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

Board Meeting Minutes 
Zoom Video Meeting 

October 13, 2020 
 

 
 
1. Call to Order            

Greg Pacheco, Board Chair, called the meeting to order at 1:07 p.m. 
 
Members Present   CBID  Guests 
Greg Pacheco CAO Cheryl Cuming  Jessica Blanchfield, Archer & Hound 
Jim Bahringer       Paulla Ufferheide, Scarecrow Festival 
Karen Cartwright       Dennis Frahmann, Scarecrow Festival 
Amber Martin        Jill Jackson, CTB MA 
          
Absent: George Marschall (Work) 
 

2. Consent Agenda Items          
Board Meeting Minutes – September 8, 2020 
 
Jim Bahringer moved, and Amber Martin seconded to approve the meeting minutes of September 
8, 2020 as presented.  Motion carried unanimously.  
   

3. Discussion & Action Items   
3.1 Appointment of Board Member        

Greg welcomed Karen Cartwright back to the board.  Her application was approved by the Board 
of Supervisors at their last meeting. Karen thanked the board and said she was happy to be back. 
 

3.2 Current Covid-19 Status        
Greg reported that Cambria is currently in tier two of the Covid-19 restrictions, to move to the next 
tier we need a case count of less than 4 and right now we are at 6.1.  There are thirty-six cases in 
Cambria.  Greg asked for other board members’ input.  Karen shared that at Cambria Shores they 
did not have a housekeeping department and had to close-down the hotel.  A daughter of one of 
the staff got Covid three weeks ago, and then the mother did in mid-September.  We were able to 
contain it by shutting down.  Everybody was tested and were fine.  It was explained to me through 
the Health Department, if you work within proximity for 15 minutes in a closed environment, like 
even having lunch together, it is a risk, and you need to be tested.  We were lucky that no one else 
got it.  Just the two family members.  We were closed for about seven days.  Greg said that the 
restaurants and the shops seem to be staying busy and appear to be even more active than typical 
this time of year.   

 
4. Information Items/Presentations       

4.1 Marketing Committee Report        
Greg asked Jessica Blanchfield to give the monthly presentation to the board. She shared the report 
on screen.  I will go through this quickly, it is the same format as the last few months, basically 
showing you some of the social content that we've been posting for Visit Cambria September 
National Wildlife day video that we received from CBID; from the scarecrow fest through art galleries 
just a lot of really fun content during the month of September.  Same thing with Cycle Central Coast, 
we talked about this in the marketing committee meeting, but October technically is our first all off-
season month but because we have our virtual Eroica that's running we are working it into this 



