
 
 

         CITY OF MORRO BAY  
   Tourism Business Improvement District (TBID) 

  Advisory Board  
     

  
City Mission Statement 

The City of Morro Bay provides essential public services and infrastructure to  
maintain a safe, clean and healthy place for residents and visitors to live, work and play. 

__________________________________________________________________________________ 
 

Tourism Business Improvement District Purpose and Authority 

The Morro Bay Tourism Business Improvement District (MBTBID) Advisory Board (“Board”)  
advises the City Council on the administration and use of the MBTBID assessment funds.   

The Board recommends projects to the City of Morro Bay to promote tourism to directly benefit  
the City’s lodging industry. 

 
The primary purpose of the MBTBID is to increase occupancy and room nights across all lodging types  

(motel, hotels, bed and breakfast) that pay the business improvement assessment (BID)  
along with transient occupancy tax (TOT) within the City while placing particular emphasis  

on marketing that positively impacts the lodging. 
_________________________________________________________________________________ 

 
MEETING AGENDA 

THURSDAY, AUGUST 17, 2017 
VETERAN’S MEMORIAL HALL – 9:00 A.M. 

209 SURF STREET, MORRO BAY, CA 
 

 
ESTABLISH QUORUM AND CALL TO ORDER 

 
PUBLIC COMMENT PERIOD 
Members of the audience wishing to address the TBID Board on matters not on the agenda 
may do so at this time.  For those desiring to speak on items on the agenda, but unable to stay 
for the item, may also address the Board at this time. 
 

A. CONSENT AGENDA 
 

Unless an item is pulled for separate discussion by the TBID Board, the following items are 
approved without discussion.  The public will also be provided an opportunity to comment on 
consent agenda items. 
 

A-1  APPROVAL OF JUNE 22, 2017, TOURISM BUSINESS IMPROVEMENT DISTRICT (TBID) 
ADVISORY BOARD SPECIAL MEETING MINUTES 
RECOMMENDATION: Approve as submitted. 
 

A-2  JUNE 2017 MARKETING, PUBLIC RELATIONS, UPDATE; (TOURISM MANAGER) 
RECOMMENDATION: Receive and file. 
 

A-3  JULY 2017 MARKETING, PUBLIC RELATIONS, UPDATE; (TOURISM MANAGER) 
RECOMMENDATION: Receive and file. 
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A-4 MARKETING PLAN 2017-18 UPDATE (TOURISM MANAGER)  
RECOMMENDATION:  Receive and file. 
 

B. BUSINESS ITEMS 
 

B-1 PRESENTATION TO ACTION AND ADVENTURE PHOTO CONTEST SCHOLARSHIP 
WINNER (CHAIRMAN GRAVES) 
 

B-2 MAY 2017 TRANSIENT OCCUPANCY TAX (TOT) REPORT; (TOURISM MANAGER) 
RECOMMENDATION: Receive and file. 

 
B-3  JUNE 2017 TRANSIENT OCCUPANCY TAX (TOT) REPORT; (TOURISM MANAGER) 

RECOMMENDATION: Receive and file. 
 

B-4 RECOMMENDATION TO CITY STAFF AND CITY COUNCIL FOR LOGO UPDATE 
(TOURISM MANAGER) 
RECOMMENDATION: Select an updated logo design to recommend to City staff and 
City Council for future approval as appropriate in conjunction with the tag line “Put Life 
on Coast.” 
 

B-5  REVIEW OF EVENT PLANNER PROPOSALS FOR THE LIGHTED BOAT PARADE AND 12-
DAYS OF CHRISTMAS (TOURISM MANAGER) 
RECOMMENDATION: Tourism Business Improvement District Board select one of the 
responders to manage both the Lighted Boat Parade and the 12-Days of Christmas 
events. 
 

B-6  APPROVAL OF ADDITIONAL GRANT APPLICATIONS 2017-18 (TOURISM MANAGER) 
RECOMMENDATION: Tourism Business Improvement District Board approve grant 
funding for Grays Harbor Historical Seaport in the amount of $7,000 and Central Coast 
Maritime Museum in the amount of $3,000. 
 

C. DECLARATION OF FUTURE ITEMS 
 

D. ADJOURNMENT 
 
 
THIS AGENDA IS SUBJECT TO AMENDMENT UP TO 72 HOURS PRIOR TO THE DATE AND TIME SET FOR THE 
MEETING.  PLEASE REFER TO THE AGENDA POSTED AT CITY HALL FOR ANY REVISIONS, OR CALL CITY HALL 
AT 772-6568 FOR FURTHER INFORMATION. 
 
IN COMPLIANCE WITH THE AMERICANS WITH DISABILITIES ACT, IF YOU NEED SPECIAL ASSISTANCE TO 
PARTICIPATE IN A CITY MEETING, PLEASE CONTACT THE CITY CLERK'S OFFICE AT LEAST 24 HOURS PRIOR TO 
THE MEETING TO INSURE THAT REASONABLE ARRANGEMENTS CAN BE MADE TO PROVIDE ACCESSIBILITY TO 
THE MEETING. 
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MINUTES- TOURISM BUSINESS IMPROVEMENT 
DISTRICT (TBID) ADVISORY BOARD 
SPECIAL MEETING – JUNE 22, 2017 
VETERAN’S MEMORIAL HALL – 9:00 A.M. 
 

MEMBERS PRESENT: Aaron Graves   Chairperson 
    Charlie Yates   Member 

Steven Allen   Member 
    Sean Green   Member 
    Taylor Newton   Member 
 
ABSENT:   Maggie Juren   Member 
 
STAFF PRESENT:  Jennifer Little   Tourism Manager 
    Lori Kudzma   Deputy City Clerk 
 
I. ESTABLISH QUORUM AND CALL TO ORDER 

https://youtu.be/uA7_rq0zcig?t=46s 
A quorum was established and the meeting was called to order at 9:04 a.m., with five 
members present. 
 

II. PUBLIC COMMENT 
https://youtu.be/uA7_rq0zcig?t=1m12s 
The public comment period was opened. Seeing none, the public comment period was 
closed.  
 

III. APPROVAL OF TOURISM BUSINESS IMPROVEMENT DISTRICT (TBID) 
ADVISORY BOARD MEETING MINUTES 
https://youtu.be/uA7_rq0zcig?t=1m31s 

a. MARCH 16, 2017 REGULAR MEETING 
b. APRIL 6, 2017 SPECIAL MEETING 
c. APRIL 20, 2017 REGULAR MEETING 
d. MAY 18, 2017 REGULAR MEETING 

 
Public Comment: None. 
 
MOTION: Board Member Yates made a motion to approve all minutes as written.  

The motion was seconded by Board Member Newton and carried 5-0. 
 

IV. APRIL 2017 TRANSIENT OCCUPANCY TAX (TOT) REPORT; (TOURISM 
MANAGER) 
https://youtu.be/uA7_rq0zcig?t=2m49s 
Tourism Manager Little gave the report and answered questions from the Board.  
 
Public Comment: None 
 
The Board received and filed this report. 

AGENDA NO:      A-1 

MEETING DATE: August 17, 2017 
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MINUTES – TBID ADVISORY BOARD – JUNE 22, 2017 

 

 
V. MAY 2017 MARKETING, PUBLIC RELATIONS, UPDATE; (TOURISM MANAGER)  

https://youtu.be/uA7_rq0zcig?t=5m43s 
Tourism Manager Little gave the report and answered questions from the Board and 
stated the Amgen update will be brought to the July meeting. 
 
There was a Board Member request to compare metrics to general internet traffic. 
Tourism Manager Little will look into getting this information.  
 
Public Comment: None 
 
The Board received and filed this report. 
 

VI. 2017-2018 SPONSORSHIP OPPORTUNITIES 
https://youtu.be/uA7_rq0zcig?t=13m52s 
Public Comment:  
Robert Davis asked for an explanation as to the difference between a sponsorship and 
grant. 
 
Tourism Manager Little gave the report and answered questions from the Board, and 
addressed the difference between a sponsorship and a grant. 
 
Three sponsorships were presented for Board approval: Avocado Margarita Festival, 
Dusk-to-Dawn Triathlon and Morro Bay Triathlon. There was discussion regarding 
each event. 
 
Public Comment: Erica Crawford from the Chamber of Commerce gave data from the 
prior year’s Avocado Margarita Festival. 
 
MOTION:  Board Member Newton made a motion to approve the three sponsorship 

opportunities at $5,000 each for a total of $15,000. The motion was 
seconded by Board Member Allen and carried 5-0. 

 
VII. 2017-18 GRANT APPLICATION REVIEW AND APPROVAL/DENIAL 

https://youtu.be/uA7_rq0zcig?t=29m34s 
Public Comment: None 
Tourism Manager Little explained that the grant funds are general funds provided by 
the City Council specifically for grants and emerging opportunities. 
 
Tourism Manager Little presented each of the grants and answered questions from 
the Board.  
 
1. Taste of the Grove  

https://youtu.be/uA7_rq0zcig?t=32m38s 
Public Comment:  
Erica Crawford from the Chamber of Commerce spoke regarding the event. 
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MOTION: Board Member Yates made a motion to approve a $3,000 grant. 
The motion was seconded by Board Member Newton and carried 
5-0. 

 
2. Avocado Margarita Festival Grant  

https://youtu.be/uA7_rq0zcig?t=37m28s 
Public Comment: None 
 
MOTION:  Board Member Newton made a motion not to approve for a grant 

as it was already approved for a sponsorship. The motion was 
seconded by Board Member Yates and carried 5-0. 

 
3. Morro Bay High School Volleyball – requested $1,525 

https://youtu.be/uA7_rq0zcig?t=38m32s 
Tourism Manager Little went over the event and the recommendation to approve 
what was requested. 
 
Public Comment: None 
 
MOTION: Board Member Yates made a motion to approve this grant. The 

motion was seconded by Board Member Newton and carried 5-0. 
 

4. Surfboard Art Festival 
https://youtu.be/uA7_rq0zcig?t=41m23s 
Public Comment:  
Erica Crawford, Chamber of Commerce, spoke regarding the Chamber’s support 
of this event. 
 
There was a discussion regarding offering an incentive for placement of surfboards 
in tasting rooms outside Morro Bay, including a possible call to action. 
 
MOTION: Board Member Yates made a motion to approve $2,500 grant 

funding for this event. Board Member Newton seconded the motion 
after asking for clarification that the motion included no incentive. 

Board Member Yates amended his motion to approve $2,500 grant funding and 
up to $2,000 incentive for surfboard placement outside of Morro Bay with a call to 
action to book hotel rooms @ $200/board. 

Board Member Graves asked that it be considered to increase the incentive to an 
amount up to $5,000 @ $200/board. 

Board Member Yates agreed to the increased incentive amount. 

Board Member Green asked that the motion be amended to include a minimum of 
20 boards be placed to be considered for the incentive. 

Board Member Yates agreed to the amendment. The motion was seconded by 
Board Member Green and carried 4-1, with Board Member Newton voting no. 
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Board Member Allen requested that feedback be provided for next year. 

5. Central Coast Writers Conference – recommendation is $4,000 + $1,000 towards 
transportation needs. 
https://youtu.be/uA7_rq0zcig?t=1h6m47s 
Public Comment: None 
Tourism Manager Little presented the item. 
 
MOTION:    Board Member Newton made a motion to pass as recommended. 

The motion was seconded by Board Member Allen and carried 5-0. 
 

6. 100k Poets 
https://youtu.be/uA7_rq0zcig?t=1h10m1s 
Public Comment: None 
Tourism Manager Little went over the event. 
 
MOTION:  Board Member Yates made a motion not to approve the grant. The 

motion was seconded by Board Member Newton and carried 5-0. 
 

7. Harbor Festival 
https://youtu.be/uA7_rq0zcig?t=1h11m7s 
Public Comment:  
Don Doubledee gave an overview and history of the event. 
 
There was Board discussion about how to make this event successful, along with 
marketing strategies. 
 
Board Member Graves asked Tourism Manager Little to state for the record who 
was on the Grants Review Committee. Tourism Manager Little stated Jack Smith, 
Liz Gilson, herself, Board Member Yates and two others but the names were 
escaping her at the moment. 
 
Public Comment: Don Doubledee spoke again and stated that the existing 
marketing firm is willing to work with Mental Marketing as they are retiring. 
 
MOTION: Board Member Yates made a motion to approve $11,125 to be 

broken out as: $5,000 toward Mental Marketing, $5,000 to Harbor 
Festival to spend, and $1,125 to cover City fees. The motion was 
seconded by Board Member Newton and carried 5-0. 

 
Board Member Newton stepped out of the meeting at 10:44 a.m. 
 

8. Dawn-to-Dusk Triathlon 
https://youtu.be/uA7_rq0zcig?t=1h42m1s 
 
MOTION: Board Member Green made a motion not to approve the grant. The 

motion was seconded by Board Member Yates and carried 4-0. 
 

TBID 08.17.17 Page 6 of 170

https://youtu.be/uA7_rq0zcig?t=1h6m47s
https://youtu.be/uA7_rq0zcig?t=1h10m1s
https://youtu.be/uA7_rq0zcig?t=1h11m7s
https://youtu.be/uA7_rq0zcig?t=1h42m1s


5 
MINUTES – TBID ADVISORY BOARD – JUNE 22, 2017 

 

9. Morro Bay Triathlon 
https://youtu.be/uA7_rq0zcig?t=1h42m25s 

MOTION:  Board Member Green made a motion not to approve the grant. The 
motion was seconded by Board Member Yates and carried 4-0. 

10. Soupabration 
https://youtu.be/uA7_rq0zcig?t=1h42m45s 
Public Comment: None. 
Tourism Manager Little went over the event. 
Board Member Newton returned to the meeting at 10:47 a.m. 
 
Tourism Manager Little went over the event and listed the two other sub-committee 
members were Homer Alexander and Ruth Ann Angus. 
 
There was Board discussion regarding this event. 
 
MOTION:  Board Member Yates made a motion to approve the grant for 

$3,800. The motion was seconded by Board Member Newton and 
carried 5-0. 

 
11. Morro Bay High School Basketball – requested $1,525 

https://youtu.be/uA7_rq0zcig?t=1h46m12s 
Public Comment: None 
Tourism Manager Little went over the event. 
 
MOTION:  Board Member Newton made a motion to approve as 

recommended. The motion was seconded by Board Member Green 
and carried 5-0. 

 
12. Lighted Boat Parade 

https://youtu.be/uA7_rq0zcig?t=1h47m5s 
Public Comment: 
Don Doubledee spoke regarding this event. 
 
Tourism Manager Little spoke regarding this event and recommended that an 
event planner be hired to assist with this event. 
 
Public Comment: 
Nancy Castle from AGP spoke in support of the event and spoke regarding AGP 
coverage of prior year’s Lighted Boat Parades. 
 
There was Board discussion about whether or not to grow this event. 
 
Public Comment:  
Don Doubledee spoke again, in support of the use of an event planner. 
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Erica Crawford from the Chamber spoke regarding finding a way to coordinate with 
the 12 Days of Christmas event. 
 
There was continued Board discussion regarding the event and the process for 
selecting an event planner. 
 
MOTION: Board Member Yates made a motion to award a grant of $5,000 

plus $4,000 for an event planner as stated in the recommendation. 
The motion was seconded by Board Member Green and carried 5-
0. 

 
Chairman Graves checked in with Board Members regarding time constraints as 
it was after 11:00 a.m. 
 

13. 12 Days of Christmas 
https://youtu.be/uA7_rq0zcig?t=2h7m25s 
Public Comment:  
Erica Crawford from the Chamber spoke in support of the event. 
 
Tourism Manager Little gave the report and recommends an event planner be used 
for this event. There was consensus to continue with the meeting. 
 
MOTION: Board Member Allen made a motion to award $4,000 for an event 

planner for the 12 Days of Christmas with an additional $3,000 for 
a total of $7,000t. The motion was seconded by Board Member 
Newton and carried 5-0. 

 
14. Butterflys & Bubbles 

https://youtu.be/uA7_rq0zcig?t=2h11m34s 
Tourism Manager Little let the Board know that this application was withdrawn. 
 

15. Winter Bird Festival 
https://youtu.be/uA7_rq0zcig?t=2h11m56s 
Tourism Manager Little went over the event and gave the recommendation of 
awarding $4,000 grant plus $2,000 toward permit fees. 
 
MOTION: Board Member Newton made a motion to approve as 

recommended. The motion was seconded by Board Member Green 
and carried 5-0. 

 
16. Morro Bay High School Wrestling 

https://youtu.be/uA7_rq0zcig?t=2h13m57s 
Public Comment: None 
Tourism Manager Little went over the recommendation of awarding $2,750. 
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MOTION: Board Member Green made a motion to approve as recommended. 
The motion was seconded by Board Member Newton and carried 
5-0. 

 
 

17. Annual Yard Sale 
https://youtu.be/uA7_rq0zcig?t=2h15m8s 
Tourism Manager Little went over the event and the recommendation to award 
$3,500 towards expenses and fees. 
 
MOTION:  Board Member Newton made a motion to approve as 

recommended. The motion was seconded by Board Member Allen 
and carried 5-0. 

 
18. Morro Bay Kite Festival 

https://youtu.be/uA7_rq0zcig?t=2h16m17s 
Public Comment: None 
Tourism Manager Little went over the event and the recommendation to fund 
$5,000 towards marketing and promotion plus $4,000 for an event planner. 
 
MOTION: Board Member Newton made a motion to approve as 

recommended. The motion was seconded by Board Member Yates 
and carried 5-0. 

 
19. Morro Bay Car Show 

https://youtu.be/uA7_rq0zcig?t=2h18m28s 
Public Comment: None 
Tourism Manager Little went over the event and the recommendation to award 
$4,500 grant. This is an increase from last year to assist with covering City fees. 
 
There was Board discussion about the event and ways to encourage use of local 
businesses. 
 
MOTION: Board Member Green made a motion to approve as recommended 

with a conscious effort to market our local businesses for same 
weekend and month. The motion was seconded by Board Member 
Newton and carried 5-0. 

 
20. Cuesta Fest 

https://youtu.be/uA7_rq0zcig?t=2h24m5s 
Public Comment: None 
Tourism Manager went over the event and the recommendation not to fund. 
 
There was Board discussion about the event. 
 
MOTION: Board Member Yates made a motion not to fund. The motion was 

seconded by Board Member Newton and carried 5-0. 
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Tourism Manager Little gave an overview of where the Board is with grants after 
today’s meeting. 

VIII. RECOMMENDATION TO CITY STAFF AND CITY COUNCIL FOR LOGO UPDATE 
https://youtu.be/uA7_rq0zcig?t=2h25m53s 
There was Board consensus to postpone Item VIII to the next meeting. 
 

IX. DECLARATION OF FUTURE ITEMS 
https://youtu.be/uA7_rq0zcig?t=2h26m3s 
There was a brief Board discussion about the pool of event planners and the RFPs 
being brought to the Board. 
 

