After a four-week poll,

we finished in 4th place.

Current 
(August 2021)

Previous
(July 2021) % Change

Articles Generated 5 6 -17%
Contacts Added 0 24 -100
Media Events 1 0 0%
Total Members 
Featured 12 54 -78%

Active Contacts 2,448 N/A N/A

Total Publications # of Publications with Article %

683 168 25%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 N/A N/A

Digital Influencer 0 0 0

Magazine 0 0 $1,500

Newspaper 0 0 0

Online 2 143,600,000 $3,159200

Broadcast 0 0 N/A

Total 5 58,340,000 $59,360

AUGUST COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

August 2021 2021 YTD August 2021 2021 YTD

--- $0.00 $0.00 $0.00 $3,714.00

Total $0.00 $0.00 $0.00 $3,714.00

PR EXPENSES/INKIND

Publication Name Article Count

Patch Syndication 6
Temecula Valley News 4
MSN 3
VisitCalifornia.com 3
PureWow 2
The Travel Mom 2
360 Magazine 1
ABC 7 Los Angeles 1
AvantStay.com 1
California Now 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 13

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 1
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 1 8
Hosted Press Trips - International 0 0
Coverage Received 5 44
Coverage Impressions 203,100,000 3,327,727,823
Coverage Value $3,203,896 $67,591,337

PUBLIC RELATIONS EARNED
2021 August Performance & Activity Report
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16,834 Likes

PUBLIC RELATIONS EARNED
2021 August Performance & Activity Report

coverage
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In August we launched our new brand and 
campaign, Live Glass Full. New creative was 
produced for the launch including a website 
refresh, new billboards on 79 South, ads in 
Inland Empire Magazine & Westways, 
lodging signage and more. We have 
received great feedback from both the 
visitor as well as the local community 
regarding the new campaign and can’t wait 
to unveil more in the coming months!

BRAND MARKETING
2021 August Performance & Activity Report
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WEBSITE TRAFFIC

MARKETING OWNED
2021 August Performance & Activity Report
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SOCIAL MEDIA MASTER REPORT

MARKETING OWNED
2021 August Performance & Activity Report
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WEBSITE HOTEL REFFERALS

MARKETING OWNED
2021 August Performance & Activity Report
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BOOK DIRECT ENGAGEMENT REPORT MARKETING PAID
2021 August Performance & Activity Report



VISITOR INFORMATION – QR CODE SCANS
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MARKETING OWNED
2021 August Performance & Activity Report
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ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes

MARKETING PAID
2021 August Performance & Activity Report
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ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.

MARKETING PAID
2021 August Performance & Activity Report



SOCIAL MEDIA STORIES & POSTS

We launched our new brand on August 18, 2021. All of our social platforms received new logo, description, and link updates. On the day of the launch, 
we Celebrated with our MANIFESTOAST. A lot of our partners participated, and we were able to share each toast on our story feed and website. We 
also showcased our new destination video, which received a lot of positive comments. We will continue to promote our new hashtag #LiveGlassFull and 
we will be running Live Glass Full merchandise giveaways next month. Tuesdays or Wednesdays will be days that we showcase new branded imagery 
on our social media feeds. In-house and curated content will be posted on other days. Next month, we will kick off our California Wine Month 
celebration. The Temecula Valley Winegrowers association will be putting together a social media toolkit with social media opportunities. We will be 
reposting and curating photos next month for our feed and stories. 

