
 
 

Unincorporated San Luis Obispo County 

Tourism Business Improvement District Advisory Board (CBID) 

 

Agenda 

Wednesday, March 22, 2017, 12:30pm – 1pm and 1pm – 2:30pm 

Cambria Pines Lodge 

 

Call to Order 

  

Public Comment (limited to 3 minutes per speaker) 

 

Administrative Items  

  Roll Call  

  Chairperson Report  

A-1  Consent Agenda – Minutes  

A-2, A-3, A-4, A-5  Financials, Admin Report, Mktg Committee Report, and Partner Updates 

 o Highway 1 closure: partnership progress and H1DR next steps  

  Annual Renewal: ROI consent 4/18; Year End report 5/5; ROF hearing 

5/23 

  Upcoming Events/deadlines 

 o Board Meetings: May 24 and June 28 

 o BIG funding deadline 3/27 

 o Form 700 due 4/3 

 o SLO CAL Tourism Exchange 5/11 

 

Action Items (each topic will allow for Board Discussion, followed by Public Comment) 

B-1  Response to Cambrian Opinion Letter 

B-2  Local Funding Applications 

 o Avila Beach: Race SLO sponsorships: GrandFondo and Ultra 

 o Avila Beach: BubblyFest sponsorship 

 o Cambria: American Legion July 4th Fireworks 

 o Cambria: Scarecrow Festival 

 

*  *  *  *  *  * 

Presentation and Feedback (1pm - 2:30pm): 

Matthew Landkamer: Coraggio Group 

2020 ~ Bringing the Unincorporated CBID’s Strategic Approach into Focus 

*  *  *  *  *  * 

 

Future Agenda Items 

  Support of areas effected by Highway 1 closure (April) 

  2017 2018 organizational and marketing priorities and deliverables 

discussion (April) 

  BlendFest Recap (April or May) 

  Board Succession 

  Decreasing Duplication of Effort: SLO CAL Plan presentation 

 

Closing Comments 

 

Adjournment
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San Luis Obispo County 
Tourism Business Improvement District Advisory Board 

(CBID) 
 

Board Meeting Minutes 
 

February 22, 2017 
 

12:00 p.m. 
 

Apple Farm ~ Garden Room 
2015 Monterey Street 

San Luis Obispo, CA  93401 
 

DRAFT UNTIL APPROVED 

 

SLO CBID Members Present:   
Board: Laila Kollmann, Lori Keller, Matt Masia, Shirley Lyon, John King, Mike Hanchett  
County Liaison: Nikki Schmidt; CAO: Cheryl Cuming 
Absent: Bram Winter (excused) 
Guests: John Sorgenfrei, Bill Stansfield, Kaci Knighton, Michelle Wright (CMT); Chuck 
Davison, Brooke Burnham, Sarah Taylor Maggelet (SLO CAL); AJ Fudge 
 

Call to Order  
 

by Chair Laila Kollmann at 12:08 p.m. 
 

Public Comment 
 

Chuck Davison, SLO CAL, introduced Brooke Burnham to the board and discussed the 
formal closure of Highway 1 and resulting implementation of the crisis communication plan; 
he is pursuing a call with VisitCA and tri-counties businesses at risk. He will connect with 

VisitCA at Outlook Forum and will activate crisis communications plan with Black Diamond 
for international business. CAO Cuming noted that the CBID will partner with SLO CAL on 

this effort to provide information, tools and guidance to navigate through the potential 
long-term closure.  
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AJ Fudge introduced herself and reviewed the details of her event, Central Coast Art & 
Music Festival, which is seeking local funding. 
 

Administrative Items 
 

● Roll Call 
 

Laila Kollmann, John King, Mike Hanchett, Shirley Lyon, Lori Keller and Matt Masia present. 
Bram Winter is absent.  
 

● Chairperson Report 
 

Laila announced that Lori Keller has been promoted to CEO of Martin Resorts Management, 
and thanked everyone for their involvement with the Coraggio Group interviews. The 

presentation will be on March 22.  
 

● Consent Agenda 
 

A motion was made by Mike Hanchett, seconded by John King, to approve the January 27 

minutes. With no further discussion, these minutes were approved by a voice vote of the 
Advisory Board. Lori Keller abstained. 
 

● Financials 
 

CAO Cuming reviewed the reconciliation report and an overview of financials with $148,618 
in contingency. She noted that the CBID is on pace to exceed assessment collections. 
 

