
 

 

         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, OCTOBER 17, 2019 

VETERAN’S MEMORIAL HALL – 9:00 A.M. 
209 SURF STREET, MORRO BAY, CA 

 
ESTABLISH QUORUM AND CALL TO ORDER 
MOMENT OF SILENCE 
PLEDGE OF ALLEGIANCE 
BOARD MEMBER ANNOUNCEMENTS  
STAFF ANNOUNCEMENTS 
 
PUBLIC COMMENT PERIOD 
Members of the audience wishing to address the TBID Board on City business 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. 
 
Public comment is an opportunity for members of the public to provide input to the Board.  To increase 
the effectiveness of the Public Comment Period, the City respectfully requests the following guidelines 
and expectations be followed: 

• When recognized by the Chair, please come forward to the podium to speak.  Though not 
required, it is helpful if you state your name, city of residence and whether you represent a 
business or group.  Unless otherwise established by the Chair, comments are to be limited to 
three minutes. 

• All remarks should be addressed to the Board, as a whole, and not to any individual member 
thereof. 

• The Board respectfully requests that you refrain from making slanderous, profane or personal 
remarks against any elected official, commission, board and/or staff. 

• Please refrain from public displays or outbursts such as unsolicited applause, comments or 
cheering.  
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• Any disruptive activities that substantially interfere with the ability of the TBID Board to carry out
its meeting will not be permitted, and offenders will be requested to leave the meeting.

• Your participation in TBID meetings is welcome and your courtesy will be appreciated.

• The Board in turn agrees to abide by its best practices of civility and civil discourse according to
Resolution No. 07-19.

A. CONSENT AGENDA

A-1 APPROVAL OF SEPTEMBER 19, 2019, TOURISM BUSINESS IMPROVEMENT DISTRICT
(TBID) ADVISORY BOARD MEETING MINUTES

RECOMMENDATION: Approve as submitted.

B. BUSINESS ITEMS

B-1 PRESENTATION - UPDATE ON PUBLIC SAFETY POWER SHUT-OFF (FIRE DEPARTMENT)

RECOMMENDATION: Receive and file.

B-2 AUGUST 2019 TRANSIENT OCCUPANCY TAX (TOT) REPORT AND YEAR OVER YEAR
TOT REPORT; (TOURISM MANAGER)

RECOMMENDATION: Approve as submitted.

B-3 REVIEW OF MENTAL MARKETING REPORTS FOR SEPTEMBER 2019 AND
PRESENTATION ON MORROBAY.ORG SITE CHANGES (MARKETING COORDINATOR)

RECOMMENDATION: Approve as submitted.

B-4 PRESENTATION OF CENTRAL VALLEY MARKETING COMPONENTS (MENTAL
MARKETING)

RECOMMENDATION: Receive and file.

B-5 PRESENTATION OF STRATEGIC PLAN UPDATES ON ART & CULTURE AND NATIONAL
ESTUARY (TOURISM MANAGER)

RECOMMENDATION: Receive and file.

B-6 FUNDS TRANSFER FROM THE SEPTEMBER-OCTOBER WINE PROMOTION TO
ADVERTISING SPEND IN SHOULDER SEASON OF FISCAL YEAR 2019-2020 (TOURISM
MANAGER)

RECOMMENDATION: Recommend for unused funds from the September-October
Wine promotion to be spent on shoulder season advertising under one of these
options:
1) Spend additional funds promoting #outdoorgoals videos on social media to

the Central Valley; or
2) Spend additional funds promoting shoulder season events to the Central

Valley through social media; or
3) Spend additional funds on two 2-page spreads in Bird Watcher’s Digest e-

books exclusively on CA birding locations.
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C. DECLARATION OF FUTURE AGENDA 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 ENSURE THAT REASONABLE ARRANGEMENTS CAN BE MADE TO PROVIDE ACCESSIBILITY TO 
THE MEETING. 

