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LOS ANGELES CONVENTION CENTER
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LACC APRIL 2022 EVENTS

INT’L GEM & JEWELRY
1,700

CALIFORNIA CAREER FORUM
1,100

B2B MARKETING EXPO YUGIOH! REGIONAL
4,000 800

LA SPRING CASH & CARRY SHOW
2,500

TOTAL
ATTENDEES

*CITYWIDE 11




LACC APRIL 2022 EVENTS
' ) | YU-GI-OH! REGIONALS J & ¥ |

- 7 5 e ' ":‘ » % B % 3 »
o N T e
o Y

b ia @il

wn e
el ) 2 4 *

For two weekends in April, the LACC sparkled just a little extra Yu-Gi-Oh! Duelists reunited for one of the first in-person
as we hosted the International Gem & Jewelry Show followed Regional Qualifiers since the start of the pandemic at the
by the LA Cash & Carry Gift Show. Both returning shows wel- LACC this month. Close to 1,000 duelists competed to earn
comed familiar faces back to the facility along with new invites to the World Championship competition along with
attendees who enjoyed their shopping experience. exclusive prizes that were given away.

B2B MARKETING EXPO 'Y Y Y A 7 71777
- - 3

: The B2B Marketing Expo o SEhiny g
. brought over 300 exhibitors SSNTTETEL
. and 100 exceptional seminars Vol iy
. led by industry professionals &
. experts to the LACC.

Click the post-show video put
. together by 7SunMedia and
: shared by B2B Marketing Expo.
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LACC EARTH DAY EVENT

DAY RECAP

SPRING CLEANING FOR THE
EARTH

April 18th -22nd, LACC employees ' ] 4

and partners joined forces for another Ef _‘l .y

successful Earth Day activity. Team \ | = :

members gathered old paperwork and )

recyclables from their workspaces and &

filled multiple x-large cleaning bins. ‘ -

All materials were handled by our o £ j

ABM partners to ensure they were [go" l - ]
recycled properly. L)

-

UTIATDYR A
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LACC APRIL 2022 FILMING & PARKING

DATES NAME LOCATION AMOUNT
Mar. 31 - Apr. 3 Biscuit Nissan Commercial Bond Lot, Kentia Hall, Pico Dr. $37100
Apr.2 -3 Lakers TV Trucks West North Plaza, Petree Plaza $7,000
Apr. 20 - 24 Super Prime NBA Commercial South Lobby, Kentia, Concourse $80,530
TOTAL: $124,630
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LACC APRIL 2022 FINANCIALS

OPERATING SURPLUS (LOSS):

A ($0.2) million (before approved City Reimbursements, A & | and Capital Projects)
A $0.1 million below budget
A $0.1 million above prior year

REVENUES:

A $1.5 million gross revenue (before discounts and service provider share)
A $1.3 million net revenue
A $0.5 million below budget and $0.7 million above prior year

LACC:Revenues
$1,200,000

$1,000,000
$800,000

$600,000

$400,000
$200,000 i i i

$0 i Ld (I | I = E . —
Rent Parking F&B Utility distribution ~ Telecommunications

M Net Revenue - Current Yeas Net Revenue - Budgetd Net Revenue - Prior Yead Vendor Share / Discount / Expenses 15



LACC APRIL 2022 FINANCIALS

OPERATING EXPENSES:

A $1.5 million (before approved A & |, Capital Projects, and City reimbursement)
A $0.4 million below budget and $0.6 million above prior year

$1,000,000
$900,000
$800,000
$700,000
$600,000

$500,000

$400,000

$300,000

$200,000

$100,000 H H
$0

Salaries and Benefits Maintenance and Other Utilities

M Actual ®Budget u Prior Year

CITY REIMBURSEMENT - $0.1 million

Capital and Alterations & Improvements 16



LACC APRIL 2022 OCCUPANCY

Exhibit Hall Occupancy Exhibit Hall Occupancy(July-April)

100% 100%
80% 80%
65%

60%

40%

24%

20%

12%

62%
9%

60%
50%
0
40% 35%
20% 17%
L 7 o .

