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Conejo Valley Tourism Improvement District
Board of Directors Board Meeting
Tuesday, May 19" at 12:00pm
Hampton Inn & Suites Thousand Oaks
510 N Ventu Park Rd, Thousand Oaks, CA 91320

Meeting Agenda

Call to Order — Chair Tony Conte

Roll Call

Action Item: Approval of the Agenda for the May 19, 2026 Meeting

Action Item: Approval of the Minutes from the March 24, 2026 Meeting

Public Comments

Action Item: Approval of the Q1 2026 TID Financials

Action Item: California Lutheran University Gift Allocation — Track & Field
a. $125K Option: Allocate $125K in funds to CLU’s Track & Field Stadium
b. $100K Option: Allocate $100K in funds to CLU’s Track & Field Stadium

c. No Action: The Board may choose to take no action at this time.
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8. Presentation Item: Guest Speaker Brian Rooney, Author of Three Magical Miles
9. Discussion Item: President/CEO Report

10.Discussion Item: Marketing Maven Report

11.Discussion Item: 85Sixty Report

12.Announcements — CVTID Team Members

13.Adjourn

NOTICES

BROWN ACT: Government Code 54950 (The Brown Act) requires that a brief description of each item to be transacted or discussed be posted at least
72 hours prior to a regular meeting.. Action may not be taken on items not posted on the agenda. Meeting facilities are accessible to persons with
disabilities. If you require special assistance to participate in the meeting, notify Josh Gray at (805)370-0035 at least 48 hours prior to the meeting.

NOTICE TO PUBLIC:

You are welcomed and encouraged to participate in this meeting. Public comment is taken (3 minutes maximum per person) on items listed on the
agenda when they are called. Public Comment on items not listed on the agenda will be heard at the meeting as noted on the agenda. Comments on
controversial items may be limited and large groups are encouraged to select one or two speakers to represent the opinion of the group. The order of
Agenda items is listed for reference and may be taken in any order deemed appropriate by the CVTID. The Agenda provides a general description and
staff recommendations; however, the CVTID may take action other than what is recommended.

DOCUMENTATION:

Copies of staff reports or other written documentation, relating to each item of business described in this Agenda, are posted to the Chamber’s website
at Conejo.com and are on file and available for public inspection, during normal business hours, in the office of Greater Conejo Valley Chamber of
Commerce at 600 Hampshire Road, Suite 200, Thousand Oaks, CA 91361.
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| declare under penalty of perjury that | posted this Agenda of the CVTID on the front door of the Greater Conejo Valley Chamber of Commerce, 600
Hampshire Road, Suite 200, Thousand Oaks, CA 91361, not less than 72 hours prior to the meeting pursuant to Government Code Section 54954.2
on at By: Josh Gray, Director of Operations, CVTID
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Conejo Valley Tourism Improvement District
Tuesday, March 24, 2026 at 12:00pm
Hampton Inn Hotel Thousand Oaks
, Thousand Oaks, CA 91320

Meeting Minutes

1. Call to Order — Chair Tony Conte
i.  Chair Conte called the meeting to order at 12:02pm.
2. Roll Call

i. Board Members Present: Chair Tony Conte (Courtyard by Marriott
Thousand Oaks, TownePlace Suites by Marriot Thousand Oaks), Joe
Sullivan (Courtyard by Marriott Agoura Hills, TownePlace Suites by
Marriot Agoura Hills), Madeline Carden and Marlon (Thousand Oaks Inn
Best Western), Daniel Yancey (Palm Garden Hotel), Barry Dorsey
(Homewood Suites), Ashley Montgomery (Hampton Inn Thousand Oaks),
Grace Strasser (Hampton Inn Agoura Hills), and Ella Hanstead Meadors
(Hyatt Regency Westlake).

ii.  Others present: Danielle Borja (CVTID), Josh Gray (CVTID), Cicily Kind
(CVTID), Eric Hunzeker (85Sixty), Nate Leach (85Sixty), Akbar Alikhan
(City of Thousand Oaks), Mary Haddad (City of Agoura Hills), Patricia
Jones (New West Symphony), Barnaby Cooker, and Shayne Wells and
Lindsey Carnett (Marketing Maven).

iii. A quorum was established.
3. Action Item: Approval of the Agenda for the March 24", 2026 Meeting

i.  Motion to approve the agenda by Barry Dorsey and seconded by Grace
Strasser.
i.  The approval of the agenda passed 8-0-2 with Joe Sullivan abstaining.
4. Action Item: Approval of the Minutes from the February 17th, 2026 Meeting
i.  Motion to approve the minutes from February 17th, 2026 by Ashley
Montgomery and seconded by Madeline Carden.
i.  The approval of the minutes passed 8-0-2 with Joe Sullivan abstaining.
5. Public Comments
i. Patricia Jones shared a 250 America packet and shared upcoming dates.
6. Presentation Item: Guest Speaker Akbar Alikhan, Thousand Oaks Deputy

City Manager on the Thousand Oaks Downtown Project
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i.  Akbar Alikhan shared a presentation on the Thousand Oaks Downtown

Project.

i. Tony Conte asked Akbar what brand of hotel might be for the hotel in the
downtown space. Akbar said that isn’t known at this time but probably
bidding in the near future.

iii. Barry Dorsey asked when the groundbreaking will be. Akbar noted that
entitlements will be in May/June, 6 months for RFP, and late 2027 for the
groundbreaking.