● Administrator’s Report and Partner Update  
 

Sarah Maggelet is the unincorporated board member for SLO CAL board. She shared her 

background and said she wants to help keep CBID connected to SLO CAL board. She has 
licensed vacation rentals in Templeton and Cayucos, and emphasized the importance of 

proper licensing. Sarah touched on the highlights from the SLO CAL board minutes. 
 

● Upcoming Events 
 

Next board meetings will be March 22 and April 26.  

Avila constituent mixer is 2/23 and Outlook Conference is 2/26 and 2/27. 
BIG funding deadline is March 27. 
 

Business/Presentations - none 

 

Discussion Items 
 

● Strategy/Topic Discussion – none 
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● Core Marketing Team & Stewardship Program 
 

John Sorgenfrei discussed organizational enhancements plans to have Kaci lead day-to-day 
activities and how CMT will move forward to service account through contract term. He 

addressed that the delay of the RFP resulted in renewed respect between the two firms to 
service the organization. CAO acknowledged Mark’s contribution over the last 4+ years and 

looks forward to continued progress.  
 

John Sorgenfrei reviewed the PowerPoint and Michelle shared details of the KTLA getaway 
contest. The Roam campaign progress was reviewed, including a +90% year over year 

increase in sessions, +180% in social engagement and +300% increase in email clicks. 
Kaci reviewed the social media achievements, including 76,000+ Facebook fans. CAO 

Cuming noted a monthly increase in January of 11,000 Facebook fans and 243,000 video 
views.  
 

John Sorgenfrei emphasized messaging around the Best of Highway 1 and CAO Cuming 
noted that we must add accessibility/route messaging and focus on what is open and not 

what isn’t open. Bill Stansfield noted that they will work closely with SLO CAL on messaging 
around Highway 1. John Sorgenfrei also touched on CD&S and Whale Trail FAM.  For the 

2017 Road Trips/VisitCA/Sunset opportunity CAO Cuming confirmed that the funding is on 
the agenda. Laila asked for clarity around ad space location.  
 

John Sorgenfrei also talked about co-op through SLO CAL for May issue in Alaska Airlines 
publication, Horizon. He confirmed that CBID is in the March issue already and the full-page 

rate in May is $6,000 for an advertorial format. SLO CAL is spending $300,000 in the 
Seattle market overall. The magazine targets 600,000 people during its monthly 
circulation. Noting that available co-op funding remains in the approved budget, the board 

supports moving forward with May full page advertorial.  
 

Matt asked about the H1DR website and Bill confirmed that the API/CMS project is 

concluding. John Sorgenfrei reassured the board that the scope and budget will be met.  
 

● Governance, Marketing/Collaboration & Events Sub-Committee Reports 
 

Governance: Laila reviewed the committee recap.  
 

Marketing: CAO Cuming noted that the RFP timing is delayed so the board needs to discuss 
how this layers with the organizational strategic planning process underway with Coraggio 

Group. Shirley asked how we measure success and are we being successful. She said this 
needs to be resolved.  Nikki noted that the RFP budget numbers are only valid for 90 days. 
Laila asked the board for guidance and Shirley felt the board should continue and see what 

occurs after the Coraggio presentation. Matt says the group needs more intel in order to 
determine how to move forward and feels a need to stay on course for now. Nikki asked 

about how we measure success and Laila noted that the CMT has improved in areas of the 
scorecard where improvement was needed. John King said that he’s not willing to make a 
rash change and noted that the CMT is performing with good stats.  
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Laila addressed the need for a local fund new member packet and CAO Cuming confirmed 
details are being pulled together. 
 

Events: No report 
 

Action Items 
 

SMG Influence survey:  CAO Cuming reviewed the proposal and asked that the effort be 
supported to obtain data to make better marketing decisions. Lori noted that Coraggio is 
long-term and the influence survey is short-term tool to help the board better manage 

marketing efforts and measure what is being done well and what needs to be improved.  
 

A motion was made by John King, and seconded by Mike Hanchett, to approve the 
$8,000 in funding for the SMG Influence survey. With no further discussion, the 
motion was approved by a unanimous voice vote of the advisory board. 
 

Local Fund and Matching Fund Applications 
 

Cambria Rotary Wine/Art Dinner:  
CAO Cuming reviewed the outcome of Sunset Rotary funding request due to a 
misunderstanding that the event had been cancelled. The funding remains unsupported by 
the CBID for the following reasons: the ‘heads in beds’ component with the overnight 

incentive was removed; no details were provided on how the event will be marketed out of 
area; and the final funding application came before the CTB 17 days prior to the event and 

doesn’t meet that board’s parameters of 90 days prior. Mike Hanchett also noted that the 
$62.50 acquisition for room night potential for the overall investment doesn’t make sense.  
 