21.22 20.21 19.20 18.19 21.22 20.21 19.20 18.19

0%
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SALES UPDATE

Darren K Green
Chief Sales Officer




CITYWIDE CONVENTION SALES

YTD FY21/22 PRODUCTION RESULTS

Leads BookedRoom Nights
LeadProduction Actual Produced
FY 21/22 Goal 176 FY 21/22 Goal 225,000
FY21/22 YTD FY21/22 YTD
112 177,390
FY 20/21 STLY 77 FY 20/21 STLY 313,571

21

Dated June 7, 2022
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CITYWIDE CONVENTION BOOKED ROOM NIGHTS
20152026 CALENDAR YEAR ARRIVAL DATE

350,000
300,000

$ 250,000

29 25
33
7%
’ 24

o
¢ 100,000

50,000

0 n

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026
m Booked m Booked in FY21-22 m Cancelled in FY 21-22

A
Dated June 7, 2022 22 @4@
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CITYWIDE CONVENTION PIPELINE

YEAR RNSs Last Update
Variance

2022 0 0

2023 53,800 -12,434

2024 187,203 13,979

Dated June 7, 2022

23

YEAR RNs Last Update

Variance
2025 194,603 23,845
2026 85,024 -26,104
2027 149,721 0

Leslrgit



Foundation for Strategic Planning Process
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CLIMATE GROUP
SALES

Overview of Citywide & Hotel Sales Group
Business




Climate¢ Group Business

Segment: 500K+ GSF

Group demand benchmark: US aggregate
A Overall RFP volumes continue to Index(2019-100 FuturePace Ave FAages to2017-2019 ve Goal
|mprove m Baseline © Downside 1,000,000
800,000
A Conversions up, cancellations down 10001000 %81 T e
— 867 Fooo0 m Variance
A Corporate meetings has now 710 753 § 40000
increased to 69.6 percemf group 604 5 200000 I II ' I
business 242 442 ) [ ._
317 917 202 202. A 2:);95ar 2026 2028 2029
-200,000
A Legislation is becoming more
A Y L2 NI I yuT a SHS NI € | azu e
go to states with legislation that 019 2000 2021 2022 203 2024
p ro h i b its I N CI u S I O n Source: 25ynergize FutursPace: Tourism Economics
Group room nights on the books compared to
A 2023 to 2025 corporate and event Group market recovery scenarios vary. pace targets
. . Market dynamics differ by region
planning budget anticipated to

increase Grouporiented hotels, northern

m?rkets, a_mg gloqu gateway c:tles major destinations has been
reliant on inbound internationa revised downward Sinee

travel are projected to lag in beginning of the year

performance reflecting slower pace and

Tertiary markets continue to hold ~ cancellations.

postCOVID share 26

Group forecasts for most



Climate¢ Group Business

Los Angeles MarkeGroup Recovery Trends & Observations

Los Angeles group recovery has been driven by a resurgence in smaller sized, corporate group business.
wCt Q& T2 NJ H0Rsmzhlar inlteNdS of noofft nights and attendees.

£ @

N\
— | =9 ,o\
\/

'

Top Segments Emerging Markets 3d Party Planners Opportunities New & Unigue Venues
Top RFP Segments: _ _ . _
Corporate 67% - Healthcare, +80% of meeting Corporate segment is _ More clients requesting new
Association 8% Pharmaceuticals, and planners sending f SFRAY3I wCt @ ard degd venoes, outdoor

Biotech are the leading RFPs are'8party group recovery and open air as opposed to
remainder NoRProfit, group of meeting planners traditional meetings spaces
Social/Leisure, planners sourcing Los _ _
Education Angeles C opportunity exists to

partner & book more
¢ top planner states NJ, small corporate groups
CA, PA

27



CUSTOMERGROUP
SALES

Overview of Citywide & Hotel Sales Custome
and Positioning




Customerg Group Business

Key Industrieg MINT+ Top 250 2022 Events

Health & Medical, Pharmaceutical
Technology, Science and Engineering

31%

bducation

Franchise/Multi-Level Marketing/Retail
Public Administration, Public Affairs, and Government
Unclassified

Recreation, Sports, Athletics

Arts, Culture, and Humanities

Travel, Transportation, and Warehousing
Social/Service Clubs, Reunions, Fraternal
Meetings, Conventions, Tourism Industry
Job Related

