Frequently Asked Questions about Visit Huntington Beach

Who is Visit Huntington Beach (VHB)?
VHB, formed in 1989, is the official destination marketing organization (commonly referred to as
a DMO) for Huntington Beach, California. It is a private, non-profit 501(c)(6) organization.

VHB is an economic development organization that reinvests visitor-generated assessments
from Huntington Beach lodging properties to create more local jobs, increase visitor spending at
local businesses and increase overnight visitor stays in our local hotels. All these results lead to
an increase in tax revenues for local government.

Visit Huntington Beach consists of a team of dedicated staff members and board

members working toward a more successful Huntington Beach. A non-membership
organization, its partners consist of the ICitx of Huntington Beachl, all Huntington Beach lodging
properties and visitor-serving businesses, and visitor-serving organizations in Huntington Beach.
For questions regarding partnership, please view our IPartner Benefits| section or contact a staff
member.

Visit Huntington Beach works collaboratively with many organizations within the community,
but is not involved in their operations or decision-making processes. For more information on
those organizations and their work, please visit their organization websites below:

City of Huntington Beach
e Government services; parking permits; City Council meetings; policies; public safety &
law enforcement.

Downtown Huntington Beach Business Improvement District
e Represents over 250 downtown businesses that provide visitors with dining, shopping,
and retail experiences
o Surf City Nights (the only certified farmers’ market in HB)
o Surf City Artisan Fair

Huntington Beach Chamber of Commerce
¢ With a membership of more than 600 Huntington Beach businesses, the Chamber works
to build a stronger Huntington Beach business community.

What is VHB’s Mission?
VHB supports and advocates for the economic vitality and quality of life for our Huntington
Beach community through inspirational destination marketing and brand management.

What is VHB’s legal organizational designation?
VHB is a private, non-profit 501(c)(6) organization. It is not a department of the City of
Huntington Beach.


http://huntingtonbeachca.gov/
https://www.surfcityusa.com/partners/partner-benefits/
https://www.huntingtonbeachca.gov/index.php
https://www.hbdowntown.com/
https://hbchamber.com/about

Why does VHB use the trademark Surf City USA®?

In 2004, Visit Huntington Beach registered the trademark Surf City USA® with the USPTO, and
was officially was approved in 2007. Inspired by the nickname that was popularized by the 1963
song "Surf City" by Jan and Dean, Surf City USA® embodies the Huntington Beach brand as the
quintessential Southern California beach-town, with more than a century of surf culture and
history, 10 miles of wide-open beaches, consistent waves throughout the year, and the iconic
Huntington Beach Pier.

For those interested in licensing the Surf City USA® trademark, please contact VHB at (714) 969-
3492 or info@surfcityusa.com.

Do local residents pay taxes that fund Visit Huntington Beach?
No.

What is the benefit of tourism to Huntington Beach residents?

Combined state and local tax revenues, excluding Transient Occupancy Tax revenue, generated
by visitors helped to offset the average Huntington Beach resident's tax burden by $565 per
household in 2017. Tourism also supports local businesses and attracts signature events to the
destination, allowing residents to enjoy a wider range of restaurants, retail, and activities close
to home.

Why is the Visit Huntington Beach Board of Directors asking City Council to affirm its TBID
assessment increase from 4% to 6%?

Visit Huntington Beach’s tourism marketing budget is falling behind other competitive southern
California destinations’ budgets. This significantly limits Visit Huntington Beach’s (VHB) ability to
market and sell the Surf City USA® brand experience around the world.

Over the last several years, costs have risen in areas such as advertising, creative designs,
strategic partnerships for group business, and labor, making it difficult for VHB’s budget to keep
pace with the increased cost of doing business.

Many OC and SoCal destinations also have new travel and hotel experiences that are poised to
draw visitors to them and away from Huntington Beach, making it increasingly imperative to
maintain our competitive position.

