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Beyond GPS

Cathedral 

City

Indio

Palm Springs

Palm Desert

Desert 

Hot Springs

Coachella

La Quinta

Rancho Mirage

812

2%

Unincorporated

Areas

777

1.9%

Indian Wells

95

.2%

92%
of the 40,609 tourism 
industry employees in 

our destination live in 

Greater Palm Springs. 

That is approximately 

37,360 people.

Source: Tourism Economics/Direct Employees

HOSPITAL ITY/

TOURISM 

INDUSTRY  

EMPLOYEES   

Total Direct Jobs

40,609

Sample Size: 84 Properties, 11,500 People
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5,007
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17.2%



JANUARY 15-17,  2020 AIRPORT ROUNDTABLE

H Y A T T  R E G E N C Y  I N D I A N  W E L L S

20 Airline Route Planners

25+ Airport Marketing/Air Service Representatives

Will add an image of HRIW here



SUMMER 2019

PSP PASSENGERS HOTEL OCCUPANCY REV PAR

MAY 190,756 13% 63.6% 8.7% 11.9%

JUNE 105,350 12% 55.4% 4.2% 7.1%

JULY 97,834 9.2% 52.5% 0.5% 5.3%

AUGUST 97,941 14.5% 49.3% 8.5% 15.5%

SEPTEMBER 106,211 3.2% 52.4% 2.0% 1.8%

SUMMER

CAMPAIGN

MONTHS



TRAVEL INDUSTRY SALES



CEDIV ANNUAL TRAVEL CONFERENCE

Established in 2002, Center des Etudes 

des Indépendants du Voyage (CEDIV) is 

a travel consortia of 202 travel agencies 

from across France.

Hyatt Regency Indian Wells 

June 10-14, 2020



MARKETING COLLABORATION

TARGET MARKET

Australia

CAMPAIGN

Road Trip in 2020 – Greater Palm Springs, 

West Hollywood, San Diego

COMPONENTS

• Cool Cousins app

• Influencer FAM – brand pillar itineraries

• Rental car partner

• Airline partner

• Wholesale / agency partner

• Trade incentive FAM



TARGETED STRATEGY – MARKET AND ACCOUNT LEVEL

• Trade & PR Integration

• Focus on Ireland

• Southern California Triangle 

• Increased Average Length of Stay

• 7 Marketing Campaigns

• 10 Focused Accounts

• Brand Pillars

• In-Market Client Events

I N C R E A S E D  A W A R E N E S S  



HEALTH & WELLNESS



Travel & Adventure Show, Boston

Club California, Stuttgart, Germany*

Visit USA Germany, Stuttgart, Germany*

Visit California Mission, India

Club California, Shenzhen, China*

UPCOMING PROGRAMS

DECEMBER 2019

JANUARY 2020NOVEMBER 2019

World Travel Market, London

Luxury Virtual Webinar, GPS

Club California, Wuhan, China*

Visit USA France Training, Paris*

Best Day Travel, Mexico

Signature Travel, Las Vegas

Club California, Beijing, China*

*Rep Firms Attending on Behalf of CVB



CONVENTION SALES



ROOM NIGHT GOALS

Current Room 

Night Bookings

Room Nights 

Needed to 

Reach Goal

151,173 + 71,327 = 222,500

2019

Goal

H O W  A R E  W E  G O I N G  T O  G E T  T H E R E ?

T I E R  1 T I E R  2

74 Leads

With 74,632 Room Nights

P E N D I N G  L E A D S

296 Pending Leads

With 274K+ Room Nights



2019 

IMEX 

Tradeshow

98
One-on-One 

Client Appointments

214
Total Clients

to the Booth



BOARD L IAISON STRATEGY

• Integrate revenue 

management into sales 
process.

• Provide education and 
resources on trends and 

research from industry leaders 
such as CBRE, STR, and CVENT.



CVENT

Established in 1999, CVENT is an online 

platform that automates and simplifies 

the entire meeting planning process.

27,000 customers 

300,000 users worldwide

CVB is a four-diamond sponsor



CVENT MARKET TRENDS



CVENT PLANNER TRENDS 

54%
Decrease in

Baby Boomers

YOY

How Old Are They?