Vertical videos continue to outperform on Reels and TikTok, and we continue to see more of our partners post on these platforms. Members are 
encouraged to tag us in their posts if they would like promotion. We continue to promote on stories as often as members share content on their feed. 
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MARKETING BRAND
2021 August Performance & Activity Report



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



September 2021 BOARD REPORT
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STR REPORT – August 2021

OCCUPANCY
2021 September Performance & Activity Report

STR REPORT – Week of Sept 26,2021
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AIRDNA REPORT

OCCUPANCY
2021 September Performance & Activity Report
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FINANCE
2021 September Performance & Activity Report
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Temecula Valley is starting to see an increase in lead and meeting bookings 
unfortunately challenges remain with workforce. 
California continue to see Florida and Las Vegas win most meeting/group 
business due to less restricted state requirements. Planners are eager to book 
2022 where our hotel partners are being selective based on service levels 
required and property capacity.
California is still more restrictive, the property is putting the ownership on the 
planners and may require Negative Test Verification, Record Retention for out 
break tracking and all non vaccinated attendees must wear mask, planners are 
reporting meeting attendance is down by 25%. Zoom hybrid meetings are a 
common requested which has its limits due to technology requirements and 
lack of infostructure. VTV continues to directly pass inquiries on to hotel 
partners and keeping strong communication with planners.

GROUP SALES
2021 September Performance & Activity Report
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PR continued the launch of VTVs Live Glass Full campaign with speaking

engagements at local organizations presented by VTV Board Members:

Temecula Rotary, Temecula Murrieta Group, Old Town Temecula

Association. There was also a Live Glass Full Media Press Conference and

Media FAM. Five Board Members, 13 Makers, 18 media and 4 guests

attended the press conference. Fourteen media participated in the FAM.

Current 
(September 2021)

Previous
(August 2021) % Change

Articles Generated 3 5 -40%
Contacts Added 7 0 0
Media Events 2 1 100%
Total Members 
Featured 49 12 308%

Active Contacts 2,453 N/A N/A

Total Publications # of Publications with Article %

685 169 25%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 N/A N/A

Digital Influencer 0 0 0

Magazine 0 0 0

Newspaper 0 0 0

Online 2 1,168,190 $2,000

Broadcast 1 949,000 $32,738

Total 5 2,117,190 $34,738

SEPTEMBER COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

September 2021 2021 YTD September 2021 2021 YTD

--- $0.00 $0.00 $0.00 $3,714.00

Total $3,315.00 $3,345.00 $3,800.00 $7,809.00

PR EXPENSES/INKIND

Publication Name Article Count

Patch Syndication 6
Temecula Valley News 4
MSN 3
VisitCalifornia.com 3
PureWow 2
The Travel Mom 2
360 Magazine 1
ABC 7 Los Angeles 1
AvantStay.com 1
California Now 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 0 13

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 1 2
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 0 8
Hosted Press Trips - International 0 0
Coverage Received 3 47
Coverage Impressions 2,117,190 3,329,845,013
Coverage Value $34,738 $67,626,075

PUBLIC RELATIONS EARNED
2021 September Performance & Activity Report
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16,834 Likes

PUBLIC RELATIONS EARNED
2021 September Performance & Activity Report
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In September we continued to push out new 
creative for the brand launch including 
putting together items to be displayed at the 
Promenade Temecula. Keep an eye out for 
the new creative to be installed late 
October/Early November. We have also 
been busy working with the city on designs 
for banners to be displayed along Rancho 
California Rd. 

BRAND MARKETING
2021 September Performance & Activity Report
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WEBSITE TRAFFIC

MARKETING OWNED
2021 September Performance & Activity Report
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SOCIAL MEDIA MASTER REPORT

MARKETING OWNED
2021 September Performance & Activity Report
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WEBSITE HOTEL REFFERALS

MARKETING OWNED
2021 September Performance & Activity Report
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BOOK DIRECT ENGAGEMENT REPORT MARKETING PAID
2021 September Performance & Activity Report



VISITOR INFORMATION – QR CODE SCANS

Visit Temecula Valley | Performance & Activity Report [MARKETING - OWNED]    PAGE 13

MARKETING OWNED
2021 September Performance & Activity Report
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ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes

MARKETING PAID
2021 September Performance & Activity Report
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ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.