Cayucos Big Big SLO pocket planner:  
CAO Cuming noted the $1600 investment for the VAC pocket planner and Laila shared 
details of the project.  
 

San Simeon Solterra Strategies marketing/PR extension: 
John King asked Mike if he supports and Mike noted Stacie’s strength in PR and is 
supportive.  

 
A motion was made by Matt Masia, and seconded by Shirley Lyon, to approve 

$14,000. With no further discussion, the motion was approved by a unanimous 
voice vote of the advisory board. 
 

San Simeon Chamber Tradeshows for China and UK: 
Lori asked if Millie is still working with SB Hotel Group and CAO Cuming confirmed that she 
is. Mike provided information on how the program works and noted that China and the UK 

have become important markets for San Simeon.  
 

A motion was made by Lori Keller, and seconded by Shirley Lyon, to approve 
$10,025. With no further discussion, the motion was approved by a unanimous 
voice vote of the advisory board. 
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Avila Beach Constituent Mixer: 
Matt asked about the mixer being a cost of doing business and how it falls within the local 

purview. Nikki confirmed that constituent outreach does fall under the ordinance.  
 

Revamped Funding Guidelines & Application 
CAO Cuming reviewed the guidelines and application. John King asked about the 120-day 
requirement and feels that it is too long and doesn’t agree that it’s needed. Shirley 
supports the 120-day window to effectively plan out of area marketing. Laila asked if the 

board supports guidelines and application with the noted changes.  
 

A motion was made by John King, and seconded by Shirley Lyon, to approve with 
changes.  CAO Cuming confirmed that local fund admins will meet to discuss the roll-out 
process and anticipates details to be shared at April local fund board meetings. 

With no further discussion, the motion was approved by a unanimous voice vote 
of the advisory board. 
 

CAO Office Space 
Laila recapped office space conversation from January meeting, and asked for board to 
consider co-working space for CAO Cuming.  

 
A motion was made by Shirley Lyon and seconded by John King to approve up to 

$400 per month to reimburse CAO Cuming for office expenses. With no further 
discussion, the motion was approved by a unanimous voice vote of the advisory 
board. 
 

Sunset Road Trips 
Lori is concerned with the cost of inside back cover and instead leans toward ad space 

adjacent to the Highway 1 editorial for $15,000. CAO Cuming confirmed that if we are 
unable to get a full-page space for the board-approved price, then the CMT will pursue a 

small-space ad within the CCTC co-op, with monies funded from the existing budget. 
 
A motion was made by Lori Keller, and seconded by John King, for a not to exceed 

of $15,000 funded from contingency. The motion was approved by a unanimous 
voice vote of the advisory board.  
 

Future Agenda Items 
Nikki reminded the board that the annual renewal process will begin in May and Form 700 
will be coming. Ethics training renewal is pending. 
Board succession needs to be agendized  
Strategic Plan recommendations will be discussed following the Coraggio presentation 
2017 2018 priorities (April) 
 

Closing Comments: none 

 

Adjournment: The meeting was adjourned at 2:51 p.m.  



JAMES P ERB,  CPA

SAN  LUIS  OBISPO  COUNTY  TREASURER - TAX COLLECTOR - PUBLIC ADMINISTRATOR

Month Ending: February 28, 2017

PREPARED BY : APPROVED BY :

Megan Schotborgh

DATE :March 8, 2017 DATE :

SLOCTBID-Undistributed

Account 3100500003-2601852 Balance : 1,898,780.48

Adj for February 2017 Activity Deposited in March 2017 8,701.47

Adj for 15/16 Activity Deposited in 16/17 (19,946.55)

Subtotal: 1,887,535.40

Prior FY Undistributed (1,757,404.58)

Prior Periods Undistributed (275,038.05)

Current Period Distributed 244,622.59

Adjusted SAP Balance 99,715.36

HdL TOT/BID System 

Monthly Cash Receipt Listing 99,715.36

Difference (0.00)$              

Total:

HdL TOT/BID System

Area Report Total BID 2% Admin Fee Dist to VendorDist to TC Interest Pd Undistributed