7. Action Item: 2025 Excess Budget Allocation
i. Josh Gray presented on opportunities for the Board with excess funds to
invest in the “Welcome to Conejo Valley” billboard, the 101 Campaign, as
well as other alternatives.
ii.  Tony Conte noted he liked the proposals and the “Welcome to Conejo
Valley” billboard. Ashley Montgomery said she like the 101 things to do off
the 101 campaign concept and the billboard sign.
iii. Tony Conte asked about the HelmsBriscoe trip. Cicily noted that the
meeting planners are being brought up following their conference in LA.
The FAM trip will be 203 days with horseback riding, tour hotels, dining,
then return them to LAX. The goal is for them to bring future conferences
to the region.
iv.  Ashley Montgomery asked when Cicily’s role times out. Staff answered
that it is the end of 2027.
v. Tony Conte moved approval of applying excess funds in the amount of
$30,000 toward the 101 Campaign and $20,000 to the HelmsBriscoe FAM
tour, and $~40K to the billboard noted in the presentation
vi.  The approval of the motion passed 7-0-2 with Joe Sullivan abstaining.
8. Discussion Item: President/CEO Report — Danielle Borja

i.  Danielle Borja presented the President/CEO Report.

ii.  Cicily Kind talked about the Visit CA Outlook Forum experience.
9. Discussion Iltem: Marketing Maven Report

i. Shayne presented the Marketing Maven Report.
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10.Discussion Item: 85Sixty Report

i.  Nate presented the 85Sixty Report.
11. Announcements — CVTID Membership Announcements
i.  Tony Conte noted that Thousand Oaks Towneplace finished their lobby
remodel.
12. Adjourn

i.  The meeting was adjourned at 1:26pm.



Conejo Valley Tourism Improvement District, Inc.
Financial Statement Review Notes
For FYE March 31, 2026

Balance Sheet

Total Assets 1,631,372 $0 was transferred into our Reserve Account in Q1.
Q1 2026 Profit & Loss Statement (January - March)
Category Actual Budget Variance Notes
Income
Assessment Income 323258 |$ 320,982 | $ 2,276 Favorable budget variance
Expenses 452,652 [ $ 413,481 ($ 39,171 Unfavorable budget variance
1. Total Advertising & Marketing was over by $44,072, $60,065 for direct marketing
2. Agency Marketing was over by $5,719 due to local influencers and website maint.
3. Conferences & Travel $7,288 higher than budgeted
4. Professional Fees $2,250 higher than budgeted due to 2026 TID custom lodging report
expense hitting 1st qtr.
Other Income/Expense 4955 $ 6,000 | $ (1,045) Unfavorable budget variance
1. Interest income - $1,045 lower than budget.
Total Net Income (124,439) $ (86,499) $ (37,940) Unfavorable budget variance
2026 Year-to-Date Profit & Loss Statement (January - March)
Category Actual Budget Variance Notes
Assessment Income 323258 | $ 320982 $ 2,276 Favorable (Positive) budget variance
Marketing/Other 447,697 [ $ 407,481 ( $ 40,216 Unfavorable budget variance
Total Net Income (124,439)|$  (86,499)| $ (37,940) Unfavorable budget variance
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Conejo Valley Tourism Improvement District, Inc.

Balance Sheet
As of March 31, 2026

| Mar 31, 26
ASSETS
Current Assets
Checking/Savings
Cash MBT 1780 CD Acct 306,239.75
Cash MBT 2961 Operating Acct 472,052.25
Cash MBT 2968 MM Acct 377,582.24
Cash USB 2600 CD Acct 276,420.66
Total Checking/Savings 1,432,294.90
Accounts Receivable
Assessment Receivable 87,983.43
Total Accounts Receivable 87,983.43
Other Current Assets
Prepaid Exp-Conference & Travel 18,499.23
Prepaid Exp - Event Sponsorship 5,500.00
Prepaid Exp - Public Relations 14,305.44
Total Other Current Assets 38,304.67
Total Current Assets 1,558,583.00
Fixed Assets
Accumulated Depreciation -211,758.86
Equipment 1,310.94
Furniture 17,926.00
Trade Show Booth 22,058.33
Website 134,252.25
Website- 2025 109,000.00
Total Fixed Assets 72,788.66
TOTAL ASSETS ‘ 1,631,371.66
LIABILITIES & EQUITY
Liabilities
Current Liabilities
Accounts Payable
‘Accounts Payable 47,882.13
Total Accounts Payable 47,882.13
Total Current Liabilities 47,882.13
Long Term Liabilities
‘Pledge Payable - Long Term 25,000.00
Total Long Term Liabilities 25,000.00
Total Liabilities 72,882.13
Equity ‘ ‘
Opening Balance Equity -103,614.00
Retained Earnings 1,786,542.91
Net Income -124,439.38
Total Equity ‘ 1,558,489.53
TOTAL LIABILITIES & EQUITY 1,631,371.66

Page 1 of 5



01‘3;2332‘\0';"6 Conejo Valley Tourism Improvement District, Inc.

