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about us

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

Partner Services Manager
Michelle Lindsey

Chief Operations Officer Customer Service Specialists
Leigh Jensen Pam Greenway
Senior Public Relations Director Pamela Locascio

Leann Anderson

Claire Rahn

Contracted Support

Nigro & Nigro, PC

ARK Marketing & Media Solutions

Greenhaus

Annette Brown

Director of Creative & Brand
Matt Morey

Director of Digital Marketing
Ricky Casillas

BOARD OF DIRECTORS

Executive Committee

Chairman of the Board

Bill Wilson, Wilson Creek Winery

1t Vice Chairman

Karl Kruger, South Coast Winery Resort & Spa
15t Vice Chairman-TID

Ken Westmyer, Quality Inn

2" 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



president & ceo message

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, | 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 2



AAAAAAAAAAAAAA

CREATIVE






PUBLIC RELATIONS - EARNED

(2021) (2020) 122 Stories - 4.5 Billion Impressions - $88 Million Value

PressReleases [N T I
edia FAMS s e | |
_— "Here, raise a glass to these spectacular outdoor experiences that you can
Coverage Receved |l T 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

R/f&(/\)eﬁ/ "...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

& msn

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

Forbes

"...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
1
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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.
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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 TCl 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.

group sades

2021 January Performance & Activity Report
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2021 January Performance & Activity Report
7
29
’
m The focus this month during the lockdown was up keeping webpages
Expetees Iind updated and members informed. We promoted takeout and shopping via
0 $560 press releases and media pitches. Once lodging, dining, and some activities

were reopened we immediate switched gears to hotel packages, Valentine's

Publications with Total Publications # w/at least 1 Article % Day, outdoor dining, and outdoor activities.
Articles
664 149 22

Public Relations worked with Brand U.S.A. to create Visit Temecula Valley
ota

webpages on their soon to be launched updated website.

2021 Counts by Medium # of Articles Total Circulation Total Value Surveys were sent to the wineries, restaurants, hotels, and transportation

companies asking to learn what they are doing, and their most urgent
promotion needs.

Blog

Digital Influence

Magazine PR also assisted the marketing department with creating Takeout signs for
Newspaper 175,400 $4,535 the hotels, updatlr_1g marketing assets, regional campaign efforts, and the
new brand campaign.
4,080,822 not

available
Radio
Television
Total 4,256,222 $4,535

Top 10 Publications with
Most Articles

Temecula Valley News
VisitCalifornia.com
Temecula Patch

The Valley Business
Journal

3
4
7
# of Articles
2
2
1
1
1

Travel Awaits
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2021 January Performance & Activity Report

Visit Temecula Valley, Temecula Valley's official tourism destination
marketing organization, now in its seventeenth year, announces its
new Chairman, Executive Officers, and Directors. Visit Temecula Valley
Chairman of the Board for 2021 is Bill Wilson, Owner, President, C.E.O.
at Wilson Creek Winery. Wilson has served as a Visit Temecula Valley
Executive Officer for the past 15 years.

"I am honored to take the reins and shout from the rooftops how
awesome this area is. Temecula Valley offers a fantastic getaway with
world class wineries, breweries, restaurants, and accommodations —
all within a short drive for more than 21 million people," states
Chairman Wilson.

"As we approach the new normal moving forward, we have to continue
to put our best foot forward and let Southern California and the world
know how far we have come in the past 5, 10, 15 years." Wilson
continues, ""We are not stopping and resting on our laurels and we will
continue to make Temecula Valley Southern California Wine Country a
great place to live, work, stay, and play for generations to come."
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2021 January Performance & Activity Report

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.

A4

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.
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Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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The Website Impact Pixel links our website visitors to travel outcomes.
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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

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

partners

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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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.

group sades

2021 February Performance & Activity Report

ﬂ RFP Name Proposal Status | RFP Received Date | Response Due Date Total Room Nights

VIP Solorio Awating Proposal Mar 9, 2021
April 2022 Retreat Receipt Confirmed Feb 24, 2021
SD Agent Study -Temeculah Awating Proposal Feb 24, 2021

Board of Directors’ Event_MTN... Receipt Confirmed Feb 19, 2021

Mar 10, 2021 Bohm, Steve

Mar 5, 2021 Levitin, Michelle 1820
Mar 3, 2021 Cobb, Carol 0

Mar 4, 2021 David, Brenda 138



MEDIA/PR STATS b ° ',. ’[t’ ; g M
Current Previous % Ch Pu W Wn
(February 2021) (January 2021) °-hange
n 8

38% 2021 February Performance & Activity Report
Contacts Added 1 1 0%

Articles Generated

Filming Real Housewives of Beverly Hills took place in wine country, the air
date is TBA. Several webpages were updated based on web traffic.

35 29 21% Collaborated with Brand USA to create new content for a Temecula Valley
page on their website for their upcoming launch. Surveyed hotels to

Media Events 2 o o

Total Members
Featured

Active Contact 2,421 N/A N/A . . . . .
e 4 . / request their top priorities to be discussed in April Sales Committee
PUBLICATIONS WITH AT LEAST 1 ARTICLE meeting. Provided content for two group tour companies that will feature

Temecula Valley: Saga Holidays, Tour America. Created a press release
Total Publications # of Publications with Article % ’
featuring what is new and distributed. Attended SoCal DMO PR meeting

il 158 S and VCA PR Committee meeting.
FEBRUARY COUNTS 2021 BY MEDIUM

# of Articles Total Circulation Total Value
1 (0]

45,000

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Article Count

Publication Name

Blog

Digital Influencer 1 16,834 o Temecula Valley News

VisitCalifornia.com

Magazine 1 41,857 3,495
ABC 7 Los Angeles 1
Newspaper 2 7,662,374 165,000
Deccan Herald 1
5 1,012,664,280 20,299,818 - -
nland Empire Magazine
Television 1 11,000,000 242,000

<
%)

Palm Desert Patch
Pure Wow

San Francisco Examiner

o
-+
D

FEBRUARY COUNTS 2021 BY MEDIUM

$0.00 $0.00 $700.00

$0.00 $0.00 $700.00 $700.00 Press Releases Issued:

Activity Measures

Month To Date

PR Familiarization Tours - Domestic 1 1

sanfranciscoexaminer.com

2021 YTD
Press Release Performance Measures

$700.00

Month To Date Year to Date
3

—

PR Familiarization Tours - International o o
Hosted Press Trips - Domestic 1 1
Hosted Press Trips - International o o
Coverage Received n 19
Coverage Impressions 1,031,430,345 1,035,686,567
Coverage Value 20,710,313 20,714,848



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.

public refations 0L,

2021 February Performance & Activity Report
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2021 February Performance & Activity Report

While we were out around Temecula Valley this
month, we also took some time to share new content
to our viewers about what was happening right now

in Temecula Valley.

In February, we worked with the Pechanga Creative
team on a joint mission to gather video and
photography of Temecula Valley. We partnered with
members in Wine Country, Old Town and more
including Temecula Wine Country E-Bikes, Galway
Spirits, Old Town Spice & Tea Merchants, Lorimar
Loft, among others. The video footage and photos
will be used in upcoming marketing material for Visit

Temecula Valley.

v
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Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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The Website Impact Pixel links our website visitors to travel outcomes.
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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.




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

partners

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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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

n RFP Name RFP Code Assigned To Proposal Status Response Due Date RFP Received Date

2020 Diamond Club ZBNGNST2474 Awaiting Proposal Feb 18, 2021 Feb 9, 2021
Emerson Sales Meeting Spring. .. XY NWQ26F7ZZ Awaiting Proposal Mar 18, 2021 Mar 16, 2021
SEIU-UHW- Retreat - Fall 2021 HAXMHEBKPLET Awaiting Proposal Apr 15, 2021 Apr 13, 2021
REVISED — Buku Lax - Socal ... HVYNZVTJDNFRP Turned Down Apria, 2021 Mar 18, 2021
Multi-Specialty Foundation (We. . V2ZNCVXEFSEQ Receipt Confirmed Jan 21, 2021 Jan 18, 2021
DKl Yentures 2022 Partner Co. .. JEMNJELLWESD Feceipt Confirmed Mar 24, 2021 Mar 18, 2021
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(March 2021) (February 2021) & HElggf2
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9% 2021 March Performance & Activity Report
Contacts Added 8 1 700%
Media Events 1 2 -50%

Total Members
Featured

Articles Generated

There was a significant increase in media attention this month. Several
press trip requests, media questions, and image requests for potential

79 35 126% coverage in the near future. Three press releases were distributed: Top 10
Reasons for a Temecula Valley Southern California Wine Country Getaway

Active Contact 2,4,16 2,421 -21% . . . .
e 4 4 this Spring, Temecula Valley Chefs Share Spring Recipes, New Ways to
PUBLICATIONS WITH AT LEAST 1 ARTICLE Tour & Taste in Temecula Valley Southern California Wine Country. | also
Total Publications # of Publications with Article " attended Visit California PR Committee online and worked on upcoming
brand launch. Industry Alerts were also sent out on an as needed basis and

s s 24% several media pitches for the spring season were created and distributed.

MARCH COUNTS 2021 BY MEDIUM

# of Articles Total Circulation Total Value
1

42,000,000 562,500

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Article Count

Publication Name

Blog

Patch Syndication

Digital Influencer o o

Temecula Valley News
Visit California

o o

N NN

Magazine

57,700 1,720
1,157,495,520 20,696,130
o

(0]
(0]
1
8
o

MARCH COUNTS 2021 BY MEDIUM

$0.00 $0.00 $664.00

$0.00 $0.00 $664.00 $1,364.00 Press Releases Issued:

Activity Measures

Month To Date

Newspaper

<
%)
z

ABC 7 Los Angeles
AvantStay.com

Decan Herald

nland Empire Magazine
Palm Desert Patch

Pure Wow

Broadcast

o
-+
D

Io

=

2021 YTD
Press Release Performance Measures

$1,364.00

Month To Date Year to Date
6

(&}

o 1

o o

1 2

o o

10 29
157,593,220 2193,279.787
20,697,850 41,412,698



22 Best Things To Do in
Temecula

Named one of Wine Enthusiast magazine’s “10 Best Wine Travel Destinations” in 2019,
Temecula Valley is quickly becoming a trendy Southern California winery destination.
In addition to its status as Temecula Valley Wine Country, Old Town Temecula and
Pechanga Resort Casino are also located here, offering tons of attractions and fun
things to do. This West Coast destination makes for a great family-friendly getaway,

wine tasting adventure with your closest friends, or solo-day trip from Los Angeles.

Since 1867, Vail Headquarters, a living historic park, has been the heart of Temecula for
decades. Specialty restaurants, boutique stores, and special events, like Sunday
Fundays, serve as ways to bring the community and outside visitors together to

celebrate the vibrant heritage of Temecula.

Explore wine tastings, authentic local food, museums, festivals, and even air balloon

rides in this culturally rich and lively West Coast city.

publw redadiong

2021 March Performance & Activity Report

TRAVEL

The Best Temecula Wine Tours

Enjoy local California wine in scenic surroundings during one of these trips.

Grapeline Tours - Vineyard Picnic Tour

““PubClub.com

. Where the World Goes to Party!

msn

ALLEY NEW

Tt 1id fratiet luies
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N

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.

A4

N

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.
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SUPPORT LOCAL TAKEOUT - QR CODE SCANS W
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SCANS OVER TIME
@ Total @) Unigue

2

Mar 1 Mar & Mar11  Mar16  Mar 21 Mar 26  Mar 31
Show less ~
SCANS BY TOP COUNTRIES
= Country Scans %
1 United States 19 100%

SCANS BY OPERATING SYSTEM

0s Scans %
i0S | 94.74%
Androidos [ 5.26%

SCANS BY TOP CITIES

= City

1 New York

2 Temecula

3 Mewark

4 Fontana

5 Sunrise Manor

6 Lemon Grove

Scans %o
3 15.79%
3 15.79%
2 10.53%
2 10.53%
1 5.26%
1 5.26%




Vs

SUPPORT MEDIA/WEBSITE - QR CODE SCANS W
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2021 March Performance & Activity Report

SCANS OVER TIME
@ Total @) Ysigue

3
2 ‘
1 ‘

Mar 1 Mar 6 Mar 11 Mar 16 Mar 21 Mar 26 Mar 3

Show less ~
SCANS BY TOP COUNTRIES
= Country Scans %

1 United States 5 100%

SCANS BY OPERATING SYSTEM

0s Scans Yo
i0s | 80%
Androidos [N 20%
SCANS BY TOP CITIES

= City Scans %
1 Temecula 3 60%
2 Irvine 1 20%
3 Salina 1 20%
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ADARA MEDIA IMPACT W

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

The Website Impact Pixel links our website visitors to travel outcomes.
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BOOK DIRECT SEARCH AND ADD-ON SUMMARY
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eSS L S L L POSTSW 2021 March Performance & Activity Report

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.

ingtagroam quides potel features (stories)

hotel puckages




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

partners

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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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 15" 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

n RFP Name RFP Code Assigned To Proposal Status Response Due Date RFP Received Date

Main Electric Supply ZSNVWTTTPEN Awaiting Froposal May 7, 2021 May 4, 2021
GoF West 2022 JHMWTRQMFW 2 Awaiting Proposal May 14, 2021 May 9, 2021
HindiiGoodman Wedding PWHNNKSXEZ6G Awaiting Proposal May 18, 2021 May 1, 2021
Mountain Mike's 2021 Franchis... LVMNZBTPYTHG Feceipt Confirmed May 5, 2021 Apr 26, 2021

Americas Solution Partner Con... MINKIXYBCX Receipt Confirmed May 7, 2021 Apr 21, 2021
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Current Previous % Ch Pu W Wn
(April 2021) (March 2021) °-hange
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Articles Generated -40% 2021 April Performance & Activity Report

Articles Generated |

el Marmleems VTV participated in a getaway prize contest with The Travel Mom which
9 5 500% notably increased our Instagram followers and provided a lot of online
2,417 N/A N/A engagement. A Mother’s Day press release was created and spring

continued to be promoted. | also had two phone interviews for meeting
magazines. In addition to supporting the marketing and sales departments,
| attended the Regional Leadership Tourism Meeting for the Inland Empire.

PUBLICATIONS WITH AT LEAST 1 ARTICLE

Total Publications # of Publications with Article %

673 161 24%

MARCH COUNTS 2021 BY MEDIUM

# of Articles Total Circulation Total Value
(0]

1,728,412 1,579

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Article Count

Publication Name

Blog

The Travel Mom
ABC7 Los Angeles
AvantStay.com
Decan Herald

nland Empire Magazine

Digital Influencer o o o Patch Syndication 4
N MS 3
VisitCalifornia.com 3
Online | 5 851,915,200 20,564,000
PureWow 2
; :

(0] (0]

APRIL COUNTS 2021 BY MEDIUM

$30.00 $30.00 $450.00 $1,814.00

$30.00 $30.00 $450.00 $1,814.00 Press Releases Issued:

Activity Measures

Month To Date

PR Familiarization Tours - Domestic o 1

Press Release Performance Measures

Month To Date Year to Date
8

—

PR Familiarization Tours - International o o
Hosted Press Trips - Domestic 3 2
Hosted Press Trips - International o o
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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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.