0% 5% 10% 15% 20% 25% 30% 35% 40%

Gen Z (18-24)

Millennials (25-34)

Gen Y (35-44)

Gen X (45-54)

Baby Boomers (55-66)

Greatest Gen (65+)



Online Sourcing Tool 38% 

Search Engine 29% 

Direct to Venue 17% 

Peer Recommendation 12% 

Other 4% 

CVENT BUYER TRENDS

67% of a Buyer’s Journey Is Now Done Digitally
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CVENT DESTINATION INSIGHTS

Unique RFPs Booked Through CVENT for the Entire Destination*

Through September 30, 2019 1,313

1,619

1,598

1,465

1,261

1,046

762
596

596

469

310



CONVENTION SALES – GREATER PALM SPRINGS YTDGREATER PALM SPRINGS CVENT RFPs YTD

Unique RFPs Received 1,313

Unique Party Planner RFPs 1,095

Unique Room Nights 984,304

Unique Value $393,522,291

Unique Planner Organizations 354



CVENT RFP TRENDS FOR GREATER PALM SPRINGS

Average Group RFP Characteristics for Greater Palm Springs*

Average Peak 

Room Nights

Average 

Room Nights

Average 

Event Duration

Average 

Attendees

174
Rooms

13% vs. Prior Year

609
Rooms

15.6% vs. Prior Year

4
Days

FLAT vs. Prior Year

314
Attendees

36.3% vs. Prior Year

*Through September 30, 2019



CVENT – NEW AD CAMPAIGN



Brian Stevens, CEO of 

ConferenceDirect

Hosting Industry Leaders at
The Ritz-Carlton, Rancho Mirage

JW Marriott Desert Springs Resort & Spa
La Quinta Resort & Club

Omni Rancho Las Palmas Resort & Spa
The Westin Mission Hills Golf Resort & Spa

Meetings Today Live 2019 Event

&



SITE EXPERIENCE TRAINING FOR GMs AND DOSMs

Sue Behnke

Celeste Brackley

Kurt Englund

Marlena Nelson
Donna Such

Brad Poncher Barry McCarthy



SITE EXPERIENCE TRAINING FOR GMs AND DOSMs

Robert Hatfield

Mairead Hennessy

Rob Hampton
Carolina Viazcan

John Hansen

Tiffany Gorman

Kelley Steward Tom Scaramellino

Jared P. Dineen Shanstrom



CONVENTION SALES – TEAM UPDATES

N O R T H E A S T  N A T I O N A L  S A L E S  M A N A G E R

Angela Day 



DESTINATION MARKETING



• Travel parties are similar to prior research

• Couples’ and family trips with kids represent 
over half of Greater Palm Springs visits

Multi-

generational

7%

Family 

with Kids

27%

Couples

34%

Girls/Guys

7%

Group of 

Friends

10%Singles

15%

SMARI  VACATION MARKET  RESEARCH – FALL  2018  to  SPR ING 2019

Which of the following best describes 

what type of trip this was?



• Hotels continue to lead lodging type

• There is year-over-year growth in use 
of boutique hotels/inns

Hotel or resort

69%

Boutique hotel or inn

6%

Vacation rental or 

timeshare

11%

RV resort or 

rental

2%

Airbnb, 

HomeExchange, 

HomeAway, or 

other travel sharing

13%

SMARI  VACATION MARKET  RESEARCH:  ACCOMMODATIONS

FALL  2018  to  SPR ING 2019

What type of lodging did you use while in 

the Greater Palm Springs area on this trip?