X. ADJOURNMENT 
https://youtu.be/uA7_rq0zcig?t=2h26m44s 
The meeting adjourned at 11:30 a.m. The next Regular Meeting will be held on 
Thursday, July 20, 2017. 

 

Recorded by: 

 

Lori M. Kudzma 
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Morro Bay Tourism  
June 2017 Marketing Report 

June 2017 Website, Advertising and Social Analytics 

Morrobay.org Web Stats 

 Website Unique Visitors: 26,056 (+10% Y/Y) 

 Total Jack Rabbit Searches: 3,524  (+12% Y/Y)  

 Jack Rabbit Referrals to Lodging: 2,485 (-9% Y/Y) 

Paid Advertising Stats to Date 

 Paid Digital Impressions: 34 M  

 Clicks to Morrobay.org: 93,735 

 CTR: .28% (industry average .1%) 

Organic Social Media Stats  
FB Fans: 54,184 (53,393 in May) 
Engagement Type:  

 Reactions = 33,150 (31,050 May)

 Shares = 3,572 (4,360 May)

 Comments = 2,810 (2,440 May)

 Post Engagements: 37,917 (43,433 May)

 Post Reach: 832,735
Instagram: 
Followers: 11,075 (10,810 in May) 

 Likes: 21,325 (20,126 in May)
Twitter: 

 Followers: 1,955 (1,929 in May)

Marketing Campaigns 

Campaign: Mid-Week Promotion May and June 
Overview: This May June promotion that focuses on building mid-week high season business. We are 
targeting women and families with disposable income in target markets in greater Los Angeles including 
Orange County, Riverside County and Ventura County, as well as the San Juaquin Valley. 

 Offer: Midweek lodging discounts and tourism partner offers

 Launch Mid-April: Hotels and on Social Media including Facebook, Google Adwords and Display

 Launch first week of May: Digital Media Outlets Adara, Ad Taxi and Trip Advisor

Results to Date: 

 Impressions: 1.2 M

AGENDA NO:       A-2 
MEETING DATE:  August 17, 2017
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 Clicks: 13,427 

 CTR: .11% 

 Landing page clicks: 2,913 

 NOTE: Two of our Ad Networks malfunctioned at some level for the May/June campaign. We’ve 
rectified the situation: 

o 1.3 m impressions were trafficked and linked incorrectly and so our May and June 
campaign did not produce the results we anticipated.  

 Make Good: The ad network is running ads for 2 months free of charge in July 
and August for their mistake. We tracked what was happening with them and 
they said they had corrected the mistake several times, but in the end, it was 
not corrected.  

o Almost 40% of June's budget did not fulfill due to the campaign set-up which was 
revised mid-month. Those impressions will roll over to July.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4th of July Outreach 
With summer coming on fast, the highway 1 closure on our heels and the cancellation of fireworks, 
Tourism Manager Jennifer Little and Maryann Stansfield from Mental Marketing pulled together a game 
plan to drive bookings for the kick off of the summer: Morro Bay’s 4th of July Celebration. Targeting the 
So Cal market, we purchased opt in emails geared towards families, millennials, profiles of similar 
audience segments who have visited Morro Bay using lifestyle market segments. Below is the media 
buy, results will be reported in the July report. The campaign also included social media campaigns.  
 

Google Ads: 
Impressions: 103,000 
Clicks: 420 
 

 
Facebook: 
Impressions: 47,000 
Clicks/Engagement: 6,000 
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Publication Date Impressions 

LA Times    

Travel Pass  6/14/17 
 

88,000 

Escapes Deals Newsletter  6/20/17 
 

16,010 

Arts & Culture Newsletter  6/22/17 28,000 

Local Takeover  
California Takeovers  

6/19-20/17 74,000 

LA Magazine   

Custom Email  6/15/17 20,000 

Digest (food) Newsletter 6/21/17 20,000  

Culture Newsletter  6/29/17 20,000 

USC Trojan Family ENews Letter 6/27/17 160,000 

BANG   

Ad Taxi Eblast Family, Millennial Los Angeles, San Juaquin 
Valley, Travel, beach and water activities, wine and dining, 

nature and relaxing, and shopping  

6/16/17 60,000 

V12 Eblast 6/15/17 160,000 

TOTAL IMPRESSIONS  464,000 
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  June Public Relations Activities 

 

 Wrote and distributed June Press Release: Escape the Heat and Crowds in Morro Bay, CA and 
Turn Your 4th of July Celebration Into 5 days of Fun 

 Wrote additional release to get media assistance in the fact that Morro Bay is open: Will You 
Help Us Get The Word Out That Morro Bay is Open for Business and June is the Perfect Time 
To Visit The Seaside Town, Especially Mid-Week  

 Made additional media follow up calls to local press  
 

PRESS RELEASES 

 
Escape the Heat and Crowds in Morro Bay, CA and Turn Your 4th of July Celebration into 5 days of Fun  

Proprietary Travel Media List: sent to 3875 media outlets on the Mental Marketing proprietary list  
Top opens and follow up pitching to: 
LA Parent 
Outside Magazine 
Tolosa Press 
Go Nomad 
Martha Stewart 
Outdoor Project 
Berkeley and Beyond 
Fresno Bee 
OC Mom Blog 
Sacramento Magazine 
LA Splash 
Music Connection 
Dog Trekker 
Bird Watching Digest 
KSBY 
Central Coast Critic 
John Hamilton 
Robb Report 
Conde Nast 
Wine Country Getaways 
OC Register 
LA Times 
San Francisco Examiner 
San Francisco Magazine 

Edible Santa Barbara 
TravelScope 
LA Talk Radio 
San Jose Mercury News 
Biz Bash 
Tahoe This Week 
Ms. Fit 
Foster Travel 
Fodors 
Joan Jet Setter 
Coastal View 
TMZ 
Animal Radio 
Tee It Up Show 
International News Group 
The Tribune 
KDH News 
Associated Press 
Wine Industry Network 
Daily Tribune 
Bloomberg 
Seacrest Productions 
Eric Allen Productions 
CBS 

 
 
Will You Help Us Get The Word Out That Morro Bay is Open for Business and June is the Perfect Time 
To Visit The Seaside Town, Especially Mid-Week Visitors Can Book Rooms for Less, Avoid the Crowds 
and Beat the Traffic by Staying Mid-Week this Month 

Proprietary Travel Media List: sent to 1545 media outlets on the Mental Marketing proprietary list 
Top opens and follow up pitching to:
NPR Tolosa Press 
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New Times, SLO  
Santa Maria Times  
KSBY  
KEYT 
KVEC 
KCBX 
SLO County 
Los Angeles Times 
Associated Press 
Outward Magazine 
Lonely Planet 
NY Times 
Bay Area Newsgroup 
San Fran Magazine 
SF Gate USA Today 
OC Register 
SF Examiner 
SF Chronicle 
San Jose Mercury News 
Inside the Gate 
North Bay Bridge 

The Tribune 
South Bay Biz 
Bay Town Sun 
Ventura County Star 
Biz Journals 
Buzz Feed      
Post Bulletin    
Montecito Journal 
Central Coast Tourism 
SLO Chamber 
San Simeon Chamber 
Solvang Chamber 
VisitCA 
OC Mom Blog 
Fresno Bee 
Sacramento Bee 
Bakersfield Magazine 
Bakercity Herald 
Bindu Media 
So Cal Thrills 
LA Parent 

 
 

PRO-ACTIVE MEDIA RELATIONS: 

 

 KGO’s John Hamilton interested in story about Morro Bay being open for business 

 NPR’s Tom Wilmer interested in story about Morro Bay being open for business 

 In communication with IPA is a Global Communications Network on possible FAM 

 Prepared VJ for Phillip Halleux from Voyage Moto Quebec then turned over to client  

 Follow up with Keith Hamm, SB Independent 

 Follow up with Elizabeth Bickford, Trekaroo, who visited June 7-9 

 Contact JT Long from Smart Meetings end of July for inclusion in their Central Coast 
issue 

 In discussion with freelancer Heidi Dvorak who is getting a story assignment with one of 
the many pubs she writes for 

 Continued discussions with Margaret Swaine’s, Travel, food, drink, spa & golf writer 
from Toronto. She writes for USA Today and Toronto Star. She is not available anytime 
in the near future. 

 Working on getting new dates for the following 
o Working with editor of Foodism Blog to get editor to visit for food stories. 
o Get new dates for Polina Steier  
o Get new dates from Cassie Keifer 

 Creating road trip itinerary for Travel Agent Magazine 

 Considering FAM Trips 
o In communication with freelance writer Kimberly Lovato for possible visit and 

stories in American Way, Virtuoso Life, Sunset, National Geographic, Delta Sky, 
among others- Call back in August 
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o Working with Stephen Butler, Features Editor, International News Group on 
possible FAM visit. 

o Benjamin Epstein, editor Where Magazine intends in visiting for a story. 
o Jacqueline Harmon Butler, Santa Rosa Press Democrat, interested in visiting this 

year for a story. 
o In conversations with Ed Walsh, Bay Area Reporter, Frontiers, IN Magazine, Bay 

Windows, Seattle Gay News, HIM/HERE! Corp. Web sites, Edge Web sites to 
get him to Redding soon. 

o Working with Andrew McCredie on possible visit for stories in Vancouver Sun 
and The Province. 

o Freelance writer Lizzy Menzies moved her possible visit but has not gotten back 
to me with info. She will be writing, shooting stills and video for several projects. 
Possibilities include: 

 The Santa Barbara Independent, LA Weekly, The Atlanta Journal & 
Constitution, Casa, Montecito Journal, SF Weekly, Creative Loafing, 
Several travel blogs, AARP, AAA 

 She is also a shooter for NBC. 
 She is also scouting-locations for a possible PSA to be shot between SLO 

& SB for the US military. Circulation varies from pub to pub-around 2M 
in all it depends. For print outlets, she writes for both online and print. 

 Follow up with the following journalists 
o Cheryl Crabtree, Fodors 
o Sherel Purcell  
o Wendy Alschuler 

 Vetted/Declined visits  
o Kara DeWitt, Sisters Uncovered blog 
o Waldana Helin Andruchechen, Acontece no Vale blog 

 Following up with media met during New York Deskside Chats including: 
o Wine Spectator 
o Conde Nast Traveler 
o Parents 
o Afar 
o USA Today 
o Organic Spa 

o Family Circle 
o Country Living 
o Woman’s Day 
o Travel + Leisure 
o Orbitz 
o Vogue

 

RE-ACTIVE MEDIA RELATIONS 

 

 Submitted info to possible LiveStrong.com story 

 Sent special, action-themed experiences to Central Coast Tourism Council 
 

VISITING JOURNALISTS 

 June 
o Shelly Rivoli, Founder & Editor-in-Chief: TravelswithBaby.com & FamilyTravel411.com 
o Keith Hamm, SB Independent, June 11-15 

 

 July 
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o Matt Stabile, theexpeditioner.com July 5-6 
o Tobey Grumet Segal, writes for Conde Nast Traveler, Douglas Ellman Magazine, and 

Today.com, scouting visit -  July 31 - August 2 
 

 September 
o Alexander Hafizi, Associate Publisher, Elite Magazine, September 22-24  

 

 PENDING COVERAGE   

1. Los Angeles Times 
2. Family Circle Magazine 
3. USA Today 10 Best 
4. M Magazine 
5. 7X7 online 
6. IPA 
7. KTLA News 
8. TravelswithBaby.com 
9. FamilyTravel411 

10. Daily Meal 
11. Red Tricycle 
12. Military Press 
13. Trekaroo 
14. Bindu Media 
15. Valley Scene Magazine 
16. SoCalThrills.com  
17. Fodors 
18. KGO 
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My Coverage Book

Press Release: Escape the Heat and Crowds in Morro Bay, CA and Turn Your  
4th of July Celebration Into 5 Days ofFun

TBID 08.17.17 Page 19 of 170



216M
onl ine readers hip:

190K
es tim ated coverage views :

1.22K
s ocia l s hares :

17
l inks  f r o m coverage:

3.75M
publ ici ty va lue:

1.25M
ad equiva lency:

2.09K
organic web hi ts :

1.04K
media views :

SUMMARY
MY COVERAGE BOOK
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SUP Magazine
Jun 1     2017

(est.) m onth ly vis i ts : 96.7K

(est.) coverage views: 663
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The MercuryNews
Jun 11  2017

(est.) m onth ly vis i ts : 10.5M

(est.) coverage views: 18K

200
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The MercuryNews
Jun 11  2017

(est.) m onth ly vis i ts : 10.5M

(est.) coverage views: 18K

330
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HomegrownAdventures
Jun 9 2017

(est.) m onth ly vis i ts : 193

(est.) coverage views: 25

23 8
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Bike Talk
May 6 2017

(est.) m onth ly vis i ts : 20K

(est.) coverage views: 50
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BostonGlobe.com
Jun 22 2017

(est.) m onth ly vis i ts : 16M

(est.) coverage views: 23K

460
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travelscope.net

(est.) m onth ly vis i ts : 2.46K

(est.) coverage views: 195
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Family Travel411
Jun 23 2017

(est.) m onth ly vis i ts : 710

(est.) coverage views: 142

l inks  from coverage: 2

180 11
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PRNewswire
Jun 22 2017

(est.) m onth ly vis i ts : 7.19M

(est.) coverage views: 11.3K

l inks  from coverage: 5

2
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Escape the Heat and 
Crowds in Morro Bay, CA 
and Turn Your 4th of July 

Celebration Into 5 Daysof 
Fun

Jun 22 2017

(est.) m onth ly vis i ts : 128M

(est.) coverage views: 23.3K

l inks  from coverage: 5
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San Jose Biz Journal

(est.) m onth ly vis i ts : 12.2M

(est.) coverage views: 15.8K
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LA Biz Journal
Jun 22 2017

(est.) m onth ly vis i ts : 12.2M

(est.) coverage views: 15.8K
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San Francisco 
bizjournals.com

(est.) m onth ly vis i ts : 12.2M

(est.) coverage views: 15.8K

TBID 08.17.17 Page 33 of 170



MarketWatch
Jun 22 2017

(est.) m onth ly vis i ts : 41.5M

(est.) coverage views: 47.9K

l inks  from coverage: 5
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Social Media Posts from Visiting 
Journalist Shelly Rivoli, Social  

Influencer for Travels with Baby
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Family Travel411
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Shelly Rivoli
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Shelly Rivoli
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Shelly Rivoli
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Shelly Rivoli
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Twitter
Jun 23 2017
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Twitter
Jun 20 2017

TBID 08.17.17 Page 42 of 170



Twitter
Jun 15 2017
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Twitter
Jun 14 2017
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Morro Bay Tourism  
July 2017 Marketing Report 

July 2017 Website, Advertising and Social Analytics 

Morrobay.org Web Stats 

 Website Unique Visitors: 29,848(+16% Y/Y) 

 Total Jack Rabbit Searches: 5011  (+46% Y/Y)  

 Jack Rabbit Referrals to Lodging: 3,116  (+16% Y/Y) 

Paid Advertising Stats to Date 

 Paid Digital Impressions: 3.3 M  

 Clicks to Morrobay.org: 66.2K 

 CTR: 2% (industry average .1%) 

 Conversions: 209,766 

 Conversion Rate: 6.34%  

Social Media Influence 

 FB Fans: 56.6 K 

 FB Video Views: 148.8K 

 FB Video Minutes Viewed: 42.2K= 703 hours of video viewed in July 

 Instagram Followers: 11.4K 

 Twitter Followers: 2K 

 Pinterest Followers: 300 

Marketing Campaigns 

4th of July Outreach Campaign  
Overview: With summer coming on fast, the highway 
1 closure on our heels and the cancellation of 
fireworks, Tourism Manager Jennifer Little and 
Maryann Stansfield from Mental Marketing pulled 
together a game plan to drive bookings for the kick 
off of the summer: Morro Bay’s 4th of July 
Celebration. Targeting the So Cal market, we 
purchased opt in emails geared towards families, 
millennials, profiles of similar audience segments who 
have visited Morro Bay using lifestyle market segments. Below is the media buy, results will be reported in the July 
report. The campaign also included social media campaigns.

AGENDA NO:        A-3 
MEETING DATE:   August 17, 2017
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Clicks to MB.org from booking links: 4,364
Google Ads: 

Impressions: 103,000 
Clicks: 420 

Facebook: 
Impressions: 47,000 
Clicks/Engagement: 6,000

LA Eblasts:  
  Impressions: 381,424 
  Clicks:  4,778 
  Opens: 83,144 
 
Fall Shoulder Season Promotion: August – October 31 

Overview: In an effort to increase booking for shoulder season we launched an integrated campaign offering a 
lodging specific call to action. Ads are targeting wine travelers and baby boomers with disposable income in target 
markets Los Angeles and the San Juaquin Valley.  Seven hotels participating in this promotion. 
 
Promotion Outreach: Digital ads are running on Adara, Ad Taxi, Trip Advisor, Google Ad Words, and Facebook and is 
being supported by public relations and social media.  

 
Call to action:  Stay 2 nights at participating properties from September 5 – October 31, get FREE bottle of wine  

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
Additional Promotions and Upcoming Campaigns: 

 Avocado & Margarita Bookings Promotion 
Book 2 nights over event weekend, get one event ticket free 

 Eblasts going out Mid August promoting September Events 
Avo Marg Fest, Taste of Grove, Concerts on Bay, Art in the Park, Beer Yoga, Kayak and Dinner 

 Winter Shoulder Season Campaign to start running October 15, 2017 
Kids Get Free Stuff runs through December 
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JULY 2017 PR PROGRAMS 

 

 Wrote and distributed Morro Bay, CA Pacific Gold Oysters Farmed in Bay for Nearly a Century -Come Celebrate 
National Oyster Day August 5, 2017 With Us! 
Dine on Fresh Local Oysters at Morro Bay Restaurants, Paddleboard or Kayak out past the Morro Bay Oyster 
Farm, Celebrate Summer at Foodie Events like the Taste of Grove and the Avocado and Margarita Street Festival  

 Followed up on June Press Release: Escape the Heat and Crowds in Morro Bay, CA and Turn Your 4th of July 
Celebration Into 5 days of Fun 
FREE Morro Bay Trolley to Hotel Guests, Skateboard Race, Bike Parade, 
FREE Carnival including Bounce House, Dunk Tank and Live Music on 4th of July, 
Book a Boat Cruise to Watch Cayucos Fireworks, Check Out Our Sample Itinerary! 