Without an increase to VHB's sales and marketing budget, Huntington Beach will have a less
visible presence compared to other tourism destinations, leading to tourists choosing to visit
other destinations instead of Huntington Beach. As a result, Huntington Beach hotel occupancy
and room rates will drop, impacting the hotel industry, which will also lead to drastically
diminished TOT, sales tax and parking revenues to the City.

Why is a strong local tourism economy important?
A strong local tourism economy generates tax revenue for the City. These come in the form of



hotel occupancy taxes (TOT), sales taxes on goods and services purchased by tourists, and taxes
on attractions and events. Visitor spending also increases the effective tax base of a community.

With these tax revenues, it goes into the City’s general fund, allowing local governments to
provide a higher quality of services without increasing taxes for its residents. This can be
reinvested into essential public services and amenities that benefit residents, such as parks,
beaches, road maintenance, and emergency services.

Revenue from tourism taxes also drives local economic growth, creating jobs and increasing
residents' income. This stimulates spending within the community, fostering further revenue
generation and potentially alleviating the need for higher taxes.

If Huntington Beach loses its tourism market share to other SoCal destinations, it would weaken
the local tourism economy, which would in turn reduce revenue for the city’s general fund that
supports various essential city services, e.g. public safety, roads and infrastructure. It is
therefore essential to modify the self-assessed TBID to a higher percentage, as it will sustain a
strong local tourism economy and its efforts to drive economic vitality in Huntington Beach.

What do vacation rentals get out of paying into the TBID self-assessment?

Under the direction of Visit Huntington Beach’s Board of Directors, one of VHB’s main
responsibilities is to ensure the largest well of visitors flow into Huntington Beach to stay, shop,
and play. Regardless of lodging choices, destination marketing is the number one deciding factor
on travel decisions and it is crucial to keep the destination top of mind when travelers decide
where to spend their travel budget. Visit Huntington Beach plans and deploys year-round sales
& marketing programs to boost visitor numbers, room bookings and tourism spending for all
lodging properties. By promoting Huntington Beach as a fun, desirable tourism destination, we
entice more visitors to come and stay in the destination, whether at a hotel, short-term rental
or with friends and family. A TBID modification increase would allow for bespoke vacation rental
campaigns, influencer campaigns, website promotion, and “Live Like a Local” materials designed
specifically to benefit STVR owners and their guests.

How do you track and determine the success of VHB's programs?

The Visit Huntington Beach Board of Directors’ strategy includes comprehensive, full-funnel
sales & marketing initiatives designed to drive a steady flow of leisure and group

business throughout the year. Throughout the entire run of various programs, Visit Huntington
Beach uses several data sources as well as over 50 Key Performance Indicators (KPIs) to monitor
and determine the Return on Investment (ROI) performance of its Paid, Owned, Earned, and
Shared channels.

Why does VHB support large signature events?

Research data shows that large events typically bring an increase in visitation and visitor
spending to a destination during the events. By hosting special events, the tourism industry
benefits from increased visitors, but also generates substantial revenue for the City as visitors
spend more on accommodations, parking, dining, shopping, and entertainment during an



event. This influx of spending not only supports local businesses but also fuels economic growth
in the community.

In addition, VHB strategically partners with world-class special events that align with the
destination's brand and image (for example, the US Open of Surfing) to help drive business
year-round, especially during non-peak periods. Additionally, special events provide an
opportunity for Huntington Beach to showcase our unique attractions, culture, and hospitality
to a wider audience, spotlighting Huntington Beach to new audiences around the world that
will attract future or repeat visitors.

What approach does the VHB Board of Directors recommend to the City for any future
initiatives to increase TOT that would have hotel industry support?

The VHB Board of Directors understands that the tourism industry is part of the local economy
tapestry and remains open to future City initiatives to increase its overall general fund budget.

Is VHB an accredited destination marketing organization (DMO)?

VHB has been fully accredited by Destinations International (Dl), the world's leading trade
association for DMOs, since 2012. VHB renewed its accreditation in 2022 and received the
highest possible recognition for a destination organization — "Accreditation with Distinction,"
indicating that the organization exceeded the minimum requirements for accreditation with
over 100 mandatory and voluntary standards that span a variety of performance areas. With
over 200 destination organizations who have obtained DMAP recognition, fewer than 10% earn
“Accreditation with Distinction”.

