
 
 

 

 
 

 

 

 

 

 Cambria Tourism Board  

 2017-2018 Letter of Engagement & Scope of Work  

 June 19, 2017 

 

 

We are grateful for the opportunity to continue our working relationship with the Cambria Tourism 

Board. Hereby Archer & Hound Advertising accepts this Letter of Engagement with the San Luis 

Obispo County Business Improvement District (CBID) to work directly with the Cambria Tourism Board 

(CTB) for 24 months, beginning July 1, 2017 through June 30, 2019. 

 

The scope of work below outlines the strategic marketing budget for the 2017-2018 fiscal year. The 

overall 2017-2018 plan and budget has been developed and approved by the Cambria Tourism 

Marketing Committee and Board of Directors.  

 

Set Objectives for 2017-2018 Fiscal Year 

Based on direction given by the Cambria Tourism Board, the marketing objectives for 2017-2018 

include: 

• Increase heads-in-beds 

• Increase length of stay 

• Geographic Target: Central Valley, Los Angeles, San Jose, San Diego, and Santa Barbara  

• Focus Targets: Strategically created buyer personas to encompass potential visitors whose 

travel choices are in line with what Cambria has to offer (food, beach, unique attractions, peace 

and quiet, etc.), cycle-centric visitors, and motorcycle-touring-centric visitors.  

• Additional Outreach: Public relations and media outreach, influencer outreach, and Cambria-

specific ambassadors 

 

Throughout the 24-month agreement, Archer & Hound Advertising will perform various marketing 

services to achieve the set objectives. These services include: 

•  Account management, supervision and meetings   

•  Research, media monitoring and reporting 

•  Media planning and advertising 

•  Creative concepting, copywriting, design and implementation/production  

•  Public relations planning, development, outreach, FAM management and reporting 

•  Social media strategy development, management, monitoring, promotions and analysis 

•  Ambassador vetting, implantation, management and analysis  

•  Subscriber e-communication and updates  

•  Stakeholder strategy, communication and implementation  

•  Website development, hosting and maintenance  

• Travel app optimization and maintenance  

 

 



 
 

 

 
 

 

 

 

Throughout the 2017-2018 fiscal year agreement, the CTB marketing plan fees and inclusions are:  

 

Outreach 
Description     Annual Total 

Blog Development - Visit Cambria & Cycle Central Coast (1-2/mo.)   $5,890 

Influencer & Ambassador Program (Development & Expenses)   $6,400 

Public Relations & Media Outreach    $14,250 

Paid Media Distribution     $2,130 

FAM and Journalist Hosting    $3,000 

Monthly E-Blasts (Various Target Groups) (Estimated 4-5 Groups)   $12,920 

Visit Cambria Social Media Management    $36,000 

Cycle Central Coast Social Media Management   $27,000 

Trip Advisor Advertising    $9,666 

Social Media Contests & Promotions    $4,500 

Social Media Advertising & Remarketing    $42,300 

Digital Advertising & Remarketing    $16,000 

     Total: $180,056 
 

Ongoing Services, Creative, Production, Management  
Description    Annual Total 

Account Management    $34,200 

Constituent Outreach & In-Person Visits (Hard-Costs)   $2,000 

Creative Development of Digital Ads    $4,560 

Website & App Maintenance     $4,560 

Trip Advisor & Partner Website Updates     $4,560 

Monthly Analytics & Reports    $4,560  
       Total: $54,440 

 

Assets & Hard Costs 
Description  Monthly Annual Total 

Visit Cambria Website Hosting – Dedicated Server* $20-100* $960 

Cycle Central Coast Website Hosting  $20  $240 

Media Monitoring  $475  $5,700 

E-Blast Subscription – Visit Cambria & Cycle Central Coast $200  $2,400 

Booking Engine  $1,500  $18,000 

Custom Designed Website – Visit Cambria  One-time $46,450 

App Renewal – Annual Fee   One-time $5,000 

                 Total: $78,750  
*Note: Once completed, the new website will be hosted on a dedicated server.  

 

 
Total Annual Budget: $313,246 

 

 



 
 

 

 
 

 

 

 

Archer & Hound Advertising would like to offer the following added value to the Cambria Tourism 

Board for the 2017-2018 fiscal year.  

 
Added Value 

Description    Annual Total 

Constituent Outreach & Visits (Unbilled Time)   $5,700 

Marketing Plan Development and Surveys   $4,940 

Account Service Cost Reduction, Additional Hours, Travel/Mileage  $21,180 

Partnership & Stakeholder Meetings & Management  $4,940 

App – Negotiated Savings   $3,900 

Creative Assets & Production (Unbilled Time)   $11,400 

                           Total: $52,060 
 

Media Expenses & Billable Rate 

Advertising/media will be marked up at a rate of 15%. All hourly projects will be quoted at the extended 

contract rate of $95/hour (discounted from our traditional agency rate of $125/hour), through the 2017-

2018 fiscal year.  

 

Terms 

Payment is due no later than fifteen (15) days after receipt. Invoices will reference each item within the 

scope of work.  

 

 

 

Client Approval 

 

 

_____________________________________________________________    ___________________________________________ 

Signature       Date 

 

 

 

Thank you. 



 
CAMBRIA TOURISM BOARD (CTB) 
(Cambria Local Fund Advisory Board) 

Board Meeting Minutes 
May 9, 2017 

 
 
 

1. Call to Order            
The meeting was called to order by Board Chair Jim Bahringer at 11:30 a.m. 
 
Members Present   CBID  Guests 
Jim Bahringer Cheryl Cuming, CAO  Jessica Blanchfield, Archer &Hound 
Greg Pacheco             Carissa Schwabenland, Archer & Hound 
Linda Ennen             Aaron Linn, Linn’s 
George Marschall      Gayle Jenkins, Chamber 
Karen Cartwright       Taylor Hilden, Scarecrow Festival 
         Maureen Hubbell, Olallieberry Inn 
         Mitchell Masia, Cambria Inns   

      
        

2. Consent Agenda Items          
Regular Board meeting minutes – April 11, 2017 
 
Greg Pacheco moved and Karen Cartwright seconded to approve the regular board meeting 
minutes of April 11, 2017 as presented.  Motion carried unanimously. 
  

3. Discussion & Action Items  
3.1 Increase Board Membership   

Jim Bahringer said that he would like to discuss and vote on increasing the number of board 
members from five to seven. Greg offered that applicants should attend committee meetings first, 
before being voted on to the board.  Jim said he would like to see someone on the board 
represent vacation rentals.   
 
The discussion was tabled for further outreach to applicants. 

   
3.2 2017/2018 Budget Approval       

Jim asked members to review the draft budget and be prepared to discuss at the June meeting.  
 
The vote was tabled for the June meeting. 
 

3.3 CTB Marketing Partner Contract Renewal      
Linda Ennen, CTB Marketing Chair, stated that she supported a two year contract renewal with 
Archer & Hound and no RFP.  She is extremely happy with what she has seen working with them.  
Jim said to leave the RFP open for consideration at a later time. 
  
Linda Ennen moved and Karen Cartwright seconded to renew the contract of Archer & 
Hound for two additional years with a budget of $600,000.  Motion carried unanimously. 

 
3.4 Board Response to Cambrian Article       

Jim stated that The Cambrian newspaper ran a letter to the editor entitled, “Has quest for tourists 
passed tipping point?” on January 25, 2017.  Jill explained that at the prior CTB meeting Laila 
Kollmann had suggested that we use it as a promotional opportunity to show all that the CTB has 



funded for the community, and Jim requested a draft be created. It was included in the board 
packet. Aaron Linn said the article was very well written and suggested that it was better not to 
reply and bring matter up again.   
   
Jim Bahringer motioned and the board members agreed unanimously not to respond to 
The Cambrian article. 
 

4. Information Items/Presentations 
4.1 Stewardship Traveler Program Update      

Jill explained that Linda Finley resigned her position as Cambria Stewardship Ambassador.  The 
board needs to consider a replacement.  A program information sheet was included in the board 
packet.  Aaron Linn offered that he would be interested in doing this and could support the 
Stewardship program.  The board was pleased and thanked him. 

.  
4.2 Marketing Committee Report      

Jessica Blanchfield gave a 24 month recap report of Archer & Hound’s accomplishments with 
statistics of growth and examples of some of the recent print articles.  Greg said he would like to 
see improvements on the website.  Jessica explained that they had inherited the website and 
there is very little they can do with the current platform except band aid it.  It has a great deal of 
content.  It would cost $30,000 to $50,000 to start over and create a new website.  They have 
recently absorbed a website development company, so could definitely handle it.  
 

4.3 CBID Update          
 CBID Financial Report for Cambria 
 The report was provided to the board but not discussed at the meeting. 

 
4.4 CBID Presentations 

CAO Cuming reviewed the CBID Stat Summary Brief/Dashboard statistics. She also shared 
numbers from Cambria’s destination focus month and the assets created and available for use. 
      

4.5   Budget Summation month of April 2017      
The budget was provided to the board but not discussed at the meeting. 
 

4.6 Cambria Chamber of Commerce      
Gayle Jenkins reported that the Olallieberry Festival was a great success.  There were over 500 
attendees.  Mary Ann will submit a follow up report.  She also updated the board on the bike 
rental project the Chamber is working on. 
 

4.7   Committee Meeting Minutes 
   Marketing Committee Minutes – April 25, 2017 

The minutes were provided to the board but not discussed at the meeting. 
  

5. Public Comment 
There was no public comment. 
        

6. Future Agenda Items/New Business 
There was no future agenda items or new business discussed. 
 

7. Adjournment 
There being no further business, the meeting was adjourned at 1:09 p.m. 

 

Respectfully submitted, 

 
Jill Jackson 
Managing Assistant 













Unincorporated San Luis Obispo County Tourism Business Improvement District (CBID) 

Local Area Fund: Application  

 

Event Title: Cambria Film Festival: Celebrating Romance and Romantic Comedy 

Event Dates: __February 8-11, 2018____  (emphasis will be placed on events that occur in the off-season October – 

June) 

Amount of funding requested: ___$4,500___ Overall budget: _____$20,000___ 

 

Organization Information: 

Local Area:   Cambria Tourism Board   

Submitted by:__Nancy Green   Phone:___805-927-5952__E-mail:_______ Nancy Green <ccatnancy@gmail.com> _____ 

Organization receiving funds:  CAMBRIA CENTER FOR THE ARTS 

Mailing Address:  1350  MAIN STREET, CAMBRIA, CA 93428 

Contact Person: __NANCY GREEN_____Phone:__805-927-5952 

 

Event description, including website link: 

 

The Cambria Film Festival showcases classic and new romance and romantic comedies (including feature films and 

shorts) in an intimate film festival set in a small seaside village. It targets both local and out of area attendees for this 

multi-day event. Its inaugural festival will occur February 8 to 11, 2018. 

www.cambriafilmfestival.com 

 
Event Details  

     Last Year  Current Year (projected) 
Total Revenue :      na   $20,000 
Total Expenditures :    na   $20,000 
# Attendees      na   1,500 screening attendees 
Percent of out of area Attendees:  50 % OF PASS HOLDERS (SEE ATTACHMENT FOR OTHER AREAS) 

# Room Nights: 84* 
Room night calculation:  Grant funding $__4500__/$100 (average ADR) = __45__ (number of room nights that must be 
secured in order for event sponsorship investment to break-even) 
*please consider a vacation rental as 1 room/unit 
 
Describe how this event will support overnight stays.  
 

By taking place the second weekend in February, the event is scheduled for a slower tourism 
period. (We recognize that the following weekend, President’s Weekend, is often already a well-
booked period.) 
 