• Awareness is higher among affluent
households

• Campaign is less efficient than in recent 
years; more efficient than SMARInsights’ 
benchmark of $0.40

2018 2019 % Change

Traveling households 20.7M 21.5M +4%

Awareness 41% 35% -15%

Aware households 8.6M 7.6M -12%

Campaign spending $1,076,584 $1,256,047 +17%

Cost Per Aware Household (CPAH) $0.13 $0.17 32%

SMARI  VACATION MARKET  RESEARCH:  

ADVERT IS ING AWARENESS  - FALL  2018  to  SPR ING 2019

• 7.6M aware households

• 35% of traveling households – lower than 
prior years because target is affluent 

travelers



2018 2019

Traveling households 20.7M 21.5M

Awareness 39% 35%

Aware households 8.1M 7.6M

Incremental travel 5% 8%

Incremental trips 384,796 602,203

Trip spending $1,170 $1,189

Economic impact $450M $716M

Campaign spending $1.1M $1.3M

ROI PER DOLLAR $418 $570

SMARI  VACATION MARKET  RESEARCH:  

ECONOMIC IMPACT & ROI  – FALL  2018  to  SPR ING 2019

• This campaign generated highest return 
investment for GPSCVB to date with $570 for 

every $1 spent on media

• Ads reached targeted super-affluent

travelers in vacation markets

• Lower overall awareness results 

from more targeted strategy led by  

digital investment

• Higher travel increment is result of more 
targeted advertising (ads are served to 

travelers to whom they are relevant and 

motivating)



SUMMER 

2019 

CO-OP 

PARTNERS

Impressions: 13.5B+  Spots: 206K+  



2019 SUMMER CHILL MARKETING

18B
Total 

Impressions

17.8B TV Impressions

61.5M Digital Impressions

128M Out-of-Home Impressions

842K Print Impressions



FALL WELLEST CAMPAIGN - MARKETING

2 0 1 9  W E L L E S T  M A R K E T I N G  P L A N

• Fully integrated marketing campaign 

across TV, social, content, print and 

digital

• Partnership with Wanderlust to expand 

reach and audience for wellness 

message

• Media driving to LiveYourWellest.com 
landing page with increased content, 

wellness quiz, and new wellness video

https://www.youtube.com/watch?v=HMPEyWx0Q5s
https://www.visitgreaterpalmsprings.com/play/things-to-do/spas-beauty-wellness/


2020 CO-OP OVERVIEW

TV / BILLBOARD

EXPEDIA

Find Your Oasis 
Year-Round, Cable + Connected TV

Summer Chill 
May-Aug, Cable + KTLA + Connected TV

Fall Chill 
Sept-Dec, Cable + KTLA + Connected TV

Digital Outdoor Billboards 
Year-Round, L.A. & San Diego; Other Markets Vary

International Co-Op NEW



2020 NEW CO-OPS

Instagram story, Facebook 

post, Pinterest post linking 

to Partner deal.

Dedicated story 
produced by Locale.

Backlinks, banner ads, 
social promotion.

Connected Home 
Audio ads, forced video 
ads, banner ads, mobile 

display ads.

Advanced audience 
segmentation targeting 

capabilities.

Banner ads retargeting 
visitors to Partner and 
Greater Palm Springs 

websites.



2020 ANNUAL VIS ITORS GUIDE

• New 2020 Annual Visitors Guide with 

digital version including hyperlinks to 

website and videos

• Formatted by city based on positive 

feedback from the cities and partners

• Distributed to high-traffic locations 

throughout Greater Palm Springs

• Mailed domestically and internationally 

as a destination resource  

https://flipbook.pub/gps-cvb/2020/


DIGITAL MARKETING



WEBSITE TRAFFIC (June–September)

SESSIONS BY DEVICE

63.7%

Mobile

27.6%

Desktop

8.7%

Tablet
• 37% increase in mobile website 

traffic in 2019

• Mobile traffic spends less time on 

site, views fewer pages, and has a 

higher bounce rate

• Website KPIs will shift to track 

desktop vs. mobile separately



WEBSITE REDESIGN

N E W  W E B S I T E  L A U N C H  – A U G U S T  2 0 2 0

• Working with Simpleview, an industry 

expert on tourism websites

• Simpleview & Brand will work to create 

new design that embodies destination 

story and offerings

• Mobile-first design, optimized for user 

experience

• Separate design for corporate 

communications allows CVB to be 

efficient and sustainable in reporting



HIKING PAGE

• Launched in September

• Features 49 local trails (list provided 

by Friends of the Desert Mountains)

• Users can sort by trail location, 

length, difficulty and features

• Direct Link: HikinginGPS.com

H I K I N G  T R A I L  L A N D I N G  P A G E

https://www.visitgreaterpalmsprings.com/play/things-to-do/hiking-palm-springs/


Tracks booking data for CVB website visitors and users exposed to digital advertising.