TBID 2019-10-17 Page 3 of 38



 

This Page Intentionally Left Blank 

TBID 2019-10-17 Page 4 of 38



MINUTES – TOURISM BUSINESS IMPROVEMENT 
DISTRICT (TBID) ADVISORY BOARD 
REGULAR MEETING – SEPTEMBER 19, 2019 
VETERANS MEMORIAL HALL – 9:00AM 
 
 
MEMBERS PRESENT: Charlie Yates    Chair 

Steven Allen                                 Vice Chair 
Joan Solu                                      Member 
Nancy Dickenson                          Member 
Amish Patel                                   Member 
Chris Kostecka                              Member 

 
ABSENT: Isaac Su    Member 

 
STAFF PRESENT:          Jennifer Little                               Tourism Manager 

     Heather Goodwin   Deputy City Clerk 
     Megan Leininger   Marketing & Communications Coordinator 
 

 
            ESTABLISH QUORUM AND CALL TO ORDER 

https://youtu.be/ySlyzf57DCU?t=29s 
Chair Yates called the meeting to order at 9:02 a.m. with six members present. 
 
MOMENT OF SILENCE 
PLEDGE OF ALLEGIANCE 
 

            BOARD MEMBER ANNOUNCEMENTS-NONE 
 
            STAFF ANNOUNCEMENTS-NONE 

 
            PUBLIC COMMENT-NONE 
   
 PRESENTATION 

Aquarium Presentation by Christine Johnson 
https://youtu.be/ySlyzf57DCU?t=2m40s  

 
Christine Johnson, Central Coast Aquarium Executive Director, gave a brief presentation on the 
Central Coast Aquarium and responded to board questions.  

 
A.        CONSENT AGENDA 

https://youtu.be/ySlyzf57DCU?t=26m5s  
 
 
A-1 APPROVAL OF AUGUST 15, 2019, TOURISM BUSINESS IMPROVEMENT DISTRICT (TBID) 

ADVISORY BOARD MEETING MINUTES 
 
 RECOMMENDATION: Approve as submitted. 
 

MOTION: Board Member Allen moved approval of A-1.  The motion was seconded by 
Board Member Dickenson and carried 6-0-1, with Board Member Su absent. 

 
 
 

AGENDA NO:      A-1 

MEETING DATE: October 17, 2019 
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B.        BUSINESS ITEMS 
 
B-1  JULY 2019 TRANSIENT OCCUPANCY TAX (TOT) REPORT AND YEAR OVER YEAR TOT 

REPORT 
https://youtu.be/ySlyzf57DCU?t=26m37s  
Tourism Manager Little went over the July report and answered questions from the Board.  
 
Public Comment:  
None 
 
Chair Yates closed public comment. 
 
 
MOTION: Board Member Allen moved approval to receive and file the July 2019 Transient 

Occupancy Tax report and Year Over Year TOT report.  The motion was seconded 
by Board Member Kostecka and carried 6-0-1, with Board Member Su absent 

 
B-2   APPROVAL OF MENTAL MARKETING REPORTS FOR AUGUST 2019 (MARKETING 

COORDINATOR)  
https://youtu.be/ySlyzf57DCU?t=28m37s  
Marketing & Communications Coordinator Leininger gave the presentation and answered 
questions from the board. 
 
There was board member discussion as to why Fresno was not listed in the report on page 12 
under “Origin Market for Hotel Searches”. Tourism Manager Little stated that she would check 
into why it was not listed and would provide an update to the board.  
 
Public Comment:  
None 
 
Chair Yates closed public comment. 
 
MOTION: Board Member Solu moved approval to receive and file the Mental Marketing 

reports for August 2019.  The motion was seconded by Board Member Dickenson 
and carried 6-0-1, with Board Member Su absent 

 
B-3    CONSIDERATION OF THE MORRO BAY TOURISM BUSINESS IMPROVEMENT DISTRICT 

(TBID) SUPPLEMENTAL ANNUAL REPORT AND CONTINUATION OF THE TBID 
ASSESSMENT FOR FY 2019/20 WITH THE INCLUSION OF VACATION RENTALS (VR’S); 
(TOURISM MANAGER) 
https://youtu.be/ySlyzf57DCU?t=36m20s  
Tourism Manager Little gave the presentation and answered questions from the Board.  
 
Public Comment: 
 
Chuck Davison, Visit San Luis Obispo County CEO, spoke about Visit SLO CAL’s website; stated 
that they would like to help in migrating vacation rentals to the City’s website in the future.  
 
