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[, 4

JW MARRIOTT

DESERT SPRINGS PALM DESERT
RESORT & SPA




CALL TO ORDER

s






to our new JPA representatives

—{ HH1}
Raymond Gregory Evan Trubee Ron deHarte
Mayor Mayor Councilmember

City of Cathedral City City of Palm Desert City of Palm Springs




ROLL CALL



CONFIRMATION OF AGENDA

s



PUBLIC COMMENT

s



APPROVAL OF MINUTES

(ALL VOTE)

a. JPA/NGPS Board of Directors Joint Meeting

Minutes from December 12, 2025




BOARD OF DIRECTORS
NOMINATION

(CONSENT CALENDAR- VGPS BOARD ONLY VOTES)

a. Approve Sheila Buciuman for the open TBID Board

of Directors seat (3 -year term ends December 31,
2028)




CONSENT CALENDAR
FOR JPA

(JPA ONLY VOTES)

a. Warrants and Demands dated December 2025




GUEST SPEAKER

Barb Newton

President & CEO
California Travel Associlation
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DESTINATION STEWARDSHIP PLAN

VISIT GREATER PALM SPRINGS

Destination Master Plan
Request for Proposal (RFP)

hunden e
partners SMARIrsgl s

g

Hunden Partners was selected to lead the development
of our Destination Stewardship Plan, bringing deep
expertise in destination planning and sustainable
tourism strategy.

Expanded scope toinclude nine city -specific master
plans, ensuring each communityaos
opportunities, and challenges are directly reflected.

V City master plans will roll up into a
comprehensive overall Destination Stewardship
Plan, creating a cohesive regional vision both
locally actionable and regionally aligned.

V Approach balances local needs with regional
strategy, supporting sustainable growth,
community stewardship, and an exceptional
visitor experience across the destination.

u



DESTINATION STEWARDSHIP PLAN

o Discovery and Research

Stakeholder & Client
Engagement

9 Market Analysis &
Opportunity Assessment

Sustainability, Community
& Economic Integration

GStrategic Framework
and Action Plan

GCreation of Nine (9) City
Implementation Plans

Month:

ESTIMATED TIMELINE

Task 1 Summary

Task 2 Summary

Task 3 & 4 Summary

Final Destination
Stewardship Plan
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DESTINATION STEWARDSHIP PLAN COMMITTEE
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VGPS JPA Executive Committee
A Jeffrey Bernstein , Council Member, City of Palm Springs
A Gary Gardner , Mayor Pro Tem, City of Desert Hot Springs

VGPS Board of Directors

Kate Anderson , Director of Public Relations, Agua Caliente Band of Cahuilla Indians
Aftab Dada , Managing Director, Hilton Palm Springs

David Feltman , Co -Founder, VRON of Palm Springs

Rolf Hoehn, Director of Business Development, Indian Wells Tennis Garden

Jerry Keller , Owner, Lulu California Bistro

Lee Morcus , Owner, Kaiser Restaurant Group

Joseph Tormey , Director of Hospitality Program, CSUSB Palm Desert Campus
Doug Watson , CEO, Strategy | Innovation | Co.

Too Too Too o o o o o




2026 KEY RESEARCH INITIATIVES

Resident Sentiment Study: Captures local
perceptions of tourism and community quality
of life.

Image & Awareness Study:  Tracks brand
awareness and destination perception across
key markets.

Visitor Intercept Study: Provides ongoing, real -
time insight into visitor behavior, spending, and
experience drivers while in  -market

2025 Tourism Economic Impact Study:  Updates
the region -wide economic contribution of
tourism.

2025 Tourism Economic Impact Study:
Updates the region -wide economic
contribution of tourism.

Meetings : ldentifies behaviors, motivations
and booking patterns of meeting planners.

Restaurant Week Survey : Measures visitor
engagement and economic impact.

Rove Dashboards : Anticipated platform
launch in 2026 to consolidate key datasets
into a single, accessible reporting
environment.




