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COMMUNITY OUTREAGH

January, February and March brought a variety of community gatherings, the
celebration of milestones and resident highlights to the community. Below is a
breakdown of outreach efforts and strategies implemented to promote each one.
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GOACHELLA

SENIOR OF THE YEAR BILLBOARD

Displayed on the billboard located on Grapefruit
Boulevard from January to mid February. This was a
recognition that Blanca was proud to receive.

GRID’S TCC COACHELLA SOLAR SHOWCASE

The PIO Department partnered with the Economic Development
Department and GRID Alternatives to issue a press release and generate
media coverage for the Coachella Solar Showcase. This initiative marked
the debut of the first home in Coachella to receive solar installation through
the no-cost solar program. We were also on-site to help facilitate media
interviews with the home owner, program coordinators, and City Council

Members.
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WINTER COMMUNITY CLEAN-UP DAYS

nyﬂl

The PIO Department continued to promote our City’s QCDAGHH“

Winter Community Clean-Up & Paper Shredding @@’

Day(s) that were held on January 24™ at Bagdouma COMMUN'TY
Park and on March 7™ at Rancho Las Flores Park. CLEAN-UP DAY
Encouraging the community to dispose of used 2 papor shredding
passenger tires, bulky equipment, old appliances, e

furniture, e-waste, and yard waste. Both flyers were QW“““LA e
shared in English & Spanish. ﬁ& &@ - I Areuances

COMMUNITY e
| worked closely with the Public Works team to
| J WiR The ) CLEAN-UP DAY
incorporate messaging into the March flyer aimed at 2 panor shredding

managing turnout, by noting that a Coachella resident Saturday, March 7th

ID would be required and that there was a limit of 4 &:00am - 1:00pm DISPOSE OF
USED PASSENGER

tires per household. B R e TRES,

BULKY EQUIPMENT,
OLD APPLIANCES,
FURNITURE, E-WASTE
& YARD WASTE

==_1 Coachella Residents Only
— =D Check

E=)

TACOS, TEQUILA, AND CHAVELAS -l s

tires (limit 4 tires

FESTIVAL

In collaboration with the Greater Coachella Valley

Chamber of Commerce, and the Firebirds as a title

sponsor, we held our annual Tacos, Tequila, and

Chavelas event. The event featured a new tasting

format allowing guests to use QR codes throughout Q
the venue to rank their favorite items. Attendees also

had the option to purchase individual items directly

from vendors, a shift from previous years when tasting

tickets were required.

Strategies implemented:

¢ A revised billboard concept was created & FREE ADMISSION
spearheaded by the PIO dept. ' = -

e Promotion for the event was coordinated by the
Chamber through billboard placements, digital
campaigns, and radio advertisements.

¢ Oranic posts on our social media were shared. o

* A limited edition giveaway was created in the Join us for Music | Feod | Fun
form of aprons with the City logo adopting a
taco in place of the agave.

N\\\I/1/
CITY OF COACHELLA

TACOS, TEQUILA,
& CHAVELAS

FESTIVAL

OPEN TO ALL
JJU JRDAY
FEBRUARY 7

5" Memorial/Pa

Visit www.CoachellaTTC.org
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DAY OF THE YOUNG CHILD

Our 16™ annual Day of the Young Child event was held in partnership with the Riverside
County Office of Education. The event had live performances from our local youth, local
informational booths, bounce houses, face painting, and a fun interactive performance from
Payaso Tin Tin.

Noticias Locales

Jueves 05 de Marzo 2026 ELINFORMADOR DEL VALLE 7

Strategies implemented:

* Radio ads aired on La Poderosa & La Suavecita . - -
(investment $1,000) Coachella celebrara el Dia del Nino

con evento familiar gratuito

..E alps
oache
AW .

e P|O dept. handled onsite photography in order to
reduce costs.

e An ad/coverage was featured free of cost through
El Informador.

e Organic social media posts were published in
advance of event to build anticipation.

AGVISION TOUR 2026

The PIO Department partnered with the Economic

Development Department and Growing Coachella Valley

to host the first ever AgVision Tour. This experience

encouraged legislative policy makers and local

community leaders to become informed about the

challenges the Agricultural community is facing. 50 491//&
guests enjoyed guided tour stops, trivia and prizes on the

bus, a catered outdoor lunch, and a special gift bag.

The PIO dept. ordered AgVision branded visor and t-shirt
designs that included both our City’s logo and
incorporated Growing Coachella Valley's logo. | also
faciliated the RSVP list and invitations sent out to
distinguished guests.
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SUAVECITO SUNDAY

Suavecito Sunday was held behind the Coachella Library for the first time and was vastly
enjoyed by staff & the community for it’'s new placement. The PIO dept. spearheaded a new
logo concept in order to avoid the confusion that existed before when advertising both
Suavecito Sunday & the Mariachi Festival jointly. | also developed a giant check to honor the
car show winner.