Rueltew § msn

VALLEY NEWS
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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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SUPPORT LOCAL TAKEOUT - QR CODE SCANS W

SCANS OVER TIME SCANS BY OPERATING SYSTEM
@ Total ) Ynigue
3 0s Scans %
i0S | 96.15%
B Androidos 3.85%
Apr1 Apr 6 Apr 1 Apr 16 Apr 21 Apr 26 May 1
Show less ~
SCANS BY TOP COUNTRIES SCANS BY TOP CITIES
= Country Scans % # City Scans %
1 United States 26 100% 1 Los Angeles 5 19.23%
2 Newark 3 11.54%
3 New York 2 7.69%
4 National City 1 3.85%
5 San Jose 1 3.85%
6 Yorba Linda 1 3.85%
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ADARA MEDIA IMPACT W

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

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

SOCIAL MEDIA STORIES & POSTS W 2021 April Performance & Activity Report

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.

story feed examples (facebook and Instagrom)

shorts formv videe content




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

partners

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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STR REPORT - Week of May 30,2021

Current Week
Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa
Occupancy (%) May Jun Current Fiun Fiun
k) 10 n 122 13 14 15 16 L3 18 13 20 21 22 23 24 25 26 a7 28 23 30 Eal 1 2 3 . 5 Wk 28 rMTD
This Year‘ 01 E15 E41 BT 794 NE 240 £9.3 E25 738 772 231 321 348 760 745 783 227 22.0 an7 6.4 atl B2 57.8 782 286 25 267 220 200 795
Last'ear| 261 427 471 428 462 291 g 260 .3 142 462 n7 451 525 47 4 477 512 56.9 506 536 147 7 4654 426 471 528 £33 493 467 428
Percent Change| 714 453 36.0 348 T8 13E 1247 325 B3E 672 672 1034 104.0 305 503 20,1 642 547 57.5 743 782 1038 493 493 563 380 753 495 BES 715 a4
May Jun Current Fun Fun
k) 10 " 12 13 14 15 16 AL 18 18 20 21 23 23 24 25 26 ar 28 23 30 £ 1 2 3 4 5 wWeek 28 rTD
Thisvesr| 86 10470 10774 10736 1808 18692 21626 1650 10983 1778 10600 12647 19483 21822 N3S7  M239  M228 11372 12602 20435 23123 | 16808 MG | 1147 1587 13955 21626 24267 164.78 150.76 147.34
Last'esr| 7a18 8013 8118 8040 36 8334 8526 V289 V460 7582 7H29  7HE6  8A¥6 9251 8157 7683 FEO06 7656 8417 9052 9596 | Teoa  7e45 | 7eEE 8147 8210 0575 10987 8912 8374 a2
Percent Change| 413 307 327 335 50.7 126.7 1536 593 474 553 408 56T 17 135.9 397 482 476 485 485 126.7 0 1224 383 414 415 414 . + 243 200 740
| Horizontal (Category) Axis
RevPAR May Jun Current Fiun Fiun
k) 10 n 122 13 14 15 16 L3 18 13 20 21 22 23 24 25 26 a7 28 23 30 Eal 1 2 3 . 5 Wk 28 rMTD
This'¥ear| 6721 G646 6207 7059 9376 I7li2 20320 8073 730 8698 8182 11268 17906 20690 8543 8377 8091 8404 T007 18531 22071 | 15405 722e | 7553 BA41 12353 20002 23203 135.16 12066 ne.ie
Last'Year| 27.30 3500 3826 3323 3623 3260 3585 2625 3124 3348 3476 3166 4051 4853 4063 3133 3627 3383 4706 4578 Gl40 | 3383 3180 | 3666 3886 3867 BA&1 7025 43.80 39.09 3607
Percent Change| 1412 293 205 20.0 1528 4248 4700 2076 1.0 159.8 1254 2668 3428 3268 0.2 18E.9 124 127.3 1228 3047 3294 | 3632 1266 e 1218 2196 2636 2304 207.3 208.7 2247
Supply May Jun Current Fun Fun
a 10 n 12 13 14 15 16 L 18 13 20 21 a2 23 24 25 26 a7 28 23 30 31 1 2 3 4 5 week 28 rMTO
This'vear| 1289 1289 1229 1389 1289 1289 1229 1389 1289 1289 1229 1389 1289 1289 1289 1289 1289 1289 189 1289 1289 1289 1889 1289 1289 1229 1389 1289 12223 62892 62559
Last'esr| 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1447 1639 1639 1639 1639 1638 1639 281 41668 44857
Percent Change| 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 305 5.3 5.3 5.3 5.3 5.3 5.3 7.2 264 305
Demand May Jun Current Fun Fun
k) 10 n 12 13 14 15 16 LLs 18 13 20 21 22 23 24 25 26 a7 28 23 30 Ea 1 2 3 L3 5 Wk 28 rMTD
This'ear| 1135 1199 121 1242 1500 171 1775 1309 1294 1395 1458 1683 1739 1791 1416 1408 1479 1562 1663 1713 1803 1721 1177 1280 1440 1673 1748 1807 MNA4E 42332 46547
Last'Vesr| 508 532 582 706 ) 566 505 521 B0E 539 BEE 504 553 760 719 593 5490 743 208 732 775 547 B34 744 797 7T 265 1048 5,557 19,443 19,658
Percent Change| 1224 297 7TE 759 1242 2023 1934 1512 125 n2.3 n2.3 726 18E.3 126.7 263 126.1 .3 025 056 124.0 1226 1EE.0 721 720 207 6.7 1021 724 5.2 ne.7 126.8
May Jun Current Fiun Fiun
a 10 " 12 13 14 15 16 AL 18 13 20 21 22 23 24 25 26 ar 28 23 30 Ed 1 2 3 5 wWeek 28 mMTD
ThisYEar| 126,957 125540 130469 133347  17RI22 323238 383837 152502 42243 164301 154550 212851 335810 380833 161376 168238 166060 177633 20751 350051 416313 | 290,853 136542 | 42684 167001 233468 378026 438500 | [ 1787213 6382006 6865143
Lastearl 40226 60643 65384 GETEZ 62423 47071 B1623 37877 46207 42443 BO294 46819 68612 70306 G261 46423 62484 67347 68091 e6zez 74370 | 4ma@0  Gzeen | Geas2  e6332 BRIB0 91471 MEaM 495266 1628719 1B
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The Governor of California has given guidelines for the June 15t 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.

group sades

2021 May Performance & Activity Report
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Articles Generated -33% 2021 May Performance & Activity Report

Articles Generated |

Total Members | had two phone interviews for meetings magazines Smart Meetings and

3! / 343% Meetings Today. Some of the activities included two press trips, bi-weekly
2,418 N/A N/A City COVID meetings, Visitor Guide copywriting, and Greenhaus meetings

regarding VTV branding.
PUBLICATIONS WITH AT LEAST 1 ARTICLE

Total Publications # of Publications with Article %

675 163 24% two stations: KFROG and KCBS.

MAY COUNTS 2021 BY MEDIUM

# of Articles Total Circulation Total Value
(0] (0] (0]

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Article Count

Publication Name

Blog

The Travel Mom
ABC7 Los Angeles
AvantStay.com
Decan Herald

nland Empire Magazine

Digital Influencer o o o Patch Syndication 4
. Temecula Valley News 4
VisitCalifornia.com 3

PureWow 2

o ° 2

Io

e | usrsesao 24

PR EXPENSES/INKIND

Type

$0.00 $30.00 $1,000.00

2021 YTD
Press Release Performance Measures

$3,714.00

$0.00 $30.00 $1,900.00 $3,714.00 Press Releases Issued:

Activity Measures

Month To Date

PR Familiarization Tours - Domestic o 1

Month To Date Year to Date
9

—

PR Familiarization Tours - International o o
Hosted Press Trips - Domestic 3 5
Hosted Press Trips - International o o
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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MANSION GLOBAL
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A

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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VISITOR INFORMATION - QR CODE SCANS W
SCANS OVER TIME SCANS BY OPERATING SYSTEM
@ Total @ UYnigue
6 0s Scans %
5 i0S | 73.44%
. Androidos [N 26.56%
3
2
| I|
LR
May 1 May 6 May 11 May 16 May 21 May 26 May 31
Show less ~
SCANS BY TOP COUNTRIES SCANS BY TOP CITIES
- Country Scans % = City Scans %
1 United States 61 95.31% 1 Los Angeles 12 18.75%
2 Mexico 2 3.13% 2 Mew York 7 10.94%
3 Panama 1 1.56% 3 Temecula 3 4.69%
4 Midway City 2 3.13%
5 Camarille 2 3.13%
6 Yorba Linda 2 3.13%
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SUPPORT LOCAL TAKEOUT - QR CODE SCANS W

SCANS OVER TIME SCANS BY OPERATING SYSTEM

. Total . ]
0s Scans %

i0S L 83.33%

B Androidos [ 11.11%

05X [ | 5.56%

May 1 May 6 May 11 May 16 May 21 May 26 May 31

Show less ~

SCANS BY TOP COUNTRIES SCANS BY TOP CITIES

# Country Scans % = City Scans %

1 United States 18 100% 1 Los Angeles 6 33.33%
2 Temecula L 22.22%
3 Muscoy 2 11.11%
4 Albuquerque 1 5.56%
5 Fountain Hills 1 5.56%

5} Santa Ana 1 5.56%
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ADARA MEDIA IMPACT W

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

The Website Impact Pixel links our website visitors to travel outcomes.
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SOCIAL MEDIA STORIES & POSTS W 2021 May Performance & Activity Report

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.

dedicated tories
vigit cadifornias story feed

gifphy feed website Instagram feed
facebooks ad promotion




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

partners

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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STR REPORT - May 2021 2021 May & June Performance & Activity Report

STR REPORT - Week of June 27,202

Current Week
i Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa
Occupancy (%) |l dul Current Fun Fiun
© ¥ S = 10 " 12 13 1a 15 15 w 1= 13 20 21 22 23 2a 25 26 27 28 23 s0 1 = ES week 28 raTo
This Vear| 701 [ ] 723 a0 a11 as0 746 583 778 a0.0 a5z a0+ ata 57z va0 TET sa0 886 asn ass a08 7an TaE el Ta6 Ba3 Ti8 7Ee 782 a0+
Last'vear| 438 43 506 S0 431 544 70.2 453 492 528 555 5256 721 o 431 54 57.9 523 583 75.2 367 562 547 5ed £01 852 708 £33 3K 59.7 57.0
Percent Change| 408 0.7 22 423 5.7 574 353 s2.8 9.3 47.2 442 6.2 25.4 134 6.5 440 B24 F.8 295 25.0 3.4 461 325 3z 28.3 EEX) A 171 237 325 411
Jun Jul Current Run Fun
S ¥ = = 10 n 12 13 14 1= 15 pid 1= 13 20 21 22 23 2a 25 26 27 28 29 =0 1 = = week 28 rATD
1872 M.E0  fiarr 1604 125.7s  Zzoe4  2oog0 1224z 11223 587 D66 f2r24 22802 Soaer  12e.0F N334 685 12068 13 23403 24047 | 13436 fir.a0 HEA 12095 | 13566 Zieys 24678 154.61 15230 157.43
BE73 @504 B3P0 7G4 BE04  W9Fe MBS0 BSBA BEYs 9038 S0Er atis 2195 12812 92AY B39 8861 Ek sz68 1233 1giss | Szhs  Bves 8RS a0 9288 129¥F 19187 0370 o ELEd
Percent Chang=| 380 315 353 452 462 10335 154 365 265 262 251 335 a7.0 an0 357 356 320 315 430 a3z 536 451 344 335 328 453 571 a6 431 s6.a s11
RevPAR Jun Jul Curent Fun Fun
© ¥ S = 10 " 1=z 1= 1 1 15 1w 1= 13 20 21 22 23 2a 25 26 27 28 23 s0 1 = = week 28 raTo
This'Wear| Ba87  7e8s  7EO7  Base  1nds  eoa@e  s4ly @192 7708 a0t S250 0846 P0G1 2028 G466 B418 BaEs 012 feeps  plmen  2a6EE | W85 Beed  @esy  8aes | Wmm  ls0ee  imaee 115 68 125 78 126 65
Last'¥ear| 4318 4239 4233 3963 4142 5371 EL 4103 4418 4775 5007 5708 8795 W3F3 4562 4314 5131 5773 Bass  szay  1tans | sl 4792 4385 5472 | GOES a1ss 8423 5327 B050 5571
Percent Changs| 345 Tia 7az 1z 137 2504 1355 1222 71 aa7 243 ana 1344 1246 a56 a5z 747 734 azn 1356 1075 1a 735 752 Fo4 721 a1 Haz a4d 1073 1273
m.mn Jul Gurrent Fun Fun
5 T 3 = 10 " 1= 13 e 1= 15 ar 15 13 =0 a1 az a3 za as a6 ar a8 a3 S50 1 = EY ek 28 raTo
This‘Vear| 1383 1,359 1,333 1,359 1,333 1,389 1859 1,383 1,859 1,333 1,359 1,333 1328 =) == 1888 =) 1288 =) == =) =5 1888 == 1,888 =) 1,359 1,333 13,223 52232 BEETO
Last'wear| 1539 1538 1638 1638 1638 1638 1638 1638 1635 1638 1538 1638 1638 1638 1639 1638 1638 1538 1638 1659 1638 1638 1538 1639 1768 1766 17EE 1766 .33 45,400 43170
Percent Changs| 153 153 15.3 15.3 15.3 5.3 5.3 15.3 153 15.3 15.3 15.3 15.3 15.3 15.3 153 15.3 5.3 15.3 153 5.3 5.3 5.3 5.3 w0 k) 7.0 k) 0.4 4.0 5.3
.Jun Jul Current Fun Fun
5 ¥ 3 = 10 " 1= 13 e 1= 15 a 1= 13 =0 a1 az a3 za as 26 ar a8 a3 s0 1 = ES week 28 rATO
This vear| 1325 1231 126% 1365 1518 1721 1755 1403 1310 1463 151 1510 1705 1735 1265 1357 1443 1567 1672 1775 1792 1527 1378 1391 1,456 1504 1509 1413 2.378 367 45558
astvear| 318 317 328 329 788 92 1151 751 S 66 H09 1026 1182 1327 05 s42 343 1031 1420 1252 1421 07 96 320 1081 1152 1248 1125 7.0 27.710 2503
Percent Changs| 624 s0.7 524 [ 821 sza S50 876 [ 536 BE2 568 415 a0y 576 E5a 525 520 433 411 261 Bm4 sa8 51z arz 306 51 253 365 511 525
.Jun Jul Current Fun Fun
5 L] £ = 10 " 1z 13 14 1= 15 a 1= 13 =0 21 a2 a3 za a5 a6 a7 a8 a3 S50 1 = ES ek 28 raTo
This "Cear| 155627 137.628 143696 158,528 190701  395.21% 455,566 172436 7006 170214 174740 204,554 350,455 440016 159528 159025 169347 150424 230816 415354 447,045 | 205009 152442 164255 I7ENE | 204032 233767 47241 | | 1542594 6652521 wITRISE
astrear| TOFF 69.47F  G93S5 64945 GT.ESR  ST.ETZ  13T44 ETSG1 FRAIT  THETO SZ06F  S3551 144450 1F0008  TATER  FOFO4  S4055  S4EIZ 103301 1525353 186969 | 83341 TEE34  S13TZ SEE4d | WOTNS 1ELEH 145746 TEEO4E  ZEOT.ET4 ETIAA44
Percent Changs| 1241 a1 071 1441 1808 anas  za0s 156.1 030 nes nza nan 70z 588 nas 1248 e asa 225 1725 1381 1442 068 . 822 ans 755 1334 035 1370
5 ¥ 3 = 10 " 1= 13 e 1= 15 ar 1 13 =0 a1 az a3 za as 26 ar EX a3 S50 1 = ES
Census Props| 21 =1 21 21 21 21 21 21 21 21 =1 21 21 21 21 21 21 21 Bl Bl B B B B B B =1 =1
Census Rooms | 1338 1559 1559 1559 1559 1558 1559 1558 1559 1559 1559 1559 1559 1559 1559 1558 1559 1558 1559 1559 1559 1558 1559 1559 1559 1559 1559 1559
i Fooms Pamicipants|  a36 a36 [36 a36 [36 a3E a36 a36 a3s [36 sa6 [36 a36 [36 a3E a36 [36 anz [36 a36 a6 a36 [36 a36 =36 [36 a36 [36
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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.

group sades
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MEDIA/PR STATS

Current Previous % Change
(June 2021) (May 2021) : 9

: 4 s0%
3 o o

1 3 67%
Total Members

2,444 N/A N/A

PUBLICATIONS WITH AT LEAST 1 ARTICLE

# of Publications with Article %

681 166 24%

JUNE COUNTS 2021 BY MEDIUM

1 N/A N/A

Total Publications

2 156,188 $16,770

o o o
m 2 14,500,000 $314,500

) N/A

ol | o | | smao

PR EXPENSES/INKIND

Type
- p— e s
_ $0.00 $30.00 $315.00 $4,029.00

pullic selation: N0

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.

