
 
 

Unincorporated San Luis Obispo County 

Tourism Business Improvement District Advisory Board (CBID) 

Agenda 

Wednesday, July 26, 2017, 12pm – 2pm 

Apple Farm ~ Harvest Room, 2015 Monterey Street, San Luis Obispo, CA  93401 

 

Call to Order 

 

Public Comment (limited to 3 minutes per speaker) 

 

Administrative Items  

  Roll Call  

A-1  Consent Agenda - Minutes 

A-2, A-3, A-4  Financials, Administrator Report, and Partner Updates 

  Upcoming Events/deadlines 

 o Board Meetings: August 16 11am start (3rd Wednesday), September 27 

 

Presentation/s (please limit to 15 minutes unless otherwise noted) 

 

Discussion Items 

  Strategy/Topic Discussion 

B-1 o Strategic Plan: Does 5-year Vision align with Clarity section of Strategic Plan? 

  Core Marketing Team and Stewardship Program  

B-2 o 2017 | 2018 Marketing and Media Plan  

B-3 o 2017 | 2018 CMT Budget Detail  

B-4  Governance and Marketing/Collaboration Reports & Recommendations 

 

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

C-1  Board renewals 

C-2  WCC Trademark 

C-3  Funding Applications 

 o ABTA: TJA annual marketing contract ($140,000) 

 o ABTA: SLOWine Harvest on the Coast sponsorship ($15,000) 

 o SSTA: Solterra 2-month contract extension ($7,000) 

 o EV AGV: Solve annual marketing contract ($10,800) 

 

Future Agenda Items 

  Funding approval: Operation Plan Development with Coraggio Group 

  Influence Survey data 

  CAO Contract Renewal 

  Continuing discussion about Local Fund Operations | Duplication of Effort  

 

 

Closing Comment 

Adjournment
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San Luis Obispo County 
Tourism Business Improvement District Advisory Board 

(CBID) 
 

Board Meeting Minutes 
 

June 28, 2017 
 

11:00 a.m. 
 

Apple Farm ~ Harvest 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, Bram Winter, Mike 

Hanchett 
County Liaison: Nikki Schmidt (absent); CAO Cheryl Cuming 
Guests: John Sorgenfrei, Bill Stansfield, Kaci Knighton (Core Marketing Team; Jim 
Bahringer, Jill Jackson (CTB); Jessica Blanchfield, Carissa Schwabenland (Archer & Hound); 
Matthew Landkamer (Coraggio Group) 
 
Call to Order & Roll Call 
 

by Chair Laila Kollmann at 11:06 a.m. Laila Kollmann, John King, Shirley Lyon, Lori Keller, 
Matt Masia, Bram Winter and Mike Hanchett are present. 
 
Public Comment 

 
None 

 
Presentations 
 

None 
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Discussion Items 

 
● Strategy/Topic Discussion - Coraggio Group 

 
Chair Laila Kollmann introduced Coraggio Group and Matthew Landkamer to review the 
strategic plan recap. The board agreed that they are unclear once the proposed plan is 

implemented - what happens next. The agenda covers seven areas, starting with Plan 
Development Process and concluding with Next Steps.  

 
Matthew shared insights report from 22 interviews done as the planning process began. He 
reviewed the common themes and touched on input and comments. The plan decision 

making was reviewed next. Matthew stepped back to acknowledge the Clarity section of the 
plan, including mission, values, reputation and position.  

 
Next, the board reviewed the 3 imperatives and the associated initiatives for each. Mike 
Hanchett confirmed that the three imperatives will support the CBID’s mission. Matthew 

confirmed that the strategic plan will allow the organization to “do things better” going 
forward. The board discussed questions around the imperatives and then moved ahead to 

discuss implementation. The board supports changing future CBID agendas to add the 
strategic plan discussion to each meeting. It was agreed that the board priorities must be 

identified. John King said the he wants to better understand where SLO CAL is headed. 
Mike Hanchett said he always wants to strive to do better. John Sorgenfrei noted that H1DR 
is an important part of the growth and process with SLO CAL. John King said he also looks 

to evolve the relationship with EVC. Laila Kollmann said she senses that the board supports 
moving ahead, remaining closely connected to SLO CAL while making sure to keep an eye 

on local fund progress. 
 
Matthew asked each board member to prioritize initiatives into their top three: 

1. Enhance the board’s partnership with SLO CAL, including marketing plan 
alignment, advocacy and infrastructure (Lori Keller, Bram Winter, Mike 

Hanchett, John King, Matt Masia) 
2. Assess options to evolve the organization to meet future needs (Laila 

Kollmann, Lori Keller, Bram Winter, Matt Masia) 

3. Tie between 2 initiatives:  
Collaborate with LFAs to evaluate, inform, and improve their working 

relationships with each other and the CBID (Mike Hanchett, John King, Matt 
Masia)  
Identify optimal brand architecture for CBID (Laila Kollmann, Bram Winter, 

Mike Hanchett) 
 

The board agreed to the formation of a sub-committee with one board member and a 
strategic planning team member. CAO Cuming will identify next steps and resources for 
board priorities, and bring back a recommendation from the sub-committee to the July 

CBID Advisory Board meeting. 
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● Core Marketing Team & STP 
 

The CMT budget was reviewed, Kaci reviewed the details of the $755,000 marketing 
investment. Lori Keller stated that with a $1.3 million overall budget and $300,000 

earmarked for advertising she’s concerned that the LA and SF markets are expensive and 
that the CBID isn’t “making a ripple” with the amount allocated. John Sorgenfrei noted that 
the $232,000 in content creation and SEO should be considered part of the advertising 

investment.  
 

CAO Cuming reviewed the STP contractor scope and Kind Traveler sponsorship.  Katie 
Sturtevant will become the STP lead, and determine if she will contract with Di Strachan on 
future projects.  The overall scope totaled $25,000 and the scope outlined all associated 

commitments.  Chair Kollmann asked if the board had any questions, and noted that the 
funding approval of this item will be covered in the action item for the 2017 | 2018 FY 

budget.  
 
CAO Cuming walked through the Kind Traveler (KT) sponsorship benefits, noting that the 

CBID will receive 3 getaway opportunities, content curation through blogs and social media 
and exposure to the large and diverse KT audience (combined reach is over 2o million).  

Cuming also noted that KT will enhance our current getaway prizes by adding partners like 
airlines, car rentals, spa, national magazines, etc.  Chair Kollmann noted that this is a new 

program and members indicated that they are in support of this sponsorship.  Chair 
Kollmann asked if the board had any additional questions, and noted that the funding 
approval of this item will be covered in the action item for the 2017 | 2018 FY budget. 

 
Action Items 

 
Operations Plan Development w/Coraggio Group: The board agreed to table funding 
of the operational plan until the sub-committee meets and confirms next steps.  

 
A motion was made by Shirley Lyon, and seconded by Matt Masia, to table funding for now. 

With no further discussion, the motion was approved by a voice vote of the advisory board.  
 
Local Fund and Matching Fund Applications 

 
Cambria Archer & Hound 2-year marketing contract:  

A motion was made by Matt Masia, and seconded by John King, to approve $600,000 for 
the two-year contract. With no further discussion, the motion was approved by a voice vote 
of the advisory board.  

 
Cambria Film Festival:  

Mike Hanchett asked if the organizer has plans to scale up in the future. Lori is unsure why 
a new film festival is being created separately from the existing film festival. Matt does not 
support matching fund program overall. John King noted that Cambria does have a chance 

to focus on new draws to the area and hopes that the first year will show results.  
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A motion was made by Bram Winter, and seconded by Mike Hanchett, to approve $4,500 
for the festival sponsorship. Lori Keller and Matt Masia opposed. With no further discussion, 

the motion was approved by a voice vote of the advisory board. 
 

Avila Beach SLO Wine Harvest on the Coast:  
A motion was made by Shirley Lyon, and seconded by Mike Hanchett, to approve $15,000 
for the SLOWine Harvest on the Coast sponsorship. With no further discussion, the motion 

was approved by a voice vote of the advisory board. 
 

Avila Beach TJA 3-month contract extension:  
Mike Hanchett asked Lori Keller and John King if they supported and Lori said it would be 
good to take a step back and more closely evaluate how the next FY monies will be spent in 

marketing.  
 

A motion was made by Shirley Lyon, and seconded by John King, to approve $20,000 for 
the three-month extension with TJA. With no further discussion, the motion was approved 
by a voice vote of the advisory board.  

 
Cayucos Administrative Assistant 2-year contract renewal:  

A motion was made by Mike Hanchett, and seconded by John King, to approve $6,720 for a 
two-year contract with the VAC administrator Melissa Kurry. With no further discussion, the 

motion was approved by a voice vote of the advisory board.  
 
San Simeon Gateway signage, ribbon cutting and reception:  

Mike Hanchett asked about the amount of funding and confirmed what it being provided. 
Laila Kollmann expressed concern that the funding request lacked detail.  

 
A motion was made by Matt Masia, and seconded by Shirley Lyon, to approve $10,000 for 
Solterra with the caveat that a detailed project scope be provided. Mike Hanchett 

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

 
Los Osos Administrative Assistant 2-year marketing contract:  
Lori Keller asked about the hourly range for LFA administrators, and CAO Cuming confirm it 

ranges from $25 - $30/hour. 
 