How did VHB get accredited?

To become accredited, a DMO must demonstrate compliance with more than 100 performance
standards in the areas of governance, strategic planning, stakeholder engagement/advocacy,
finance, human resources, management and operations, technology, research and marketing
intelligence, brand management, marketing, communications, sales and services,
membership/partnership, visitor services, and destination development. Accreditation
standards are set by an independent panel of industry veterans representing a diverse selection
of destination organizations. Standards are regularly revisited and revised to reflect the
evolution of best practices in the industry and accredited organizations are required to re-apply
every five years. Completing the renewal process typically takes 9-12 months.

What are VHB’s Core Values?
VHB embodies a community-focused spirit of service that is proactive and strategic.

How many full-time employees does VHB currently employ?
VHB currently has 17 full-time employees.

Is VHB'’s current staffing level high or low when compared to other DMOs and industry
standards?


https://destinationsinternational.org/

The average number of full-time employees for DMOs in VHB’s annual budget category (S5 —
$9.9 million) is 24 FTEs (Destination Organization Performance Reporting, DI). VHB's 17.6 FTE's
is 27% less than DMOs in the same budget category.

Have any of VHB staff achieved higher professional certification?

There are less than 400 Certified Destination Marketing Executives (CDME) in the world. Two of
VHB’s 17 full-time team members are CDMEs, with one additional team member who is in
progress. DI’s highly respected 2-3 year educational COME program offered through Purdue
University is the accounting world’s equivalent of earning a C.P.A., but for DMO professionals.

How is VHB funded?

VHB's funding does not come from taxes paid by local residents. Funding is derived through a
Tourism Business Improvement District (TBID) self-assessment paid by Huntington Beach
lodging properties who collect the assessment from overnight hotel guests choosing to stay in
one of Huntington Beach’s 21 hotels (2,300 total available rooms).

What is the Tourism Business Improvement District (TBID)?

The TBID was originally formed in 2002 by Huntington Beach hotel properties and approved by
City Council. All lodging properties within the TBID's boundaries (the city limits of Huntington
Beach) agreed to place a self-assessment on overnight stays to help fund VHB's efforts to
market and sell the destination to visitors. Currently, the TBID consists of 21 local hoteliers and
225 licensed vacation rentals. The TBID assessment is paid by visitors who stay in Huntington
Beach lodging properties. TBID assessment revenues provide a more dependable, long-term,
sustainable revenue source to market Surf City USA® globally without any tax burden on local
residents. Huntington Beach’s overnight hotel guests pay a 4% assessment fee for each
occupied room/vacation rental per night during their stay.

How much TBID assessment revenue is dedicated to VHB?

The current TBID management district plan went into effect on February 1, 2019 with a 4% self-
assessment rate for all Huntington Beach lodging properties that would be used to fund VHB's
program of work. Guests staying at these properties pay this rate upon checkout. In 2019, this
plan was expected to result in annual TBID revenues of $5.2 million. It also allowed the City of
Huntington Beach to receive over $1 million in revenues for the general fund that were
previously allocated to Visit Huntington Beach through Transient Occupancy Taxes (TOT).

How much is VHB’s annual revenue?
In FY 2022-2023, VHB's annual revenue was approximately $7 million dollars, all paid by
Huntington Beach’s overnight hotel visitors.

What is Transient Occupancy Tax (TOT) and how is it used?

Huntington Beach’s overnight lodging guests pay a 10% TOT per room per night. The City of
Huntington Beach retains 100% of all TOT revenues as of February 1, 2019. (Previously, VHB
had received 10% of TOT visitor tax revenues for destination marketing). These revenues
support the City's general fund and help to pay for City services including police, fire, marine



safety, beach maintenance, parks, and libraries. Note: City governments around the country
retain an average of 50% of TOT revenues, with the remainder invested in destination
marketing with the city's DMO. The City of HB retains 100%.