 Made additional media follow up calls to local press regarding the mud slide 
 

PRESS RELEASES 

 
Morro Bay, CA Pacific Gold Oysters Farmed in Bay for Nearly a Century - Come Celebrate National Oyster Day 
August 5, 2017 With Us! 
Dine on Fresh Local Oysters at Morro Bay Restaurants, Paddleboard or Kayak out past the Morro Bay Oyster 
Farm, Celebrate Summer at Foodie Events like the Taste of Grove and the Avocado and Margarita Street Festival  
 
Proprietary Travel, Events, and Food Media Lists: sent to 3751 media outlets on the Mental Marketing 
proprietary list on July 14, 2017 at 9:07 am
Unique Opens: 521 Opens, 15.7%, with 22 clicks 
Top opens and follow up pitching to: 
 

USA Today 
Robb Report 
Conde Nast Traveler 
AARP 
New York Times 
New York Post 
San Diego Union Tribune 
Time Inc 
Los Angeles Times 
OC Register 
Ventura County Star 
Inside the Gate 
LA Parent 
NPR 
Bakers City Herald 
Local Getaways 
Bay Area Newsgroup 
SF Gate 
By Town Sun 
Montecito Journal 
Berkeley and Beyond 
Fresno Bee 
OC Mom Blog 

Sacramento Magazine 
LA Splash 
John Hamilton 
Ms Fitness 
Conde Nast 
Wine Country Getaways 
Wine Industry Network 
OC Register 
LA Times 
Edible Santa Barbara 
San Francisco Examiner 
San Francisco Magazine 
Edible Santa Barbara 
Foodism 
TravelScope 
LA Talk Radio 
San Jose Mercury News 
Tolosa Press 
New Times SLO 
Biz Bash 
Tahoe This Week 
International News Group 
The Tribune News 
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KDH News 
Associated Press 
Wine Industry Network 
Wine Business 
Daily Tribune 

VisitCA 
Black Diamond UK 
Fodors

 

PRO-ACTIVE MEDIA RELATIONS: 

 

 Contacted Vaughn Lowery regarding Fuel Run 
o Discussed Fuel Run with event coordinator Aimee Shackelford 

 Got info about John Lennon Skateboard for VisitCA UK office 

 Sent info to LA Parent for possible inclusion in upcoming Travel Guide 

 Still in contact with KGO’s John Hamilton to do a story about Morro Bay being open for business 

 Barbara Beckley is putting me in touch with her editor at Alaska Airlines to pitch a story based on the 
direct flights from that airline. 

 NPR’s Tom Wilmer will do a story about Morro Bay being open for business, The Landing and the  

 Following up with Budget Travel Editor 
Follow up with Keith Hamm, SB Independent 

 Follow up with Elizabeth Bickford, Trekaroo, who visited June 7-9 

 In contact with JT Long from Smart Meetings for inclusion in their Central Coast issue 

 Follow up with Cheryl Crabtree, Fodors 

 Follow up with Sherel Purcell, supplied images she requested 

 Follow up with Matt Stabile, theexpeditioner.com  

 Follow up with Tobey Grumet Segal, writes for Conde Nast Traveler, Douglas Ellman Magazine, and 
Today.com 

 In discussion with freelancer Heidi Dvorak who is getting a story assignment with one of the many pubs 
she writes for 

 Working on getting dates for the following 
o Shana Nys Dambrot (SND) who wants to visit for Whitehot Magazine for Contemporary Art blog 

which has 400+K UVPM Freelance writer Lizzy Menzies moved her possible visit but has not gotten 
back to me with info. She will be writing, shooting stills and video for several projects. Possibilities 
include: 

The Santa Barbara 
Independent 
LA Weekly 
The Atlanta Journal & 
Constitution  
Casa 

Montecito Journal 
SF Weekly 
Creative Loafing 
Several travel blogs 
AARP 
AAA 

She is a shooter for NBC and scouting-locations for a possible PSA to be shot between SLO & SB for 
the US military. Circulation varies from pub to pub-around 2M in all it depends. For print outlets, she 
writes for both online and print. 

o Working with editor of Foodism Blog to get editor to visit for food stories. 
o Get new dates for Polina Steier  
o Get new dates from Cassie Keifer 

 Creating road trip itinerary for Travel Agent Magazine 

 Media considering FAM Trips 
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o In communication with freelance writer Kimberly Lovato for possible visit and stories in American 
Way, Virtuoso Life, Sunset, National Geographic, Delta Sky, among others- Call back in August 

o Working with Stephen Butler, Features Editor, International News Group on possible FAM visit. 
o Benjamin Epstein, editor Where Magazine intends in visiting for a story. 
o Jacqueline Harmon Butler, Santa Rosa Press Democrat, interested in visiting this year for a story. 
o In conversations with Ed Walsh, Bay Area Reporter, Frontiers, IN Magazine, Bay Windows, Seattle 

Gay News, HIM/HERE! Corp. Web sites, Edge Web sites to get him to Redding soon. 
o Working with Andrew McCredie on possible visit for stories in Vancouver Sun and The Province. 
o Freelance writer Lizzy Menzies moved her possible visit but has not gotten back to me with info. She 

will be writing, shooting stills and video for several projects. Possibilities include: 
The Santa Barbara Independent, LA Weekly, The Atlanta Journal & Constitution, Casa, Montecito 
Journal, SF Weekly, Creative Loafing, Several travel blogs, AARP, AAA 

 

RE-ACTIVE MEDIA RELATIONS 

 

 Submitted Otters for Hidden Gem story to Central Coast Tourism Council 

 Sent dining info to Travel Savvy News for September issue 

 Coordinated trip for Budget Travel Editor      
 

VISITING JOURNALISTS 

 

 July 
o Tricia Janzen food critic and a radio and TV host, Let’s Dine Out July 24-26. 
o Tobey Grumet Segal, Conde Nast Traveler, Today.com 

 

 August 
o Tobey Grumet Segal, CondeNaste, Today.com, July 31 - August 2 
o Tom Wilmer, NPR, story about Highway 1 open for business  
o Vaughn Lowery, 360 Magazine, Aug 16 

 

 September 
o Alexander Hafizi, Associate Publisher, Elite Magazine, September 22-24 

  

 PENDING COVERAGE   

1. Budget Travel 
2. Los Angeles Times 
3. 7X7 online 
4. KTLA News 
5. CondeNaste 
6. Today.com  
7. TravelswithBaby.com 
8. FamilyTravel411 

9. Red Tricycle 
10. Bindu Media 
11. NPR  
12. Fodors 
13. KGO 
14. USA Today 
15. Smart Meetings
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July 2017 Press Clips

Press Release: Morro Bay, CA Pacific Gold Oysters Farmed in Bay for Nearly a Century – Come Celebrate  
Summer Goodness and National Oyster Day August 5, 2017 With Us!
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194M
onl ine readers hip:

243K
es tim ated coverage views :

49
s ocia l s hares :

22
l inks  f r o m coverage:

3.37M
publ ici ty va lue:

1.12M
ad equiva lency:

3.3K
organic web hi ts :

666
media views :

SUMMARY

JULY  2017 PRESSCLIPS
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Santa Barbara Independent
Jul 20 2017

(est.) m onth ly vis i ts : 332K

(est.) coverage views: 1.45K

37

Keith Hamm, VJ hosted by Morro Bay
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MilitaryPress
Jul 31 2017

(est.) m onth ly vis i ts : 500K

(est.) coverage views: 67.6K

Howard Hian, hosted VJ
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LoveToKnow
Jul 12 2017

(est.) m onth ly vis i ts : 6M

(est.) coverage views: 40.8K

1

Media Relations pitch to include Morro Bay in 
story
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Travels With Hian
Jul 29 2017

(est.) m onth ly vis i ts : 5K

(est.) coverage views: 1K

Howard Hian, hosted VJ
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CheeseTraveller
Jul 14 2017

(est.) m onth ly vis i ts : 11.3K

(est.) coverage views: 2.45K

l inks  from coverage: 5

4 1

Story based on press release for July
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Matador FacebookVideo at 
Oyster Fest

Jul 8 2017

Mental coordinated Devin and Simon of  
Vagabond to do a FB live interview on Matador  
Facebook at the Oyster Festival. They discussed  
Morro Bay Oysters and the region. This video earned  
over 11K organic earned mediaviews.
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Matador Network
Jun 8 2017

Paid Media: Matador Network Co-op with SLOCAL 
earned over 124K views
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PRNewswire
Jun 22 2017

(est.) m onth ly vis i ts : 6.54M

(est.) coverage views: 8.47K

l inks  from coverage: 7

2 4
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Associated PressOnline

(est.) m onth ly vis i ts : 6M

(est.) coverage views: 2.83K

Associated Press picked up the July press releaseand 
sent it over their wire
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Yahoo.com
Jul 14 2017

(est.) m onth ly vis i ts : 122M

(est.) coverage views: 22.1K

l inks  from coverage: 6

Yahoo.com pickup up the July press release
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MarketWatch
Jul 14 2017

(est.) m onth ly vis i ts : 40.9M

(est.) coverage views: 41.6K

l inks  from coverage: 4
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Seattle BusinessJournal
Jul 14 2017

(est.) m onth ly vis i ts : 11.9M

(est.) coverage views: 13.8K

Syndicated Business Journals picked up the July 
press release
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San Jose Biz Journal
Jul 14 2017

(est.) m onth ly vis i ts : 11.9M

(est.) coverage views: 13.8K

Syndicated Business Journals picked up the July 
press release
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San Francisco 
bizjournals.com

Jul 14 2017

(est.) m onth ly vis i ts : 11.9M

(est.) coverage views: 13.8K

Syndicated Business Journals picked up the July 
press release
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LAbizjournals.com
Jul 14 2017

(est.) m onth ly vis i ts : 11.9M

(est.) coverage views: 13.8K

Syndicated Business Journals picked up the July 
press release
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Prepared By:  ___JL_____  
 
Deputy City Manager Review:  ___IT_____         
  

Staff Report 
 

TO:    Tourism Business Improvement District Board         DATE:  August 8, 2017 
 

 FROM:  Jennifer Little, City of Morro Bay, Tourism Manager 
 
SUBJECT:  Marketing Plan 2017-18 Update 
 
 
RECOMMENDATION  
Staff recommends the Tourism Business Improvement District Board (TBID) receive and file the Morro 
Bay Tourism Marketing Plan 2017-18. 
  
BACKGROUND 
The Morro Bay Tourism Marketing Plan was created between the Tourism Manager and Agency of 
Record Mental Marketing. A sub-committee had two strategic sessions to finalize and bring focus to the 
monthly events and promotions before taking the outline to TBID. The subcommittee included: Val 
Seymour, John Solu, Joan Solu, Jim Brey, Jayne Behman, Travis Ford, John Flaherty, Erica Crawford, 
Maryann Stansfield, Bill Stansfield and city staff Jennifer Little and Kirk Carmichael.   
 
The marketing plan is based on the marketing overview that was presented to the Tourism Board 
Improvement District on March 16, 2017, and at the Annual Hotel Stakeholder meeting on April 6, 
2017.  There were some slight changes that were made since the marketing overview was presented.  
We are removing certain events that were initially proposed, but were not finalized or funded. The 
marketing plan is currently in use as of July 1, 2017. 
 
ATTACHMENTS 

1. Marketing Plan 2017-18  
2. 2017-18 Promotions Calendar 

 
AGENDA NO:      A-4 
 
MEETING DATE: August 17, 2017 
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Morro Bay Tourism 
Marketing Plan 
Fiscal Year 2017-18 

Put Life on Coast

AGENDA NO:        A-4 
MEETING DATE:  August 17, 2017
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MORRO BAY MARKETING PLAN OVERVIEW 

 
Marketing Approach for the 2017-18 Fiscal Year 
To ensure Morro Bay achieves its growth awareness goals for the 2017-18 year, the Morro Bay Tourism 
Manager in conjunction with Mental Marketing conducted two interactive planning sessions with key Morro 
Bay tourism stakeholders who included hoteliers, retailers, City Recreation Department and outdoor activity 
companies. In addition, we researched current tourism trends, analyzed current fiscal year campaign results, 
database profiles, and key findings from a 2016 Visit SLOCAL awareness study Morro Bay Tourism 
commissioned that focused on where our visitor is coming from and what they spend their money on. 
 
As a result new ideas were generated, and new approaches are being formulated for 2017–18 campaigns. We 
know that we have to remain nimble and stay up to date on market forces that can be a factor in decision 
making when implementing programs and tactics. For example, after Highways 41 and 1 were closed due to 
rain and mudslides our team quickly analyzed target audiences and refocus marketing outreach to best reflect 
Morro Bay’s accessibility. Our team is working hard to help grow existing events and foster new events in 
Morro Bay that generate overnight stays and help increase occupancy during mid-week and shoulder season. 
We are actively working with our tourism partner retail, restaurant and rental businesses to create added-
value passports that incentivize travel during shoulder & mid-week, which helps increase sales and city sales 
tax during slower times.  
 
Public Relations, Vetted Journalists and Tour & Travel Trade Shows.  
Actively fostering relationships with journalists that hit the correct demographic is a priority. We have space 
for 25 vetted journalists to visit Morro Bay. Making sure that the dollars we spend on tour and travel trade 
shows draw the best results possible to increase group business and media awareness. 2016-17 we attended 
several travel & trade shows nationwide to help grow our press exposure. For 2017-18 we will focus on the 
two shows based in California and will alternate year over year doing the national shows.  
 

OBJECTIVES & TARGET AUDIENCES 

 
GOALS & OBJECTIVES 

a. Increase overall occupancy & hotel/motel revenues, especially during midweek and shoulder season  
b. Create opportunities to positively impact sales tax businesses & drive economic development in the 

City of Morro Bay  
c. Midweek – be more aggressive  
d. Extend the number of average hotel/motel room nights beyond 1.5  
e. Help incrementally increase the hotel/motel Average Daily Rate (ADR)  
f. Bring exposure to Morro Bay as a viable domestic and international destination for individuals and 

groups  
g. Assist with the development and growth of competitions and events that attract overnight guests  
h. Positively grow transient occupancy tax (TOT) for the City of Morro Bay  
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TARGET MARKET APPROACH 2017-2018 
The goal to increase overall occupancy & hotel/motel revenues, especially during midweek and shoulder 
season was carried over from the previous fiscal year. With assessment dollars being stretched further, and 
the closure of Highway 1 in Big Sur, the expectation to influence more business during midweek and shoulder 
season is even stronger this fiscal verses last. By looking at the historical data and taking into consideration the 
differing travel trends, the tourism department found three key factors in its analysis and decided to move 
focus of targeted markets from all 3 – 4 hour CA drive markets to Santa Barbara and south into the Greater Los 
Angeles and surrounding area, San Juaquin Valley all the way south into Orange County and San Diego County. 
These key factors are:  

1. How to best leverage MB marketing dollar and increase conversions  
2. How to help mitigate an anticipated drop in international tourism from San Francisco Intl Airport by 

growing core markets  
3. Tourism research commissioned through Visit SLO CAL and database profiles analysis that indicate 

these markets spend more and visit more 
 

2017 TOURISM TRENDS TO LEVERAGE FOR MORRO BAY  

 
1. FIT  

• The growing segment of Foreign Independent Travelers is strong and they stay multiple days. With 
Hwy 1 being closed to the North we are focusing our tour and travel trade towards the FIT market 
out of LAX. SFP continues to be a good hub for us but with the closure the FIT travelers have 
dropped off and they need to grow from Los Angeles, Phoenix and Las Vegas. 

2. Families are traveling throughout the year  

• Morro Bay’s # 1 lifestyle market: Traveling Families. Morro Bay has all there is to offer for families 
Targeting family travel with campaign messaging throughout the year 

3. Multigenerational travel continues to grow 

• Partnering with Vacation Rentals and bringing them into the TBID will expand marketing funds to 
leverage this travel trend 

4. Target Millennials 

• Fun, hip, unique adventures that they can’t find anywhere else? Morro Bay speaks to the 
Millennial. 

5. Mine Data and Analytics  

• Continue SEO contract to help fine tune website analytics 

• Track through web analytics exposure for VR/RV’s through our marketing efforts 

• Working on growing database to target higher income levels, more sophisticated traveler 

• Knowing that segmentation is more sophisticated than ever for 2017, Mental understands that 
prospect email can be highly effective acquisition channels when fully integrated with all campaign 
strategies: geo/lifestyle cohort targeting, campaign creative, paid media, public relations, social 
media and existing database.  

• Explore a new web platform to be introduced in 2018-19 with the inclusion of VR/RV. 
6. Technology: mobile is king!  

• Engage, engage, engage. Did we mention engage with your customer, no matter where they are? 
Mobile is king in the travel world and we partner with the most sophisticated digital ad networks 
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that use top analytical tools to find 1) What are the profiles of people visiting our website and 
ultimately booking a room? 2) What creative is working best? 3) How can we get more bookings for 
less?   

7. Lifestyle Marketing with Emphasis on Experience Continues to Make Sense 

• Lifestyle marketing is targeting different lifestyles that audiences are drawn to. Whether we target 
outdoor enthusiasts, health nuts, nature lovers, or foodies, this approach allows for targeted media 
buys and niche PR efforts based on these common interests. This approach targets different ages 
from millennials to baby boomers, and all ages in between based on their lifestyle, and brings them 
together for a common cause 

8. Solo/Female Travel 

• Wellness travel, mindful travel, yard sale aficionados. Women are traveling solo and in groups more 
than ever and Morro Bay has everything they are looking for. Let’s make sure they get to know us.  

9. Sharing Economy/co living  

• According to Bjorn Hanson, clinical professor with the NYU Preston Robert Tisch Center for 
Hospitality and Tourism, “The amount of new (hotel) projects being launched is almost double 
what it was in 2014,” so hotels are not going away, but how do we include the Airbnb’s and VRBOs? 
Through PR we can show that Hotels/motels in Morro Bay can accommodate this type of guest. 

10. Ecotourism 

• Morro Bay has been an ecofriendly destination for decades, but as eco awareness gets to that 
tipping point of saturation in the marketplace, more and more people want to engage with the 
destinations they are traveling to. They want docent led tours about the cormorant rookery, they 
want coordinated beach clean ups, they want to set good examples of how to interact with nature 
for their children. Morro Bay will engage at a higher level through the city Parks and Rec 
department and work to include coordinated events and tours of this nature.  

11. Virtual Reality Experiences for Travel – Rich content goes to the next level 

• Video taken to the next level, the virtual reality of 360 degree video allows the visitor to feel what 
it’s like to kayak in the harbor with the rock looming large over the water as the sun sets in the 
distance. First person video, what a fun idea.  

 

INTEGRATED MARKETING PROGRAMS & STRATEGIES 

 
As your full service marketing agency of record, we look forward to integrating all aspects of Morro Bay 
Tourism marketing efforts. Throughout this fiscal year, the agency team will manage a multi-layered 
destination brand marketing program that integrates paid, earned and social media strategies to accomplish 
the strategic goals for Morro Bay. The program sustains the most productive advertising channels that 
demonstrate lodging conversions and also tests new media channels to deliver midweek and shoulder season 
travelers more efficiently. The paid media plan identifies travelers by their interest and lifestyles and engages 
them throughout their travel planning cycle. To capture the attention of travelers in the early stages of 
awareness, the program maintains public relations efforts that place Morro Bay top of mind with priority 
travel and lifestyle media.  
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PROGRAM 1: CONVERSION FOCUS 
DIGITAL/EVENT/SOCIAL MEDIA PLAN & PROMOTIONS CONCEPTS 

 
OVERVIEW: Morro Bay is poised to take the digital outreach and results to the next level increasing 
impressions, conversions and other metrics using digital campaign strategies and tactics and adding in another 
level of event outreach through LA Times and LA Magazine. The digital universe offers a direct link to 
conversions tracking lifts in UVPMs, occupancy and an overall increase in TOT.  All campaigns are audited post-
run to insure all paid media placement was used correctly or credits are received back for missed runs. 
 
