
Marketing & Communications 
Committee Meeting
November 6, 2024
DTLB Alliance Conference Room

Mission: Cultivate, preserve and promote a healthy, safe and prosperous Downtown for all



1. Chair Claudia Ayala, Calls Meeting to Order

Taking Attendance:

Roll Call: Cameron Andrews, Claudia Ayala, Ryan La 
Rosa, Samantha Mehlinger, Patrick Michel, Melissa 
Urena, James Tir, Natalie Leighton, Ashley Smith



2. Minutes

ACTION:  Approve minutes from September 4, 2024 meeting.

Roll Call: Cameron Andrews, Claudia Ayala, Ryan La Rosa, 
Samantha Mehlinger, Patrick Michel, Melissa Urena, James Tir, 
Natalie Leighton, Ashley Smith



3. Staff Report

Asia Morris

Communications & Marketing Manager



3a.  Programs & Upcoming Events
● Nov. 21: DTLB Pre-Holiday Bar Crawl
● Nov. 21, Nov. 30, Dec. 4: Shop Small Flash Sales
● Nov. 21 - Dec. 6: Illuminate Downtown
● Nov. 25 - Jan. 1: DTLB Ornament Hunt
● Nov. 30: Shop Small Saturday, Ube Makers Mart (East Village)
● Nov. 30: Loiter/Mosaic Lighting Installation Launch Party
● Dec. 4: Christmas Tree Lighting

(For details and more events, visit downtownlongbeach.org/events)



3b.  Social Media, Digital Marketing &
        Communications Analytics



Analytics Overview
Media Coverage September 1 - 31, 2024 *Meltwater Analytics, 2024

• Downtown Long Beach:
o 1.21K (+120%) media mentions for DTLB (Long Beach Post, Hoodline: LB unveils digital map to transform 

vacant spaces into business hubs; We Like L.A., NBC: Queen Mary events - 90th anniversary, dark harbor; Signal Tribune: Dia de 
los Muertos Nov. 2; Thrillest: How to take public transit to LA landmarks; Food & Bev Mag: Local Current now open at Marriott 
LB; ArchDaily, MSN.com, : Summer Olympics venues; We Like L.A., Press-Telegram: Taste of DT Waterfront, Press-Telegram: 35th 
Annual Jazz Fest returns, LATimes: Sonoratown coming to DTLB)

o $21.16M Ad equivalency media coverage (combined potential reach of the media outlets that mentioned DTLB 
in various articles) 

Media Coverage
• DTLB Alliance

o 40 mentions (+900%) (Summer on Pine: Press-Telegram, Signal Tribune, LBPost, KTLA5, We Like L.A., LB Watchdog, LongBeachize; 
Long Beach begins citywide homeless sweeps: Los Angeles Times)

o $2.73M Ad equivalency media coverage (combined potential reach of the media outlets that mentioned DLBA in 
various articles)



Analytics Overview
Media Coverage October 1 - 31, 2024 *Meltwater Analytics, 2024

• Downtown Long Beach:
o 981 (+27%) media mentions for DTLB (Press-Telegram+: Dia de los Muertos, Forbes+: Queen Mary’s Dark 

Harbor, LBPost: 555 Steakhouse Turns 40…) 
o $19.92M Ad equivalency media coverage (combined potential reach of the media outlets that mentioned DTLB 

in various articles) 

Media Coverage
• DTLB Alliance

o 3 mentions (-96%) (Long Beach Post: DTLB Art + Design Walk, Webinar Wednesdays mentions, Signal Tribune: Long Beach 
considering a MEHKO program, allowing residents to sell home-cooked foods, Alliance mentioned as supporter)

o $3.15K Ad equivalency media coverage (combined potential reach of the media outlets that mentioned DTLB 
Alliance in various articles)



DTLB Alliance Social Media Channel Stats
(August/September/October 2024)

❑ Facebook      August 53,353 / September 53,256  /   October 53,252

❑ Instagram August 41,998 / September 42,565  /   October 42,605
 
❑ Twitter / X      August 16,677 / September 16,667  /   October 16,641

❑ LinkedIn August 1,368 / September 1,376  /   October 1,383

❑ Threads August 6,201 / September 6,500  /   October 6,851

❑ TikTok      August 106 / September 129  /   October 140

❑ Total      August 119,703 / September 120,493 / October 120,872
*Sprout Analytics 2024 



Analytics Overview
August/September/October 2024 Newsletter Performance *

Downtown Scene Newsletter
August: Avg Open Rate 49%, Click Rate 3.8%

September: Avg Open Rate 50%, Click Rate 3.6%
October: Avg Open Rate 47%, Click Rate 4.8%

Business Resource Newsletter
August: Avg Open Rate 27%, Click Rate 2.0%

September: Avg Open Rate 35%, Click Rate 2.3%
October: Avg Open Rate 36%, Click Rate 2.3%

Mochi’s Corner
August: Avg Open Rate 50%, Click Rate 4.8%

September: Avg Open Rate 47%, Click Rate 2.7%
October: Avg Open Rate 49%, Click Rate 5.6%

Stay Informed: DTLB Advisories
August: Avg Open Rate 50%, Click Rate 0.98%

September: Avg Open Rate 54%, Click Rate 1.1%
October: Avg Open Rate 52%, Click Rate 1.8%

* Mailchimp analytics (Previous 60 Days, 2024)



3c.  Update on Ongoing Marketing & 
Communications Campaigns



Downtown Scene Newsletter - September



Downtown Scene Newsletter - October



Economic Development Programs



 Shop Small / Holiday Activities



Webinar Wednesdays (AI Marketing for Business)



Clean & Safe Team Promotion & Awareness



Committee Reels



4. Committee Projects Overview & Discussion

a. Group A: Pine & Promenade Reels
b. Group B: Waterfront Outreach
c. Group A & B Members



5. Working Group Breakout Sessions

a. Group A: Discuss timeline, videos, roles
b. Group B: Discuss timeline, outreach, roles



6. Old Business
7. New Business
8. Public Comment (3 min on all non
agenda items)
9. Adjournment

Next Meeting
Wednesday, Dec. 4 at 4:00 PM