A motion was made by Shirley Lyon, and seconded by Bram Winter, to approve $6,000 for 
the two-year contract for VLOB administrator Melissa Kurry. With no further discussion, the 
motion was approved by a voice vote of the advisory board.  

 
Oceano/Nipomo TJA annual social media and advertising:  

A motion was made by John King, and seconded by Mike Hanchett, to approve $18,400 for 
the TJA contract. With no further discussion, the motion was approved by a voice vote of 
the advisory board.  

 
Oceano/Nipomo Administrative Assistant 2-year marketing contract:  

A motion was made by Shirley Lyon, and seconded by Mike Hanchett, to approve $16,560 
for the two-year contract for O/N administrator Stephanie Rowe. Matt Masia opposed due 
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to percentage that admin represents in overall LFA budget. With no further discussion, the 
motion was approved by a voice vote of the advisory board.  

 
CMT 1-Year Contract Extension: 

A motion was made by Shirley Lyon, and seconded by John King, to extend the CMT scope 
of work through the 2017-2018 year from July 1, 2017 through June 30, 2018. With no 
further discussion, the motion was approved by a voice vote of the advisory board.  

 
CBID 2017-2018 budget: 

A motion was made by John King, and seconded by Shirley Lyon, to approve the 2017-
2018 CBID budget of $1,270,865. Matt Masia noted that he agreed with Lori Keller about 
the investment in marketing and how the organization will evolve. With no further 

discussion, the motion was approved by a voice vote of the advisory board.  
 

Administrative Items 
A motion was made by Shirley Lyon, and seconded by Matt Masia, to approve the May 24 
minutes. Bram Winter and Mike Hanchett abstained. With no further discussion, the motion 

was approved by a voice vote of the advisory board.  
 

Future Agenda Items 
Board succession 

WineCoastCountry Trademark $750 
Influence survey data 
Continuing discussion on LFA operations/duplication of effort 

 
Closing Comments 

None 
 
Adjournment 
The meeting was adjourned at 3:47 p.m.  



JAMES P ERB,  CPA

SAN  LUIS  OBISPO  COUNTY  TREASURER - TAX COLLECTOR - PUBLIC ADMINISTRATOR

Month Ending: June 30, 2017

PREPARED BY : APPROVED BY :

Sylvia Ramirez

DATE :July 13, 2017 DATE :

SLOCTBID-Undistributed

Account 3100500003-2601852 Balance : 1,584,479.93

Adj for May 2017 Activity Deposited in June 2017 0.00

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

Subtotal: 1,564,533.38

Prior FY Undistributed (1,757,404.58)

Prior Periods Undistributed 130,012.75

Current Period Distributed 164,753.90

Adjusted SAP Balance 101,895.45

HdL TOT/BID System 

Monthly Cash Receipt Listing 147,154.45

Difference (45,259.00)$     

Total: (45,259.00)

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 90,932.92 1,818.66 265,341.82 1,994.31 (176,403.21)

Apr 2017 96,208.15 1,924.16 178,094.65 1,818.66 (83,705.16)

May 2017 161,638.41 3,232.77 159,749.45 1,924.16 (35.20)

Jun 2017 147,154.45 2,943.09 161,521.13 3,232.77 (17,599.45)

Totals 1,920,749.22 38,414.99 2,029,323.51 39,037.91 -147,612.20

Diff SAP Bal less Undist (45,259.00)$     

C:\Users\nschmidt\AppData\Local\Microsoft\Windows\Temporary Internet Files\Content.Outlook\KIKM02SR\[Rec-BID June 2017 Revised (003).xls]A

FISCAL  YEAR  2016-2017

MONTHLY  SLOCTBID  RECONCILIATION

Difference of $45,259.00 for correcting JE# 

1001742356                                                                
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Administrator’s Highlights 

July 2017 

 

 

BID Infrastructure 

Formation of Strategic Planning subcommittee; held 1st meeting  

2017 2018 Marketing and Media Planning with CMT 

2017 2018 financial processes refinement  

Kind Traveler sponsorship coordination   

H1 closure, ongoing partnership with SLO CAL 

 

 

Collaborations 

Tourism Stakeholders: new B&I guidelines and application launched    

SLO CAL: H1 co-op discussion; marketing committee meeting   

Wine Industry: SLOwine sponsorships in ABTA and EV AGV   

 

 

Local Areas/Constituent Outreach 

Shared co-op results 

Local applications:  424 processed to date totaling over $5.34 million;  

Matching Fund for Cambria Film Festival  

Provide materials monthly for local fund board packets (stat summary, new programs, financials) 

Support role with local admin: Avila, Cayucos, Cambria, LO/Baywood, Oceano/Nip, EV/AGV, San Simeon 

Attended board meetings in 7 regions, plus Cambria Marketing Committee meetings monthly 

 

 

Web Development/Advertising/PR 

H1DR map reprint and final distribution plan 

Finalize CMT scope and budget for FY 2017 | 2018 

Finalize STP scope and budget for FY 2017 | 2018 

Fall creative planning  

 

 

General Activities  

Assist 5 local admins servicing 33 local fund board members and 500 constituents  

Provide support to 7 Advisory Board members 

Prepare monthly Advisory Board meetings  

Marketing and Strategic Planning Committee prep, support and follow up 

Create Stat Summary report, Admin Report, 3 committee reports 

Meet ongoing with County Liaison 

Ongoing: Board minutes and agenda; reports including Admin, Local Board, Partnership, & Sub 

Committee; Board packets; maintain Constituent master list; maintain and monitor Expense and Local 

budgets; review and process all invoices; Postings on member’s site; Monthly consumer newsletter 

content review and approval; manage email inquires  
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- Industry Engagement - 

VSC Attends California DMO Leadership Summit 
On June 12 and 13, Chuck Davison attended the California DMO Leadership Summit, hosted 

by Visit California. Davison was among 11 destination CEO’s invited by Visit California to 
participate. Attendees discussed a wide array of topics, including government affairs, industry 

trends, organizational governance and business issues. 

 

VSC Develops Second Round of Aerial Assets  

In March, VSC commissioned Peregrine Media Group (PMG) to procure stunning 
aerial photography of SLO CAL while the hills were green. This first round of asset 

development produced footage of many of SLO CAL’s coastal destinations, as well as 
outdoor adventure, vineyards and Hearst Castle. In June, PMG went back out into SLO 
CAL for imagery of Paso Wine Country, Ragged Point, Lake Nacimiento, Lopez Lake, 

downtown SLO Farmers Market and more. 

 

Visit SLO CAL  
 Activity Report, June 2017 

VSC Helps Launch New United Airlines Flight to Denver 
June 7 marked another win for air travel to and from SLO CAL as the SLO County 

Regional Airport welcomed the first direct flight from Denver. In Denver, passengers 
coming to SLO CAL were treated to an in-terminal celebration and given SLO CAL 

giftbags – a collaboration between VSC, local partners and Denver International Airport. 
Locally, the San Luis Obispo County Regional Airport, VSC, EVC and other local entities 

celebrated with a ribbon-cutting, local wine and Colorado craft beer.  

 

Visit SLO CAL Attends Cal Travel Summit 
Chuck Davison, President & CEO, and Brooke Burnham, VP of Marketing, represented 
Visit SLO CAL at the 2017 Cal Travel Summit in Newport Beach June 26-29. The event 
brings tourism and destination marketers together to learn about advocacy and industry 

relations in California and beyond. Also in attendance were representatives from San Luis 
Obispo and Pismo Beach. Davison moderated the panel Recreational Marijuana is Here: 

Are You Ready For It?, in which Caroline Beteta, President & CEO of Visit California, Todd 
Davidson, President & CEO of Travel Oregon, Cathy Ritter, Director of the Colorado 

Office of Tourism and Sean Donahoe, a cannabis industry expert, discussed the effect of 
legal recreational marijuana on tourism.  

 

Renew Your Membership Today 
Visit SLO CAL is now reaching out to current and past members to renew their membership for the FY2017-18. For more 

information, contact Pam Roberts, Membership and Travel Trade Sales Coordinator, at Pam@SLOCAL.com. 

mailto:Pam@SLOCAL.com
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- PR and Travel Trade  - 
   

     

     Visit SLO CAL is a 501c6 tourism non-profit. For more information please call (805)541-8000. 

Featured in Brides: 
The Just Inn in Paso 

Robles Wine Country 
(left) and Allegretto 

Vineyard Resort in LA 
Times (right). 