STRATEGY: Develop strong seasonal campaigns using display, eblasts, text ads and native ads targeting 
lifestyle groups in geo-targeted southern and eastern CA markets to increase UVPMs, track bookings and 
conversions, and increase database of visitors.  
 
TACTIC 1: MEDIA FOR MORRO BAY  
For tourism and hospitality clients our media assignments have included strategic planning, negotiations and 
management of all media channels including outdoor, broadcast, print, pay per click, travel ad networks, 
TripAdvisor, streaming media, co-operative, native content, database-driven email programs, mobile ad 
networks, social media advertising and retargeting campaigns. Mental Marketing recommends using the 
following proven media outlets to get the best digital results for Morro Bay’s seasonal tourism campaigns.  
 
AD TAXI 
AdTaxi’s Marketing Campaigns are custom built to connect clients to their 
target audience through the most effective media channels based upon 
the client's campaign goals. AdTaxi is a Google Premier SMB (small 
business) Partner and purchases valuable inventory with industry leading 
brand safety and fraud prevention technology, eliminating bots. AdTaxi 
accesses robust 1st party and 3rd data to match each impression to the 
right audience. Instead of delivering a set number of impressions at a set CPM, this Magellan Performance 
Based program maximizes the budget dynamically across all ad groups. Magellan evaluates the price and 
performance of each impression against the metric that matters most to Morro Bay’s campaign, and adjusts 
budgets accordingly to maximize booking conversions for the budget.   
 
ADARA 
Through Adara’s 80+ partnerships with the world’s largest travel 
companies including Delta, American Airlines, United Airlines, Hertz 
Rental Car, Wyndham, Best Western and RoomKey, ADARA has 
unparalleled access to Morro Bay’s tourist target. When compared to 
the total internet audience, ADARA’s custom traveler segment is 2.2x more likely to travel to California. 
Thanks to their contractual relationships with their partners, they have over 1 billion traveller profiles and they 
collect search, booking & itinerary views in real time directly from the source to track and report travel 
patterns to our client’s destination.  
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TRIP ADVISOR 
Trip Advisor is the world’s largest travel site and the top planning resource for global travelers to plan and 
have the perfect trip.  In more than 34 countries and 21 languages, the site offers travelers trusted advice 
from real travelers and seamless links to booking tools. The site generates more than 260 million unique 
monthly visits. Trip Advisor enables Morro Bay to reach predisposed audiences researching and planning a trip 
46 days in advance. This year they’re sponsorship includes the added value of content development, and page 
updates not offered before.  
 
LOS ANGELES TIMES/LA MAGAZINE 
From microsites and videos to infographics and articles, native content propels custom messaging. According 
to the LA Times, viewers of content marketing articles and executions are: 

• 70% of people want to learn about products through content, rather than traditional advertising 
• 61% of consumers say they feel better about a company that delivers custom content and are also 

more likely to buy from that company 
• Digital newspaper content reaches 78% of (online) adults 

 
FACEBOOK/INSTAGRAM  
As more travelers are devoting more of their time on Facebook and Instagram, Morro Bay will leverage the 
precise targeting, competitive rates and excellent track record for central coast destinations. To target the 
self-employed traveler with flexible schedules, Mental will manage targeted Linked In campaigns with the 
midweek message.  
 
YOUTUBE VIDEO SPOTS 
YouTube is owned by Google and is the second largest search engine in the world. It has a variety of targeting 
options that help you reach the right customer for your business. You can target by age, gender, location, 
interests and more. Not only great for brand awareness, we’ve executed tourism campaigns with a CTR of 25% 
at a cost of .11 per click. We think Morro Bay is perfect for this medium.   
 
GOOGLE ADWORDS  
Google AdWords and Display enable Morro Bay to reach relevant visitors on relevant websites with the right 
message when it matters most. Google AdWords shows how many people notice the ads and what percentage 
click to visit MorroBay.org. With the tracking tools, you can even see the actual booking goals the website is 
generating as a direct result of ads. Morro Bay can test ads, try new search terms, pause shoulder season 
campaigns and re-start when desired. In addition, the Google Match program enables Morro Bay to serve 
specific digital ads to existing email subscribers and the travelers with the same matching profiles.    
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CHUTE 
Chute’s social posting tool works seamlessly with the Chute platform, ensuring alignment across Morro Bay’s 
social media platforms. Whether searching for content using the most powerful visual search engine available, 
obtaining consent with Chute’s industry-leading UGC rights management system, scheduling daily posts to our 
social channels, or even advertising on Instagram, Chute Social provides a simple solution. The first end-to-end 
user-generated content marketing solution that streamlines UGC search and discovery, curation, rights 
management, publishing, and brand insights.  This new contract will allow us to grow our social media 
platform and exposure faster than before. 
 
VISIT SLO CAL, CCTC, VISIT CA PRINT CO-OPs 
VSLOC and CCTC offer website and email opportunities that are low hanging fruit on the tourism tree. These 
local and regional partners offer vetted digital leads to their partners as their websites and database models 
attract consumers looking to visit the Central Coast. Morro Bay can leverage this low cost opportunity to gain 
referrals and grow its database. Also, both of these organizations offer co-op print opportunities to leverage 
when the time is right and currently Visit CA is working with Time Inc. on a digital plan, which may offer some 
great opportunities. 
 
TACTIC 2: DIGITAL PROMOTIONS TO LIFESTLYE & GEO TARGETS  

 
1. MORRO BAY EVENT PROMOTIONS WITH TARGETED SOCIAL MEDIA CAMPAIGNS AND EBLASTS 

In an effort to grow awareness not only of Morro Bay as a destination, we are planning strategic 
event promotions that will grow awareness of ongoing and new events specific to Morro Bay 
focusing on the ones that offer overnight booking opportunities. These event promotions will 
include booking calls to action and coincide with PR promotions and the seasonal digital and social 
media campaigns. This is the proposed timeline and events focus: 

1. August send to promote September: Avocados & Margarita Fest, Taste of the Grove and 
Concerts on the Bay 

2. September send to promote October: Maritime Month – Harbor Fest, Fishing Tournament, 
Surfboard Art Festival 

3. October send to promote Nov/Dec: MB Triathlon, Dusk to Dawn Triathlon, Soupabration, 
Tall Ships, Boat Parade, 12-days of Christmas 

4. January send to promote winter: Winter is for the birds 
5. March send to promote April: Kite Festival, Soar events, Citywide Yard Sale 
6. April send to promote May and June: Car Show, Memorial Day, Mid-week business  

 
 

2. SEASONAL TARGETED DIGITAL CAMPAIGNS 
These seasonal campaigns focus on growing bookings in the shoulder season and on growing mid-
week business as the high season ramps up. These campaigns focus on Morro Bay as a great 
vacation destination and offer incentives (added-value) to book lodging and activities in Morro Bay.  
The following are the projected campaigns and timelines: 

 
JULY 2017 

• Campaign: Branded Digital Ads  
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AUGUST 2017 – OCTOBER 2017  

• Campaign: Fall is Full of Fun in Morro Bay 

• Offer: Free Bottle of Wine w/2 night stay at Participating Hotels Sept - Oct 
 
NOVEMBER 2017 – DECEMBER 2017  

• Campaign: Kids Get Free Stuff campaign  

• Passport Offer: Free Kids Related Goodies, Activities and Passes 
 
JANUARY 2017 – FEBRUARY 2018  

• Campaign: Winter is for Birds  

• Passport Offer: Save on Restaurant Offerings 
 
MARCH 2018 - APRIL 2018  

• Campaign: Aaaaahhhhhhhh! Spring is Finally Here!  

• Passport Offer: Save on Springtime Activities  
 
MAY 2018 – JUNE 2018 

• Campaign: Midweek Lodging and activity Specials to increase midweek bookings March - 
August 

• Passport: Save Mid-Week with Restaurant and Activities Passport 
 

 

PROGRAM 2: GROW BRAND AWARENESS AND ENGAGE 
PUBLIC RELATIONS & ORGANIC SOCIAL MEDIA  

 
PUBLIC RELATIONS GROWS BRAND AWARENESS 
Since April 2014 Mental Marketing has executed strategic public relations programs to increase awareness of 
Morro Bay as a visitor destination through third party endorsements from bloggers, travel writers and editors 
from California feeder markets and primary national audiences. The programs we used to raise awareness 
included media relations inviting niche lifestyle travel journalists to Morro Bay, developing itineraries 
showcasing activities targeted to their audiences in family fun, outdoor adventure, culinary, wine and beer, 
and getting back to nature. Over the past three years we have seen a tremendous growth in media awareness 
and demand for information and hosted visits to Morro Bay.  
 
Results Matter: In fiscal 2016-17 Mental garnered over 4B in earned media coverage (feature stories, press 
clips and pickups), an increase of +66% YOY, and the ad value of that earned media was $17.6M, an increase 
of +155% YOY. Things are looking really great regarding destination awareness growth for Morro Bay. Let’s 
keep this momentum going!! 
 
STRATEGY: Build brand awareness and keep Morro Bay top of mind in the travel, lifestyle media and daily 
news press by inviting approved primary and secondary targeted media to come stay in Morro Bay in return 
for feature stories, coordinating top journalists FAM trips, acquiring press feature coverage, landing pickups 
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through PR Newswire media partners, which in turn increase SEO and search spider links back to 
MorroBay.org.  
 
TACTICS:  

1. Research, Write and Distribute Press Releases: Research newsworthy story ideas unique to Morro Bay 
to engage the media supporting ad programs, lodging packages, special events and happenings in 
Morro Bay. Monthly press releases are 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.  

2. Visiting Journalist Program: A highly effective component of the PR strategy is hosting top journalists 
on FAM trips. Throughout all the targeted outreach programs, Mental will continue to invite approved 
primary and secondary targeted media to come stay in Morro Bay in return for feature stories. This 
outreach strategy is designed to target specific travel, adventure, food, wine, baby boomer, family, pet 
friendly and lodging journalists and invite the top media that will produce the best results and meet 
our strategic PR goals.  

3. Lifestyle Pitches to Niche Media: Public relations helps grow brand awareness and allows for lifestyle 
targeted approached to our audience. This outreach strategy is designed to target specific travel, 
adventure, food, wine, baby boomer, family, pet friendly and lodging journalists and pitch them story 
ideas based on their editorial calendar. Invite the top media that will produce the best results and 
meet our strategic PR goals.  

4. Out of Market Media Shows: Visit California and other travel writer associations offer Media Events 
throughout the year where Mental attends on behalf of our clients. This is a proven tactic that provides 
us an opportunity to pitch the Morro Bay brand directly to travel and lifestyle media. Costs cover 
registration, travel expenses, media entertaining, and Mental’s time, including some desk side 
meetings at the Visit CA events.  

 
West Coast Media Missions this fiscal year:  
Month              Market                                                           Cost  
2017 
October   SATW National Convention      $2,500 
 
2018 
(TBD)       Visit CA - LA                                                $2,500 
 

5. Partner Media Pitches: Work closely with our Vet and respond to all media inquiries from Morro Bay, 
Visit SLO County, CCTC and their international offices, Visit CA, SLO Film Commission, SLO Wine and the 
Paso Robles Wine Country Alliance, among other sources. Respond to public relations queries initiated 
through the CTTC and their international offices, individual journalists and publications.  

 
RELEASE CONCEPTS:  

• July: August 5 is national oyster day, but it’s always oyster day in Morro Bay 
o Events to include: Water sports, Sailing Lessons, Taste of Grove, Avocado and Margarita 

Festival and hotel promotion  

• August: New Concerts on the Bay starts during September Wine  
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o Events to include: Concerts on Bay, Siren Music, Avocado & Margarita Fest,  Wine Month 
events  

• September: Maritime Month Celebration  
o Events to include: Harbor Festival, Surfboard Art Festival, Virg’s fishing tournament, Maritime 

Month events, Lighthouse Century  

• October: Kids Get Stuff Free 
o Events to include: Morro Bay Triathlon, Dusk to Dawn Triathlon, Soupabration  

• November: Tis the Season  
o Events to include: Tall Ships, Boat Parade, By the Sea Productions, 12-Days of Christmas, 

Holiday Events 

• December: Winter is for birds  
o Events/Activities to include: Self-guided nature tours, butterfly habitats, where to bird watch, 

Bird Festival 

• January: Winter is for Love Birds 
o Events to include: Oyster Tuesdays, Monday Mind Walks, MB Estuary Poetry Contest, Volun-

tour programs, Monarch Grove Tours, Bird Tours 

• February: Spring Break 
o Events to include: MB Museum of Natural History Spring Fling, Wellness Events 

• March: Soar into Spring in Morro Bay 
o Events to include: Events: Kite Fest, Kite Boarding, Paragliding,  Land Sailing, City Wide Yard 

Sale 

• April: All things cycling for bike month  
o Events to include: Locals favorite trails, where to rent bikes, what hotels have bikes, BMX track 

• May: Best Morro Bay Midweek Vacation Ideas for families, guys, girls, and couples 
o Events to include: Events: Cruisin Morro Bay Car Show, Miracle Miles for Kids, Rock to Pier Half 

Marathon  

• June:  4th of July in Morro Bay – what’s new this summer 
o Events to include: Art in the Park, State Park Docent Tours, Rock to Pier Run & Half Marathon 

 
SOCIAL MEDIA SOLUTIONS DESIGNED FOR ENGAGEMENT 
Mental offers extensive experience developing integrated social media strategies to increase awareness, 
collaboration, engagement and conversion of your core visitors. Being a tourism focused marketer on social 
media is all about showing travelers the experience, and allowing them to envision themselves there. 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.  
 
Great daily content through partnerships, visual impacts, and information about upcoming events and 
marketing promotions are great, but most importantly, sharing our fan’s images, posts and more. NOTHING 
helps Social Media thrive more than letting Morro Bay’s fan base know that they are important, we’re paying 
attention to them, and we think what they're saying is important enough to share ourselves. KEEPIN’ IT REAL 
 
STRATEGY: 60% PULL AND 40% PUSH CONTENT 
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60%: Pull marketing “pulls” the consumer to engage through response, interest, inquiries, and transactions, 
through the use of actionable and experiential digital content i.e. social posts, blogs, e-newsletters. 
40%: Push marketing “pushes” content to the user using persuasive calls to action to get them to response 
through discounts, special offerings and ads. 
 
TACTICS:  

• Calendar content posts across all channels on monthly/quarterly basis, integrated with campaigns and 
outreach efforts  

• Increase engagement, reach and frequency by increasing pull content, posting photos of real life in 
Morro Bay 

• Develop strategic local social partners through other highly social active groups and organizations ie 
Central Coast Women for Fisheries, MB National Estuary Program, MB Harbor Dept/Coast Guard, 
Whale Watching 

• Strategic sharing with group pages specific to upcoming events  

• Partner with area photographers to feature the picturesque values of Morro Bay visitors love, and 
highly engage with 

• Create a powerful social sharing initiative to make sure fresh, topical content about Morro Bay is 
regularly found and shared in the proper context 

• Create integrated lodging specials and packages to promote on social media 

• Promote Geo-fencing midweek during shoulder off Hwy 101 in SLO.  
 

 

PROGRAM 3: REALIZE RESULTS  
TRACKING AND QUARTERLY REVIEWS 

 
Mental will execute all assigned activities including creative, content development and production of all 
deliverables. Mental’s team executes all assigned activities including creative, content development and 
production of all deliverables. Mental’s team will work closely with the Morro Bay leadership on an ongoing 
basis including deadline management, weekly calls and campaign updates. Mental will be available for in 
person meetings as frequent as Morro Bay requires.  
 
Our comprehensive monthly public relations reports include: press release distribution coverage, outreach 
activities, recent media coverage with links and metrics, visiting journalist status and pending coverage.  
To ensure budgets are carefully maintained, we provide an agency program budget worksheet in Excel, Mental 
Marketing will create an annual agency budget worksheet listing all scope of work deliverables that show 
expenses as they incur, as well as brief campaign status summaries with each monthly agency invoice.  
 
Mid-year review: The mid-year review of programs allows for new promotions, emerging story angles and 
budget shifts to be identified and addressed accordingly.    
 