Accrual Basis Profit & Loss Budget vs. Actual
January through March 2026
Jan - Mar 26 Budget $ Over Budget % of Budget
Ordinary Income/Expense
Income ‘
‘Assessment Income 323,257.86 320,982.00 2,275.86 100.71%
Total Income 323,257.86 320,982.00 2,275.86 100.71%
Gross Profit‘ 323,257.86 320,982.00 2,275.86 100.71%
Expense
Administration Fee
Agoura Hills & Thousand Oaks 6,366.42 5,349.65 1,016.77 119.01%
Chamber of Commerce 64,651.57 64,196.67 454.90 100.71%
Total Administration Fee 71,017.99 69,546.32 1,471.67 102.12%
Advertising & Marketing
CLU Business Mgmt Program 0.00 0.00 0.00 0.0%
Direct Hotel Marketing 145,064.66 85,000.00 60,064.66 170.66%
Local Incentive/Com Partnership 5,000.00 11,250.00 -6,250.00 44.44%
Print Materials & Promotional 4,740.29 7,500.00 -2,759.71 63.2%
Public Relations Expenses 2,511.56 12,495.00 -9,983.44 20.1%
Public Relations Management 15,500.00 12,500.00 3,000.00 124.0%
Total Advertising & Marketing 172,816.51 128,745.00 44,071.51 134.23%
Agency Marketing
Acct Planning & Management 9,296.88 9,296.88 0.00 100.0%
Analytics & Reporting 1,062.51 1,062.51 0.00 100.0%
Creative 12,218.76 12,218.76 0.00 100.0%
Development 0.00 3,984.39 -3,984.39 0.0%
Direct Marketing 64,083.00 66,250.00 -2,167.00 96.73%
Email Marketing 6,287.76 5,843.76 444.00 107.6%
Local Influencers 13,000.00 6,253.00 6,747.00 207.9%
Paid Media 5,843.76 5,843.76 0.00 100.0%
Social Media Management 12,750.00 12,750.00 0.00 100.0%
Website Maintenance & SEO 6,804.20 2,124.99 4,679.21 320.2%
Total Agency Marketing 131,346.87 125,628.05 5,718.82 104.55%
Auto Mileage 220.40
Bank and Credit Card Charges -197.21
Business Registration Fees -200.00
Conferences and Travel 26,038.25 18,750.00 7,288.25 138.87%
Depr and Amort Expense 9,875.82 9,875.82 0.00 100.0%
Equipment Supplies 0.00 1,000.00 -1,000.00 0.0%
Excess Funds Allocations
Business Development 22,011.64 25,000.00 -2,988.36 88.05%
Rebranding Funds 475.67 10,000.00 -9,524.33 4.76%
Total Excess Funds Allocations 22,487.31 35,000.00 -12,512.69 64.25%
Insurance - Liability, D and O 360.27 1,110.81 -750.54 32.43%
Licenses and Permits 11,941.68 18,900.00 -6,958.32 63.18%
Meeting Expenses 2,681.23 1,600.00 1,081.23 167.58%
Membership Dues 1,370.00 2,175.00 -805.00 62.99%
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10:23 AM Conejo Valley Tourism Improvement District, Inc.

04/23/2026

Accrual Basis Profit & Loss BUdget vs. Actual
January through March 2026

Jan - Mar 26 Budget $ Over Budget % of Budget

Office/Computer Expense 43.14 550.00 -506.86 7.84%

Professional Fees 2,850.00 600.00 2,250.00 475.0%

Total Expense 452,652.26 413,481.00 39,171.26 109.47%

Net Ordinary Income -129,394.40 -92,499.00 -36,895.40 139.89%
Other Income/Expense

Other Income

‘Interest Income 4,955.02 6,000.00 -1,044.98 82.58%

Total Other Income 4,955.02 6,000.00 -1,044.98 82.58%

Net Other Income 4,955.02 6,000.00 -1,044.98 82.58%

Netincome | -124,439.38 -86,499.00 -37,940.38 143.86%
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Accrual Basis

Conejo Valley Tourism Improvement District, Inc.