AIR SERVICE



KEY 2025 AIR SERVICE STATS

Va Y = N

3.3M 2.4M 714% 6%
total number of total average load increased seat capacity
passengers seats factor over previous year

Data above is for CY 2025 and includes inbound and outbound air service



2026 NEW AIR SERVICE

New nonstop flights and expanded air service:

ALASKA:
A Service extension from Boise (BOI)

A New market from Santa Rosa (STS)
A Frequency increase from  Portland ( PDX)

AMERICAN:
A New Charlotte ( CLT) seasonal service

A Frequency increase from  Chicago (ORD)

DELTA:
A New seasonal service from  Austin (AUS)

A Frequency increase from New York (JFK)

SOUTHWEST:
A New seasonal service from  Austin (AUS)

UNITED:

A New seasonal service from Newark
(EWR

A Returning seasonal service from
Washington, D.C. (Dulles/IAD)



FINANCIAL



VGPS STATEMENT OF ACTIVITIES

Revenue
TBID Assessment
JPA Funding

Private Funding
Total Revenue

Expenses
Sales & Marketing
Payroll & Benefits

Research & Overhead
Total Expenses

Total Revenues Less Expenses

AS OF NOV 30, 2025

YTD YTD
11/30/24 11/30/25
Actual Actual Budget Variance
$ 7,131,668 $ 7,270,429 $ 7,238,299 $ 32,131
1,462,573 1,415,093 1,424,442 (9,350)
1,559 548 1,063,109 985,259 77,850
$ 10,153,789 $ 9,748,631 $ 9,648,000 $ 100,631
7,649,762 7,141,471 7,721,667 (580,196)
$4,127,129 $ 4,289,239 $ 4,584,587 $ (295,348)
1,344 227 1,575,551 1,652,402 (76,851)
$ 13,121,118 $ 13,006,261 $ 13,958,656 $ (952,395)
$ (2,967,329) $ (3,257,630) $ (4,310,656) $ 1,053,026




CONVENTION SALES
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PCMA CONVENING LEADERS RECAP

January 11 -14
Philadelphia, PA

A Hosted client reception with 30 clients

A VGPS had an activation area at the
show, showcasing wellness, with aura
reading and Al photo booth

A Lauren Bruggemans led a session on
The 4Cs of sustainability




2025 CONVENTION SALES STATS

$238M

estimated
economic
impact

= o I 28>

262,061 428 82,291 1,620
definite meetings estimated jobs Leads
room nights booked supported by distributed

VGPS bookings




2025 CONVENTION SALES STAT8 OFF PEAK

2025 Off Peak RN Production vs Goal by Period
70,000

61,513

60,000

50,000 47,545

40,000
31,218

26,000 I 24,500

May & Sept Summer

30,000

Q4

30,000
20,000

10,000

¥ Production ™ Goal



2026 GOAL/OBJECTIVES

Off-peak Bookings &
Sales Focus

~ Find Yol Sl aie rour oame

Partnership and
Collaborations

dasyaml L owAi iy A Sports Market
b s ancl] Committee/Funding

Customer Advisory

= %% + e Ll e Board (Mentor/Mentee
Qi g[S eE POa T Structure)
oalm springs -




2026 GOALS/OBJECTIVES

Marketing and Strategic
Partnerships

A Refresh Campaign
Assets

A Explore Co -Op Content
Development

A Elevate LinkedIn
Thought Leadership

Visit Greater Palm Springs @

Find Your Meeting Oasis

Travel Arrangements « Rancho Mirage, CA - 6K followers -
11-50 employees

Q IW Marrioft Desert Springs Resort & Spa

Breathtaking breakout sessions?
This isn’t a meetings mirage.

Whether it's our stress-free airport our mesmerizing venves and outdoor spaces,
Vst Zgs greater

or our endless rejuvenating sunshine, in Greater Palm Springs, dreams become
reality and meetings are anything but ordinary. pOlm Springs

find your meeling oasis

MestingslnPalmSprings.com



UPCOMING CUSTOMER EVENTS

February 2026

A 2/10-11 SITESEKick-off, Atlanta

A 2/10-12 AMC Institute Annual Meeting

A 2/11-12 Sales Calls, AZ .

A 2/23-24 NE CVB Reps & Meet NY April 2026

A 2/23-25 MPI-Sierra Nevada Crab Feed A 4/1-3 Sports ETAWO0O me n $usmit, Scottsdale

A 2/24 -27 Retreat Resources Roadshow, Tampa A 4/1-3 Prestige Partner Conference, Coronado
A 4/11-15 Elevate Annual Conference, Newport Beach
A 4/20-23 Sports ETASymposium, Las Vegas
A 4/27-29 HB Annual Conference, Los Angeles

March 2026

A 3/1-3 Associations West, San Diego
A 3/15-16 SITE NorCal, Carmel

A 3/17-18 Association WestdLadies Who Lead, Sacramento

A 3/17-20 Spring Famd&Fashion Week




CONVENTION SALES FUTURE PACE

Same Time Last Percentage

Year Change Tentatives
2026 221,668 224,435 (b1 %) 91,638
2027 110,747 108,747 ( B2 %) 150,795
2028 62,648 53,164 (B18 %) 102,421
2029 22,7124 40,695 (B2 9 %) 97,367
As of 1/8

A Future Pace data shows positive momentum overall, with room nights on the books (RNS OTB)
slightly down by 1%, for 2026. Q2 is a focus for short term bookings.