MARKETING PAID
2021 September Performance & Activity Report



SOCIAL MEDIA STORIES & POSTS

September was California Wine Month. For the entire month, we reshared stories showing videos and pictures of harvest, featured wine specials, and 
grape stomp events being put on by wineries. Our website widgets displayed imagery of posts using hashtags #visittemecula and #liveglassfull. The 
Temecula Valley Winegrowers Association provided the wineries with a social media schedule for Wine Month and we were able to share posts on our
Wine Month landing page. This month we were also able to start a couple of giveaways for #LiveGlassFull merchandise. We will continue to do more 
giveaways throughout the year to increase brand awareness. We are close to reaching 5k followers on TikTok, and some of the videos that we have 
curated from our partners have gotten a lot of views. We will continue to curate and film videos and we are looking into advertising opportunities on 
the platform. On our story platforms, we are making sure to include call-to-actions links that directly link to our partner websites. We want to minimize 
the amount of times our fans must click to increase the chances of getting a conversion. Next month, we will focus on fall foods and events, and we will 
create an Instagram guide to feature our partners. 
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MARKETING BRAND
2021 September Performance & Activity Report



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



October 2021 BOARD REPORT
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STR REPORT – September 2021

OCCUPANCY
2021 October Performance & Activity Report

STR REPORT – Week of Oct 31,2021
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AIRDNA REPORT

OCCUPANCY
2021 October Performance & Activity Report
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FINANCE
2021 October Performance & Activity Report
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Leads continue to flow through Cvent and partners are slow to respond or 
turn down basted our rate, staff and current occupancy trends  Labor and 
workforce continues to be call ended with house keeping and cratering staff  
and shortage on cooks.   VTV is focused on 2022 planning to support our 
partner. California is still has meeting  restrictions and vaccine madidates 
some meeting planners require Negative Test Verification, Record Retention 
for out break tracking and all non vaccinated attendees must wear mask, 
planners are reporting meeting attendance is still down by now more then 
25%. Hybrid meetings are a common requested which has its limits due to 
technology requirements and lack of infostructure. VTV continues to directly 
pass inquiries on to hotel partners and keeping strong communication with 
planners.

GROUP SALES
2021 October  Performance & Activity Report
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Visit California held their first in-person event, the Los Angeles Media 
Reception. It was a big success. A post-trip report has been submitted 
showing all the highlights of the event. There were 33 media in attendance. 

Most media are comfortable visiting again on press trips, we hosted three in 
October with more scheduled. They all are very comfortable with the 
businesses and where they stay. 

We also met with Make Music Temecula, a new organization promoting local 
musicians, to see how we can work together in the future. 

Current 
(October 2021)

Previous
(September 2021) % Change

Articles Generated 7 3 133%
Contacts Added 1 7 -86
Media Events 2 2 0%
Total Members 
Featured 27 49 -45%

Active Contacts 2,456 N/A N/A

Total Publications # of Publications with Article %

686 171 25%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 0 0

Digital Influencer 1 27,400 $649

Magazine 3 1,804,389 $155,895

Newspaper 0 0 0

Online 2 899,860,000 $20,131,210

Broadcast 0 0 0

Total 5 2,117,190 $34,738

OCTOBER COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

October 2021 2021 YTD October 2021 2021 YTD

--- $0.00 $0.00 $0.00 $3,714.00

Total $3,315.00 $3,345.00 $3,800.00 $7,809.00

PR EXPENSES/INKIND

Publication Name Article Count

Temecula Patch 7
MSN 4
Temecula Valley News 4
VisitCalifornia.com 3
Inland Empire Magazine 2
PureWow 2
The Travel Mom 2
ABC 7 Los Angeles 1
AvantStay.com 1
360 Magazine 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 13

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 1 2
PR Familiarization Tours - International 0 0
Hosted Press Trips - Domestic 3 11
Hosted Press Trips - International 0 0
Coverage Received 7 64
Coverage Impressions 901,719,189 4,230,596,012
Coverage Value $20,288,403 $87,914,478

PUBLIC RELATIONS EARNED
2021 October Performance & Activity Report
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16,834 Likes

PUBLIC RELATIONS EARNED
2021 October Performance & Activity Report

Press Trip
Abbie Kozolchyk
Freelance

She on story assignment for 
TravelZoo as well as doing 
research for other potential 
stories. 