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Publication Name Article Count

Patch Syndication

Temecula Valley News

SN
VisitCalifornia.com
PureWow
The Travel Mom
360 Magazine 1
ABC 7 Los Angeles 1
AvantStay.com 1

N N W WA~ O

California Now 1

Press Release Performance Measures

Month To Date Year to Date

10

-

Press Releases Issued:

Activity Measures

Month To Date

14,738,188
$331,270

o
o
:
o
)

1

O ® O

39
3,066,287,823
$64,328,081
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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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SUPPORT LOCAL TAKEOUT - QR CODE SCANS 1

SCANS OVER TIME SCANS BY OPERATING SYSTEM
@ Total @ Unigue
2 0s Scanm %
i0S | 90.91%
Androidos [ 9.09%
Jun 1 Jun 6 Jun 11 Jun 16 Jun 21 Jun 26 Jul 1
Show less ~
SCANS BY TOP COUNTRIES SCANS BY TOP CITIES
B Country Scans % = City Scans %
1 United States 11 100% 1 Los Angeles 5 45.45%
2 Honolulu 1 9.09%
3 Temecula 1 9.09%
4 Modesto 1 9.09%
5 Mewark 1 9.09%
6 New York 1 9.09%




ADARA MEDIA IMPACT
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2021 June Performance & Activity Report

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

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

‘ 5
SOCIAL MEDIA STORIES & POSTS W

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 |G 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.




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

partners

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 |%} 2020 2021 Year To Date Running 12 Months
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2020 2021 2013 2020 2021
This"ear Bh4 26 429 267 410 554 52.E BaT E70 70 594 485 490 B53 BE.2 kAl 795 205 T2 518 2 734 B8 E5E
LastYear B28 [i:X:] TE4 T30 T3z B2 764 To0 22 T04 T42 B35 B4 26 423 267 410 B54 T 26 Bla 763 T34 BLE
Percent Change! 43 53 431 £33 438 318 -22.3 TE al 48 183 -234 -25.1 100 59.3 1882 938 403 28 286 358 33 5.8 B1
2020 2021 Year To Date Running 12 Months
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Now Dec Jan Feb Mar Apr May Jun 2019 2020 2021 2019 2020 2021
This''ear 258 12060 0462 7218 056 9787 02,36 10g.81 TETS 127.60 124 485 arze 11266 12172 13571 T2z 15750 125.63 0384 13228 12503 681 12322
Last'ear H0ES HE560 12616 12380 13363 13676 12661 13101 12763 12887 12744 10388 11258 12060 104 82 e 8066 37567 12351 12683 10384 12602 12603 B8
Percent Change 17 18 -4 47 -37 -28.7 188 -89 25 -1 -64 136 13E -BE ®3 880 27 614 17 QA 274 08 EE 55
RevPAR 2020 2021 Year To Date Running 12 Months
Jan Feb Mar Apr May Jun Jul Aug Sep Dct Now Dec Jan Feb Mar Apr May Jun 2013 2020 2021 2013 2020 2021
This'ear, TIET 763 44.84 1330 307 54.08 6336 ToH 7827 8643 T0EE 480 47T 7363 & 0462 118.38 12678 1AL 6376 az88 3173 T224 &084
LastVear 6945 B16E 43 9034 9797 mo? 9466 are 202 074 9480 E9.74 T3ET i 4484 1330 3307 5408 szze e BETE %80 ElrE) veze
Percent Change (2] 72 525 TR 662 513 -36.7 232 4.3 5.8 -25.1 k] -35.2 153 853 4413 2538 1345 12 4.0 728 4.1 213 1.3
5upply 2020 2021 Year To Date Running 12 Months
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Now Dec Jan Feb Mar Apr May Jun 2013 2020 2021 2013 2020 2021
This*rear 54 746 43,448 64,746 38,330 44 867 43,170 64,746 54 746 52,980 54,746 52,380 54,746 64,746 43,448 58,630 56,700 68553 56670 312,568 232,367 334713 10,003 B17,301 EGIEET
LastVear 51026 45,088 54,746 52,980 54746 52,980 54,746 54746 52,980 54,746 52,980 54746 54,746 49,448 54746 29,390 44857 49,170 287609 2566 292,357 579,954 610,003 B17.201
Percent Change 3 73 oo 257 181 T2 ik} ili} 0.0 o0 00 00 oo 00 70 433 305 153 &7 65 145 52 12 %]
nand 2020 2021 Year To Date Running 12 Months
Jan Feb Mar Apr May Jun Jul Aug Sep Det Now Dee Jan Feb Mar Apr May Jun 2013 2020 2021 2013 2020 2021
This"Year 30,826 35889 23464 10,535 18412 27248 32069 30424 30,518 IEETT 1484 ZEEDE 26,849 32,300 40,008 4370 46,532 45516 226800 151,370 235,013 447,840 3ELTEZ 432,793
LastYear 32,025 ez 41,256 36,660 40,068 43,03 41,256 38328 226 38518 39,308 34756 ¥ 35,889 23464 10,535 13412 27244 214,757 226,300 151370 440,455 447,240 e
Percent Change ik} 130 431 F27 540 387 -223 -8 Eral 4B 133 234 261 00 705 348 1827 B74 5E 333 553 17 48 124
Reven 2020 2021 Year To Date Running 12 Months
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 2013 2020 2021 2013 2020 2021
This'Vear| 4033272 4,328,385 2458884 TEO09 1482205 2658078 Jze27n 3854513 4 ME 592 4679882 3754195 2524487 26197 3638861 4,869,589 5971992 6850235 Te4TI5 28,492 956 15,718,234 087,383 55991444 44,591859 52,329,784
LastYear 3543566 3TE3EEE 5163082 4786103 5,362 266 5,384,230 B182347 £,021,203 4,876,042 4,367 63T 5,008,213 3818177 4,033,273 4328386 2,464,384 TE0A03 1483205 2,668,078 26,524,233 28,432,966 16,718,234 66,508,083 65,331 444 44 531363
Percent Change! 138 150 828 -84 V23 -G48 367 232 149 B2 -2a1 Rk -35.2 B3 984 £801 3619 170.3 T4 448 978 k] -20.4 e
2020 2021
nsus %
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
Cenzus Props. 20 20 20 7 il L=l 20 20 0 20 20 20 20 20 21 21 21 21
Census Booms 1786 1788 1768 1313 47 1633 1768 1786 1766 1768 1786 1788 1768 1786 1830 1230 1223 1383
* Rooms Participants, 932 932 932 ans 745 927 860 BED 860 932 932 932 932 932 937 937 938 938
STR REPORT - Week of July 25,2021
Current Week
i Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa
| [F—— Cument  Run  Run
This Year| 711 597 773 871 876 783 896 789 78.1 80.0 803 780 787 898 819 769 Eing 786 812 744 878 T2 699 6838 727 752 796 926 757 788 784
LastYear| 433 435 498 520 S61 647 729 559 525 517 523 562 638 690 526 510 508 528 61 632 716 | %2 540 558 567 618 636 842 626 585 585
i PercentChange| 425 205 548  67.3 6.1 210 230 &11 486 548 535 389 233 302 558 507 606 488 448 177 132 | 266 295 232 282 217 143 100 208 347 34.0
Jul Curent R Run
This Year| 15671 12205 11622 12320 13430 22379 25841 12577 11753 117.89 12127 12979 21800 25388 13533 12353 12424 12391 13350 21528 25037 | 13613 12521 12293 12193 13633 22727 25766 16598 16140 16474
LastYear| 8218 8835 8730 9123 12393 12807 9251 38 8514 8689 9003 12164 12779 9183 8686 8692 8637 8956 12312 13137 | 9434 87.89  90.33 9177 12676 13575 [ | 10514 10256 10239
| PercentChange| 700 381 322 411 472 806 1018 359 381 385 396 442 792 987 474 422 429 402 491 748 %06 | 443 45 361 33 486 793 898 574 80.9
RevPAR U Curent R Run
This Year| 11141 7288 8982 10729 11767 17521 23160 9920 9177 9435 09739 10127 17149 20803 11090 9485 10149 9741 10841 16012 21989 | 9693 8749 8453 @363 10248 18083 23857 [ | 12564 12721 12916
LastYear| 4598 4378 4390 4543 5119 8021 9333 5170 453 4401 4548 50.57 77863 8814 4831 4432 4420 4889 5021 7781 101.91 ] 5305 4743 50.43 50.70 5669 22 11430 85.83 80.03 50903
Percent Change| 1423 1046 1362 1289 1184 148.1 98 1022 1144 142 1003 120.5 158.7 1296 143 1296 108.6 1158 1058 1158 827 845 676 748 80.8 105.0 1087 508 18 155
Jul Current Run Run
This Year| A, K K K X X K K K X K K K K E £ X K K k X 1,889 1,889 1,889 1,888 1889 1,889 1,889 13223 52832 58,559
LastYear| 1766 1,766 1,766 1766 1766 1,766 1,766 1766 1766 1766 1,766 1,766 1766 1,766 1,766 1,766 1,766 1,766 1,766 1766 1766 1,766 1,766 1766 1766 1766 1,766 1,766 12362 49,448 54746
Percent Change| 7.0 7.0 70 70 70 7.0 7.0 7.0 70 70 70 7.0 7.0 70 70 0 7.0 7.0 70 70 70 7.0 7.0 70 70 70 7.0 7.0 7.0 7.0 7.0
w.lul Curent R Run
This Year| 1,343 1,128 1460 1645 1655 1479 1693 1490 1475 1812 1517 1,474 1486 1696 1548 1462 1543 1485 1534 1405 1650 | 1,345 1,320 1209 1373 1420 1503 1,749 10009 41688 45914
LastYear| &1 a7s 882 919 991 1,143 1,287 928 913 924 98z 1121 1218 929 201 898 933 950 1,18 1370 993 953 936 1,001 1091 1,229 1,487 7740 28944 32044
Percent Change| 524 288 655 79.0 7.0 294 315 51.0 589 656 64.2 486 318 392 866 61.2 78 59.2 548 258 211 354 385 N7 372 302 23 176 23 440 433
Jul Curent R Run
This Year| 210,457 137,670 169679 202671 222272 330,978 437,484 187,396 173360 178245 183964 191305 323,945 430743 209494 179367 191706 184,001 204782 302,462 415366| 183,098 165276 159,680 167,416 193,582 341,580 450,650 1661283 6,728,628 7,563,669
LastYear| 81206 77308 77519 80229 00,405 141647 164821 01300 80,165 77,729 80200 89310 137,001 155653 85,308 78264 78050 G2448 ©8664 137,407 179.074| 93682 82756 80062 89528 100,116 155793 201,856| | 813792 2,962,500 3,280,931
PercentChange| 1592 781 1189 1526 1459 1337 1854 1052 1163 1203 1204 1142 1383 1767 1456 1292 1456 1232 1310 1204 1208 | 954 o973 793 870 934 1193 1233 104.1 1287
4 5 -] 7 8 9 0 n 12 3 " 15 1% 17 18 19 20 21 22 23 24 25 26 27 28 29 30 n
Census Props| 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21 21
i CensusRooms| 1883 1,889 188 1869 1889 1889 1,889 1889 1889 1889 1889 1,889 1889 1889 1869 1889 1889 1,889 1889 1889 1889 | 1883 1,889 1889 1869 1869 1,889 1,889
|%Rooms Participants| 936 936 935 936 936 936 936 936 936 936 936 936 936 038 936 936 936 936 936 936 936 | 936 936 936 936 936 8§73 84
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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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MEDIA/PR STATS

Current Previous % Change
(July 2021) (June 2021) : 9

6 .
24 3 700

° 1 100%
Total Members

2,445 N/A N/A

PUBLICATIONS WITH AT LEAST 1 ARTICLE

# of Publications with Article %

681 167 25%

JULY COUNTS 2021 BY MEDIUM

o) N/A N/A

Digital Influencer o o o

Total Publications

Magazine 1 30,000 $1,500
Newspaper o o o

4 58,310,000 $57,860
Broadcast 1 82,000 N/A

Total $59,360

2y
0
Q@

PR EXPENSES/INKIND

Type
_ $0.00 $0.00 $120.00 $3,714.00
_ $0.00 $0.00 $120.00 $3,834.00

pullic selation: N0

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 4t place.

TOP 10 PUBLICATIONS WITH MOST ARTICLES

Publication Name Article Count

Patch Syndication

Temecula Valley News
SN

VisitCalifornia.com

PureWow

The Travel Mom

360 Magazine 1

ABC 7 Los Angeles 1

AvantStay.com 1

N N W WA~ O

California Now 1

Press Release Performance Measures

Month To Date Year to Date

12

N

Press Releases Issued:

Activity Measures

Month To Date

o 1
o o
1 8
o o
5 a4
58,340,000 3124,627,823
$59.:360 $64,387,441




2021 July Performance & Activity Report

Temecula Wine Country Weekend
Itinerary: Wineries, Hotels, Trails &
Activities

Weekend At A Winery: Enjoy Wine,

Chocolate & Meet A Camel

Patch.