 
  

Media  
• Prima Magazine: Trips of a Lifetime: San Francisco to Santa Barbara (print) 
• Outside Magazine: The 25 Best Towns of 2017 http://bit.ly/2sZQjop  
• Escapism Magazine: Shore Thing (print) 
• Croissant Online http://bit.ly/2unMOM7 (Japanese publication) 
• Brides: 8 Epic Bachelorette Party Retreats That Can Be All Yours http://bit.ly/2tUQMtk  
• LA Times: A Wine Lover’s Weekend Escape in Paso Robles http://lat.ms/2tbSFVC 
• Huffington Post: Going SLO This Summer http://bit.ly/2uo3t2f  

 
Public Relations 
• United Airlines and the Wine Traveller (Dan Weldy)  
• USA Today (Susan Barnes) 

 
Travel Trade 
• Tour and Travel Sales Mission: July (Los Angeles) – co-op opportunities available ($300) 
• Meetings & Conference Mission: September (Bay Area) – co-op opportunities available 

($300) 
 

Film Commission 
• Animated Trailer (July) 
• Major Motion Picture (late July-August) 
• DIY Network: Cabin Brothers (August) 

 
 

VISIT SLO CAL 
WEB ACTIVITY            

SESSIONS:                    97,564    
UNIQUE VISITORS:           76,882 
PAGE VIEWS:                 221,654                 
AVG. PAGE VIEWS/VISIT:  2.27 
AVG. TIME ON SITE:          1:35 
TOTAL ORGANIC TRAFFIC: 46,344         
% OF ORGANIC:               48% 
MOBILE SESSIONS:        68,055 
MOST VISITED EVENT PAGE:  
BARRELHOUSE AMPHITHEATER 

CONCERTS (1,230 VIEWS) 
TOTAL BLOG VISITS:        35,697 
MOST SHARED BLOG: SAN LUIS 

OBISPO NAMED ONE OF OUTSIDE 

MAGAZINE’S BEST TOWNS EVER 

2017 (207 SHARES) 

VISIT SLO CAL 
SOCIAL MEDIA ACTIVITY 

 

FACEBOOK  
LIKES: 22,567      NEW: 425 
TOT. IMPRESSIONS:      1.1M 
HIGHEST REACH: GREAT 
NEWS! HIGHWAY 1 IS 
OFFICIALLY OPEN IN SLO CAL… 
(17,460 PEOPLE REACHED) 
HIGHEST ENGAGEMENT: 
CHECK OUT WHY OUTSIDE 

MAGAZINE CHOSE SLO AS ONE 
OF THE 25 BEST TOWNS OF 
2017 (1026 ENGAGEMENTS) 
                FOLLOWERS         NEW 
TWITTER:       7,236          73 
30.4K IMPRESSIONS  
PINTEREST:     798                2 
INSTAGRAM: 14K               1K 

VISITOR GUIDE DIST. 
WEB DOWNLOADS:         142   
GUIDES DISTRIBUTED:   1,334  
TOTAL:                 1,476 
THIS MONTH IN SLO CAL 
SUBSCRIBERS            35,264 
OPENS:                       4,957 
CLICK-THROUGHS:         810                        
THIS WEEK IN SLO CAL 
CIRCULATION:         907 
MOST CLICKED LINK: 
STR REPORT 

 

VSC Attends IPW in Washington, D.C. 
On June 2-8, Chuck Davison and Michael Wambolt, 

Director of Travel Trade, along with representatives from 
San Luis Obispo, Morro Bay, Paso Robles, Pismo Beach 
and Boutique Hotel Collection represented SLO CAL at 
IPW in Washington, D.C. VSC debuted a brand-new, 

custom 10x50 booth at this event, and held 57 
appointments. They also delighted trade show goers with 

SLO CAL wine on day one and beer on day two. 

 

http://bit.ly/2sZQjop
http://bit.ly/2unMOM7
http://bit.ly/2tUQMtk
http://lat.ms/2tbSFVC
http://bit.ly/2uo3t2f


 



 
 

 

Strategic Planning Subcommittee Recap 
July 2017 

 
Meeting: July 13 Thursday 1:00pm – 2:15pm at Sea Pines 

Committee Members:  Gary Setting, Matt Masia 
Others: Cheryl Cuming 

 

 
CBID Advisory Board Prioritized Initiatives: 

Subcommittee identified key words/common themes  
 
Imperative #1 – Strengthen Strategic Partnerships 

1. Enhance the board’s partnership with SLO CAL, including marketing plan alignment, 
advocacy and infrastructure (Lori Keller, Bram Winter, Mike Hanchett, John King, Matt 

Masia) 
 

Imperative #2 – Maximize Efficiencies  
2. Assess options to evolve the organization to meet future needs (Laila Kollmann, Lori 

Keller, Bram Winter, Matt Masia) 

 
3. Tie between 2 initiatives:  

Imperative #1 – Strengthen Strategic Partnerships 
Collaborate with LFAs to evaluate, inform, and improve their working relationships 
with each other and the CBID (Mike Hanchett, John King, Matt Masia)  

Imperative #3 – Drive Measurable Results  
Identify optimal brand architecture for CBID (Laila Kollmann, Bram Winter, Mike 

Hanchett) 
 

 

What can we accomplish in the short-term within our current structure? 
 Determine if 5-year vision aligns with “Clarity” section of Strategic Plan 

 

Planning Cascade ~ what should we do next? 
 Meet with SLO CAL upon approval of CBID marketing plan, and confirm 

alignment within Strategic Plans and Marketing/Media plans.  What is within the 
SLO CAL Strategic Plan that is relevant to the CBID? 

 Place discussion on future CBID agenda (possibly September) around structure 

of CBID vs. LFA vs. SLO CAL touching on organization and brand 
 

Operational Planning Elements ~ how do we get there?   
 Place funding of Operational Plan work with Coraggio as Future Agenda item 

 How will LFAs be involved? 
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5-Year Vision Summary 

SLO Unincorporated County Tourism Business Improvement District (CBID) 

 
Our vision provides a clear direction of what our organization looks, feels and acts like on December 31, 2020. 

To ensure the CBID evolves, we must agree on the direction we are going, and then manifest our vision. By 

creating a vivid mental picture, we will align our intentions and actions with our defined goals.  

 
Collaborative Partnerships 

As an organization, the CBID has excelled in collaborating and unifying without losing our local representation. 
It has made a noticeable positive impact on the SLO County economy evidenced by our thriving unincorporated 
communities, that are attracting a diverse group of tourists that come from further away, stay longer and return 
more often.  
 
Awareness and Engagement 

Increased awareness and identity of the unique offerings along our stretch of Highway 1 within SLO County, as 
visitors discover the rare combination of breathtaking coastal open spaces with activities, events, eateries, 
wineries, shops and places to stay.  Our ten communities are no longer just a stopover between LA and San 
Francisco ~ they are now known as a “must see” destination.  
 
We acknowledge the importance that an exceptional connection exists between the locals and the visitor as 
locals engage with tourists, and these visitors make a deeper connection to our people, land, wildlife, heritage, 
and culture while on vacation in our communities.  
 
Economic Well-being 

We have accomplished many milestones over the last 10 years of the CBID, and have gotten much better at 
leveraging where our money is being spent.  When compared to the first 5 years, we have contributed to an 
above-average increase in Transient Occupancy Tax (TOT), which has allowed us additional flexibility to be 
more effective and efficient with the funding we receive. We have developed a model to track and measure the 
progress of the efforts of both the CBID Board and our 7 local fund boards. Furthermore, we have gained better 
visibility with locals on the positive economic impact the tourism business has made within their own 
communities.   
 
Local Fund Evolution   

We have created a strong foundation for management of the local fund areas, as we continue to support the 
needs of our diversified constituent base by nurturing an integrated, non-duplicative relationship with our local 
funds and their marketing partners. We have shared tools and programs with constituents, stakeholders and our 
local fund boards.  This has increased constituent participation.  Through the development of tracking methods, 
we now have proven data which allows us to know that we have created a higher perceived value of the 
contribution the CBID provides.   
 
There have been many collaborative projects over the past several years where we have had the opportunity to 
partner with organizations that are heavily focused on tourism. There have been many successful projects, 
programs and events achieved through joint marketing efforts with the impact of the invested assessment funds 
being felt on a countywide level.  
 



Vision
People and places, 
engaged and 
enriched through 
tourism.

Values
Moxie

We bring strength of purpose and direction to 
everything we do.

Collaboration
We seek out and foster relationships rooted in 
mutual respect.

Accountability
We are a transparent organization 
responsible for delivering results.

Position
In order to best support our lodging constituents in ten 
unincorporated areas of San Luis Obispo County, the 
CBID:
• Provides a funding stream and professional marketing 

guidance to promote tourism.
• Connects local communities and provides a collective 

voice.
• Supports stewardship and the enhancement of 

tourism-related infrastructure and beautification.

Reputation
The CBID will be known as:
• Responsible & Responsive
• Strategic & Proactive
• Collaborators & Connectors

Mission
Promote memorable 
visitor experiences 
while being stewards 
for thriving and 
cohesive 
communities.

Strengthen 
Strategic 
Partnerships

• Year-over-year increase in reciprocal scorecard ratings for CBID, Visit SLO CAL, promotional partners, 
and local fund areas (LFAs)

• Annual increase in total Earned Partnership Value (EPV)
• Annual increase in number of LFAs utilizing CBID’s standardized planning and reporting tools

• Year-over-year increase in reciprocal scorecard ratings for CBID, Visit SLO CAL, promotional partners, 
and local fund areas (LFAs)

• Annual improvement in ratio of total operational budget to awareness score across all LFAs and CBID
• Annual decrease in cost per engaged user on CBID website
• Overall reduction in LFA website costs

• Growth in awareness of CBID communities in target markets
• Annual increase in scores on influence survey
• Economic impact measure identified and agreed to by July 1, 2018

• Create an annual process to identify, evaluate, and activate 
constituents, tourism stakeholders, and promotional partners.

• Collaborate with LFAs to evaluate, inform, and improve their working 
relationships with each other and the CBID.

• Enhance our partnership with Visit SLO CAL, including marketing plan 
alignment, advocacy, and infrastructure.