Jul 2016 192,903.26 3,858.07 82,475.83 3,566.01 106,861.42

Aug 2016 277,451.19 5,549.02 191,923.60 3,858.07 81,669.52

Sep 2016 241,891.26 4,837.83 140,114.21 5,549.02 96,228.03

Oct 2016 168,831.61 3,376.63 185,631.60 4,837.83 (21,637.82)

Nov 2016 174,728.70 3,494.57 108,297.48 3,376.63 63,054.59

Dec 2016 143,242.13 2,864.84 112,520.72 3,494.57 27,226.84

Jan 2017 126,051.78 2,521.04 201,551.47 2,864.84 (78,364.53)

Feb 2017 99,715.36 1,994.31 242,101.55 2,521.04 (144,907.23)

Mar 2017 0.00 0.00

Apr 2017 0.00 0.00

May 2017 0.00 0.00

Jun 2017 0.00 0.00

Totals 1,424,815.29 28,496.31 1,264,616.46 30,068.01 130,130.82

Diff SAP Bal less Undist (0.00)$              

H:\BID\FINANCIALS\Reconciliation Monthly Statement\[Rec-BID February 2017.xls]A

FISCAL  YEAR  2016-2017

MONTHLY  SLOCTBID  RECONCILIATION
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 Accrual Basis  SLOCTBID