As noted above, we anticipate at least 84 hotel nights will be booked as a result of this event, based 
on overall screening attendance of approximately 1500 and unique individual attendance of 
between 300 and 500. 
 
We will be able to track impact in multiple ways, including: 

http://www.cambriafilmfestival.com/


 Our marketing plan will focus on developing a strong email database for on-going 
communication, but also permitting reviewing demographics  

 These are all ticketed events. For tickets sold online through Brown Paper Tickets, we will 
know by event how many out-of-area tickets were sold. For tickets sold on-site we will 
request zip code information for demographic tracking purposes. 

 We will create links between our website and the tourism board’s hotel links. The Festival 
will reach out to interested hotels to encourage them to create a Film Festival Romance 
Package for the weekend, in which they can provide two Silver Passes to guests who book 
two nights at their location. The Festival will make such passes available to the hotel at a 
special discounted rate. Participating hotels will be featured on our web site with links to 
their hotel reservation web site. 

 
 
As part of your application submission, please include financials (revenue and expenditures).   Funds requested should 
not be used for overhead or maintenance.  
 
SEE ATTACHED FACT SHEET 

 
Keep in mind that a percentage of the requested event sponsorship funds need to be attributed to out-of-area marketing.  
A detailed marketing plan should be part of your application submission.  
 
Note if your organization has received funding in previous years, include the follow-up report as part of your application 
submission.  If funded, a Follow-up Report will need to be submitted 60 days following the conclusion of your event. 
 

Please acknowledge that the following will be provided by initialing each: 

_NG____Visibility of lodging messaging: Accommodations/Places to Stay section on your website and Facebook page, 

with active links to lodging information on the local fund tourism site.  

 

___NG___Inclusion in promotions: Tourism logo needs to be listed as a sponsor / partner on promotional materials 

including website and social media. Printed materials must also include the logo, and we ask that the tourism brand be 

publicly recognized as a sponsor at the event (when applicable). 

 

___NG___Database acquisition: A mechanism must be implemented to gather email addresses from attendees, with the 

agreement that these emails will be shared for inclusion in the local fund email database.  

 

___NG___Tickets for promotional purposes: Ticketed events are requested to provide 4 tickets to be used by the tourism 

board for promotional purposes.  

 

___NG___Program ad: If the event includes a program, ad space is required.   

If you did not initial the sponsorship criteria above, please provide an explanation of why this criterion is unable to 
be met: 
 
Before signing the statement below, please confirm that each of the following is included within your submission: 
___X__ Completed & signed Application 
___X__ Financials  
___X__ Marketing Plan       
__n/a__ Prior year Follow-Up Report (if local fund monies have been provided in the past)       
___X__ Submitting 120 days prior to event date, and 14 days prior to the LFA board meeting 



 
CAMBRIA TOURISM BOARD (CTB) 
(Cambria Local Fund Advisory Board) 

Board Meeting Minutes 
June 13, 2017 

 
 

 
 

1. Call to Order            
The meeting was called to order by Board Chair Jim Bahringer at 11:31 a.m. 
 
Members Present   CBID  Guests 
Jim Bahringer Cheryl Cuming, CAO  Jessica Blanchfield, Archer &Hound 
Linda Ennen        Bram Winter   Carissa Schwabenland, Archer & Hound 
Karen Cartwright             Linda Finley, Stewardship 
Greg Pacheco       Mary Ann Carson, Chamber 
George Marschall      Taylor Hilden, Scarecrow Festival 
         Kate Sturtevant, Stewardship 
         Kathe Tanner, The Cambrian  
         Lisa Miller, Cutruzzola Vineyards 
         Leslie Dougherty, The Cambrian 
         John Ehlers, American Legion 432 
         Nancy Green, CCAT  
 
        
        

2. Consent Agenda Items          
Regular Board meeting minutes – May 9, 2017 
 
Linda Ennen moved and George Marschall seconded to approve the regular board meeting 
minutes of May 9, 2017 as presented.  Motion carried unanimously. 
  

3. Discussion & Action Items  
3.1 2017/2018 Marketing Budget Approval       

Linda Ennen, Marketing Committee Chair, said that she asked Jessica to share the presentation 
given to the Marketing Committee with the entire board.  Linda feels that the board needs to have 
input on some of the big choices involved in the new budget.  Jessica Blanchfield from Archer & 
Hound gave a presentation of their findings from several online surveys that she feels will help 
define and narrow their target marketing audience.  This will help use the reduced marketing 
budget funds for this fiscal year more wisely.  They have also defined best times to market to 
certain groups because of their interests and expressed reasons for traveling.  This will reduce 
monthly costs by only marketing to these groups during certain months and not all year.  Jessica 
shared the three possible Marketing Committee 2017/2018 budget options the first includes a 
revamp of the current website, the second a new website and cancelling or  suspending the 
Travel App, the third includes a new website and the Travel App renewal and will need additional 
funds.  Jessica shared that she contacted the Travel App Company and they were very 
sympathetic to Cambria’s current situation with Hwy 1 closed.  They offered a $3,900 reduction in 
the renewal cost.  The board was impressed and agreed the offer should be taken up on.  Jessica 
confirmed that the app had been downloaded approximately 1,500 times.  Jim stated that he 
shares it with visitors all the time that have questions, he would like to see an ad for it on the 
Cambria sign, so people could get it on their way into town. Jessica said that Archer & Hound 
could also do a survey of Travel App users. Jill shared a revised budget that covered the extra 



marketing expenses.  The Event and Outreach Committees met and discussed reductions in their 
budgets to cover the additional funds needed.  Greg Pacheco stated that marketing is the most 
important use of the board’s funds.  Jill stated that the $3,900 reduction in renewal fees could go 
back into Event or Outreach Committee funds.  Greg said it would be better to replace 
contingency funds used for the marketing budget.  Jim said that he felt more could be done with 
Cycle Central Coast to help fund costs.  He suggested inviting other regions to participate on the 
website for assistance in funding costs.  CAO Cuming confirmed that Avila Beach might be 
interested.  It would mean having other regions’ lodging offered on the site.  She suggested that 
Archer & Hound create a proposal. 
 
Linda Ennen moved and Greg Pacheco seconded to choose Marketing Committee budget 
option number three that includes renewing the Travel App and creation of a new website.  
Motion carried unanimously. 

   
3.2 2017/2018 CTB Budget Approval       

Board members discussed the 2017/2018 budget overview included in the board packet.  Option 
number three includes marketing costs for Travel App renewal and creation of a new website.  
Due to the reduction Jessica got on the Travel App renewal fee the contingency fund will be 
increased by $3,900.  Marketing budget funds will decrease by $3,900 to $313,268; Event 
Committee budget funds will total $32,250; and Outreach Committee budget funds total $18,000.  
Bram questioned if the 8% decrease projected for 2017/2018 is correct, the CBID is not projecting 
that much of a decrease.  CAO Cuming said she felt that was based on the first quarter which 
was less than normal because of Easter weekend occurring in the second quarter.  Jim said he 
did not believe it would be that bad either, but we could revisit it later in the fiscal year and see if 
adjustments are necessary.  Either way, over or above, it will be absorbed in the following year 
budget. Hopefully it will create a larger carry forward than the projected $23,900. 
 
Greg Pacheco moved and George Marschall seconded to approve for the 2017/2018 fiscal 
year budget worksheet option number three, with a decrease of $3,900 to the Marketing 
Committee budget to total $313,268; Event Committee budget funds will total $32,250; 
Outreach Committee budget funds total $18,000 and the Contingency fund will increase 
$3,900 to $23,900.  Motion carried unanimously. 
 

3.3 CCAT Film Festival Funding Application and Matching Funds   
Nancy Green from the CCAT has submitted a funding application to assist with costs of the 2018 
Cambria Film Festival event.  She explained that the amount requested is $4,500 of their $6,000 
marketing costs for the event.  They have had 1,600 hundred entries, it is a Romantic Comedy 
film festival in partnership with the Love Story Project store in Cambria.  It will involve the whole 
community and Nancy hopes people will volunteer.  Greg said he understood since it is a new 
event it qualifies for a CBID matching funds application in the amount of $2,250, making the net 
Event Committee budget expense $2,250.  CAO Cuming confirmed that if it is approved, that is 
correct.  Greg stated that he recommends the funding, it definitely checks all the boxes for the 
Board’s mission.  CAO Cuming let Nancy know that a marketing plan must accompany the 
application for CBID approval. 
 
Greg Pacheco moved and Linda Ennen seconded to approve funding the CCAT Cambia 
Film Festival application in the amount of $4,500 and submitting the CBID Matching Fund 
application in the amount of $2,250.  Motion carried unanimously. 
 

4. Information Items/Presentations 
4.1 Stewardship Traveler Program Update      

Katie Sturtevant, Stewardship Travel Program Director, gave an update.  She shared the Avila 
Beach poster with the whale logo, which will be printed on the new tote bags.  They are working 
on messaging to better define and increase understanding of the program.  A yearend report on 
the program was provided to members.  Katie and Linda will talk to Aaron Linn who is interested 
in participating in the program. 



.  
4.2 Marketing Committee Report      

Jessica Blanchfield reviewed the April 2017 recap report statistics, booking engine revenue was 
$5,492.62.  Press hit values were over $220,000. 
 

4.3 CBID Update          
 CBID Financial Report for Cambria 
 The report was provided to the board but not discussed at the meeting. 

 
4.4 CBID Presentations 

CAO Cuming reviewed the June 2017 CBID Stat Summary/Local Fund Summary. Overall TOT, 
year over year, for the first quarter was down 16.4%, with Cambria down 11.4%.  She also 
reviewed the CBID Co-op update report supplied to the board members. 
 

4.5 Cambria Chamber of Commerce      
Mary Ann Carson reported that the Chamber website had over 30,000 visitors last month.  They 
are working on expanding the Art & Wine Event.  They will have a two day artist fair to sell more 
tickets.  They are looking at a group tour in August, and holiday activities geared more to kids.  
Jim asked about the booking engine widget on the Chamber website and Mary Ann said it would 
be discussed with the board at the next meeting, on Thursday.  Jim said he would try to attend.  
Jim shared that there is a hand out with a summary of services for the homeless available at the 
Chamber.  He hands them to homeless people that may need the information. 
 

4.6   CTB July and August Meetings        
Jim said that last year board members voted not to have CTB meetings in the months of July and 
August due to it being the busiest months.  Jill said that she will be available and working for the 
two months and will notify members of anything needing to be addressed during this time.  If a 
meeting becomes necessary the board can call one.  Jill will post cancellations for the meetings 
both months. 

 
4.7 Committee Meeting Minutes 

   Event and Outreach Committees Meeting Minutes – June 6, 2017 
 Marketing Committee Meeting Minutes – May 30, 2017 

The minutes were provided to the board but not discussed at the meeting. 
  

5. Public Comment 
John Ehlers from American Legion 432 stated that the CTB was welcome to have a booth in Shamel 
Park at the upcoming Fourth of July firework celebration.  Jim said if any expense was necessary it 
could come from discretionary funds and CAO Cuming confirmed. 
 
Karen Cartwright invited everyone to the Ocean Point Ranch grand opening.  Lisa Miller shared that 
Cutruzzola Vineyard would be pouring the wine. 
        

6. Future Agenda Items/New Business 
There were no future agenda items or new business discussed. 
 

7. Adjournment 
There being no further business, the meeting was adjourned at 1:02 p.m. 

 

Respectfully submitted, 

 
Jill Jackson 
Managing Assistant 











 

 

 

San Simeon Tourism Alliance 
                        MEETING MINUTES 
                          DRAFT UNTIL APPROVED 
  

  June 20, 2017, 1:00 pm 
                  Cavalier Cove Room 

            250 San Simeon Ave., San Simeon, CA 

 

The meeting was called to order at 1:03 pm 
 

WELCOME & INTRODUCTIONS 

Board Members Present: Mike Hanchett and Kaushik (Ken) Patel, and Paul Panchal. 