• Clarify current roles and scope for CBID and LFAs.
• Develop a plan to reduce duplicative efforts with LFAs and external 

partners.
• Assess options to evolve our organization to meet future needs.

C
LA

RI
TY

FO
CU

S

• Become a planful and data-driven organization.
• Develop impactful marketing plans informed by strategic planning.
• Identify optimal brand architecture for CBID.
• Design a method to measure and communicate impacts of 

beautification, infrastructure, and stewardship efforts.

Maximize 
Efficiencies

Drive 
Measurable 
Results

Imperatives Objectives

Unincorporated SLO County TBID: Strategic Direction 2017/18-2019/20 

Initiatives
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Core Marketing Team  
Marketing Plan Draft  

July 1, 2017 – June 30, 2018 
   
 

ORGANIZATION GOALS & MARKETING PRIORITIES 
 

The scope of work assigned to the Core Marketing Team (CMT) is based on current 
marketing analytics and research, this document is offered as a draft to be reviewed and 
discussed with the MSC.  The final tactical plan will include: fresh brand content and 
creative and final media budgets aligned with the approved organizational goals, 
described below by marketing priority: 
 

 Generate incremental awareness and engagement in the CAH1DR  

and the 10 assessed destinations  

 Enhance economic well-being through an increase in overnight stays and 

length of stays within the assessed destinations  

 Stress that the Highway 1 Discovery Route is open for business  

 Enhance collaboration with state, regional, county-wide and  

local tourism partners   

 Guide and support the evolution of local funds with the highly successful 

“Rural Road Trips” and enhance those with co-op opportunities and 

increased video tactics  

Awareness and Engagement – CMT will generate tangible, incremental awareness 
and engagement amongst core tier 1 targets in the CA Highway 1 Discovery Route, 
rural road trips, multi-generational travel experiences, stewardship travel adventures 
and diverse lodging options and sponsored events available throughout the 10 
destinations. Targeting and messaging strategies will be further guided by current, 
actionable research.  

 
Scope of Work:  CMT will integrate paid, earned and owned database marketing 
channels with compelling awareness campaigns that create an emotional connection 
between targeted travelers and the 10 destination CAH1DR. The new 2017-2018 plan 
will include: seasonal multi-layered promotional campaigns with focuses on native and 
video; public relations, social media and database marketing efforts. Growth goals, 
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progress tracking and measurement reporting attached to each marketing category 
will be delivered.  

 
Enhance Economic Well-Being – By creating greater brand awareness for the 
Highway 1 Discovery Route, our efforts will increase incremental overnight stays. 
This will contribute to increase revenues of the constituency as shown by 
comparative engagement and TOT growth.  

 
Scope of Work:  CMT, through targeted promotional outreach campaigns, will 
continue to support an increase in occupancy, RevPar and TOT. CMT will assist 
development and deployment of interactive tools that help attribute awareness 
efforts to lodging bookings.  

 
Progress Tracking: TOT growth, web sessions, lodging referrals, native 
engagement and comparative statistics to agreed comp set.  

 
Collaborative Partnerships – CBID and CMT will further the development of 
marketing programs that tourism partners and constituents will value in their 
individual efforts to attract tourists to visit, stay longer and return more often.  

 
Scope of Work: CMT will assist CAO in all efforts to engage partners through efficient, 
unduplicated marketing cooperative outreach programs targeting core travelers to the 
region. Assignments within this scope include: travel media hosting, getaway 
promotions, database marketing programs, and co-op advertising campaigns.   

 
Progress Tracking: Growth in participation, consumer response to outreach.  

  
Local Fund Evolution – CBID marketing programs will continue to guide and support the 
development of local funds and their marketing agencies, through coordinated 
marketing outreach programs that deliver consistent key messaging distinguishing each 
destination. The main tactic will be the promotions of the roads trips for each 
destination.  

 
Scope of Work:  CMT will assist CAO to provide local funds and their respective 
marketing vendors with shared asset outreach tools, marketing content, event 
promotions and analytical tools. Printed, video, mobile web and social media content 
development will support the key messages of all destinations and provide enhanced 
visitor navigation.  

 
Progress Tracking: Visitor Guide traffic, local fund web social reports and growth of local 
lodging assessment receipts. 
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RELEVANT INSIGHTS AND TRENDS 

The marketing scope is to remain flexible to adapt to economic and leisure travel trends, 
program results, technological shifts and the efforts of travel partners and competitors.   
Program analytics will continually enhance the knowledge-base to guide targeting, 
messaging and promotional calendars. Below are relevant insights that influence the 
marketing strategies outlined in this 12-month plan.    
 
Actionable insights from current CAH1DR marketing programs, include: 

 Outreach dedicated to the new multi-regional brand, is delivering approximately 

25 million paid and 40 billion earned media impressions annually 

 Road Trips and multi-gen promotions have acquired more core market millennial 

and boomer female travelers interested in our regional experiences than prior 

years  

 All 10 destinations are attracting significant earned media coverage from 

CAH1DR public relations and social media outreach efforts, critical for awareness 

and SEO 

 Promising multi-generational efforts are showing encouraging response, offering 

the potential for ongoing multi-gen travel promotions for all destinations and 

lodging types  

 Collaboration with local destination agencies is progressing to refined key 

messaging and awareness efforts; though local co-op participation is limited to 

Avila and Cambria 

 New research along with continual profiling of subscribers and website visitors, 

will optimize target markets, messaging and promotional calendars 

CAH1DR database of 60,000 travelers offers travel interests (ranking) 
 

1. Coastal Road Trips 

2. Wine, Beer & Culinary 

3. Free things to do 

4. Beach and beach walks 

5. Outdoor Adventures 

6. Hiking and biking 

7. Art, History, Culture 

8. Kind Travelers & Stewardship 

Travel 

9. Spa, Hot Tub and Relaxation 

10. Farmers Markets, AG Tours 

11. Water Sports 

12. Dog Friendly Travel  

13. Golf  

14. Motor Sports 
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Merrill Research shows encouraging awareness in the Highway 1 Discovery Route of San Luis Obispo County 
visitors and prospects, and validates the rationale for evolving the regional brand:  

 71% aware the stretch runs through Coastal SLO County 

 86% have driven the route – with LA being #1  

 97% are interested in experiencing the CAH1DR 

 97% feel it is comparatively unique 

 84% would stay overnight along the route 

 The 10 destinations have lower awareness, except Hearst Castle 

 Tier 2 markets (Seattle, PHX, LV) offer potential to influence longer stays  

 
STRATEGIES AND TACTICS 

To accomplish the approved objectives, the 10 destination CA Highway 1 Discovery Route brand will leverage 
the most current research to deploy integrated campaigns that further distinguish the stretch of Highway 1, 
generate awareness and inspire visitors to stay and experience the 10 destinations to the fullest. We will also 
continue the messaging to inform visitors of road closures and detour routes- mostly encouraging the positive 
message that our roads are open. We will also work with SLO CAL on this messaging to ensure we’re all in 
alignment and conveying the same message. The objectives, strategies and tactics outline the framework for 
promotions, earned media and owned media.  

 

Shoulder Season Destination Campaigns 

Multi-layered destination campaigns are essential to generate the level of targeted impressions necessary to 
achieve goal conversions. The tier 1 audience for campaigns prioritizes female boomers and millennial 
travelers within our 4-hour drive market. We will also focus on the following markets for Orange County: 
Ventura, Thousand oaks, Camarillo, etc.. With the aging of the boomer generation, increased focus will be on 
Gen X and millennials drawn to the unique experiences CAH1DR offers through interests and behavioral 
targeting. Advertisements will focus on native and video ads, rather than banners. We will monitor and mirror 
the SLO CAL media campaigns so that they coincide with our efforts. SLO CAL is paving the path for us in 
certain target markets and we want to take advantage of the awareness they’re generating.  

 

Objectives:  

 To positively impact the slower lodging periods/ locations as well as expand the impact of the higher 

occupancy times, creative campaigns will dovetail from the very new brand promise: The Best of 

Highway 1, while delivering fresh messaging and calls to action that crystalize this positioning.   

 To convey that our roads are open and unaffected by road closures. 

 Campaigns will significantly increase brand awareness, response and engagement amongst the core 

tier-1 drive market while capitalizing on geographic, demographic, lifestyle and travel behaviors 

identified by CMT analytics and contracted research studies.  

 Each campaign will leverage compelling calls to action to increasing email subscriptions of targeted 

visitors further engaged by fresh content to ensure ongoing engagement, visitation, attendance at 

events, and repeat stays.  
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 Each campaign will enhance the CBID knowledge base of visitors to refine messaging and destination-

specific offers ultimately assisting the member lodging operators to affect a bookings. 

 Campaigns will generate incremental traffic to Highway1DiscoveryRoute.com, thematic landing 

pages, destination-specific content and all branded social media channels. 

 Campaigns will continually strive to achieve the lowest cost goal conversions through an ever- 

changing mix of web, mobile, app and social ad-serving platforms.   

 Campaigns will also align with the Kind Traveler and be promoted through their assets as well 

 

Campaign Strategies:   

 Deliver high impact shoulder-season branding campaigns in fall, winter and spring, augmented by 
monthly PPC, retargeting and content marketing. 