Chair Yates closed public comment. 
 
There was discussion about adding the words Vacation Rentals (VR) on page 47 to all hotel/motel 
sections to the annual report for recommendation number one and changing “events expenses” 
to “grants expenses” for recommendation number two.  By consensus, the board agreed to make 
those changes to the recommendations.  
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MOTION: Board Member Dickenson moved the Board to:  
1) Review and approve the Supplemental Fiscal Year 2019-20 Annual Report for 

expenditure of funds to be derived from the addition of Vacation Rentals (VR’s) 
and recommend City Council continue the 3% TBID Assessment in FY 2019-
20, the supplemental report both providing a supplemental recommendation 
on changes to the basis and method of levying the assessments, and any 
changes in the classification of businesses, and further addressing the effect 
of those proposed changes on the six required elements of the Annual Report 
and add Vacation Rentals (VR) to all hotel/motel sections to the annual report, 
as amended; and 

2) Recommend that City Council approve moving $10,000 from the accumulation 
fund to the TBID FY 2019-20 Budget for visiting journalists and change events 
expenses to grants expenses, as amended; and  

3) Recommend that City Council honor vacation rental contracts put in place prior 
to VRs being added to the TBID for stays in Morro Bay up through June 30, 
2020, with all stays thereafter being assessed the 3 percent TBID assessment 
regardless of contract execution date.   

The motion was seconded by Board Member Kostecka and carried 6-0-1, with 

Board Member Su absent. 

 
B-4      RENEWAL OF THE SAN LUIS OBISPO COUNTY TOURISM MARKETING DISTRICT - 

PRESENTATION BY VISIT SLOCAL (SLOCAL CEO - 30 MINUTES) 
https://youtu.be/ySlyzf57DCU?t=1h4m41s   

 Tourism Manager Little introduced the item and Visit San Luis Obispo County CEO Chuck 
Davison gave the presentation and answered questions from the Board.  

 
 Public Comment: 

None 
 
 Chair Yates closed public comment. 
 

MOTION: Board Member Solo moved the Board to recommend to the City Council to adopt 
a resolution consenting to the renewal of the San Luis Obispo County Tourism 
Marketing District. The motion was seconded by Board Member Kostecka and 
carried 6-0-1, with Board Member Su absent. 

 
C.        DECLARATION OF FUTURE AGENDA ITEMS    
 https://youtu.be/ySlyzf57DCU?t=2h15m17s  
 Chair Yates asked that the public restrooms at the Rock be better maintained.   
 

Board Member Kostecka asked Tourism Manger Little to come up with marketing ideas that are 
directed towards the Central Valley or indicate why it is not a good use of funds.    

 
D.     ADJOURNMENT 
          The meeting adjourned at 11:20 a.m.   

 
The next Regular Meeting is scheduled for October 17, 2019. 

 
Recorded by: 
 
 
Heather Goodwin 
Deputy City Clerk 
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TOT August 2019 - 2018 Year to Year Comparison 

TOTAL ROOMS: 2019 - 909,   2018 - 915 

MARKET FACTORS / MOTEL RECIEPTS 

2019 

73% 

OCC RATE 

2018 

81% 

2019 

$163 

ADR 

2018 

$152 

2019 

$118 

REV PAR 
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TOTAL JACKRABBIT LEADS 
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2016 - $3,206,607 
BUSINESS AS USUAL 

2017 -  $3,143,702 
HWY 1 LANDSLIDE IN MAY, HWY 1 CLOSES 

2018 - $3,503,229 
HWY REOPENS JULY 20,2018 

HOSTED VISIT CA DREAM DRIVE WHICH HOUSED 
OVER 80 JOURNALISTS FOR 1-3 NIGHTS 

2019 - $3,326,675 
BUSINESS AS USUAL 
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VALLEY WEATHER 

DAYS OVER  

15—100+ 

    16 - 90+    

MORRO BAY WEATHER 

DAYS OVER 

   0 - 70+ 

 31 - 60+  
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Morro Bay Tourism Agency Marketing Report 

September 2019 Results 

  

DIGITAL MEDIA  
 

MorroBay.org 
• Website Unique Visitors      24,280 (-3.1% or -770 Y/Y) 