Press Trip
Ciara Johnson
Influencer - @hey_ciara

This was a co-op with Visit 
California. She was on a 
sponsored trip visiting three 
cities. 

Press Trip
Katherine McMahon
Influencer 
@vineyardsandvoyages

This was a first-time visit; 
she went above and beyond 
our expectations. 

Press Trips
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October had a big push for new creative as 
we got out in the field and got to visit more 
of our members. All the footage will be used 
for social media posts and future advertising 
within the Live Glass Full campaign. 

We also were busy working on creative for 
the first annual Craft Hop Beer Tour in 
November. We are very excited to see the 
engagement and hope to see you out there!

BRAND MARKETING
2021 October Performance & Activity Report
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WEBSITE TRAFFIC

MARKETING OWNED
2021 October Performance & Activity Report
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SOCIAL MEDIA MASTER REPORT

MARKETING OWNED
2021 October Performance & Activity Report
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WEBSITE HOTEL REFFERALS

MARKETING OWNED
2021 October Performance & Activity Report
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BOOK DIRECT ENGAGEMENT REPORT MARKETING PAID
2021 October Performance & Activity Report



VISITOR INFORMATION – QR CODE SCANS
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MARKETING OWNED
2021 October Performance & Activity Report
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ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes

MARKETING PAID
2021 October Performance & Activity Report
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ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.

MARKETING PAID
2021 October Performance & Activity Report



SOCIAL MEDIA STORIES & POSTS

In October, we began our promotion for fall, foods, drink, entertainment & events. We created an Instagram Guide to showcase food items, events, and 
experiences being offered by our partners throughout the month. Our short form videos on Instagram Reels and TikTok featured vacation rentals, 
resorts, shopping, and breweries. From now until the end of November, we will continue to feature unique experiences to show the beauty of fall in 
Temecula Valley. 

This month we will also begin promoting our Crafthop Beer Tour taking place on November 12th and 13th. We will be advertising this event through 
Instagram stories, paid advertising on Facebook, a dedicated website landing page, and through printed posters with QR codes. Our partners will be 
tagged in our posts, and they will be encouraged to share the event on their feeds as well. 

We are currently working on adding new Live Glass Full Packages to our website for our $50 Dining Offer. Guests will be required to stay 2 nights 
midweek to book this special offer. The offers will be promoted on our story feed, website, and Google Ad campaigns. 
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MARKETING BRAND
2021 October Performance & Activity Report



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



November 2021 BOARD REPORT
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STR REPORT – October 2021

OCCUPANCY
2021 November Performance & Activity Report

STR REPORT – Week of Nov 28,2021
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AIRDNA REPORT

OCCUPANCY
2021 November Performance & Activity Report
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FINANCE
2021 November Performance & Activity Report
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This month VTV launch the “Live Glass Full” gift card campaign for room 
nights booked a 50.00 restaurant card is given. 
Leads continue to flow through Cvent and partners are still slow to respond 
or turn down  due to rate, staff and strong occupancy trends. Labor and 
workforce continues to be challenging in house keeping, food and beverage.   
VTV partnered with job fair for the promotion of 65 job openings in our 
industry.  We still are focused on 2022 planning to support our partner. 
California is still having meeting  restrictions and vaccine madidates meeting 
planners are still working through the process as some are requiring Negative 
Covid Test Verification, Record Retention for out break tracking and all non 
vaccinated attendees must wear mask, planners are reporting meeting 
attendance is still down by now more then 25-35%. We continue to see 
cancelation RFP’s for future bookings.
Hybrid meetings are a common requested which has its limits due to 
technology requirements and lack of infostructure. VTV continues to directly 
pass inquiries on to hotel partners and keeping strong communication with 
planners.