: .visit .
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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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BOOK DIRECT ENGAGEMENT REPORT W

BOOK)» DIRECT

ENGAGEMENT REPORT

BOOK > DIRECT RESULTS PAGE

ENGAGEMENT
Searches 7.328

Deskiop 226 Properties Viewed on Average
Mobile 427 Properties Viewed on Average

Book » Direct Network Desktop 44.7 Properties Viewed
Book » Direct Network Mobile 38.5 Properties Viewed

Bounce Rate 31.02%
Book » Direct Network Bounce Rate 29.70%

DURATION

Overall 4.3 min

Deskiop 56min

Mobile  3.6min

Global Average Overall: 3.8 min
Global Desktop Average: 4.7 min
Global Mobile Average: 3.2 min

DEVICE BREAKDOWN

Deskiop 34.9%
Mobile 651%

Global Average on Desktop: 39.0%
Global Average on Mobile: 61.0%

TOTAL REFERRALS TO PROPERTIES: 5,216
Overall Search to Referral Ratio 71.18%

Deskiop 147.97%

Mobile 38.11%

BOOK:DIRECT NETWORK
SEARCH TO REFERRAL RATIOS
Overall 83.46%

Desktop 156.77%

Mobile 43.17%
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ADARA MEDIA IMPACT }

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

The Website Impact Pixel links our website visitors to travel outcomes.
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SOCIAL MEDIA STORIES & POSTS W 2021 July Performance & Activity Report

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




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

partners

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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STR REPORT - July 2021

ey (%] 2020 2021 Year ToDate Running 12 Months
Feb Mar Aoe May Jun Jul pug Sep oot Nov Dec Jan Feb Mar Bor May Jun Jul 2019 2020 2021 2018 2020 2021
This Year| 726 420 67 410 s54 =5 847 &0 7.0 504 4858 42.0 52 8.3 7.1 75 s0s 784 730 28 714 28 604 FE)
Last¥ear| @88 784 730 Taz B2 84 0 22 04 742 s &4 728 a20 ;|7 410 =54 585 787 730 s28 787 728 o4
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“ 2020 2021 Year ToDate Running 12 Months
Feb Mar Apr May Jun Jul Aug Sep Oct Now Dec Jan Feb Mar Apr May Jun Jul 2019 2020 2021 2013 2020 2021
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2020 2021 Year ToDate Running 12 Months
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STR REPORT - Week of August 28,2021

Current Week
u wWe Th

Su Mo Tu we Th Fr sa Su Mo Tu we Th Fr sa Su Mo Tu we Th Fr sa su Mo T Fr sa
Occupancy (%) [BOX] Cumert Fun  Fun
b = s . s © [l a s 10 n 12 s 1 = 16 " Ty 1 20 21 22 23 za 25 26 27 2a iesk 25 raTo
ThisVear| 749 855 862 858 55 703 28 859 585 53 507 663 735 az4 521 526 603 616 ] 61 1.2 5339 531 584 BT 2.1 00 228 37 [ 2.8
Lastear| &05 573 578 03 633 725 22 578 563 520 0z 21 736 =70 652 573 830 Eld E5E 0 =70 L 552 57z 574 B 7285 56 638 B8z 52
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AIRDNA REPORT

Monthly Trend - Temecula

This data is pulled through July 2021. All currency in USD. () Entire place properties only
A I R D N A Contact us at helo@airdna co

Terms and Conditions

July 2021 vs July 2020 Last Twelve Months July 2021 vs Last Twelve Months July 2020
Available Listings Booked Listings Occupancy Rate Average Daily Rate evPAR Available Listings Booked Listings Occupancy Rate Average Daily Rate evPAR

Property Type 2020 2021 [% Chg| 2020 2021 |% Chg| 2020 2021 |% Chg| 2020 2021 % Chg 2020 2021 [% Chg 2020 2021 |% Chg| 2020 2021 [% Chg| 2020 2021 [% Chg| 2020 2021 | % Chg | 2020 2021 [% Chg

Entire Place 508 530 4.3% 449 492 9.6% 66% 69% 51% 518 604 16.7% 342 420 22.7% 776 832 T72% 722 769 6.5% 48% 58% | 19.2% 4586 539 18 1% 220 310 40.8%

Private Room 81 69 -14.8% 54 63 -1.6% [ 48% 64% | 25 4% 165 173 4.9% 81 10 35.7% 212 154 [-27 4% 202 146 [-27 7%| 47% AT% | -1.4% 114 182 59 8% 54 85 57.6%

Shared Room 1 1 0.0% o o 0% 0% 1] 0 o 1] 1 1 0.0% 1 0 100.0 39% 0% [100.0%d 170 o -100.0%| &7 1] F100.0%
Bedrooms (%}

Hoiel Comp {Studio and 1 bedroon 161 17s 10.6% 125 157 25.8% | B60% 65% 9.0% 174 214 23.2% 104 140 24.3% 249 250 16.5% 219 253 15.5% ( 47% 568% |[20.0% 158 1g0 20.3% T4 107 44.3%

Studio 63 49 -22.2% 35 38 8.6% 54% G61% | -3.8% 165 208 24.7% 105 126 19.9% a7 103 56.2% T4 7T 4.1% 50% 51% 3.8% 150 181 20.9% T4 a3 25.5%

1 bedroom 98 129 31.6% 20 19 32.2% | 58% 67% 13.8% 177 216 22.0% 104 144 38.8% 152 187 23.0% 145 176 21.4% | 45% 58% | 27.5% 163 194 19.2% 74 M2 51.9%

2 bedrooms 50 54 8.0% 438 51 6.3% 59% 67% 12.7% 235 296 26 0% 139 197 42 0% 21 28 8.6% 78 24 T7% 485% 53% | 15.6% 229 268 16.7% 105 141 34.9%

3 bedrooms B3 B2 -1.6% 57 59 3.5% 58% T0% 2.6% aTs 520 37.6% 256 382 41.2% 29 =12 ] 0.0% 93 o4 1.1% 50% 59% |17.9% | 366 440 20.2% 183 259 41.8%

4+ bedrooms 234 236 0.9% 219 225 2.7% T0% T3% 3.5% 757 923 21.9% 533 673 26.2% 347 355 2.3% 332 338 1.8% 49% 58% [20.0% 892 819 18.3% 342 485 42.0%

Monthly Trend Plus - Temecula

This data is pulled through July 2021. All currency in USD. (*) Entire place properties only
A I R D |\ A Contact us at hello@airdna.co

Terms and Conditions

July 2021 vs July 2020 Last Twelve Months July 2021 vs Last Twelve Months July 2020
Supply (Nights) Demand (Nights) Revenue (USD) Supply (Nights) Demand (Mights) Revenue (USD)

Property Type 2020 2021 % Chg 2020 2021 % Chg 2020 2021 %% Chg 2020 2021 %% Chg 2020 2021 % Chg 2020 2021 % Chg

Entire FPlace 12,338 13,595 10.2% 8,153 9,445 15.9% | 4,222 950 | 5,705,940 | 35.2% 149,820 141,995 | -52% T2.408 81,807 13.0% | 33,030,700| 44,083,800( 33.5%

Private Room 1,792 1,663 -7.2% 882 1,059 20.1% 145,669 183,466 | 25.9% 30,660 20,525 -33.1% 14,465 9,546 -34.0%| 1.650,760 | 1,740,900 | 5.5%

Shared Room ] ] (4] (4] (4] (4] 203 (4] F100.0%) a0 [¥] F100.0%4 14533 1.200 -91.7%
Bedrooms (*)

Hotel Comp (Studio and 1 bedroon 3,302 4,270 29.3% 1,978 2,789 41.0% | 343,558 596,600 | 73.7% 43 558 42 014 -3.5% 20,371 23,577 15.7% | 3.226,580 | 4,490,760 | 39.2%

Studio 903 988 9.4% 576 606 5.2% 95,186 124,917 | 31.2% 13,649 12,017 -12.0% 8,767 5,186 -8.6% | 1.015,260 | 1,122,140 | 10.5%

1 bedroom 2,399 3,282 36.8% 1,402 2,183 55.7% | 248,372 471,683 | 89.9% 209,809 20,097 0.3% 12,604 17,391 27.8% | 2,211,320 | 3,368,610 | 52.3%

2 bedrooms 1,305 1,380 5.7% 7o 918 19.2% 181,075 271,919 | 50.2% 14,631 14,891 1.8% 6,686 T.865 17.6% | 1.533,790 | 2,106,050 | 37.3%

3 hedrooms 1,534 1,633 6.5% 1,041 1,137 9.2% 393,139 590,823 | 50.3% 19,164 16,870 -12.0% 9,582 9,947 3.8% | 3,504,660 | 4.373,300 | 24.8%

4+ bedrooms 5,197 5,312 1.9% 4 364 4,602 5.5% | 3305170 | 4,249 600 | 28.68% 72,487 68.220 -5.9% 35,769 40,418 13.0% | 24 760,500 33,105,900 33.7%
Submarkets (%)
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Articles Generated

Current
(August 2021)

Previous
(July 2021)

% Change

Contacts Added

Media Events

Total Members
Featured

Active Contacts

B ATIO

Total Publications

# of Publications with Article

%

A O
Medium

# of Articles

Total Circulation

Total Value
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»
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Publication Name
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Article Count

AL

ED

Blog

Patch Syndication

Digital Influencer

Temecula Valley News

Magazine

MSN

Newspaper

VisitCalifornia.com

Online

PureWow

Broadcast

The Travel Mom

Total

Expenses

58,340,000

$59,360

In-kind

360 Magazine

ABC 7 Los Angeles

AvantStay.com

Type

August 2021

2021 YTD August 2021

2021 YTD

Total

PR Familiarization Tours - Domestic

California Now

Press Release Performance Measures

Press Releases Issued:

Activity Measures

Month To Date

Year to Date

PR Familiarization Tours - International

Hosted Press Trips - Domestic

Hosted Press Trips - International

Coverage Received

Coverage Impressions

Coverage Value
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coverage

fZ0s Angeles Times Forbes
PatCh. o .visit .




BRAND MARKETING

2021 August Performance & Activity Report
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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!
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SCANS OVER TIME SCANS BY OPERATING SYSTEM
. Total . Llrloos
9 0s Scans %0
3
i0s I 83.33%
T
- Androidos [N 16.67%

e

[¥5]

[R*]

-

Aug 1 Aug 6 Aug 11 Aug 16 Aug 21 Aug 26 Aug 31

Show less ~

SCANS BY TOP COUNTRIES SCANS BY TOP CITIES

# Country Scans % = City Scans %o

1 United States 54 100% 1 Newark 9 16.67%
2 Los Angeles 6 11.11%
3 New York 4 7.41%
4 Huntington Beach 3 5.56%
5 Santa Monica 3 5.56%

[ Temecula 3 5.56%
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[ ADARA MEDIA IMPACT }

=
Market Percentage of Travelers
Los Angeles 43.3
San Diego 10.2
Phoenix 6.3
Las Vegas 3.9

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

The Website Impact Pixel links our website visitors to travel outcomes.
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SOCIAL MEDIA STORIES & POSTS W

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.




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

partiners

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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STRREPORT - August 2021

cupancy ( 2020 2021 Year To Date Running 12 Months
Mar Apr May Jun Jul Aug Sep Oet Nov Dec Jan Feb Mar Apr May Jun Jul Aug 209 2020 2021 2013 2020 2024
i 28 287 410 54 585 647 670 67.0 524 485 420 653 883 772 5 05 a4 681 728 545 710 723 508 675
4 a0 Ta2 8z 754 700 722 4 2 615 654 728 428 87 410 554 &85 847 70 728 545 758 723 500
<431 633 438 318 23 75 EAl 45 -89 234 251 -100 53 1857 835 453 240 52 44 250 304 44 -i72 28
202 2021 Year To Date Running 12 Months
Mar Aor May Jun SJul Aug Sep Oct Nov. Dec Jan Feb Mar Apr May Jun ul Aug 2013 2020 2021 2019 2020 20
10482 7218 B0.50 97.57 10245 10875 116.75 127.80 11924 2432 [Z] 112.68 121.72 135.70 w2 157.48 18531 155.60 126.30 10243 132.90 12605 1233 13298
125.15 12380 13350 13875 12561 131.01 127.53 128.07 12744 10085 11258 12060 104.62 T218 80.56 757 10245 10875 1231 126.30 104.43 125.02 126.05 11233
-184 417 -7 287 184 170 25 ER} a4 -138 -136 6.8 183 830 827 @14 a1 431 25 173 40 08 -108 184
2020 2021 Year To Date Running 12 Months.
Apr May Jun Jul Aug Sep Oet Nov Dec Jan Feb Mar Apr May Jun Jul Aug 2019 2020 2021 2013 2020 2024
1930 307 5408 5298 040 7 8548 7086 4611 4771 Tase 8311 10477 11658 12678 12862 10584 @188 888 2835 2113 6727 EE
034 o177 1107 0468 o1T2 20 074 D455 6074 1367 a783 4484 1830 3307 5406 5006 To.40 0358 o160 5688 0454 o113 8707
786 862 513 387 232 -148 58 2261 338 352 158 853 4427 2538 1345 162 505 -20 380 47 -38 82 337
2020 2021 Year To Date Running 12 Months
Apr May Jun SJul Aug Sep Oct Nov. Dec. Jan Feb Mar Apr May Jun ul Aug 2013 2020 2021 2020 2021
30,200 44857 49,170 54.748 54746 52080 54748 52980 54748 54746 40.448 58,500 £8.700 58,550 56.670 58,550 58,550 422058 401,840 451,831 817.301 687283
Last Year| 52.080 MTa 52,080 54748 54748 52080 746 52080 5746 54746 40448 54746 30300 44,857 40170 54746 54.740 385.04 42058 401,840 621,070 817.301
Percent Change| 257 -18.1 72 00 0o 00 00 0o oo 00 0o 70 439 05 153 70 70 23 43 124 08 &1
_ 2020 2021 Year To Date Running 12 Months
Apr May Jun Jul Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug 2m9 2020 2021 2019 2020 2021
This Year| 10535 18212 27244 32042 B.443 35518 BETT 31484 26,608 26,848 32300 40008 43774 46,532 45522 45817 30,870 306,384 218,855 W0ET0 448 020 389,883 451,157
Last Year| 38,880 40068 43031 41,258 38,328 38,226 |se 39308 34,756 35826 35,888 23484 10,535 18412 7244 32042 35443 203182 308,354 218,855 438529 448,900 60662
Parcent Change| 727 540 387 23 75 EAl 45 -188 234 251 -100 05 3155 1527 875 433 125 45 2886 468 24 177 20
Revenue 2020 2021 Year To Date Running 12 Months
Mar Apr May Jun SJul Aug Sep Oct Nov. Dec. Jan Feb Mar Apr May Jun ul Aug 2013 2020 2021 2019 2020 2021
This Year| 2454884 780402 1483205 2,658,078 3,282,805 3,854 376 4.146.502 4670882 3754195 2524487 2611071 3,638,381 4,860,539 £.040.183 6,850.235 Tie4TR 7.500,356 8203708 38,600,608 22.855.308 44882725 56,505,028 41525280 52,004,882
Last Year| 5.163.082 4.786.103 5.362.266 5,884,200 518247 5021303 4875042 4.067537 5.000.219 38817 4033.273 4308335 2454834 760400 1483.205 2,358.078 3.282.005 3854378 35124368 38.008.600 22,855,306 MBMTI 58.505.028 41,526.280
Percent Change| 825 841 723 548 387 232 -14.0 58 -25.1 339 352 -158 984 6812 3618 170.3 131.2 610 71 408 264 az 288 445
Census % 220 2
Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr Jun Jul Aug
Census Praps| 20 7 18 18 ] 20 E] 20 2 20 E) 20 7 21 21 ] 21
Census Rooms| 1768 1313 1447 1839 1788 1768 1766 1768 1768 1768 1788 1768 1820 1800 1888 1889 1289
% Rooms Parficipants| 232 208 785 @27 850 860 360 232 @2 232 m2 832 87 237 06 236 =6
STR REPORT - Week of Sept 26,2021
Current Week
Su Mo Tu We Th Fr Sa Su Wo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su Ma Tu We Th Fr Sa
Occupancy (%) Sep Oct Current  Run Run
5 3 [ s a w0 n 2 1 1u 15 1 u 1 1 20 2 22 25 21 25 26 21 25 23 30 1 2 Week 28 M1
ThisVear| 854 533 543 Bl 673 78 Bl 66T  BAT  Bed  G2F 743 B0 821 66 Bes 608 633 707 630  AD4 | L7 575 56 66z TA9 | 849 935 i 635 633
Last'ear| 528 536 545 568 631 787 @0 538 565 520 e 687 787 923 627  5°z 9z 596 696 a5 919 | sz ses sz S8 613 | 7e@ eas 651 672 671
PercertChangs| 73 .07 04 &7 67 S0 M3 n5 g2 -0 29 82 67 03 A7 A6 w4 81 15 -8 a8 | a2 50 28 we  e2a | 1 1 92 27 3z
p Oct Curent Fn Fun
5 3 T ] 3 ) n 12 1" u 5 15 1 1 1 20 2 22 23 24 25 26 2 28 23 30 1 z Week 28 M1
ThisYear| 20600 2202 WAz e 1237 20268 22999 B0EE 1369  N098 1603 TI00F 2695  Z6ES0 12670 83 TR@0 11382 296D 260 26255 | BT TR2E  TMJF 2226 1132 | ZWg2 26290 | | W23 6476 16235
Lastvear 12733 9503 8125 83l 9625 460 (5450 0070 9186 8204 9622 9880 13996 16283 WG 8983 9143 9305 W00B3  MER2 7260 | 521 G0F2  83a1 8001 WIDT | MAET  7ial ©I04 M0z N6EZ
PercertiChange| 610 234 284 2s7 334 432 4mE 298 242 203 206 36 546 ST8 23 297 246 223 285 478 63 | 205  2ms  2e  3ms o4 | #33 421 318 78 89
RevPAR Sep Oct Curent  Fun Run
5 3 [ s a i) n © 1 u 15 1 n 5 i 20 2 22 25 21 25 26 21 28 23 30 1 2 Week 28 M1
ThisVear| 17530 6551 6385 6751 G641 WG|  (BIP4 875 6217 6251 7278 GGeT  fBl64  23BB0  7A3l GGGt 693 7203 0163 TS5 2635 | 7823 6690 6754 8091  8aa7 | 21 20643 | | WGB3 Mamd  M236
Last¥ear| 1866 5035  sa71  SI70 6077 WTE2 14063 6021 SUF8 5249 5863 6786 T0I6 15029 B 5143 S0a2  B45e 7029 DRanz G2 | 6232  s9K2  Sle1 5199 B35 | 1355 w97s | | 7883 B0SE 7R3
PercertChange| 482 288 273 G0F 422 31§35 #7202 191 260 424 669 524 218 276 325 322 304 450 4%0 [ 255  ses 94 see  sha | e0e  sa0 469 413 434
Sep Oct Curent Fn Fun
5 3 ] s f} i) n = 1B u 5 15 n 1 ) 20 2 22 23 24 25 26 = 28 23 30 1 2z Week 28 M1
ThisYear| 1 1989 1999 1999 1989 1989 | 1989  1gew B2z 62892 6810
Lastear| 1766 1766 U766 766 A7é6 1766 A7E6  \7E6 1786 0786 ATEE  ATEE  1Te6  1Te6 1766 766 1766 766 766 766 76 | 7B 766 766 1766 1766 | 1766 1766 L2 49448 G29ED
Percert Change| 70 i ) 0 0 70 70 0 0 i ) ) 0 0 70 0 0 i i ) 0 0 70 70 0 i i ) 70 0 0
Demand Sep Oct Curent  Run Run
5 1 ] [} [} i) n 12 1" u ] % n 1 i) 20 2 22 23 24 25 26 = 28 23 30 1 2 Week 28 M1
This\ear| 161 1006 1025 103 127z 1355 1542 1260 1033 065 1M86 1404  i5a6  i7a@ L4 ADB4  UM0 U196 1335  1ses  L70s | L6 1087 iz 1250 145 | 1604 1766 8400 3BTTI 38245
Lastvear| 1633 947 952 830 L5 4336 1g07 U086 %98 1006 A0FT 1213 1380 1630 407 0N 874 1034 1230 1483 1623 | 046 968 oW 020 1082 | 1338 s S50 3478 GEEA2
PercertChangs| 15 62 65 0w 18 an @3 38 53 mo w7 w1 &r 51 52 ®I___B7 85 50 52 ms 123 w00 25 308 | w3 n3 ©E a8 04
Revenue Sep Oct Curent  Fun Run
5 3 [ s 2 w0 n © 1 1u 15 1 u 1 i 20 2 22 25 21 25 26 21 28 23 1 2 week 28 M1
ThisVear| 322272 123786 R00E2 127532 163285 275440 GB4544 (64627 A4S TB0S3  LTAG 2606 MARE 446752 WS@N  I2ag8l 0357 6246 3008 097282 431360 | W7A1 126377 27EE3 62530 WK | SMBTD 44GGIE | | 1SS 6021437 BanEez
Last¥ear| 209545 89397 67788 9295 07315 B9N3 288353 15335 91379 92693 W3E25 19943 19S50 265420 15002 90821 83043 963V 124038 2255 ZeOMZT | NO0S2  BTEZS 738 WER  WST | 200524 282071 | | 973495 3984541 415173
PercertChange| 586 375 988 387 522 456 428 S48 285 204 327 524 764 GBI 02 5 &1 815 394 552 540 | 383 442 405 ee5  eeE | 78 5a3 522 511 534
Sep Oct
5 5 7 s F) n n 2 1 u 15 15 u 1 1 20 = 22 23 21 25 2 = 28 29 s0 1 2
CensusProps| 21 21 21 ] ] 2 2 ] 2t 21 21 21 ] 21 2 ] 2t 21 21 21 f] f] 2 2 ] 21 21 21
CensusPooms| 1989 1989 1989 1289 1289 1289 1889 \G89 0889 1889 AZED 0EE9 1889 1889 1989 1989 1989 1989 1989 1989 1339 | 1989 1999 1999 @89 1g89 | @89 e
i PoomsParticipants| 936 936 936 936 926 W6 W6 w936 936 90F  90F  BR0  9BE  9RE  93E  93E 899 936 936 96 | 699 %6 32 36 936 | 936 936




