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Public Affairs Highlights and Initiatives 

November and December 2020 
 
Advertising/Marketing 
Long Beach Airport (LGB) continued to market itself with Adopt-A-Highway signs and 
large Airport signs along the 405 Freeway, pole banners on Donald Douglas Drive and 
tension fabric signs in the baggage claim area. 
 
We produced a quarter page, full color ad for the Long Beach Business Journal’s Airport 
edition. 
 
A new route map, which includes LGB’s newest destinations, was produced and widely 
distributed via social media, as well as posted on the website. 

 
 
As part of our commitments from the FY20 marketing agreement with California State 
University Long Beach (CSULB) Athletics, we added audio to our 30 second video for 
CSULB advertising and updated courtside graphics (see below) for CSULB Pyramid 
signage visible on streamed and/or televised sporting events. 
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Community Outreach 
We continued to engage with the community via our social media channels. In 
November, we highlighted our sustainability efforts, announced a call for artists and 
celebrated Aviation History Month and LGB’s 97th anniversary. In December, we 
continued to recognize passengers and visitors who #MaskUp to slow the spread of 
COVID-19, remembered Pearl Harbor, announced new destinations and celebrated the 
holidays.  
 
We published our monthly edition of the Business Partner Brief. Our featured business 
partner, in November, was FlightSafety; Pacific Gateway Workforce Innovation Network 
was featured in December. 
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Director Cynthia Guidry was a featured speaker for Airport Minority Advisory Council’s 
Legends & Leapers series in December. The series is a conversation between an 
aviation industry legend and an emerging leader designed to showcase the 
commonalities and differences in perspective of the aviation industry. Director Guidry 
joined the virtual conversation and provided her industry perspective with insights into 
construction projects and the initiatives LGB has implemented. 
 
We produced and distributed more than 400 holiday cards to LGB stakeholders.  
 
Our terminal lights were illuminated in red for World AIDS Day to honor those who lost 
their lives.  

 

 
Customer Experience 
We unveiled a new exhibit featuring the work of celebrated local artist Bob Senske, a 
fourth-generation Long Beach native. For more than 40 years, he’s been capturing 
scenes around the city with acrylic paint. Bob’s paintings bring our vibrant city to life and 
are an added amenity to the LGB travel experience. Twenty-one pieces re-created on 
canvas or tension fabric will be on display in various locations throughout the airport for 
the next six months. 
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Seat blockers were installed in the concourse to remind our customers to physically 
distance to reduce the spread of COVID-19.  
 

    
 
Seasonal décor enhanced our garden and plaza areas with a little holiday cheer - and 
Santa even stopped by LGB to distribute face coverings and hand sanitizer to travelers! 
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Government Affairs 
Airport employees partnered with Miller Children’s Hospital to help brighten the day of 
sick children hospitalized during the holiday season by sending virtual greeting cards. 
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Earlier this year, we relaunched lgb.org with a fresh, modern look in our brand; we’re 
pleased to announce that LGB is the recipient of the Airport Council International – 
North America (ACI-NA) 2020 Marketing, Communications, and Customer Experience 
(MarComCX) Award in the website category. The award recognizes outstanding 
websites from a design, communications, accessibility and navigation standpoint.  
 
Two Airport Public Affairs staff members continued to assist with the City’s response to 
COVID-19; one supports the Joint Information Center and the other has been 
reassigned to the Emergency Operations Center.  
 
Media  
Long Beach Airport was featured in the Long Beach Business Journal as part of their 
annual focus on economic impact. Four articles appeared in the December edition: 
Long Beach Airport COVID-19 recovery expected to take up to 5 years; Steep drop in 
air travel, incomplete data will keep Long beach daily flights at 53; Completion pushed 
back for second phase of airport improvements; and What’s in store for Southwest, now 
the top carrier at LGB.  
 
There were 45 earned media placements in November; the story that garnered the most 
interest focused on Southwest Airlines’ service to Honolulu. In December, there were 
112 earned media placements. The top two stories focused on Hawaiian Airlines’ 
service to Maui and the new Southwest Airlines destinations; other stories included 
American Airlines’ new service to Dallas/Fort Worth, holiday travel and the year in 
review. 
 
Social Media 
Facebook was up to 18,302 likes in November. The post with the greatest reach 
(42,054): 
 

 

http://www.longbeach.gov/lgb/
https://lbbusinessjournal.com/long-beach-airport-covid-19-recovery-expected-to-take-up-to-5-years
https://lbpost.com/news/steep-drop-in-air-travel-incomplete-data-will-keep-long-beach-daily-flights-at-53
https://lbpost.com/news/steep-drop-in-air-travel-incomplete-data-will-keep-long-beach-daily-flights-at-53
https://lbbusinessjournal.com/completion-pushed-back-for-second-phase-of-airport-improvements
https://lbbusinessjournal.com/completion-pushed-back-for-second-phase-of-airport-improvements
https://lbbusinessjournal.com/whats-in-store-for-southwest-now-the-top-carrier-at-lgb
https://lbbusinessjournal.com/whats-in-store-for-southwest-now-the-top-carrier-at-lgb
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Twitter was up to 13,650 followers November. Tweets in November generated 92,000 
impressions. The Twitter post with the most interest:  

   

 

Instagram was up to 8,050 followers in November. The posts averaged 180 likes each. 
The most popular Instagram post: 
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In December, Facebook was up to 18,364 likes. The post with the greatest reach 
(13,338): 
 

 
 

Twitter was up to 13,705 followers in December. Tweets generated 127,500 
impressions. The Twitter post with the most interest:  
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Instagram was up to 8,203 followers in December. The posts averaged 179 likes each. 
The most popular Instagram post: 

 

 