BUDGET 2017 –18  
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Account Management, Coordination   $36,000 

Creative Services, Ad Creation, Website Campaign Updates   $39,000 

Social Media Planning, Execution, Reporting $24,000 

Media Buys, Ad Placements $235,000 

Public Relations Plan, Outreach and Reporting $66,000* 

Total $400,000 

 
* Hard Costs for Public Relations Trade Shows, and Media Hosting Not Included in Fees; Distribution Fees 
included 
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Geo Target: Santa Barbara County South to Greater LA Basin, San Juaquin Valley
Month Promotion/Offer Passport Digital Event Eblasts PR: Awareness Social Media Ads Trip Advisor Blogs
July Branding Ads: Put Life On 

Coast
N/A • Ad Taxi 

• Adara Network
• Trip Advisor

N/A Morro Bay has history of 
Oyster Farming, best place 
to spend National Oyster 
Day - Home of the Pacific 
Gold and the Grassy Bar, 
August 5 –  restaurants 
who offer oysters, list of 
summer events and 
activities, Book Avo&Marg 
Fest, get free ticket

Offer: Book hotel for 
Avo&Marg Fest, get free 
ticket        
• Facebook /Insta
• Google Adwords 
• Google Display Network

August Campaign: Fall is Full of 
Fun in Morro Bay Offer: 
Free Bottle of Wine w/2 
night stay at Participating 
Hotels Sept - Oct

N/A • Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

Promote September 
Events: Avocados, 
Margaritas, Taste of the 
Grove and Concerts on the 
Bay, Music at Siren and 
other night life         • LA 
Magazine Eblasts
• LA Times Eblasts

New Concerts on the Bay 
starts during September 
Wine 
Events to include: Concerts 
on Bay, Siren Music, 
Avocado & Margarita Fest,  
Wine Month events 

Offer: Free Bottle of Wine 
w/2 night stay at 
Participating Hotels Sept - 
Oct                                • 
Facebook /Insta
• Google Adwords
• Google Display Network

Seafood, restaurants, 
Wine Bars, and Craft 
Beers in Morro Bay

Sept Campaign: Fall is Full of 
Fun in Morro Bay Offer: 
Free Bottle of Wine w/2 
night stay at Participating 
Hotels Sept - Oct

N/A • Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

Promote October Events: 
Maritime Month – Harbor 
Fest, Fishing Tournament, 
Surfboard Art Festival, 
Concerts on the Bay          
• LA Magazine Eblasts
• LA Times Eblasts

Maritime Month 
Celebration 
Events to include: Harbor 
Festival, Surfboard Art 
Festival, Virg’s fishing 
tournament, Maritime 
Month events, Lighthouse 
Century 

Offer: Free Bottle of Wine 
w/2 night stay at 
Participating Hotels Sept - 
Oct                                • 
Facebook /Insta
• Google Adwords 
•Youtube Video
• Google Display Network
•Youtube Video

Family Fun Abounds in 
Morro Bay

AGENDA NO:        A-4 
MEETING DATE:  August 17, 2017
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Oct Campaign: Fall is Full of 
Fun in Morro Bay Offer: 
Free Bottle of Wine w/2 
night stay at Participating 
Hotels Sept - Oct

N/A • Ad Taxi 
• Ad Taxi e-blasts to Tier 2 test 
markets, Orange County & 
Riverside
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

Promote Nov/Dec Events: 
MB Triathlon, Dusk to 
Dawn Triathlon, 
Soupabration, Tall Ships, 
Boat Parade, 12-days of 
Christmas                        • LA 
Magazine Eblasts
• LA Times Eblasts

Kids Get Stuff Free
Events to include: Morro 
Bay Triathlon, Dusk to 
Dawn Triathlon, 
Soupabration 

Offer: Free Bottle of Wine 
w/2 night stay at 
Participating Hotels Sept - 
Oct                                • 
Facebook /Insta
• Google Adwords
• Google Display Network               
•Youtube Video

Sporting Events, 
Marathons and 
Triathlons in Morro Bay

Nov Campaign: Kids Get Free 
Stuff campaign 

Passport Offer: 
Free Kids Related 
Goodies, Activities 
and Passes

• Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

N/A Tis the Season 
Events to include: Tall 
Ships, Boat Parade, By the 
Sea Productions, 12-Days 
of Christmas, Holiday 
Events

Passport Offer: Free Kids 
Related Goodies, Activities 
and Passes      • Facebook 
/Insta
• Google Adwords
• Google Display Network              
•Youtube Video

Maritime History 
Abounds in Morro Bay

Dec Campaign: Kids Get Free 
Stuff campaign 

Passport Offer: 
Free Kids Related 
Goodies, Activities 
and Passes

• Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

N/A Winter is for birds 
Events/Activities to 
include: Self-guided nature 
tours, butterfly habitats, 
where to bird watch, Bird 
Festival

Passport Offer: Free Kids 
Related Goodies, Activities 
and Passes      • Facebook 
/Insta
• Google Adwords
• Google Display Network

Morro Bay is for Birding

Jan Campaign: Winter is for 
Birds 

Passport Offer: 
Save on 
Restaurant 
Offerings

• Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

Promote Winter 
Events/Bookings: Winter is 
for the birds                  • LA 
Magazine Eblasts
• LA Times Eblasts

Winter is for Love Birds
Events to include: Oyster 
Tuesdays, Monday Mind 
Walks, MB Estuary Poetry 
Contest, Volun-tour 
programs, Monarch Grove 
Tours, Bird Tours

Passport Offer: Save on 
Restaurant Offerings       • 
Facebook /Insta
• Google Adwords
• Google Display Network             
•Youtube Video

Butterflies, Birds and 
Wildlife

Feb Campaign: Winter is for 
Birds 

Passport Offer: 
Save on 
Restaurant 
Offerings

• Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

N/A Spring Break
Events to include: MB 
Museum of Natural History 
Spring Fling, Wellness 
Events

Passport Offer: Save on 
Restaurant Offerings      • 
Facebook /Insta
• Google Adwords
• Google Display Network

Find fun on the water 
all year round in Morro 
Bay
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March Campaign: 
Aaaaahhhhhhhh! Spring 
is Finally Here! 

Passport Offer: 
Save on 
Springtime 
Outdoor Activities 

• Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

Promote April Events: Kite 
Festival, Soar events, City 
Yard Sale                 • LA 
Magazine Eblasts
• LA Times Eblasts

Soar into Spring in Morro 
Bay
Events to include: Events: 
Kite Fest, Kite Boarding, 
Paragliding,  Land Sailing, 
City Wide Yard Sale

Passport Offer: Save on 
Springtime Outdoor 
Activities • Facebook 
/Insta
• Google Adwords
• Google Display Network              
•Youtube Video

Spring in Morro Bay

April Campaign: 
Aaaaahhhhhhhh! Spring 
is Finally Here! 

Passport Offer: 
Save on 
Springtime 
Outdoor Activities 

• Ad Taxi 
• Adara Network
• Trip Advisor
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

Promote May and June 
Events: Car Show, 
Memorial Day, Mid-week 
business                          • LA 
Magazine Eblasts
• LA Times Eblasts

All things cycling for bike 
month 
Events to include: Locals 
favorite trails, where to 
rent bikes, what hotels 
have bikes, BMX track

Passport Offer: Save on 
Springtime Outdoor 
Activities • Facebook 
/Insta
• Google Adwords
• Google Display Network

Hiking and Biking in 
Morro Bay

May Campaign: Midweek 
Lodging and activity 
Specials to increase 
midweek bookings March 
– August

Passport: Save 
Mid-Week with 
Restaurant and 
Activities Passport

• Ad Taxi 
• Adara Network
• Trip Advisor - Mid Week 
Campaign
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

N/A Best Morro Bay Midweek 
Vacation Ideas for families, 
guys, girls, and couples
Events to include: Events: 
Cruisin Morro Bay Car 
Show, Miracle Miles for 
Kids, Rock to Pier Half 
Marathon 

Passport: Save Mid-Week 
with Restaurant and 
Activities Passport  • 
Facebook /Insta
• Google Adwords
• Google Display Network              
•Youtube Video

Mid Week Fun in Morro 
Bay

June Campaign: Midweek 
Lodging and activity 
Specials to increase 
midweek bookings March 
– August

Passport: Save 
Mid-Week with 
Restaurant and 
Activities Passport

• Ad Taxi 
• Adara Network
• Trip Advisor - Mid Week 
Campaign
• Facebook/Instagram
• Google Adwords
• Google Display Network
• YouTube Video

N/A 4th of July in Morro Bay – 
what’s new this summer
Events to include: Art in 
the Park, State Park Docent 
Tours, Rock to Pier Run & 
Half Marathon

Passport: Save Mid-Week 
with Restaurant and 
Activities Passport  • 
Facebook /Insta
• Google Adwords
• Google Display Network

Summer Fun in Morro 
Bay
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CITY OF MORRO BAY
TRANSIENT OCCUPANCY SUMMARY
FISCAL YEAR 2016/17

(A) (B) (C) (D) (E) (F) (G) (H)
(B+E+G)

TRAILER VACATION
MOTEL TRAILER PARK VACATION RENTAL

MOTEL TAX OCC MOTEL PARK TAX RENTAL TAX TOTAL TAX
RECEIPTS COLLECTED RATE #RMS RECEIPTS COLLECTED RECEIPTS COLLECTED COLLECTED TMD MBTBID

JULY $3,926,321.42 $392,632.14 84% 915 $315,307.77 $31,530.78 $719,406.59 $71,940.66 $496,103.58 $49,610.36 $117,789.64
AUGUST $3,206,607.36 $320,660.74 75% 917 $234,691.15 $23,469.12 $514,431.72 $51,443.17 $395,573.02 $39,557.30 $96,198.22
SEPTEMBER $2,650,471.82 $265,047.18 71% 917 $216,541.97 $21,654.20 $337,841.93 $33,784.19 $320,485.57 $32,033.30 $79,514.15
OCTOBER $2,248,453.60 $224,845.36 65% 917 $181,242.94 $18,124.29 $291,745.07 $29,175.27 $272,144.92 $27,218.57 $67,454.12
NOVEMBER $1,701,950.15 $170,195.02 56% 917 $159,043.80 $15,904.38 $285,475.91 $28,547.59 $214,646.99 $21,464.70 $51,058.50
DECEMBER $1,473,993.85 $147,399.39 50% 916 $135,896.12 $13,589.61 $261,068.06 $26,106.81 $187,095.80 $18,709.58 $44,219.82
JANUARY $1,156,345.40 $115,634.54 44% 917 $98,383.11 $9,838.31 $195,892.79 $19,589.28 $145,062.13 $14,506.21 $34,690.36
FEBRUARY $1,161,195.76 $116,119.58 47% 898 $102,456.32 $10,245.63 $151,922.97 $15,192.30 $141,557.51 $14,149.75 $34,835.87
MARCH $1,728,081.05 $172,808.11 60% 912 $169,497.26 $16,949.73 $187,617.49 $18,761.75 $208,519.58 $20,850.96 $51,842.43
APRIL $2,331,753.04 $233,175.30 71% 916 $194,358.12 $19,435.81 $359,584.25 $35,958.43 $288,569.54 $28,856.95 $69,952.59
MAY $2,312,784.08 $231,278.41 64% 914 $193,117.12 $19,311.71 $328,031.70 $32,803.17 $283,393.29 $28,339.33 $69,383.52
JUNE $0.00 $0.00 0% $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00

$23,897,957.53 $2,389,795.75 $2,000,535.68 $200,053.57 $3,633,018.48 $363,302.61 $2,953,151.93 $295,297.01 $716,939.24
05/2017- One Motel all rooms were under repair and were not rented out

CITY OF MORRO BAY
TRANSIENT OCCUPANCY SUMMARY
FISCAL YEAR 2015/16

(A) (B) (C) (D) (E) (F) (G) (H)
(B+E+G)

TRAILER VACATION
MOTEL TRAILER PARK VACATION RENTAL

MOTEL TAX OCC MOTELPARK TAX RENTAL TAX TOTAL TAX
RECEIPTS COLLECTED RATE #RMS RECEIPTS COLLECTEDRECEIPTS COLLECTEDCOLLECTED TMD MBTBID

JULY $3,567,987.30 $356,786.72 85% 914 $289,535.41 $28,953.55 $588,856.49 $58,662.70 $444,402.98 $40,365.41 $107,036.11
AUGUST $3,279,867.36 $327,989.21 81% 915 $244,967.70 $24,496.77 $441,652.70 $44,165.25 $396,651.23 $37,116.34 $98,395.53
SEPTEMBER $2,533,734.70 $253,372.45 70% 915 $204,270.87 $20,427.11 $288,860.77 $28,896.33 $302,695.89 $28,934.52 $76,011.56
OCTOBER $2,227,793.17 $222,778.89 65% 915 $169,806.34 $16,980.55 $205,687.03 $20,568.65 $260,328.10 $25,478.24 $66,834.80
NOVEMBER $1,498,834.45 $149,883.80 51% 915 $153,368.62 $15,336.86 $230,669.47 $23,067.64 $188,288.30 $18,416.38 $44,964.82
DECEMBER $1,280,602.25 $128,060.85 46% 909 $125,995.25 $12,599.53 $186,763.33 $18,676.37 $159,336.75 $15,720.72 $38,418.54
JANUARY $1,158,455.65 $115,847.56 43% 914 $102,218.19 $10,221.82 $121,359.63 $12,101.96 $138,171.34 $13,537.36 $34,753.25
FEBRUARY $1,474,454.14 $147,445.41 53% 916 $127,713.42 $12,771.35 $129,940.47 $13,012.00 $173,228.76 $17,210.61 $44,233.67
MARCH $1,829,170.54 $182,916.52 60% 913 $174,516.69 $17,451.67 $174,685.69 $17,450.57 $217,818.76 $21,768.76 $54,874.27
APRIL $2,006,930.33 $200,693.03 62% 915 $177,306.57 $17,730.66 $190,695.00 $19,149.43 $237,573.12 $23,243.51 $60,208.24
MAY $2,274,370.70 $227,587.31 63% 913 $194,592.77 $19,459.28 $268,883.26 $26,998.98 $274,045.57 $27,320.84 $68,276.84
JUNE $2,802,327.72 $280,232.47 75% 916 $255,940.62 $25,594.06 $437,106.94 $43,710.69 $349,537.23 $34,849.72 $84,069.74

$25,934,528.31 $2,593,594.23 $2,220,232.45 $222,023.20 $3,265,160.78 $326,460.57 $3,142,078.01 $303,962.38 $778,077.36TOTFY16-17

AGENDA NO:   B-2 
MEETING DATE:  August 17, 2017

TBID 08.17.17 Page 85 of 170



TOT MAY 2017 - 2016 Year to Year Comparison  

TOTAL ROOMS IN MAY 2017 -  914 

 

MARKET FACTORS FOR MAY 2017 

 
 

     

TOTAL WEEKENDS - 4  

 
MORRO BAY WEATHER 

DAYS OVER 
                0 - 70+   
              16 - 60+  
              15 - 50+ 
 

VALLEY WEATHER 
DAYS OVER 

           3 - 100+ 
           9 - 90+ 
           9 - 80+ 
         10 - 70+   

2017 
 

$82 

REV PAR 

2016 
 

$80 

2017 
 

$128 

ADR 

2016 
 

$128 

2017 
 

64% 

OCC RATE 

2016 
 

63% 

TOTAL JACKRABBIT LEADS: 3,473 

 

HWY 1 CLOSED  
 

MOTHER’S DAY WEEKEND  5/14 

AMGEN RACE 5/16 

Monthly May 
Comparison 

$2,250,000.00

$2,260,000.00

$2,270,000.00

$2,280,000.00

$2,290,000.00

$2,300,000.00

$2,310,000.00

$2,320,000.00

Total Motel Receipts

M
o

te
l R

ec
ei

p
ts

May Comparison 2017 vs 2016

2017

2016

MEMORIAL DAY WEEKEND 5/29 
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CITY OF MORRO BAY
TRANSIENT OCCUPANCY SUMMARY
FISCAL YEAR 2016/17

(A) (B) (C) (D) (E) (F) (G) (H)
(B+E+G)

TRAILER VACATION
MOTEL TRAILER PARK VACATION RENTAL

MOTEL TAX OCC MOTEL PARK TAX RENTAL TAX TOTAL TAX
RECEIPTS COLLECTED RATE #RMS RECEIPTS COLLECTED RECEIPTS COLLECTED COLLECTED TMD MBTBID

JULY $3,926,321.42 $392,632.14 84% 915 $315,307.77 $31,530.78 $719,406.59 $71,940.66 $496,103.58 $49,610.36 $117,789.64
AUGUST $3,206,607.36 $320,660.74 75% 917 $234,691.15 $23,469.12 $514,431.72 $51,443.17 $395,573.02 $39,557.30 $96,198.22
SEPTEMBER $2,650,471.82 $265,047.18 71% 917 $216,541.97 $21,654.20 $337,841.93 $33,784.19 $320,485.57 $32,033.30 $79,514.15
OCTOBER $2,248,453.60 $224,845.36 65% 917 $181,242.94 $18,124.29 $291,745.07 $29,175.27 $272,144.92 $27,218.57 $67,454.12
NOVEMBER $1,701,950.15 $170,195.02 56% 917 $159,043.80 $15,904.38 $285,475.91 $28,547.59 $214,646.99 $21,464.70 $51,058.50
DECEMBER $1,473,993.85 $147,399.39 50% 916 $135,896.12 $13,589.61 $261,068.06 $26,106.81 $187,095.80 $18,709.58 $44,219.82
JANUARY $1,156,345.40 $115,634.54 44% 917 $98,383.11 $9,838.31 $195,892.79 $19,589.28 $145,062.13 $14,506.21 $34,690.36
FEBRUARY $1,161,195.76 $116,119.58 47% 898 $102,456.32 $10,245.63 $151,922.97 $15,192.30 $141,557.51 $14,149.75 $34,835.87
MARCH $1,728,081.05 $172,808.11 60% 912 $169,497.26 $16,949.73 $187,617.49 $18,761.75 $208,519.58 $20,850.96 $51,842.43
APRIL $2,331,753.04 $233,175.30 71% 916 $194,358.12 $19,435.81 $361,034.25 $36,103.43 $288,714.54 $28,871.45 $69,952.59
MAY $2,312,784.08 $231,278.41 64% 914 $193,117.12 $19,311.71 $328,031.70 $32,803.17 $283,393.29 $28,339.33 $69,383.52
JUNE $2,859,444.13 $285,944.41 74% 916 $259,010.80 $25,901.08 $577,032.68 $57,703.27 $369,548.76 $36,954.88 $85,783.32

$26,757,401.66 $2,675,740.17 $2,259,546.48 $225,954.65 $4,211,501.16 $421,150.88 $3,322,845.69 $332,266.38 $802,722.56

CITY OF MORRO BAY
TRANSIENT OCCUPANCY SUMMARY
FISCAL YEAR 2015/16

(A) (B) (C) (D) (E) (F) (G) (H)
(B+E+G)

TRAILER VACATION
MOTEL TRAILER PARK VACATION RENTAL

MOTEL TAX OCC MOTEL PARK TAX RENTAL TAX TOTAL TAX
RECEIPTS COLLECTED RATE #RMS RECEIPTS COLLECTED RECEIPTS COLLECTED COLLECTED TMD MBTBID

JULY $3,567,987.30 $356,786.72 85% 914 $289,535.41 $28,953.55 $588,856.49 $58,662.70 $444,402.98 $40,365.41 $107,036.11
AUGUST $3,279,867.36 $327,989.21 81% 915 $244,967.70 $24,496.77 $441,652.70 $44,165.25 $396,651.23 $37,116.34 $98,395.53
SEPTEMBER $2,533,734.70 $253,372.45 70% 915 $204,270.87 $20,427.11 $288,860.77 $28,896.33 $302,695.89 $28,934.52 $76,011.56
OCTOBER $2,227,793.17 $222,778.89 65% 915 $169,806.34 $16,980.55 $205,687.03 $20,568.65 $260,328.10 $25,478.24 $66,834.80
NOVEMBER $1,498,834.45 $149,883.80 51% 915 $153,368.62 $15,336.86 $230,669.47 $23,067.64 $188,288.30 $18,416.38 $44,964.82
DECEMBER $1,280,602.25 $128,060.85 46% 909 $125,995.25 $12,599.53 $186,763.33 $18,676.37 $159,336.75 $15,720.72 $38,418.54
JANUARY $1,158,455.65 $115,847.56 43% 914 $102,218.19 $10,221.82 $121,359.63 $12,101.96 $138,171.34 $13,537.36 $34,753.25
FEBRUARY $1,474,454.14 $147,445.41 53% 916 $127,713.42 $12,771.35 $129,940.47 $13,012.00 $173,228.76 $17,210.61 $44,233.67
MARCH $1,829,170.54 $182,916.52 60% 913 $174,516.69 $17,451.67 $174,685.69 $17,450.57 $217,818.76 $21,768.76 $54,874.27
APRIL $2,006,930.33 $200,693.03 62% 915 $177,306.57 $17,730.66 $190,695.00 $19,149.43 $237,573.12 $23,243.51 $60,208.24
MAY $2,274,370.70 $227,587.31 63% 913 $194,592.77 $19,459.28 $268,883.26 $26,998.98 $274,045.57 $27,320.84 $68,276.84
JUNE $2,802,327.72 $280,232.47 75% 916 $255,940.62 $25,594.06 $437,106.94 $43,710.69 $349,537.23 $34,849.72 $84,069.74

$25,934,528.31 $2,593,594.23 $2,220,232.45 $222,023.20 $3,265,160.78 $326,460.57 $3,142,078.01 $303,962.38 $778,077.36TOTFY16-17

AGENDA NO:   B-3 
MEETING DATE:  August 17, 2017
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TOT June 2017 - 2016 Year to Year Comparison  

TOTAL ROOMS IN JUNE 2017 -  916 

 

MARKET FACTORS FOR JUNE 2017 

 
 

     

TOTAL WEEKENDS - 4  

 MORRO BAY WEATHER 
DAYS OVER 

                0 - 70+   
              12 - 60+  
              18 - 50+ 
 

VALLEY WEATHER 
DAYS OVER 

         10 - 100+ 
         14 - 90+ 
           3 - 80+ 
           3 - 70+   
            

2017 
 

$104 

REV PAR 

2016 
 

$102 

2017 
 

$141

ADR 

2016 
 

$136 

2017 
 

74% 

OCC RATE 

2016 
 

75% 

TOTAL JACKRABBIT LEADS: 3,524 

 

HWY 1 CLOSED   

CAL POLY GRADUATION  

Monthly June 
Comparison 

$2,770,000.00

$2,780,000.00

$2,790,000.00

$2,800,000.00

$2,810,000.00

$2,820,000.00

$2,830,000.00

$2,840,000.00

$2,850,000.00

$2,860,000.00

$2,870,000.00

Total Motel Receipts

M
o

te
l R

ec
ei

p
ts

June Comparison 2017 vs 2016

2017

2016
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Prepared By:  __JL____    
 
Deputy City Manager Review:  ________         

 
  

Staff Report 
 

TO:    Tourism Business Improvement District Board           DATE: June 7, 2017 
 

 FROM:  Jennifer Little, Tourism Manager 
 
SUBJECT:  Recommendation to City Staff and City Council for Logo Update  
 
 
RECOMMENDATION  
Select an updated logo design to recommend to City staff and City Council for future approval as 
appropriate in conjunction with the tag line “Put Life on Coast”. 
 