City of

COACHELLA
B, A

Free Live Music!

3-7PM
SUNDAY / MARCH 15

Coachella Library on 7th street

On-Site Media Coverage COACHELLA.ORG
MNews [ rouow | 222 Follawer
Classic cars roll into Coachella for Suavecito
Sunday

Strategies implemented:

e Event was added to the calendar on
Coachella.org to ensure visibility and
accessibility.

e A half-page ad was placed in El
Informador the Thursday prior to the
event to reach the target audience
through print media.

X : — . ; ¢ Organic social media posts were
| Gmmmm“ i .m— - published in advance to build anticipation
oy and drive awareness.
¢ Radio ads aired on La Suavecita, La
Poderosa, and U92.7 (English station) to
promote attendance and increase
community awareness.
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MARIACHI FESTIVAL

The PIO dept. spearheaded a new logo concept for the event and a billboard was
developed on both our rotary board and Grapefruit Blvd board.

Special branded giveaways to hand out at the event were also developed. Many tourists
attended the event and attendance was high.

Event was added to the calendar on
Coachella.org
A half-page ad was placed in El
Informador the Thursday prior to the
event to reach the target audience
through print media.
Organic social media posts were
published in advance to build anticipation
and drive awareness.
Paid digital audio engage ads ran,
generating:

o 255K impressions

o 225K complete listens

o 88.19% listen-through rate, indicating

strong engagement.

Radio ads aired on La Suavecita, La
Poderosa, and U92.7 (English station) with
messaging tapering exclusively to
Mariachi Festival promotion for one week
following Suavecito Sunday.

A billboard campaign was produced g \ 5-9pm COACHELLA
i . = SATURDAY /MARCH21 — =
specifically to promote the Mariachi Vioparana! MangsrsisliDanl

Festival on both our inner-city & rotary
billboards.
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STARBUCKS GRAND OPENING AND RIBBON CUTTING

The PIO dept. coordinated with the Starbucks Regional Manager and the Greater Coachella
Valley Chamber of Commerce to facilitate the grand opening and ribbon cutting ceremony
of the new Ave 48 and Dillon location in our City.

| provided them with several City branded coffee mugs to show our support and serve as
giveaway opportunities. | also worked with a barista on-site to create a fun promotional reel
on social media. The reel received recognition from the official Starbucks account.

CATILA EREATER Coes | SREWTA COuCw
wse  FidllE) e PTG

: YOU JusT py
THE NEw STAnBuq,z-s;

IN coacHELLA

starbucks ©# commented:
vibessss 4h

Reply

starbucks 2,
nanadoesntlikebananas and 806
others liked your reel. 4h
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GLOSSARY OF TERMS

e IMPRESSIONS - An impression is counted as the number of times an instance of an ad is on
screen for the first time. (Example: If an ad is on screen and someone scrolls down, and then
scrolls back up to the same ad, that counts as 1impression).

e CLICKS - The number times that something is selected within the ad, by pressing a button or
touching a screen.

e REACH - The number of unique accounts that saw your ads at least once. Reach is different
from impressions, which may include multiple views of your ads by the same accounts.

e CLICKTHROUGH RATE (CTR) - is calculated as the number of clicks divided by the number of
impressions.

* VIEWS (OPENS) - measure how many people opened up your email and looked at it.
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SOGIAL MEDIA UPDATE

Breakdown of Followers: Q1 (January - March 2026)

The City continues to experience a steady increase in organic social media growth
across the board, all prompted through the consistent posting of relevant content
for residents and other followers of our pages.

/o of Growth :
LinkedIn
7.9% Facebook: 15,139 followers - 2.76% growth
Instagram: 9,864 followers - 5.89% growth

LinkedIn: 2,140 followers - 516% growth

Instagram
36.5% Facebook

55.5%

FOLLOWER COMPARISON CHART - CITY BY CITY

PALM PALM INDIAN RANCHO |CATHEDRAL
- INDIO |LA QUINTA DESERT | SPRINGS WELLS MIRAGE CITY

Instagram 9,864 36.7k 159k | 3,643 10.7k 16k N/A 4,296

Linkedin 2,140 | 3,000 | 1,442 | 2,335 | 2,842 | 584 230 1,663

Facebook 15k 34k 60k 8.5k 27k 2.5k 4 .6k 19k
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TOP 5 SOCIAL MEDIA POSTS

1. Starbucks Ribbon Cutting

€70 Tetal perfermance ) Facebook @ Instagram

Overview

Views 0 Interactions @ Link clicks @ Follows @

210,806 2,523 0 48

Views © © 9452 from Facebook

210,806 @+

Total Followers
300K
200K
100K
15m Oh 1d Gh Td
Total = From Facebook = From Instagram
Interactions @ 0 350§