Staff: Cheryl Cuming, SLO CBID CAO; Michele Roest, Visitor Center Coordinator and 

Recording Secretary. 

Guests: Jeanne Haegle - Marketing Director, Cavalier Resort; Lynette Harris, Tim Bridwell -  

Friends of the Elephant Seal (FES); Ryan Cooper - Piedras Blancas Light Station; Kathleen 

Naughton - Hearst Ranch Winery, Katie Sturtevant, CBID Stewardship Travel Program, 

Maneesh Gupta, Courtesy Inn, Nancy Green, Cambria Center for the Arts (CCAT). 

PUBLIC COMMENT(S) Nancy Green, from the Cambria Center for the Arts (CCAT) 

informed the board of an upcoming SSTA grant request to support funding to promote the 

Cambria Film Festival, a new event that will be held on the weekend of February 8 – 11, 2018. 

Cheryl noted that it will be the same weekend as San Simeon’s annual Blendfest on the Coast. 

Jeanne notified the Board that SSTA/Chamber has been invited to have a table at the July 4th 

event. Michele will coordinate with Jeanne and work with her that day. 

CORRESPONDENCE Michele noted that the artist for the Cow Parade sent a note thanking 

SSTA for its sponsorship. The cow earned $3,500 for charity. Mike announced that at Hearst 

Castle, the ticket vendor ReserveAmerica will be replaced by Xerox on August 1. 

APPROVAL OF MINUTES for May 16, 2017. Paul made the Motion, Ken 2nd; All in Favor.  

SLO CBID UPDATE  Cheryl announced that the “roam” campaign netted another 11,000 

contacts, bringing the email media list to over 65,000. She affirmed that the CBID, which is on 

an annual renewal cycle, was approved for renewal for the coming fiscal year. The CBID made 

a significant contribution to the Beach Towns publication this year, and copies are available. 

Cheryl supplied a summary of the co-op marketing efforts including SF Gate, Alaska Airlines, 

and Sunset magazine.  

 



 

 

Katie Sturtevant provided an update of the Stewardship Travel Program (STP). The Wildlife 

viewing tips are very popular. The Whale Trail campaign was also considered a success. Avila 

Beach launched a Stewardship Travel campaign, with unique artwork, that will be applied to 

bags, hats and posters. She learned about San Simeon’s ‘blue bags’ and SSTA’s partnership 

with FES to distribute them. Workshops for lodging front desk staff were well received and 

will be offered again in the coming year. Katie will also be promoting CA Coastal Cleanup 

Day in September. 

OTHER REPORTS/UPDATES: 

1. Visitor Center Report: Michele reported that the composition of visitors shifted in 

May, to 60% foreign visitors. Visitation was slightly down from last month, but it is 

unclear whether that is part of a trend due to the highway or not.The Visitor Center 

continues to serve as an information source for visitors about Highway 1. Michele will 

get blue bags out to the PBLS.   

2. Alliance Partners Report/Update:  
PBLS: Ryan announced that hike-in days will be scheduled for the last Wednesday of 

the month during the summer. He indicated interest in an SSTA grant that would allow 

PBLS to reach a greater audience.  

FES: Lynette reported that the FES office has a new office manager and is now open 7 

days a week from 10-2. FES docents offer the blue bags to visitors to the bluff and they 

are very popular. FES attended the MBNMS Sanctuary Advisory meeting last week, 

and the Board is working on a membership campaign, including information about 

Highway 1. 

3. Website & Analytics Scorecard: Riester’s report is attached. 

4. Riester Audit & Search Strategy Update. No report. 

5. Blendfest on the coast is confirmed for the weekend of February 9-11, 2018. 

6. PR/Marketing Solterra: Invoice was approved. The San Simeon Giveaway is open until 

July 3. 

7. Highway 1 Closure Update & Discussion. Mike has been meeting with Chambers 

through the central coast and with VisitCalifornia to form a coalition to speed up the 

highway repair process. Elected officials are informed and involved. Maneesh 

expressed concern over loss of revenues and business and how that might impact the 

community. All lodging owners discussed the concerns. Mike said he would keep us 

informed about any further developments.  

8. The Welcome to San Simeon sign on Highway is nearly completed after 25 years of 

planning. The sign has been installed and landscaping is underway. Mike wanted to 

know if there was interest on the board to host a ribbon-cutting ceremony. See Action 

Item, below. 

 

 



 

 

DISCUSSION 

ACTION ITEMS  

1. Gateway Signage Funding Addition. Ken proposed allocating up to $10,000 

for a ribbon cutting ceremony, which would include the event, associated 

publicity, and a possible reception to follow. Ken made the Motion, Paul 2nd, 

All In Favor.  

Next Advisory Board Meeting: July 18, 2017 @ 1:00 pm 

Location:  Cavalier Cove Room 

Meeting adjourned, 2:15 pm. 



Unincorporated San Luis Obispo County Tourism Business Improvement District (CBID) 

Local Fund Area Support Guidelines & Application   

Updated: April 2017 

 

We appreciate your interest in partnering with our Local Fund Area (LFA) for support for your organization’s 

event.  We are pleased to receive your application for review, and look forward to learning more about your event, 

and how it will bring tourists to our area, which is our primary mission.    

The Local Fund Areas (LFAs) support events and projects that are directly related to an increase in lodging 
(overnight stays, length of stay and return visits) within the unincorporated CBID regions: 
San Simeon   Los Osos/Baywood/Unincorporated Morro Bay 
Cambria   Nipomo/Oceano 
Cayucos Arroyo Grande Unincorporated/San Luis Obispo Unincorporated  
Avila Beach 

As a public entity, we must adhere to certain standards as we consider each request.  If the LFA board chooses to 

support your funding application, the CBID Advisory Board will then review each application, and will provide the 

final approval to support or deny funding requests.   Funding requests under $4,999 will be reviewed by a sub-

committee of the CBID Advisory Board consisting of the Chair, Vice-Chair and CAO, and this sub-committee has the 

authority to approve, deny or bring to the full CBID Advisory board for approval.  All funding applications are 

reviewed and approved at the next available CBID Advisory Board meeting following the LFA board meeting. 

Funding applications must be submitted to LFA board a minimum of 120 days prior to the event date, and a 

minimum of 14 days before the LFA board meeting date. 

Criteria for Application Consideration: 

 Economic Impact: Your project or event will need to support how it will bring in additional room nights, 
with a goal of delivering a minimum of 50% of attendees from outside of SLO County 

 Marketing: Reach outside of SLO County  
 Brand Support: Visibility of the destination brand with inclusion in marketing and promotional materials  
 Location: Takes place within an unincorporated CBID region 
 Timing: Generates interest in the off-season (October through June) 
 Usage of funds: A percentage of the funds need to be used to support an out-of-area marketing promotion, 

and funds should not be used to fund overhead or maintenance 

 
All paperwork should be filled out completely prior to submission and be accompanied by supporting documents.  

All items below need to be included in order for your submission to be considered complete: 

 All questions within the application addressed with thorough, complete answers 

 Financials, including all expenses and income related to your event/project 

 For events, a marketing plan will need be provided, including media, spend per outlet & audience reached  

 Prior event outcomes (post event follow-up report if previous funding has been provided) 

Action required by CBID LFA boards:  Included with the application submission and supporting documents 

provided by the requesting organization, the LFA board minutes must clearly outline why the LFA board is 

approving the funding request and how it directly connects to helping meet the mission for increased overnight 

stays as a result of the LFAs financial support.  The minutes should also specify what measurable data and/or 

follow-up the board will require from the requesting organization.  

If you meet these criteria, please advance to the requirements and application details.  



Requirements of Sponsorship: 
 
In order to ensure that your event meets our goal to drive overnight stays, the following objective and criteria are 
required to ensure that your effort will create exposure for the tourism brand while encouraging increased 
visitors.  The objectives outlined are key to any sponsorship ask: 
 
Objectives 

 Educate and build awareness among the event participants of the benefits of the supporting community as 

a tourism destination 

 Provide an avenue to encourage participants and families to stay in order to generate room nights 

 Integrate the local tourism brand into the event messaging 

 
Criteria for Event Sponsorship 
 

Visibility of lodging messaging: Accommodations/Places to Stay section on your website and Facebook page, 

with active links to lodging information on the LFA tourism site.  

 

Inclusion in promotions: Tourism logo needs to be listed as a sponsor / partner on promotional materials 

including website and social media. Printed materials must also include the logo, and we ask that the tourism 

brand be publicly recognized as a sponsor at the event (when applicable). 

 

Database acquisition: A mechanism to gather email addresses and zip codes from attendees, with the agreement 

that these emails will be shared for inclusion in the LFA email database.  Zip code data will be used to substantiate 

out-of-county attendance percentage. 

 

Tickets for promotional purposes: Ticketed events are required to provide 4 tickets to be used by the LFA for 

promotional purposes.  

 

Program ad: If the event includes a program, ad space is required.   

 
 
 
 

We pledge our marketing support 
 

The LFA, and the unincorporated CBID, will promote your event within our existing marketing assets, including a 
featured event profile on our website/s and social media messaging. 

 
 

 
 
 
 



Unincorporated San Luis Obispo County Tourism Business Improvement District (CBID) 

Local Area Fund: Application 

  

Event Title:  Harvest on the Coast 

Event Dates: __November  3-5, 2017__  (emphasis will be placed on events that occur in the off-season October – June) 

Amount of funding requested: __$15,000______________ Overall budget: ___$102,000 

 

Organization Information: 

Local Area:   Avila Beach Tourism Alliance 

Submitted by:___Heather Muran__ Phone:_805-541-5868___E-mail:__heather@slowine.com________________ 

Organization receiving funds:    San Luis Obispo Wine Country Association 

Mailing Address:  PO Box 607, Pismo Beach, CA 93448 _______________________________________________________   

Contact Person: _Heather Muran________________________________________________Phone:____805-541-5868_____________ 

 

Event description, including website link: 
http://www.slowine.com/events/harvest-on-the-coast.php 
The 27th Annual SLO Wine Country Harvest on the Coast Celebration is a showcase of the Central Coast's top chefs and 
world class wineries from the SLO Wine region. Over 1,300 people enjoy new releases and older vintages and delight in 
scrumptious culinary delights from winemakers and chefs throughout the area.  SLO Wine Country is looking to once again 
partner with Visit Avila Beach to host the event at the Avila Beach Resort on Saturday, November 4th with our Grand 
Tasting and Wine & Lifestyle auction.  The event features live music, a fabulous and lively auction with amazing lifestyle 
packages, and the opportunity for guests to purchase reserve auction seating, early bird entry to sample reserve and 
limited release wines, and also visit wineries on Sunday for events held at winery sites.  SLO Wine will continue to donate 
to several high end charity auctions to attract visitors from outside the county, as well as pursue additional strategic 
partnerships with the United Mileage Plus Program.  With this partnership, SLO Wine is poised to draw a target 
demographic of high level wine collectors and enthusiasts, along with marketing and promoting the event at several high 
level charity auctions across California and northwestern US. 

Attendee Demographics 

In 2016, 70% of the attendees reside out of San Luis Obispo County and stay two or more nights in the area.  Most are single 
family homeowners with a median household income of $250K.  Their hobbies and lifestyle habits include cooking, food & 
wine, upscale living, and outdoor activities.  We are making great strides in garnering more out of area attendees from LA, SF, 
and with our increased promotional and brand awareness through social media, we are also maximizing engagement with 
new audiences in fly markets of Seattle, WA, Denver, CO and Phoenix, AZ. 