 Profit & Loss Budget vs. Actual - General Fund
 July 2016 through February 2017

Jul '16 - Feb 17 Budget $ Over Budget % of Budget

Income

BID Assessment Collection

General Fund 712,407.77 920,000.00 -207,592.23 77.44%

Total BID Assessment Collection 712,407.77 920,000.00 -207,592.23 77.44%

Carryforward 0.00 380,800.79 -380,800.79 0.0%

Total Income 712,407.77 1,300,800.79 -588,393.02 54.77%

Gross Profit 712,407.77 1,300,800.79 -588,393.02 54.77%

Expense

Administration

Administration - Fin. Support 3,975.00 7,200.00 -3,225.00 55.21%

Administrator - General Fund 37,217.79 73,500.00 -36,282.21 50.64%

District Administration Fees 14,248.12 18,500.00 -4,251.88 77.02%

Events 500.00

Meals 120.06

Mileage 2,686.19

Supplies 544.77

Telecommunications 2,200.41

Travel 954.70

Total Administration 62,447.04 99,200.00 -36,752.96 62.95%

Marketing/Advertising

Collateral / Brochure 26,688.42 46,000.00 -19,311.58 58.02%

Co-Op 22,969.30 40,000.00 -17,030.70 57.42%

Creative Development 35,372.30 67,000.00 -31,627.70 52.79%

Maps / Certified Folder 27,911.60 30,000.00 -2,088.40 93.04%

Media

CDSM Campaign 11,021.21 18,000.00 -6,978.79 61.23%

Ordinance Renewal 0.00 1,200.00 -1,200.00 0.0%

PPC/Retargeting 8,250.00 36,000.00 -27,750.00 22.92%

Shoulder Season 108,340.74 110,000.00 -1,659.26 98.49%

Spring Season 0.00 110,000.00 -110,000.00 0.0%

Total Media 127,611.95 275,200.00 -147,588.05 46.37%

Total Marketing/Advertising 240,553.57 458,200.00 -217,646.43 52.5%

Memberships/Sponsorships

Memberships

CCTC 850.00

Chamber 235.00

Total Memberships 1,085.00

Sponsorships / Events

Event Focus/Matching Funds 5,000.00

VSLOC/VisitCA co-op 54,607.00 70,000.00 -15,393.00 78.01%

Total Sponsorships / Events 59,607.00 70,000.00 -10,393.00 85.15%

Total Memberships/Sponsorships 60,692.00 70,000.00 -9,308.00 86.7%

Project Management

Project Management 14,000.00 24,000.00 -10,000.00 58.33%

Strategy 1,375.00 16,000.00 -14,625.00 8.59%

Total Project Management 15,375.00 40,000.00 -24,625.00 38.44%

Promotions 9,531.25 38,000.00 -28,468.75 25.08%

Public Relations

Individual FAM Trips 10,666.69 26,000.00 -15,333.31 41.03%

Public Relations - Other 45,238.92 72,000.00 -26,761.08 62.83%

Total Public Relations 55,905.61 98,000.00 -42,094.39 57.05%

Research 7,500.00 20,000.00 -12,500.00 37.5%

Social Media

Facebook, Blogging, etc. 37,266.56 72,000.00 -34,733.44 51.76%

Monthly E-Newsletter 5,307.72 28,000.00 -22,692.28 18.96%

Total Social Media 42,574.28 100,000.00 -57,425.72 42.57%

Stewardship/Sustainability

Positive Futures Expenses 457.78

CMT 16,233.82 27,000.00 -10,766.18 60.13%

Miscellaneous 4,934.82 5,000.00 -65.18 98.7%

Positive Futures 15,581.00 25,000.00 -9,419.00 62.32%

Total Stewardship/Sustainability 37,207.42 57,000.00 -19,792.58 65.28%

Web Development

Content Management 8,656.44 18,000.00 -9,343.56 48.09%

Hosting & Maintenance 14,272.51 16,000.00 -1,727.49 89.2%

SEO/Content/Links 38,701.54 48,000.00 -9,298.46 80.63%

Total Web Development 61,630.49 82,000.00 -20,369.51 75.16%

Contingency
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 Accrual Basis  SLOCTBID

 Profit & Loss Budget vs. Actual - General Fund
 July 2016 through February 2017

Jul '16 - Feb 17 Budget $ Over Budget % of Budget

BrandUSA Outdoors 2,365.35 4,000.00 -1,634.65 59.13%

BlendFest 0.00 5,000.00 -5,000.00 0.0%

CD&S FAM 0.00 13,000.00 -13,000.00 0.0%

Certified Folder 14,287.98 14,360.00 -72.02 99.5%

Coraggio Group 30,014.94 35,000.00 -4,985.06 85.76%

Corragio Group Travel 1,922.82

Destination Photo Shoot 7,077.68 7,398.80 -321.12 95.66%

Promotions 8,841.29 7,199.00 1,642.29 122.81%

SMG Influence Tool 0.00 8,000.00 -8,000.00 0.0%

Strategy 375.00 3,825.00 -3,450.00 9.8%

Whale Tail Template 13,658.05

Contingency - Other 0.00 140,617.99 -140,617.99 0.0%

Total Contingency 78,543.11 238,400.79 -159,857.68 32.95%

Total Expense 671,959.77 1,300,800.79 -628,841.02 51.66%

Net Income 40,448.00 0.00 40,448.00 100.0%

Note>  This excludes the February invoice from Mental Marketing
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Outlook Forum 2017 

  

Monday, February 27, 2017 
  
British Airways CEO Alex 
 Greater competition leads to more innovation. 
 41 airports fly into CA. 
 Be yourself. Not just the weather, beaches and geography. It's the people; the attitude. 
 From a people perspective, tell us how great you are and how great you feel about being yourselves. 
 Biggest threat to travel? We cannot evade. The biggest threat is ourselves - becoming complacent in what we do. 

Not delivering our full potential. We can't stop inventing, innovating to stay competitive. 
  
The Next Generation 
 Whatever we become will be shaped by this industry. 
 CA = $10.3 Billion in Tax Revenue from tourism. A 4% increase over last year. 
 Instagram stories - Behind-the-scenes had 1.3 million views during production alone. 
 "The Golden State of Luxury" campaign puts a 'hotels first' approach. 
 Kidifornia. Families accounted for 35% of all travel to CA last year. 
 Brand // Create // Amplify 
 CA Dream Eater - Chase Ramsey  
 Dream 365 TV - Original content, Hidden Gems 
 May = CA Tourism Month 
 Sharing the link love - new affiliate program CA App  

Cross promote together. Reimagined digital resources on new website. 
 International // Influencers // Inspire - All dreams are welcome in CA. 
 New series 

o California 101 
o Hidden Gems 
o Johnny's Wildest Dreams  

 Tourism is about people. True KPI is how we can change people's lives. How we make CA shine brighter. 
 Who are we going to be? What is the next generation? 

  
The Experiential Movement 
 Sensory experiences over things. 
 1 in 3 people don't know where they want to go when planning a leisure trip 
 The process in which you deal with a client is an experience in and of itself. 
 Personalize experiences - Example Hawaii campaign, "Here is your Aloha" facial recognition reaction to videos. 

Spent 4-5 minutes consuming content. 
 "Automate the predictable so you can humanize the exceptional." - Matthew Upchurch of Virtuoso 

Reference McKinsey white paper 
 Check out case studies at advertising.expedia.com 
 We want to be able to feel like we got a great deal - like the free gift at the makeup counter. 
 Debrief with the clients you want to keep. Great advisors are always looking ahead -multi-year planning. 
 Price // Speed // Quality (Choose 2) 
 For affluent market -- it had better be of superior quality or super authentic - nothing in the middle. 
 Time Affluence - Baby Boomers will have 2.5 Trillion (?) hours of free time. 
 "People buy the why and commoditize the what." 

