SIDE ANZA-BORREGO
Marketing Concept

- Welcome To
Borrego Springs

An Unincorporated Community
0f San Diego County




KEY OBJECTIVES

Raise awareness of Inside
Anza Borrego as a
destination

Increase length of stay in
Borrego Springs and Anza
Borrego Desert State Park

Build a long-term
constituency

Identify target markets and inform
them about Inside Anza Borrego and
what the visitor can experience
there

Motivate target markets to plan and
take multi-day trips to experience
Inside Anza Borrego attractions, and
shop, dine, and sleep in Borrego
Springs and the Park

Use online networking and proactive
outreach to generate a community
of followers for Inside Anza Borrego
and inspire repeat visits to the
region.



KEY MESSAGES

The town of Borrego Springs is...

the hospitality hub of Ana Borrego Desert State Park.

the visitor’s main gateway to exploring the attractions of Anza
Borrego Desert State Park and the near by towns, federal
lands, state and county parks and attractions

a catalyst for sustaining the Inside Anza Borrego’s natural
assets, offering educational opportunities and building a
thriving community.



Inside Anza Borrego Brand Pillars

Nature
Outdoor Recreation
Arts and Culture

Science

Events

Hospitality and Cuisine



Inside Anza Borrego: Target Markets

Regional m International

San Diego California Canada
San Diego County Pacific Northwest Mexico
Southern California Northeast Germany
Palm Springs Mid — Atlantic States Other Europe
Japan

China



Inside Anza Borrego — Target Markets

e m

Outdoor Nature Lovers Patrons of Art and Culture
Cycling and Golf Enthusiasts Star Gazers
Retirees and Snowbirds Rest and Relaxation Seekers

Science and Learning Health and Wellness



MARKETING ACTIVITIES

) _ _ Print materials and signage that encourages
Communication Materials visitors to join IAB”S online community and
participate in campaigns, etc.

Story Telllng Blog A central storytelling platform with vibrant,
dynamic content.

. . The use of blogging and Facebook to build an
Social Media active and engaged online community.

. . . Highly targeted placement of clear calls-to-
Dlgltal Advert|5|ng action in Facebook and Google ad networks

] ] ] Proactive outreach and engagement of
|V|€dla & Pub|IC RE|at|0nS traditional and digital media, including
newsworthy events for broad audiences.

E-|\/|ai| Targeted periodic newsletters and e-blasts to
keep Borrego Springs and ABDSP top of mind.

Implement campaigns utilizing all platforms,

Cross-PIatform Campaigns with a strong call to action, based around
rewards opportunities, (discounts, “win a

trip” to the region) with the goal of
highlighting travel to the region



Components of the
Marketing Campaign



Inside Anza Borrego Website

#» Dashboard | Anza Borrego X El base CO n-te n‘t Man ageme I'Tt S>/Stem

@& Secure https://app.elebase.io

Anza Borrego Dashboard

Phases Users
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Blog

?

Event Destination W Travel Deals

|AB VENES Spotlight & Discounts
G@Otourlsm Blog TeesReeees Insider’s Human
Travel Tips Interest

IAB Website

Local
Partners



IAB will embed a blog feature into their website
and publish one post each week.

A blog is a platform that allows the user to post
timely, topical information to a website. Blogs
supplement static website content that does not

change and is descriptive of a product or service.
Blog posts are generally 300 - 500 words and
include several images and videos. They are full
of rich links that drive users to other posts or
important information on the website.

Blogs can include curated content (developed by
the 1AB), shared content (generated by other
partners) and visitor content (telling the stories,
or highlighting the comments from visitors).

When embedded in a website, blogs improve

SEO by allowing the user to create content
around specific keywords and key phrases,
intended for very specific audiences at very
specific times. By writing and publishing content
strategically, IAB will position itself to capture a
significant increase in website traffic among
target markets.

To reach and attract target markets, IAB will post
articles that address frequent traveler questions,
highlight IAB”s attractions and showcasing site
contributors. Blog posts will link to specific
landing pages where appropriate.

