
Now is the time for Cost-Effective Advertising

“ Lahaina.com is my source for local information, whether that means 
catching up on Maui news or finding a new restaurant to try.”

–Kimi Werner

“ With a site address like Lahaina.com how could you go wrong?”
–Larry Gilbert, Gilbert & Associates Advertising



Copyright Lahaina.com 2009  |  Page 2

Welcome to the New School. 

“Do you know exactly how many people see your print 
or TV ads? Are you able to track your marketing?” 
Advertising in magazines, newspapers, and TV is Old 
School. You send your message out and hope people will 
respond. Without trackable results, there is no measure 
of effectiveness.

The New School is the Internet.

•	 Search is the No. 1 choice of general consumers and small-business 	 	

	 owners alike when looking for a local product or service.

•	 63 percent of consumers turn to the Internet first when looking for local 	 	

	 products or services.

•	 Consumers use search engines 72 percent more than two years ago.
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The power is in the brand. 

•	 If you could choose one domain for Boston, what would it 	
	 be? Boston.com? 
•	 If you could choose one domain for Tommy Bahama, 	 	
	 what would it be? TommyBahama.com? 
•	 If you could choose one domain for Lahaina, what would 	
	 it be? Lahaina.com

Lahaina.com is the pure city.com. Not only does Google and other search 

engines give high authority to our name in their algorithms, but over a quarter of 

our traffic comes from users who type Lahaina.com directly into their browsers–

bypassing Google, Yahoo and other search engines. 
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Get found. 

•	 Search engines are the NOW and the Future. 

•	 Our search engine optimization yields our pages 
	 into the top of Google search engine results, something 	
	 most small businesses can never obtain.
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Location, location, location. 

Lahaina.com is the premier location for Maui on the 
online real estate world. The public intuitively associates  
Lahaina.com with the Lahaina area. 

When someone in Los Angeles, Seattle or Canada is 
planning their next trip to Lahaina and the Maui area, 
where do you think they’ll find your business first? 
That’s right, Lahaina.com.



Copyright Lahaina.com 2009  |  Page 6

Demographics

Travelers to Maui are one of the most affluent 
demographics in the world. A majority of these 
travelers are well educated and come from a 
professional background.

•	 Over 60% of the visitors to Maui earn a household income 	 	 	

	 that exceeds $150,000.

•	 Maui visitors make 4 times more online purchases than the 	 	 	

	 average Internet user –Comscore/Media Metrix.
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Ad Placement

Billboards and Tiles (Home page)

Billboard Top 250 x 250 Pixels

Tile Premium 250 x 90 Pixels

Billboard Middle 250 x 250 Pixels

Tile Home 234 x 60 Pixels
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Ad Placement

Optimized Landing Pages

These featured business pages act as an 

additional website promoting your business on 

our highly targeted traffic site. They include:

•	 Photos/Video 

•	 Coupons 

•	 Reviews and details about your business 

•	 Rates/Menus/Pricing 

•	 Designed to convert
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Ad Placement

Spotlighted Placements and  
Enhanced Advertisements  
(Directory results page)

Benefits included: 

•	 Predominate exposure to visitors in  

	 targeted directories 

•	 Can be linked to client’s website when  

	 strategic to do so

Tile Premium Directory 250 x 123 Pixels
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Ad Placement

Video

•	 77% of Web users watch online video– 

	 ComScore Video Metrix, November 2008 

•	 Customers and potential customers watch an 	 	 	

	 average of 4.5 hours of online video each 			 

	 month–ComScore Video Metrix, November 2008 

•	 Nearly two-thirds of users say they take action 	 	

	 after seeing an online video ad: 

	 •	 Go to a company’s website (44%)

	 •	 Search for more information (33%) 

	 •	 Visit a business to look at a product (22%) 

	 •	 Talk to friends/family about product (21%) 	 	 	 	

	 	 September 2007 TNS study sponsored by  

		  AOL & Google

Feel free to contact us directly to discuss some of the  

video options we can offer your business. 
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Partnerships

At Lahaina.com, we view our advertisers 
as much more than just an advertiser, but a 
business partner. 

We are open to any “out of the box” 
advertising that will help promote your 
business to its full capability. Whether that 
means solely sponsoring a full page or us 
posting a featured story on your company on 
Lahaina.com, we want to highlight  
your business.  

We have found that these types of 
partnerships can be the most effective 
strategy for your business. Please feel free to 
contact us to discuss any of these partnership 
ideas in more detail.
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Neptune Local

Apart from Lahaina.com we also run a 
local online marketing company called 
Neptune Local that specializes in using 
the internet to deliver new customers to 
local businesses.  

Not only will we be using these strategies 
on Lahaina.com to spotlight our pages 
and advertisers, but we want to offer 
these services to your company as well. 
If you are interested in even more leads 
driven to your business, please feel free  
to contact us directly to discuss in  
more detail.
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Contact

Jaime Irvine 
Lahaina.com 
(310) 310-1547 
jaime@lahaina.com

Or 

Michael Neu 
Lahaina.com 
(323) 319-5182 
michael@lahaina.com 