OCCUPANCY

AIRDNA REPORT

Menthly Trend - Temecula

This data is pulled through August 2021. All currency in USD. (*) Entire place properties only.
A I R D N A C ct us st hello@airdna.co

Terms and Conditions

August 2021 vs August 2020 Last Twelve Months August 2021 vs Last Twelve Months August 2020
Available Listings Booked Listings Occupancy Rate Average Daily Rate evPA Available Listings Booked Listings Occupancy Rate Average Daily Rate evPA
Property Type 2020 | 2021 (% Chg| 2020 [ 2021 |% Chg| 2020 | 2021 |% Chg| 2020 | 2021 | % Chg | 2020 | 2021 |% Chg| | 2020 [ 2021 |% Chg| 2020 | 2021 |% Chg| 2020 | 2021 |% Chg| 2020 | 2021 [ % Chg | 2020 | 2021 |% Chg
Entire Place 463 536 | 8.7% | 432 469 | 15.5% | 65% | 58% |-10.4%| 543 615 133% | 351 356 | 1.5% 773 833 [ 78% | 719 776 | 79% | 50% | 57% | 15.1% | 463 548 [182% | 230 312 [36.1%
Private Room 77 69 |-10.4%| &5 61 -6.2% [ 45% | 58% [26.7% | 178 177 -0.8% 81 102 | 25.7% 206 1534 |-25.2%| 199 146 |-26.6%| 47% | 48% | 035% | 118 182 | 53.8% 56 87 | 54.6%
Shared Room 1 1 0.0% [t] [t] 0% 0% ] ] [i] [i] 1 1 0.0% 1 0 [100.0% 44% 0% [100.0% 164 0 |-100.0%( 71 0 100.0%

Bedrooms (*)
Hotel Camp (Studio and 1 bedrog 156 180 |154%( 121 165 |36.4%( 59% | 54% [-9.1% | 171 212 | 236% | 101 114 | 12.4% 249 | 291 (16.9%| 218 | 259 [18.8% | 48% | 56% [16.3%| 160 195 | 222% | 76 109 |42.1%

Studia 58 45 |-207%| 31 38 | 226%( 57% | 54% | -5.% | 163 202 | 247% a3 110 | 18.4% 98 101 | 3.0% 73 75 27% | 51% | 51% | 0.8% | 147 185 | 260% | 75 95 | 27.0%
1 bedroom 98 124 |367% | 90 127 | 41.0%( 60% | 54% [-10.5%| 175 214 | 228% | 104 115 | 10.0% 151 190 | 25.8%( 145 184 | 26.9%( 46% | 57% |23.4%| 166 198 | 197% | 77 114 | 47.7%
2 bedrooms 51 57 | 11.8%( 44 52 | 182%( 56% | 58% | 2.4% | 244 303 | 238% | 138 174 | 26.7% 80 a4 [17.5%| 77 88 [143% | 47% [ 53% |13.0%( 231 274 | 188% | 108 145 | 34.3%
3 bedrooms 64 62 | -31% | 60 61 1.7% | 65% | 52% |-20.0%( 395 535 | 353% | 257 278 | 82% 101 96 |[-5.0% | 96 02 |[-42% | 51% | 58% |123%| 367 453 | 233% | 189 261 |38.5%
4+ bedrooms 222 237 | 6.8% | 207 221 | 6.8% | 69% | 63% | -9.7% | 799 938 | 17.5% | 554 588 | 6.2% 342 332 | 26% | 328 337 | 27% | 51% [ 59% | 15.7% | 703 836 | 189% | 336 42971 | 37.6%

Submarkets (*)

_—I Menthly Trend Plus - Temecula

]
This data is pulled through August 2021. All currency in USD. (¥} Entire place properties only.
A I R D N A act us at helle dna.

Terms and Conditions

August 2027 vs August 2020 Last Twelve Months August 2021 vs Last Twelve Months August 2020
Supply (Nights) Demand (Nights) Revenue (USD) Supply (Nights) Demand (Nights) Revenue (USD)

Property Type 2020 2021 % Chg| 2020 2021 % Chg| 2020 2021 % Chg 2020 2021 % Chg| 2020 2021 % Chg| 2020 2021 % Chg

Entire Place 11,986 13,044 | 163% | 7,751 8,080 4.2% | 4,205,470 | 4965,510 [ 18.1% 147,781 143000 | -26% | 73,271 82106 | 12.1%|33,932,400|44,063,300| 32.5%

Private Room 1,886 1,714 | -97% 856 086 15.2% | 152,546 | 174,220 (1432% 20,274 20,333 |-30.5%| 13,844 0,676 [-30.1%| 1,639,150 | 1,762,520 | 7.5%

Shared Room 0 0 ] 0 0 ] 172 ] F100.0% 75 0 [100.0% 13496 000 03.3%
Bedrooms (¥)

Hotel Comp (Studio and 1 bedrod 3,281 4404 | 366%| 1,941 2410 [ 2432%| 332,793 | 310,715 |53.5% 42,846 43,217 | 0.9% | 20,490 24,046 | 17.4%| 3,272,200 | 4,691,830 | 43.4%

Studia 907 976 7.6% 516 527 21% | 854,058 107,087 | 27.4% 13,130 12,051 | -B.2% 6,693 6,194 [ -7.5% | 985328 | 1,148,780 | 16.6%

1 bedroom 2,384 3518 |47.6%| 1425 1,883 [32.1%| 248735 | 403617 |623% 29716 31,166 | 4.9% | 13,797 17,852 | 29.4% | 2,286,960 | 3,543,040 | 54.9%

2 bedrooms 1,145 1429 | 248% 645 824 27.8% | 157,661 240,290 | 58.1% 14,3593 15175 | 54% 6,746 8,044 [19.2%| 1,557,250 | 2,205,380 | 41.6%

3 bedrooms 1,575 1,650 4.8% 1,023 857 -16.2%| 404,318 | 458264 | 133% 18,880 16,945 |-10.2%| 9,702 9,781 0.8% | 3,562,180 | 4,427,080 | 243%

4+ bedrooms 5,975 6,371 6.6% 4,142 3,089 -3.7% | 3,310,700 | 3,747,240 | 13.2% 71,662 68563 | -43% | 36333 40,235 | 10.7% |25,540,000]33,631,700]) 31.7%




FINANCE

2021 September Performance & Activity Report



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



PUBLIC RELATION SFN:INED,

0 eptemb 3 & Repo
Current Previous % Change
(September 2021) (August 2021) ° 9
Articles Generated -
0 ed e la 0 e 3 ampaig peaking
Contacts Added
Media Events engageme at local organizatio presented b Boara embe
Total Members -
eme 3 ota eme 3 eta oup Ola O eme a
Featured
Active Contacts Associatio ere was also a o 3 edia Pre onference and
PUBLICATIO A A AR edia FA e Board Membe ake 8 media and 4 gue
Total Publications # of Publications with Article % attended the pre onference. Fourtee edia pa pated e FA
P BER CO O B D OP 10 PUB ATIO O AR
Medium # of Articles Total Circulation Total Value Publication Name Article Count
Blog Patch Syndication
Digital Influencer Temecula Valley News
Magazine MSN
Newspaper VisitCalifornia.com
Online PureWow
Broadcast The Travel Mom
Total 360 Magazine
ota 2 AN $34,738 ABC 7 Los Angeles
DR D D AvantStay.com
California Now
Expenses In-kind
Type
September 2021 2021 YTD September 2021 2021 YTD Press Release Performance Measures
Total
Press Releases Issued:

Activity Measures

Month To Date Year to Date

PR Familiarization Tours - Domestic

PR Familiarization Tours - International

Hosted Press Trips - Domestic

Hosted Press Trips - International

Coverage Received

Coverage Impressions

Coverage Value
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BRAND MARKETING

2021 September Performance & Activity Report

A

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.
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WEBSITE TRAFFIC W
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Vs

SOCIAL MEDIA MASTER REPORT W
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Vs

WEBSITE HOTEL REFFERALS W
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BOOK DIRECT ENGAGEMENT REPORT W IVI A R K ETI N ‘ PA I D
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2021 September Performance & Activity Report

-

VISITOR INFORMATION - QR CODE SCANS W




MARKETIN A,

ADARAMEDIA IMPACT W 2021 September Performance & Activity Report

Top Origin Markets - Hotel Bookers

=
Market Percentage of Travelers
Los Angeles 57.2
San Diego 6.2
New York 4.1
Denver 2.8
Palm Springs 2.1
Atlanta 2.1
San Francisco Bay Area 2.1
Ft Myers 14
Philadelphia 14
Amsterdam 14

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



ADARA WEBSITE IMPACT

MARKETIN A,

2021 September Performance & Activity Report

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



MARKETINGE1:VANNID.

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.

Vs

SOCIAL MEDIA STORIES & POSTS W




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

partiners

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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STR REPORT - September 2021