GROUP SALES
2021 November Performance & Activity Report
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The month of November was busy preparing for Temecula Chilled and 
participation from our members for the various contests, menu items and 
filming. We also had a booth at Rod Run promoting our Live Glass Full 
promotion and gave away free t-shirts. We also filmed for NBC California 
Live. 

Current 
(November 2021)

Previous
(October 2021) % Change

Articles Generated 0 7 133%
Contacts Added 1 1 0%
Media Events 0 3 -33%
Total Members 
Featured 0 27 -45%

Active Contacts 2,456 N/A N/A

Total Publications # of Publications with Article %

686 171 25%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 0 0 0

Digital Influencer 0 0 0

Magazine 0 0 0

Newspaper 0 0 0

Online 0 0 0

Broadcast 0 0 0

Total 0 0 $0

NOVEMBER COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

November 2021 2021 YTD November 2021 2021 YTD

--- $0.00 $0.00 $0.00 0

Total $0.00 $285.00 $3,800.00 $7,514.00

PR EXPENSES/INKIND

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 2 15

PUBLIC RELATIONS EARNED
2021 November Performance & Activity Report
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In November we worked hard on our new 
Chilled creative along with a small 
rebranding of the Chilled logo and 
messaging. With the new messaging we 
can tie in the Chilled season with our main 
overarching Live Glass Full campaign.

At the end of the month, we were out 
visiting our members with our very own 
Taste bud to film some of your creative 
Chilled items!

BRAND MARKETING
2021 November Performance & Activity Report
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WEBSITE TRAFFIC

MARKETING OWNED
2021 November Performance & Activity Report
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SOCIAL MEDIA MASTER REPORT

MARKETING OWNED
2021 November Performance & Activity Report
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WEBSITE HOTEL REFFERALS

MARKETING OWNED
2021 November Performance & Activity Report
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BOOK DIRECT ENGAGEMENT REPORT MARKETING PAID
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VISITOR INFORMATION – QR CODE SCANS
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MARKETING OWNED
2021 November Performance & Activity Report



Visit Temecula Valley | Performance & Activity Report [MARKETING – PAID]    PAGE 14

ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes

MARKETING PAID
2021 November Performance & Activity Report
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ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.

MARKETING PAID
2021 November Performance & Activity Report



SOCIAL MEDIA STORIES & POSTS

In November, we continued our Craft Hop Beer Tour promotion until the weekend of November 13th. We promoted the event on our story feeds, and 
we created an event on Facebook that received several responses. A lot of breweries were able to reshare our stories since we tagged them in each 
story sequence. The event was successful, and several breweries were able to give out most of the custom glasses created for the promotion. In the 
future, we hope more breweries can enticing beer and food pairings that can be showcased on our website.

This month, we also continued the promotion of our Live Glass Full Packages. We are publishing story sequences and we will continue to take 
advantage of AMP Stories to reach audiences on the Visit California website and on the Google Search Engine. Our hotel partners that were able to 
created dedicated landing pages for the package continue to receive more bookings, on average. Booking engines that require you to enter in the 
required dates only show special package details when a special tab is selected. We will continue to improve our Live Glass Full landing page to make 
the booking process easier for our consumers.

We will transition to our Temecula Chilled promotion next month, and we will feature our Chilled Eats & Drinks, events, and the same hotel packages.

Visit Temecula Valley | Performance & Activity Report [MARKETING - PAID]    PAGE 16

MARKETING BRAND
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partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals



December 2021 BOARD REPORT
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Visit Temecula Valley (VTV) is a non-profit 501 c(6) 
funded by the Temecula Valley Tourism Business 
Improvement District,  Pechanga, City of Temecula, 
Wine Country Tourism Marketing District and a 
membership of over 250 tourism-related businesses.