 Integrated paid advertising will focus on tier 1 drive market travelers profiled by context, behavior, 
demographic and travel preferences. Campaigns will showcase the unique H1DR experiences and 
engage them throughout their travel planning process. Behavioral targets include: Passions (food/wine 
& craft beer/outdoor/wellness/events & ocean activities).   

 Paid campaigns are supported by native advertising, advertorial, social media postings, public relations 
and content marketing to build the ‘surround sound’ of shoulder season campaign themes.   

 Compelling calls to action, contests, giveaway getaways and related sub-offerings (such as 
weekly/monthly promotions) maximize awareness and traveler response.  

 Monthly PPC and retargeting will occur to drive conversion to lodging specials and destination-specific 
promotions.  

 To quickly react to opportunistic media offerings, particularly those that contain editorial coverage of 
the CAH1DR, Central Coast, road trips and key travel themes related to the destination, an adverting 
contingency fund will be allocated within the CMT paid advertising budget.  

 Expand on the brand promise to ‘Best of Highway 1’ throughout the year. Video ads will highlight a 
series of must-see experiences for each local fund, even during high season to offer cost effective 
promotional opportunities. Targeted mid-week campaigns offer high visibility during peak vacation 
planning season in spring and summer generating top of mind brand awareness in addition to 
bookings. 

 
Destination-Specific, Rural Road Trip Campaigns 

 Make each 4 week RRT campaign realistic opportunity for Co-Op ad participation by local funds 

 Leverage the ‘Best of’ Highway 1 theme for each destination with a series of ads, each highlighting an 
EAT, PLAY, STAY, EVENT.  

 Give ‘must-see’ spots more dimension by promising each will be lastingly memorable 
 

Measurements: 

 Database Growth: Increase by 30% 

 Website Growth: Increase sessions by 30%  

 Increase baseline awareness determined by post-analysis research  
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Earned Media PR Strategies 
 

Public Relations Overview  
Having the privilege of working with travel writers and media for nearly five years on behalf of the Highway 1 
Discovery Route has been an honor. During this time our CM PR Team has honed the strategic messages that 
best tell the H1DR story. This regional brand is multifaceted and offers unique experiences in a wide range of 
categories that we have shared with the media. From the evolution of WineCoastCountry to the CA Highway 1 
Discovery Route, through the introduction and development of Stewardship Travel and Coastal Discovery, to 
the must see attractions and lifestyle adventures that are the best of Highway 1, we’ve brought the media 
along on this journey every step of the way.  
 
The CAH1DR hosted 22 visiting journalists in the 2016-17 fiscal year and delivered 2.4B in earned media 
results, up 13% from the prior fiscal year. To meet the demands of the 2017-18 budget cuts to the public 
relations efforts, the goal of the visiting journalist program will be to vet and host 16 top qualified travel 
writers. We will also do 1 reactive pitch per month.  
 
We are always mindful of getting ink for all the destinations found along the H1DR, and currently hold a sense 
of immediate urgency regarding the Highway 1 Discovery Route constituents north of San Luis Obispo most 
likely to be affected by the Big Sur road closures. That being said, for the duration of this plan and potentially 
throughout the fiscal year, the CM PR Team would like to further define the H1DR brand to the media with a 
new messaging concept that assists in offering new approaches to story ideas for the H1DR.  
 
New PR Positioning Strategy  
Defining a destination by key components is helpful for the media to digest and refine the scope of their travel 
story. This past year the CMT developed individual press releases defining key assets and attributes one region 
at a time. We developed a “must see” round up on each location and gave each location its own specific 
identity. This approach was very successful and the media responded really well. However, each region only 
received one release dedicated to their offerings and we think that there is a better approach.  
 
New Approach 
What we propose for this new media plan is to break up the Highway 1 Discovery Route into three unique 
geographic sections all located in SLO CAL:   

 CA Highway 1 Discovery Route North Coast – Ragged Point, San Simeon, Cambria, Cayucos and Los 
Osos/Baywood Park 

 CA Highway 1 Discovery Route South coast – Avila Beach, Oceano and Nipomo 

 CA Highway 1 Discovery Route Wine Regions – Edna and Arroyo Grande Valleys, Avila Valley Wine Trail, 
Pacific Coast Wine Trail 

 
We can immediately start supporting the North Coast destinations that are being affected by the Big Sur 
closure by clustering them together in one region. Also, as a result, the South Coast and Wine Regions will get 
extra coverage since those regions are smaller in scope, balancing out the higher exposure that the North 
Coast tends to receive from the media and visiting journalists.  
 
Another part of this strategy is to distinguish regions of the discovery route specific to SLO CAL and to clearly 
establish that the H1DR is only in SLO CAL – it is not the entire length of Highway 1 in CA. With millions of 
dollars being spent to establish the new county brand, it makes good marketing sense to leverage that market  
 
 



 

  7 

 
penetration and identify that the H1DR is located in SLO CAL.  
 
Objectives: 

 Increase 2016-17 levels of fiscal earned media coverage, linkage and social shares from media coverage 

 Increase 2016-17  levels of publicity value based on the most up to date ROI metrics in the industry 

 Vet and host 16 top qualified travel writers 
 
Media Targets: 

 Top National/Regional Travel Bloggers and Social Media Influencers  

 Top Tier National/Regional Travel Lifestyle Print and Online Publications 
 
Tactic One – Monthly Press Releases 
Overview:  Monthly Press Releases focused on unique and meaningful stories about the three regions of the 
H1DR sent to travel media and drive market geo targeted media outlets. Mental will flush out creative ideas 
based on approved brand messaging, including ad campaign direction from client. Part of the strategy includes 
rotating monthly releases so that each region gets four releases sent out over the fiscal year that can be 
seasonal in nature.  
 
Goal: Keep H1DR top of mind in the travel, lifestyle media and daily news press and to gain pickups through PR 
Newswire media partners, land press feature coverage and increase SEO and search spider links back to 
H1DR.com.  
 
Tactics:  

1. Research and Write Releases: Research newsworthy story ideas unique to each H1DR region to engage 
the media supporting ad programs, lodging packages, special events and happenings  

2. Distribute Releases: Monthly press releases will be distributed to the core marketing firm’s proprietary 
list of over 3,000 travel writers, as well as over PR newswire to meet the above objectives.  

 
Tactic Two - Visiting Journalist Influencer Program 
Overview: A highly effective component of the PR strategy is hosting top journalists on FAM trips. Throughout 
all the targeted outreach programs, CMT will continue to invite approved primary and secondary targeted 
media to come stay in return for feature stories. This outreach strategy is designed to target media influencers 
specific to travel, adventure, food, wine, baby boomer, family, pet friendly and lodging and invite the top 
media to produce the best results and meet our strategic PR goals.  
 
Goal: To host 16 individual journalist Fams in this fiscal year. Get first hand travel features in primary and 
secondary media outlets.  
Tactics:  

1. Proactive Outreach: Proactive outreach to targeted journalists to visit with the intent of writing 
feature travel stories and social media posts about our destination  

2. Follow up Pitching: Ongoing phone and email contact with journalists and editors inviting journalist to 
visit Morro Bay in return for feature coverage  

3. Journalist Hosting: CMT will conduct media relations, fill out a visiting journalist form and send to 
client for approval. Upon approval, CMT will start a draft itinerary based on journalist article focus and 
get client approval 
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4. Media Relations and Itinerary Building: Draft and coordinate visiting journalists travel itineraries 
including lodging, dining and activities 

 
Tactic Three – Results Tracking 
Overview:  Using many avenues including Meltwater, eReleases, Google alerts and regular searches on a daily, 
weekly and monthly basis, the CMT tracks all results. Reports include all PR activity and programs 
development that took place throughout the month.  
 

Tactics: 
1. Record all activity monthly and create report for client 
2. Record and track media coverage in a comprehensive media clips PDF with links to articles 
3. Notify client of recent and relevant media coverage 

 
Quarterly Reviews: 
Overview: The CMT recommends quarterly reviews of programs. This allows for any new story ideas or budget 
shifts to be identified and handled in an ongoing basis.   
 
Measurement: 

 Ad/Publicity Value of Feature Coverage: Increase 5% 

 Impressions: Increase by 5% from all earned media sources using new data platform 

 Website Linkage and Social Shares Growth: Increase 5%  
 

Social Media Programs 
 

Social media tactics will be in line with campaigns and our PR plan to convey similar messages that will 
reinforce the same messaging. CMT will deliver comprehensive, integrated social media programs to increase 
destination awareness, engagement and conversion of visitors. Being a guest-focused marketer on social 
media is all about capturing the imagination of travelers and helping them envision themselves here. People 
want to know what is available to them for a better travel experience, in real time, but they don't want to be 
"sold" the information. For those reasons, we will focus heavily on user-generated content through Chute. 
From the hiking trails, bay view kayaks, golf courses and charming antique stores, we'll continue to educate, 
entertain and inform, while keeping it real...and personal. 
 