STR REPORT - Week of Oct 31,2021

Current Week
Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr 2a Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa
Occupancy (%) Oct Nov Cumert  Fun
10 1 12 13 " 15 16 1 18 13 20 21 22 23 24 as 26 ar 28 23 30 31 1 2 3 L) 5 & ‘week 28
Thisvear| 721 B34 506 E76 723 aTE 3386 733 638 BE1 700 766 848 a7 Ba4 433 BE0 621 722 76T 200 B2 BET £20 660 743 857 21 6a7 708
Lastvear 616 546 545 B8 623 BAD %42 604 S0 532 SEE 656 804 8l B84 536 67 B0G 658 695 7R3 | 475 | 448 466 sa8 W2 738 sl 503 635
Percent Change| 170 88 ne .7 e 5.4 08 224 261 241 237 €7 55 05 0o -80 31 20 nz 103 35 78 263 331 261 78 182 XS 187 nr
“om Nov Cument Fun
) n 2 o) " 15 16 " 18 1 20 2 22 23 21 25 26 ar 28 23 30 51 1 2 3 ] s 3 Week 2
Thisvear 13090 12000 1973 1638 13309 22694 29508 12491 12094 12061 12009 13353 21909 26056 19143 I40F 11364 11592 12944 21202 20743 | 12470 | TEN 1849 12079 19507 22849 24957 16582 1%3.09
Last¥ear 10670 9413 9451 ELE w0z37 18133 180,13 10E 56 8082 89288 8377 108.7€ 163.32 18251 10253 80.88 8368 2608 9238 15634 18693 10633 8288 947 3388 104.24 168.92 7748 12433 12432
PercertChange| 227 275 267 @28 3 407 M2 Tz 32 293 22 1 %S Mz A0 285 24 w6 me  ®7 4 | wr | 83 08 2m9 205 456 408 327 306
Oc1 Nov Cumere P
10 1n 12 13 " 15 16 i 18 13 20 21 22 23 24 as 26 ar 28 23 30 31 1 2 3 L) 5 & week 28
This'vear| 3438 T34 T2ET TEES 87568 19246 23874 8231 e 7388 2418 102.23 184.84 233.04 BT 5B.28 8251 7188 8470 1BZEQ0 189.52 E2.84 EGE3 7351 874 100.33 196.83 23012 T5E1 116.56
Lastvear 6574 5142 5148 B9 G419 1063 ADd G432 4633 4943 SN0 TO06 12002 W207 6340 4B7r 530 5G40 GSA2 G2 12625 | S0 | 4162 4263 4944 BOBE NETE 934 T 7926
PercentChange|  43& |7 410 435 52.0 483 323 425 BEE B2 525 480 444 389 20 185 wr 21 454 437 481 268 58.2 728 B2 L) E91 51 527 16.8
mom Nov Cument Fun
10 n 12 13 . 15 16 L4 18 13 20 21 22 23 28 25 26 ar 28 23 30 31 1 2 3 a 5 6 ‘week 28
Thisvesr| 1959 1869 1363 1969 La8d 1899 lmed 1699 188G 1689 1599 med 1999 1869 1969 1869 l@ed 1969  Leed 1363 1869 | l@@d | 1989  laed 1599 imed 1939 1839 16223 ez !
Last¥ear 1766 1,76E 1,76E 1768 1768 1768 1768 17EE 17EE 17EE 17EE 17EE 1.7EE 1768 176E 17EE 1,76E 1,76E 1,76E 1,76E 1,76E 1768 1768 1768 1768 17EE 17EE 17EE 12,362 43448 !
Percent Change 70 70 70 70 70 0 7o 7o 7o 7o 7o 7o 7o 70 70 70 70 70 70 70 70 70 70 o 7o 7o 7o 7o 70 70
Oc1 Nov Cumre P
. n L) ) " 5 1 " 18 1 20 2 22 23 21 a5 26 ar 28 23 30 5 1 2 3 ] 5 6 Week 2
This'vear| 1362 1122 1H5 1277 1385 1852 1768 1336 1208 1248 1323 147 100 1733 1102 832 1033 173 1382 1448 151 367 1071 1wz 1247 1404 1613 1733 8218 37472
Last¥ear 1088 964 962 1023 1101 1465 1663 1086 am 340 1,000 1159 1419 1812 1031 947 1002 1078 1182 1227 1,368 819 i 823 a3z 1027 1303 1486 7203 378
PercentChange| 252 %64 10 248 28 28 63 MO 33 38 I3 23 R 5 70 A6 a7 ES] B3 w0 f07 | B3 | 381 424 33 T 43 IO 260 14
e Oct Nov Cumert  Fun
10 1 12 13 " 15 16 1 18 13 20 21 22 23 24 as 26 ar 28 23 30 31 1 2 3 L) 5 & ‘week 28
ThisVear| 75279 14755 107090 WO6Z) 104334 J74BSH 40073 THIT7  MGSSE (05T (59012 193217 066 45U547  MAJ6Z I0BG0G TB07E 15077 (7a@8z J0PM5 096799 | 120509 | 124349 135360 G20 WO 68028 434705 | [ 1528583 G5 7,
ME092  H07H G082 SES44  MII66 23544 MG M350 91927 G0 WTEE  IZATH 226082 JM3ET4  NIYSE  mS04 93760 03293 MBI 91920 260k | 96476 | TadSE  THZFE 0TI WS4 204463 263737 | G003 33H4B 4
538 484 508 535 BZE 5BE 128 535 783 724 E3E 56.2 544 488 235 238 253 31E 558 E01 584 T £3.2 845 ki) o 203 B4 E38 55.3
oo
) n 2 ) " 5 1. " 18 1 20 2 22 23 21 a5 26 ar 28 23 30 5 1 2 3 ] 5 6
Census Props. 21 21 21 21 2 a 2 2 2 2 2 2 2 il 21 21 21 21 21 21 21 21 2 2 2 2 2 2
CensusRooms| 1888 1283 1283 1283 1289 1889 1889 1883 1883 1883 1883 1883 1889 1883 1883 1289 1283 1283 1283 1283 1283 1289 1289 1889 1889 1883 1883 1883
¥ FoomsParicipants| 936 936 ®3E 936 836 936 936 336 936 S35 936 936 336 936 6 936 E 936 836 6 936 | w6 | 936 Sa6 936 836 336 936
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AIRDNA REPORT

AIRDNA

Menthly Trend - Temecula

This data is pulled through September 2021, All currency in USD

act us at hello@airdna.co

Terms and Conditions

September 2021 vs September 2020

(*) Entire place properties only.

OCCUPANCY

Last Twelve Months September 2021 vs Last Twelve Months September 2020

Available Listings Booked Listings Occupancy Rate Average Daily Rate RevPAR Available Listings Booked Listings Occupancy Rate Average Daily Rate RevPAR
Property Type 2020 | 2021 (% Chg| 2020 | 2021 |%Chg| 2020 | 2021 |% Chg| 2020 | 2021 | % Chg | 2020 | 2021 |%Chg| | 2020 | 2021 |%Chg| 2020 | 2021 |% Chg| 2020 | 2021 (% Chg| 2020 | 2021 | % Chg| 2020 | 2021 |% Chg
Entire Place 491 555 |13.0% | 452 511 |13.1% | 58% | 55% | -5.1% | 533 634 | 191% | 310 351 | 13.0% 768 830 | 81% | 719 769 | 70% | 51% | 57% [123%| 471 558 | 184% | 238 317 [ 33.0%
Private Room 76 61 |-19.7%| 66 52 |-21.2%( 47% | 49% [ 47% | 177 220 | 240% 84 109 | 29.8% 199 149 [-25.1%] 192 143 |-255%| 47% | 48% | 13% | 123 185 | 50.0% 58 88 |52.0%
Shared Room 1 1 0.0% 0 0 0% 0% 0 0 0 0 1 1 0.0% 1 0 100.0% 49% 0% 100.0% 157 0 |-100.0%[ 77 0 }100.0%
Bedrooms (*)
Hotel Comp (Studio and 1 bedroq 164 182 (11.0%| 137 165 | 204%( 56% | 53% ([ -4.8% | 174 218 | 254% a7 116 | 19.3% 253 282 |11.5%| 223 251 |126%| 48% | 55% [13.8%| 161 199 | 23.6% | 78 110 | 40.6%
Studio 70 43 |-3B.6%| 46 33 |-28.3%( 5% | 52% | -7.4% | 132 207 | 31.0% 89 108 | 21.3% 103 98 -6.8% 79 70 |-11.4%( 51% | 571% [ -D0.9% | 148 180 | 28.6% 76 97 | 27.5%
1 bedroom o4 139 (479% | 91 132 | 45.7% | 56% | 53% | -4.0% | 181 221 21.6% | 101 118 | 16.8% 150 186 (24.0%| 144 181 | 257% | 47% | 57% |203% | 168 | 202 | 205% | 79 115 | 45.0%
Z bedrooms 54 58 7.4% 52 53 1.9% | 48% | 54% [133% | 264 | 307 | 164% | 127 167 |31.9% 81 88 3.6% 78 a3 6.4% | 47% | 53% | 14.2% | 235 | 278 [ 183% | 110 145 | 35.0%
3 bedrooms 63 65 3.2% 59 63 6.8% [ 60% | 57% |[-6.4% | 410 [ 555 | 353% | 248 314 | 267% 101 94 | -65%( 96 89 |-73% | 53% [ 57% | 86% | 370 | 467 | 26.1% | 195 268 | 37.0%
4+ bedrooms 210 250 | 19.0%| 204 230 |12.7%| 61% | 57% [-81% | 820 | 995 | 213% | 504 562 | 11.5% 333 366 | 9.9% | 322 346 | 75% | 52% | 58% [123%| 717 | 852 | 180% [ 372 497 | 33.5%
Submarkers (*)
1 Monthly Trend Plus - Temecula
This data is pulled through September 2021, All currency in USD. (*) Entire place properties only.

" AIRDNA

ct us at hello@airdna.co

Terms an

d Conditicns

September 2021 vs September 2020 Last Twelve Menths September 2021 vs Last Twelve Months September 2020
Su plvl,’l\lig_h_rg] Demand!l\lig its) Revenue (USD} Su plv(l\ligﬂrg] Demand!l‘\lig its) Revenue (USD}

Property Type 2020 2021 % Chg| 2020 2021 % Chg| 2020 2021 % Chg 2020 2021 % Chg| 2020 2021 % Chg| 2020 2021 % Chg

Entire Place 11,763 13929 [18.4% 6,850 7,697 12.4% | 3,648,246 | 4,882,289 | 33.8% 146,136 | 145476 | -05% | 73,846 82536 |11.8% (34,818,116(46,097924| 32.4%

Private Room 1,779 1344 |-245% 841 665 -20.9% | 148927 146,057 [ -1.9% 27,964 19,918 [-28.8%| 13,161 9,500 |-27.8%| 1,624778 [ 1,760,012 | 8.3%

Shared Room 0 0 0 0 0 ] 142 0 100.0%) 70 ] F100.0% 12478 600 -95.2%
Bedrooms (*)

Hotel Comp (5tudio and 1 bedrodq 3,459 4,421 27.8% 1,934 2,352 21.6% | 336,256 | 312,841 |52.5% 42,521 43,773 | 29% | 20,676 24150 [ 17.70% | 3,319,710 | 4,805,563 | 44.8%

Studio 1,003 832 -22.0% 618 445 -27.8%| 97486 02,202 | -54% 13,250 11,810 [-10.9%| 6,815 6,022 |-11.6%( 1,006,510 [ 1,143,400 | 13.6%

1 bedroom 2,366 3,569 S0.8% 1,316 1,906 | 44.8% | 238771 420,630 | 76.2% 29,271 31,963 | 9.2% 13,801 18,128 | 31.4% | 2,313,200 ( 3,662,065 | 2B3%

2 bedrooms 1,281 1377 7.5% 614 748 21.8% | 162,113 | 220,500 |41.8% 14,368 15,240 [ 6.1% 6,729 8,148 21.1% | 1,582,338 | 2,266,385 | 43.2%

3 bedrooms 1,528 1,745 14.2% 924 088 6.9% | 378,900 | 548225 |447% 18,632 17,162 | -7.9% 0,838 0,845 0.1% | 3,641,559 | 4,596,404 | 26.2%

4+ bedrooms 54085 6386 16.2% 3378 3,609 6.8% | 2770577 | 3501423 | 206% 70615 62301 [-19%| 36663 40353 |10.2% 2627352234422 116] 31.0%
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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

n RFP Name RFP Code Proposal Status Response Due Date RFP Received Date

NCJFCJ 86th Annual Conferen...

DSW EVENT

Owens Corning - Components _..
5SF- Business Plan meeting -11..

MSA Annual Conference

Texas Land Title Association 11..

Salesforce PKO 2022 Event

PCA Zone 8 2021

2022 Crush Challenge - February
SF-Mission Viejo Fall Planning-..

NASFA 2022 Mational Confere...

K2MJ4ZTFEXP

HFENZWWNBHET

MINCXQIIZNT

ZNN46YESEJ3

KWNGQFSQ725

LINWEHDJTNS

KEKNMYL7GYLF

LKMNSCCCXWF

MEMINEGCLAMM

VHNEMSPNY 47

KZMFJPETMKG

Awaiting Proposal
Awaiting Proposal
Awaiting Proposal
Awaiting Proposal
Awaiting Proposal
Awaiting Proposal
Awaiting Proposal
Awaiting Proposal
Turned Down

Receipt Confirmed

Receipt Confirmed

Sep 20, 2021
Oct 18, 2021
Oct 20, 2021
Oct 21, 2021
Oct 22, 2021

Mov 5, 2021

MNov 8, 2021
Nov 11, 2021
Oct 18, 2021

Oct 4, 2021

Oct 29, 2021

Sep 3, 2021
Oct 14, 2021
Oct 20, 2021
Oct 19, 2021
Oct 19, 2021
Nov 3, 2021
Nov 4, 2021
Nov 10, 2021
Sep 30, 2021
Aug 20, 2021

Qct 10, 2021



DI IR » ATIONS
)
0 October Performance & A
DIA/PR A Current Previous % Change
(October 2021) (September 2021) ° 9 o old the her<on eve o Los Angele
Articles Generated Recentio as a big ess. A DO 0 repo as bee h
Contacts Added o 5 3 e hiehlig of the eve ere were ediain a
Media Events
Total Members 0 edia a omfortable g again on pre D e ho
Featured 0 R - Adiila R v .
OD O C C d d O O d
Active Contacts . cen d v b
PUB A O A A AR
e d O - dKeE e - d, d - O :- d O PIro
Total Publications # of Publications with Article % 3 o see ho e Ca o osethe o A
D D, » »
OCTOBER CO 0 B D O 0 B ATIO O A
Medium # of Articles Total Circulation Total Value Publication Name Article Count
Blog Temecula Patch
Digital Influencer SN
- Temecula Valley News
Magazine
VisitCalifornia.com
Newspaper
- Inland Empire Magazine
Online
B oadcast PureWow
roageas The Travel Mom
Total 5 2,117,190 $34,738 ABC 7 Los Angeles
DR D D AvantStay.com
360 Magazine
Expenses In-kind
Type Press Release Performance Measures
October 2021 2021 YTD October 2021 2021 YTD
Total Press Releases Issued:

PR Familiarization Tours - Domestic

Activity Measures

Month To Date

Year to Date

PR Familiarization Tours - International

Hosted Press Trips - Domestic

Hosted Press Trips - International

Coverage Received

Coverage Impressions

Coverage Value
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Press Trips

Press Trip

Katherine McMahon
Influencer
@vineyardsandvoyages

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

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

Abbie Kozolchyk
Freelance n
She on story assignment for S lll ' é e-l / I I l S

TravelZoo as well as doing

research for other potential
INLAND EMPIRE

MAGAZINE




BRAND MARKETING
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A

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!
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WEBSITE TRAFFIC
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Vs

SOCIAL MEDIA MASTER REPORT W
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Vs

WEBSITE HOTEL REFFERALS W




-

BOOK DIRECT ENGAGEMENT REPORT W IVI A R K ETI N ‘ PA I D
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-

VISITOR INFORMATION - QR CODE SCANS W
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ADARAMEDIA IMPACT W 2021 October Performance & Activity Report

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



MARKETIN A,
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r

ADARA WEBSITE IMPACT W

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



MARKETINGE1:VANNID.

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.

Vs

SOCIAL MEDIA STORIES & POSTS W

This month we will also begin promoting our Crafthop Beer Tour taking place on November 12" and 13™. 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.