Profit Loss Budget Overview

January through March 2026

Jan - Mar 26 Budget $ Over Budget % of Budget
Ordinary Income/Expense
Income
Assessment Income 323,257.86 320,982.00 2,275.86 100.71%
Total Income 323,257.86 320,982.00 2,275.86 100.71%
Gross Profit 323,257.86 320,982.00 2,275.86 100.71%
Expense
Administration Fee
Agoura Hills & Thousand Oaks 6,366.42 5,349.65 1,016.77 119.01%
Chamber of Commerce 64,651.57 64,196.67 454.90 100.71%
Total Administration Fee 71,017.99 69,546.32 1,471.67 102.12%
Advertising & Marketing
CLU Business Mgmt Program 0.00 0.00 0.00 0.0%
Direct Hotel Marketing 145,064.66 85,000.00 60,064.66 170.66%
Local Incentive/Com Partnership 5,000.00 11,250.00 -6,250.00 44.44%
Print Materials & Promotional 4,740.29 7,500.00 -2,759.71 63.2%
Public Relations Expenses 2,511.56 12,495.00 -9,983.44 20.1%
Public Relations Management 15,500.00 12,500.00 3,000.00 124.0%
Total Advertising & Marketing 172,816.51 128,745.00 44,071.51 134.23%
Agency Marketing
Acct Planning & Management 9,296.88 9,296.88 0.00 100.0%
Analytics & Reporting 1,062.51 1,062.51 0.00 100.0%
Creative 12,218.76 12,218.76 0.00 100.0%
Development 0.00 3,984.39 -3,984.39 0.0%
Direct Marketing 64,083.00 66,250.00 -2,167.00 96.73%
Email Marketing 6,287.76 5,843.76 444.00 107.6%
Local Influencers 13,000.00 6,253.00 6,747.00 207.9%
Paid Media 5,843.76 5,843.76 0.00 100.0%
Social Media Management 12,750.00 12,750.00 0.00 100.0%
Website Maintenance & SEO 6,804.20 2,124.99 4,679.21 320.2%
Total Agency Marketing 131,346.87 125,628.05 5,718.82 104.55%
Auto Mileage 220.40
Bank and Credit Card Charges -197.21
Business Registration Fees -200.00
Conferences and Travel 26,038.25 18,750.00 7,288.25 138.87%
Depr and Amort Expense 9,875.82 9,875.82 0.00 100.0%
Equipment Supplies 0.00 1,000.00 -1,000.00 0.0%
Excess Funds Allocations
Business Development 22,011.64 25,000.00 -2,988.36 88.05%
Rebranding Funds 475.67 10,000.00 -9,524.33 4.76%
Total Excess Funds Allocations 22,487.31 35,000.00 -12,512.69 64.25%
Insurance - Liability, D and O 360.27 1,110.81 -750.54 32.43%
Licenses and Permits 11,941.68 18,900.00 -6,958.32 63.18%
Meeting Expenses 2,681.23 1,600.00 1,081.23 167.58%
Membership Dues 1,370.00 2,175.00 -805.00 62.99%
Office/Computer Expense 43.14 550.00 -506.86 7.84%
Professional Fees 2,850.00 600.00 2,250.00 475.0%
Total Expense 452,652.26 413,481.00 39,171.26 109.47%
Net Ordinary Income -129,394.40 -92,499.00 -36,895.40 139.89%

Other Income/Expense




10:23 AM Conejo Valley Tourism Improvement District, Inc.
04/23/2026

Accrual Basis Profit Loss Budget Overview
January through March 2026

Other Income
‘Interest Income 4,955.02 6,000.00 -1,044.98 82.58%
Total Other Income 4,955.02 6,000.00 -1,044.98 82.58%
Net Other Income 4,955.02 6,000.00 -1,044.98 82.58%
Net Income‘ ‘ ‘ -124,439.38 -86,499.00 -37,940.38 143.86%
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April 2026
Monthly Report

Board Presentation:
May 19, 2026
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STR Report - April 2026
Metric April 2026 April 2025 % Change Aprll 2026 Aprll 2025 % Change April 2026 April 2025 % Change
Occupancy Occupancy RevPAR RevPAR
Conejo Valley 62.0% 69.7% -12.5% $152.05 $161.67 -6.3% $94.60 $113.59 -201%
Ventura County West 68.5% 72.4% -5.7% $155.81 $157.01 -0.8% $107.04 $116.48 -8.8%
Santa Clarita / Simi Valley 78.4% 81.0% -3.4% $137.24 $145.94 -6.3% $10773 $119.26 -10.7%
Overview Y/Y:

e Allregions experienced Y/Y declines for across all metrics - Occupancy, ADR,

and RevPAR ) Dates Days RevPAR
o Conejo Valley experienced the largest decreases Y/Y, with Santa Clarita _
matching the decrease in ADR Y/Y __
° Both Conejo Valley and Ventura County West continue to have ADR within 41 -4/4 4] 98488
close range of one another, and well above Santa Clarita 4/5 - 4/11 7 $91.19
° Continuing from last month, Santa Clarita maintained the highest Occupancy, 4/12 - 4/18 7  $95.96
while also seeing the smallest decrease of the regions 4/19 - 4/25 7 $114.84
e Conejo Valley saw a spike in RevPar during the fourth week of the month (the
4/26 - 4/30 5 $86.14

final full week), at almost $20 higher than the next closest week.
o  Thisaligns with the previous year, which saw the fourth week of April
also generate the highest RevPAR for the month
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Digital Recap
M 1,212,328 22,726
§ Impressions Clicks
48 27,283 3,663
2 r'c_.: Impressions (o [Ted 'S
Tl 707,456 1,870
E a Impressions Clicks
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2025 vs 2026 Website Sessions by Channel Traflie Yal ey