 
Event Details        Last Year  Current Year (projected) 
Total Revenue     $175,000   $185,000 
Total Expenditures                                                    $102,000   $110,000 
# Attendees       1250    1500 
Percent of out of area Attendees  70%    80% 
# Room Nights* 
Room night calculation:  Grant funding $__15,000______/$100 (average ADR) = ______150____ (number of room nights 
that must be secured in order for event sponsorship investment to break-even) 
*please consider a vacation rental as 1 room/unit 
 
Describe how this event will support overnight stays.  
 

SLO Wine Country would like to continue our partnership with Avila CBID to promote Harvest On the Coast and Avila 

Beach as a premiere wine & food vacation destination.  Our organization will use a diverse marketing strategy, utilizing 

http://www.slowine.com/events/harvest-on-the-coast.php


radio, print, social media and web advertising, video advertising, sweepstakes contests, e-blasts, web banner placement, 

and an ancillary tasting event to co-brand Harvest on the Coast with Avila Beach and increase overnight stays.  We know 

we attract and fill rooms as we have requests from past attendees that will contact us to get the dates for next years’ event 

so they can book one year in advance as the hotel they stay at fills up quickly.  November also maximized the off-season 

aspects and fills rooms during a less busy time of year.  The marketing campaign strategies Avila CBID will be supporting 

include: 

Regional Targeted Marketing Campaign ($9,000) - SLO Wine Country will target specific demographics from outside the 

region (primarily drive markets of Southern California, Central Valley and Bay Area) with a print advertising, postcard & 

poster, online marketing, online banner and video advertising, and e-blasts to over 10,000 wine enthusiasts.  All printed 

materials would include direct links, approved language for Avila Beach partners, direct links to Visit Avila Beach and 

ticket discount promotion. 

Exclusive Partnership ($6,000) – The sponsorship of Grand Tasting will offer Visit Avila Beach on-site promotion and 

branding of Avila Beach logo, along with branded marketing and event materials (including full page ad in event program), 

Trolley service from local hotels to event, on-site at event, free event tickets for giveaways and VIP table of 8, promotional 

mentions during event and giveaways to help promote the “Stay In Avila” promotion.  This successful partnership of the 

Avila TBID and SLO Wine Country Association last year created a synergistic campaign that cross promoted both 

organizations.  This promotion also includes sweepstakes package for Mileage Plus Program through United Airlines email 

list.  

In the past, SLO Wine Country has offered a discount incentive for people who stay in Avila Beach.  Due to declining use of 

promo codes, along with the highly affluent target market attracting over 250-300 auction attendees (with 20% 

purchasing at least one lot of $3000 or more), we feel the discount is not being utilized as much and not as popular as 

prior years.  We are instead looking to offer real value to the attendees who we are attracting.  For 2017, SLO Wine 

Country proposes to offer an exclusive experience at Harvest on the Coast for those who stay in Avila Beach.  Included in 

this report are two proposed options for the enhanced experience: 

1.  On-site enhanced experience:  SLO Wine is working with Avila Beach Resort to review options for buildout of a VIP 

lounge inside the event.  SLO wine is reviewing options to expand our footprint onto the putting green/tented area and 

buildout a VIP lounge for winemakers to staff and limited to “Stay in Avila” purchasers only.  Attendees would show their 

key at the door and receive a special lanyard/wristband to enter the VIP lounge.    Visit Avila Beach would have the option 

to have a spokesperson at the tent to connect with travelers who stay in Avila.  Winemakers would be pouring 

magnums/library wines and new releases at the bar and would connect with Stay in Avila Beach attendees, offering them 

an elevated experience inside the event.  A second buildout option would be to expand the VIP booth toward ticketing 

area. This would not be the ideal location but could be an option if the putting green area is not available. 

2. Gifts for those staying in Avila:  At our last events meeting we discussed gift options for attendees as an elevated 

experience.  This concept is also a viable option for SLO Wine Country but would be on a limited basis.  This would also 

offer a partnership where logo would be engraved on the box along with SLO Wine Country.  Wines would be 

purchased/donated by members so cost would be just for boxes, which I have priced to be between $1500-$2500 

depending on quality of box.  This opportunity would be limited  to the first 100 “Stay in Avila” purchasers and would offer 

a high end touch and gift for those that stay in Avila.  Another option would be to leave gift boxes at hotels for staff to  

deliver to the guests rooms upon check-in.   

 
As part of your application submission, please include financials (revenue and expenditures).   Funds requested should 
not be used for overhead or maintenance.  
 
Keep in mind that a percentage of the requested event sponsorship funds need to be attributed to out-of-area marketing.  
A detailed marketing plan should be part of your application submission.  
 
Note if your organization has received funding in previous years, include the follow-up report as part of your application 
submission.  If funded, a Follow-up Report will need to be submitted 60 days following the conclusion of your event. 
 



 

Please acknowledge that the following will be provided by initialing each: 

__HAM____Visibility of lodging messaging: Accommodations/Places to Stay section on your website and Facebook 

page, with active links to lodging information on the local fund tourism site.  

 

__ HAM _____Inclusion in promotions: Tourism logo needs to be listed as a sponsor / partner on promotional materials 

including website and social media. Printed materials must also include the logo, and we ask that the tourism brand be 

publicly recognized as a sponsor at the event (when applicable). 

 

___ HAM _____Database acquisition: A mechanism must be implemented to gather email addresses from attendees, 

with the agreement that these emails will be shared for inclusion in the local fund email database.  

 

___ HAM _____Tickets for promotional purposes: Ticketed events are requested to provide 4 tickets to be used by the 

tourism board for promotional purposes.  

 

___ HAM _____Program ad: If the event includes a program, ad space is required.   

If you did not initial the sponsorship criteria above, please provide an explanation of why this criterion is unable to 
be met: 
 
Before signing the statement below, please confirm that each of the following is included within your submission: 
_____ Completed & signed Application 
_____ Financials  
_____ Marketing Plan       
_____ Prior year Follow-Up Report (if local fund monies have been provided in the past)       
_____ Submitting 120 days prior to event date, and 14 days prior to the LFA board meeting 
 
APPLICANT'S STATEMENT 

I have reviewed the foregoing application submitted by _________SLO Wine Country___________________________ 
proposing a contractual project to the San Luis Obispo County Tourism Business Improvement District (CBID). I 
understand that the contract which the CBID will enter into with the organization requires that the organization be 
responsible for any damage claims or other liabilities arising out of the performance of the contract. Applicant is able to 
provide proof of insurance to the CBID, with the CBID named as an additional insured on the policy for the project. 
Additionally, the applicant understands that he/she is entering into a contract with the CBID for a specific 
program/project and/or event and the CBID is not making a charitable gift to the applicant. I have reviewed this 
application on behalf of the organization named herein-above. I am informed and believe that the applicant and/or 
organization can and will carry out the program/project and/or event as described. 
 
I declare under penalty of perjury that the foregoing is true and correct. Executed at, 

____________________, California, on this _________ day of _______________, 20_____. 

 

By (Signature): ____________________________________________Print Name: ______Heather Muran__________ 

Title: ________Executive Director___________________________________________________________ 

             
            ____________________________________ 
Revised: May 1, 2017        Local Fund Chair   Date 
            ____________________________________ 
            Local Fund Co-Chair   Date 



 
 
 

Follow-up Report  
 

A final report must be received within 60 days of the conclusion of the event,  
and will be required if future funding is sought. 

 
 
Organization: ___SLO Wine Country ________________________________________   
 
 
Event: _________Harvest on the Coast________________________________    
 
 
The report must include the following:   
 
Overview:  A brief synopsis of the event or project.  Please include a statement describing 
activities/services/programs and how it met the goal to increase overnight stays.    
 
Visitor Data:  Include the number of participants overall, and the percentage of out-of-area attendees.  Please 
provide email addresses (Excel format) that will be imported into the existing tourism database.  
 
Brand Support:  Provide proof of the tourism logo usage in promotional materials, and how the “stay” message 
was integrated into the overall campaign.   
 
Marketing:  Please summarize the results of the marketing efforts by illustrating engagement, click-throughs and 
web page views.  
 
Financial Report:  A financial statement that details how the funds were expended.    

 

 
 



STATION MARKET Run Dates TOTAL COST MEDIUM MARKET TOTAL COST

KRUSH SLO/SM 10/9-11/3 500$            

Sponsor Buildout (on-
site buildout & Stay 
in Avila Promotion & 

Trolley) $3,000

KCBX SLO/SM 10/9-11/4 500$            
Enhanced 
Experience Option 1 $2,000

KSTT SLO/SM 10/9-11/5 500$            
Enhanced 
Experience Option 2 $2,000

Grape Encounters 
Radio SLO/SM 10/9-11/6 500$            

Printing costs 
(program/posters/ad 

placements)
Sponsor 
inclusion $1,000

Grape Encounters 
Radio

Nationally 
Syndicated 1,000$         $5,000

1,000$       

MEDIUM MARKET Run Date TOTAL COST

MEDIUM MARKET Run Dates TOTAL COST
with Enhanced 

Experience
markets--

Purchased Hotel $1,000

Mileage Plus National October
Included 

w/sposorship

KSBY SAN LUIS OBISP0 10/9-10/27 $3,000
Charity Auction 

Partnerships
Valley/Wineson

g July/Sept
SLO Wine 
Members
$1,000

$3,000
MEDIUM MARKET Run Date TOTAL COST

Vintages SLO SLO September $974
Vintages Fresno Fresno September $1,000

MEDIUM MARKET Run Dates TOTAL COST Edible SLO Fall Issue/SLO Septemeber $1,400
RADIO SLO COUNTY ALL STATIONS10/9-11/3 FREE 805 Living Sponsor Trade September $1,000

FACEBOOK

SO CAL AREA (LA 
AND OC BEACH 

CITES)TARGETING 
35-64, INCOME 9/11-10/13 3,500$         $1,000

GOOGLE AD 
WORDS

SO CAL AREA (LA 
AND OC BEACH 

CITES)TARGETING 
ADULTS 30+ 9/11-10/14 3,500$         ADDITIONAL SLO 

WINE 
SPEND/SOCIAL 

MEDIA ADS

DRIVE/FLIGHT 
MARKETS: LABAY 
AREA/CENTRAL 

VALLEY/PHOENIX/ 9/1-11/3 8,000.00$    
TOTAL TOURISM 

EXP 15,000$          
TOTAL ABTA: $7,000

 

SLO WINE COUNTRY--Harvest on the Coast

Sweepstakes Giveaway

Harvest on the Coast 11/3-11/5

RADIO

TOTAL

TOTAL ABTA:

TOTAL ABTA

TOTAL ABTA

Print

INTERNET ADVERTISING

TELEVISION ADVERTISING

Sponsorship Buildout

TOTAL ABTA



 1:25 PM
 02/06/17
 Accrual Basis

 San Luis Obispo Wine Country Association

 P&L - Years -   HC
 January 2012 through December 2016

Jan - Dec 12 Jan - Dec 13 Jan - Dec 14 Jan - Dec 15 Jan - Dec 16

Ordinary Income/Expense

Income

3000 · Income

3020 · Sponsorship 1,950.00 950.00 600.00 0.00 5,450.00

3021 · Grant Income 6,000.00 10,000.00 0.00 0.00

3025 · Auction Income

3025.1 · Live Auction Income 0.00 0.00 655.88 95,200.00 101,290.06

3025.2 · Silent Auction Income 0.00 0.00 0.00 4,965.00 0.00

3025 · Auction Income - Other 64,487.82 76,110.99 65,134.35 -480.00 0.00

Total 3025 · Auction Income 64,487.82 76,110.99 65,790.23 99,685.00 101,290.06

3030 · Raffle Sales 2,540.00 915.00 0.00 0.00 1,522.30

3035 · Merchandise Sales 0.00 762.79 446.50 614.88 648.00

3039 · Grant Ticket Discount -1,080.00 -1,080.00 -740.00 0.00 0.00

3040 · Ticket Sales 54,337.78 57,403.51 50,634.48 51,998.68 51,003.13

3044 · Parking Sales 0.00 0.00 923.98 990.00 415.00

3047 · TBID/CBID Annual Funding 0.00 0.00 10,000.00 15,000.00 15,000.00

Total 3000 · Income 128,235.60 145,062.29 127,655.19 168,288.56 175,328.49

3999 · Uncategorized Income 0.00 0.00 0.00 0.00 0.00

Total Income 128,235.60 145,062.29 127,655.19 168,288.56 175,328.49

Gross Profit 128,235.60 145,062.29 127,655.19 168,288.56 175,328.49

Expense

5000 · Expenses

5005 · Advertising 9,623.19 8,188.58 8,686.19 10,370.45 6,197.60

5006 · In Kind Advertising 0.00 0.00 0.00 0.00 0.00

5007 · Grant Expense 4,765.58 8,928.99 9,259.19 16,389.52 13,722.00

5007.1 · TBIDCBID Expenses 0.00 0.00 0.00 0.00 0.00

5008 · In Kind Grant Tickets 0.00 0.00 0.00 0.00 0.00

5015 · Auction Expense

5015.1 · Live Auction Expense 0.00 0.00 0.00 9,418.11 6,536.24

5015.2 · Silent Auction Expense 0.00 0.00 0.00 0.00 47.76

5015 · Auction Expense - Other 8,328.56 7,095.50 11,318.75 2,153.55 1,610.31

Total 5015 · Auction Expense 8,328.56 7,095.50 11,318.75 11,571.66 8,194.31

5016 · In Kind Auction Lot Expense 0.00

5020 · Auctioneer 2,000.00 2,500.00 2,500.00 2,500.00 2,500.00

5025 · Bank and Credit Card Fees 4,195.31 4,248.50 3,650.56 6,266.85 70.15

5030 · Brochure 0.00 0.00 0.00 1,440.00 0.00

5035 · Charitable Donations 0.00 0.00 0.00 0.00 0.00

5050 · Dinner Expense 5,459.93 4,659.85 5,560.25 7,644.00 6,479.31

5060 · Entertainment

5060.2 · Misc Entertainment 0.00 0.00 0.00 0.00 2,745.00

5060.1 · Meals - Bus & Travel 0.00 0.00 0.00 0.00 44.92

5060 · Entertainment - Other 1,300.00 1,575.00 1,620.00 3,360.00 0.00

Total 5060 · Entertainment 1,300.00 1,575.00 1,620.00 3,360.00 2,789.92

5065 · Event Coordinator 5,540.00 10,000.00 7,700.00 8,294.18 6,563.22

5075 · Food 1,464.73 2,343.60 2,659.72 2,485.00 2,567.00

5080 · Glasses 3,251.31 3,460.65 3,764.13 3,378.16 3,705.84

5085 · Graphic Design 3,663.50 3,606.80 0.00 7,524.80 0.00

5110 · License 145.00 125.00 125.00 125.00 125.00

5115 · Miscellaneous 0.00 0.00 0.00 420.00 0.00

5125 · Postage & Freight 1,179.44 23.65 16.90 68.69 94.00

5127 · PR Travel

5127.1 · PR Travel - Meal Expense 0.00 0.00 0.00 0.00 694.50

Total 5127 · PR Travel 0.00 0.00 0.00 0.00 694.50

5130 · Promotion 4,468.20 867.05 3,352.66 252.77 0.00

5148 · Raffle Expense 915.85 496.80 0.00 0.00 20.00

5155 · Rental Supplies 21,264.45 33,003.03 28,094.22 28,274.80 27,729.20

5160 · Sales Tax 0.00 0.00 0.00 167.12 261.19

5165 · Security 3,050.00 3,180.00 3,855.00 3,990.01 5,490.24

5175 · Signage 858.61 367.50 1,144.20 0.00 0.00

5180 · Supplies 2,983.21 5,910.13 5,240.89 10,962.97 11,314.95

5190 · T-Shirt Costs 743.74 438.26 270.33 0.00 0.00

5195 · Tickets/Programs 3,459.20 3,292.39 2,834.59 3,430.62 3,479.01

5205 · Travel/Mileage 1,613.55 1,376.30 1,838.40 662.60 778.14

5215 · Website 0.00 62.50 0.00 0.00 0.00
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 1:25 PM
 02/06/17
 Accrual Basis

 San Luis Obispo Wine Country Association

 P&L - Years -   HC
 January 2012 through December 2016

Jan - Dec 12 Jan - Dec 13 Jan - Dec 14 Jan - Dec 15 Jan - Dec 16

6009 · Depreciation 0.00 0.00 0.00 0.00 0.00

Total 5000 · Expenses 90,273.36 105,750.08 103,490.98 129,579.20 102,775.58

Total Expense 90,273.36 105,750.08 103,490.98 129,579.20 102,775.58

Net Ordinary Income 37,962.24 39,312.21 24,164.21 38,709.36 72,552.91

Other Income/Expense

Other Expense

2045 · Suspense Expenses 700.00 0.00 0.00 0.00 0.00

Total Other Expense 700.00 0.00 0.00 0.00 0.00

Net Other Income -700.00 0.00 0.00 0.00 0.00

Net Income 37,262.24 39,312.21 24,164.21 38,709.36 72,552.91
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2016 Harvest on the Coast Recap Weekend 

 
Friday Collaborative Winemaker Dinner 

● Sold out--price point at $120 was good. 

● Ocean Grill location was great, good feedback on food and ambiance of restaurant.  

● Next year we will give away magnums to the chef and GM/owners at the end of the 

event. 

 
2016 Harvest on the Coast Recap - Main Event 

74-degrees: 11:00am-4:00pm || 45 booths shared (6 wineries on their own): Avila Beach Resort 

1119 Tickets sold with an additional 160 vendors || $103,100 Live Auction || $42,000 for BBBS 

 
Advertising Overview and Promotions 

● Utilized Jon Hansen Advertising to implement advertising campaigns 

● Google Ad word campaigns were very effective (Reference Breakdown One-sheet) 

● Added traditional media (Radio/Print/TV) and social media for effective marketing mix 

● Additional ticket giveaway via Facebook got great engagement 

● Additional Sponsors: Aer Lingus, Sunset Honda, 805 Living, KSBY, The Manse on Marsh 

 

Social Media 

● See additional handouts with complete social media breakdown and CPM 

● Extremely effective and targeted medium with excellent engagement 

 

Traditional Media 

● Utilized Print/Radio/TV for following marketing efforts: 
○  Vintages Magazine (Distribution in Fresno/Bako) 
○  Edible Magazine--Full Page Ad 
○  805 Living--Full Page Ad (Sponsored) 
○  KSBY 
○  Fresno/Bako Radio 

 

Ticket Giveaway/Sponsor Benefits 

● Only 28 tickets discounted (down about 20 tickets from PY) 

● Higher cost of event=more affluent travelers who are not interested in discounts 

 

Public Relations: 

● Hosted 6 journalists over the event weekend. Coverage from the following: 

○  805 Living 
○  Entertainment Voice (LA) 

Wine Industry Advisor 
○  Santa Cruz Sentinal 



○  Modesto Bee / Merced Sun-Star 
○  Antelope Valley Press 
○  Santa Maria Times 

Modesto Bee / Merced Sun-Star 
○  Victorville Daily Press 
○  Santa Clarita Valley Signal 
○  The Wine Buzz 

SLO Tribune 
 

What Can We Improve on Next Year? 

 



CONTRACT RENEWAL & MARKETING PLAN
2017-2018

PREPARED FOR: Avila Beach Tourism Alliance  

PREPARED BY: TJA Advertising and Public Relations



The marketing effort is a multi-layered approach that will differentiate Avila Beach, build a sustainable brand message, and 
drive increased responses to the tourism website VisitAvilaBeach.com managed by TJA Advertising & Public Relations. 
The effort will increase overnight stays within Avila Beach and build an effective collaboration throughout the local 
and regional constituency of hospitality operators, area attractions, retailers and tourism partners. The brand marketing, 
website management and social media efforts will capture the imagination of visitors, stimulate incremental visitation, 
and add value to the economic and environmental well being of Avila Beach. 

The strategic marketing plan will be executed by TJA Advertising and the Avila Beach Tourism Alliance for a full year 
starting in July 2017 running through June 2018. TJA has also requested that this contract be a one year contract with 
a one year extension, based on Board approval in June 2018. The following proposal offers a result-oriented marketing 
communications program that will position Avila Beach as an enriching and relaxing retreat for visitors to learn, play, 
explore, stay, and return. 

INTRODUCTION 

& GOALS  

01



Build awareness and loyalty to the new 
branding of “Pick Your Perfect Paradise”

Continue to pursue all valuable co-op offers by the 
various marketing partners in the CBID, County and 
State of California

Enhance the website with the latest tools, 
while enhancing the mobile experience

Build and manage an effective 
and efficient targeted out of 
market advertising process that 
can be measured and tracked 
for success 

Generate incremental 
overnight stays, particularly 
during the off-season and 
mid-week

Maximize effectiveness and collaboration of strategic marketing partners:
CBID • County TMD • CCTC • State of California

Continue to insure all events sponsored by the Avila 
Tourism Alliance carries out the branding and style 
determined by the Board and TJA

Maximize effectiveness of all fulfillment tools 
(website, social media, digital advertising, 
print, collateral, public relations)

Create compelling creative for all 
marketing tactics and expand the 
use of high quality professional video  

Position the destination as 
a distinctive coastal and 
valley retreat

Increase awareness 
and usage of all local 
attractions and activities

Explore research 
opportunities to 
better define the 
current customer 
base

GOALS & OBJECTIVES 
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TARGET markets
03

TJA will prioritize marketing resources to engaging the audiences most inclined to visiting and staying in Avila Beach.

Travelers originating within core drive markets – Central Valley, Los Angeles, Orange County, Santa Barbara, Ventura, Monterey,  
Carmel, and Bay Area. 

International travelers & groups originating from Northern and Southern California.

Empty nesters - travelling mid-week and in the shoulder season.

Young working couples and singles - travelling in the shoulder season.

Families searching for value – travelling mid week in the summer and shoulder season.

Upscale wine, food and event attendees - visiting the county for multiple nights

Leisure traveler groups profiled for specific interests – fraternal, active, coastal activities, eco-tours, cultural, educational, environmental 
travel experiences, including interpretive programs and stewardship activities

Associations, meeting and event planners serving small and mid-size groups.

For capturing incremental overnight stays, the primary geographic target markets of people who can be directly 
engaged to stay in Avila Beach are primarily within a 3 to 5-hour drive-time radius, including Central Valley, 
Northern California and Southern California.  



Enhance the visibility and functionality of VisitAvilaBeach.com to connect 
more visitors to the Avila Beach message, assets, nearby attractions and 
lodging promotions. Optimization for searching lodging deals, wine tours, 
beaches, agri-tourism, weddings, outdoor adventures, cycling, family 
fun, activities and more.  Integrate the social media effort with frequent, 
enriching custom content and offerings that will shape the decision 
making of visitors.