VTV is the destination sales and marketing 
organization of the Temecula Valley.  Our purpose is 
to stimulate economic growth and tourism in the 
Temecula Valley region by developing and marketing 
the destination to all travel markets.  Our mission, as 
the tourism experts in the Temecula Valley, is to run 
an effective business that increases awareness and 
visitation.  We do this by measuring the tourism trips 
and spend in the Temecula Valley.

Our 2021 Board of Directors is comprised of tourism 
business owners and professionals.  The Directors 
have the willingness and experience to serve the 
community beyond the scope of their demanding 
work schedules and businesses.

MISSION STATEMENT

2021 December Performance & Activity Report
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CHAIRMAN OF THE BOARD
Bill Wilson 951-699-9463
Wilson Creek Winery
Email: bill@wilsoncreekwinery.com

1st VICE CHAIRMAN OF THE BOARD
Karl Kruger 951-491-8081
South Coast Winery Resort & Spa
Email: kkruger@wineresort.com

1st VICE CHAIRMAN-TID 
Ken Westmyer 951-529-6499
Quality Inn
Email: ken@ellishospitality.com

2nd VICE CHAIRMAN OF THE BOARD 
Spencer Szczygiel 951-699-8896x144
Temecula Valley Winery Management
Email: spencer@tvwinerymanagement.com

SECRETARY
Melody Brunsting 951-252-5649
Melody’s Ad Works
Email: melsadworks@gmail.com

TREASURER
Cherise Manning 951-699-9987
A Grape Escape Balloon Adventure
Email: cherise@hotairtours.com

EXECUTIVE OFFICERS

VISIT TEMECULA VALLEY STAFF

BOARD MEMBERS PRESIDENT & CEO
Kimberly Adams  

CHIEF OPERATIONS OFFICER
Leigh Jensen

SENIOR DIRECTOR OF PUBLIC RELATIONS
Annette Brown

DIRECTOR OF CREATIVE & BRAND
Matt Morey

DIRECTOR OF DIGITAL MARKETING
Ricky Casillas

PARTNER SERVICE MANAGER
Michelle Lindsey

CUSTOMER SERVICE SPECIALISTS 
Pamela Locascio, Leann Anderson, Pam Greenway and 
Claire Rahn

BJ Fazeli 951-303-3366            
Fazeli Cellars
Email: bj@fazelicellars.com

Jan Smith 951-302-6483
Inland Management Group
Email: jsmith@inlandmgtgroup.com

Jeffrey Kurtz 951-296-0975
Promenade Temecula
Email: jeffrey.kurtz@brookfieldpropertiesretail.com

John Kelliher 951-693-5755
Grapeline Wine Tours
Email: jkelliher@gogrape.com

Michael Feeley 951-506-1760
Temecula Creek Inn
Email: mfeeley@tciresort.com

Christina Belvedere 909-781-3490
Embassy Suites
Email: Christina.Belvedere@windsorhospitality.com

Chris Johnson 951-331-3627
Home2Suites
Email: Chris.Johnson@Hilton.com

Katherine Bailey 951-237-2273
Bailey & Associate
Email: kat@temeculavacationrentals.com

Curt Kucera 909-215-6942
Refuge Brewery
Email: curt@refugebrew.com

Annette Nielsen 951-551-5044
Temecula Valley Wedding Professions
Email: annette@eventsbyannette.com

Ken Smith 209-704-9009
Galway Downs
Email: kens@galwaydowns.com

Bill Steinkirchner 310-567-6582
Stone Church Brewing
Email: bills1064@sbcglobal.net

Pamela Bradley 951-699-4477
Springhill Suites
Email: temeculaSales@ami-pcm.com

Sean Vasques 951-770-2590
Pechanga Development Corporation
Email: svasquez@pechanga-pdc.com