  
The World at Large - Oliver Henry Biabaud, TCI Research 
Adapting to Global Trends 
 Trans-generational travel is growing.  
 Young people are living in parents home 18-34 

https://urldefense.proofpoint.com/v2/url?u=http-3A__advertising.expedia.com&d=DQMFaQ&c=euGZstcaTDllvimEN8b7jXrwqOf-v5A_CdpgnVfiiMM&r=_0veUtwlLJdTUtuDoNuimb_2LS9GzZAnPIAQ9jLTWKY&m=l-DyHPRrV1HXY9DZ08j_OEDZUG9KqXNgdMPJgIJiHTQ&s=gvDi_ASMXfidc5TLQSf90v1VGc9FKeGbWtGBbVAAl7M&e=
Cheryl-PC
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 Use indirect communication channels to 'balance' external forces. Manage external forces to protect at least 50% 
of your brand attractiveness. 

  
Around the World in 60 Minutes (Summary) 
 Storytellers - they like to tell their friends. (Brazil) 
 Give us pictures and funny stories. (Germany) 
 CA is the preferred destination of Italian honeymooners. 
 65 year-olds outnumber those under 14 years of age, 2 to 1 in Japan. 
 Solo travelers is becoming a popular trend - not sad, focusing on one's self. (Japan) 
 Scandinavia - highest consumption of CA wine per capita. 
 Micro-adventures 

  
Tuesday, February 28, 2017 
  
Consumer Marketing Roundtable 
 Video is all the rage: quick shots, drone shots, upbeat music.  
 Make sure the story can still be told while the video is on mute (Facebook) 
 Always accompany a video with an article or blurb about the video for SEO. 
 New Facebook algorithm looks at completion rate of videos, so it's best to stick to short format videos. 
 Example: Pork Face / Cork Face campaign in Lodi (?) Approachable wine concept. Make it entertaining. 
 Don't link YouTube from Facebook, upload video directly. 
 Surprise an influencer - then document their experience or ask them to share theirs. 
 Katy Galambos - Google Travel: Pillars: (make your video) Inspiring, Funny or Utility.  
 Social media handles are the new travel guidebook. 

  
Robbie Blinkoff - Cultural Anthropologist 
 Populism is about people coming together. "Communitas." 
 How do you create presence - so you can be present when you travel? 
 How can we help our visitors with this, so they have the best possible experience? #letsgettogether 
 Mapping travel and tourism to a culture of presence. 

o Products/Services 
o Desired behaviors/experience 
o Deep attributes/motivators 

 Take the anxiety out of traveling for them. 
  
Nilou Motamed - Editor-in-Chief / Food & Wine Magazine 
Food | Travel | Lifestyle 
 Our common language is food. 
 130 million culinary travelers. 
 Editorial Tips for great story telling 

o Don’t' fake it. Live it. Come from joy. Inhabit the feeling you want to evoke. 
o Forget the stats. Details are king. Make people lean in, make it meaningful. The imperfections are crucial. 
o Keep it Real. Share the imperfections. Perfection is no longer the goal >> authentic. Lived in. 
o Establish a connection. Emotional, not transactional. 
o Know your audience. One story does not fit all 
o Be their filter. Lead them to the good stuff. Help consumers cut through the clutter. Resonating 

content/stories that reinforce core beliefs. 
o Visuals count. We've evolved past the staged shots. You don't even need words. Focus on vibe not 

amenities.  
o Don't sell. Speak to their passions. Show don't tell. Share don't sell. 
o Give Context. Tell the bigger story. Show the bigger picture. 

 Where you stay is why you go. 
 Healthy is the new happy. 



 Consumers as marketers - social bragging. Some people choose hotels based on Instagram worthiness of their 
interior/backdrops. 

 Farmers as rock stars - sustainability - getting down to earth. 
  
Chefs as Change-makers / Influencers 
Chef Panel - Chris Cosentino, Richard Blais, Tyler Florence. 
  
 Ultimate act of hospitality is to feed someone. 
 Sunday supper is the most powerful memory of food. Grandma owns it. 
 Great chefs have a chance to have a "grandma moment" of giving that back - giving taste memories. 
 Social media took down the barrier between chef and consumer. 
 Talking intimately to your audience -- Let's tell that story. 
 The idea of being hospitable despite paleo, vegan, gluten-free: You can't please everyone, but there is an ass for 

every seat.  
  