Leveraging our relationships with Visit SLO County and Conference, the 
CBID, and other local organizations to increase the reach, impact and 
results of integrated tourism marketing outreach. 

Use a third-party endorsement of public relations to actively market the 
region’s beauty and pastoral settings, plus the abundance of events and 
outdoor activities in Avila Beach and Avila Valley.

Continue to promote and enhance the new branding message of “Pick 
Your Perfect Paradise” across all marketing platforms, advertising, social 
media, PR, and collateral materials.

Market local events as one component to attract regional and national 
travelers. Utilize event opportunities with contests and promotions that 
showcase the assets and increase mid-week and off-season demand.  

Destination branding will creatively showcase the unique assets to all audiences.  
To do so, the following programs and activities will be implemented:

MARKETING APPROACH
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The first priority is to maintain a high-quality visitor website to be used as 
the central fulfillment tool for all marketing, social media and PR efforts for 
the hospitality constituency. We have established VisitAvilaBeach.com as 
the official destination site to fully support the constituent lodging needs.  

Work with hospitality constituency to share content and linkages.

Add lodging listings as separate pages for SEO purposes.

Add lodging out-bound link tracking for referral reports.

Implement Google AdWords monitoring spending and producing 
click reports. 

Develop useful, complete and compelling content to engage visitors.

Track outbound lodging links to determine return on investment 
(ROI).

Interactive Strategy 

& TOOLKIT
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Recognize mobile users and address their interactive needs.

Completely manage and maintain the website on a daily 
basis. All tourism related events will be updated and posted; 
all activities, lodging properties, wine tours and tastings, 
culinary and other information must be kept current and 
complete at all times.

Linkage arrangements and shared footers will be set up with 
key area attractions and will help mutual search rankings 
and visibility.



Avila Beach offers tremendous appeal for the media covering family travel, wine travel, weddings, seasonal lifestyle, social, military, religious, 
fraternal group travel, agritourism, sports, pet-friendly, coastal and outdoor adventures as well as art, and historical and cultural activities. By 
securing feature coverage from regional, short lead print and online publications, broadcast media and influential travel blogs, Avila Beach will 
generate cost effective awareness while building image through the credibility of third-party endorsements. 

 MANAGE ALL CONTACTS WITH JOURNALISTS, EDITORS AND THEIR REPORTING STRUCTURE

Respond to all media  
inquires, target lists

Create journalist itineraries and 
manage hosting accommodations

Record and track media coverage  
in a comprehensive database

PUBLIC RELATIONS
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Thanks to an expanding online travel space, mobile marketing, social marketing, and corporate channels, travelers have more options for 
researching, planning and booking travel than ever before. They’re consuming vast quantities of photography and video as they shop for travel on 
multiple devices. Ninety-two percent of traveler’s trust opinions of people they know more than advertising – making social media more important 
in the marketing mix. These trends require Avila Beach and the constituency to engage visitors in ways they value.  

The social media efforts will use frequent, branded content throughout the most effective channels in order to:

 » Monitor social media dialogue blogs and related sites for content
 » Invite visitors to post their videos and photos sharing their 

experiences. Search social media channels for positive contributions 
that can be shared across our partners

 » Link, Follow, Like: for potential visitors, and representatives of 
tourism groups

 » Use of software to “translate” blog posts into e-Newsletter updates 
for partners and fans

 » Ongoing video promotion: showcase series of visitors featuring 
activities and events to promote lodging, dining, shopping, galleries, 
and businesses

 » Continuous wall postings and updates on events pages with event 
details and links

 » Engage Facebook visitors with questions, comments and suggestions
 » Semi-annual Facebook contests to encourage fan interaction 
 » Social media icons are added to all City print ads, brochures, 

newsletters, and emails
 » Monitor audience activity and conversations
 » Analyze Social Media Insights as a resource to improve fan 

interaction, engagements, and fan base. 

social MEDIA
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 » Enhance relationships with Avila’s fan base
 » Garner valuable feedback about the interests of guests
 » Build enthusiasm for the unique attributes of the area 
 » Reinforce PR and marketing campaigns
 » Promote Events
 » Support Lodging Promotions 
 » Increase natural SEO for VisitAvilaBeach.com
 » Social Channels:

Twitter
Facebook
TripAdvisor
Pinterest
Local Blog with integration into website
YouTube
Flickr

 » Research and update key conversations and participants in 
the social web.

 » Identify keywords in SEO campaign for social media optimization 
in press use, blog tagging, and news announcement 
optimization.



TJA will fully administer all aspects of tourism marketing and public relations tactics for Avila Beach 

MARKETING, WEBSITE UPDATING, PUBLIC RELATIONS AND SOCIAL MEDIA  
AGENCY RETAINER-ACCOUNT SERVICE, PUBLIC RELATIONS AND SOCIAL MEDIA
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 » TJA will completely manage and maintain the VisitAvilaBeach.com website on a daily basis. All events will be updated and posted; all activities, lodging 
properties, dining and other information will be kept current and complete at all times.   » » The agency will also prepare a monthly Google Analytics report that tracks visits to the site, top referring sites, area demographics, referrals to the lodging 
page and more. » » TJA will handle and administrate all social media activities for the Avila Beach destination and will post statuses weekly including creating events and 
managing polls and contests on the Visit Avila Beach Facebook, which TJA developed at no charge for Avila. Our goal is to grow the Visit Avila Beach 
Facebook in a similar fashion, as we have with Visit Pismo Beach, which now has almost 165,000 fans.  Our postings will encompass the entire Avila Beach 
destination, with emphasis on lodging, but also covering events, dining, activities, wine tasting, golf and more.  » » TJA will attend all monthly ABTA marketing meetings, all sub committee meetings which include website subcommittee, public relations subcommittee, and 
event subcommittee. TJA will attend all appropriate County meetings and be present to offer promotional support if needed for events taking place in Avila 
Beach. » » TJA will work directly with all of the lodging properties in Avila Beach to develop overnight packages for the shoulder season to bring in more overnight stays 
to the area. TJA will work with our local wine industry (San Luis Obispo Wine Country and Avila wineries & tasting rooms) and attend meetings to continue 
the branding efforts and the staging of events in Avila Beach as it relates to the wine and food industry. » » TJA will be the contact to assist travel writers who are coming to Avila to write an article. We will help coordinate their stay and assure that they have all 
the information needed to produce a positive story. We will also discern and qualify the media requesting comp or media rates to assure they have a worthy 
audience for Avila Beach. » » TJA will be active in promoting and performing media outreach for the promotion of events such as the seasonal Avila Beach Farmers Market, Catch of the 
Central Coast, Harvest on the Coast, Central Coast Wine Classic, concerts, golfing events, and more. » » TJA will work with the Administrator with tourism fulfillments for the ABTA, which includes answering email questions coming from VisitAvilaBeach.com. 
TJA will also notify appropriate businesses as it relates to requests for lodging information, dining, weddings, etc.  » » TJA will fully administer all aspects of work for the ABTA.

COST: $1,800 PER MONTH TOTAL FOR 2017-2018 

$2
1,

60
0



Well-planned events can help increase business and room occupancy for the city. While the city already has a strong list of quality events, the 
agency and partners will help promote events and consult on the creation of events showing the potential to draw out of market visitation.  

Here are some specific strategies, as it relates to events, we would employ.

Directly support events, which will result in more overnight 
stays and out of market media coverage.

Rather than simply supplying a dollar donation to an event, we 
believe it is much more effective to have the marketing firm 
place the ads with the approval of the board on behalf of the 
event or organization. This will ensure the dollars are spent 
wisely and support a lodging promotion centered on the event. 
We keep control of the dollars spent by Avila Beach Tourism 
Alliance and make sure it gets strong return on investment.

COST FOR 2017-2018 EVENT DEVELOPMENT, MARKETING AND COORDINATION

PROMOTIONS AND EVENTS
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Video will enhance the new branding theme of Pick Your Perfect Paradise it will be 
used on YouTube, Visit Avila website, Facebook and other social media channels  

Participation with our local destinations like San Luis Obispo County VCB, CCTC and 
the Highway 1 Discovery Route

COST

COST

HIGH QUALITY BRANDING VIDEO  
(PICK YOUR PERFECT PARADISE)

CO-OP PLACEMENTS: 
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To stretch Avila Beach’s advertising media budget, placements will focus on key tourism organization’s guides and websites. In addition, targeted 
media co-op opportunities with San Luis Obispo County VCB, SLO CBID and other partners will offer increased exposure at reduced costs. And, 
to react quickly to the most opportunistic media price offerings, an advertising contingency fund should be established for the Agency. 



We recommend advertising on targeted travel websites using pay per click, geographical and behavioral targeting through Google, 
Facebook and YouTube. To maximize effectiveness of online advertising, we will create compelling online offers and calls to action. 

As one of only 26 Google AdWords Premier SMB Partners, Adtaxi is recognized for expertise, execution, and customer support 
and ranks number 1 among our PSP Peer set.

High Attention: Email Marketing is delivered straight to users’ inboxes to capture their full attention.

Measurable Results: Adtaxi provides clients with actionable results on users who received and opened email advertising, 
allowing advertisers to re-market to the users to reinforce messaging.

Compliant: Adtaxi believes in 100% permission-based marketing and is compliant with the CAN-SPAM Act of 2003, utilizing a 
database of double opt-in email addresses.

Placement: Behavioral Targeting, GEO Targeting, Retargeting and Native Content

INTERNET ADVERTISING

BAY AREA NEWS GROUP
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Description:

Story Studio team will create and develop a unique story about Avila Beach. The completed story will appear on www.sfgate.com 
and will publish on a specified date & section within the San Francisco Chronicle Newspaper. The Story Studio will place the new 
Avila Beach logo very prominently inside the content, along with videos, images, and slideshows taken directly from the new website:

• Each Story Studio will receive 1M traffic driving ad units taking our readers/audience to the Story Studio itself.  These ad units 
will feature the new Visit Avila Beach logo.

• These traffic driving ad units are placed on the Home Page and all section fronts for the full campaign period.

• At no additional charge geo-target ad units to specific zip codes in the Bay Area/San Jose area is included.

• Type of Advertisement: Promoted Video Ads. YouTube promoted video ads can show up on search, browse, watch, or homepages 
and are served via Google AdWords. All Promoted Video campaigns are based through a cost-per-click (CPC) model, which we will 
set up a daily budget for.

• A defined set of keywords will be used to place our videos on relevant content across search, browse, and watch pages based on 
specific and defined keywords.

• Videos will include a “call-to-action overlay” on the campaign which will link to VisitAvilaBeach.com. The overlay appears at the 
10-second mark and remains for 15 seconds. Example of an overlay: “Book your stay in Avila Beach today at VisitAvilaBeach.com!”

SF GATE:  STORY STUDIO

YOUTUBE ADVERTISEMENTS
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• More than 1.4 billion people use Facebook to connect with what matters to them, and more than 900 million visit every day. When we run 
a Facebook Ad, we are able to choose the audiences that by location, age, interests and more. With Facebook Ads, we are in control of 
the type of people we want to reach and deliver Avila Beach ads to. This makes our ads more relevant for the people who see them and 
brings you real results. 

• As we manage social media activity and experiment with different strategies and promotions, we’ll be able to see which tactics work. 
For example, what types of posts are generating the most engagement? Or which Facebook campaign has the most buzz? Analytics and 
metrics are core to developing an understanding of which activities and advertisements are driving your business forward best.

EXAMPLES OF TYPES OF ADS: 

Instagram advertising (placed through Facebook)

Avila Beach area events – placing ads and promoted posts for our main events  
that we sponsor such as the Harvest on the Coast, SLO GanFondo, etc.  