Bookings
Total 

Nights

Stay 

Length
ADR Revenue

5,198 11,074 2.1 $183.25 $2,016,135

CVB DIGITAL  AD IMPACT

ADARA TRAVEL DATA (Apr i l -Ju ly)

Market Percentage of Booking

Los Angeles 50.7
San Diego 10.1
San Francisco 5.9
New York 4.6
Phoenix 3.3
Palm Springs 2.3
Washington, D.C. 1.3
Seattle 1.2
Sacramento 1.0
Dallas/Ft. Worth 1.0

• Sacramento promotion launched in 

June and impacted bookings 

throughout summer

• Seasonal air service markets 

including New York; Washington, 

D.C.; and Dallas/Ft. Worth remained 

in the top 10 throughout summer



Tracks booking data for CVB website visitors and users exposed to digital advertising.

Bookings
Total 

Nights

Stay 

Length
ADR Revenue

2,620 5,643 2.1 $166.81 $933,950

CVB WEBS I TE  IMPACT

ADARA TRAVEL DATA (Apr i l -Ju ly)

Market Percentage of Booking

Los Angeles 42.1
San Diego 7.3
San Francisco 6.3
Palm Springs 5.6
New York City 4.7
Phoenix 2.4
Dallas/Ft. Worth 2.0
Denver 1.6
Chicago 1.6
Sacramento 1.5

• Sacramento entered the top 

10 in June (#6)

• Seasonal air service markets 

including New York, Chicago 

and Dallas/Ft. Worth remained 

in the top 10 throughout 

summer



SOCIAL MEDIA



SUMMER CAMPAIGN RESULTS
@
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INITIATIVE IMPRESSIONS VIEWS ENGAGEMENTS CLICKS

Deals 2,792,603 764,930 16,730 15,134

CHILLspiration 1,712,580 862,098 1,154 320

Total 4,505,183 1,627,028 17,884 15,454

"This Summer Campaign is the highest performing 

campaign Sparkloft has run with Greater Palm Springs in 
terms of impressions, engagements and website clicks." 



gpsNEXT: Social  Media

• gpsNEXT Partner Education Series

• 26 attendees including hotels, 

attractions, and restaurants

• 2-hour workshop on how to 

best utilize Instagram and 

Facebook stories for your 

business 

• Social media agency 

presentation on social media 

trends and best practices

https://www.facebook.com/VisitGreaterPS/
https://www.instagram.com/visitgreaterps/?hl=en
https://twitter.com/visitgreaterps?lang=en


COMMUNICATIONS



PALM SPRINGS - SACRAMENTO

Inaugural Flight: September 16

Daily service: Palm Springs (PSP) 

to Sacramento (SMF)

45 Meeting Planners and Media 

Attended



TORONTO – CALGARY - VANCOUVER

Media Engagement: 68

Airlift into California

City Load Factor

Ontario 97%

Sacramento 97%

Santa Ana 94%

Palm Springs 92%

San Diego 91%

Los Angeles 88%

San Francisco 84%

San Jose 79%

Source: U.S. Department of Transportation, 

Bureau of Transportation Statistics

Canada Visitors

1.7M in-person visits in 2018

$2.4B spent



LOS ANGELES MEDIA DINNER

City of La Quinta

JW Marriott Desert Springs Resort & Spa

Palm Springs Bureau of Tourism

Palm Springs Aerial Tramway

The Ritz-Carlton, Rancho Mirage

Media Engagement: 20

PARTICIPATING CVB PARTNERS 



SAN FRANCISCO MEDIA DINNER

City of Palm Desert

City of Indian Wells

JW Marriott Desert Springs Resort & Spa

La Quinta Resort & Club

Palm Springs Bureau of Tourism

Palm Springs Aerial Tramway

Media Engagement: 26

PARTICIPATING CVB PARTNERS 



PR QUALITY  SCORE

2019 YTD*

3,312

2019 GOAL

3,560

*Through September 30, 2019



UPCOMING INIT IATIVES

December 2019

November 2019October 2019

January 2020

SATW National Conference

James Beard House Dinner

NYC Media Dinner at Institute of 

Culinary Education 

Visit California Boot Camp in Atlanta

German Press FAM

Australia Media 

Korean Guidebook 

ILTM Cannes

Visit California France Media Tour

Palm Springs International 

Film Festival Media Visits



PARTNERSHIP



O C T .  3 0
.