A For 2027 and beyond, shoulder and summer months continue to be focus.



2026 CONVENTION SALES QUANTITATIVE GOALS

ROOM NIGHTS

LEAD
DISTRIBUTION

NEW BOOKINGS
NEW LEAD
DISTRIBUTION
PSCC and Riviera Resort renovations impacting ability to book in the year and future years through
2028:
A 2025: 79,497 total room nights booked in the year and 3 years out
A 2024: 63,818 total room nights booked in the year and 3 years out




TOURISM DEVELOPMENT
2025 ACHIEVEMENTS

Meetings with 8,700+ clients from 26 countries.
Participated in 129 tradeshows, missions, client events, trainings.

Hosted 172 clients from 14 countries in Greater Palm Springs.



2026 GOALS/OBJECTIVES

Evaluate Resilient Markets: Eastern Europe,
Middle East, Southeast Asia, and Brazil.

Marketing Campaigns
Execute 25 measurable B2B2C marketing
campaigns .

Travel/Trainings
Attend 100 travel trade programs
domestically and internationally.

Client FAMS and Destination Visits
Host 100 key travel trade clients  through
FAMS and destination visits.




MARKETING



2025 CAMPAIGNS: SEASONAL & ALWAYS ON

A Brand Campaign : "Escape Your Ordinary "

A summer Brand + Social Media Campaign

A Oasis of Art

A Dine GPS / Restaurant Week

A Spa Month

A Group Meetings Campaign: " The Oasis is Real"
A Benefits of Tourism

A Workforce Development

A Spring Getaway [/ Staycation Campaigns

A Direct Flight: "Time To Fly'

A VGPS Co-op Programs

A social Medi a oDine Seriesé
A Vacation Rentals (consumer)

A Vacation Rentals / One Coachella Valley (local)
A International Campaigns

A LeBTO+

HEALTH & OUTDOOR ARTS &
WELLNESS EXPERIENCES ENTERTAINMENT

DINING & CULTURE &

SHOPPING HERITAGE LGBTQ*



2025 MARKETING RESULTS

3 O ] 8 B -}~ total impressions generated
LI i

2.3M 22M 2.7TM 528K 28.5M

television spots convention website users total audience social media
sales impressions in 2025 video views




ARRIVALIST-

Arrivalist was added at the beginning of 2025
to measure advertising effectiveness by
comparing exposed visitors to unexposed
visitors. This offers insights that power media
planning decisions, connecting the dots
between digital advertising and real visitation.

~.
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Home:
Seattle, WA

11
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43% Arrival Lift

(Benchmark is 25%)

13% Stay Lift

(Benchmark is 9 -10%)

\/

Travel:
Greater Palm
Springs, CA

®
@ Arrivalist



2025 KEY ACHIEVEMENTS: BRAND CAMPAIGNS

Your

Brand Campaign OEscape

o Relaunched brand campaign for its second year
with refreshed assets promoting hotels, vacation
rentals, and activities.

v —l ?h’ e ——
PLAN NOW i e
Sevisit greater palm springs

Refreshed Summer Brand Campali gn:mn‘mosmo“m 1o
o Refreshed summer oO0Born to
campaign with new :30 TV spots and updated
creative assets and summer social media
campaign.

PLAN NOW %‘éfvcsw“grecfer palm springs




2025 KEY ACHIEVEMENTS: OTAS

Expedia / VRBO OTA Destination Campaigns

120M in gross bookings

Summer oOPool

oati e

Generated over $14M in bookings , 24K

vacation rental nights.

Expedia Club Football World Cup Co

_Op

Generated over 21K hotel room nights and

2,800 vacation rental nights.

visde : grec'*er sl *greoier

paim springs palm springs

| What d

at does

) 1 MO0
floatie say

An inspiring
getaway
beyond the game

Plan now, play later

WS %greo ter

palm springs

Reveal your
Greater Palm
Springs travel




2025 KEY ACHIEVEMENTS: SPONSORSHIPS

NCAA Partnership

A Acrisure Series from November 25 -28,

featuring 18 games. In Arena signage with
messaging and social handles; 30 second

commercial spot airings on CBS Sports
Network and TruTV.

TED Conference Partnership

A Exclusive Strategic Travel Partner for TED2025
in Vancouver from April 7 811.

o Brand inclusion on TED website and

newsletters, logo placement throughout
the conference venue.