Social Media Support of Press Releases: 
Our press releases will become the foundation of our social media messaging for featured blog content, social 
media postings, e-newsletters, short videos, and so on- This will really tie the messaging together across all 
media, PR, and social platforms. Since the conversations never end on social media and online, we will still 
continue the conversation of the Highway 1 Discovery Route as a whole (and as an attraction) while also 
regularly featuring each destination throughout the month for equal play. 
Tactics: 

 Repurpose Video footage for postings featuring open roads, following the PR messaging. Additional 

social media support for Best of/Most Instagram-able Moments along the H1DR (Blog, featured 

Facebook post, Carousel posts on Facebook and Instagram) 

 Instagram Stories/Livestreams: Wine Tour along Highway 1 Discovery Route wine regions 

 Instagram Stories/Livestreams: Leading up to Upcoming Events and at the events  
o Instagram Stories and Live Streams then become content for blogs and additional social media postings. 
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Social Media Objectives: 

 Our ultimate goal is to offer a strong social media effort to attract visitors to experience the CAH1DR 
regions and engage them in their preferred channels. The strategy will enhance the mobile web brand 
and increase organic traffic and search rankings. 

 Influence visitors to visit by delivering them fresh inspiring content, native and authentic stories, and 
user generated content directly to their newsfeeds. 

 Social media content with marketing messages will be crucial to reach visitors as they move 
throughout their research and planning process for vacations and travel plans. As such, including 
destination-specific content and promotions from all 10 destinations is fundamental in the ultimate 
decision-making funnel.   
 

Organic Social Strategies:   

 70% Fun/Non Promotional/ User Generated Content (UGC), 30% Push:  70% of the content is user 
generated and “pulls” the consumer to engage through response, interest, inquiries, and transactions.  
30% “pushes” content to the user using persuasive calls to action to get them to respond through 
getaways campaigns, special offerings and ads.  

 Support the shoulder season campaigns with ongoing content and related sub promotions, such as the 
continuation of the Rural Road Trips campaigns. 

 Continue to increase followers/fan bases for the various California Highway 1 Discovery Route social 
media accounts  

 Enhance relationships with the fan base and industry influencers 

 Build enthusiasm for the unique attributes of the regions  

 Promote events, blogs and website content 

 Support lodging promotions & specials 

 Heavy imagery & video content in all social media posts.  

 Analyze Facebook Insights as a resource to improve fan interaction & engagement 

 Use hashtags to increase impressions of content.  
 
Paid Social Strategies:  

 Behavioral: passions (food/wine & craft beer/outdoor/wellness/events & activities)  

 Lifestyle: family/luxury/romance 

 Demographic: Millennials, baby boomers/empty nesters, age/gender/relationship status (newly 
engaged, honeymooners) 

 Seasonality: off season and midweek 

 Geographic:  four hour drive market/key destinations TBD 

 Promote brand awareness by using content on H1DR.com such as itineraries, things to do, and 
upcoming events that will generate overnight stays - through blog posts, engaging photos, and short 
videos  

 Focus on mobile ads since over 75% of our traffic on Facebook and Facebook ad is already mobile (and 
because social media channels are mostly all shifting to mobile only platforms) 

 Use social media to build website traffic and the email subscriber base 

 Additional targeting methods: interest targeting, remarketing those who have engaged with a previous 
ads of ours, remarketing our website traffic and e-newsletter subscribers and generating lookalike 
audiences, and so on. 
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 Newer ad types:  

 Video – Facebook is rolling out pre-roll video options. Since so much video is being consumed 
on Facebook, it’s a great opportunity for H1DR. When the video comes into the newsfeed, it 
plays automatically, grabbing the attention of the specified, targeted user.  This could be a 
video ad option in addition to YouTube 

 Canvas - Facebook Canvas lets you create full-page, interactive mobile ads that work like 
landing pages for tablet and smartphone users. 

 
YouTube and Video Social Content:  

 Continue to use video content to promote the destination, build brand awareness, and cross-pollinate 
other social media platforms.  A defined set of keywords will be place our videos on relevant content 
across search, browse, and watch pages. 

 Integrate all video content into pre-roll monthly PPC advertising to test goal conversions 
 

Google AdWords, Display and Match:  

 Use AdWords and Display ads to generate traffic and to increase rankings on consumer search  

 Use a defined set of keywords and the Google Match program to target e-newsletter subscribers, 
website traffic, and lookalike audiences.  
 

Measurements: 

 Engagements: Increase engagements from all channels 20%.  

 Facebook: Increase Page Likes by 20%  

 Instagram: Increase followers by 20%  

 YouTube: Increase video views by 20%  

 Twitter: Increase followers by 15% 
 

Co-op Marketing 
 

The CMT met with Brooke, the Marketing Director from SLOCAL to discuss upcoming co-op opportunities on 
Friday, July 7th. Brooke stressed that it is early in the season for planning and that some of these tactics could 
change. She was confident that the inflight magazines would be something that would be done however. 
Exact months are still to be determined for those.  

Regarding the local destinations co-op strategy, the CMT is recommending the destination follow the CBID 
path and take advantage of the two inflight magazines and the native advertising programs depending on the 
funds each area as to spend 

Alaska Air Magazine - $12,500 full page Spring 2018 

 2,061,915 Monthly Passengers 

 16,950 Flights per Month 

 85 Destinations Served; Major Hubs: Seattle, Portland, Los Angeles, San Francisco, Anchorage 

 Average Flight Length 2:55 

 HHI $125.9K 

 Travel Frequency: 42.3 nights away from home; 67% staying in hotel or vacation rental 
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United Airlines/Hemsipheres Magazine- $12,500 full page Spring 2018 

 11 million Monthly Passengers 

 161,000 Flights per Month 

 85 Destinations Served; Major Hubs: Denver, New York, Seattle, Portland, 
Los Angeles, San Francisco, major world cities as well 

 Average Flight Length 2:55 

 HHI $146,000  

 
Sunset Road Trips - $3,448 

 1 Million Total Circulation 

 600,000 inserted in selected copies of the June issue of Sunset 

 Exposure on visitcalifornia.com through Nxtbook Media digital edition 
which includes a link to the advertiser’s website.  

 400,000 direct to consumers, fulfillment upon request, at key 
destinations beginning in mid-May. Locations may include:  – 

California Welcome CentersSM, CVBs, and Visitor Centers  – Sunset 
events throughout the year  
 

Native Advertising TBD by SLOCAL - $18,750 ($6,250 per article)  

The final details are still being worked out with SLOCAL, but would include the possibility of SF Gate, 
Buzz Feed and other social media programs and sites TBD by SLOCAL  

 

Grand Total $71,610 (separate budget from CMT) 

 

 

 

‘ 
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Mobile Web Owned Media  

 

Goals and Objectives:  

 Brand the Highway 1 Discovery Route as the Best of Highway 1, by demonstrating the brand 
promise throughout the multi-screen travel planning cycle 

 Establish Highway1DiscoveryRoute.com as a helpful travel planning source by delivering inspiring 
content and relevant travel tools  

 Increase unique visits to the Highway1DiscoveryRoute.com   

 Enhance the mobile web user experience, influence, search rankings, organic traffic and attraction 
to the CAH1DR and all 10 destinations.  

 Support local fund destination brand marketing efforts, unique experiences, events and 
promotions 

 Support lodging constituency use of Highway1DiscoveryRoute.com content, feeds and promotions 

 Improve goal conversions of paid and earned promotions to encourage more new visitor 
interaction on the website and social media  

 Continually explore efficiencies to mainttain site, CMS and API feeds 
 

Tactical Scope of Work:  39 hours Per Month 

 Assign dedicated site experts for all technical service requests, SEO and analytics. A simple Email 

service ticket will be installed to ease flow of service requests by CBID, local fund agencies and 

constituents.  

 Assess current site analytics, survey results, search ranking results, user engagement and conversions.  

 Maintain all existing website content, server, cerficates, CMS and API assets. This includes fixing issues 

that arise with software and plug-in version updates (Visual Composer, Revolution Slider, Site 

Optimization tools, etc.) 

 Conduct competitive bids for vendor maintenance of site, API feed, CMS  

 Update the promotional content calendar with defined set of keywords, with search volume that 

content, social and meta supports. Install new tracking pixels and update existing tracking pixels for 

enhanced audience behavioral tracking and to retarget visitors with precision.  

 Enhance STAY pages with photos supplied by constituency- Recommendation is to assign to CBID 

Administrative Support ongoing task to upload additional photos of properties in CMS.   

 Provide technical assistence for all content inclusions as well as updates (blog templates, images, 

sliders, videos, animation, subscripiton forms, and mobile version). 

 Evaluate and present recommendations and costs for requested enhancements, including: 

o Content Delivery Network (CDN) 

o Interactive maps, travel tools  

o Visitor Guide revisions requested by local funds & agencies  
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Measurements: 

 Increase website sessions by 30%  

 Referrals to Destination and Lodging Content: Increase by 20%  

 Search Rankings: Increase SEO page ranking and increase URL clicks by 15% 

 Email Opens and Clicks: Increase 30%  
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SCOPE OF WORK AND BUDGET   

 
 2017-18 2016-17 
Fiscal Year CMT Budget Allocated $755,000 $794,000 

 
Program Strategy and Account Management $101,250 $40,000  
Board Meetings, Client and MSC & Partner Communications.  Incremental budget  
for requested program management, analytics and themed strategy presentations 
 
Web/Mobile Management $58,000 $64,000  
Wordpress mobile Theme refresh, monthly SEO management, analytics, reporting 
Content updates, Site Hosting, Security. Incremental investment in SEO & CMS engineering 
 
Social Media $72,000 $72,000 
Social Media Outreach, Blogs, Video Vignette Blogs. Incremental budget assumes  
more frequent live video and photo postings and integration with local funds 
 
Enewsletters $17,750 $28,000 
Subscriber enews, database management, profiling. Budget shift assumes  
new web-based content template, destination specific emails, prospect retargeting 
 
Ad Placement Expenses $280,000 $274,000 
Shoulder Season Campaign Placement, Coastal Discovery & STP,  
Native Ad Placement, PP Click, RRT Campaigns, Retargeting, 
 
Public Relations  $ 86,000 $ 98,000 
Monthly (12) e Releases & email, Outreach & Management, Journalist Hosting 
16 top travel media and travel bloggers.  
 