• Pageviews Y/Y      50,504 (-16.78% or -9,469 Y/Y) 

• Pageviews M/M      50,504 (-11.4% or -10,181 M/M) 

• Organic Search Referrals    12,224 (+16.7% or +1,753 referrals Y/Y) 

• Ave Session Duration Y/Y            1.23 min (+3.5% or +3 second Y/Y) 

• Ave Session Duration M/M            1.23 min (-7.7% or -7 second Y/Y) 

• Bounce Rate Y/Y       64.3% (-6% Y/Y) 

• Total Jack Rabbit Searches       2,516  (-34% or -1276 searches Y/Y)  

• Jack Rabbit Referrals to Lodging       2,161  (0% or -5 referrals Y/Y) 

   

Y/Y ANALYSIS NOTE: September 2018 Harbor Festival was awarded a MBT Grant, of which $3,000 was 

spent on social media through MBT, driving over 5,000 clicks to the MBT site; that grant was not 

renewed this year, which resulted in a reduced social media referral percentage Y/Y of -57.6% for 

September 2019. While the unique site visits Y/Y are -3.1%, organic search referrals were up for the first 

time in months at +16.7%, and blog views are up Y/Y by +36%.  

CAMPAIGN NOTE: MBT ad campaign pageviews are up +57% Y/Y for the month of September. This 

year and last year we ran a fall wine promotion. The MBT blog grew in triple digits Y/Y, and syncs with 

campaigns and key/what’s new messaging.   

▪ Ad Campaign Pageviews    5,439, +57% Y/Y  

▪ Social Media Referrals   2,301, -57.6% Y/Y or -3,127 referral clicks  

▪ Blog Views     3,226, +648% Y/Y    

  

 Top Referral Sites

1. Facebook Mobile 

2. Slocal.com 

3. Facebook.com 

4. Googlesyndication.com (googleads) 

5. Morrobay.org  

6. Morro-bay.ca.us 

7. Morrobay.bookdirect.net 

8. Linktree (Instagram) 

9. t.co (twitter) 

10. l.facebook 

 

 

Top Website Content/ Views 

1. Events       2,702 (-2.9% M/M) 

2. Things to Do   2,649 (-31% M/M) 

3. Fall Promo:  4,923 (-12%* M/M) 

*promoted through paid digital ads 
4. Lodgings   2,166 (-21%* M/M) 
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*promoted through paid digital ads 
5. Lodging Guide 1,395 (-12% M/M) 

6. Plan/Visitor Info 1,300 (-22% M/M) 

7. Restaurants  1,015(-16% M/M) 

8. MB Harbor Fest 945 (+397% m/m) 

9. TTD/Outdoors/Beaches 711 (-39% M/M) 

10. Blog: Learn Local Lingo 649 (+6,209% 

M/M) 

 

July – September 2019 MBT Website Visitor Revenue/Searches/Bookings  
• Hotel Revenue Generated (Adara tracked 56.3% of site visitors) 

o Tracked Revenue (13% of MBT inventory)      $    24,715 (100% = $42,939) 

o Projected Revenue Generated (x7.7)                  $  190,305 (100% = $338,019) 

  

• Rooms Nights  

o Morro Bay Hotel Searches        3,812  

o Room Nights Booked(13% of MBT inventory)                 140 

o Projected Room Nights Booked (x7.7)            1078 

o Ave Length of Stay      1.9 😊 

• Flights Booked 

o SBP Flights Searched             518 

o SBP Flights Booked (97% of SBP inventory)                     28   

 

July - September 2019 Markets Report 
Origin Market for Hotel Searches:        Alternate DMAs Searched:  

  
 

Alternate DMAs Booked: 

   
 

Organic Social Media Results 
Facebook Fans       64,891  +8% Y/Y  

Facebook Engagement      23,975  +11% Y/Y  

Facebook Video Views      174,266  +47% Y/Y  

Instagram Followers       28,100  +67% Y/Y  
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Instagram Engagement      26,359  +NA Y/Y     

Twitter Followers       2,604  +9% Y/Y  

YouTube Minutes Watched      837   

YouTube Views       2,887     
 

Social Media Content
September Content & Stories 

• Crash Boat Final Days! 

