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Honorable Mayor Tanaka
And Members of the City Council
City of Coronado
1825 Strand Way
Coronado, CA 92118
Dear Mayor and Council Members:
It is with great pleasure that I write to you on behalf of the Advisory Board of Directors for the
Coronado Tourism Improvement District. We have accomplished a great deal since our renewal of
just one short year ago. Additionally, with the approval you gave for our individual incorporation, we
have become a more flexible and nimble organization, able to react to market needs as well as explore
new chapters in the growth of the organization. Some examples of how our incorporation has been
advantageous to our stakeholders:
• In February, the Board moved quickly to invest an additional $75,000 in Marketing, targeting the
March to May time frame. Had we not been empowered to do so, it wouldn’t have been on a Council
agenda until late March.
• The Board approved funding an initial way-finding signage study, a step that would have potentially
taken months for the City process to come to fruition.
• The Board increased its community grant total to $20,000 so more Coronado events could benefit.
• The Board launched CoronadoTourismDistrict.org as a portal for CTID updates, strategies and
documents.
• The CTID fielded its own marketing ROI study. This required the coordination of 35 local businesses
and indicated an average 17% growth (while the campaigns where active.)
Today, we present to you our annual report, highlighting our successes on behalf of the tourist-related
businesses of Coronado, and respectfully ask for your support again as we embark on the next chapter
of our program.
Our report will focus on our successes, and how we plan to continue growth based upon them.
Our Advisory Board has worked tirelessly over the past year to promote the virtues of our great City
to both our residents and non-residents alike. With the help our strategic partner, the San Diego
Convention and Visitors Bureau, we have been able to accomplish a great deal in many areas.
We are most proud of the fact that all of these items were accomplished as an independent, and
self-funded organization that you, the City Council, agreed to continue supporting. Our Executive
Director has been dedicated to managing our District as efficiently as possible, and we appreciate
his efforts greatly.
Lastly, as an organization, we came together unanimously to create a valuable mission statement,
along with short- and long-term goals for our District. We have begun moving forward on the goals,
as well as establishing long-term reserve funding to accomplish many of them. With your help and
support, we plan to complete all of these goals over time.
Again, on behalf of all of our Advisory Board members, we thank you for your support and vision,
and look forward to returning annual reports for many years to come.
Sincerely,
Todd Shallan
Chairman of the Advisory Board

I N TR ODUCTIO N
In July 2010 the Coronado Tourism District (CTID) was formed under the Parking and Business
Improvement Area Law of 1989. Its purpose is to fund, implement and measure marketing programs
that promote Coronado as a year-round destination for visitors from across the bridge and across the
country. Specifically, the CTID works to improve occupancy in Coronado hotels as well as the vitality
of businesses that serve tourists.
The fiscal year 2011-2012 (FY11-12) was the first year the Board served a dual role as an Advisory
Board for City Council and Directors for their own 501 (c) 6 non-profit organization.
Boundary:

The CTID is city wide, serving each business district equally

Funding:

1/2% guest assessment at hotels with over 90 rooms

Assessees:	Hotel del Coronado, Loews Coronado Bay Resort, Coronado Island Marriott 		
		
Resort and Glorietta Bay Inn. It collects no revenue from the City of Coronado,
		
residents, businesses or the State of California
Governance:
		
		
		

Unpaid nine-member Advisory Board comprised of representatives from 			
four assessed hotels, two at-large members, and one representative from 		
Coronado Historical Association/Coronado Visitor Center, Coronado MainStreet
and Coronado Chamber of Commerce.

Budget:
		

$488,000 of which $250,000, or 50%, whichever is greater, is earmarked for 		
a service contract with San Diego Convention and Visitors Bureau (ConVis)

Term:		

July 1, 2011 to June 30, 2012

This annual report documents the activities and accomplishments made during FY 11-12 as well as
the fulfillment of the Special Services Agreement with the City of Coronado. A service plan will follow
which provides a 3-year projected budget and scope of work to be completed in FY 12-13.