Krista Chaich                                                   800-801-9463
Temecula Valley Winegrowers Assoc
Email: Krista@temeculawines.org

STAFF & BOARD
2021 December Performance & Activity Report
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STR REPORT – November 2021

OCCUPANCY
2021 December Performance & Activity Report

STR REPORT – Week of Dec 26,2021
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AIRDNA REPORT

OCCUPANCY
2021 December Performance & Activity Report
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FINANCE
2021 December Performance & Activity Report
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This month VTV continued to promote the “Live Glass Full” gift card 
campaign for room nights booked a $50.00 restaurant card is given. 
Leads continue to flow through Cvent and partners are still slow to respond 
or turn down  due to rate, staff and strong occupancy trends. Labor and 
workforce continues to be challenging in house keeping, food and beverage. 
We still are focused on 2022 planning to support our partner. 
California is still having meeting  restrictions and vaccine madidates meeting 
planners are still working through the process as some are requiring Negative 
Covid Test Verification, Record Retention for out break tracking and all non 
vaccinated attendees must wear mask, planners are reporting meeting 
attendance is still down by now more then 25-35%. We continue to see 
cancelation RFP’s for future bookings.
Hybrid meetings are a common requested which has its limits due to 
technology requirements and lack of infostructure. VTV continues to directly 
pass inquiries on to hotel partners and keeping strong communication with 
planners.

GROUP SALES
2021 December Performance & Activity Report
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The month of December was filled with organizing "chilled" activities, 
including the decorating contests for wine country, Old Town and the hotels. 
This year we were able to secure Visit Santa Barbara, Visit Huntington Beach, 
Visit Oceanside, Visit Greater Palm Springs, and Visit California. We held a 
Holiday Happy Hour for our lodging partners and had about 25 attendees. 
VTV also had a meeting with OTTA and the City to plan a grand opening for 
the Creek Walk, which will now be called Temecula Old Town Creek Walk. 
The date is still uncertain but we're proceeding with plans to involve 
businesses and media.

Current 
(December 2021)

Previous
(November 2021) % Change

Articles Generated 54 3 1770%
Contacts Added 7 1 600%
Media Events 2 2 0%
Total Members 
Featured 24 20 20%

Active Contacts 2,458 N/A N/A

Total Publications # of Publications with Article %

686 173 25%

MEDIA/PR STATS

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Medium # of Articles Total Circulation Total Value

Blog 1 21,914 $484

Digital Influencer 50 4,552,400 N/A

Magazine 0 0 $0

Newspaper 0 0 0

Online 2 57,005,000 $164,510

Broadcast 1 0 0

Total 54 61,579,314 $164,994

DECEMBER COUNTS 2021 BY MEDIUM

Type
Expenses In-kind

December 2021 2021 YTD December 2021 2021 YTD

--- $0.00 285.00 $0.00 $7,514.00

Total $1,699.00 $5,044.00 $1,500.00 $9,309.00

PR EXPENSES/INKIND

Publication Name Article Count

Temecula Patch 8
MSN 4
Temecula Valley News 4
VisitCalifornia.com 3
Inland Empire Magazine 2
PureWow 2
Vineyards and Voyages 2
Epifania Magazine 2
AvantStay.com 1
360 Magazine 1

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Press Release Performance Measures

Month To Date Year to Date

Press Releases Issued: 1 16

Activity Measures

Month To Date Year to Date
PR Familiarization Tours - Domestic 0 2
PR Familiarization Tours - International 1 1
Hosted Press Trips - Domestic 0 11
Hosted Press Trips - International 0 0
Coverage Received 54 122
Coverage Impressions 61,579,314 4,305,258,326
Coverage Value $164,994 $88,108,246

PUBLIC RELATIONS EARNED
2021 December Performance & Activity Report
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16,834 Likes

PUBLIC RELATIONS EARNED
2021 December Performance & Activity Report

"This has definitely been the highlight for the participants. 
They loved everything about it - our wonderful hotel, the 
Sidecar tour and the wine tastings (an experience, which 
was really extraordinary and funny), the hot air balloon 
tour, the tour through Old Town Temecula with you and 
its cool and cute shops and E.A.T. Marketplace, where we 
met Leah, who is really amazing."