How much TOT revenue is generated each year?
In FY 2022-2023, total TOT revenue collections were approximately $16 million. Since 1996,
over $200 million in TOT revenues have been collected by the City.

How much TOT revenue is dedicated to VHB?
0%. As of February 1, 2019, VHB does not receive any TOT funds.

What does VHB do with TBID assessment dollars?
TBID assessments fund vital, important VHB program of work areas, which greatly benefit
our community and overall visitor experience:

All metrics below is a reflection of the 2022-2023 fiscal year (July 1st - June 30th).

e Overall brand marketing for Huntington Beach, Surf City USA.
o Traditional advertising in key visitor markets with over 1 billion advertising impressions.
o Digital and social media programs, including ownership and management
of surfcityusa.com (relaunched website with new design in July 2022), with over 1.3
million annual website sessions, 2.1 million pages viewed, 109,550 Instagram followers;
84,342 Facebook fans; 15,950 Twitter followers, and 3,007 LinkedIn followers; 2,052
Pinterest followers; and 914 followers to the recently created TikTok account.
¢ Public relations, which generated 1,900 Barcelona Principles score.
o The Barcelona Principles refers to the Barcelona Declaration of
Research Principles, a set of seven voluntary guidelines established by the public
relations (PR) industry to measure the efficiency of PR campaigns. They were the
first overreaching framework for effective public relations and communications
measurement.
¢ Destination sales (conventions, meetings, groups), which last year was responsible for
sourcing over 900 leads, of which over 50,000 hotel room nights were booked into local
hotels.
e High demand publications such as HB’s official Visitors Guide, Visitor Map and Historical
Walking Tour brochures.
¢ International and domestic travel trade programs targeting leisure travelers via trade
shows generating 15 in-destination familiarization tour visitors, and sales outreach
to 733 tour operators and travel agents in 3 target countries.
¢ HB Film Commission that works closely with the City’s Economic Development office to
help generate 111 film permits.
o Surf City USA's Nighttime Ambassador Program that serves visitors and businesses on
weekends and during special events year-round.
¢ Visitor Information Kiosk at the Pier, which is open seven days a week, served over
53,000 walk-up visitors.



https://www.surfcityusa.com/

e Welcome Center at the Huntington Beach International Surfing Museum, which is open
six day a week.

e Free monthly partner information meetings designed to provide HB’s businesses with
actionable steps to increase visitor generated expenditures for local businesses.

How many total annual visitors experience Huntington Beach?

The definition of a “visitor” to any destination can vary. The sometimes-quoted annual number
of between 11-15 million HB visitors is loosely based on the number of estimated cars parking
at HB’s beach parking lots. This number includes local residents. For example, a local HB
resident who has a beach pass and parks at the beach 20 times a year to catch some morning
waves is included in this informal tally as 20 visitors.

VHB commissions a more robust visitor research study every several years, designed to provide
a deeper and more scientifically significant analysis of HB visitors. In these studies, HB visitors
are defined as “anyone who lives outside of Orange County and who has visited Huntington
Beach for the day or stayed there overnight.”

Non-Orange County resident visitors to Huntington Beach:

e 2022:2.26M
e 2021:2.11M
e 2020:1.65M

e 2019:2.78M
e 2018:2.61M
e 2017:3.5M

e 2016:3.34M

e 2015:3.22M
e 2014:3.18M

Source: Lauren Schlau Consulting, Inc.; CIC Research, Inc.; Tourism Economics. May 2023.

Which visitors are being targeted by VHB'’s integrated sales and marketing plan?
Non-Orange County residents who desire overnight hotel accommodations in Huntington
Beach (including Sunset Beach and all other non-resort hotel property locations) are the
primary target audience of VHB’s very detailed and measurable sales and marketing efforts.
VHB secondarily promotes in destination shopping, dining, tour and attraction experiences to
help extend length of stay, repeat visitation and day visitation.