month.  As a reminder we have two partners within Cycle Central Coast Avila beach and San 
Simeon with their sponsorship packages they get one to two months of takeovers. September was 
Avila Beach, they get a blog, they get the eblast, and they get additional social posts and advertising 
dollars.  Over the past month we also had some really nice stories that we posted. We have created 
highlight reels on our Instagram specific to our partner sites as well as Visit Cambria, from the 
influencers that we had come to the area this last month.  We have three influencers that came 
through during the month of September. The first was our vegan cyclist, he was displaced because 
of the fires and we have been following him for a while.  He was on our hit list we noticed that he 
was on the Central Coast and so we reached out said hey while you're on the Central Coast would 
you mind working with us? Allie Ketrick was actually our top list influencer, so she is a category one 
pro-cyclist out of Petaluma, which has a very large social following.  We actually brought her to the 
Central Coast on multiple weekends.  We hosted her in Cambria, she was hosted in San Simeon, 
and then just because of timing we had to bring her back to be hosted by Avila.   She rode a lot of 
our routes for us and rode our Eroica.  She has given us a lot of rich content and we have just seen 
a lot of organic growth in our social media because of the presence of her influence.  The third 
influencer we brought in, specific to Cambria, is the Couple Wanders, they are out of the LA area. 
They are travel-centric, but they also work a lot with Jet Blue, Trivago, and United Airlines. They 
wanted to do a piece on safe travels which was our content topic.  They came into town and have 
done a lot of great stuff for us we're still working through all of the assets with videos and photos 
and a lot of the stuff that they were contracted to do.  Cambria social media to the left is just a 
sample post it did really well for the month quick snapshots in the month of September or Facebook 
grew by almost 1500 people and our ads are continuing to run at a significantly efficient rate of 
$0.16 cost per result.  A quick snapshot for Cycle Central Coast, you will start to see on her 
Instagram we garnered 309 new followers, again that's organic growth. Advertising is also running 
really efficiently not quite as well as Cambria just because of the niche marketing category this is 
but still we are running at $0.54 per result.  The takeaways are although we started to see a big dip 
as we were in Covid through the months of April and May, we're starting to see that come back and 
we are reaching those numbers that we were starting to see prior to all of that, at almost 24,000 
new users to the site, 90% new users. Just a reminder that we have the constituent webpage on 
Visit Cambria, there is some new photos to view, and galleries that we filled out specific to safe 
travel, and blogs. Greg, we were talking to Audrey during the marketing committee meeting and it 
sounds like she is actively using it which is fantastic.   The virtual Eroica is up and running.  It is 
super exciting; we have already had eleven people sign up for the challenge and nine people 
completed it. There were thirteen notable PR hits during the month of September for Cambria.   We 
had mentions with Visit California through efforts of the CBID.  Lastly if you guys have not looked 
at the app and/or suggested it to your guests, I would encourage you to do that.  This is just an 
example showing you the build out for the Scarecrows Festival, which we are promoting very 
heavily in September, and during the month of October. It shows you the home screen, our safe 
travels and it goes into itineraries and blogs and those sorts of things.  The next step is Scarecrow 
Fest, this middle screenshot shows you what happens when you click on it.  It shows you all of the 
five displays as well as another section called “around town”.   Dennis shared that since Visit 
Cambria linked directly to the Scarecrow website, they are getting about 15 to 20 survey responses 
each day.  Jessica shared that they have been working with Paulla a lot, making sure that they 
have all of the photos for all of the scarecrows.  I know that there is a handful that we do not have 
photos for just yet, but as we get and add them, all scarecrows will be accounted for. 
 

4.2 CBID Update            
Local Update – October 2020 
The report was provided to the board but not discussed at the meeting. 

 
4.3 CBID Presentation           

CBID CAO Cheryl Cuming made her monthly presentation.  She started, let me just touch on a few 
things, I know you received the summary in your packet, a couple of other items I wanted to bring 
to your attention, so we have been working with SLO Cal and potentially other communities in 
bringing the Spartan Race to San Luis Obispo County.  It will actually be in Santa Margarita and 
the idea is expanding it to a national Spartan event, where there would potentially be 10 to 15,000 