BACKGROUND 
Initial logo concepts were presented to the Morro Bay Tourism Business Improvement District 
(MBTBID) several meetings ago which came out of the Community Development updates on 
signage throughout Morro Bay. MBTBID was presented with an extreme departure from the current 
logo, which the Board was not in favor of.  City and Tourism executive staff looked at the possibility 
of an update to the current logo along with the new tag line Put Life on Coast, and this is what our 
team came up with.  See attachment for refreshed logo concepts. 
 
Research into the Southern California area was done on three tag lines: Put Life on Coast, Discover 
Your Better nature and Eat. Play. Love.  Put Life on Coast was preferred by 57% of the group.  The 
research group was composed of 35 females and 15 males with a household income over 
$100,000, Ages 35-75. 
 
 
CONCLUSION 
Select an updated logo design to recommend to City Staff and City Council for future for approval 
as appropriate to be used starting Fiscal Year 2017-18 in conjunction with the tag line Put Life on 
Coast. 
 
 
ATTACHMENT 

1. Logo package concepts 

 
AGENDA NO:    B-4 
 
MEETING DATE: August 17, 2017 
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Prepared By:  ___  JL_____  
 
Deputy City Manager Review:  ___IT_____         
 

Staff Report 
 

TO:    Tourism Business Improvement District Board             DATE:  August 10, 2017 
 

 FROM:  Jennifer Little, City of Morro Bay, Tourism Manager 
 
SUBJECT:  Review of Event Planner Proposals for the Lighted Boat Parade and 12-Days of 

Christmas 
 
 
RECOMMENDATION  
Staff recommends the Tourism Business Improvement District (TBID) Board select one of the 
responders to manage both the Lighted Boat Parade and the 12-Days of Christmas events.  
 
BACKGROUND 
Staff posted a Request for Proposal (RFP) for an event planner to manage the Lighted Boat Parade 
and 12-Days of Christmas.  RFP applications were posted on the City's website and shared on the 
City’s Facebook page starting the 19th of July and closed the 8th of August.  Three applications were 
received for each event. Upon receiving each application, they were forwarded to the Rotary Club, 
Friends of the Harbor Department, and constituents working with these groups.  Staff has not received 
any negative feedback concerning the proposals.  All responders have been advised of the TBID 
meeting and have been asked to be present for Board questions.  
 
DISCUSSION  
Possible questions to consider during the review process are: 

• Could one event planner manage both events? 
• Should we split the two events with different planners? 
• Which planner stepped outside the box when addressing the questions in the RFP? 

 
ATTACHMENTS 

1. Request for Proposals 
2.  CJN Event Planning RFP’s for Lighted Boat Parade and 12-Days of Christmas 
3. Teri Bayus RFP’s for Lighted Boat Parade and 12-Days of Christmas 
4. D Plum Consulting RFP’s for Lighted Boat Parade and 12-Days of Christmas 
 

 
AGENDA NO:     B-5 
 
MEETING DATE: August 17, 2017 
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Morro Bay’s 2-Day Lighted Boat Parade 2017 
RFP requested by Rotary Club of Morro Bay 

 
 
RFP Release Date: July 19, 2017 
Proposal Receipt Deadline: August 8, 2017 
From: Jennifer Little, City of Morro Bay Tourism Manager & Rotary Club of Morro Bay 
 
Invitation  

You are invited to submit an event planning and execution proposal for our 2017 for the 2-Day Lighted Boat Parade. 
The Tourism of Morro Bay is seeking an experienced, passionate, creative, hard-working, cost-effective, and 
organized event planner to help grow this into a two-day event.  

In the winter months, the City of Morro Bay becomes quiet and this is a main stay for locals and visitors in December.  

This year the local Rotary has been granted funds from the Morro Bay Tourism Business Improvement District to 

make this into a 2-day event. Day 1 – Non-motorized lighted parade made up of paddleboards, kayakers and any 

other self-propelled vessels Day 2 – motorized lighted boat parade. This grant allocation is contingent on it becoming 

a successful 2-day event. Promotion of event, including PR, advertising and media exposure, will be handled and 

managed by the Tourism Department. 

Scope of Services 
 
The City of Morro Bay is seeking to both improve the Annual Lighted Boat Parade and extend the event from a one-
day to a two-day event, which has been a long-standing tradition in Morro Bay.  To that end, the City is seeking an 
event planner that will creatively increase and double the quality, scope, and size of the current festival, at least 
double the number of participants, and enhance the experience of the event. 
 
Morro Bay Tourism Business Improvement District (MBTBID) will provide no more than $4,000 to the event planner 
for this endeavor and the Proposer will be expected to: 

A. Successfully transition the event from a one-day to a two-day event. 
B. At a minimum, double the number of lighted boat participants. 

a. The Morro Bay Tourism Manager has already started helping with this endeavor with the following 
water front restaurants, which are open to sponsor a new boat therefore increasing the total 
number of participants: Window’s on the Water, Blue Sky, The Galley, Dutchman’s, Giovanni’s, 
STAX, and Tognazzini’s. 

C. Increase the quality entries and participants. 
a. The prize monies have been allocated and will help increase the quality of entries. 

D. Increase the scope and size from the current festival. 
E. Coordinating of dates and designing a timeline for all communication, and committee meetings involving 

staff and board members.  
F. Preparing a budget and obtaining approval by Rotary Club of Morro Bay and the Recreation Dept. 
G. Securing sponsorships for the event. 
H. Providing and adhering to the event planning schedule, policies and guidelines. 
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I. Organize facilities for parking, traffic control, hospitality, volunteers, and media.  
J. Recruit vendors as needed. 
K. Create online registration portal to facilitate registration. 
L. Manage and record parade entries, and primary contact for parade entries. 
M. Facilitate and staff issuing numbers for parade entries. Average being 30 per day. 
N. Ensure compliance with permits, insurance, legal, health and safety regulation.  
O. High attention to detail during planning, execution and post-event phases.   
P. Demonstrates strong budget controls, and is consistently conscious of budget.  
Q. Effectively facilitates, advises and collaborates with the board members, event volunteers, venue and event 

contractors (including catering, lights and sound crews, tree sponsors, graphic designers, etc.) and other 
identified groups.  

R. Has a team of professionals to support the project, including set-up, tear-down and event logistics. 
S. Coordinate marketing and PR with the Tourism office to promote the event. 

 
Management Mediation – Rotary of Morro Bay will coordinate:  
Finalizing cash and in-kind sponsors and acting as the fiscal agent for the event, including: collecting money for rider 
registration, retails purchases, collecting donations, managing raffle, managing budget, and managing accounts 
payable. 
 
Proposal Review Timeline:  
Proposal Deadline: August 8th  
 
Proposal Evaluation and Award 

Approved Event Planner will be selected, based on written proposals, as well as the results of the reference checks. 
The following will be considered in evaluating each proposal: 

• Completeness of response to the RFP requirements (incomplete responses may be rejected) 

• Creativity of approach 

• Demonstrated knowledge and experience with actual implementation with similar projects 

• References 

Review and approval: August 17st 
Morro Bay Tourism office and the event committee will review all applications but final approval will be by MBTBID 
Morro Bay Tourism Business Improvement District Board. Board members include: Chairman Aaron Graves, Vice-
Chairman Charlie Yates, Members: Steven Allen, Maggie Juren, Sean Green, and Taylor Newton. 
 
MBTBID Advisory Board will review all applications but priority will be towards planners that also apply for both the 
Lighted Boat Parade RFP and the 12-days of Christmas RFP. 

 
 

RFP REQUIREMENTS 
 
Section I       Letter of Interest 
 

Including: name, title, address, telephone number, fax number, and email address of all individuals who 

will serve as contracted services for purposes of the RFP. The Proposer shall fully disclose details regarding 

its legal identity, such as corporation, partnership, limited liability company, sole proprietorship or other. 

If the Proposer is a partnership, then all partners must be named regardless of status, activeness, or 

percentage of ownership. 
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Section II       Qualifications   

Describe qualifications and experience in providing the work described in the RFP. Experience should 

include examples of performing similar or related projects. 

Section III      Work Plan 

The proposal must contain: 

a. Scope of Services 
b. Explanation of the project approach including, proposed schedule as well as ability to meet 

anticipated timeline 
c. Preliminary Work Plan Outline  

Section IIII     Question 

The City’s Lighted Boat Parade (LBP) event has a natural problem that it takes place in the water, in the 
dark of the night and the audience is roughly 25 yards away. Traditionally, we have had large plastic 
numbers (12”x22”) on each vessel as a way to identify the participant when they pass through the judging 
area. It is extremely difficult for the non-motorized vessels to carry the large number on a kayak or 
paddleboard. As the Event Planner of the 2017 LBP what would be your recommendation on improving 
identification of non-motorized vessels for the contestants and judges? Remember, the judges are on land 
looking out into the dark of the night trying to identify each participant. 
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 12-Day of Christmas 

RFP requested by Friends of the Morro Bay Harbor Dept. 
 

 

RFP Release Date: July 19, 2017 

Proposal Receipt Deadline: August 8, 2017 

From: Jennifer Little, City of Morro Bay Tourism Manager & Sophia Tolle, Owner of Poppy’s and La Vida Roca 

 

Invitation  

You are invited to submit an event planning and execution proposal for the 12 Days of Christmas, the 2nd Annual 

Christmas event for Morro Bay. The Tourism Office of Morro Bay is seeking an experienced, passionate, creative, 

hard-working, cost-effective, and organized event planner to deliver a festive and family-oriented event that we 

can grow year after year.  

 

Event Introduction 

 

In 2016 a group of local merchants started a tradition of celebrating the 12-days of Christmas. The 12 programmed 

days were mainly focused around freebies and in-store discounts. Morro Bay is looking to turn this into a full-

fledged event for 2017.  Celebrating the festive season with the Christmas Carnival and street decoration – a 

colorful event that draws for families, friends, and visitors looking for a spectacular way to ring in the holiday 

season to Morro Bay each December. Featuring food stalls, children’s entertainment, and a family concert. It is 

also a way to promote local business. The Christmas activities will bring together residents and visitors to Morro 

Bay for live entertainment, food, prizes, and games in a true holiday spirit. Our goal is to bring together our 

community and its visitors to celebrate the holiday season, support local business, and enjoy our city.  We are 

looking for an event planner to create this event from the ground up. 

 

Friends of the Morro Bay Harbor Department is a 501 (c) (3) not-for-profit organization located in Morro Bay, CA 

and will be the facilitator of this new event in Morro Bay.  The 12-Days of Christmas will be under the guidance of 

the original creator Sophia Tolle, a retail and restaurant owner on the Embarcadero.  

 

Event Coordinator responsibility: 

A. Coordinating of dates and designing a time line for all communication, and committee meetings involving 

staff and board members. 

B. Preparing a budget and obtaining approval by the board of directors. 

C. Securing sponsorships for the event. 

D. Providing and adhering to the event planning schedule, polices and guidelines. 

E. Organize facilities for parking, traffic control, hospitality, volunteers, and media. 

F. Recruit food, beverages, and merchandise vendors as need. 

G. Manage equipment rental to venue and event contractors. 

H. Ensure compliance with permits, insurance, legal, health and safety regulation. 

I. Demonstrates strong design and decor skills. 
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J. Ability to provide a unique, breathtaking, creative, functional design for the 12 days of Christmas event. 

K. Is able to conceptualize and implement a design that is enhanced with each event rather than changed, 

and implementing the ultimate “wow factor”. 

L. High attention to detail during planning, execution and post-event phases.  

M. Demonstrates strong budget controls, and is consistently conscious of budget.  

N. Effectively facilitates, advises and collaborates with the board members, event volunteers, venue and 

event contractors (including catering, lights and sound crews, tree sponsors, graphic designers, etc.) and 

other identified groups. 

O. Has a team of professionals to support the project, including set-up, tear-down and event logistics. 

P. Coordinate with marketing and PR to promote the event and prepare needed materials. 

 

Creative Media: 
The Morro Bay Tourism Office will coordinate and approve the final decision of the event planner, promote the 
event, including but not limited to facilitating graphic design, printing, advertising and media exposure. 
 
Management: 
Sophia Tolle & Friends of the Harbor Dept. will coordinate and finalize cash and in-kind sponsors, acting as the 
fiscal agent for the event, including: collecting money for rider registration and retail purchases, collecting 
donations, managing raffle, and manage budget and accounts payable. 
 
RFP REQUIREMENTS 
 
Section I       Letter of Interest 

Including: name, title, address, telephone number, fax number, and email address of all individuals who 

will serve as contracted services for purposes of the RFP. The Proposer shall fully disclose details regarding 

its legal identity, such as corporation, partnership, limited liability company, sole proprietorship or other. 

If the Proposer is a partnership, then all partners must be named regardless of status, activeness, or 

percentage of ownership. 

 

Section II       Qualifications   

Describe qualifications and experience in providing the work described in the RFP.  Experience should 

include examples of performing similar or related projets.   

Submit three references from Central Coast Region events that you have managed over the last five years. 

 

Section III      Work Plan 

The proposal must contain: 
a. Scope of Services 
b. Explanation of the project approach including proposed schedule as well as ability to meet 

anticipated timeline 
c. Preliminary Work Plan Outline  

 
Section IIII     Question 

What would be your primary focus to bring this event together? 
 
 
Proposal Review Timeline:  
Proposal Deadline: August 8th  
Review and Approval: August 17st 
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Morro Bay Tourism office and the event committee will review all applications but final approval will be by MBTBID 
Morro Bay Tourism Business Improvement District Board. Board members include: Chairman Aaron Graves, Vice-
Chairman Charlie Yates, Members: Steven Allen, Maggie Juren, Sean Green, and Taylor Newton. 
 
MBTBID Advisory Board will review all applications but priority will be towards planners that also apply for both the 
12-days of Christmas RFP and the Lighted Boat Parade RFP. 

Event coordinator’s previous experience level and track record with similar events  
 
Demonstrated ability to enhance the overall and fiscal success of the event, especially in consideration of the cost 
of the event coordinator’s proposed fees  
 
Maximum funds available through MBTBID grant for this one-time event planner position $4000. 
 
Please email proposal and credentials to: jlittle@morrobayca.gov 
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CJN Event Planning’s Proposal for 
Morro Bay’s 2 Day Lighted Boat Parade 2017 

 
 

Letter of Interest:  
CJN Event Planning is owned and operated by Jamie Neutill.  
www.cjneventplanning.com 
Email Address: Jamie@cjneventplanning.com  
Address:  , Atascadero CA.  
Office Phone: 805-462-9106 
Cell Phone:  
 
Qualifications:  
CJN Event Planning has been open and coordinating events since 2008 
We have coordinated over 200 weddings: spanning from full coordination to month of coordination. 
We have coordinated over 15 other events working with the following agencies and non-profits: 
The Link of Atascadero and City of Atascadero coordinating Atascadero’s Children’s Day in the Park for 
the past 3 years.  (2014, 2015, 2016) 
North SLO County Boys and Girls Club coordinating their annual fundraising event with a sit-down dinner, 
silent and live Auction. Raising over $150,000 (2016)& Upcoming event September 16th, 2017. 
First Five of SLO County annual Hands on Hero’s Awards Dinner (2015 & 2016)  
Co-Chair of Morro Bay Kite Festival in 2016 
We also worked with Sunset Savor the Central Coast for three years managing the Central Coast Pavilion 
Activation Area (2013, 2014, 2015) 
Since 2014 we have served on the board of directors for Central Coast Wedding Professionals and 
coordinated their annual wedding faire event each January.  
 
 
Work Plan: 

Scope of Services will include all of the following:  

1. Successfully transition the event from a one-day to a two-day event.  
2. At a minimum, double the number of lighted boat participants.  
3. Increase the quality entries and participants. 
4. Increase the scope and size from the current festival.  
5. Coordinating of dates and designing a timeline for all communication, and committee meetings 

involving staff and board members.  
6. Preparing a budget and obtaining approval by Rotary Club of Morro Bay and the Recreation Dept. 
7. Securing sponsorships for the event.  
8. Providing and adhering to the event planning schedule, policies and guidelines.  
9. Organize facilities for parking, traffic control, hospitality, volunteers, and media.  
10. Recruit vendors as needed.  
11. Create online registration portal to facilitate registration.  
12. Manage and record parade entries, and primary contact for parade entries.  
13. Facilitate and staff issuing numbers for parade entries. Average being 30 per day.  
14. Ensure compliance with permits, insurance, legal, health and safety regulation.  
15. High attention to detail during planning, execution and post-event phases.  
16. Demonstrates strong budget controls, and is consistently conscious of budget.  
17. Effectively facilitates, advises and collaborates with the board members, event volunteers, venue 

and event contractors (including catering, lights and sound crews, tree sponsors, graphic designers, 
etc.) and other identified groups. 

18.  Has a team of professionals to support the project, including set-up, teardown and event logistics.  
19. Coordinate marketing and PR with the Tourism office to promote the event.  
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Our approach to this event would be to take each task and or objective and assign a time frame or deadline 
to it, creating a planning timeline that we can refer to, this will keep us on track with the event planning.  
Please see monthly task list below.  

Monthly task list:  

September:  

*Begin to secure sponsorships for event. 