Promoted posts to generate buzz and build page engagement 

Lodging links/URLs to promote overnight stays

Video Ads on Facebook (repurposing YouTube videos for these placements)

Promotion of the Avila Beach Travel Blog to further build traffic and SEO

Cost breakdown (running in the shoulder season only not running July, August and September)

     FACEBOOK: nine months @ $2500 per month totaling $22,500    YOUTUBE: nine months @ $2500 per month totaling $22,500

FACEBOOK ADVERTISEMENTS
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INTRODUCTION
In a world with billions of active email addresses, it’s no secret that many consumers prefer digital communication. Sometimes we 
check our inboxes on a smartphone or tablet, and other times we use a desktop or laptop. But no matter which way you like to read, 
it’s all about the content.

Simply put, email marketing offers one of the greatest opportunities to individualize the reader experience and maximize the opportunity 
for conversion. Personalized copy thanks to mail distribution services that permit the inclusion of customer names, built with hefty 
research and purchasing data, and delivered in a relatively distraction-free environment allows us to build a connection with users.

CONTENT CREATION
There are several things to keep in mind when creating email marketing content. We have found it most effective to communicate 
through short, snappy, & memorable content. We’ll produce clean and concise copy that will draw readers in and give them just what 
they need to take the next step and follow the links.

SCHEDULE & FREQUENCY
Based on Avila Beach’s needs, we recommend sending out 1 e-newsletter per month. We will schedule everything to be sent at 
previously agreed upon times so you’re never caught off-guard when something is dispatched.

MAILCHIMP
We will use the Mailchimp platform to manage and create 
e-newsletters. Avila Beach has acquired over 11,000 e-mail 
subscribers from past promotions. We will upload these e-mails into 
the e-mail hosting platform and create targeted messages to reach & 
engage them- straight to their inbox. 

FEES: MAILCHIMP E-MAIL CREATION, 
MANAGEMENT & HOSTING                                                    

E-NEWSLETTER: EMAIL MARKETING
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GRAND TOTAL

SUMMARY OF CONTRACT COSTS WITH TJA
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$195,500

$21,600

$20,000

$10,000

$50,000

$15,000

$22,500

$22,500

$4,000

$20,000

$4,200

$5,700

AGENCY MONTHLY MARKETING RETAINER 

BRANDING VIDEO 

EVENT DEVELOPMENT

DIGITAL ADVERTISING

CO-OP PLACEMENTS

FACEBOOK

YOUTUBE ADVERTISING

ARTWORK AND DESIGN

CONTINGENCY BUDGET FOR 2017-2018

E-NEWSLETTER

AVILA BEACH TRAVEL BLOG
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Draft Until Approved 
Avila Beach Tourism Alliance 

Board Meeting Minutes 
  

June 14, 2017 – Sycamore Mineral Springs Resort Conference Room, Avila Beach 
 
Board Members Present:     Others Present: 
Charles Crellin, Sycamore Mineral Springs Resort  Stephanie Rowe, ABTA admin 
Kalie Howard, Avila Lighthouse Suites    Kaci Knighton, TJA Advertising 
Christopher King, Avila Village Inn    Rick Turton, TJA Advertising 
        Heather Muran, SLO Wine Country Association 
Absent:  None       Pam Roberts, Visit SLO CAL   
        Michael Wambolt, Visit SLO CAL 
         
CBID:  Absent 
              
 

1. Call to Order: by board chair Charles Crellin at 10:04 am 
 

2. Public Comment: None 

3. Consent Items:  The May 10, 2017 minutes were approved for review and approval.  A motion was made 
by Kalie Howard and seconded by Chris King.  With no further discussion, the May 10th minutes were 
approved by a unanimous voice vote of the local Advisory Board.  
  

4. CBID and Financials Update:  Cheryl Cuming was not in attendance. Rick Turton gave an update on the 
website stats in the past month: 

a. There has been a 42% increase in website sessions YTD and 36% increase in unique visitors. 
b. Avila Beach had 726 page views and 67 lodging page views. 
c. TOT for Avila was down 18.4%. Everyone was down due to the rain. 
d. During the Rural Road Trip promotion, Avila had 6,900 video views/5,200 FB clicks/280k FB 

impressions/3,770 new subscribers. 
 

5. Budget Update:  Stephanie Rowe confirmed that collections in April totaled $10,416.22.  Available funds 
(including the 2015-2016 carry-forward) total $132,773.20 and funds after approved applications and 
anticipated expenses removed are $29,334.78. The projected unused TJA funds for the current contract 
are $39,048.53. Total after projected unused TJA funds returned to budget is $68,383.31.  
 

6. Committee Reports:                                          
a. Stewardship Travel Program – Christopher King and Katie Sturtevant: Chris noted that the 

stewardship tote bags originally chosen were out of stock so another thinner bag was chosen. 
When the order was submitted, the thinner bags were deemed out of stock. Therefore, the 
original thicker bags could be re-ordered with 50% of the additional cost waived. Overall, the cost 
of the bags would still be over $1,000 less than the original quote approved by the board. 
Stephanie Rowe confirmed with Charles that the additional cost of $608 was fine and to proceed 
with the order.  

 
b. TJA Activity Report/Website Analytics Update – John Sorgenfrei, Kaci Knighton, Rick Turton: 

Kaci gave an update on social media in the last month. Facebook fans are over 73,000.  She 
showed the top posts and videos that received the most Facebook engagements with “Orcas in 
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Avila Beach” and “Mummy, Daddy and Me” being very popular. She showed the top Instagram 
posts. The Instagram video ads had over 44,000 views; the Facebook Canvas ads had over 19,000 
clicks and she gave a reminder that Instagram Website ads have been terminated.  The travel blog 
was repurposed from the “Our California Family Road Trip” and “Orcas in Avila Beach”.  YouTube 
lifetime video views are at over 268,000. 
 
Rick noted that there were over 13,500 visitor sessions in May for a 13% gain year-over-year.  
Over 2,700 were referred from Facebook. The highest pages viewed on mobile devices are lodging 
and hotel pages.  He noted that he tracks 18 key words and Avila has 12 of the key words. Chris 
King asked if our website was https certified. Rick noted that there didn’t seem to be a need at 
this time.  Charles Crellin noted that we should stay in front of it. 

 
7. Action/Discussion Items: 

a. Michael Wambolt, Visit SLO CAL Group Opportunities:  Michael gave an update of group 
opportunities with Visit SLO CAL. He gave an overview on their participation at IPW in Washington 
DC June 6-8; their travel trade and PR missions to UK, Ireland and China. They also hosted a FAM 
trip for partners in the UK. Michael noted that there was upcoming co-op space and the Board 
agreed that they were interested in FAM tours. The Highway 1 Road Closure Detour flyer and 
latest brochures were also passed around. 

b. Heather Muran, 2017 Harvest on the Coast Fund Application Consideration: Heather reviewed 
the revised fund application for requested funds of $15,000 from $18,000 for the following: 
Regional Targeted Marketing Campaign ($9,000) and Exclusive Partnership ($6,000). The Exclusive 
Partnership, in past years, focused on offering a $20 discount to attendees who stayed in Avila 
Beach. Heather noted that, in the last couple of years, the offer was not providing a real value to 
attendees. For 2017, she is proposing they offer an exclusive experience for those staying in Avila 
Beach. The two proposed options are: 1) VIP Lounge buildout inside the event for winemakers 
and staff pouring exclusive wines and limited to “Stay in Avila” purchasers only. 2) High end 
engraved wine boxes with wine for those staying in Avila. Chris King commented that people 
value experience over stuff.  Charles noted that he would like all the marketing material to 
promote stays in Avila. Chris asked if an Avila restaurant could also be located in the VIP Lounge.  
The Board reviewed the marketing plan. Kalie Howard noted that they are looking closely at all 
event sponsorships and would like to see a decrease in funds requested in subsequent years. 
Chris wondered if the Facebook and Google Ad Words could be reduced next year or potentially 
have TJA place the ads in order to reduce the cost.  

A motion was made by Charles Crellin, and seconded by Chris King, to approve $15,000 to 
sponsor the Harvest on the Coast Celebration, November 3-5, 2017 with the Enhanced 
Experience Option 1 VIP Lounge promotion for stays in Avila Beach.  With no further discussion, 
the event funding was approved by a unanimous voice vote of the local Advisory Board. 

c. Review TJA 2016-2017 Marketing Recap / 2017-2018 Marketing Plan Renewal Proposal: Kaci 
Knighton showed the draft of the first e-newsletter scheduled to start in July. Then she gave an 
overview of the 2016-2017 Marketing Recap. Fans are at 77,000 which is good growth over the 
year which started with just under 60,000. She showed the top posts. Instagram has grown to 
12,000 followers and YouTube showed good growth also. Other advertising elements included 
SFGate, Bay Area News Group, Buzzfeed  and branding development and design.  

Kaci gave an overview of the Bay Area News Group Report for the campaign. Kaci noted that the 
first report sent was inaccurate and she received a second report. Rick noted that they have 
concerns about the data.  So either the data is inaccurate or the campaign was not successful.  
Charles noted that he would like TJA to report if something is not successful. Kaci noted that she is 



3 

 

working with the Bay Area News Group and has put them on notice for accurate data. If not, they 
will not be recommending them to their clients. Rick noted that the data showed a small number 
of contest entries but when he checked there were 700 new emails.  Kalie recommended having a 
quarterly marketing meeting to delve into questions. 

Kaci gave an over of the 2017-2018 contract proposal for an annual cost of $195,500 up from a 
cost of $169,600 last year. Charles noted that the board had approved a 40% overall marketing 
budget allocation. Stephanie Rowe reminded the Board about the approved overall budget 
allocations: 40% for marketing, 30% for event sponsorships, 10% for admin and 20% for 
contingency. Charles asked Kaci to go back to John Sorgenfrei and reduce the budget proposal to 
around $140,000. The Board discussed approving a not to exceed amount for three months in 
order to keep things going while having the time to reach an acceptable budget. 

A motion was made by Charles Crellin, and seconded by Chris King, to approve a not to exceed 
amount of $20,000 for the proposed TJA Marketing Plan for a 3-month period, July 1, 2017 - 
September 30, 2017 contingent upon reaching an acceptable marketing plan budget.  With no 
further discussion, the 3-month marketing funding was approved by unanimous voice vote of 
the local Advisory Board.   

d. Discuss Potential Dates for 2018 SLO Ultra: The Board discussed if there were slow dates in 
August to move the SLO Ultra.  They agreed that there were slow days during the weekday but 
not necessarily on the weekends so it would be difficult to move the event to August. 

e. TJA Advertising Projects: None 
 

8. Future Agenda Items/New Business: 
a. Samantha Pruitt, SLO Ultra and GranFondo Marketing Update 
b. Katie Sturtevant, Stewardship Travel Program Recap and Upcoming Plans 
c. Review Revised 2017-2018 TJA Contract Proposal 
d. Review Fiscal Year 2017-2018 Budget Proposal 
e. Discuss 2017 Harvest on the Coast Booth/Giveaway Consideration  
f. 2017 SLO Ultra and GranFondo Post Reports (after Oct) 
g. 2017 Bubblyfest Post Report (after Oct) 
h. 2017 Harvest on the Coast Post Report (after Nov) 

9. Closing Comments:  None 
 

10. Next ABTA Local Fund Advisory Board Meetings:  
Dates:  July 17, 2017     AND    July 19, 2017   
Time:  12:00 – 2:00 pm           10:00 am – 12:00 pm 
Location: Sycamore Mineral Springs Resort Boardroom 

11. Adjournment:  The meeting was adjourned at 12:34 pm.  



 
 

Social Media Proposal 
  

1. Introduction 

Welcome to TJA Advertising 

At TJA Advertising, we bring a wealth of experience in digital marketing, graphic design, and 

social media to our clients. For more than 32 years, TJA has been on the leading edge of 

advertising and public relations in San Luis Obispo County.  Today, we are one of the longest 

established full service advertising agencies on the Central Coast. 