German Influencer FAM



Visit Temecula Valley | Performance & Activity Report [BRAND MARKETING]    PAGE 8

In December we launched our Temecula 
Taste Bud Chilled video which featured 
Devilicious, Apparition Room, Goat & Vine, 
Avensole Winery, Cougar Winery and Oak 
Mountain Winery. 

We also launched new headline gifs that 
can be used in social media to promote our 
Live Glass Full campaign.

BRAND MARKETING
2021 December Performance & Activity Report
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WEBSITE TRAFFIC

MARKETING OWNED
2021 December Performance & Activity Report
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SOCIAL MEDIA MASTER REPORT

MARKETING OWNED
2021 December Performance & Activity Report
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WEBSITE HOTEL REFFERALS

MARKETING OWNED
2021 December Performance & Activity Report
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BOOK DIRECT ENGAGEMENT REPORT MARKETING PAID
2021 December Performance & Activity Report



VISITOR INFORMATION – QR CODE SCANS
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MARKETING OWNED
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ADARA MEDIA IMPACT

Media Impact Pixels Link our marketing efforts directly to actual travel outcomes

MARKETING PAID
2021 December Performance & Activity Report
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ADARA WEBSITE IMPACT

The Website Impact Pixel links our website visitors to travel outcomes.

MARKETING PAID
2021 December Performance & Activity Report



SOCIAL MEDIA STORIES & POSTS

In December, we promoted our annual Temecula Chilled Campaign. We began the month with the promotion of our Temecula Chilled Eats & Drinks. 
This year we filmed one master video for Facebook and YouTube and series of shorter vertical videos that were featured on Instagram Reels and 
TikTok. We also posted stories on our feeds and tagged our partners on a regular basis. Two amplified stories were also published for the promotion. 
One featured our most popular events and happenings, and the other featured all of our Temecula Chilled items. 

This year we included our new Temecula Chilled logo in our creative, and we made updates to our headlines and microsite copy. Our landing page 
included a list of events and happenings, holiday recipes, our Live Glass Full promotion, and a link to our holiday decoration contest. Based on our 
social media performance this month, posts that showcased holiday decoration and lights got the most likes and reach organically. Next year we hope 
to showcase more of this content, and we will continue to focus more on video. We hope we can do this for the holiday decoration contest as well. 

Into the new year, we will continue to focus on short form video and trends. January will be focused on culinary and the month of romance. 
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MARKETING BRAND
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Number of members - 137 

District lodging members - 133

Member listing referrals – 43020 

Coupon referrals – 663

Education event - 1 

Member education - 0

MEMBERSHIP
2021 December Performance & Activity Report

This month we are continuing to plan 
for 2022.  Very excited to bring back 
more membership programs; I know 
Temecula, Hospitality workshops and 
events.

Stay tuned for more.



partners
Best Western Country Inn
Best Western Plus
City of Temecula
Embassy Suites Temecula Wine Country
Extended Stay America
Fairfield Inn & Suites
Hampton Inn & Suites
Holiday Inn Express
Home2 Suites by Hilton

The Hotel Temecula
La Quinta Inn & Suites
Motel 6
Palomar Inn Hotel
Pechanga Resort Casino
Quality Inn
Ramada Inn
Rancho California Inn
Rodeway Inn

Springhill Suites by Marriott
Staybridge Suites Temecula
Temecula Creek Inn
Carter Estate Winery & Resort
Inn at Churon Winery
Inn at Europa Village
South Coast Winery Resort & Spa
Wilson Creek Manor
100+ Vacation Rentals
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