Creative Services & Content Creation  $74,000 $67,000 
Brand evolution & creative templates, campaign ad creative 
Video vignette scripting, production and deployment 
 
Map, Promotions, Local Fund Programs $54,000 $38,000 
All Agency Collaboration, Destination Visitor Guide Content Development, 
Seasonal Getaway Giveaway Management, Local Fund Co-op Development  
Out of market travel media show representation. 
 
Stewardship Travel Program $12,000 $27,000 
Project Management, CDS Month Management. Incremental budget assumes 
wildlife viewing guide deployment  
 
Advertising & Marketing *Merged/Deleted Category -- $86,000 
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H1DR
2017-2018 MEDIA PLAN

MEDIA JULY '17 AUG SEPT OCT NOV DEC JAN '18 FEB MAR APR MAY JUNE INVESTMENT

COOP $40,000

Yosemite Journal - CCTC Coop Materials 
Deadline 10/12

Publishes/ 
Annual Pub $7,295

CCTC Map
$1,000

Co-Op Contingencies
$31,705

PRINT $11,595

Alaska Airlines Magazine
MATERIALS DUE 8/15

Best of 
California $6,000

Travel Guide to California
MATERIALS DUE 12/28

$5,595
NATIVE / VIDEO (ONLINE) $224,000

Excelerate Digital $50,000

The Bridge $35,000

NBC Universal $30,000

Facebook & Instagram $24,000

Native / Video Targeted Campaigns $70,000

Native/Video Coastal Discovery Campaign $15,000
PROJECTED SPEND/SPENT $235,595
NET AD BUDGET $240,000

REMAINING SPEND $4,405

NET COOP BUDGET $40,000
PROJECTED SPEND/SPENT $8,295

REMAINING Co-Op SPEND $31,705

Road Trip Contest MyYosemitePark.com runs until 12/18

RURAL ROAD TRIPS FEATURING 7 DESTINATIONS

TBD



2018 Net Hard Cost Billings CMT 2017 Gross Hard Cost Billings Actual

2018 Total 2018 2018
Estimated Fiscal Year 2018 Budget $755,000 Budgeted Hours Per Hours Per 794,000$               

Hours Month Week Gross Billings @15% Budget Notes

Strategy, Management, Administration $101,250 810 68 17 Program Strategy and Account Management $40,000

Meetings, client management, reporting, strategic 

planning , account coordination, STP
$48,000

384 32 8 Board meetings, reports, presentations $24,000

Media and All Hard Costs Admin Time $53,250 426 36 9 Strategic Planning $16,000

SEO, Web, IT Services $58,000 464 39 10 Web/Mobile Management $72,750

Monthly SEO management, analytics, reporting $28,000 224 19 5 Monthly SEO management, analytics, reporting $24,000

WP support services, software updates, hosting, 

security, content postings. 
$30,000

240 20 5 Web Mobile Creative and Content Updates $24,000

Maintenance, Hosting, Security, Registration $10,000

CMS and API update $6,000

Web Enhancement $8,750
Social Media $72,000 576 48 12 Social Media $72,000

 Blogs, social video mgment, postings, social media 

management
$72,000

 Campaign Mgmt, Blogs, Advertorial, Native Ads $72,000

Enewsletters $17,750 Enewsletters $24,250

Update templates, content, management $12,000 96 8 2 New templates, transmissions, analytics $28,000

Net Transmission Fee HC $5,750 Moved to Web Enhancements -3750

Advertising and Marketing $86,000 Merged/Deleted Category

Co Op Advertising $40,000 Moved to Net Ad Placement

CAH1DR Map Reprints, Certified Folder $46,000 Moved to Map

Net Ad Placement Costs $280,000 Gross Advertising Placement Expense $274,000 2017 Net =  $267,000

Net 1 Shoulder Season Campaign Flight $155,000 Fall Campaign Placement $110,000

Net 7 Rural Road Trip Ads $70,000 Monthly PPC/Retargeting $36,000

Net CDSM Campaign $15,000 CDSM Placement $18,000

Net Co-Op Placement $40,000 Sping Campaign Placement $110,000

Public Relations $86,000 688 57 14 Public Relations $98,000

Outreach Monthly Retainer $64,000 512 43 11 Outreach, Press Release + Reporting $72,000

16 Journalists Hosting Hard Costs $16,000 Individual Journalist Hosting Hard Costs $18,000

Journalist Hosting Management $6,000 48 4 1 Journalist Hosting Management $8,000

Content Curation, Creative Direction $74,000 592 49 12 Creative Services & Toolkit $65,750

Web Content, Branding, Creative direction, Design $44,000 352 29 7 Brand evolution, templates $20,000

Net Video and Photography Hard Cost $30,000 Fall Campaign Digital Production $10,000

Spring Campaign Digital Production $10,000

Video Scripting and Creative Direction $10,000

Video Production $17,000

Moved to Web Enhancements -$1,250

 Map, Promotions, Local Programs $54,000 432 36 9  Projects, Promotions, Local Fund Programs $35,500

H1DR Map creation, production, shipping $30,000 All agency and co-op development time $8,000

Destination VG content development $10,000

Hard Cost Getaway Prize Expense $24,000 Promotional Contingency $6,000

Getaway expenses $14,000

Moved to Web Enhancements -$2,500

Stewardship Travel Program $12,000 96 8 2 Stewardship Travel Program $25,750

Campaign Development, Project Management Moved to Account Mgment Campaign Development, Project Management $7,000

Coastal Discovery & Stewardship Month $12,000 96 8 2 Coastal Discovery & Stewardship Month $10,000

Wildlife Viewing Guide Development $10,000

Moved to Web Enhancements -$1,250

2018 Totals $755,000 2016-17 Totals $794,0002018 Contingency and Unemcombered 

Promotional Contingency.Visitor Guide Print Ads. CBID SLO 

Cal Co-op. STP Heritage Guide. Expanded map circulation 

and production. Reactive pitches for Visit CA pitches. 

Contracted Engineering for CMS or API changes. CDN.



2017-18 Hard Cost Estimate 

Enter Markup Percentage Here 12%

Mgmt Mgmt Mgmt Mgmt Mgmt

Cost Factor Net Cost Markup Per Month Hours Hours/mo Hours/wk

Media - All Net $280,000 $33,600 $2,800.00 269 22.40 5.6

Map Printing and Shipping $30,000 $3,600 $300.00 29 2.40 0.6

Web IT, Hosting, Security, API Maintenance Expense $30,000 $3,600 $300.00 29 2.40 0.6

SEO Services $28,000 $3,360 $280.00 27 2.24 0.56

Email $5,750 $690 $57.50 6 0.46 0.115

Videography Production Expenses $30,000 $3,600 $300.00 29 2.40 0.6

Getaway Prize Expenses $24,000 $2,880 $240.00 23 1.92 0.48

Journalist Hosting Expenses $16,000 $1,920 $160.00 15 1.28 0.32

Total Hard Costs to Manage $443,750 $53,250 $4,437.50 426 35.50 8.875

Percent of all hard costs to total budget 59%

Percent paid media to all hard cost 63%

Percentage of paid media to total 37%

Percentage of paid and earned media to total: 64%

Map $30,000

PR Outreach $86,000

Paid Ads Media $280,000

Enewsletters $17,750

Social Media Outreach $72,000

Total budget for outreach $485,750

Percentage of Total Budget for  Management/Admin  13%

Hours  Hours Mo Hours/week

Account Mgmen/Cost Admin 810 68 17

Social Media 576 48 12

enewsletter 96 8 2

PR Outreach 512 43 11

Hosting Mgment 48 4 1

Content and Creative 352 29 7

Stewardship/Coastal Discovery 96 8 2

Billable Time 2490 208 52

Billable Amount $311,250 $25,938 $6,484

All CMT Billable Hours as % of Total Budget 41%

Agency Billable Time 



 
 

Marketing Subcommittee Recap 

July 2017 

 

Meeting: July 13 Thursday 3:00pm – 5pm at Cayucos Visitor Center) 

Committee Members:  Shirley Lyon, Laila Kollmann (absent), Lori Keller  

Others: John Sorgenfrei, Kaci Knighton, Bill Stansfield (absent), Cheryl Cuming 

 

Core Marketing Team  

 Marketing Plan key deliverables for July 

o Annual media plan flowchart presented – share at board meeting 

o Website, SM, PR and promotions goals and budget 

o Co-op plan with SLOCAL and LFAs – needs to be confirmed once SLO CAL confirms 

o Creative direction and budget (print, video, e-news and map) 

o Fall creative brief – discussed ‘bucket list’ approach  

 H1DR Map delivered to Certified Folder by 7/25  

o Deliver 100 to each hotel and VRMC with cover letter – completed before mid-August 

o Letter to each CWC regarding H1DR is open and accessible – CAO to work directly with CF 

