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TBID – Hotels with 
50+ Rooms Contribute 3%

$22,764,075

TBID – Vacation Rentals
Contribute 1%

$3,079,822

JPA Funding &
Tribal Voluntary  

$3,429,722

Private Revenue, 
Roll Over & 

Other  Sources

$4,057,370

TOTAL FY 25/26 BUDGET:  $33.3M FUNDING SOURCE

83%

TID
82%

TBID

8%
Private

9%
JPA 

GREATER PALM SPRINGS



City # Permits

Cathedral City 118

Desert Hot Springs 311

Indian Wells 59

Indio 1,152

La Quinta 1,352

Palm Desert 995

Palm Springs 2,871

Rancho Mirage 0

Riverside County 234

Coachella 325

TOTAL 
SHORT 
TERM 

RENTAL 
PERMITS

7,417 permits

27%

increase 
since 2020



Q4 2025 PACE

Scottsdale    $235
Phoenix    $198
Las Vegas    $185
Big Bear    $207

Q4 ADR



"Coachella 2026 is sold out three days after passes go 

on sale." — LA Times

"A lineup that includes Justin Bieber's first concert since 

2022 helped the long-running Southern California festival 
sell out in roughly three days." —Billboard 



JANUARY – APRIL 2026 PACE

Key Data Oct 2025 





Dashboard screen shot example 1

PSP ARRIVING CANADA SEATS –  SEASONS 2025 & 2026

Month YoY % Seat Change YoY Seat Count 
Change

November -8.6% -2,703

December -6.2% -2,058

January -5.7% -1,880

February -16.0% -5,698

March -16.2% -6,557

April -8.5% -2,777

Note: November & December 2025 vs. 2024 and January-April 2026 vs. 2025

Based on 9/25/25 schedule data, subject to change; Schedule data via Diio Mi by Cirium



Dashboard screen shot example 1

ARRIVING CANADA SEATS –  SEASONS 2025 & 2026

Month PSP YoY % 
Seat Change

California 
YoY % Seat 

Change

PHX YoY % 
Seat Change 

LAS YoY % 
Seat Change

Florida YoY % 
Seat Change

November -8.6% -9.8% -10.4% -34.8% -12.5%

December -6.2% -9.6% -13.2% -32.2% -16.4%

January -5.7% -9.1% -17.8% -31.9% -12.1%

February -16.0% -13.0% -30.4% -30.7% -14.7%

March -16.2% -8.2% -27.6% -31.7% -18.6%

April -8.5% -7.4% -21.6% -21.1% -9.9%

Note: November & December 2025 vs. 2024 and January-April 2026 vs. 2025

Based on 9/25/25 schedule data, subject to change; Schedule data via Diio Mi by Cirium



2025 VIS ITOR INTERCEPT STUDY
( Q 1  R E S U L T S )

SOURCE: DOWNS & ST. GERMAIN RESEARCH

28%

First-Time Visitor

55

Median Age

50%

Travel as a couple

11%

Have additional support needs

19%

LGBTQ+

12%

Travel with children

2.9

Travel Party Size

4.2 (hotels) /13.8 (STVR)

Length of Stay

Visitor Profile



2025 VIS ITOR INTERCEPT STUDY
( Q 2  R E S U L T S )

SOURCE: DOWNS & ST. GERMAIN RESEARCH

30%

First-Time Visitor

45

Median Age

40%

Travel as a couple

11%

Have additional support needs

19%

LGBTQ+

17%

Travel with children

3.5

Travel Party Size

3.7 (hotels) /7.3 (STVR)

Length of Stay

Visitor Profile



2025 VIS ITOR INTERCEPT STUDY

SOURCE: DOWNS & ST. GERMAIN RESEARCH

Lodging Preference

43%

21%

15%

7%

4%

2%

1%

<1%

7%

Hotel/motel/resort

Vacation rental

With friends/relatives

Second home

Timeshare

Campground/RV park

Bed and Breakfast/Inn

Other

Not staying overnight

• Over 2 in 5 visitors stayed in a 
hotel/motel/resort during their trip to 
the Greater Palm Springs area

