


Marketing and Communications 
Program Update

• Year in Review

• “THIS is Chula.” Awareness Campaign

• Perception Survey Results

• 2018 Communications Plan



Chula Vista Marketing and 
Communications Plan (2016-2019)

Goals

1. Increase local, regional and national awareness of 
the benefits of living, working, visiting and 
investing in Chula Vista

2. Enhance communications with Chula Vista 
residents about City issues, projects and services



Chula Vista Marketing and 
Communications Plan (2016-2019)

Strategic Priorities

1. Enhance City of Chula Vista’s image and brand 

2. Promote and market Chula Vista’s assets, signature 
projects, programs and services 

3. Expand community engagement and partnerships 



2017 Year in Review

• Increased social media presence

• Enhanced website and more visitors

• More special events with bigger audiences

• New and creative graphics projects

• Expanded media coverage

• Launched “THIS is Chula.” awareness campaign

• Improved image/perception of City



Social Media



Social Media By the Numbers

• 11,745 Like Facebook page

• 5,492 Twitter followers

• 1,904 Instagram followers

• Twitter engagement has 
grown 97% over 2016

• Facebook reach has grown 
71% over 2016



Connected Community
• More than 1.17 million 

visitors

• Web visits have increased 
24% over 2016

• Most popular pages
• Library, Police, Animal Care 

Facility, Passports, Adult 
Sports, Recreation

• Enhancements 
• Measure P page
• Searchable list of available 

pets for adoption
• Online Registration 



Special Events

• City sponsored events
• LakeFest
• Chula Vista 4th Fest
• HarborFest
• Starlight Parade

• New/returning events
• CiclaVista 
• Lemon Festival
• Viva Musica
• Chula Vista Challenge
• Orange Crate Derby

• Attract more than 165,000 people 
to Chula Vista 



CVEATC
Logo for signage and marketing



Measure P





Library



In the News
• 141 press releases distributed in 2017

• More than 800 local, regional 
and national print, television and radio news items

• 24,000 subscribers for community newsletters









Chula Vista has ALREADY won!

• Media clips (Oct. 11 to present) were included in publications 
totaling over 160 Million circulation.

• Press releases read by over 1,000 influential reporters and editors, 
over 300 media hits reported. 

• Social media amplified our message and proposal, strengthened 
community pride and tracked overwhelmingly positive feedback. 



2017 Awareness Campaign

• Secured consultant assistance to develop and 
implement awareness/marketing campaign

• Goal of campaign was to highlight Chula Vista 
assets and build awareness of current and 
emerging reality of City



• Conduct Assessment/Research (2014 Survey) 

• Develop Messaging and Creative Campaign

• Develop Media Buying Plan

• Implement the Campaign

• Track and Measure Results

Advertising / Image / Awareness



Media Buying Plan

• Mediums selected: Outdoor and digital

• Geographic target: San Diego County (excluding South San Diego)

• Call to action:  www.ExploreChulaVista.com



Miramar Road & 163



El Cajon



www.ExploreChulaVista.com













Photo montage

Engagement





Measuring Success

• Analytics and reporting tracked daily, weekly 
and monthly on digital ad campaign, website 
traffic and social media.

• Measure impression totals against industry 
standards. 

• Qualitative feedback on increased awareness 
and reversed misperceptions. 

• 2017 Awareness Survey to measure 
improvement from 2014 perceptions.

Impressions Engagement

Facebook 587,778 15,130

Twitter 267,967 7,561

Instagram 151,200 7,434



Over 20 Million Impressions Achieved in 5 months

Display Ads Outdoor Ads Social Media Ads



2017 City of Chula Vista Awareness 
& Perceptions Survey



Objectives & Methodology
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Objectives

Methodology Fieldwork Dates Screening Criteria Sample Design/ Quotas

Quantitative 
online survey

Length = 10 minutes

August 16 to 
September 1, 2017

Ages 18+

Residents of San
Diego County 

(excluding Chula Vista)

N=449 Total

N=50 per region: North 
County Coastal, North County 
Inland, City of SD/South Bay, 

Easy County

• Compare awareness and familiarity of Chula Vista the city, its attractions, communities
and development plans with results from the 2014 wave.

• Understand how perceptions of the city may have changed since the 2014 wave.

• Measure awareness of “THIS is Chula” 2017 ad campaign



City of Chula Vista Key Benchmark Indicators 
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48%

21%

56%

28%

37%

54%

26%

61%

37%

47%

Key Benchmark Indicators

2014 2017

• Key benchmark indicators to measure the city’s progress over time, based on measures that residents 
consider important

Familiarity Visit at least 
once/month

CV has great 

shopping/ dining

Agree CV is safe Agree CV has lots of 

fun activities/sights
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• Two of the most common reasons for 
visiting Chula Vista - shopping and visit 
friends/family. Visit friends/family had a 
significant increase over 2014. 