Who are these visitors?
Here are some highlights from the most recent comprehensive visitor profile study:

e Median age is 39 years
¢ Household income is $105,000
e Average number of nights stayed in Orange County is 3.77



e Average size of visitor group is 3 people

e About three out of four visitors (75%) are day visitors

e Nearly 25% have overnight accommodations in HB, with 17.5% reporting overnight
hotel stays, 2.4% other paid lodging, and 5% reporting private home accommodations
and a very small percentage staying in campgrounds

e 69% of visitors drove to HB, 9% used ride share (Uber/Lyft), while about 21% traveled by
air

e On average, HB visitors spent $395 per group (or $133 per capita), per trip in Orange
County

Where are these visitors from?
93% are domestic US visitors with top geo markets of:

e Southern California

e San Francisco and the Bay area

e Phoenix/ Scottdale in Arizona

o Dallas/ Houston/ Austin in Texas

e Seattle/Portland/ Vancouver in the Pacific Northwest
e Utah

e Las Vegasin Nevada

¢ Denverin Colorado

e Chicago in lllinois

7% are international visitors with top geo markets of:

e Canada

) UK

e Mexico

e China/Japan/ South Korea
e Middle East

e Australia

What is the economic impact on the local Huntington Beach economy by non-Orange County
resident visitor spending?

The last economic impact study of non-Orange County residents visiting HB was completed in
2022, assessing the economic impact of 2022 visitors:

e Visitor spending: $506.3 million in direct spending, averaging $1.38 million a day.

o Estimated 4,146 jobs supported by visitor spending, or 1-in-25 jobs in the City.

e Over $17.3 million in total projected tax revenue from visitor spending contributed
to the City of Huntington Beach's general fund.

Source: Lauren Schlau Consulting, Inc.; CIC Research, Inc. May 2023.



How can | view a copy of VHB’s FY22-23 2 Annual Highlights?

For more information, see VHB’s FY22-23 Annual Highlights.
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ABOUT VISIT HUNTINGTON BEACH

WHO ARE WE?

Visit Huntington Beach (VHB) is the official Destination Management
Organization (DMO) for Huntington Beach, California. A non-profit
501(c)(6) organization, VHB promotes tourism to Huntington Beach to
increase

overnight stays in Huntington Beach hotels.

MISSION

Visit Huntington Beach supports and advocates for the economic vitality

VISIT
HUNTINGTON
BEACH

SURF CITY USA®

and quality of life for our Huntington Beach community through
inspirational destination marketing and brand management.

VISION - OUT

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

VISION - IN

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

Surf City USA® experience.

APRIL 2024 VISIT HUNTINGTON BEACH



VISIT HUNTINGTON BEACH: TRANSPARENCY AND ACCOUNTABILITY

Visit Huntington Beach is fully Accredited with Distinction by Destinations International (DI), indicating that the organization exceeded
the minimum requirements for accreditation with over 100 mandatory and voluntary standards that span a variety of performance
areas. With over 200 destination organizations around the world who have obtained DMAP recognition, fewer than 10% earn
“Accreditation with Distinction”.

ACCREDITED
ORGANIZATION

*WITH DISTINCTION -

Our organization embodies a community-focused spirit of service that is proactive and strategic. As part of this effort, we are pleased
to provide information dedicated to transparency and accountability in our DMO operations and program of work.

BROWN ACT

Over 10 years ago, VHB voluntarily agreed to be subject to the California Brown Act, which allows the public to attend and participate in meetings. All regular
Board of Directors and committee meeting agendas are noticed at least 72 hours prior to the meeting and all meetings are open to the public, with a public
comment period available at the start of each meeting. All agendas and minutes are posted on SurfCityUSA.com.

FINANICAL STATEMENTS AND AUDITS

Monthly financial statements are presented at each VHB Board of Directors meeting. VHB also undergoes an annual financial audit using the same audit firm
as the City of Huntington Beach. The final audit report and audited annual financial statements are presented at a Spring Board of Directors meeting and sent
to City staff.