*Prepare a budget to obtain approval by Rotary Club of Morro Bay and Recreation Dept.  

*Create online registration portal for participants 

October:  

*Continue with securing sponsorships for the event.  

*Start to advertise to possible boat participants, working to expanding to non motorized boaters, 
encouraging them to register for the event 

*Open registration (Online Registration Portal) for lighted boat participants, working to double the 
participant number from past years.  

*Recruit vendors as needed.  

*Last week of October begin to promote and market the event coordinating efforts with Morro Bay 
Tourism Office.  

November: 

*Promotion continues, more heavily in the month of November.  

*Recruit vendors as needed.  

*Begin to recruit volunteers for needed day of event tasks. 

*Ensure compliance with permits, insurance, legal, health and safety regulations  

*Registration of participants continues 

*Recruit and identify judges for event 

 

 

December:  

*Event Promotion continues 
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*Registration of participants continues 

*Confirm Vendors  

*Confirm volunteers 

*Issue boat numbers, and guidelines to participants by end of the first week of December 

**Timeline for meetings with staff and board members would need to be as follows: we would plan to meet 
once a month in the months of September, October and then move to 2 meetings a month in November and 
December.  
 
 
Answer to question about lighted numbers on boats:  
LED battery operated string lights shaped into numbers for each participant, place them on a piece of 
plywood or think foam core board.  
Glow in the dark tape, on an article of clothing that is worn by a vessel operator; this would be for the non-
motorized participants.  
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CJN Event Planning’s Proposal for 
Morro Bay’s 12 Days of Christmas  

 
 

Letter of Interest:  
CJN Event Planning is owned and operated by Jamie Neutill.  
Email Address: Jamie@cjneventplanning.com  
Address:  , Atascadero CA.  
Office Phone: 805-462-9106 
 
 
Qualifications:  
CJN Event Planning has been open and coordinating events since 2008 
We have coordinated over 200 weddings: spanning from full coordination to month of coordination. 
We have coordinated over 15 other events working with the following agencies and non-profits: 
The Link of Atascadero and City of Atascadero coordinating Atascadero’s Children’s Day in the Park for 
the past 3 years.  (2014, 2015, 2016) 
North SLO County Boys and Girls Club coordinating their annual fundraising event with a sit-down dinner, 
silent and Live Auction   Raising over $150,000 in 2016 & upcoming event September 16th, 2017. 
First Five of SLO County annual Hands on Hero’s Awards Dinner (2015, 2016) 
Co-Chair of Morro Bay Kite Festival in 2016 
We also worked with Sunset Savor the Central Coast for three years managing the Central Coast Pavilion 
Activation Area (2013, 2014, 2015) 
Since 2014 we have served on the board of directors for Central Coast Wedding Professionals and 
coordinated their annual wedding faire event each January.  
 
 
References:  
Lisa Frasier-The Link of Atascadero-Direct contact for Children’s Day in the Park-North SLO County 
lfraser@cfsslo.org 
 
Kyle Beal Wommack– Event Planner--Direct contact for Sunset Savor the Central Coast  
kylebealwommack@gmail.com 
 
Jessica McLoughlin-Wilshire- Direct contact for Central Coast Classique Bike Event  
jmcloughlin@wilshirehcs.org 
 
 
 
 
Work Plan:  
 
Scope of Services to include the following:  

1. Coordinating of dates and designing a time line for all communication, and committee meetings 
involving staff and board members.  

2. Preparing a budget and obtaining approval by the board of directors.  
3. Securing sponsorships for the event.  
4. Providing and adhering to the event planning schedule, polices and guidelines.  
5. Organize facilities for parking, traffic control, hospitality, volunteers, and media.  
6. Recruit food, beverages, and merchandise vendors as need.  
7. Manage equipment rental to venue and event contractors.  
8. Ensure compliance with permits, insurance, legal, health and safety regulation.  
9. Demonstrates strong design and decor skills.  
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10. Ability to provide a unique, breathtaking, creative, functional design for the 12 days of Christmas 
event.  

11. Is able to conceptualize and implement a design that is enhanced with each event rather than 
changed, and implementing the ultimate “wow factor”.  

12. High attention to detail during planning, execution and post-event phases.  
13. Demonstrates strong budget controls, and is consistently conscious of budget.  
14. Effectively facilitates, advises and collaborates with the board members, event volunteers, venue 

and event contractors (including catering, lights and sound crews, tree sponsors, graphic designers, 
etc.) and other identified groups.  

15. Has a team of professionals to support the project, including set-up, teardown and event logistics.  
16. Coordinate with marketing and PR to promote the event and prepare needed materials.  

Our approach to this event would be to take each task and or objective and assign a time frame or deadline 
to it, creating a planning timeline that we can refer to; this will keep us on track with the event planning.  
Please see monthly task list below.  

Monthly task list:  

September:  

*Begin to secure sponsorships for event. 

*Prepare a budget to obtain approval by Board of Directors 

*Brainstorm on Wow factor for event, design and create the 12 days of Christmas activities and festivities.   

 

October:  

*Continue with securing sponsorships for the event.  

*Recruit food and other vendors as needed.  

*Organize facilities for parking, traffic control, hospitality, volunteers and media.  

*Recruit food, beverage and hospitality vendors.  

*Secure entertainment (Children’s entertainment and family concert) 

*Secure and coordinate equipment rental to venue and event contractors. 

*Last week of October begin to promote and market the event coordinating efforts with Morro Bay 
Tourism Office.  

November: 

*Promotion continues, more heavily in the month of November.  

*Begin to recruit volunteers for needed day of event tasks. 

*Ensure compliance with permits, insurance, legal, health and safety regulations  
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December:  

*Event Promotion continues (Heavy Promotion)  

*Confirm Vendors  

*Confirm volunteers 

*Confirm entertainment and scheduled timeline for event day.  

**Timeline for meetings with staff and board members would need to be as follows: we would plan to meet 
once a month in the months of September, October and then move to 2 meetings a month in November and 
December.  
 
 
Question:  
To bring this event together we plan to focus on making the activities and entertainment family friendly, so 
it gives families something to look forward to each year. We will also plan to work closely with Friends of 
Morro Bay Harbor Department and Sophia Tolle, to keep the business in Morro Bay excited about this new 
event and ensure their participation in the event year after year.  
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      Pismo Beach, CA 93449       
805.305.0579     Fax 805.773.5423 

www.TeriBayus.com 
LiveWell@TeriBayus.com 

	

Letter	of	Interest	for	Morro	Bay	Lighted	Boat	Parade	Event	
	
July	29,	2017	
What:	Siafu	Productions	(Teri	Bayus)	will	coordinate	and	oversee	the	Lighted	Boat	Parade	
turning	it	into	a	two-day	event	
When:	December	1-2,	2017		
Where:	Morro	Bay	Harbor	and	Water	Front	
Why:	By	adding	non-motorized	watercraft	and	other	floating	parade	events,	Christmas	
activities	and	bringing	it	into	the	fold	of	12	Days	Of	Christmas,	this	makes	this	weekend	a	
full	event	driven	happening	to	start	the	holiday	season.		
	
About	Siafu:			
Siafu	is	an	event	management	team,	headed	by	Teri	Bayus	that	excels	in	helping	nonprofits	
grow	and	reach	maximum	potential	through	event	management.	Our	company	plans	
special	events	and	a	convention,	assist	with	marketing	outreach,	and	develops	new	
marketing	techniques.		
	
We	are	excited	to	be	working	with	new	partnerships	bringing	innovative	opportunities	to	
grow	the	membership,	increase	the	educational	opportunities	and	develop	event	systems	
to	assist	the	members	in	increasing	their	bottom	line.	Our	goal	is	to	create	an	atmosphere	
and	business	platform	that	the	Board	of	Directors	and	every	member	shall	flourish	using	
the	vast	knowledge	the	group	has	assimilated	to	ensure	a	successful	event.		
	
Siafu	is	a	sole	proprietorship	lead	by	Teri	Bayus	that	has	hosted	and	created	events	for	the	
last	25	years,	including	“The	Taste	of	“events	(Pismo,	Nipomo),	Pismo	Beach	Clam	Festival,	
Central	Coast	Writer’s	Conference,	SLO	Film	Festival	Opening	Night,	Pismo	Beach	Preserve	
Fund,	Central	Coast	Martini	Shakedown,	Coats	for	Kids,	Environmental	Defense	Center	
Fundraisers	and	IJSBA	Jet	Ski	Races	and	lifestyle	events.	
	
Siafu	will	engage	as	an	independent	contractor	to	perform	those	administrative,	
management	and	communications	services	as	specified	with	an	agreed	upon	contract.		
	
References:	
Wes	Martin-	Community	Programs,	Cuesta	College	
Phillip_martin@cuesta.edu								(805)	546-3100		ext.	2103	
	
Suellen	Iness	-	Past	President	of	Pismo	Beach	Chamber	
suellen.iness@gmail.com									(805)	481-5575	
	
Marina	Washburn-	CEO	of	Dana	Adobe	
Marina@danaadobe.org								(805)	929-5679	
	
Wendy	Eidson	-	Director	SLO	International	Film	Festival	
wendy@slofilmfest.org								(805)	235-1507	
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Scope	of	Services:	
Siafu	will	engage	as	an	independent	contractor	to	perform	those	administrative,	
management	and	communications	services	as	specified	with	an	agreed	upon	contract.	The	
services	are	generally	described	as	providing	all	necessary	management,	administrative,	
communication,	marketing,	and	coordination	services	for	the	event,	including,	but	not	
limited	to,	management,	implementation,	and	coordination.	Siafu	will	perform	the	services	
in	a	manner	commensurate	with	the	highest	professional	standards	of	qualified	and	
experienced	personnel	in	the	coordinator's	field.	
	
Key	Duties/Responsibilities:	
•				Contracting	with	boat	owners	and	other	vendors	as	needed	in	a	timely	manner	
•				Provide	event	schedule	and	guidelines	
•				Publishing	and	distributing	advertising,	public	relations	and	marketing	materials	
•				Work	with	the	community	for	sponsorships,	and	other	media	coverage	
•				Run	event	providing	for	everything	necessary	to	its	success	
	
Siafu	will	provide:	
•				Public	Relations	for	parades	and	activities		
•				Coordination	of	the	parade(s)	to	at	least	double	participants	from	last	year	
•				Creation	of	Social	Media	Posts	(Facebook	Event,	Instagram,	Twitter,	etc.)	
•				Creation	and	implication	of	the	paper	boat	experience	
•				Work	with	established	volunteers	and	community	leaders	
•				Organization	of	parking,	traffic	control,	hospitality	and	volunteers	
•				Online	registration	will	be	facilitated	through	Event	Bright	portal	that	will	facilitate	
sponsors,	vendors,	and	participants	
•				Provide	and	secure	necessary	permits,	insurance	riders,	health	and	safety	regulations	
•				Post	event	wrap	up	report	including	all	media	and	thank	you	to	sponsors	
•				Provide	volunteer	core	for	set	up	and	clean	up	
	
Public	Relations	will	include:	
•				Creation	of	dynamic	press	release	
•				Distribution	of	press	release	through	at	least	120	local,	regional	and	national	channels	
•				Coordination	for	interviews,	live	coverage	etc.	from	media	
•				Creation	and	distribution	of	a	:30-second	video	and	audio	PSA	
	
Work	Plan	Outline:	
•				Meet	with	existing	volunteers	and	planners	
•				Provide	a	detailed	calendar	of	all	planning	and	events	
•				Set	up	online	registration	portal	
•				Make	and	distribute	sponsorship	packages	
•				Create	public	relations,	media	calendar,	and	social	media	calendar	
•				Create	work	flow	for	parade	including	judging	and	viewing	platforms	
•				Procure	all	permits	and	permissions	
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•				Procure	prizes	and	awards	
•				Distribute	parade	guidelines	and	load	in	instructions	
•				Secure	all	items	needed	(lights,	sound,	trash,	restrooms,	delineators,	etc.)	
•				Set	up	and	execute	parades	and	all	activities	
•				Clean	up	all	items	and	return	rentals	
•				Complete	wrap-up	report,	P&L,	and	sponsorship	thank	yous	
	
Event	Overall	Concept:	
My	plan	is	to	integrate	the	Lighted	Boat	Parade	as	part	of	the	Twelve	Day’s	of	Christmas	
and	to	have	each	event	build	upon	the	next	to	benefit	Morro	Bay	community	and	the	
business	merchants.	
	
New	to	the	event:	
Taking	the	event	from	one	to	two	days	offers	the	challenge	of	making	it	attractive	enough	
to	make	people	come	out	multiple	nights.		Here	are	my	thoughts:	
Friday-	December	1,	2017:	Have	the	opening	night	be	the	non-motorized	as	this	is	new	and	
will	bring	new	participants	and	watchers.		By	using	a	high-powered	Spot	Light	with	
numbered	gels,	we	will	be	able	to	mark	each	participant	from	the	shore.			
	
For	the	family	aspect,	I	would	also	add	a	paper	boat	display	for	the	children.		Kids	will	be	
able	to	make	(at	a	table)	a	boat	out	of	construction	and	other	kinds	of	paper,	popsicle	sticks	
and	glue.		A	small	trough	of	water	will	be	on	hand	for	those	that	want	to	see	if	their	boat	
will	float.	This	will	be	free	to	the	public.		
	
Then	the	traditional	Lighted	Boat	Parade	can	be	on	Saturday	night	with	the	addition	of	a	
hot	chocolate	bar	that	will	include	one	free	cup	of	cocoa	and	many	different	items	to	put	
into	the	cocoa	including	marshmallow,	mints,	whip	cream,	cookies,	etc.		This	will	be	free	to	
the	public.		
	
Agreement:	
Siafu	will	require	$4,000	to	coordinate	these	events.	Upon	engagement,	the	client	will	
provide	50%	of	agreed	upon	fee,	the	balance	to	be	paid	at	the	end	of	the	event.		
	
I	look	forward	to	being	of	service	to	the	Lighted	Boat	Parade.	Thank	you!	
Live	Well,	
	
Teri	Bayus	
Siafu	Productions	
Direct:	805.305.0579	
livewell@teribayus.com	
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Letter	of	Interest	for	Morro	Bay	Twelve	Days	of	Christmas	
	
July	29,	2017	
	
What:	Siafu	Productions	will	coordinate	and	oversee	the	Twelve	Days	Of	Christmas			
When:	December	1-12,	2017		
Where:	Morro	Bay	various	locations	
Why:	The	goal	is	to	make	the	event	an	interactive	one	to	benefit	both	local	merchants	and	the	
community.		There	will	be	different	levels	for	businesses	to	participate	and	an	overall	Platinum,	
Gold	and	Silver	sponsorship	to	a	non-local	corporate	business	entity.	With	the	creation	of	our	
“reverse	advent	calendar”	promotion,	wine	and	beer	walks,	and	other	sales	force	incentives,	it	
will	assist	in	attracting	customers	to	visit	business	locations.	
	
Event	Overall	Concept:	
1.	Each	day	all	businesses	will	offer	special	discounts	and	incentives	for	the	community.		
2.	Each	day	will	have	a	Reverse	Advent	Calendar	game	being	played	along	with	a	special	
Christmas	activity.		
The	Reverse	Advent	Calendar	game	will	have	12	businesses	pay	to	participate.	Each	participant	
will	be	given	a	game	board	with	the	12	days	of	Christmas	on	it	(we	will	also	display	advertising	
for	sponsors)		
3.	Each	day	a	clue	will	be	offered	over	social	media	and	in	a	program	created	for	both	the	online	
portal	of	The	Guidebook	and	printed	and	available	at	the	Morro	Bay	offices.		The	clue	will	lead	
participants	to	a	business	and	the	business	will	hand	them	a	“gift”.	
4.	We	will	also	offer	a	daily	staged	event	that	will	draw	participants	to	the	main	staging	area	that	
can	be	moved	around	to	facilitate	different	areas	of	town.	
	
Proposed	Calendar	of	Events	
Date		 Event		 Reverse	Advent	Calendar	

Event		
Friday	12-1	 Lighted	Non	Motorized	Boat	Parade	 Chocolate	giveaway	
Saturday	12-2	 Lighted	Boat	Parade	 Toy	boat	giveaway	
Sunday	12-3	 Tree	Decorating	Contest	and	Demonstration	 Ornament	giveaway	
Monday	12-4	 Caroling	Concert	 MP3	music	giveaway	
Tuesday	12-5	 Gingerbread	Competition		 GB	cookie	giveaway	
Wednesday	12-6	 Buy	One	Get	On	Free	(Bogo)	 Pair	of	small	toys	giveaway	
Thursday	12-7	 Beer	Walk	 Candy	giveaway	
Friday	12-8	 Crab	Boil		 Sea	toys	giveaway	
Saturday	12-9	 Wine	Walk	 Toy	giveaway	
Sunday	12-10	 Santa	&	Deep	Discounts	from	Merchants	 Candy	giveaway	
Monday	12-11	 Elf	On	The	Shelf	Naughty	Contest	 Elf	giveaway	
Tuesday	12-12	 Snow	Play	and	Cookie	Decorating	Contest	 Toy	giveaway	
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About	Siafu:			
Siafu	is	an	event	management	team,	headed	by	Teri	Bayus	that	excels	in	helping	nonprofits	grow	
and	reach	maximum	potential	through	event	management.	Our	company	plans	special	events	and	
a	convention,	assist	with	marketing	outreach,	and	develops	new	marketing	techniques.		
	
We	are	excited	to	be	working	with	new	partnerships	bringing	innovative	opportunities	to	grow	
the	membership,	increase	the	educational	opportunities	and	develop	event	systems	to	assist	the	
members	in	increasing	their	bottom	line.	Our	goal	is	to	create	an	atmosphere	and	business	
platform	that	the	Board	of	Directors	and	every	member	shall	flourish	using	the	vast	knowledge	
the	group	has	assimilated	to	ensure	a	successful	event.		
	
Siafu	is	a	sole	proprietorship	lead	by	Teri	Bayus	that	has	hosted	and	created	events	for	the	last	25	
years,	including	“The	Taste	of	“events	(Pismo,	Nipomo),	Pismo	Beach	Clam	Festival,	Central	Coast	
Writer’s	Conference,	SLO	Film	Festival	Opening	Night,	Pismo	Beach	Preserve	Fund,	Central	Coast	
Martini	Shakedown,	Coats	for	Kids,	Environmental	Defense	Center	Fundraisers	and	IJSBA	Jet	Ski	
Races	and	lifestyle	events.	
	
Siafu	will	engage	as	an	independent	contractor	to	perform	those	administrative,	management	and	
communications	services	as	specified	with	an	agreed	upon	contract.		
	