TJA has the background, knowledge and proven successful experience to perform the duties 

outlined in your RFP. We have managed a wide variety of Social Media channels for our 

tourism related clients and we maintain them on a daily basis; several examples are listed 

below: 

Visit Pismo Beach for the CVB and LBID of Pismo Beach 
Visit Avila Beach for the Avila Beach BID 
Highway 1 Discovery Route for SLO Country BID 
 
Social Media marketing presents unlimited opportunities to target and attract overnight 

guests from every segment of your target markets. TJA will develop an online strategy for 

the ONTB Tourism Board that will reinforce the brand image and provide incentives for 

travel to the area. We have demonstrated in the past while working with ONTB results in 

growing your social media reach and developing measurable results.   

Our Value 

We focus on clearly defining the goals and activities, which will get measurable results for 

you. Whether it’s a marketing campaign or a social media strategy, we know that we have 

to help you achieve your business goals. 

Social Media marketing presents unlimited opportunities to target and attract overnight 

guests from every segment of your target markets. TJA will develop an online strategy for 

the ONTB that will reinforce the brand image and provide incentives for travel to the area. 

https://www.facebook.com/PismoBeachIsClassicCalifornia/?fref=ts
https://www.facebook.com/avilabeachca/?fref=ts
https://www.facebook.com/WineCoastCountry/?fref=ts


We have demonstrated in the past while working with ONTB results in growing your social 

media reach and developing measurable results.   

1. Goals 

Our ultimate goal is to achieve results from Social Media activities. However, in order to 

achieve these goals, we’ll make sure that our activities are efficient and focused on specific 

goals. Provide professional social media guidance, new tactics, monthly stat reporting, and 

full execution of both social media marketing and management. We will offer a strong social 

media effort to complement and enhance the website for superior SEO and ultimately 

attract tourists to California’s Central Coast.  

 

 

a. Save time/be efficient 

Social media management can 

consume a huge amount of time, 

and people can get easily 

distracted by ‘feel good’ 

engagement, which doesn’t really 

drive business. Our team will use 

best practices and tools to make 

sure no time is wasted. Tools we 

use help us to quickly create and 

curate content and schedule it to 

make sure our social networks 

are filled with compelling posts.  

 

Business Goals Social Media Goals Social Media Activities 
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Awareness 

Grow following 

Campaigns 

Content 

Boost engagement 
Monitor and engage 

 

Decision Win sales 
Promote sales 

(Overnight stays) 

Retention Brand development 

Monitor for support 
issues 

Nurture relationships 
with customers 



b. Gain visibility into key business metrics 

As we manage social media activity and experiment with different strategies and 

promotions, we’ll be able to see which tactics work. For example, what types of posts are 

generating the most engagement?  Or which Facebook giveaway campaign has the most 

entries? Analytics and metrics are core to developing an understanding of which activities 

are driving your business forward best. 

c. Specific Social Media Goals 

While these are not the only social media goals, here are ones that we commonly target 

during engagements. 

i. Grow social following and fan base 

Growing a following and fan base will help 
increase the reach for social media 
activities. It will increase the potential for 
‘virality’ to occur on popular posts, thus 
exponentially increases the audience for 
our messages.  

 We will create posts, marketing call-to-actions, and other 
ways to encourage fans to follow and like you. 

ii. Increase engagement 

A high quality, targeted fan base will be open to engage with you, but finding the 
right types of posts and carefully planning an appropriate mix of promotional 
versus informative posts will critical to increasing engagement. 

 We will create and curate content which is engaging to 
your fans and ask them to engage 

iii. Convert fans into leads 

Sometimes fans aren’t ready to book travel plans just yet, but moving them 
along in your sales funnel is our goal. Encouraging fans to register for updates, e-
newsletter (CBID), or events can grow your leads and increase your options for 
contacting them later. 

iv. Get sales 

Converting a social fan to buying customer is your ultimate goal, and all of our 
activities are designed to move customers down that path. Special promotions 
on social media can lead to immediate bookings. 

 We will promote sales, discounts, special offers that lead to 
purchases, and where possible, track sales resulting from 
social activities. 



2. Activities 

We are proposing the following types of activities for our engagement. However, we 
understand that your social marketing needs are fluid and these activities will also need to 
be adjusted periodically. There may be times when a high level of monitoring and 
engagement are needed, for example around a major campaign. Or during content creation 
and curation times there may be more activity in creating and scheduling posts. 

3. Posting / Content creation / Curation 

We will create and curate content for posting to your social media profiles, making sure that 
you stay in front of your fans and followers. We will determine the types (categories) of 
posts such as company promotional, educational, informative, and humor, as well as the 
schedule and frequency of posts for each social network. Posts are easily created and can 
be posted immediately or scheduled for a future day/time, across multiple social profiles. 
While organic traffic is key for social media, we will also want to produce paid advertising. 
Since only 20% of brands are not advertising on social media, we need to compete with the 
80% who are. 

a. Content Curation of Blogs, Relative Sites 

We will review relevant websites and blogs to see if there 
are articles of interest to your fan base. Posting these 
serves to develop a positive image for you and causes fans 
to pay more attention to your posts than others. This will 
enhance our productivity and increase the number of posts 
we can create.  

4. Monitoring & Engagement 

Social monitoring of all profiles is a critical activity because fans require fast response to 
questions, comments, and complaints. Using our social media monitoring tool(s), we will 
monitor all social profiles for engagement and respond appropriately. Engagement activities 
could include Reply, Comment, Follow, Like and other social actions. These are 
accomplished quickly and efficiently by our team. 

5. Promotions - Social Campaigns 

We are excited to propose 
the management of social 
media Campaigns which 
tie into your marketing 
initiatives and fit your 
goals. An integrated social 
media campaign is more 
than just posting 
promotions for a sale, 
giveaway, or contest you 
wish to run.  



  

After discussing your upcoming promotions or ideas for campaigns, we can quickly create 
and schedule social campaigns to augment your marketing promotions or to run standalone 
on your social networks. We’ll agree on a goal such as the number of entries, reach, or clicks 
on your posted links, then get going. Our team will take care of keeping the drumbeat going 
by scheduling a series of posts, and if there are entries to be collected and winners to be 
announced we’ll take care of that too. We can also run these ads to re-target your e-mail 
subscribers that have been generated from H1DR.  

We will also monitor and measure the campaign metrics as it progresses. A campaign can 
be run for as short as a day, or as long as six months. We’re uniquely able to provide 
summarized - campaign level analytics for the social activities in the campaign.  Campaigns 
results can be compared to each other so the best offers, giveaways, or contests can be 
replicated. 

 

6. MailChimp 

Almost 3,000 e-mail subscribers were generated from your Rural Road Trip promotion with 
the Highway 1 Discovery Route. We can upload these e-mails into an e-mail hosting 
platform and create targeted messages to reach & engage them- straight to their inbox.  

7. Analytics & Reporting 

It’s important that we be able to measure the results of our efforts. By following along our 
monthly summaries, you can be confident that we strive for results, not just activities. 

a. Monthly Analytics 

Our team regularly reviews our dashboards for monitoring metrics such as fan base 
growth, demographics, post reach, and engagement (clicks, likes, comments etc.). If 
we notice anything unusual, we collaborate to find solutions, and make adjustments 
accordingly.  

b. Report creation 

We will create a summary report for you about our activities and results for the period. 
Content of the report can be customized depending upon the objectives and any specific 
campaigns or focus for the time period. 



Below is a sample of potential report charts from the Dashboard, which could be included in 
your report. 

 

8. Summary 

TJA Advertising is uniquely positioned to provide you with the social media management 
services and results you need to help grow your business or achieve your goals. We hope 
that you have gotten a detailed view into how we manage the social media for our clients, 
and have the confidence you need to select TJA Advertising for this engagement. 

9. Fees 

Activities  Rate 

Posting / Content Creation / Curation  $ 95/Hr 

Monitoring & Engagement  $ 95/Hr 

Analytics & Reporting  $ 95/Hr 

MailChimp e-mail creation, management & hosting  $250/Month 

Advertising Budget for Promotions (Re-targeting 
e-news subscribers) 

 $1,000/Month 
shoulder season 

**Extensive campaigns for social media would be quoted and 
approved in advance.  Hourly charges are not to exceed 
approved budget amounts for each category without ONTB 
Board approval. 

 

 

 

Monthly Retainer $950 (10 hours per month @ $95 per hour) 1 year total: $11,400 

MailChimp total: $3,000 

Advertising 4-month (October-January) total: $4,000 

TOTAL for all sections: $18,400 
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Scope of Services 

Oceano / Nipomo Tourism Board 

Administrative Assistant 

 

 

Stephanie Rowe agrees to provide administrative services to the Oceano / Nipomo Local Fund 

Advisory Board (hereinafter “Advisory Board”) through this Scope of Services.  Services include, 

but are not limited to: 

 

 Advisory Board Meetings: 

o Confirm time and location of meetings 

o Send notices to all board members 

o Send to Chair to post for public notice 

o Attend all Advisory Board meetings 

o Take the minutes, type for review and approval 

o Set up agenda, as directed by the chair or co-chairs 

 

 Financials: 

o Maintain, update and reconcile local fund budget 

o Obtain approval for and track invoices and expenses 

 

 Liaison between Advisory Board and the surrounding Communities: 

o Handle queries from the community, forwarding to the appropriate person 

o Assist in advertising the mission/vision of the Advisory Board 

o Assist in educating the community on current activities 

 

 Fund Application and/or Grant Requests: 

o Accept application requests from interested parties 

o Distribute request forms as needed 

o Review incoming forms prior to providing to appropriate Committee 

o Assist Committee to determine if application should go to Advisory Board 

o Keep records of the progress of grant requests  

o Keep applicant informed during the process 

o Compile a summarized report each month on the grant requests 

 

 As directed assist with the execution of the Marketing Plan 

 Create, maintain and monitor marketing expense tracking budget  

 As directed represent the ONTB and its members by attending events and 

marketing functions 

 Assist in promoting Stewardship Travel Program activities 

 Monitor website to provide updates/changes with current businesses, events, 

changes, etc. 

 Develop relationship with constituents and maintain an accurate member inventory 

and distribution list for communications  
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The Administrative Assistant will be compensated at the rate of $30 per hour for the above 

services for up to a maximum of 23 hours per month for a total annual amount of $8,280.  The 

Advisory Board can approve additional hours if needed. Approved office expenses and mileage 

reimbursement at the County approved rate will also be provided.  Cell phone expenses will be the 

responsibility of the Administrative Assistant.  The Administrative Assistant agrees to bill the 

County, on behalf of the County BID and the local fund, on a monthly basis, detailing the hours 

and services provided.  This Scope of Services is effective as of July 1, 2017 and will continue for 

twenty-four (24) months ending on June 30, 2019 or as long as the Advisory Board requires the 

services of the Administrative Assistant, providing the Administrative Assistant and the Advisory 

Board agrees with a continuance of services.  Either party may terminate this contract with a 30-

day written notice. 

 

 

Administrative Assistant: Oceano / Nipomo Local Fund Advisory Board 

Chair: 
 

_______________________________________             _________________________________________ 

Signature          Date            Signature    Date 
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