Shared Challenges / Connected Worlds 
 Embracedbymana.com (Tahiti campaign) 
 Inspiredbyiceland.com (Iceland academy campaign, safe selfie) 
 Peru -- Different doors to enter and exit, instead of coming and going the same way.  
 Peru promotion - If you tell me where it is, we'll pay for your trip. (Rainbow mountain) 

  
Social Media 

 Create micro-moments 
o Deliver speed and seamlessness 
o Communicate all phases of intent 
o Own moments of magic 

 Mobile usage 
o At 70% - visit up but time spent is down 
o 60% of all destination searches are done on mobile phones 
o 53% will leave if it takes over 3 seconds to load 

 Need to become a better story teller 

 Use video to help folks make destination decision 

 Mobile YouTube is the key – 2/3 will watch on their phone 

 Provide immersive content 

 Facebook and Instagram are used 5X more for travel planning 

 Make sure all videos are on auto play on Facebook 

 Make sure your video is in square-format so it fits well on mobile screen 

 



 
 

Marketing Subcommittee Recap 

March 2017 

Meeting: March 9 (Thursday 3pm – 5pm at Cayucos Visitor Center) 

Committee Members:  Shirley Lyon, Laila Kollmann, Lori Keller  

Others: John Sorgenfrei, Kaci Knighton, Bill Stansfield, Michelle Wright, Cheryl Cuming 

 

Core Marketing Team 

 Web: 

o Deliverables progress and next steps   

o Google Analytics Benchmarking  

 Stewardship Traveler Program:  

o Coastal Discovery & Stewardship Celebration outcomes  

o Journalist FAM coverage 

 TripAdvisor participation ~ explore H1DR as an attraction  

 Co-op:  

o CBID/local funds: SF Gate  

o SLO CAL: Alaska Airlines  

o BrandUSA outcome report 

o Other: Sunset/VisitCA Road Trips 

and CCTC Map  

 Remaining 6 Visiting Journalists ~ plan through June 

 Dashboard overview  

 Highway 1 closure: partnership with SLO CAL, messaging and outreach 

 

Updates  

 DMO Strategy Plan with Coraggio Group: progress and update  

 Hearst Castle Visitor Insights highlights 

 Influence tool on website (SMG)  

 Takeaways from Outlook Forum 

 

Topic Discussion 

 Evolution and timing of Strategic Planning and Marketing Priorities 

o Development of a July 1 marketing plan 

o Discussion around efforts from June – September and prep for Fall Campaign  

 

Collaborations   

 Beach Towns content opportunity 

 Visit SLO County Marketing Committee Update  

o Retreat on 3/14 and All Agency meeting on 3/15; Brand lift study; H1 efforts 

 

Local Areas/Constituent Outreach  

 Local summary: encouraged usage of video links for uploading; SSTA group efforts; H1 approach 

 Revamped funding application – share at April local fund board meetings  

 All Agency: meeting with BCF/SLO CAL on 3/14 

 

Next Meeting:  

Thursday 4/13/17 3 – 5pm at Cayucos Visitor Center (Lori will be absent) 

Meeting topics: STP discussion with Katie and Di; Annual Media Plan flowchart 

May 11 meeting will need to be moved due to SLO CAL Tourism Exchange: May 12 from 3 – 5pm  

 

Future topics:  

Brand Video: co-op explored with VSLOC and new agency BCF 

VR and micro-moments opportunities (SLO CAL) 
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CAMBRIAN: OPINION  JANUARY 25, 2017 10:00 AM

Has quest for tourists passed tipping point?

i
BY STEPHEN OVERTURF

Special to The Cambrian

The balance between tourists and residents in Cambria has apparently shifted in favor of the visitors. It is time for us all to recognize this trend, and
begin a civil discussion on whether it would be wise to limit efforts to attract yet more tourists.

Tourism is good for Cambria. It is what in economics is called an “export” industry, bringing economic benefits from the outside. It is similar to a
small town that is delighted to have a college located there, because students, parents, faculty and staff spend money in town — dollars that otherwise
would not be there, and that are multiplied throughout the community. Tourism is our export industry, and we are lucky to have it — allowing us to
support restaurants and other quality retail it would otherwise be difficult to maintain.

Yet what if residents find they are avoiding going to the local restaurants, or even driving into town on weekends, because there are simply too many
tourists?

Nobody goes there anymore, it’s too crowded.