• Entertainment was another reason that 
increased significantly since 2014. 

• On the other hand, fewer residents said 
they visited tourist attractions or venues in 
2017. Note that the survey did not list 
attractions or venues in this question. 

Q5. What typically are your reasons for visiting Chula Vista?
Base size = those who visit Chula Vista 2014 (n=350), 2017 (n=363) | 3%+ shown only

2014 2017 Reason for visit

18% 39% Visit friends/family

34% 37% Shopping

25% 26% Dining

3% 24% Entertainment

13% 16% Work/Business

39% 16%
Visit tourist
attractions/venues

* Reasons mentioned by 15% or more are shown.

= Higher than other year at 90% confidence.

Reasons for Visiting Chula Vista

City of Chula 
Vista

Communities 

Attractions  



41%

49%

53%

74%

85%

50%

54%

59%

72%

84%

Has great dining options

Has great shopping options

Is close by/easy to get to from
the rest of San Diego

Is a multi-cultural city

Is close to Mexico

2017

2014

Aided Perceptions of Chula Vista (Part 1)
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Statements sorted from highest to lowest % strong agree/agree in 2017. Statements with 50%+ mentions shown on this slide. 
Q9. Please indicate how much you agree or disagree with each of the following statements about Chula Vista. 
Base size = Total Respondents 2014 (n=417), 2017 (n=449)

Location 
& 

Diversity

Proximity, 
Shopping, 

Dining 

• Consistent with 2014, most San Diego County residents associate Chula Vista with its proximity to Mexico
and multi-culturalism.

• Prompted statements about Chula Vista having great dining options, housing and fun/reasonably priced
activities had the biggest increases compared to 2014.

% Strongly Agree/Agree

= Higher than other year at 90% confidence.

City of Chula 
Vista

Communities 

Attractions  

2017



Aided Perceptions of Chula Vista (Part 2)
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Statements sorted from highest to lowest % strong agree/agree in 2017. Statements with less than 50% mentions shown on this slide. 
Q9. Please indicate how much you agree or disagree with each of the following statements about Chula Vista. 
Base size = Total Respondents 2014 (n=417), 2017 (n=449)

28%

35%

38%

39%

37%

39%

41%

35%

37%

41%

42%

42%

47%

47%

47%

Has good breweries and tasting rooms

Is safe

Has a convenient transportation system
within the city

Is clean

Adequately maintains the
city/infrastructure

Lots of fun activities/sights

Activities/attractions are reasonably priced

Has great housing communities

2017

2014

City
Attributes

• Consistent with the open-ended mentions, weaker perceptions of Chula Vista have to do with the city’s 
transportation system, infrastructure, cleanliness and safety. While still low compared to other attributes, 
more respondents think the city is safe compared to the 2014 wave. 

NA

% Strongly Agree/Agree

= Higher than other year at 90% confidence.

Activities & 
Housing

2017

2017

2017

City of Chula 
Vista

Communities 

Attractions  

2017



Aspects that Would Entice More Visits

Showing top 5 aspects base
Q11. What, if anything, would entice you to visit Chula Vista more often? 
Base size = Total Respondents 2014 (n=417), 2017 (n=449) 

28%

29%

29%

36%

19%

24%

29%

29%

29%

More convenient
transportation to/from…

Better reputation

More attractions/fun
things to do

Feeling safer

Easier to get to / closer to
where I live

• Things that would entice more visits to Chula Vista are related to countering the perceptions of 

distance/ease of getting to CV, safety and having more fun things to do. Consistent with aspects 
preventing visits, the perception that Chula Vista is difficult to get to/far has come down since 2014. 

= Higher than other year at 90% confidence.

NA

2017

City of Chula 
Vista

Communities 

Attractions  

Aspects that would Entice More 
Visits to Chula Vista (Part 1) 



Positive Neutral Negative

35% 31% 35%

Unaided Perceptions of Chula Vista 2014 
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Q3. Now thinking just about Chula Vista, what is your overall opinion or perception of the city? 
Base size = Total Respondents (n=417) | 4%+ mentions shown, with the exception of “non-specific” responses

Growing / Developing / 
Has been revived

13%

Nice/Good/Beautiful city 12%

Appealing aspects / 
Good place to visit/live

10%

Family oriented / Many 
housing developments

4%

Positive (non-specific) 2%

Close to the border 11%

Good & bad areas 
(East is nice/new; 
West is poor/old)

7%

Large Hispanic / 
Mexican influence

5%

Neutral/Average 
(non-specific)

6%

Unsafe / High crime 12%

Low income / Poor 6%

Run down / Old / 
Needs upgrading

6%

Crowded / Busy 5%

Too far south / 
Out of the way

4%

Negative (non-specific) 5%



Unaided Perceptions of Chula Vista 2017
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Open-ended, qualitative question. Showing  top 5 mentions within each category.
Q3. Now thinking just about Chula Vista, what is your overall opinion or perception of the city? 
Base size = Total Respondents (n=449)

• Overall, there were more positive mentions than negative or neutral mentions about Chula Vista.