• Over 1 in 5 visitors stayed in a 
vacation rental

• 15% of visitors stayed with 
friends/relatives

• Visitors stayed in the Greater Palm 
Springs area for about 8.7 nights on 
average



25

2025 Economic Impact of Vacation Rentals 
Short-term vacation rental (STVR) spending, jobs, and income impacts in Coachella Valley

$907M
Visitor 

Spending

4,422
Total Part-Time 

and Full-Time 
Jobs

$126M
Total State &

Local Tax

Revenues

The $907 million in STVR visitor 

spending corresponds to $2.6 

million per day in visitor 

spending, on average.

The number of total jobs 

sustained by STVR visitors.

The $126 million in state and 

local taxes generated by STVRs 

would cover the average

salaries for 719 firemen, 700 

police officers, or 1,600 teachers 

in the Coachella Valley.

$1.1B
Total Business 

Sa les

Direct STVR visitor spending 

supported $1.1 billion in total 

business sales when indirect 

and induced impacts are 

included.



2024 MARKETING RESULTS

14M

website users convention 
sales impressions

2.9M

total impressions generated30B+

16.7M

social media 
video views

2.2M
television spots



SUMMER MEDIA PLAN PROGRAMS

out-of-home /

television digital
online travel 

agencies (OTAs) content social



2025 SUMMER CAMPAIGN

4.8B
impressions

525K
STVR

1.8K
STVR LINKS



VRBO SUMMER VACATION RENTAL CAMPAIGN

18K
vacation

rental nights

6.1M
impressions

$10.4M
revenue



VRBO - BEAUTIFUL DESTINATIONS

As part of the overall VRBO summer 
vacation rental campaign, Beautiful 

Destinations created custom content  

promoted to their 25M+ Instagram 
followers.

The campaign included: 

• A 3-day itinerary reel on Instagram, 
Facebook, and TikTok. 

• 6 “pool floatie” themed videos 
highlighting locations and partners 

throughout the destination, posted on 

our @visitgreaterps Instagram channel.

785K
video views

10.7K
engagements



EXPEDIA –  SOCCER CO-OP

• Expedia Soccer World Championship Co-Op campaign 

promotes bookings to participating Southern California 

destinations around June soccer events. 

• As Expedia’s primary sponsor of the program, Greater 

Palm Springs receives top placement on the custom 

landing page along with digital and social ads promoting 

the campaign. 

12K
nights

3.9M
impressions

$3.8M
revenue



LGBTQ+ SUMMER CAMPAIGN

3.2M
impressions

3.7K
clicks



LGBTQ+ SUMMER SOCIAL CAMPAIGN

Social campaign geofencing throughout the summer including Provincetown, 

New York, Los Angeles, Chicago, San Francisco, Washington D.C., and San Diego.

Users are served geotargeted and retargeting ads across digital and social 

platforms throughout the summer, aligning with Pride celebrations and LGBTQ+ 
events in these destinations. 

3.6K
clicks

3.6M
impressions

7.6K
engagements



IGLTA GLOBAL CONVENTION 
October 21-25

600+ attendees registered (31 countries)
• Osaka (2024) same weeks out: 361

• Puerto Rico (2023) same weeks out: 392

Welcome Reception Voyage Fundraiser

• Largest and longest-running 
LGBTQ+ tourism convention 

worldwide



SUMMER MEDIA ENGAGEMENT

24
Media in 
Market

270
Articles 

Published

139 
Media 

Connects



1.3M

Unique Panelists

Visit Greater Palm Springs
Attribution Benchmarks
Arrival Window: June-August 2025

2,789

Arrival

 Sample

42%

Arrival

Lift

(Benchmark 24%)

48%

Stay Lift

Lift

(Benchmark 9-10%)

202%

Out of State

Arrival Lift

Arrivalist • Tourism Insight Solution Deck • 2025-09-19• Confidential



FALL MEDIA PLAN PROGRAMS

out-of-home /

television digital
online travel 

agencies (OTAs) content social



ESCAPE YOUR ORDINARY CAMPAIGN



ESCAPE YOUR ORDINARY



SUNSET MAGAZINE

Sunset Magazine is a vacation 
rental-dedicated program 

including content articles, 

digital display ads, social 
media, and e-newsletters. 