• Harbor Festival – 3 days! 

• Secret Season 

• CA Surfing Day  

• #surftherock 

• #outdoorgoals videos 

• Sip & Savor Campaign 

• #vacationrules 

• End of summer must dos 

• Avocado & Margarita Fest 

 

Upcoming Content 

• Morro Bay Triathlon 

• Tall Ships in the Harbor 

• Winterfest 

• MB Trick or Treat 

• Ling cod competition 

• Sip & Savor Campaign 

• Boat Parade 

• Sunsets 

• Thanksgiving in MB 

• Featured Wildlife 

 

PAID ADVERTISING 

Sip & Savor Campaign Launched August 1 – October 31 
• This fall campaign focuses on our unique food and beverage properties in Morro Bay  

• Digital Campaign Approach: retargeded ads on Trip Advisor and Adara Media, 

social media ads, google adwords, press release.  

• https://www.morrobay.org/plan/deals-promotions/sip-savor/  

• Impressions      4.4 M 

• Ad Clicks         18,366  

• Promo Pg Views 10,858 

• CTR          .69% 

• Conversions  8,802 

• CVR   .29% 

• Ad Cost                    $30,782 

• CPC   $1.71 
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August & September Adara Tracking for Sip & Savor Campaign: 
• Hotel Revenue Generated by Campaign Ads

▪ Tracked Revenue (13% of MBT inventory)    $16,793 

▪ Projected Revenue Generated (x7.7)            $129,306 

• Rooms Nights Generated by Campaign Ads 

▪ Morro Bay Hotel Searches    9,814   

▪ Room Nights Booked(13% of MBT inventory)       110 

▪ Projected Room Nights Booked (x7.7)         847 

▪ Average Length of Stay     1.7 days 

• Flights Booked Generated by Campaign Ads 

▪ SBP Flights Searched              1,710 

▪ SBP Flights Booked (97% of SBP inventory)              82  

▪ SBP Nights Booked (97% of SBP inventory)  407 

 

MEDIA RELATIONS 
Focused Efforts 

• Wrote and distributed September Press Release: Grand Opening of Port House brings a new 

level of fine dining to the waterfront in Morro Bay Here are 5 Ways to Enjoy the “Secret 

Season” in this Active Seaside Town 

• Developed itineraries for following Sept media visits:  

o Visit CA Surfing Day FAM Sept 19 – 20 

o David Laws, SF Chronicle, Sept 25 – 27  

o Mental received Gold Pass on behalf of Morro Bay from Visit CA, who 

paid for writer Bijan Bayne to visit in October. Pismo Beach and SLO 

are FAM partners 

o Sharon Boorstin coming in fall for LAT story 

• Reactive Media Relations 

o Submitted dog friendly pitch to SLOCal 

o Submitted What’s New to VisitCA: 

▪ Port House 

▪ Three Stacks Brewing Co 

▪ Blooming Rose Day Spa 

 

Hosted and Pending Media  
Women’s Health, UK Surf Girl, SF Chronicle, LA Daily News, Smart Meetings, Animal Planet, 

Golf Content Network, Epoch Times, Animal Planet, Gear Patrol, Bay Area News Group, San 

Jose Mercury News, www.paletexposure.com, Calabasas Style Magazine 

 

September Earned Media Results 
• Earned Media Impressions      991M 

• Ad Equivilency      $4.96M  

• Publicity Value      $14.9 

• Shares of MB Press on Social Media Channels  113 
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September 2019 Press Clips & Coverage Stats

Press Release: Grand Opening of Port House Brings a New Level of Fine
Dining to the Waterfront in Morro Bay
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991M
online readership:

860K
estimated coverage views:

130
social shares:

8
links from coverage:

14.9M
publicity value:

4.96M
ad value:

1.7K
organic web crawler hits:

 SUMMARY SEPTEMBER 2019 PRESS CLIPS & COVERAGE STATS
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The Mercury News

Sep 15 2019

(est.) monthly visits: 8.83M

(est.) coverage views: 10.2K



70


3

 Hosted VJ Georgeanne Brennan
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East Bay Times