° M/M Traffic decreased 9% (Mar - Apr)
e Y/Y Traffic increased 4% (Apr ‘25 - Apr ‘26)
e  YTD Traffic increased 62% (2025 - 2026)

Apr 2025 | Total Sessions: 32,853 Apr 2026 | Total Sessions: 34,144
2025 2026
0,000 | R %000 |
B Meterw W Deterw
B Ogarx Socw B Owganc Scos

8 Fea Pac Seaecn
40 000 20,008 n
L] - B Dupay + Natve
" B Owec
LR N B Ogenc Seacy
: " o nac L R
B Pt toow B Pes o0
0 e
0,000
2
o X e 0 Mar 0 A X%

e 2009 Fet 2009 Vier 2009 o M




v:s:r B

one o
April Marketing ‘huey .
Website Activity Website Blog Content

April Sessions | April Sessions | B o s i i — Wit e ev?

Paid Social 10,520 21,414 104% Yo ety Rt

PMax 9,605 3,777 -61% e e
Organic Search 3,873 2,036 -47% et o ot e e = v
Direct 2,070 3,511 70% et bigiwt vage

Display + Native 2,562 541 -79% ——

Paid Search 3,229 2,415 -25% Wikt Vi ot Wik

Organic Social 199 373 87% R

Referral 785 71 -91% —_———

Email -40% |

0, Phan Vouwr Povionst Comptd Kuonger by [homabnling

° Website Content Focus for March: The Original Road Trip to
the Soccer World Championship Sweepstakes
e  April blog: published 4/21

85SIXTY 7
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Geo - State

Avg.
Engaged
. . Engaged Engagement . Engagement
Regions Active Users . Sessions / ) .
Sessions Rate . Time / Active
Active User User

1/ California 28,992 28,651 32,168 99.21% 1.1 10s
2|Not Set 1,422 1,418 1,422 99.72% 1.00 1s
3|Texas 410 406 424 99.30% 1.03 15s
4 | New York 312 307 317 99.69% 1.02 2s
5 Florida 310 305 317 99.69% 1.02 2s
6 Arizona 301 289 323 98.78% 1.07 15s
7 Washington 249 222 274 97.86% 1.10 33s
8 Oregon 174 172 176 100.00% 1.01 6s
9 /Wyoming 173 172 173 100.00% 1.00 2s
10 Virginia 122 120 127 99.22% 1.04 7s
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Geo - City

Avg.
Engaged
. . Engaged Engagement . Engagement
Regions Active Users . Sessions / ) .
Sessions Rate . Time / Active
Active User User

1 Los Angeles 10,675 10,458 12,238 99.07% 1.15 12s
2 Thousand Oaks 2,275 2,222 2,495 99.05% 1.10 15s
3 Not Set 1,065 1,021 1,104 98.92% 1.04 8s
4 San Diego 1,059 1,040 1,208 98.69% 1.14 12s
5 Simi Valley 807 807 849 99.65% 1.05 9s
6 Anaheim 748 720 822 99.52% 1.10 10s
7 Camarillo 666 659 704 99.15% 1.06 6s
8 Oxnard 663 661 704 99.72% 1.06 5s
9 |Irvine 396 394 404 99.51% 1.05 5s
10 Moorpark 364 363 392 99.24% 1.08 8s

85SIXTY 9
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April Marketing

Monthly eNewsletter

Performance Overview

Send Date: Tuesday, April 28th

Overall Performance:

Total Recipients: 7,264

Open Rate: 37.6% — (Industry Avg 39.03%)
Click Rate: 2.20% — (Industry Avg 1.38%)
Unsubscribes: 13 (0.18%)

Split Test Performance:
e 101 Things to Do Just Off the 101 in Conejo Valley —
o (38.4% Open Rate) vs.
° Plan Your Next Stop: 101 Things to Do in Conejo Valley -
o (36.8% Open Rate)

Current List Size (5/12/2026):
e 10,488 Total Contacts
7,204 Subscribed Contacts
o .06% increase in subscribers in the past 365 days

85SIXTY

Conego Valley: Weoeth the Exit

Best of Coneo Valles

Flansing Your Viait 30 Conclo Valey

T
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Mansing Your Vialt 8o Cotepo Valley

S

Upcomiag Events in Conejo Valley
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Media Channel Performance

Social Media Overview - April

*Collaboration Reels made from Creators/Influencers are not included in Engagement Rate

12 505 .................................
1 79 ..........................................