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

partiners

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



OCCUPANCY
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STR REPORT - October 2021

2020 021 Year To Date Running 12 Months
May Jun dul Aug Sep Oet Nov Dec Jan Feb Mar Ap May Jun Jul Aug Sep oot 2m3 2020 2001 2013 2020 2021
Thisvear| 410 554 565 647 670 670 594 188 480 53 83 e 785 s 784 681 634 T4 23 571 03 8 581 682
Last¥ear 732 82 754 7oo 722 704 742 E3E B5.4 T2E 423 BT 40 564 ft:1:) B47 E7.0 E70 766 723 571 748 3 531
PercentChangs| 428 e 23 5 e 48 183 234 251 -9 523 ez S 53 I 52 24 &5 43 210 241 40 -7 2
m 2020 2071 Year To Date Running 12 Months
May Jun dul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep oct 2019 2020 2021 2018 2020 2021
This Year B0.5E arE7 0245 108.76 NE72 12763 13.24 3488 a7.28 NZEE 12172 136.70 722 167 48 1B6.31 15660 16135 16E.83 12663 108.85 14480 126.73 10.95 14017
LastYest| 1359 13675 12551 o 12753 12897 12748 10986 n2se 12080 0462 [ 2056 9757 w245 ne7s 1672 12759 12456 12669 ess 12450 12879 05
PercentChangs| 387 287 e -0 -5 - 4 16 16 68 2 880 827 64 61t 421 82 8 1w 141 20 10 18 263
2020 2021 Year To Date Running 12 Months
May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct 2018 2020 2021 2019 2020 2021
Thisear| 3207 5.0 59,95 040 7828 T 088 611 [rx] 359 sz a7 [ 1878 12362 534 mao e sz 21 z8s 040 B5.6 557
LastYes| 9777 117 g5 sz sz 074 9455 a4 7267 o753 e 1830 207 5408 5985 040 826 o548 408 A2 62T saie 040 6562
Percent Change -BB.2 613 -3B.7 -23.2 -15.0 -68 -261 -339 -36.2 -16.3 863 427 2638 1345 6.2 60.5 430 334 28 321 EG.1 -3.0 -27.4 456
2020 021 Year To Date Running 12 Months
May Jun dul Aug Sep Oet Nov Dec Jan Feb Mar Ap May Jun Jul Aug Sep oot 2m3 2020 2001 2013 2020 2021
Thisvear| #4557 48170 4746 4746 52880 54746 52,980 4745 54746 2442 58590 56,700 56559 56570 56559 56559 56470 50553 s27as  S09ETS  SeT.e0 630,190 70 eTaTes
Last¥ear 64,748 52,380 54,746 54,748 52,380 54,746 62,380 54746 54,746 43,448 54,748 33,330 44,867 43,170 54746 54,746 62,380 54746 434840 529,784 603 676 581563 E30,130 E17,301
PercentChangs| 181 72 Iy} 00 1) 00 00 0 00 0 w 129 s 53 ™ i) 0 ™ a3 38 n2 8 20 a3
2020 2071 Year To Date Running 12 Months
May Jun dul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep oct 2019 2020 2021 2018 2020 2021
This Year 18412 27244 32,042 365,443 36,622 36679 31,484 26,608 26,849 32,300 40,008 43,774 46532 45,622 45,317 33,870 33,304 41,801 383128 231,056 401375 452 879 366,120 460,067
Last¥ear| #0088 s3031 41258 838 38228 518 8,308 34,758 5826 589 2384 053 181z men 322 /493 a2 673 E04E sEIlE  Z9U05E 435.295 szETs  gEI
PercentChangs| 540 387 23 8 £ 48 183 234 251 -0 8 355 27 133 23 285 108 "o 47 240 8 0 184 260
2020 2021 Year To Date Running 12 Months
May Jun Jul Aug Sep Oet Nov Dec Jan Feb Mar Ape May Jun Jul Aug Sep Ot 2019 2020 2021 2018 2020 2021
ThisYear| 1982000 2608073 0252695  AATE  AMBIEE  67REN  SIGAND  ZGZ0467 | ZBNATI  S608E 486859 OAWNIET 686029  7Me73 7690006 G073 BOLGE0  BA7EZ0D $BEIIMEE  IUEELIE 63207433 SESEEEE)  H0GUSTID G481
LastYest| 5352266 594280 SIG2347 ORI ABTSON2  AGTEI 5009219 ISBNT | 4033273 4328305 2454084 TE0M09 1409205 2ASG0TE 9282695 ABSHITE  AMGIGE  46T9ETT 45500 495IGMS  NEELMA SLIOATE 56966899 ADS0GTIS
Percent Change 23 -548 -3B.7 -23.2 -15.0 -68 -261 -339 -36.2 -16.3 384 E812 3618 170.3 1312 EL0 523 431 1] -347 837 51 -289 632
May Jun Jul Aug Sep oot Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep et
CensusProps. 18 1 ) 20 2 = 20 2 = ) 2 2 21 2 2 21 21 2
Census Rooms. 1447 1633 1766 1766 1766 1766 1766 17EE 1786 1766 1830 1230 1383 1883 1883 1383 1883 1889
* Fooms Panicipants| 795 az7 N 6.0 860 a2 92 922 a2 2 927 927 938 926 928 928 926 928

STR REPORT - Week of Nov 28,2021

Current Week

Su Mo Tu We Th Fr Sa Su Mo Tu We Th Fr  Sa Su Mo Tu We Th Fr Sa | Su Mo Tu We Th Fr Sa
Occupancy (%) Bl Dec o Fun
T 3 3 10 n 12 13 " L3 1% " 1% 1 20 21 22 23 24 25 26 21 28 23 30 1 2 F * ‘week 8 MTD
ThicYes| 650 636 684 752 813 804 @55 642 600 626 541 638 7i7 868 696 592 &4 688 862 841 805 | 443 467 S8 | %7 623 730 ma 69 ees  eal
LastYear| 523 530 eas &4 671 786 8a1 58 B3 BS7 el 61T 716 A7 540 434 477 503 566 654  6a4 | 425 458 4B4 | sal 6T 6T 741 S6 536 sa4
Percent Change| 242 200 23 24 211 03 a0 B 15 24 55 38 0 0 33 18.8 203 388 522 270 283 42 13 &3 173 EE] 185 247 13.3 154 18.3
mw Dec Curent  Run  Fun
T L] E] 10 n 12 13 " 5 16 ” 1% 19 20 21 22 23 24 25 26 o1 28 23 30 1 2 3 4 “Week 28 MTO
This'Year| 13004 12112 12283 I 10282 2221 24688 1294 713 120.80 12125 12783 20146 23ED 10263 TAE4 19.15 12287 157.8F 28R 2N | 12235 ez mst 1456 12408 20119 24477 15349 15810 HE41
astVear 8906 3060 97.98 96.31 10538 15262 18155 10606 9449 9452 9322 0242 M55 1BTED 0281 9B 64 97.09 9876 nis 14043 14995 9218 8427 8377 8648 9104 12838 461 10576 TEAL 119.25
PerceraChange| 60 337 254 218 254 456 354 221 200 278 301 247 37 M3 283 208 227 244 420 502 476 | 27 a5 13 | @6 33 ST 63 se .7 ms

RevPAR  |audd Dec Curent P Fun
b 10 v w5 1w w w1 2 ;2 s 2 s et | 2a 20 s | 4 etk 1D

3 F) n 2 26 2 s . 28
Thisveal| 845 7706 8407 9238 W8N 75t 21047  §308 701 7559 770 8152 WEdG 20372 9226 091 6844 ®4G0 13603 7624 WD | 6421 6220  GR.a2 | G488 7727 G99 22623 | | 9%FZ 10949 10ade
Last¥ear| 4660 430z 5959 SO 70 1251 W08 5705 5088 526l 5226 B3l W95 TGS3 5449 4772 4635 4966 6295 9ls4 N0 | 3920 365 4086 | 4162 SIE0 8563 WM sT7E 6333 T0ET
PeiernChange| 814 604 403 G61 613 463 232 486 382 437 372 281 428 626 EAF 484 477 702 MRA  a0&  er3 | 3 364 4 | 661 487 67 703 678 545

T 3 3 1 n 2 s " 5 . n " " 20 21 22 25 28 25 26 a1
This'rear

Lastear| 1766 1768 1768 1785 1786 1766 1786 1786 1786 1768 1788 1765 1766 1786 1788 1788 1785 1766 1766 1766 1769 1766

PeentChange| 70 70 70 70 78 30 30 %D ' PO 7O TO TO T I0 I 70 P RO FO 7D 63
Demand L3 Dec Curee Fun Fum
T ] F) 10 n 2 s u 5 % " ® B 2 o= 2 2 a2 26 ot | 23 20 30 1 2 s s+ Week 28 1o
ThisYear 1228 1201 1293 4n 1535 i5®  16W  i2I2  ime LW M 208 13 185 135 UM 1085 1299 1e28 1563 1520 | 837 a3 97 | WM AmE  1a92  i7en w2 58337 39,85
LastYear| 82+ 93 1076 1085 L85 1406 1662 850 851 883 990 1088 12k 1407 &6 72 643 888 000 1% @0 | 78 80 855 | 650 lom L 1309 6IB4 28476 3486
PercercChange| 329 283 202 30 35 20 27 276 12 202 R BT W /S 408 @z 287 463 628 388 67 | N5 80 M4 | w0 75 #7303 21 w8 24
Dec Curent Fun Fun

3 [ n ® 21 z2 2 E 2 30 1 z 3 “ ek 2 MO
BEEE  TT4AB0 204000 w267 090564 G328 12,820 12783 10432 Wa@95 280421 094830 4276 193753 129280 Wapl2 206956 aUl035 906430 | 102407  9BER 108060 | 22589 M585¢ 200,71 427,25 | | 130437E 570827 6203950
10540 14433 126558 25 20173 100704 $945E 92913 92284 MIED  WOSST 29408 SEAZE  B4ZET  BIA9  EUE97 M@ B2M9E 167442 | 69228 68207  TIEZ | 7IO0E  SM3F AR 180299 | | PMATI 343263 370479

507 G0 625 572 M8 558 478 537 468 980 527 B3z B 587 580 820 1B 141 W03 | 473 a45 509 | B89 GO 935 125 827 688 852
ov oer
T a 3 1 n 2 3 " 5 " [ " [ 20 21 22 23 2 25 2 E 28 23 30 1 2 S .
CensusProps| 21 of of of of ot ] 21 El 21 of of of of 2t ot 2t E] 21 E] 2f of of af of 2f of of

Census Flooms,
% Flooms Participants

1989 1889 1999 1899 1883 1889 1889 1889 1989 1889 1989 1889 1989 1889 1883 1889 1889 1889 1999 1889 1969 | 1889 1883 1989 | 1888 1888 1899 1388
936 936 936 936 936 936 936 936 936 936 936 936 936 936 W6 36 936 936 936 936 936 | 936 936 936 | 936 936 W6 WE

A blank row indicates insufficiert data,




OCCUPANCY

AIRDNA REPORT

Meonthly Trend - Temecula

AIRODNA

October 2021 vs October 2020 Last Twelve Months October 2021 vs Last Twelve Months October 2020
Available Listings Booked Listings Occupancy Rate Average Daily Rate RevPAR Available Listings Booked Listings Occupancy Rate Average Daily Rate RevPAR
Property Type 2020 | 2021 |% Chg| 2020 | 2021 (% Chg| 2020 | 2021 |% Chg| 2020 | 2021 | % Chg | 2020 | 2021 |% Chg| | 2020 | 2021 | % Chg| 2020 | 2021 |% Chg| 2020 | 2021 |% Chg| 2020 | 2021 | % Chg | 2020 | 2021 |% Chg
Entire Place 494 | 568 |15.0%| 443 | 526 |18.7%| 58% | 56% |-2.9% | 535 | 627 | 17.1% | 311 353 |13.7% 772 | 824 | 67% | 719 | 766 [ 6.5% [ 52% | 57% | 9.8% | 478 | 566 | 185% [ 246 | 320 |30.0%
Private Room 82 55 | 73 52 |-2B.B%| 55% | 58% | 43% | 185 | 217 | 17.4% | 103 126 | 22.5% 189 1428 |-21.7%| 183 145 |-20.8%| 47% | 48% | 0.8% | 130 | 188 |449% | 62 80 | 454%
Shared Room 1 1 0 0 0% 0% 0 0 0 0 1 1 0.0% 1 0 }100.0% 49% | 0% [100.0% 157 0 [-100.0% 77 0 }100.0%

Bedrooms (*)
Hotel Comp (Studio and 1 bedrog 163 | 181 |11.0% | 127 | 169 [33.1%( 58% | 56% | -4.6% | 183 | 214 [ 17.0% | 107 | 119 |11.6% 257 | 273 | 62% | 222 | 246 (10.8% | 49% | 55% |11.1%| 162 | 207 |241%( 80 111 | 37.89%

Studio 72 40 [-44.4%( 40 3 -10.0%| 54% | 53% | -1.4% | 160 197 | 23.3% 86 104 | 21.5% 107 85 |-20.6%) 79 60 |-24.1%| 52% | 51% | -28% | 143 193 | 30.7% (| 77 98 [27.0%
1 bedroom a1 141 | 549%| &7 133 [52.9% | 60% | 56% [-6.7% ( 192 | 218 | 135% [ 116 123 | 5.9% 150 188 [253% | 143 186 |30.1% | 48% | 56% [172% (| 169 | 204 | 203% | 82 115 | 41.0%
Z bedrooms 52 61 17.3% ([ 51 7 | 11.8% | 55% | 52% | -3.7% 59 13 | 21.3% | 142 162 | 14.4% 80 89 | 11.3%) 79 84 6.3% | 48% | 53% [11.7%( 239 284 [189% | 114 131 | 32.9%
3 bedrooms 57 64 |123%| 54 60 |11.1%) 57% | 52% |(-8.8% ( 405 | 556 | 372% | 232 | 290 |252% 101 89 |-11.9%| 97 83 |-14.4%) 54% | 57% | 6.0% | 372 | 480 [29.0% | 200 | 273 |367%
4+ bedrooms 222 262 [18.0% [ 211 240 [13.7% [ 59% | 50% | 00% | 816 [ 977 [ 19.8% | 4380 | 575 [10.8% 334 | 373 [11.7%] 321 353 |10.0% ] 53% | 58% | 9.9% | 726 | 865 [19.2% | 385 504 |31.0%

Submarkets (¥)

Zipcode 92591 78 76 | -26% | 71 65 | -8.53% | S54% | 60% [10.4%| 443 534 | 207% | 247 3271 [333% 55 130 |-16.1%] 148 125 |-15.5%| 51% | 56% [ 9.9% | 386 | 460 | 197% | 196 [ 257 [30.9%
Zipcode 92592 370 | 442 [19.5%| 339 | 415 |22.4%| 58% | 56% | -43% | 542 | 613 | 13.0% | 316 | 342 | 8.2% 536 [ 617 [15.10%| 501 576 |15.0% | 51% | 57% |10.6% | 497 | 570 [14.7% | 236 | 324 | 268%
Zipcode 92590 45 50 3.7% 3 46 | 39.4% | 63% | 36% |-11.2%| o644 | B84 | 37.3% | 407 | 486 |21.9% 81 77| -48% | 0 65 | -7.0% | 353% | 35% | 1.0% | 310 | 714 [409% | 278 354 | 41.5%

Menthly Trend Plus - Temecula

AIRDNA oot et

Terms and Conditions
October 2021 vs October 2020 Last Twelve Months October 2021 vs Last Twelve Months October 2020
Supply (Nights) Demand (Nights) Revenue (USD) Supply (Nights) Demand (Nights) Revenue (USD)

Property Type 2020 2021 % Chg 2020 2021 % Chg 2020 2021 % Chg 2020 2021 % Chg 2020 2021 % Chg 2020 2021 % Chg

Entire Place 12,033 14721 | 22.3% 6,983 8,201 18.7% | 3,739,199 | 5,200,052 | 39.1% 145,245 148,360 | 2.2% 74,880 83,839 |12.1% |35,796,056|47,555544| 32.9%

Private Room 2,056 1,388 [-32.5%] 1,140 803 -20.6%| 210,968 174,466 |-17.3% 26,240 19,250 |-285%| 12716 0163 |-27.9%| 1,658,407 [ 1,723,510 | 3.9%

Shared Room 0 a 0 a 0 a 142 a E100.0% 70 a F100.0% 12778 300 -07.7%
Bedrooms (*)

Hatel Comp (Studio and 1 bedrod 3,288 4761 44 8% 1,919 2,651 38.1% | 350,367 566,218 | 61.6% 42,081 45,093 72% 20,817 24793 | 19.1% | 3,377,083 | 4,900,343 | 47.8%

Studio 1,035 1,020 -1.4% 556 540 -2.9% | 88842 106,360 | 19.7% 13,263 11,785 [-11.1%| 6,940 6,006 |-13.6%| 1,027,460 [ 1,161,025 | 13.0%

1 bedroom 2,253 3741 66.0% 1,363 2111 54.9% | 261,525 450,840 | 75.8% 28818 33298 |15.5%( 13,868 18,787 |355% | 2,349,614 | 3,820,318 | 63.0%

2 bedrooms 1,362 1,483 2.9% 745 763 2.7% | 193,300 240,727 | 24.5% 14,329 15,514 7.8% 6,830 8,257 204% | 1,636,047 | 2,244 882 | 43.3%

3 bedrooms 1,304 1,683 20.7% 798 879 10.2% | 322,995 488,305 |51.2% 18,276 17,451 -4.5% 0,809 0,926 1.2% | 3,647,911 [ 4761,714 | 30.5%

4+ bedrooms 5,089 6,794 13.4% 3,521 3,098 13.5% | 2872535 | 3,904 801 | 35.9% 70,499 70,371 -0.3% | 37373 40,983 0.6% 127,134 142135451 3200 30.7%
Submarkets (*)

Zipcode 92591 1,857 1,731 -6.8% 1,009 1,038 29% | 448,655 554,800 | 24.2% 26,649 20777 |-22.1%| 133584 11,618 |[-14.3%]| 5,232,625 | 5,340,911 | 2.1%

Zipcode 92502 0,360 11,686 |24.9% 5458 6,521 19.5% | 2,960,462 | 3,908,357 | 35.1% 107,733 115,575 | 7.3% 55,389 65,697 |187% |27,541,176|37,481,920| 36.1%

Zipcode 52590 8218 1,304 50.8% 516 732 41.9% | 332,081 646,805 | D4.8% 10,863 12,023 [107% 5,027 6,624 11.8% | 3,022,246 | 4,732,661 | 56.6%
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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
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Articles Generated [FE ol R The month of November was busy preparing for Temecula Chilled and
Contacts Added [l participation from our members for the various contests, menu items and
DT |6 S S fiming We also had a booth at Rod Run promoting our Live Glass Full

Total Members promotion and gave away free t-shirts. We also filmed for NBC California
Featured Live.