Religious/Faith Based

Finance & Insurance

Agriculture, Food & MNutrition
Environmental

29



Customerg Group Business: CITYWtBEeY Segments

(¥ ¥
Y IY
Corporate -
High Tech/Electronics
Leading RFP volume 60%
of RFPs

Association

Health & Medical

Historically book larger
3 NP dzLJa
years out

-] (<)

"N

21

FTdzNIKSNJ 2d

eads

f

Peak Rooms
Average peak rooms
2,650

for leads created are

KOQMS peak

Feeder Markets %

Washington D.C./Virginia
California
Washington

Corporate:

A Tech Annual events similar to EEBSMA, Adobe MAX

A Realty
A Finance
Association:
A Medical
A BioTech

A Consumer Products/Manufacturing

Sports:

A College Football Championship 2023

A WrestleMania 2023
A FIFA World Cup 2026

30




COMPETITIONGROUP
SALES

Direct Group Competitive Set & L.A.
Market Share

31




Competition¢ Group Business

A California CompetitionSan Diego, Anaheim, San Francisgan Diego is the strongest California

destination for group demand, followed by Los Angeles
A West Coast Competitiol:as Vegas, Denver, Seattle, Portland

A Nationwide Competitors: Dallas/Fort Worth, Phoenix/Scottsdale, Miami, OrlanAoistin,
Nashville, Chicago, Philadelphia, New York, Boston

A Secondary/Tier 2 Se@ontained Competitorstong Beach, Palm Springs, Santa Barbara

A Many competitive destinations have recently completed or have approved convention center

expansion plans

32
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CALIFORNIA SN T, 71 REDE s
CONVENTION SAN FRANCISCO "SAN DIEGO

502,000 SF/$37.9 M TOT 526,000 / $22.8 M TOT
CENTERG&URRENT
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ANAHEIM LOS'ANGELES
675,000 SF / $20.9 M TOT 346, 890 SF/ $11.4 M TO

Lot




MAJOR CITIES WITH RECENT CENTER EXPANSIONS

Recently Completed
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SAN DIEGO, CA TAMPA, FL




SAMPLE OF POEXPANSION CITYWIDE POTENTIAL

¢® Cetera

FINANCIAL GROUP

amazon £\ Febeies

- Association.

e ‘, AMERICAN 9 A PSM Biotechnology
&0\ ) COLLEGE of C o Innovation
2 CARDIOLOGY American College of Physicians Organization

vmware

beheve IN music

Over 200,000 total room nights

Over $8 million TOT
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VARIANCE

CITIES TO 2019 mint (& Q
1 Orlando 9.7% v In 2022, e oD O RPN
2 Chicago 9.3% A Orlando will
_ host the largest

3 San Diego 7.2% A number of

4 Las Vegas 6.8% A the Top 250

5 Atlanta 5.9% A conventions,

followed by

6T Laries e A Chicago, San

6T New Orleans 5.5% v Diego, and

6T Washington 55% A Las Veg as.

9 Philadelphia 51% A

10 San Antonio 4.7% A

11 Houston 3.8% v A In 2022 89% of the Top 250 conventions will mee
12 Anaheim 3.0% v in just 20 destinations (rotating)
13T Boston 2.5% A
137 Dallas 25% v A Los Angeles is tied for 22 ranking with Austin,
15T San Francisco 2.1% v Baltimore, Charlotte, Kansas City
15T Nashville 2.1% v
17T Minneapolis 17% A
177 Seattle 17% A
T St. Louis 1.7% A 36 .
20T Indi li 13% el

ndianapolis v ‘Zﬂj 4 :

20T Phoenix 1.3% A @




COMPANY, GROUP SALES

g A

Iiweet Vo'

1S souL rooo yuud ()0

-506-3050

Convention Sales, S&lontained Sales, Client
Services

37




Company Group Business

Components For S&P 500 Index. % Change: +4.99%

Strategic Approach o |}

Communication Services XLC +10.68% .