4.1%

203,113

Views (8.9% from ads)

18,803

Total Followers

13

Net Follower Growth

3.7%

-13.3%
Engagement Rate
%438 71.3%
7-’642 | -56.7%

1,827

Total Followers

86

Net Follower Growth

105,640

Video Views (Impressions)

1,578

Engagements

15% .......................................

Qteroctions (0.8% from ads) /

85 SIXTY Stories are included in Impressions but not ER

986

*Collab posts NOT posted from the Visit Conejo Valley account

VISIT B
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Follower growth
continues to increase
across Instagram and
TikTok.

Overall metrics
increased on Instagram
this month. The
top-performing
non-creator post was the
Thousand Oaks “Safest
City” carousel. We'll
continue to lean into this
style of content.

Engagement Rate,
Impressions and Views
took a dip on Facebook
this month.

13


https://www.instagram.com/p/DXsPsxJDMsL/?img_index=1
https://www.instagram.com/p/DXsPsxJDMsL/?img_index=1

Media Channel Performance

VISIT o
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Social Media Overview - Instagram/TikTok Collaboration Posts - April

To ensure the accuracy of overall metrics, collaboration posts created by other users and not directly uploaded from the
Visit Conejo Valley account should be calculated separately. These metrics only include collaborations that have NOT
been posted by the Visit Conegjo Valley account on Instagram or TikTok.

15

Plays

@ractions j

85SIXTY

Instagram collaboration posts
saw an increase in
performance metrics this
month.

40

N y

586,925

There was an overall
increase in the number of
TikTok posts uploaded by
creators.

14
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Creators
@nikita.grubs
G aam-aee / 6 Creators \
o - visited Conejo Valley in April,

exploring establishments such

as Sunrose California Eatery

and The Latigo Kid Mexican
Restaurant.

- J

/ 72.9K Views \
1K Likes
20 Comments
915 Shares
4 Reposts
\ 338 Saves /

@nikita.grubs
visited Old Oaks Steakhouse
in March and posted on 04/20/26

85SIXTY 15



https://www.instagram.com/p/DXX_EcpD4z_/
https://www.instagram.com/p/DVtyAK7kvEB/
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Digital Media Summary

Website
Sessions

$4,164 477,320 19,093 4.00% $0.22 17,338
T|ktok $3 014 735 008 3 633 O 49% $O 83 - 4 066

Plan Tr|p/ WebS|te
Google Clicks

Pald Search $871 1,806 1181 10.00% $0.74 2,415

m $1156 15 477 2 482 16 04% $o 47 3 777

Webs te
Sessions

Standard Dlsplay $4,330 707,456 1,870 0.26% $2.32

TOTAL DIGITAL
$13,535 1,947,067 28,259 1.45% $0.48 1,023 28,137

85SIXTY 16
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One 0
Media Channel Performance .

Val ey
Digital Media Highlights

Paid Social - Meta & TikTok

° Campaigns delivered over 11.9K more site visits this year (+239%), aided by a sharp improvement in engagement with CTR averaging at
4.00%, up from 0.51% Y/Y.

° The Cali Nook Beach Trail partnership boost drove the strongest CTR on Meta this period (7.59%), averaging a highly efficient CPC at
$0.13.

° On Tiktok, the highest performing creative was from the K1 Date Night video, which drove over 155K impressions at a $3 CPM.

Google - Paid Search & PMax

° Search campaigns continued to show strong efficiency gains YoY with CVR climbing from 2.83% to 5.01% and CPA down 53% ($33.42 »
$15.54), driving 81% more conversions (136 vs 75) on nearly flat spend.

° The Getaway search campaign remained the standout, with conversions up 174% YoY (106 vs 39) and CPA cut in half. "weekend getaway
trips" alone drove 38 conversions this period vs 3 last year.
° Food & Beverage, Arts & Cultural, and Outdoor PMax campaigns scaled from near-zero conversions last year to a combined 1,425 this

period, validating the expanded search theme strategy. Brand conversions dropped 75% YoV, reflecting volume redistributing into these
campaigns rather than a true performance loss.