Blog

Objectives

®Create a platform to share timely, relevant and
inspirational information to key audiences

®|mprove IAB’s website SEO and drive traffic

®|ntroduce unique brand voice and communicate key

messages

Activity

Set up and integrate blog platforms

Identify and train staff on blogging best
practices

Identify sourced content needs
(descriptions, images, videos)

Build content bank

Publish content

Review blog KPIs (visitors, keyword
rankings)

Responsible
Party

Webmaster

Marketing
Advisor

Content

Specialist

Content
Specialist

Content
Specialist

Sales &
Marketing
Manager

Action Plan

Outcomes
@24 new original blog posts
®|mprove website search engine

ranking for 30-40 new keywords
or phrases

Month

234 516178910 1112/ 13]14/15/16/17



Blog Publication Checklists

Checklist for SEO best practices:

v Blog post targets 1-3 keywords
Keyword(s) appear naturally 3-5 times in post

v Blog post title contains (at least) one keyword
v Blog keyword is used in “slug” (blog URL)

v Blog post uses keywords in H2 titles
Blog post title is less than 75 characters

v Blog post is at least 300 words
Blog post contains clear call to action

v Keywords are identified in blog metadata
v Metadata is fewer than 155 characters

v Images contain unique alt tags
v Blog contains 1 link to external website

v Blog post contains 1-3 links to IAB website pages
and blog posts

v" All links open in a new window

Blog style guide:

v Blog author is identified by name, photo, and bio
Blog title is compelling: a question, a list, a

checklist or an authoritative statement
v Blog post is 300 - 800 words

v Blog content follows consistent grammar rules
Blog post contains at least one image

v Blog tone is informal but informative
V' Avoids conditional words like “probably, maybe,

should, might, potentially” , ,
May use infrequent contractions (won’ t, aren’ t,

don’t, I’ ve, you’ ve, we’ re)
v’ Do not assume that reader has seen previous

blog posts
Paragraphs are 2-6 lines

v’ Sentences are short and to the point



Website Keywords

IAB will enhance its ranking on search engine results
pages by targeting specific keywords.

Keywords are popular phrases internet users type into
Google for information about what to do and where to

stay in Borrego Springs and ABDSP.

A targeted keyword database will be developed with 50-
60 keywords and phrases that will drive blog content.
Each will be weighted based on competition, search
volume, and relevance as well as the program’s focus on
thematic travel to undiscovered gems across the region

Of these, 30-40 priority keywords with the highest value
will be selected to drive total website content. These
will be selected with input from state tourism offices to

prevent duplication and minimize competition.

Search Engine
Optimization



The leading global social network,
Facebook boasts more than a billion active

users. Facebook will be IABs “flagship”
social network due it its versatility, ease of

use, advertising opportunities, and
seamless integration with smaller social

networks.

IAB’ s ongoing activities will focus on
showcasing ABDSPs nature and recreation

assets as well as Borrego Spring’s nature
interpretive, arts activities along with news

and upcoming events and other features
driving traffic to the website.

IAB will highlight promotions and

sweepstakes through the brand page, with
syndication to other partner pages as

applicable. In order for someone to enter
Facebook sweepstakes or redeem
promotions, they will have to “like” the

page, regardless of whether they access
the promotion through other partners

pages. In this way, the IAB brand page will

benefit from exposure with growth.

Facebook

Action Plan

Objectives

®Showcase Teton Geotourism Center product portfolio

though strong brand representation
®Expand social media audience

® Convert social media audience into newsletter

subscribers
® Drive website traffic

Activity

Optimize existing Facebook pages (rename,
language enable)

Create static Map apps

Organize photos and videos into albums

Review and refine content strategy

Design Campaign 1: Spring Getaways

Launch Campaign 1: Spring Getaways

Design Campaign 2: Summer Escapes

Launch Campaign 2: Summer Escapes

Design Campaign 3: Spring TBD

Launch Campaign 3: Spring TBD

Responsible

Party

Social Media

Manager

Social Media

Manager

Content
Specialist

Social Media

Manager

Director
Online Mkg

Social Media

Manager

Director
Online Mkg

Social Media
Manager

Director
Online Mkg

Social Media
Manager

Outcomes

®5 000 Facebook “likes”

2,3/4/5/6/7,89

Month
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Facebook Setup and Content Overview

Inside Anza Borrego Facebook Page
IAB Social Media “Home Page”. Promotes the diversity of the

Inside Anza Borrego — e - site” s listings and highlights special events at the destination.
Facebook advertising drives users to this page. Users must

Facebook Page Facebool :
like™ this page to enter promotions.

i [

L L
- -I' = ommoEm e "= Wisual exploration of the region
I Map Integration
| | | [ | || [ | | | . . . ..
Embedded version of the mapfinder that drives traffic to the listing
L - - -
Information request form that is delivered to sales manager.

Monday: Business/Community Highlight

Enter to Win

Tuesday: Attraction Spotlight
Wednesday: Nature Feature

Daily Content (at least once a day)
Engaging image, 1-2 sentence explanation, and relevant link.