Our approach takes into consideration economic industry recovery trends_ ams |}
taking place. [ 1o

—al
A Industries recovering in thghort/mid-terms, are considered in targeting™ " oo

Company Name Secior » Last Change » % Change »
XLC 3726 +57.68 +154.80%
XLC 3009 #4101 +13629%
XLC 2619 +3351 +127.95%

of vertical segments and deployment of our Sales Directors. '. SRR e

A We also look albng-term need periods and aligning the sales efforts. ... wros |} £ ey
S wres | A ST

ctical Execution of Variables Ll Lol e e
Peak rooms e et

A Segments

A Sources (intermediary, management company, etc.) [ Mid-Term _ [Ceng-Tern]
A Lead times P rr—— |
A
A

®* |YFY - Lead Time ® \Verticals & Trending ® Verticals & Trending
Feeder mal‘ketS ® \erticals & Trending ® Lead Time ®* Lead Time
H ® Regional & Local ¢  Product/Regroups ®  Top Sectors Growth
Arrival months & patterns e Sectors e Sectors *  National & Intl.
* DB Clean & Update ®* DB Clean & Update * DB Clean & Update
A ~ A~ ~ o ®* Pentup Demand ® incentives * Stabllity Verticals
¢ K S I y | f é é }\ é 2 -'F U K S é S -'F I O u 2 N\E | | ® ‘Yearof 2 halves * Regional & National * DB Segmentation
» S (o & 4 X i X x v A = ~ . n Demographi ° ‘ ® GapTime Frames N
YR S@SyGao LGQE Ffa2 dzaSR | d | Ry il S e S

LeA
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SUPER BOWL BY THE NUMBERS

in Los Angeles participated in the
Business Connect program

o0 e 000 REOVNRONEOBREOODSOBNEOTN

414542

worked 2,225 total Volunteer Hours

9 900G PP ESOI GNP ROENBEEEESS

o= 69K+

contracted in LA region hotels
by the NFL

70+

supported our mission to create
positive economic and community

impact through major events

to run the Mobile Play Unit, Park on
the Move which will provide access to
play to underreached neighborhoods

5., 250+

and Parties were produced
throughout LA County

808068900080 UEOE 0SSO0 S0 0ENOE0 000060 EOE 0800 N0 E6OEON 0SSO0 E0N6ONON0SEO0 BSOSO EGSEOONGE

worked 16,001 Hours

P92 0C AP BSOS NBIOENBBSERISRBASE

4 100K+

to the LA Convention Center
over five days of the
Super Bowl Experience

2,016 475750

planted throughout LA County

distributed to 56 deserving
LA nonprofits through the
SBLVI Legacy Program

/2 22K

donated through
Super Kids Super Sharing program

logged over SBLVI week
up 602% from the same
week last year

2090090080085 09 8000000800098 0000 0080000000000 0E0TEON0CSO0 00 OFEONECOOSNOEOIEONECOO0N0EPIEONEONOSNOEPIBONEOROS O

CT208M+ [§2%477.5M

watched SBLVI—
the most watched show in 5 years

and 4,700 new annual jobs
(profected by Micronomics)

across league social platforms
throughout the week
(an alf-time NFL record)

covered the game that was televised
live in more than 180 countries
and 25 languages.

LASUPERBOWLHC.COM 40 #LASUPERBOWLHC
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LOS ANGELES CITY -IOTEL OCCUPANCY

WEEK OF FEBRUARY® 2022
SUPER BOWL LVI
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DAY OF WEEK

m2019 w2021 2022

WED THU FRI SAT SUN
Feb 09 Feb 10 Feb 11 Feb 12 Feb 13
YOY% vs 2021 73% 81% 61% 36% 37% 39% 33% 45%
YOY% vs 2019 -20% -11% -6% -6% I 8% I -11% -26% -27%
41

Source: Smith Travel Research (STR)




LOS ANGELES CITY -OTEL ADR

WEEK OF FEBRUARY® 2022
SUPER BOWL LV
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WED THU FRI SAT SUN MON TUE WED
DAY OF WEEK

m2019 m2021 2022

THU FRI SAT SUN MON
Feb 10 Feb 11 Feb 12 Feb 13 Feb 14
YOY% vs 2021 108% 185% 250% 233% 233% 78% 55% 54%
YOY% vs 2019 15.7% 63.8% 121.4% 137.3% I 159% I 20.3% -5.5% -7.8%
42

Source: Smith Travel Research (STR)




International
Visitation
Strategy

