Sep 15 2019

(est.) monthly visits: 933K

(est.) coverage views: 2.9K

 Pick up of the SJ Mercury News story by
Georgeanne Brennan
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Twitter

Sep 15 2019
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Flipboard

Sep 15 2019

(est.) monthly visits: 7.37M

(est.) coverage views: 9.54K

 Hosted VJ Georgeanne Brennan's article pick up
on aggregate news site Flip Board
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Travel Breaking News

Sep 15 2019

(est.) monthly visits: 15K

(est.) coverage views: 3.36K

 Pick up of Georgeanne Brennan's article
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The Santa Barbara
Independent

Sep 14 2019

(est.) monthly visits: 283K

(est.) coverage views: 1.04K

links from coverage: 1



3


1

 Hosted VJ Keith Hamm
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TripSavvy

Aug 8 2006

(est.) monthly visits: 16M

(est.) coverage views: 40.7K



5


40

 Media relations with Betsy Malloy
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NBC Southern California

Sep 17 2019

(est.) monthly visits: 2.62M

(est.) coverage views: 7.04K

links from coverage: 2



7

 Media Relations with Alysia Gray Painter; she
included a link to a MBT blog
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NBC 7 San Diego

Sep 17 2019

(est.) monthly visits: 1.85M

(est.) coverage views: 5.47K

links from coverage: 2

 Pick up of Alisia Gray Painter's article on otters
with link to MBT blog
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MSN

(est.) monthly visits: 717M

(est.) coverage views: 529K

links from coverage: 2

 Pick up of Alisia Gray Painter's article on otters
with link to MBT blog
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Entertainment News

Sep 15 2019

(est.) monthly visits: 4.33K

(est.) coverage views: 863
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https://entertainment--news.com/2019/09/15/weekend-getaway-morro-bay-adventures-from-ocean-to-table/
https://entertainment--news.com/2019/09/15/weekend-getaway-morro-bay-adventures-from-ocean-to-table/


PR Newswire

Sep 30 2019

(est.) monthly visits: 5.8M

(est.) coverage views: 6.7K

links from coverage: 1



1
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https://www.prnewswire.com/news-releases/grand-opening-of-port-house-brings-a-new-level-of-fine-dining-to-the-waterfront-in-morro-bay-300927661.html
https://www.prnewswire.com/news-releases/grand-opening-of-port-house-brings-a-new-level-of-fine-dining-to-the-waterfront-in-morro-bay-300927661.html


MarketWatch

Sep 30 2019

(est.) monthly visits: 66.7M

(est.) coverage views: 77.1K
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https://www.marketwatch.com/press-release/grand-opening-of-port-house-brings-a-new-level-of-fine-dining-to-the-waterfront-in-morro-bay-2019-09-30
https://www.marketwatch.com/press-release/grand-opening-of-port-house-brings-a-new-level-of-fine-dining-to-the-waterfront-in-morro-bay-2019-09-30


Yahoo

Sep 30 2019

(est.) monthly visits: 163M

(est.) coverage views: 165K

 press release pick up
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https://finance.yahoo.com/news/grand-opening-port-house-brings-124900274.html
https://finance.yahoo.com/news/grand-opening-port-house-brings-124900274.html


Prepared By: __SM/JL______ Dept Review: ___JL____  

City Manager Review:  __SC______  City Attorney Review:  ___ ______

Staff Report 

TO: Tourism Business Improvement District Advisory Board   DATE: October 9, 2019 

FROM: Jennifer Little, Tourism Manager 

SUBJECT: Funds transfer from the 2019 September-October Wine Promotion to advertising 
spend in shoulder season of Fiscal Year 2019-2020 

RECOMMENDATION  
Recommend for unused funds from the September-October Wine promotion to be spent on shoulder 
season advertising under one of these options: 

1) Spend additional funds promoting #outdoorgoals videos on social media to the Central Valley;
or

2) Spend additional funds promoting shoulder season events to the Central Valley through social
media; or

3) Spend additional funds on two 2-page spreads in Bird Watcher’s Digest e-books exclusively
on CA birding locations.

ALTERNATIVES 
No alternatives are recommended. 