S U RE ARENA

visit 3
greater
Slely
springs



2025 KEY ACHIEVEMENTS: INTERNATIONAL

2 Expedia Ap s @

A Finn Partners campaign in the
UK/Ireland generated over 22M
impressions .

A Participatedin Br and cbSops s
and programs in the UK, Canada,

Mexico, France, and Germany. s
California €©ca

AParticipated o0iCml|EXpe chii ad sCalifornialoves Canadians

California and Canada share more than just a love for

L oves Cacampaignyaimed at Cong g v b AR b -

back vibes, and a deep appreciation for the great outdoors.
From coastal drives to world-class wine, star-studded cities

welcoming travelers in the winter and e e M e et o
spring, December generated 2K
bOOk|ngS Get 350 Bonus Miles™ on a trip to

Greater Palm Springs, California

Book your flight or hotel through AIR MILES  Travel by
December 8, 2025 and earn towards your next getaway.
Terms apply.

A WeChat and REDsocial media
channels were re-established in China.

.. "
¢ 715 grecie
palm springs

VISIT THE

USA




2025 KEY ACHIEVEMENTS: SOCIAL MEDIA

#Did you knowalmost
40%

3 ThlS townin Callfornla
“feels likeyou stepped
into C 60:s movue ’

o s

Alex K. Yazan Summer Social Media DineGPS Chef Series
- 3 Reels on Instagram - 2 Reels on Instagram - 681K Impressions - 10 videos posted in 2025
and Facebook - Combined stats: - 4 Influencers - Combined Instagram stats:
- Combined stats: - 635K Views - 678K Views - 164K Views
- 16.7M Views - 20.3K Engagements - 6K Engagements - 5.4K Engagements

- 763K Engagements



2026 GOALS/OBJECTIVES

New D igital Strategic Partner

Select and onboard new d igital service(s)
partner, with athree -phase approach for our
paid digital media, CMS, and CRM to ensure we
are aligned with the most effective, pro -active
and forward -thinking partner.

o Onboard new agency partner(s)
ensuring seamless integration and
effective approach with the digital
ecosystem. Alignment and coordinated
of new strategies and initiatives.

A Phase 1: Paid Services 8 Onboard Q1,
launch Q2

A Phase 2: CMS 8 Begin project in Q3

A Phase 3: CRM & Decision by Q4



2026 GOALS/OBJECTIVES

NEW BRAND CAMPAIGNS: WHERE YOU SHINE

A Launch the Where You Shine campaign focusing
on international and LGBTQ+ audiences

PILLAR SUPPORT —tr ToleepA - it

A Escapes Video Series: Promote our new Six - . : ’ &ﬁi‘éﬁﬁﬁﬁé
episode video series. R s S _—

A Social Media Series: Create a new series of short
form content.

A Promote outdoor adventure and sports

OFFPEAK VISITATION
A NEWSummer Brand + Social Media Campaign

A VRBO Summer/Fall Campaign
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2026 GOALS/OBJECTIVES

Expedia Ambassador Summit Ambassador
. 40 content creators, 11M combined reach Summit

7 Expedia 8 Hotels.com” @ ¥ A" Of US
Expanded TED Conference Sponsorship April 1317, 2026/| VaicBliver, Canada
« Sponsorship of Restore Lounge

e e 2026

california

e Custom Content + Promotion

i ®
International
« FIFA World Cup & Olympics e
ummit
« Canada - Brand USA co-ops & Canadian T
Airlines oaim ssrfﬁ%’{;s’

« Germany - expansion
« China - social media channels




2026 QUANTITATIVE GOALS: WEBSITE

2026 GOAL
Users Track only
Sessions Track only
Key Pages

Track onl
Engaged rackonly
Action Track only

Internal tracking will continue to include:

1 Users and sessions

1 Conversion rates

1 Search impressions and visibility

1 Engagement signals (time on page, visitor guide sign -ups, partner referrals)



2026 QUANTITATIVE GOALS: SOCIAL

@VISITGREATERPS
@dineGPS 2026 GOAL
(TOTAL COMBINED)

Website Clicks 300,000
1’462’483




PR/COMMUNICATIONS




2025 COMMUNICATIONS/PR KEY RESULTS

TN
3

7.2 BILLION+
TOTAL CIRCULATION

0 - I
A7 3 = R

177 11,813 1,457 8.1
MEDIA VISITS AND EARNED MEDIA PR TOTAL EARNED AVERAGE SCORE
GROUP FAMS HOSTED QUALITY SCORE ARTICLES PER ARTICLE