 Co-op:  

o SLO CAL: Chute – MSC confirmed to move ahead with $6,000 SLO CAL co-op 

 Dashboard   

 

 

Stewardship Travel Program  

 Kind Traveler next steps – September 1 getaway launch; confirming partners  

 

Updates  

 Lodging interest in Annual Event Calendar – not interesting in printed version  

 Highway 1 closure – confirming next steps on SLO CAL co-op; CalTravel role with advocacy  

 Strategic Planning next steps – present committee recommendation at Board meeting  

 Influence tool on website (SMG): once we reach 850 will pull results (around mid-July) 

 VisitCA VG leads – send H1DR map to all, and enter emails provided into database 

 

Topic Discussion  

 

Collaborations   

 Visit SLO County Marketing Committee Update – discussed icon for inclusion in CBID ads 

 

Local Areas/Constituent Outreach  

 Local summary: Approved CBID budget, summer ad plan and B&I LFA funding application  

 All Agency: meeting moved from July 25 1:30p – 3p to August 15 from 2:30p – 4pm  

 

Next Meeting:  

Meeting date Wed 8/9 from 3 – 5pm (moved due to schedules) 

Meeting topics:  

 

Future topics:  

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

VR and micro-moments opportunities (Marketing Plan and SLO CAL) 

Cheryl-PC
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SLOCTBID ADVISORY BOARD and ADMINISTATIVE CONTACTS 
2016-17 

Mike Hanchett, VP Finance & Administration, Owner 
Cavalier Inn, Inc. 
9415 Hearst Drive 
San Simeon, CA 93452 
(805) 927-4441 
mch@cavetal.com 
 

Appointed June 2, 2009 
2 year term 
Re-appointed July 12, 2011 
Re-appointed September 22, 2015 
4 year term to September 2019 

John King, Owner 
King Ventures (Sycamore Mineral Springs & Avila Hot Springs) 
285 Bridge Street 
San Luis Obispo, CA 93401 
(805) 544-4444 
jking@kingventures.net  
 

Appointed June 2, 2009 
2 year term 
Re-appointed July 12, 2011 
Re-appointed September 22, 2015 
4 year term to September 2019 

Laila Fiege-Kollmann, Trustee 
Shoreline Inn, Inc. 
P.O. Box 376 (mailing) 
1 North Ocean Avenue 
Cayucos, CA 93430 
(805) 995-3681 
waveheart@gmail.com  
 

Appointed June 2, 2009 
2 year term 
Re-appointed July 12, 2011 
Re-appointed September 22, 2015 
4 year term to September 2019 

Lori Keller  
Martin Resorts, Inc. 
P.O. Box 12060 
1201 Palm Street 
San Luis Obispo, CA 93406 
(805) 545-7900, ext. 102 
LoriK@martinresorts.com 
 
 

Noreen Martin, Owner – resigned September 2012 
John Fairweather – resigned  
Appointed June 2, 2009 
4 year term 
Appointed October 16, 2012 to serve out Noreen’s term 
Re-appointed May 14 2013 
4 year term to May 2017 

mailto:mch@cavetal.com
mailto:jking@kingventures.net
mailto:waveheart@gmail.com
mailto:LoriK@martinresorts.com
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Shirley Lyon, Owner 
SeeLyon Beach Rentals 
48 South Ocean Avenue 
Cayucos, CA 93430 
(805) 995-3505 
Shirley@seelyon.com  
 

Appointed June 2, 2009 
4 year term 
Re-appointed May 14 2013 
4 year term to May 2017 

Bram Winter, Cambria Pines Lodge  
 (805) 924-3351 
Cell: (805) 909-0911 
bramw@moonstonehotels.com 
 

Marjorie Ott, Owner (resigned 2015) 
Appointed June 2, 2009 
4 year term 
Re-appointed May 14 2013 
4 year term to May 2017 

Matt Masia, Owner 
Sand Pebbles Inn, Blue Dolphin Inn, Moonstone Cottages 
(Cambria Locations) 
1215 Ysabel Avenue 
Paso Robles, CA 93446 
(805) 238-2770 
info@adelaideinn.com  
 

Appointed June 2, 2009 
4 year term 
Re-appointed May 14 2013 
4 year term to May 2017 

Cheryl Cuming, Chief Administrative Officer 
P.O. Box 1875  
San Luis Obispo, CA  93406 
(805) 547 – CBID (2243) or 471 – 0182 cell 
(805) 547 – 2238 (fax) 
admin@SLOcountyBID.com  

Contracted through December 31, 2017 
 

Nikki Schmidt, County Liaison 
1055 Monterey Street, D430 
San Luis Obispo, CA  93408  
(805) 781-5496  
(805) 781-5023 (fax) 
nschmidt@co.slo.ca.us  

 

 

mailto:Shirley@seelyon.com
mailto:bramw@moonstonehotels.com
mailto:info@adelaideinn.com
mailto:admin@SLOcountyBID.com
mailto:nschmidt@co.slo.ca.us




 

 

July 14, 2017 

 

RE: San Luis Obispo CBID Board 

 

Dear Cheryl: 

This letter confirms my desire to remain a board member on the San Luis Obispo CBID board. 

I have enjoyed my time serving on the board and would like to continue for another term. 

Best regards, 

 

Lori Keller 

CEO, Martin Resorts/Martin Hospitality Management 







WCC Trademark Renewal 
 

 
From: Kevin Elder [mailto:KElder@SJMSLaw.com]  
Sent: Wednesday, July 19, 2017 3:49 PM 
To: Cheryl Cuming <admin@slocountybid.com>; Gail Floyd <GFloyd@SJMSLaw.com> 
Subject: RE: San Luis Obispo County Tourism Business Improvement District / WINECOASTCOUNTY.COM 
(design) (4443.001) 
 
Hi Cheryl,  
 
Our estimate of the cost to renew the trademark is $750.  That includes $325 for the registration fee 
paid to the US Patent and Trademark Office, and an estimated $425 for our time to prepare and file the 
registration renewal.   
 
The estimate for our time is based on a fairly straight forward process of obtaining an appropriate and 
current specimen showing use of the mark.  The specimen used for the registration is attached, and the 
mark is in the lower right corner. The registration certificate is also attached.  Once we have an 
appropriate specimen, we prepare the declaration of use, wherein an authorized representative of the 
SLO County BID declares that the mark is still in use as shown on the specimen. 
 
If there are complications, which are unusual in renewals if we have a proper specimen of use, then 
future work would be at our normal rates. 
 
Please let me know if you have any questions. 
 
Thank you, 
Kevin 
 
Kevin D. Elder  |  Attorney 
Sinsheimer Juhnke McIvor & Stroh, LLP 
656 Santa Rosa Street, Suite 2A  |  PO Box 31  |  San Luis Obispo, CA  93406 
P 805 541 2800  |  F 805 541 2802  
kelder@sjmslaw.com  |  www.sjmslaw.com    
 

mailto:email@sjlmlaw.com
http://www.sjlmlaw.com/
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Local Fund Applications for January 2017 – December 2017 (updated 7/19/2017) 

Total Funds Requested:  $5,343,649 
Total Projects Funded:   424 

 
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) 
  Matching Fund request for $1,000 

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

 A&H 2-year Marketing contract ($600,000 for 2 years)  
 Cambria Film Festival ($4,500; requesting $2,250 in matching funds) 

 

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) 

 Stewardship Clean-up kits ($6,320) 
 SLOWine Harvest on the Coast ($15,000) 

 TJA 3-month contract extension ($20,000) 
 TJA annual marketing contract ($140,000) 

 SLOWine Harvest on the Coast sponsorship ($15,000) 
 

Cayucos: 
 Chamber Visitor Center ($8,500) 

 Big Big SLO Pocket Planner ($1600) 

 July 4th Beach Clean-up ($2,500) 
 Eroica CA 2017 ($2,500 rest stop & $2,499 for sponsorship = $4,999) 

    Additional expenses for rest stop $624.71 
 Art & Music Festival and #UnlockYourAdventure promo ($7,500) 

 Administrative Assistant 2-year contract renewal ($6,720) 
 

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) 
 Coastal Discovery Center Ocean Fair ($2323) 

 American Legion July 4th fireworks ($6,000) 
 ScareCrow Festival Sponsorship ($4,750) 

 Gateway Signage landscape project ($24,999) 

 2014: Gateway Signage contribution ($10,000) 

Cheryl-PC
Text Box
Agenda No. C-3July 26, 2017



 Gateway signage ribbon cutting/PR/reception ($10,000) 

Solterra 2-month contract extension ($7,000) 
Cambria Film Festival ($1,500) 

 
Los Osos/Baywood/uninc. MB: 

 Stewardship clean up kits partnership with Grocery Outlet ($3,000+$2,500) 
 Big Big SLO MailChimp annual account ($800) 

Administrative Assistant 2-year contract renewal ($6,000) 
 

Oceano/Nipomo: 
 TJA Social Media and Spring Advertising ($5,600) 

 Whale Trail postcards ($350) 
 TJA annual Social Media and Advertising ($18,400) 

 Administrative Assistant 2-year contract renewal ($16,560) 
 

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) 

 Solve annual marketing contract ($10,800) 
 SLOWine annual sponsorship ($4,000) 
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