Fall Mixer at 

Villa Paradiso

Palm Springs

N O V .  3
.

Family Day at

Desert Intern'l Horse 

Park

Thermal

D E C .  5
.

CVB’s Peace, Love, 

Chill Holiday Party

Rancho Mirage

N O V .  1 4
.

Meet & See at

Classic Club

Palm Desert

UPCOMING PARTNER EVENTS



CHILL DEALS

Post Deals at MyGPSCVB.com

T O P - V I E W E D  S U M M E R  D E A L S

Cabot’s Pueblo Museum

2 for 1 general admission tour tickets

Omni Rancho Las Palmas Resort & Spa 

Chill Out Package

Parker Palm Springs

$250 Spa Credit

Desert Hot Springs Spa Hotel

$10 Pool and Hot Spring Day Pass

La Quinta Resort & Club
La Quinta Summer Experience

https://palmsprings.extranet.simpleviewcrm.com/login#/login


L IVE YOUR WELLEST – KICKOFF EVENT

JW Marriott Desert Springs Resort & Spa

Participating Partners

• Eisenhower Health

• JW Marriott Desert 

Springs Resort & Spa

• Spa Desert Springs

• Thrive Fitness Studio

135 Attendees



CERTIFIED

376

Palm Springs Restaurant Association/2019 Restaurant Week Participants

HOSTED BY: Lulu California Bistro

Agua Caliente Band of Cahuilla Indians/Agua Caliente 

Resort Casino Spa Rancho Mirage 

JW Marriott Desert Springs Resort & Spa 

CTA PROGRAM UPDATE 

THANK YOU!

Through October 
16, 2019

Palm Springs Convention Center

Palm Springs Bureau of Tourism

City of Palm Springs/PSPD

HOSTED BY: PSCC

78

50

22

14

https://www.visitgreaterpalmsprings.com/gps-cta-program/


A U G .  1 3 S E P T .  2 5 O C T .  2 3

CTA Digital Newsletter 

Launched

CTA EVENTS & NEWS

Palm Springs 

Aerial Tramway

City of Palm 

Springs Tour

Libation Room

Palm Desert

O C T . 1 0



3 WAYS TO GET INVOLVED

• October 30 

• November 6 & 20 

• December 10

Explore business opportunities 

Upcoming Classes:

Offer CTA grads discounts and 

incentives to explore the destination 

and deepen their knowledge.

Become a CTA

8 a.m.-12 p.m. at the 
Greater Palm Springs CVB

Individual registration: $49 

IAmGreaterPS.com
Contact CTA Program Manager Erica Abarca at 760.969.1322 for more information.

1 2

Support a student3

Private group classes are also available: 

$600 for up to 20 people, additional 

students $30 each

Donate to the Greater Palm Springs Tourism 

Foundation and help pay to have a student 

take the class.

https://www.visitgreaterpalmsprings.com/gps-cta-program/




✓ California is the nation’s No. 1 travel destination 
— bigger than most countries

✓ Program has delivered billions of new visitor 

spending to CA’s hotels, rental cars, restaurants, 
attractions, retailers for more than 25 years

✓ 21,000 businesses fund California’s tourism 
marketing

✓ 88% of Visit California’s budget goes directly to 

global marketing efforts



Vote YES to ensure Visit California is renewed. 

Go to renew.visitcalifornia.com for more information.

Ballots should arrive by mail: Nov. 27, 2019

Deadline to cast vote: Dec. 31, 2019

Referendum results announced: January 2020



NEXT MEETING

Friday, November 22, 2019

The Westin Mission Hills Golf Resort & Spa