people.  Because we do not really know what is going to be going on with Covid at that time any 
commitment that we make will be fully refundable.  They are going to start promoting coming to the 
race and where to stay.  Our goal is to include funding from the CBID at $5,000.  In order to step 
up to a national event they require an additional $25,000. The direct route will be up and across 
Highway 1, Cambria, Cayucos and potentially San Simeon.   Folks can spill over and stay in those 
locations.  My hope is that the CBID funds the $5,000 we have been talking to Jessica about.   Ask 
They are looking for commitment from all five communities by the end of the month.  We featured 
the Scarecrow Festival in your new format in our Eblast this month, which is received by about 
62,000 people.  We are doing social posts and the like to support the event too.  A few things on 
the summary, we continue to be pleased with the results of our paid campaign that launched on 
June 12.    We were the only DMO to launch a paid campaign immediately while others were taking 
advantage of organic traffic.   We have seen almost as many people to the website in the last 90 
days as we did all of last year, almost 300,000 people.  We really wanted to create momentum for 
everyone going into the winter months.  The Coastal Discovery Celebration was an event-based 
promotion in January and February.  We are evolving it to be based more on the Coastal Discovery 
Trail and all the things along it.  We have noted where you can enjoy social distancing, you can 
travel with your dog, you can travel solo, ideas on how families can enjoy it.   It is celebrating the 
fact that you can come to the coast and discover all these things in January and February.  So it 
continues to be a strategy that we're going to share through our local area constituents that we 
hope will give them a promotional framework to promote to their past guests to get them back 
visiting in January and February.  We did well in August, overall 8% above last year.  We are super 
thankful, and I am sure all of you are as well.  We are performing well above other DMOs. the 
coastal communities in San Luis Obispo are particularly performing well. This is also the case for 
September. I just received those numbers and will be sharing that with the admins.  One of our 
other focuses which is really driving our search engine optimization program is that we are cranking 
out a lot of content.  We have created surfing along Hwy 1 in the last month; we have also done 
shopping along Hwy 1 and dining along Hwy 1, fishing along Hwy 1, and we just launched 
Wildflowers along Hwy 1. When anyone searches on Google for things to do along Highway 1, we 
are always at the top, we are really owning that position, we are claiming our stretch of Hwy 1 as 
the place to visit. We just launched a farm fresh along Hwy 1 eco-tourism video.  Aaron Linn did a 
great job, he talked about farm to table.  We shared those assets with Archer and hound and right 
now we are working on a sea life and tide pools video. We have been working with the All Agency 
folks on the new LFA imperative programs.  The CBID will fund the program this year at $60,000 
and that does not include what we are already doing with the search engine marketing.  We will 
also fund a paid media campaign co-op and an email campaign. We will be enhancing our search 
engine marketing and we are also building out some new additional content around Coastal 
Discovery and working with SF Gate and L.A. Times around that. The CBID continues to really 
want to support marketing, fully extending our past carry forward in this time when we need it.  
Continuing to make sure we are very present with visitors that are interested in the Central Coast.  
Cheryl confirmed that Spartan will be funded by the CBID on CTB’s behalf. She will reconnect with 
the board through Jessica on what can be done from a marketing standpoint to ensure that Cambria 
is well represented.  

 
4.4   Cambria Chamber of Commerce       

 Mary Ann Carson was not present, so no update was given.  
  

4.5    Budget Reports – August 2020        
   Income and Expenses 
   Prior Year Income and Expenses Comparison  
   Marketing Budget Expenditures  
   Grant Funding Detail  
   The budget reports were provided to the board but not discussed at the meeting. 
 

4.6   Committee Meeting Minutes 
        Marketing Committee Meeting Minutes – September 8, 2020 

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



 
         
5. Public Comment  

Paulla Ufferheide reported that all feedback on the Scarecrow Festival, now that the displays are up, has 
been positive.  She said, I think a lot of people are really enjoying it.   I have heard from people that they 
are seeing more scarecrows than they ever saw before.  As Dennis said we are getting a lot of good traffic 
on our Facebook and our website.  

 
Dennis Frahmann shared information about the upcoming Cambria Film Festival.  It will happen in 
February; we will begin selling passes in November.  It will happen as a virtual screening festival and we 
will add in person events in December based on what happens with state guidelines. There will probably 
be a limited number of screenings, and maybe a couple of other events. But the full array of film offerings 
will be available to anyone around the country now because it is on a streaming platform.   We are planning 
to do a silent auction that we hope will raise funds for some local charities. We have had plenty of 
submissions of films, this was the first year we charged to submit.  They are much higher quality, and we 
are not going to be able to accept everything, we just do not have enough space.   

         
6. Future Agenda Items/New Business 

Spartan National Event 
 

7. Adjournment 
There being no further business, the meeting was adjourned at 1:44 p.m. 

 

Respectfully submitted, 

 

Jill Jackson 
Managing Assistant   

 


	Jill Jackson