2025 PRESS COVERAGE

loncy plonet Che Sun-terald

Four ways to experience the
best of Greater Palm Springs

[ -

Palm Springs’
wilde?sid%

tytodoino
unging

" NORTHSTAR
MEETINGS GROUP

MEETINGS GROUP

Greater Palm Springs
Becomes a Certified Autism

Destination Nach dem Gold-

The Southern California destination has achieved the designation by providing a welcoming fblgt ; e e

Take  trip along a foult

environment for autistic and sensory-sensitive travelers

..,mW — oz 0

has become the first destination in Southern California to achieve the
on designation, demonstrating its commitment to providing an inclusive

and welcoming environment for autistic and sensory-sensitive travelers.



2025 KEY ACHIEVEMENTS

Signature Programs &
Media Hosting

A Meet the Mentors 3.0

A IGLTA Global
Convention Media

FAMs

A PR Agency Immersion
FAM

A Culinary & Wellness
Storytelling




RECENT AND FUTURE ACTIVITIES

MM Skt

A TRAVMEDIA EVENT

42 {
N

Greater Palm Springs
James Beard Platform Dinner [ —
Platform by JBF
. ot Pier 57°s Market Hall | New York, NY
Palm Desert Food & Wine
Chef Roster

i
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Executive Chef Andrew Cooper
Lo Quinto Resort & Club

2 hek Anch of more than 100 ¥ of

La Guinta Resort & Club, oversesing fha resorts fve ining desfnafions and in-room cotering
a programs. Hi global palate and worldy culiary it o balancad by a pasion for lozal and
+ susiinobls ingrechants sourcad from the Coachalla Vallay and Southom Colfornia. Coopar's
- caraar spans mora 20 years and indludes distinguished culinary posts that have takan him from
()

LY

AVi sit Californi
Influencers Advisory Board

ooy
OO0
L0

his native East Coast to Hawaii, New Mexico, and California, as well as abroad
05 Executive Chef Jose Lopez

Omi Rancha Las Paimas Resart & Spa

S
00
¢

.+.+. A proud member of the Omni family for 27 years, Chef Jose Lopez has braught his culinary
C axperiisa to avery Ormmi proparty through task forca oppartunites aeross the courtry.Hic
OO baganin Logos de Moreno, Jaiisco, Mexico, ot the I and continved
b af Coastine Community College i Los Angeles, with his O journey starfing ot the CNN
.+.+. Center in Atlanta. Born and raised in Jalisco, Lopez is passionate cbout exploring Mexico and

discavering excepfonal fequils.

o
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Executive Chef Juan Morales

Agua Caliente Resort Casino Spa Rancho Mirage

A native of Los Angeles, Juan Morales’ fondest childhaod mamories ore of family dinners and

caoking with iz mother. He studied ot the Culinary Institute of Amsrica in Posadana ond began

his culinary fourney with he Patina Group, learning from wall-town chefs Joochim Splichal

and Octavio Bacerra, befors venturing 1o Las Vegas and Green Valley Ranch. Juon enjoys ¥ v~
M

AIMM/ TravMedia Summit
A Mexico Media Mission
A DI Marketing & Comms Summit
A James Beard Dinner

introducing new flovors and fextures o eniraes, using only th freshes produce and protains.

Executive Chef Pedro Baroso
Parker Palm Springs

Chef Pedro Baroso brings over 20 years of culinary expsrisncs fo Graater Palm Springs,

having worked ot iconic luxury hotels and restaurants across the globe, from Dubaifo Maui

to Washinglon, D.C. Born and raised in Carvida, Portugal, Baroso discavered his passion far -
the culinary arts aarly on and began his carear ot The Ritz-Carlon, Lisban, whars he served s &
head chef of thair Michslin-starrad dining establishment. Now at Parker Palm Springs, Barosais 7
eagar to share his global exparionce and passion for culinary excallence.

Chris Kajani

Presidont and Winemaker Bouchaine

ANapa nativa who grew up raiding her paronts’ wine callar, Chis Kaani began hor career in

biolech, but win draw her mevicbly homa. Aftar saring @ Masters in iiculiure and snology

from UC Davis, Kojori fell hard for Burgundian wines andl bult her winemaking carser around

croffing Calfornia cousins. She joined e Bouchaine famly as head winemaker and general

manager in 2015; foday, her passion and auihenficity setthe fon for her feam.
PALM DESERT OVINL mamen s feome

. s Hegoe

FOOD&WINE  fpscucuone oQuatn OMNI - PA70ER - Soiiams