Programmatic

° April delivery remained strong M/M increasing reach to 707,456 impressions while maintaining high engagement with 1,870 clicks
“Your Weekend, Upgraded” saw CTR efficiency improve by 30% M/M while “Unplug in Conejo” increased CTR performance by 18%,
signaling stronger audience engagement with experiential messaging

° Optimizations around audience targeting and domain delivery continued to drive performance, with high engagement sustained
across top creatives including “Unplug in Conejo” with 333 clicks and “Dine, Sip, Explore” with 331 clicks

85 SIXTY 17
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Conejo
SEO Performance ‘huey .
Organie Search - KPI Metries

Avg . . Y/Y Sessions | Y/Y Conversions | Y/Y Sessions | Y/Y Conversions
CHANNEL Y/Y Impressions | Y/Y Clicks (Search) (Search) (Al/ LLM) (Al/ LLM)

SEO /AI /LLM

(GSC, GA4) 15.35 497,000 2,900 4,000
SEO /Al/LLM
(GSC, GA4) 8.1 341,400 2,700 3,200
-_--_-_
SEO /Al /LLM
(GSC, GA4) 283,600 2,000 2,600

Slei el S 1 16.9% l 25.9%| | 18.8% 1 66.7% | 53.5%

Organic performance in April remained strong, with search conversions increasing 66.7% month over month despite softer traffic and
impression levels following a strong March. Average rankings held steady at 8.72, maintaining strong visibility across key search terms.

While clicks and sessions declined modestly month over month, the increase in conversions signals stronger engagement from high-intent
users and improved overall traffic quality. AI/LLM traffic also continued to support incremental visibility year over year, reflecting a healthy and
evolving organic search presence.

° We value YoY over MoM percent changes as they are comparing the same season of the year.
85 SIXTY ° Remember that out of all the metrics, average ranking is better as the number goes lower, thus a negative percent change is better for ranking. 19
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April Board
Report

Presented on: 5/19/26

Prepared by: Marketing Maven

:MARKETING MAVEN‘




Media & FAM Trip Goals

Increase Revenue Per Available Room (RevPAR) for Conejo Valley TID hotels
by doing the following:

« Showcasing Conejo Valley's unique attractions and experiences, attracting travelers
and visitors seeking something new, distinctive, fun and/or relaxing.

 Build strategic partnerships with media professionals and digital content creators to
generate compelling coverage that authentically captures the region's appeal and
iInspires potential visitors to explore.

« Drive tourism year-round by spotlighting seasonal events, festivals, outdoor activities,
local attractions, and accommodations, with targeted promotion during key periods to
maximize visitor engagement.

Conejo
Valley -

:MARKETING MAVEN\
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Media Relations PHARKETING HAVEN]

Primary Markets
« Los Angeles
« San Diego
. Orange County April Pitch Concepts:

* Inland Empire - Kick Off Summer in Conejo Valley: Scenic Hikes, Outdoor

Dining & Wellness Escapes Near LA

Secondary Markets  Skip the Summer Rush: A Family-Friendly Escape Near LA
« San Francisco Before Peak Travel Season
. Monterey « Fresh for Summer: Farm-to-Table Dining in Conejo Valley
: « From Mother’s Day to Summer Weekends: Brunch & Spa
* San Bernardino Escapes in Conejo Valley
« 101 Things to Do Off the 101
Out of State « OakHeart Country Music Festival, May 30th
« Portland
« Seattle

VISIT

Gones y &




15 ALABANA, CALFORNIA, HAWAL, DXLAHOMA, RHODE ISLAND, WASHINGTON

MARKETING MAVEN

SportsEvents Magazine

The mission of SportsEvents Magazine is to help planners
of sporting events and competitions be more effective,
informed and successful with their events. The editorial
content includes “how-to” type articles written by
recognized authorities, news and information relevant to
sports event planning, spotlights on destinations and
sports complexes, interviews and profiles, and other items
of interest to the industry.

CALIFOANIAD>

SportsEvents reaches a targeted audience of sports event - e S s e T i s g
planners, destination organizations, tournament directors, -\;‘"m T0 RUN SUSTAINABLE SURF EVENTS , . % - P e e A o o e
. . . ‘Efdemewond of cheer and dance : FAN : \ ‘

and sports tourism professionals through both print and *‘\hpe“n iy sonsorships
digital distribution. The publication reports a circulation of " Nurturing the next generation of esports
more than 18,000 print readers, 5,600+ digital subscribers, : :
and approximately 2.6K monthly unique visitors (UVM).
Conejo Valley was featured in the publication’s April 2026

e { BLOCK

L L o e teer
¢ s B S e A ! FOR SONOMA COUNTY

California edition, providing visibility among key decision- i ‘ ooy
makers within the sports tourism and events industry. CONEJO VALLEY ity :'::.,'.‘;_‘T";—",:'.' e

Located just under an hour from Los Angeles, Conejo e oy AP SR "..":‘ ——

Valley, encompassing the cities of Thousand Oaks and oo NP
https://sportseventsmediagroup.com/publications/de/202 Agoura Hill, offers an outstanding home basefor i —— 5
604/ sporting events, The region blends Southern

California’s elite sports infrastructure with a calm,

focused environment that helps athletes, staff, and » Samuelson Aquatlcs Center features a 50-meter

spectators perform and recharge at their best. Olympi(—sized p00|

Hotel : 2,075 . .