BOARD GOVERNANCE

* VHB is governed by a Board of Directors, which provides strategic direction for the organization and supervises VHB'’s President & CEO.
* VHB’s Board meets at least quarterly throughout the year. The Executive Committee meets monthly. All meetings are open to the public.
» City Council appoints two liaisons each year who attend Board meetings and receive regular updates on VHB programs.

S
APRIL 2024 VISIT HUNTINGTON BEACH


http://www.surfcityusa.com/
https://www.surfcityusa.com/about-us/accreditations-credentials/

VISIT HUNTINGTON BEACH FUNDING HISTORY

The Huntington Beach City Council approved a
Conference and 5-year agreement to give the
Visitors Bureau HBCVB 10% of the city’s

(HBCVB) became Transient Occupancy Tax (TOT)
incorporated as a collections in lieu of a fixed
501(c)(6) private, not- annual grant. For the first time,
for-profit mutual the HBCVB'’s funding consisted of
benefit corporation in both Hotel/Motel BID

the State of California. assessments and TOT collections.

1989 2006

City Council approved the

A VISIT
HUNTINGTON

' BEACH
SURF CITY USA®

creation of a new Tourism In April 2021, the City of
Business Improvement District Huntington Beach began
(TBID) with a self-assessment collecting TOT and TBID

of 3% on hotel and motel assessments from Short Term
overnight room stays. Vacation Rentals (STVRs).

2014 2021

® ® —@
2002

City Council approved the
creation of a Hotel/Motel
Business Improvement
District (BID) and a self-
assessment of 1% on hotel
and motel overnight room
stays.

®
2010

City Council approved a
Hotel/Motel BID assess
increase of 1%, increasi
self-assessment to 2%.

® - .
2018/2019

In 2019, the TBID was

ment renewed, and the City Council

ng the simultaneously approved an
assessment rate increase from
three percent (3%) to four
percent (4%) to mitigate the
loss of TOT funding that the City
had previously been providing.

@
2023

VHB is preparing for a
TBID modification,
increasing the TBID
assessment from

4% to 6% to remain
competitive.



HOW ARE WE CURRENTLY FUNDED?

VHB’s funding does not come from taxes paid by residents, such as local
property taxes paid by home and business owners. Funding is derived
through a Tourism Business Improvement District (TBID) self-assessment
paid by Huntington Beach hotels who collect an assessment from
overnight guests choosing to stay in one of Huntington Beach’s 21 hotels
(2,368 total available rooms) or 218* short term vacation rentals (STVRSs).

. Business Improvement District (BID) = 100%

. Transient Occupancy Tax (TOT) = 0%

@ Other = <1%

Tourism Business Improvement District (TBID):

Huntington Beach’s overnight hotel guests pay an additional 4% assessment for each occupied hotel room per night during their stay. The TBID assessment is not a tax, but a self-
assessment, which the 21 local hoteliers and 218* STVRs place upon themselves for occupied rooms and is paid by overnight visitors. TBID assessment revenues provide a more
dependable, long-term, sustainable revenue source to market Surf City USA® globally without any tax impact to local residents.

Transient Occupancy Tax (TOT):
Visit Huntington Beach receives no TOT funding. Huntington Beach hotels have contributed more than $200 million dollars in TOT for the City since 1996.

*Total count subject to change

" Su—
APRIL 2024 VISIT HUNTINGTON BEACH
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VISIT HUNTINGTON BEACH HISTORICAL TOT COLLECTIONS
Transient Occupancy Tax (TOT)

Huntington Beach hotels have contributed more than $200 million dollars in TOT for the City since 1996.
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Source: The City of Huntington Beach

*FY 17-18 was a 9-month fiscal year to align VHB’s fiscal year with the City’s fiscal year (which is July 1 through June 30) **July — Nov 2023
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~ VISIT HUNTINGTON BEACH
= 2023-2026 STRATEGIC PLAN

VISION « OUT

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

IMPERATIVES

Drive Global
Brand Awareness

9

VHB 2023 - 2026 STRATEGIC PLAN

MISSION

Visit Huntington Beach
supports and advocates
for the economic vitality
and quality of life for our
Huntington Beach community
through inspirational
destination marketing and
brand management.