This shift in balance can be traced, at least partially, to the efforts of the Cambria Tourism Board, funded through bed taxes, efforts that have been
very successful indeed, and for which their volunteer board should be proud. Discussions with local restaurateurs and motel owners attest to that
success.

The other side of that success, however, is the increasing difficulty in finding a parking space in East Village, tourists running stop signs, pedestrians
crossing streets seemingly at random, and more trash on the sidewalks.

This phenomenon is hardly limited to us. Venice, Italy, has turned into such a tourist draw that the 60,000 residents are overwhelmed by 25 million
tourists every year. The town is even considering imposing a fee to enter the city, making it sound uncomfortably like Disneyland. The mayor of
Barcelona is considering a tax on cruise passengers, those who do not spend the night in town in a hotel. The museums in Amsterdam are so crowded
that it is almost impossible to stand and quietly reflect on your favorite Rembrandt or Vermeer.

No one dislikes tourists, of course, that is until their sheer numbers begin negatively to affect the very environment that attracted people to move to
Cambria in the first place. As with most things, the ideal is moderation, and balance.

http://www.sanluisobispo.com/news/local/community/cambrian/cambrian-opinion/
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You’ve got to be very careful if you don’t know where you are going, because you might not get there.

Now the stated objective is to fill up even those now-rare times during the year when there are few or no events, festivals or activities that serve to
draw tourists. Perhaps it is time for the Tourism Board to declare victory and reorder its priorities.

Although the purpose of the board is to open opportunities for future visitation, that is only to be done within the constraints of “protecting and
maintaining county assets,” with an emphasis on “sustainability and stewardship,” in other words to “deliver smart growth.”

It would be wonderful if, rather than more advertising or events, money could be spent on local infrastructure — such as supporting local health care
or even helping with what will be a very expensive new waste water facility. This infrastructure — ambulances and toilets — after all, is used by
residents and visitors alike. It is unlikely that the CCSD or the health care district would feel offended by the help in their budgets.

Lacking that, perhaps provision downtown for “safe spaces” for shell-shocked residents would be appropriate: quiet locations in town only open to
residents, providing cookies, coloring books, calming music, pillows, blankets or even a video of frolicking puppies.

OK, perhaps not, but more seriously, a conversation can certainly commence. There is no reason it cannot be the kind of civil, collaborative
conversation that happens frequently in college towns when some of the less salutary aspects of undergraduate life begin to impinge on town-gown
relations. It would be a discussion on how best to achieve balance, and at least for the time being, limit further efforts to attract even more tourists to
Cambria.

Stephen Overturf of Cambria is an emeritus professor of economics.
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Local Fund Applications for January 2017 – December 2017 (updated 3/16/2017) 
Total Funds Requested:  $4,399,704 

Total Projects Funded:   397 
 

Cambria: 
 Farmer’s Market St Patrick’s Day Celebration ($2,000) 

 Sunset Rotary Wine Festival Dinner Gala ($2,000) 
 Chamber Olallieberry Festival sponsorship ($2,000) 

 American Legion July 4th Fireworks ($8,500) 
 ScareCrow Festival Sponsorship ($15,000) 

 
Avila Beach: 

 Constituent mixer ($1,500) 

SLO Ultra at Wild Cherry Canyon (3-year sponsorship $15,000/$12,500/$10,000) 
 RaceSLO GranFondo Sponsorship (3-year sponsorship $27,500/$22,500/$17,500) 

 BubblyFest sponsorship ($9,000) 
 VIP Package giveaway for 2 Race SLO events ($1,000) 

 
Cayucos: 

 Chamber Visitor Center ($8,500) 
 Big Big SLO Pocket Planner ($1600) 

 
San Simeon: 

 Solterra Strategies Media/PR additional expenses ($1,500) 
 Solterra Strategies extension to PR/Marketing efforts ($14,000) 

 SS Chamber Tradeshows for China and UK ($10,025) 
 FES Beach Combing bags and STP clean up kits with wildlife tips ($1,500) 

  

Los Osos/Baywood/uninc. MB: 
 Stewardship clean up kits partnership with Grocery Outlet (NTE $3,000) 

 Big Big SLO MailChimp annual account ($800) 
 

Oceano/Nipomo: 
 

Edna Valley/AG: 
 Local administrator (10 hours/month at $250X12months = $3,000) 

 SLO Chamber VC membership ($260) 
 SLO Chamber Visitor Guide ad ($1,200) 

 FreshBuzz additional marketing & promotions ($4,000) 
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