2,925 @1

Likes and reactions @ Comments @ Shares @

am Ir

Saves @

1,791 74 404 44

2. Starbucks Grand Opening Reel @7 wwirioms 6 fuboot (@ tagon

Overview

Views O Interactions @ Link elicks @ Follews @

NOW OPEN! A new Starbucies has officially joined our
54,698 1,432 0 34 city

ity! Sop by and check it out .- See mone

Views O 0 125541

54,698

Tekal Fellowers

Feed preview

with GCV Chamber of.
@ - March 26 at 11:31AM

™

Congratulations to Starbucks on their grand opening! =

e

i“'l'llg
fhaes (D43 22 00

Most relevant »

)

- Comment as City of Coa... 'n',{-f @
v

@ Fito Sardina

Starbucks is like 2 farmacia guadalupana
on every corner in Coachella

&

d = ¥

2w Lke Reply Hide Edited 150

ﬂ Jose Valenzuela

[@ View post on Facebook

Foed priview

= City of Coachella

@

POV: YOU JUST PULLED
TO THE HEW STARBUC
IN COACHELLA
20,

. /
15m Sh
Tot sk = From Facebook

Intevactions
1,432

Likgs and reacticns. O Comments

869 27

@ >

=10 7d

= From bngtagram

Fhares @ Saves O

500 27 [ View post on Facebook

© - March 76 28 115940
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TOP 5 SOCIAL MEDIA POSTS, CONT’D

3. Mariachi Festival Announcement

30 Total parformance €3 Facebook @] Instagram
Overview
Views @ Interactions @ Link clicks @&

42,398 663 0

Views @ 0

42398 @ e

Total Followaers

40K

0
Total == From Facebook
Interactions @& 0
663 @
Likes and reactions @ Comments @

356 5

Feed preview

‘ City of Coachella
Publishad by Jessica Tarres @ - February 24 -

Follows @ Idloin us at the Coachella Mariachi Festivall Iy

48 ... See more

COACHELLA

Saves @ Tw like Reply Hide
62 [A View post on Facebook

4. Informational Reel about the Mexico Consulate on Wheels at the Library

(3T Total performance €9 Facebook  (G) Instagram

Qverview

Views @ Interactions @ Link clicks @

24,512 494 0

20K

10K

Total = From Facebook

Interactions @ 0 217 from Facel
494 @ 27
Likes and reactions @ Comments @

294 15

Feed preview

‘ City of Coachella is with Consulmex San
F 1 by Instasgram @ - March 19 a8 10512 AM
o
st El Consulade de México en San Bernarding estard
1 2 brindando atencin en Coachella del 24 al 28 de
MArze:.,, See mare

Saves @
58 (2 View post on Facebook
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TOP 5 SOCIAL MEDIA POSTS, CONT’D

5. Suavecito Sunday has Begun

7] Total perfarmance €3 Facebook (@) Instagram Feed preview

- . Your video is muted in certain countries where
Verview Meta doesn't have music rights
& Only you can see this

Views @ Interactions @ Link clicks @ Follows @

' City of Coachella

,|’|=764' 378 O 5 Published by Instagram @ - March 15 - @
¥, Sauvecito Sunday has started! Join us TODAY for an
afternoon of free live music, good vibes, and commiunity
fun outside the Coachella Library on Tth Street.... See

Views @ .
i more
1,764 ©s
1
Total Followers
20K
15K
10K
5K
0
18m 9h 1d 6h 7d
Total == From Facebook = From Instagram
Interactions @ € 69 from Facebook
378 ® 308 romnsta
Likes and reactions @ Comments @ Shares @ Saves @

287 8 66 8 [A View post on Facebook
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WEBSITE REPORT SNAPSHOT

Add comparison -

D anuses

Reports snapshot

New users

32K

Active users

34K

Top pagesfscreens

PAGE TITLE AND ¢

EN CLASS

Coachella, CA | Home 22K
Payment Options | Coachelfla, CA 4K
Document Central | Coachella, CA - 29K -
Bids & Proposals | Coachella, CA h 2.8K h
Search | Coachella, CA 24K -
Meetings and Live Events | Coachella, CA - 1.8K -
Departments | Coachella, CA 1.8K )

Active users by Sessions by Session source / medium

First user source / medium

e -

FIRST USER SOURCE

SESSI

google / organic 17K google / organic

(direct) / (none) 14K {direct) / {(none)

bing / arganic 14K bing f arganic

;la.hoc / organie 270 5.-a|.1c:o [ organic

|-|: facebook.com / referral 236 |-n. facebook.com / referral
.:‘uclcd'.l:kga [ organic 107 meetings.municode.com /.
chatgpt.com / (not set) BE duckduckge 7 organie

Top Pages Visited:

1. Coachella, CA | Home

2. Payment Options | Coachella, CA
3.Document Central

4.Bids & Proposals

5.Meetings and Live Events

Average engagement time per ...