Positive Neutral Negative

45% 35% 33%
Nice/Good/Beautiful city 20%

Appealing Aspects/Good
Place to Visit /Shops/Rest.

13%

Growing/Developing /
Revived

11%

Family oriented / Many 
housing developments

5%

Positive (non-specific) 2%

Close to the Border 11%

Neutral/Average 
(non-specific)

11%

Good & Bad Areas 
(East is nice/new; 
West is poor/old)

6%

Diverse 4%

Large Hispanic/Mexican 
Influence or Population 

4%

Unsafe/High Crime/ 
Gangs/Drugs

11%

Crowded/Busy 7%

Run down/Old/ 
Needs Upgrading

6%

Low income/Poor/ 
Ghetto

4%

Too Far South/
Out of the Way  

3%



Unaided Perceptions of Chula Vista 2014 vs 2017
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2014

2017



Awareness of Advertising for Chula Vista

44

Q14. In 2017, the City of Chula Vista initiated a campaign to promote awareness of Chula Vista. 
Which of the following types of advertising for Chula Vista have you seen in the past 6 to 7 months?
Base size = Total Respondents 2017 (n=449)

• 1-in-3 respondents saw advertising for Chula Vista in the first half of the 2017.

• 1-in-10 recall seeing ads on Facebook (possible), a billboard (possible) or live television (not possible).

12%

11%
11% 8%

8%

7%

5%
1%

68%

Ads or posts on Facebook (Possible)

Ads on a billboard (Possible)

Ads on live television (Not Possible)

Ads while browsing the internet
(exclu. social media) (Possible)

Ads in magazines or newspapers
(Not Possible)

Posts on Instagram (Possible)

Posts on Twitter (Possible)

Other (Not Possible)

I have not seen any advertising for
Chula Vista in the past 6 to 7 months

Awareness of Advertising for 
Chula Vista in 1H 2017



Awareness of Chula Vista Annual Events

45
Q13. Are you aware of the following events that happen in Chula Vista annually? 
Base size = Total Respondents 2017 (n=449)

• Around 1-in-3 respondents are aware of the July 4th Fest & Fireworks event in Chula Vista. 

• Aside from that event, fewer - between 1-in-5 to 1-in-4 - respondents are aware of the other annual events.

17%

20%

20%

20%

25%

36%

Chula Vista Triathlon

South Bay Pride Art & Music Festival

Chula Vista Starlight Parade

Lemon Festival

Chula Vista Harborfest

Chula Vista July 4th Fest & Fireworks

2017

% Very/Somewhat Familiar

City of Chula 
Vista

Communities 

Attractions  



Information Sources Used
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Q17. Which of the following do you primarily use to find out information about activities/things to do in San Diego County?
Base size = Total Respondents 2014 (n=417), 2017 (n=449)

54%

39%

26% 25%

19%
15% 14% 13%

9% 8%
5% 5% 5%

11%

37%

31%
35%

22%
20%

6%

14%
18%

12%
15%

2017 2014

N
A

N
A

N
A

• Search engines are by far the most utilized source for finding out information about activities and things to 
do in San Diego County. Social media – especially Facebook and Yelp – are also popular sources. Deal 
websites such as Groupon and Living Social round out the top 3 sources, although their usage has declined 
since 2014. 

Search 
Engine

Facebook Yelp Deal 
Websites

Local
Guides on 

Google 
Maps

Instagram Travel 
Websites

SanDiego.
org

Twitter                Snapchat Local 
Publications 

(their 
websites)

Local TV
Stations

(their 
websites

Local 
Radio 

Stations 
(their 

websites)

None of 
the 

Above

= Higher than other year at 90% confidence.

N
A

2017 Mean # information sources used: 2.8



Communications Program 2018
• “THIS is Chula.” awareness campaign phase 2

• Creative Concepts

• Media recommendations

• ExploreChulaVista.com enhancements

• Social Media 

• Measure P outreach and engagement

• Special Events

• Media Relations

• Community Outreach