VALUES

VHB embodies a
community-focused

VISION + IN

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

OBJECTIVES

* Increase HB accommodation sales as measured by RevPAR by 3% YOY

+ Increase overall digital engagement by 20%

+ Increase media reach and Barcelona Principles score by 15% YOY with a
focus on positive engagement

« Increase group booked room nights by 6% YOY

spirit of service that is
proactive and strategic.

POSITION

The Huntington Beach Huntington Beach rises above its

experience is: competitive set destinations, offering
» Inspirational unique value to visitors seeking:

= Authentic + Beach and Beyond Experience

« Friendly « Beachfront Hotels

« Fun * Downtown Experience

» Accessibility

INITIATIVES

WS
\q <

+ Issue RFP for creative agency of record

* Leverage the World Cup and LA28 to expand global destination
brand awareness

» Secure year-round signature sporting and city-wide events

- [Efficiently leverage brand partnerships to increase Huntington Beach's
global brand awareness

Enhance the

* Increase the length of stay 6.7% to 4.025 nights by 2026
* Increase visitor spend throughout HB by 12% by 2026

+ Enhance partnership with the City, Downtown BID and other

entities to enhance the Beach & Beyond experience

+ Develop outreach and education to enhance customer service

Value of Tourism

2:::2::22 * Achieve a 90% or greater customer sentiment score by 2026 for all visitors, including international and accessible communities
« Facilitate the creation of new bookable product
+ Improve connectivity throughout Huntington Beach
+ Establish a baseline Net Promoter Score and increase YOY through 2026 « Utilize VHB Board to act as tourism ambassadors
« Cultivate our advocacy relationship with the City
Champion the « Articulate the quality-of-life enhancements tourism brings

to Huntington Beach residents
« Develop and implement partner and resident sentiment outreach and evaluation
program

Prioritize
Organizational
Effectiveness
and Culture

« Develop and establish customer sentiment survey in Year 1

* Improve YOY customer sentiment

« Successful TBID modification in Year 1

+ Maintain 90% and above on internal culture survey in Year 2

+ Ensure financial accountability as measured by a successful audit, achievement
of zero-sum budget, and grow reserve year over year

« Develop and deploy customer satisfaction survey

+ TBID modification approved

* Develop stakeholder engagement plan (Board, City, DBID, Ambassadors

* Improve and maintain overall processes based on
culture survey results

VISIT

and Chamber)

SURF CITY USA

HUNTINGTON BEACH



MARKETING

GROUP SALES

VISIT
HUNTINGTON
BEACH

SURF CITY USA®

VISITOR &
PARTNER SERVICES

TOURISM
ENHANCEMENTS

ADVOCACY

RESEARCH

DIGITAL / WEBSITE
SOCIAL MEDIA
PUBLIC RELATIONS
ADVERTISING
TRAVEL TRADE
FILM COMMISSION
E-NEWSLETTERS

SURF CITY USA BLOG

/

MEETINGS / EVENTS
CONVENTIONS

BOOKINGS & RFP
RESPONSES FOR HB
COLLECTION

‘ONE STOP SHOP’ FOR
MEETING PLANNERS

SPORTS COMMISSION

N

PARTNER EDUCATION SERIES
EVENT INFO BOOTHS
VISITOR INFO KIOSK
PARTNER PORTAL

CRM MAINTENANCE
PARTNER LISTINGS
PUBLICATION DISTRIBUTION
EVENT CALENDAR

AMBASSADOR PROGRAM

/

WAYFINDING SIGNAGE
WALKING TOURS

COMMUNITY EVENT
SPONSORSHIPS

SUMMER BEACH
RESTROOMS

BIG BOARD

ADVOCACY TASK FORCE
COMMUNITY OUTREACH

DOWNTOWN BID, HB
CHAMBER, CITY OF HB
ENGAGEMENT

PARTICIPATION ON
INDUSTRY/LOCAL BOARDS
& COMMITTEES
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reputation | DESTINATION PERFORMANCE KPls