Active Contacts b e
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Total Publications # of Publications with Article

NOVEMBER COUNTS 2021 BY MEDIUM

. @ oo o o
[Digital nfuencer [ PSR
Magrne [ PSR
Nowspscor [P
Eraaaa. @ 49 c o
T o o o

I RS R R

PR EXPENSES/INKIND

____

Press Release Performance Measures




BRAND MARKETING

2021 November Performance & Activity Report

A

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!
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ADARAMEDIA IMPACT W 2021 November Performance & Activity Report

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

ADARA WEBSITE IMPACT W

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



MARKETINGE1:VANNID.

In November, we continued our Craft Hop Beer Tour promotion until the weekend of November 13™. 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.

Vs

SOCIAL MEDIA STORIES & POSTS W

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.




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

partiners

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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table of contents

2021 December Performance & Activity Report

e Staff & Board

* Lodging Occupancy MISSION STATEMENT

e Finance

* Public Relations Visit Temecula Valley (VTV) is a non-profit 501 c(6)

funded by the Temecula Valley Tourism Business

* Brand Marketing

Improvement District, Pechanga, City of Temecula,
Wine Country Tourism Marketing District and a

* Performance membership of over 250 tourism-related businesses.
e Social Media VTV is the destination sales and marketing
organization of the Temecula Valley. Our purpose is
* Membership 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.
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EXECUTIVE OFFICERS
CHAIRMAN OF THE BOARD

Bill Wilson

Wilson Creek Winery

Email: bill@wilsoncreekwinery.com

951-699-9463

1t VICE CHAIRMAN-TID
Ken Westmyer 951-529-6499
Quality Inn

Email: ken@ellishospitality.com

SECRETARY
Melody Brunsting
Melody’s Ad Works

Email: melsadworks@gmail.com

951-252-5649

BOARD MEMBERS

BJ Fazeli
Fazeli Cellars

951-303-3366

Email: bj@fazelicellars.com

Jeffrey Kurtz 951-296-0975
Promenade Temecula

Email: jeffrey.kurtz@brookfieldpropertiesretail.com

Michael Feeley 951-506-1760
Temecula Creek Inn

Email: mfeeley@tciresort.com

Chris Johnson
Home2Suites
Email: Chris.Johnson@Hilton.com

951-331-3627

Curt Kucera
Refuge Brewery
Email: curt@refugebrew.com

909-215-6942

Ken Smith
Galway Downs
Email: kens@galwaydowns.com

209-704-9009

Pamela Bradley 951-699-4477
Springhill Suites

Email: temeculaSales@ami-pcm.com

Krista Chaich
Temecula Valley Winegrowers Assoc
Email: Krista@temeculawines.org

800-801-9463

1t VICE CHAIRMAN OF THE BOARD
Karl Kruger

South Coast Winery Resort & Spa
Email: kkruger@wineresort.com

951-491-8081

2" VICE CHAIRMAN OF THE BOARD
Spencer Szczygiel
Temecula Valley Winery Management

951-699-8896x144

Email: spencer@tvwinerymanagement.com

TREASURER
Cherise Manning 951-699-9987
A Grape Escape Balloon Adventure

Email: cherise@hotairtours.com

Jan Smith
Inland Management Group

951-302-6483

Email: jsmith@inlandmgtgroup.com

John Kelliher
Grapeline Wine Tours
Email: jkelliher@gogrape.com

951-693-5755

Christina Belvedere 909-781-3490
Embassy Suites

Email: Christina.Belvedere@windsorhospitality.com

Katherine Bailey
Bailey & Associate
Email: kat@temeculavacationrentals.com

951-237-2273

Annette Nielsen
Temecula Valley Wedding Professions
Email: annette@eventsbyannette.com

951-551-5044

Bill Steinkirchner
Stone Church Brewing
Email: billsio64@sbcglobal.net

310-567-6582

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

951-770-2590
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VISIT TEMECULA VALLEY STAFF

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
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STR REPORT - November 2021
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OCCUPANCY

AIRDNA REPORT
November 2021 vs November 2020 Last Twelve Months November 2021 vs Last Twelve Months November 2020
Available Listings Booked Listings Occupancy Rate Average Daily Rate RevPAR Available Listings Booked Listings Occupancy Rate Average Daily Rate RevPAR
Property Type 2020 | 2021 |% Chg| 2020 | 2021 |% Chg| 2020 | 2021 (% Chg| 2020 | 2021 | % Chg | 2020 | 2021 |% Chg| | 2020 | 2021 |% Chg| 2020 | 2021 (% Chg| 2020 | 2021 |% Chg| 2020 | 2021 | % Chg| 2020 | 2021 | % Chg
Entire Place 481 572 |18.9% | 429 | 529 |233%| 55% | 55% | 1.2% | 532 | 634 | 22.8% | 292 | 363 |242% 778 | 834 [ 72% | 719 | 779 | 83% | 52% | 57% | 84% | 486 [ 578 | 189% | 254 | 327 [28.8%
Private Room 79 55 [-304%) 73 S0 |-31.5%| 50% | S54% | 9.5% | 180 [ 203 | 12.6% 39 110 | 23.3% 187 147 |-21.4%| 182 143 |-27.4%)| 47% | 48% | 1.9% [ 137 190 [399% | 65 91 [407%
Shared Room 1 1 0.0% 0 0 0% 0% 0 0 0 0 1 1 0.0% 1 0 H100.0% 47% 0% 100.0% 160 0 |-100.0%] 75 0 H100.0%

Bedrooms (¥}
Hotel Comp (Studio and 1 bedrog 135 182 |17.4% | 125 156 | 24.8% | 54% | 55% | 28% | 179 215 | 20.1% 96 119 | 23.4% 264 2n 27% | 229 245 | 7.0% | 50% | 55% |10.5% (| 164 204 | 24.9% g1 112 | 38.0%

Studio 64 47 |-344%( 3 32 |-15.8%| 49% | 49% | -0.8% | 7187 207 | 14.8% 89 107 | 14.0% 112 83 [-25.9%| 85 50 [-30.6%| 52% | 51% | -3.7% | 149 196 [ 312% | 78 99 | 26.3%
1 bedroom 91 140 | 53.8% | &7 124 | 425%| 56% | 57% | 20% [ 178 | 217 [ 21.5% | 100 | 124 |23.9% 132 | 188 |237% | 144 | 186 [29.2% | 49% | 57% |163%| 171 207 [212% | 83 17 | 41.0%
2 bedrooms 7 60 | 33% | 53 7 | 75% [ 50% | 52% | 3.3% 51 314 | 259% | 126 | 163 | 29.3% 80 89 [11.3%) 78 84 | T7% | 48% | 53% | 10.2% | 241 289 [198% | 116 | 134 |32.0%
3 bedrooms 56 66 [179%| 52 64 |23.1%| 56% | 53% | -47% | 409 | 545 | 33.4% | 227 | 289 |27.0% 101 88 [-12.9%| 96 83 [-13.5%| 54% [ 57% | 45% | 376 | 492 [31.0% | 203 | 273 |36.9%
4+ bedrooms 213 | 264 |230%) 199 | 252 | 26.6% | 56% | 57% | 1.0% | 829 | 1,002 | 20.8% | 468 | 571 |22.1% 333 | 386 [15.9% | 316 [ 367 |16.1% | 54% | 58% | 81% | 736 [ 881 | 19.7% | 307 | 514 [204%

Submarkets (*)

Zipcode 52591 82 79 | -3T7% | 74 70 | -5.4% | 571% | 60% |17.0%| 455 624 | 37.0% [ 232 372 | 60.3% 134 130 |-15.8%] 143 124 |-13.3%) 51% | 56% | 10.0%( 383 478 | 21.7% | 202 270 | 33.9%
Zipcode 92582 357 448 | 25.5% | 323 417 | 28.1% | 56% | 55% | -2.1% | 538 620 15.3% [ 303 342 | 12.9% 541 627 | 15.9% | 504 589 |16.9% (| 52% | 57% | 8.6% | 505 577 | 144% | 264 328 | 24.3%
Zipcode 52580 42 45 71% 32 42 | 31.3%| 47% [ 51% | 9.3% | 632 | 1,072 | 64.5% | 307 552 | 79.7% 83 77| -72%| 72 66 | -83% | 54% | 55% | 2.0% [ 517 745 | 45.0% | 280 414 | 47.8%
November 2021 vs November 2020 Last Twelve Months Nevember 2021 vs Last Twelve Months November 2020
Supply (Nights) Demand (Nights) Revenue (USD} Supply (Nights) Demand (Nights) Revenue (USD)
Property Type 2020 2021 % Chg| 2020 2021 % Chg 2020 2021 % Chg 2020 2021 % Chg| 2020 2021 % Chg| 2020 2021 % Chg
Entire Place 11,588 14,430 | 24.5% 6,355 8,007 26.0% | 3,383,565 | 5,233,915 | 54.7% 143,658 151,022 | 5.1% 75,001 85,448 | 13.0% |36,450,932|40,366,716| 35.4%
Private Room 1,049 1,411 -27.6% 966 766 -20.7%| 173,863 155,259 |-10.7% 25916 18,712 |-27.8%| 12,273 8,063 |-27.0%| 1,676,925 | 1,704,906 | 1.7%
Shared Room 0 1] 1 0 1 0 113 1 F100.0% 53 1 F100.0% 10,560 0 F100.0%
Bedrooms (*)
Hotel Comp (Studio and 1 bedrog 3,345 4,215 26.0% 1,800 2,332 20.6% | 322,205 | 501,183 |55.5% 41,670 45713 9.7% 20,756 25,152 | 21.2% | 3,394,876 | 5,139,660 | 51.4%
Studio 1,027 873 -15.0% 504 426 -15.5% | ©1,128 88,291 -3.1% 13,173 11,381 |-13.5%| 6,914 5755 |-16.8%| 1,033,070 | 1,128,528 | 9.2%
1 bedroam 2,318 3,342 [ 44.2% 1,206 1,006 47.1% | 231,077 | 412,892 | 78.7% 28,497 34322 |20.4% | 13,842 19,397 | 40.1% | 2,361,806 | 4,011,133 | 69.8%
2 bedrooms 1,340 1,484 10.7% 672 769 14.4% | 168,675 | 241,546 |43.2% 14,246 15,841 |11.2% 6,884 8,434 22.5% | 1,658,189 | 2,433,352 | 46.7%
3 bedrooms 1,401 1,757 25.4% 779 031 19.5% | 318,531 507,811 | 59.4% 17,799 17,746 | -0.3% 0,640 10,047 | 4.2% | 3,620,686 | 4,941,619 | 36.5%
4+ bedrooms 5,502 5,974 26.8% 3,104 3,875 28.1% | 2,574,154 | 3,983,375 | 54.7% 59,943 71,722 2.5% 37,721 41,815 |10.9% |27,776,314| 36,844 664 | 32.6%
Submarkets (¥)
Zipcode 92591 1,865 1,816 -2.6% 0351 1,083 13.0% | 432,931 675,818 | 56.1% 25,872 20,594 |-20.4%| 13,274 11,626 |-12.4%| 3,217,500 | 5,560,361 | 6.6%
Zipcode 92592 8,872 11,466 | 20.2% 5,003 6,333 26.6% | 2,689,324 | 3,924,660 | 45.9% 106,914 | 118,108 |10.5% (| 55829 67,008 |20.0% |28,186,016|38,701,584| 37.3%
Zipcode 92590 851 1,148 34.9% 401 591 474% | 261,310 533,437 [142.4% 10,872 12,320 |13.3% 5,808 6,814 15.5% | 3,047,285 | 5,104,787 | 67.5%
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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.

& RFPs by Proposal Status

Current Proposal Status

W Awaiting Proposal

Mumber of RFPs

Cancelled
W Receipt Confirmed

B Turned Down

December 2021

RFP Received Date
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. 2021 December Performance & Activity Report
MEDIA/PR STATS Current Previous % Change

(December 2021) (November 2021)

Articles Generated The month of December was filled with organizing "chilled" activities,
Contacts Added including the decorating contests for wine country, Old Town and the hotels.
Media Events This year we were able to secure Visit Santa Barbara, Visit Huntington Beach,
Total Members Visit Oceanside, Visit Greater Palm Springs, and Visit California. We held a
Featured Holiday Happy Hour for our lodging partners and had about 25 attendees.
Active Contacts VTV also had a meeting with OTTA and the City to plan a grand opening for

PUBLICATIONS WITH AT LEAST 1 ARTICLE the Creek. Wa'lk, which Yvill now be called Temecu!a old Town.Creek Walk.

The date is still uncertain but we're proceeding with plans to involve
Total Publications # of Publications with Article businesses and media.

DECEMBER COUNTS 2021 BY MEDIUM TOP 10 PUBLICATIONS WITH MOST ARTICLES

Medium # of Articles Total Circulation Total Value Publication Name Article Count
Temecula Patch
MSN

Temecula Valley News

Blog

Digital Influencer

Magazine

VisitCalifornia.com

Newspaper

Inland Empire Magazine

Online
PureWow

Broadcast
roadcas Vineyards and Voyages

Total 61,579,314 $164,994 Epifania Magazine

PR EXPENSES/INKIND

AvantStay.com

360 Magazine
Expenses In-kind

Press Release Performance Measures

Press Releases Issued:

Activity Measures

Month To Date Year to Date

December 2021 2021 YTD December 2021 2021 YTD

PR Familiarization Tours - Domestic

PR Familiarization Tours - International

Hosted Press Trips - Domestic

Hosted Press Trips - International

Coverage Received

Coverage Impressions

Coverage Value
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"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

FOX11

LOS ANGELES




BRAND MARKETING
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In December we launched our Temecula

Taste Bud Chilled video which featured

Devilicious, Apparition Room, Goat & Vine,

Avensole Winery, Cougar Winery and Oak
4 Mountain Winery.

We also launched new headline gifs that
can be used in social media to promote our

Live Glass Full campaign.
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MARKETING [@AWANISD]
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WEBSITE TRAFFIC W

Visit Temecula Valley | Performance & Activity Report [MARKETING - OWNED] PAGE 9
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Vs

SOCIAL MEDIA MASTER REPORT W




MARKETING [@AWANISD]
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Vs

WEBSITE HOTEL REFFERALS W
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BOOK DIRECT ENGAGEMENT REPORT
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MARKETING [@AWANISD]
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-

VISITOR INFORMATION - QR CODE SCANS W
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Media Impact Pixels Link our marketing efforts directly to actual travel outcomes
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r

ADARA WEBSITE IMPACT W

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

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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MEMBERSHIP

2021 December Performance & Activity Report

Number of members - 137

This month we are continuing to plan
District lodging members - 133 for 2022. Very excited to bring back
more membership programs; | know

Temecula, Hospitality workshops and
events.

Member listing referrals - 43020
Coupon referrals - 663

Education event - 1 Stay tuned for more.

Member education - 0

Visit Temecula Valley | Performance & Activity Report [MEMBERSHIP] PAGE 17




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

partiners

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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