Thursday: Fan Feature

Friday: Ask a Question, Caption Contest

Saturday: Beautiful Photo Highlight

IAB Website

Sunday: Deals, Specials, Tour Highlight




E-Mail Marketing

Website

Contributors

Newsletters

— Target Market

Consumers and Media
E Destination Travel Deals &
vents Spotlight Discounts
. Human
Travel Tips Interest

IAB Website

il




Email Marketing

Action Plan

Email communication is

designed to keep Inside Ana
Borrego as a top of mind
location for travel to the region,

amplify key messages around
campaigns, and drive traffic to
the website.

Every month or two, Inside Anza

Borrego will deliver a
consumer-focused email
highlighting activities
attractions, and events.

Calls-to-action will drjve visjtors

to landing
or to speci

fic

es on the website
log posts.

Objectives

®Generate leads through targeted email newsletters sign-ups
®Keep top-of-mind by delivering curated content by email

QOutcomes

®500 Consumer Subscribers

®5,000 lead-nurturing emails delivered

Activity

Set up high-volume email platform

Integrate CRM

Design templates

Launch Newsletters

Responsi
ble Party

Sales &
Mtktng
Manager

Sales &
Mrktng
Manager

Sales &
Mtktng
Manager

Social
Media
Manager

Month
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Cross-Platform Campaigns

Campaigns are opportunities to synchronize all social and online marketing activities to amplify awareness
of a particular product, rapidly grow the online community size and generate a significant amount of

interest and awareness about Inside Anza Borrego
Campaigns are defined by a strong, effective call to action: “book now,” “enter to win,”

One campaign will be delivered building off of the launch of the IAB website, and one 6 months later to
coincide with spring and summer travel planning.

Facebook Facebook Google Banner
Media & PR Advertising Posts AdWords Ads

Partner Custom Campaign

Facebook : Facebook

App

J_____L_______1__,

Consumer Intelligence (Contact Info)

-y . -y -

Landing
Page

Inside Anza Borrego Website



Local Work Force Development - Learning-by-Doing

In parallel to the marketing activities outlined in this concept, the program will identify two
local people to train so they can implement similar programs in the future to drive traffic to
the website and inform visitors about opportunities on how they can experience IAB

This will include:

In person and online webinars on the concepts and rationale behind the marketing

program, followed by collaborative planning on the timing and specific components
of the marketing program to engage local people in the process.

Marketing training seminars to solidify concepts and finalize the marketing activities
of the program. Local trainees will implement marketing initiatives of their own
design

Joint implementation of marketing program — building the skills for managing and
effectively communicating through the social media platforms to have maximum
impact as well as implementing the sweepstakes and other components of the

program.

Post-Program webinar of in-person seminar to review the campaign, lessons
learned and how to apply the skills learned in future programs.



Targets & Objectives

One Year
Indicator Implementation
Phase
Website Visits 50,000
Email Subscribers 500
Emails Distributed 5,000
Facebook Fans 5,000
Blog Posts 24
Online Marketing Impressions (Campaigns/Advertising) 10 million
Online Earned Media Placements 10

Investment: $25,000

The budget estimate could range to upwards of S50K according to the human
resources available locally, if an outside firm is contracted, travel requirements,

sponsorship, and the level of advertising and promotional spend.

Potential for sponsorship as the marketing efforts could result in the sponsor to
benefit from the program. ”Sponsors” could provide funding and / or hospitality

“gifts” to support promotions and sweepstakes “win a trip to IAB” campaign.



Media and Trade Outreach

* Develop travel trade marketing, sales, and educational materials to be
hosted on the “Media” section of the IAB website

 Develop media kits to be hosted on the Media section of the website

* Develop and maintain a database of travel trade and media contacts
to be used to target, track communications, interests, and outreach
efforts

 Develop story ideas and pitch journalists
* Organize and host an annual media trip for select VIP journalists
* Follow VIP journalists on social media and engage tactfully

* Partner with Visit California to promote Inside Anza Borrego
 Attend travel trade shows in the region

 Attend IPW
* Have presence on Brand USA website



Inside Anza Borrego Revenue Models

*Grants
* Sponsorships
* Advertising

* Destination Marketing Partnerships

* Private Sector Marketing Partnerships



Year One Revenue and Expense Estimate

Revenwe ~  fCosts |
Sponsorship S 5,000 Fixed Costs

San Diego County CEP 10,000  Personnel S 3,000
USDA RBD 10,000 Overhead and Expenses 1,000

Variable Costs

SEO 2,000
Website marketing 9,000
Social Media Platforms 1,000
Writers 3,000
Influencers 3,000
BVA Administrative Support 1,000
Printing, design, materials 2,000
S 25,000 Total S 25,000

23