BACKGROUND 
Tourism Business Improvement District (TBID) Advisory Board allocated $8,000 in the FY 2019/2020 
budget towards our current promotion of a complementary bottle of wine for any 2-night stay in 
September and October 2019. As of October 8, 2019, a total of 301 coupons had been redeemed 
from Morro Bay hotel guests for a total cost to the TBID of $1,505. (see coupon totals on next page) 
Now at the end of the 5th week of the promotion, we are averaging a total of $301 per week in cost 
($5 per bottle redeemed). Staff is projecting a total cost for this 9-week promotion to be $2,709, with 
an estimated $5,291 left in this event budget. Staff recommends that these remaining funds be used 
to support one of the three recommended options. 

Currently our Morro Bay social media channels have grown significantly and social media channels 
are starting to lead the way in bookings with younger demographics. 

AGENDA NO:  B-6

MEETING DATE: October 17, 2019 
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DISCUSSION 
Staff recommends to move up to $5,000 into one of these possible advertising mediums during the 
shoulder season. Staff will move funds immediately at the close of October to be able to start the 
advertising by the holiday season. 
 

1) #OUTDOORGOALS VIDEOS 
a. Spend additional funds promoting #outdoorgoals videos on social media to the Central 

Valley 
b. Push outdoor recreation throughout the shoulder season to grow top of mind 

awareness that Morro Bay is an all year-round outdoor destination. 
c. Allows a direct link onto our booking platform on morrobay.org. 
d. Supports strategic plan outdoor recreation destination focus. 
e. Grows brand awareness. 
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2) EVENT AD SUPPORT IN CENTRAL VALLEY 
a. Spend additional funds promoting shoulder season events such as; Winterfest, Winter 

Bird Festival, Citywide Yard Sale, Morro Bay Car Show, Kite Festival to the Central 
Valley through social media channels  

b. Social media allows for geographic and lifestyle targeting, drives users to Morro Bay 
Tourism website, creates opportunities for users to share event information and create 
buzz 

c. These are responsive ads to drive bookings (versus branding ads) 
d. Supports strategic plan event focus 
e. Top Cities for engagement: 

 
Facebook: 
Top Cities - Fresno Area (9.96k), Bakersfield (5.8k), Los Angeles (3.4k),  
San Diego/Sacramento (both 1.1k) 
Top Age Groups - 35-44 (17k), 45-54 (15k), Engagement - 69% Women, 30% Men. 
 
Instagram:  
Top Cities - Fresno, San Luis Obispo, Bakersfield, Los Angeles (all 5%, about 1.5k) 
Top Age Groups - 34-44 (8k), 25-34 (6.7k) Engagement - 68% Women, 32% Men 
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Page Fans 63,371 total 
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People we reach 

 
 
People who are engaged with us on Facebook 
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3) BIRD WATCHER’S DIGEST 

a. Spend additional funds on two 2-page spreads in Bird Watcher’s Digest e-books 
exclusively on CA birding locations. Both the Northern California and Southern 
California Bird Watchers Digests will be available until mid-2020s. We will make sure 
content is “evergreen” for both publications and will remain accurate for years to come.  

b. Total impressions: 18,061, Total Downloads: 5,124 
c. According to the U.S. Fish & Wildlife Service, birders spend approximately $12 billion 

a year on trip expenditures   
d. According to the 2017 Outdoor Industry Topline Report bird watching—along with 

camping--were the top activities for ages 45+, a growth market identified in the 2019-
20 Marketing Plan  

e. Supports strategic plan wildlife and estuary focus 
f. Supports one of the Marketing Plan objectives; to grow this demographic audience 
g. Grow long-term brand awareness that Morro Bay is an Audubon designated Important 

Bird Area 
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CONCLUSION 
Staff recommends the TBID’s unused funds from the September-October Wine promotion to be spent 
on shoulder season advertising under one of the following options: 

1) Spend additional funds promoting #outdoorgoals videos on social media to the Central Valley; 
or 

TBID 2019-10-17 Page 37 of 38



2) Spend additional funds promoting shoulder season events to the Central Valley through social 
media; or  

3) Spend additional funds on two 2-page spreads in Bird Watcher’s Digest e-books exclusively 
on CA birding locations. 
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