EARNED MEDIA

Cmdi?r":;z \\ Media Relations VHB’s cpmprghehsive sales &
Thought Leadershio \\ Influencer/Blogger Relations maljketlng |n|t|§t|ves are
Authortty " EARNED e — Social Monitoring designed to drive a steady
MARCOM Familiarization Tours flow of leisure and group
Influencer Marketing - Trade Show/Sales Missions business throughout the year
Experiential Marketing |~ ~~====a____ Word-Of-Mouth with a focus on the hotels’
Event Marketing Accolades “soft season” non-peak
PAID MEDIA --."""‘---.-___ COMMUNITY period (typically November —
Display Advertising [=============== SHARED Visitor Center & Kiosk February).
Social Media Ads Community Building
Boosted Content Engagement Throughout the entire run of
Fan Acquisition i ------------- B DEtri'Ctors it various programs, Visit
Lead Generation i - Loyalists -
Sponsored Content E OWNED MED_'A - Advocates Huntlnlg(';on Beach uses I
Paid Publishing : Website . Brand Ambassadors several data sources as we
I E-Newsletters SHARED MEDIA  “~_ | Team Surf City USA® as a blend of over 50 Key
E Visitor Guide Occupancy ': User-Generated Content  Performance Indicators (KPls)
LE;:I:ngliI:::rt:ﬁ: -=-=-: Content }Vlarketing Average Daily Rate I | Advocacy to monitor and determine
| | Videos/Webinars RevPAR H
Affiliate Marketing Digital Display SEO/SEM TBID (TOT) Collections i :Egll?eturfn on Invest;nfnt
Inbound Marketing Customer Stories Experience, Expertise, Visitation | PARTNERSHIPS ~!) perrormance ot its
Contests/Quizzes/Polls Employee Stories Authoritativeness and Visitor Spend == Communl'ty Service Paid, Owned, Earned, and
Visual Content Trustworthiness Jobs Co-Branding Shared channels.
Audio/Podcasts Domain Authority Research
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DESTINATION MANAGEMENT CYCLE

Destination management plays a vital role in helping organizations in the travel and tourism industry achieve their
fundamental goal of building a visitor experience that delights the traveler and inspires repeat visitation; bringing
economic and brand lift benefits as they stay, shop, and play.

1.VISIT

If you built a place where people
want to visit, then you have built a
place where people want to live.

2.LIVE

And if you built a place where people
want to live, then you have built a
place where people want to work.

It Starts With
A Visit

That Is the The N
TSP Community BacaiRiEs

Destination Vitd“ty Li\_'I'_E, ITO W:rk,
Organization Wheel o Invest.

You Need To
Keep The Wheel
Turning and
Manage Its
Speed

4. INVEST

And if you built a place where business
and residents will invest, then you
have built a place where people will
want to visit.

APRIL 2024 VISIT HUNTINGTON BEACH

3.WORK

And if you built a place where people
want to work, then you have built a place
where business and residents will invest.

qund quogemen’f—

Place Stewardsh\P
and [nyestment

Pr Omotion and SA\¢°

Source: Destinations International




HUNTINGTON BEACH TOURISM ECONOMY

2022 ANNUAL VISITOR PROFILE JOBS
VISITATION o 55% female; 45% male SUPPORTED BY

2 2 6 M o 54% are CA residents TOURISM
[

o 38% US residents outside of CA 4, 146

VISITOR SPENDING IN'HE o 7% intemational
$506:33Zr500 A YEAR o 52% say HB was the main destination of trip TOURISM ACCUUNTS FOR

AVERAGING o Median Age: 39 years old 4% OF
$] 387226 A DAY o Average HHI: $105k per annum THE TUTAI_

$5 7 8 0] A N H U U R o Average length of overnight stay: 3.77 nights EMPLOYMENT IN THE CITY

A visitor is defined as someone “visiting Huntington Beach for the day or overnight, who resides outside the geographic boundaries of Orange County.”

Source : Tourism Economics, Lauren Schlau Consulting, Inc., CIC Researc h, Inc.
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