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Domestic Media Relations Outreach

October through December 2009

Program Description

The Communications Department practices both proactive and reactive media
relations and serves as a resource to travel and tourism, trade and business
media. In addition to specified outreach, CTTC also hosts domestic media
familiarization tours on an ongoing basis. The media ROl grid tracks results
based on these efforts. This results compilation is created based on the work
of our public relations agency and various media tracking methods.

Target Audience

Domestic consumer, lifestyle and trade media (print, broadcast and Internet).

Objectives & Reach

CTTC puts out approximately 22 themed news releases each year, publishes
quarterly editions of What's New in California, updates the Web site Press
Room on a regular basis, sends a monthly media e-newsletter (Media News)
and responds to media requests on an as-needed basis.

Results & Accomplishments

The domestic earned media ROI for the 09/10 fiscal year (through December
31,2009) is $109,863,490 with 297,861,645 impressions. Placements included
The Washington Post, Fox Business News, Barron’s, Budget Travel, CNN.com,
MSNBC.com and Yahoo.com.

With the increase in social media and online coverage, moving forward, DCI
(CTTC'’s public relations agency) will be putting more of an emphasis on
impressions and reach, and less on the actual monetary evaluator.

Through interaction with Meltwater Group , DCl and CTTC have access to a
new industry-standard formula for calculating the advertising value of an
online media placement. The formula uses a Web site’s viewers per month and
the Nielsen standard rate for online advertisements to produce an accurate
advertising equivalency figure. To ensure that DCI/CTTC is reporting the most
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accurate value for placements and therefore, an accurate return on
investment, CTTC will now be using this formula. This change in reporting is
effective July 1, 2009, and thus makes comparing year over year ROl with past

PR agencies difficult.

Program Contact(s)

Kat Burnside
Director of Public Relations
916.319.5421
kburnside@visitcalifornia.com
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EXCLUSIVE DEALS.
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PALH SPRINGS, CALIF,

Amanda Moreland
Public Relations Manager
916.319.5424
amoreland@visitcalifornia.com

CEO Beteta was featured in
a KCRA 3 new story about

the opening of the new Ritz
Carlton Highlands in Tahoe.

SAN FRANCISCO

Union Square’s 102-room Hotel Vertigo takes its theme to great heights
Named after Alfred Hitchcock’s 1958 thriller Vertigo, which was filmed on loca-
tion and playsonaloop in the lobby, the property preserves the dizzying spiral
staircase featured in the movie, while also sprucing up most rooms with white

tufted-leather headk

LOS ANGELES

When opening the El Tres

b 1nnin May, former music

execs Melanie Tusquellas
and Dave Neupert literally

i built on the success of
their El Chavo Restaurant

and Chavito Lounge—
they added a trio of
soundpraof suites above.
Befitting its artsy Silver
Lake neighborhood,

El Tres makes a statement
with red-velvet sofas
and florid wallpaper.

All rooms have private
kitchens and come with
two free drink tokens for
house margaritas. Ask
for the Uno suite, which
has a turntable and classic
vinyl (Pink Floyd, Miles
Davis, Dolly Parton).
eltresinn.com, from $125.

SAN DIEGO

inyl chairs, f.com, from $129,

SAN FRANCISCO

The year-old Good Hotel promises a novel
service: absolution. An orange phne in
the lobby connects guests with volunteer
activities like sorti
bank. The 117 ecofries

ans at a local food
ndly rooms are
each done up with reclaimed-pine head-
boards, chandeliers constructed out of
empty Voss water bottles, and cheeky
reminders to BE 600D painted on the walls.
jdvhotels.com/hotels/good, from $109.

A block from the harbor, the 23-room Pearl Hotel is a Palm Springs-style
motel that forms a horseshoe around a saltwater pool. In the 2-year-old
hotel, cypress-tree stumps serve as coffee tables and pet betta fish as room-
mates. By the pool, the butterfly lounge chairs and cabanas are the best seats
for weekly movies like Breakfast at Tiffany's. thepearlsd.com, from §79.

This Budget Travelissue
featured a California
hotel on the cover, as
well as three pages of
coverage - worth nearly
$89,000 in media value,
with nearly 700,000
impressions. The article
can be directly traced to
CTTC’s relationship with
the editor built from
media calls in New York.
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