References:	
Wes	Martin-	Community	Programs,	Cuesta	College	
Phillip_martin@cuesta.edu								(805)	546-3100		ext.	2103	
	
Suellen	Iness	-	Past	President	of	Pismo	Beach	Chamber	
suellen.iness@gmail.com									(805)	481-5575	
	
Marina	Washburn-	CEO	of	Dana	Adobe	
Marina@danaadobe.org								(805)	929-5679	
	
Wendy	Eidson	-	Director	SLO	International	Film	Festival	
wendy@slofilmfest.org								(805)	235-1507	
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Scope	of	Services:	
Siafu	will	engage	as	an	independent	contractor	to	perform	those	administrative,	management	and	
communications	services	as	specified	with	an	agreed	upon	contract.	The	services	are	generally	
described	as	providing	all	necessary	management,	administrative,	communication,	marketing,	
and	coordination	services	for	the	event,	including,	but	not	limited	to,	management,	
implementation,	and	coordination.	Siafu	will	perform	the	services	in	a	manner	commensurate	
with	the	highest	professional	standards	of	qualified	and	experienced	personnel	in	the	
coordinator's	field.	
	
Key	Duties/Responsibilities:	
•				Contracting	with	businesses	and	other	vendors	as	needed	in	a	timely	manner	
•				Provide	event	schedule	and	guidelines	
•				Publishing	and	distributing	advertising,	public	relations	and	marketing	materials	
•				Work	with	the	community	for	sponsorships,	and	other	media	coverage	
•				Run	event	providing	for	everything	necessary	to	its	success	
	
Siafu	will	provide:	
•				Prepare	budget	for	12-day	event	
•				Public	Relations	for	activities	and	Reverse	Advent	Calendar	
•					Secure	food,	drinks,	and	other	items	needed		
•				Creation	of	Social	Media	Posts	(Facebook	Event,	Instagram,	Twitter,	etc.)	
•				Creation	and	implication	of	all	12	days	experience	
•				Work	with	established	volunteers	and	community	leaders	
•				Organization	of	parking,	traffic	control,	hospitality	and	volunteers	
•				Provide	and	secure	necessary	permits,	insurance	riders,	health	and	safety	regulations	
•				Post	event	wrap	up	report	including	all	media	and	thank	you	to	sponsors	
•				Provide	volunteer	core	for	set	up	and	clean	up	
	
Public	Relations	will	include:	
•				Creation	of	dynamic	press	release	
•				Distribution	of	press	release	through	at	least	120	local,	regional	and	national	channels	
•				Coordination	for	interviews,	live	coverage	etc.	from	media	
•				Creation	and	distribution	of	a	:30-second	video	and	audio	PSA	
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Work	Plan	Outline:	
•				Meet	with	existing	volunteers	and	planners	
•				Create	sponsorship	packages	and	levels	with	ROI	implications	
•				Provide	a	detailed	calendar	of	all	planning	and	events	
•				Set	up	online	Guidebook	portal	
•				Make	and	distribute	sponsorship	packages	
•				Create	public	relations,	media	calendar,	and	social	media	calendar	
•				Create	workflow	for	12	days	individual	events	
•				Procure	all	permits	and	permissions	
•				Procure	prizes	and	awards	
•				Distribute	event	guidelines	and	load	in	instructions	
•				Secure	all	items	needed	(lights,	sound,	trash,	restrooms,	delineators,	etc.)	
•				Set	up	and	execute	all	activities	
•				Clean	up	all	items	and	return	rentals	
•				Complete	wrap-up	report,	P&L,	and	sponsorship	thank	yous	
	
Agreement:	
Siafu	will	require	$6,500	to	coordinate	these	events.	Upon	engagement,	the	client	will	provide	
50%	of	agreed	upon	fee,	the	balance	to	be	paid	at	the	end	of	the	event.		
	
I	look	forward	to	being	of	service	to	the	Twelve	Days	Of	Christmas.	Thank	you!		
	
Live	Well,	
	
Teri	Bayus	
Siafu	Productions	
Director	of	Central	Coast	Writer’s	Conference	
Food	and	Film	Critic	for	Simply	Clear	Marketing		
Taste	Buds	Events	and	TV	
	
Direct:	805.305.0579	
Fax:	805.773.5423	
livewell@teribayus.com	
	

TBID 08.17.17 Page 132 of 170



TBID 08.17.17 Page 133 of 170



SECTION 1.   LETTER OF INTEREST

TBID 08.17.17 Page 134 of 170



We produced a community event for the national Say NO Bullying program, in April 2017. The event was produced 
“from the ground up.” D. Plump Consulting accomplished the following:

1. Successfully transition the event from a half day to a full day.
2. Tripled the number of participants.
3. Significantly increased the number of sponsors and net profit of $55,000. 
4. Increased the quality speakers and vendors.
5. Increased the scope and size from the festival to more than 1,000 attendees.
6. Designed a timeline for all communication, and committee meetings involving staff and board members.6. Designed a timeline for all communication, and committee meetings involving staff and board members.
7. Prepard an approved budget. 
8. Secured sponsorships for the event.
9. Provided and adhered to the event planning schedule, policies and guidelines.
10. Organized facilities for parking, traffic control, hospitality, volunteers, celebrities, peformers and media.
11. Recruited vendors.
12. Created an online registration portal to facilitate registration.
13. Managed and recorded parade entries, and primary contact for parade entries.13. Managed and recorded parade entries, and primary contact for parade entries.
14. Ensured compliance with permits, insurance, legal, health and safety regulation.
15. Maintained high attention to detail during planning, execution and post-event phases.
16. Demonstrated strong budget controls, and was consistently conscious of budget; thus made a net profit of $55,000.
17. Effectively facilitated, advised and collaborated with the board members, event volunteers, venue and event contractors. 
18. Has a team of professionals to support the project, including set-up, tear-down and event logistics.
19. Oversee marketing and public relations to promote the event.
20. Debriefed event with organization and sent thank you notes to all participants, sponsors, vendors, and donors.20. Debriefed event with organization and sent thank you notes to all participants, sponsors, vendors, and donors.

Audio/Visual Rentals
Production Management
Registration/Ticket Sales
PR/Marketing/Media

Talent & Management
Travel/Accomodation 
Celebrity Recruitment
Rental Equipment

Sponsorship Procurement
Donor Procurement
Exhibitor/Vendor Recruitment
Vendor /Contractor Selection

Vision & Design
Venue Selection
Timeline/Logistics/Permits
Budget Creation & Control

Daphne Plump, the sole propietor of D. Plump Consulting, is no stranger to the Central Coast area as she once served 
as the morning live news reporter for KSBY TV. Daphne has more than 15 years experience producing events. Her 
skills at event production, marketing, public relations, and sponsorship procurement have earned her a stellar 
reputation of going above and beyond. 

D.D. Plump Consulting has a long standing track record of working with communities and producing events that inspire 
and excite. We build events from “scratch” and make them memorable as well as sources of generated revenue. We 
are unique in that we are a “one-stop shop.” We understand the psychology behind events - whether it is to attract 
more tourism for a city, or bring much attention to a cause and build support. Our team has resources in Morro Bay 
and the surrounding cities from talent to businesses that know they can count on us when it comes to delivering their 
sponsorship marketing benefits. We are always available - weekdays and weekends, as we know the importance of 
keepingkeeping the communication lines open and showing our clients they are our priority. We do not just provide the 
necessary tools to produce a special event, as our clients say...we go above and beyond and exceed their goals.

D. Plump Consulting has produced literally hundreds of memorable events of all sizes and missions in California and 
around the country, since 2005. Some of our most recent success include the Annual Denim, Diamonds & Stars, Sea 
Shepherd Conservation Society’s Fundraiser, ATMF Military 5K/10K Run & Family Festival, California Association of 
Food Banks 2017 State Conference with Facebook COO Sheryl Sandberg and many more. 

We provide the following services for the multi-day and single day events we produce, including:

SECTION II.  QUALIFICATIONS
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SECTION III.  WORK PLAN (CON’T)
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SECTION III.  WORK PLAN (CON’T)
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SECTION III.  WORK PLAN (CON’T)
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We produce the annual Say NO Bullying Festival, in April 2017. The event was produced “from the ground up.” D. 
Plump Consulting accomplished the following:

1. Successfully transition the event from a half day to a full day.
2. Tripled the number of participants.
3. Significantly increased the number of sponsors and net profit of $55,000. 
4. Increased the quality speakers and vendors.
5. Increased the scope and size from the festival to more than 1,000 attendees.
6. Designed a timeline for all communication, and committee meetings involving staff and board members.6. Designed a timeline for all communication, and committee meetings involving staff and board members.
7. Prepard an approved budget. 
8. Secured sponsorships for the event.
9. Provided and adhered to the event planning schedule, policies and guidelines.
10. Organized facilities for parking, traffic control, hospitality, volunteers, celebrities, peformers and media.
11. Recruited vendors.
12. Created an online registration portal to facilitate registration.
13. Managed and recorded parade entries, and primary contact for parade entries.13. Managed and recorded parade entries, and primary contact for parade entries.
14. Ensured compliance with permits, insurance, legal, health and safety regulation.
15. Maintained high attention to detail during planning, execution and post-event phases.
16. Demonstrated strong budget controls, and was consistently conscious of budget; thus made a net profit of $55,000.
17. Effectively facilitated, advised and collaborated with the board members, event volunteers, venue and event contractors. 
18. Has a team of professionals to support the project, including set-up, tear-down and event logistics.
19. Oversee marketing and public relations to promote the event.
20. Debriefed event with organization and sent thank you notes to all participants, sponsors, vendors, and donors.20. Debriefed event with organization and sent thank you notes to all participants, sponsors, vendors, and donors.

Audio/Visual Rentals
Production Management
Registration/Ticket Sales
PR/Marketing/Media

Talent & Management
Travel/Accomodation 
Celebrity Recruitment
Rental Equipment

Sponsorship Procurement
Donor Procurement
Exhibitor/Vendor Recruitment
Vendor /Contractor Selection

Vision & Design
Venue Selection
Timeline/Logistics/Permits
Budget Creation & Control

Daphne Plump, the sole propietor of D. Plump Consulting, is no stranger to the Central Coast area as she once served 
as the morning live news reporter for KSBY TV. Daphne has more than 15 years experience producing events. Her 
skills at event production, marketing, public relations, and sponsorship procurement have earned her a stellar 
reputation of going above and beyond. 

D.D. Plump Consulting has a long standing track record of working with communities and producing events that inspire 
and excite. We build events from “scratch” and make them memorable as well as sources of generated revenue. We 
are unique in that we are a “one-stop shop.” We understand the psychology behind events - whether it is to attract 
more tourism for a city, or bring much attention to a cause and build support. Our team has resources in Morro Bay 
and the surrounding cities from talent to businesses that know they can count on us when it comes to delivering their 
sponsorship marketing benefits. We are always available - weekdays and weekends, as we know the importance of 
keepingkeeping the communication lines open and showing our clients they are our priority. We do not just provide the 
necessary tools to produce a special event, as our clients say...we go above and beyond and exceed their goals.

D. Plump Consulting has produced literally hundreds of memorable events of all sizes and missions in California and 
around the country, since 2005. Some of our most recent success include the annual Walk for Kids’ Growth & Festival, 
annual Say NO BUllying Festival, annual Denim, Diamonds & Stars, Sea Shepherd Conservation Society’s Fundraiser, 
ATMF Military 5K/10K Run & Family Festival, California Association of Food Banks 2017 State Conference with 
Facebook COO Sheryl Sandberg and many more. 

We provide the following services for the multi-day and single day events we produce, including:

SECTION II.  QUALIFICATIONS
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SECTION III.  WORK PLAN (CON’T)
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Prepared By:  ___JL_____  
 
Deputy City Manager Review:  ___IT_____         
 

Staff Report 
 

TO:    Tourism Business Improvement District Board    DATE:  August 8, 2017 
 

 FROM:  Jennifer Little, City of Morro Bay, Tourism Manager 
 
SUBJECT:   Approval of Additional Grant Applications 2017-18 
 
RECOMMENDATION  
Staff recommends the Tourism Business Improvement District (TBID) Board approve grant funding 
for Grays Harbor Historical Seaport in the amount of $7,000 and Central Coast Maritime Museum in 
the amount of $3,000. 
 
BACKGROUND 
TBID has available funds for additional grants in both community and emerging opportunities, $5,775 
for Community Grants and $9,000 for Emerging Opportunities, totaling $14,775. 
 
The Grays Harbor Historical Seaport is requesting grant funding to cover traveling and operational 
expenses of having the Hawaiian Chieftain (tall ship) join the Lady Washington (tall ship) in an 
extended stay in our port.  Historical Seaport is scheduled to bring Lady Washington to Morro Bay 
from November 23 to December 4.  The grant funds will be used to extend the Lady Washington's 
stay until Dec 12th and bring the Hawaiian Chieftain to port. Having two tall ships in the harbor creates 
a dynamic attraction, makes it possible to reenact historic battle engagements, offers public sailing 
events, educational field trips. Staff will make participation in the Lighted Boat Parade by Lady 
Washington a requirement of the grant funding.  
 
The Maritime Museum is requesting grant funding to help offset costs for their October event.  The 
Museum is planning a "Discovery and Seafood Month" event, two weekends in October, the 13 th 
through 15th and the 20th through 22nd.  This event will create a passport with a $30 fee for tourists 
and locals to sample a variety of seafood offerings by partnered eateries, including a tour of the 
historic ALMA, onsite fleet, and hearing about the WWII rescue story by the ALMA. 
 
DISCUSSION  
The attached Grant Chart shows all grants, sponsorships and emerging opportunities that have been 
awarded this year.  The two additional events are outlined in yellow.  
 
ATTACHMENTS 

1. Grant Chart 2017-18 
2. Grant Applications 

 
AGENDA NO:      B-6 
 
MEETING DATE: August 17, 2017 
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Event 2017-18 Grant Emerging Opp
E.O. Event 

Planner Total Event Grant Committee Notes

Tall Ships 7000 7000

Extending the Lady Washingtonvisit from Dec 4-12th and also bringing down the Hawaiian Cheiftian docking Dec 4-12th for 
battle cruises.

Maritime 
Museum 3000 3000 Central Coast Maritime Museum, Recommending a grant of $5000 to help on the production cost of the passports.
Taste of the 
Grove 3000 N/A 3,000 APPROVED - Recommendation: $3000 grant as requested

Avo Marg 
Festival $0.00

APPROVED - Recommendation: Subcommittee feels Avo-Marg would be better suited as a sponsorship of TBID -vs- a GF 
grant mainly due to the fact that this is a profitable event.  Sponsorship to include 500 tickets for hotel guests into Avo-Mar. (See 
sponsorship letter in the Sponsorship Staff report)

MBHS 
Volleyball 1525 n/a $1,525.00

APPROVED - Recommendation: Fund the $1525 towards food as requested allowing the boosters and student athletes earn 
the additional funds needed.

Surfboard Art 
Festival 2500 5000 $7,500.00

APPROVED - $2500 grant plus incentive bonus of $200 per board max of $5000 with a strong call of action on the boards for 
booking with a minumum of 20 boards outmarket. SAF has a new component with placing boards into wine tasting rooms up 
and down the SLO Coast wine region. With this new opportunity the recommendation is as follows:  $2500 Grant plus an 
incentive grant of $200 per board placed in wine tasting rooms in SLO county wine tasting rooms. Must be out of the City of 
Morro Bay but in SLO County. Incentive is up to a total of $5000 available allowing the opportunity for SAF to have up to $7500 
in total funds. Additionally, we would require a rack be attached to each board that has the SAF map which includes the 
morrobay.org site

CCWC $4,000 1000 $5,000.00

Recommended Grant of $4000 plus $1000 towards transportation needs. Last year CCWC was hosted by Pismo beach even 
though it was held at Cuesta College. Staff & MB Hoteliers have been working hard to recruit CCWC to come back to Morro 
Bay.  Total overnight conference attendees looks to be 350-450 for 3 night stay starting on a Thursday. Last year MBT was a 
sponsor of this event (not a grant for $2000).

100k Poets 0 0 0 $0.00 Committee does NOT recommend funding based on event outline

Harbor Festival 11125 N/A $11,125.00 APPROVED - $11, 250, 5k towards HF and $5 Mental plus $1125 towards city permit fees.
Dawn to Dusk 
Triathlon

moved to 
sponsorship - - - NOT APPROVED - Recommendation: To not receive a grant since this is a for-profit business.

MB Triathlon
Moved to 

sponsorship - - - NOT APPROVED - Recommendation: To not receive a grant since this is a for-profit business.

Soupabration 3800 $3,800.00

APPROVED $3800 Recommendation: Subcommittee felt this does not warrant a grant but did recommend to pay for permit 
fee's. Staff recommendation is to add a grant for this event of $2500 on top of the permit fee's grant

MBHS 
Basketball 1525 $1,525.00 APPROVED AS IS Recommendation: Fund the $1525 towards food as requested

Lighted Boat 
Parade 5000 4000 $9,000.00

APPROVED - As is Recommendation: Grant is contingent upon changing this event as follows: MBT will hire an event planner 
to manage the conversion of this event from a 1-day to a 2-day event. Sponsorship of waterfront resuaturants is required. By 
restaurants sponsoring "new boats" in the parade this will allow a larger fleet and allowing for two days of the parade. TBID will 
fund: the event planner $4000, cash prizes $2000 and $3000 in advertising.

12-days of 
Christmas $3,000.00 4000 $7,000.00

APPROVED - AS IS Committee feels this would be a great event but needs to be held under a 501c before funding. Poppy's 
either needs to form a 501c or join an existing 501c. If this can be done the recommendation is to fund: an event planner at 
$4000, plus $3000 for TBID to manage the advertising, marketing, creative and media to promote all 12-days not just Dec 9-
10. 

Butterfly's & 
Bubbles Chamber has decided to not except this grant
Winter Bird 
Festival 6000 $6,000.00

APPROVED -  AS IS Recommended grant $4000 plus $2000 towards permit fee's. Staff recommends that WBF work closely 
with Rec Dept to establish a Conditions Letter for the City Fee's.

MBHS Wrestling 2750 $2,750.00

APPROVED - AS IS This tourney being an individual sport we see a higher volumn of traffic in town over the event unlike the 
other two team-tournaments which is the reason for the higher recommend amount.

Annual Yard 
Sale 3500 $3,500.00 APPROVED AS IS Recommendation: $3500 grant towards expenses and fee's.

MB Kite Festival 5000 4000 $9,000.00

APPROVED AS IS Subcommittee recommends for the event organizer to retain management of the event but hand over the 
event financial responsibilites to a 501C such as Friends of the Harbor Dept or Friends of the Fire Dept. Grant funds 
recommended as follows: $5000 towards the marketing and promotion plus $4000 towards an event planner and would be 
managed through the Tourism office.

MB Car Show 4500 $4,500.00

APPROVED AS IS Recommendation: $4500  grant towards expenses and fee's. Speaking with the group their permit fee's 
have gotten very large. This year they paid roughly 2k to police, 2k for city permit fee's plus $500 application fee.

Cuesta Fest - - - $0.00 NOT APPROVED Recommend to not fund but for MBT to look into a possible sponsorship.

$57,225.00 16,000 $12,000.00 85,225

Community 
Grants

Emerging 
Opportunities

Additional 
Grant

Unfunded

moved to 
sponsorship
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