) - The Gilbert Sports and Fitness Center has
otel tax rate: 12 percent

Major facility: basketball and volleyball courts and seating for

VISIT » Sports Academy has 96,000 square feet of event space
Cone » William Rolland Stadium houses an artificial turf 1,000 spectatr.i}rs _ _

field and has seating for 2,000 fans Contact: Conejo Valley Tourism, conejo.com.

« Poulson Tennis Center has six lighted tennis courts

Wzlley


https://sportseventsmediagroup.com/publications/de/202604/
https://sportseventsmediagroup.com/publications/de/202604/

MARKETING MAVEN

San Diego Magazine The Ultimate California Coast
an Diego Magazine has been in the market since 1948 and R()ad Tlaip in 2,02,6

has grown from a single monthly lifestyle publication into

an expansive multi-media company. Our product San Our editors searched out all the new food, drinks, hotels, and attractions along the
Diego Magazine is a 75-year-old, national award—winning state’s iconic coastal highways—the 1and 101

media company covering the culture and people of San

Diego with a team of smart, talented creatives who are _—— e T

passionate about our city.

https://sandiegsomagazine.com/things-to-do/the-ultimate-
california-coast-road-trip-in-2026/

UVM: 144k
Estimated Views: 1.13k

Concjo Valley

The Conejo Valley encompasses Thousand Oaks, Newbury Park, Westlake Village,
Oak Park, and Agoura Hills—and a whole lot of hiking trails and gardens dotting the
foothills of the Santa Monica Mountains. Wander until you finally arrive at beer.
Malibu Brewing Company’s Agoura Hills outpost is expected to debut in spring or
early summer (try the Sand & Sea, a creamy, maize-spiked Mexican lager). Hunger
pangs? Keep an eye on The Drop Yard, a 40,000-square-foot food truck park with
shipping-container bars and an outdoor stage, expected to open at the Hyatt

Regency Westlake later this year.
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FIFA Road Trip Campaign

Marketing Maven is supporting the FIFA Road Trip
Campaign through influencer research and vetting,
identifying talent who align with the campaign’s target
audiences, travel storytelling goals, and regional
highlights. Our team is curating a strategic mix of creators
to ensure authentic content capture, strong engagement,
and broad visibility across each destination featured along
the road trip route.

Conejo

Valley

kaylynkyle & -
Kaylyn Kyle Heath
645 posts 146K followers 1,061 following

Public figure

F{'re_semer « Analyst @mls @applety -'fa

é &5 Olympic Medalist

2% World cups

Inquiries CD@PROSPORTMANAGEMENT.COM

@ kaylynkyle

ESPINOZA BREAKS CAMACHO'S
ANKLES ®®
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FIFA Road Trip Campaign

Marketing Maven is supporting the FIFA Road Trip
Campaign through influencer research and vetting,
identifying talent who align with the campaign’s target
audiences, travel storytelling goals, and regional
highlights. Our team is curating a strategic mix of creators
to ensure authentic content capture, strong engagement,
and broad visibility across each destination featured along
the road trip route.

MARKETING MAVEN

Conejo Valley Itinerary ltems:

* Lunch at Plata Cocina Mexicana (Whizin Market Square)

* Explored Whizin Market Square (boutiques, coffee, antique shopping)
* Visited Newberry Candy for sweets and toffee

* Axe throwing at Mighty Axe

* Hiked Tarantula Hill for sunset views

* Hotel stay at Palm Garden Hotel

* Dinner at Sette Sorelle

* Breakfast at Honey & Herb Belgian Waffle House




FIFA Road Trip Campaign

Marketing Maven is supporting the FIFA Road Trip
Campaign through influencer research and vetting,
identifying talent who align with the campaign’s target
audiences, travel storytelling goals, and regional
highlights. Our team is curating a strategic mix of creators
to ensure authentic content capture, strong engagement,
and broad visibility across each destination featured along
the road trip route.

Conejo Valley Reel Metrics:
* Viewstodate: 15,231

e Likes: 197

* Comments: 19

e Shares: 87

* Saves: 25

C ws:r .
Vallcy

Reel insights

Watch time @

Average watch time

Interactions ©

60.3% |
Followerss

When people liked your reel

—
o - 8

Reel insights ~ (D

First stop on our Soccer World Championships...
April 24 - Duration 2:10

4 & ¥ > n
197 19 87 6 25

Your insights include data from ads created or deleted on
Instagram or on Facebook advertising tools.

Overview ©

Views 15,231
Watch time 23h 21m 9s
Interactions 346

Profile activity 10
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Next Steps

Maintain momentum in securing targeted media placements and
coverage opportunities that showcase Conejo Valley's unique
attractions and experiences.

Continue to develop and refine strategic PR campaigns to effectively
promote upcoming initiatives and seasonal activities.

Continue coordinating and finalizing the FIFA Road Trip campaign
following the successful launch of all campaign content, including
gathering performance metrics, monitoring sweepstakes
submissions, and ensuring all published assets align with campaign
goals while highlighting key regional experiences.

:MARKETING MAVEN\
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