CLICKTIVATED

Clicktivated is an interactive 

video program that allows 

users to click on video 

content as it plays. 

Our :30 vacation rental 

dedicated spot was utilized 

and is embedded on the 

Vacation Rental places to 

stay page on the VGPS 
website, linking to relevant 

listings and blog content 

featured in the video. 

https://www.visitgreaterpalmsprings.com/places-to-stay/vacation-rentals/
https://www.visitgreaterpalmsprings.com/places-to-stay/vacation-rentals/


FALL DIGITAL PROGRAMS –  LONELY PLANET 

GREATER PALM SPRINGS

Fall campaign with Lonely Planet will include a 
custom social media video produced by a 

content creator in the destination as part of 

their “Best Day Ever” series, supported by both 
organic and paid promotion on Meta and 

TikTok.  

A custom weekend itinerary article will also be 

produced to run on Lonely Planet’s website, 
with a social media carousel post to further 

amplify the content. 



DIGITAL PROGRAMS –  WEATHER ADS 

Weather-triggered digital ad 
campaign target seasonal markets 

during the fall/winter months.

Markets: Chicago, Minneapolis, New 

York, Washington D.C., Boise, Denver



SOCIAL MEDIA



INTERNATIONAL CAMPAIGNS

Continuing ongoing efforts in the UK and Ireland with an increased focus on 

optimizing campaigns towards consideration and conversions, along with 

potential addition of advertising efforts in the German market.

Optimized audience programs, which utilize Brand USA’s first party data, will 

target travelers in the UK, Mexico, Germany, France, and Canada with 

digital campaigns beginning this Fall through Spring 2026. 

*NEW* A program with AIR MILES, Canada’s most recognized loyalty 
program (9.4M participants) will utilize paid media, email marketing, and a 

custom landing page to inspire travelers during the planning and booking 

stages. Launches in November 2025.

*NEW* A program with PriceTravel, one of Latin America’s most popular 
OTAs, will target travelers in Mexico with a 3-month multi-platform campaign 

to increase exposure of Greater Palm Springs within the Mexico market.



WHERE YOU SHINE CAMPAIGN

“Where You Shine”, focusing on our destination’s inclusive, welcoming, 

and inviting reputation, where individuals can “shine” as their authentic 

self. 

This includes digital and print assets as well as :30 television/video spots.



Over 19k 
referrals in 

2025!



FALL DIGITAL PROGRAMS - TRAVELZOO

Travelzoo’s fall partner 
deals page features 

Greater Palm Springs 

content and offers.

Landing page is 
promoted via targeted 

e-mail blasts to 

Travelzoo’s subscriber 
base as well as a cost-

per-click campaign.



1. Grow year-round service to major hub 

airports

2. Try to extend seasons for key hub routes

3. Pursue new seasonal nonstop markets

o New Nonstop Service to NY on 
Alaska Airlines and Delta 

4. PSP Expansion - gather support from 

Airlines for international service

o Mexico

o Additional Canadian Markets

o Europe / London

A I R  S E R V I C E  

D E V E L O P M E N T  S T R A T E G I E S



AIR SERVICE WINS

Palm Springs International Airport (PSP) has been busy welcoming 
new routes:

• Alaska - Santa Rosa (STS) Oct. 26
• Delta - Austin (AUS) on Nov. 15
• Southwest - Chicago-Midway (MDW) on Nov. 22
• United - Newark (EWR) on Dec. 18
• American - Charlotte (CLT) on Dec. 20

Additionally, carriers have announced the following additional capacity and 
earlier start dates:

• Delta - Atlanta (ATL) on Nov. 1 (Dec. 21 in 2024)
• Delta - New York (JFK) on Nov. 8 (Dec. 21 in 2024)
• Frontier - San Francisco (SFO) on Sep. 5 ( Dec. 12 in 2024)
• United - Houston (IAH), Los Angeles (LAX) and San Francisco (SFO) in 

November



Champion key initiatives outlined in the 

2025 Legislative Platform:

• Tourism & Short-term Rentals

• Transportation & Infrastructure
• Workforce Development

• Higher Education

• Housing

• Economic Development

Engage with Blue Zones initiatives

Pursue funding for priority initiatives

• Amateur Sports Complex

• Full 4-Year University
• Airport Expansion

• Shade Projects

• Infrastructure Improvements

Explore hosting an event to bring the Inland Empire 
Caucus to the Coachella Valley



LOCAL STVR CAMPAIGN

onecv.org



Local Billboards

Digital Billboard @ Hwy 111 west of Frank SinatraVinyl Billboard @ 1-10 & Washington Street



Advertising Campaign

• A variety of targeted digital 

ads across the internet

Pocial



Palm Springs Life

• Full two-page article detailing benefits of 

vacation rentals

• Accompanying full-page email blast and 

banner ad

• Print magazines available for all 

stakeholders

Palm Springs Life Magazine



Palm Springs Life

• Palm Springs Life – Digital Article

• Daily Guide eNews (left) – emailed to 

nearly 50K opt-in residents across the 

Coachella Valley

• Physical PS Life copies available for all 

stakeholders

https://www.palmspringslife.com/the-surprising-positive-benefits-of-short-term-vacation-rentals/
https://www.palmspringslife.com/the-surprising-positive-benefits-of-short-term-vacation-rentals/
https://www.palmspringslife.com/the-surprising-positive-benefits-of-short-term-vacation-rentals/
https://www.palmspringslife.com/the-surprising-positive-benefits-of-short-term-vacation-rentals/


El Informador

• Half-page ad targeting Hispanic 

demographics

• Accompanying social media ad

• Upcoming Spanish video ad will be featured 

on Social Media

El Informador del Valle



Alpha Media/KUNA-FM

• English radio ads featured on Mix 

100.5 (KPSI FM - Alpha Media)

• Spanish radio ads featured on La 

Poderosa 96.7 (KUNA FM)

Radio Ads



VACATION RENTAL SENTIMENT

Q. In general, do you support or oppose 

welcoming responsible Short-Term 

Vacation Rentals, otherwise known as 

SVTRs in Palm Springs?

89% Support 

(strongly or somewhat)

Up from 82% in 2023 Survey



VACATION RENTAL SENTIMENT

Q. In your own words, what do you feel is the most 

important issue facing your community today?



PANEL

Moderator: David Krauss, Rent Responsibly

➢ Steven Anderson, Vrbo

➢ Jimmy Repp, Cohost of the Desert

➢ Jonathan Wicks, Well & Good

➢ Kenny Cassady, Acme House Co. & VRON-PS



ROUNDTABLE DISCUSSIONS

Facilitators:

Boosting Bookings – Jimmy Repp

Regulations – Kenny Cassady

Listing Optimization – Steven Anderson

Property Care – Jonathan Wicks

Guest Experience & Reviews – Davis Meyer

How It Works:

20 minutes to discuss each assigned topic

One person to take notes

One Person to serve as spokesperson

At the end of the session, each group will have a few 

minutes to report out their key takeaways, challenges, 

or ideas to the full room.

• Round 1 - 20 min

• Switch topics

• Round 2 - 20 min

Report out - 10 minutes

These sessions are designed to spark meaningful conversations, share best practices, and 

generate actionable ideas to strengthen the vacation rental industry across Greater Palm 

Springs.



STAY ENGAGED

OneCV.org

greaterpalmsprings.rentresponsibly.org

MyGreaterPS.com

Listings, guides, maps, and TBID: josh@visitgreaterps.com

Other questions? Davis@visitgreaterps.com
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