465

ACTIVE USERS EVE

10K

New vs Returning users

® new W retuming

Event count

292K

Custom Jan 1- Mar 31, 2026 -~

Ol < &~ 7

OUN BOUNC
67K 476
2K 46
7.6 25.9
B.9K
9.9K,
4.2 - 26.8%
51K 5.6%
d screens =

© -
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WEBSITE ANALYTICS

Demographic Details (website visitors):

o All Usars Add comparison -+ Custem Jan 1- Mar 31, 2026 ~
Demographic details: City @ - D & < ~ 7
Add filter +
A+ On April 12, 2026, US active users surged to 749, significantly exceeding the expected 248 scra

This anomaly was primarily driven by substantial week-over-week increases across Key segments: "Organic Search” users climbed from 192 to 691, "Safari” browser users
rose from 130 to 453, and "Chrome” browser users increased from 106 to 281.

View key drivers

Active users by City over time Day -

P Total @ LosAngeles W Coschella # Ingie W SanJose A Ashbum '
Rows per page L] - Go to 1 1-10 of 2440

: City = + J Active users Mew users Engagement ent count
rate ents =
Total 34,249 32,094 27.895 47.68% 0.81 465 292168 0.00
1 Los Angeles 7175 (20.95%) 5,720(17.824 6,130 (21.98%) 48.19% 0.85 38s 35,705 (19.07%) 0.00 (-
2 (mot set) 4,878 (14.24% 4,285 (13.35% 1,362 (4.88% 24.31% 0.28 108 21,543 (7.37% 0.00
3 Coachella 2,206 (6.44%) 1,391 (4.33% 3,919 (14.05%) 60.85% 1.78 Zm0is 36,809 (12.6% 0.00
4 San.Jose 1,919 (5.6% 1,622 (5.059 1,266 (4.54%) 46.07% 0.66 23s 11,600 (4% 0.00
5  Indio 1,847 (5. 1,332 (415 1,997 (7.16%) 61% 1.08 Tm1ls 18,691 (6.4%) 0.00

1. Los Angeles - 7, 175 visitors
2.Coachella - 2,206 visitors
3.San Jose - 1,919 visitors
4.Indio - 1,847 visitors

5.San Diego - 1,156 visitors
6.(not set) - 4,878 visitors



	Events & Marketing
	PIO Report - Q1 2026
	COMMUNITY OUTREACH
	January, February and March brought a variety of community gatherings, the celebration of milestones and resident highlights to the community. Below is a breakdown of outreach efforts and strategies implemented to promote each one.
	SENIOR OF THE YEAR BILLBOARD
	GRID’S TCC COACHELLA SOLAR SHOWCASE
	Media Coverage

	Events & Marketing
	PIO Report - Q1 2026

	WINTER COMMUNITY CLEAN-UP DAYS
	TACOS, TEQUILA, AND CHAVELAS FESTIVAL
	Events & Marketing
	PIO Report - Q1 2026

	DAY OF THE YOUNG CHILD
	AGVISION TOUR 2026
	Events & Marketing
	PIO Report - Q1 2026

	SUAVECITO SUNDAY
	On-Site Media Coverage
	Events & Marketing
	PIO Report - Q1 2026

	MARIACHI FESTIVAL
	Mariachi Festival Giveaways
	Ribbon Cutting Ceremony
	PIO Report - Q1 2026

	STARBUCKS GRAND OPENING AND RIBBON CUTTING
	this might be helpful
	PIO Report - Q1 2026

	GLOSSARY OF TERMS
	digital reporting
	PIO Report - Q1 2026

	SOCIAL MEDIA UPDATE
	Breakdown of Followers: Q1 (January - March 2026)
	The City continues to experience a steady increase in organic social media growth across the board, all prompted through the consistent posting of relevant content for residents and other followers of our pages.
	% of Growth :
	Facebook:
	Instagram:
	LinkedIn:


	FOLLOWER COMPARISON CHART - CITY BY CITY
	Instagram
	N/A
	Linkedin
	Facebook


	digital reporting
	PIO Report - Q1 2026

	TOP 5 SOCIAL MEDIA POSTS
	digital reporting
	PIO Report - Q1 2026

	TOP 5 SOCIAL MEDIA POSTS, CONT’D
	digital reporting
	PIO Report - Q1 2026

	TOP 5 SOCIAL MEDIA POSTS, CONT’D
	digital reporting
	PIO Report - Q1 2026

	WEBSITE REPORT SNAPSHOT
	Top Pages Visited:
	digital reporting
	PIO Report - Q1 2026

	WEBSITE ANALYTICS
	Demographic Details (website visitors):