SECTION 1: FY 2011-12 ACCOMPLISHMENTS
B UD G ET
The approved FY 11-12 budget projected assessments of $488,000. The total was based on an
anticipated 5% growth in collected assessments over FY 10-11 actuals ($452,919.)
As of January 2012, the assessments were pacing 8% ahead of estimates. As promised, the Board
reforecasted mid-year and immediately applied the majority of undetermined funds ($75,000) towards
more marketing campaigns. The campaigns are intended to increase:
• The awareness of Coronado as a year-round destination
• The number of overnight guests in Coronado
• The number of days those guests stay
• The daily room rates for hoteliers
• The amount of foot traffic for local businesses
• Sales for local businesses in all districts
• TOT and sales tax for City’s general fund
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A D V I SO RY

BO A RD

In FY 11-12 two Advisory Board members were offered career opportunities compelling enough
to pull them out of Coronado.
Vice-Chair Kathleen Cochran, who represented the assessed Loews Coronado Bay Resort,
was replaced by their new General Manager Brian Johnson. Tim Herrmann, of the assessed
Coronado Island Marriott Resort, was approved as Vice-Chair after the Board reviewed all
candidates and voted.
Dave Landon, who represented the Coronado Chamber of Commerce, was
replaced by Denise Schwab. Adding Ms. Schwab, who manages the property
at the Coronado Ferry Landing, meshes well with the CTID’s efforts to
balance the promotion of all business districts including those beyond
Orange Avenue.

ADMI N IS T RAT IO N
( O PERAT IO N S )
The CTID Board takes great pride in keeping administrative/operational costs to
a bare minimum (13% of revenue.) In doing so, a greater percentage of assessments
(82%) are applied to advertising, marketing and media initiatives that deliver a positive impact in
Coronado.
The CTID does not have a staff, brick and mortar location, office equipment, fleet of vehicles or event
expenditures. Its primary administrative expense is an independent contractor (who serves as the
Executive Director) and the typical expense of operating the District.
The Executive Director manages all marketing strategies, public meetings, the ConVis partnership,
community grants, business initiatives and day-to-day operation of the CTID. His $70,200 base salary
is supplemented by a $5,000 budget line for expenses approved by the Treasurer.

SA N

DIEGO

CO N V IS

PA R T N ERS H IP

In the second year, the partnership between the CTID and ConVis flourished. Not only did local
businesses benefit from an expanded marketing strategy in top feeder markets, Coronado was even
more effectively positioned to media and press outlets.
The deliverables from the ConVis partnership include creative design, advertising planning/execution,
strategic consultancy and industry research for measuring results (and opportunity.)
The agreement between the CTID and ConVis stipulates a dedicated PR representative for obtaining
free articles and features in local, national and international media. This effort requires an unusual
amount of pitching, relationship-building and coordination. The results include strategically timed
media pieces that resonate with guests making vacations plans.
The ConVis partnership also includes a Coronado landing page: SanDiego.org/Coronado on the
SanDiego.org website. In Spring, the website will be re-launched after a $1 million redesign. Among
the upgrades will be better navigation, vacation itineraries, photo libraries and improved booking
capabilities.
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M AR KETING
With a year under their belt, the CTID Board had more time to refine its marketing investments.
In anticipation of the forthcoming FY 11-12 the Board reviewed a number of marketing options for
engaging potential hotel guests in Phoenix, Los Angeles, Orange County and Texas. At the same
time, the Executive Director presented his recommendations for marketing plans to increase the
number of day visitors from across the bridge.
After a great deal of evaluation (and opening the discussion to the public),
the Board approved a $300,000 commitment to ConVis:
ConVis Program Administration

$15,000

Market Intelligence

$5,000

Creative Development

$20,000

Advertising Campaigns

$195,000

Public Relations

$60,000

Sandiego.org/Coronado Landing Page
Total

$5,000
$300,000

In addition to the above national advertising proposed by ConVis, the Board allocated $75,000
in local marketing efforts to improve tourism from San Diego.
After its mid-year reforecast, the Board approved an additional $75,000 to enhance marketing
strategies already in place. This allowed for marketing in new markets such as San Francisco and
Dallas.

CTI D

F all / Holiday / W inter

S trategies :

• Signage at International Visitor Center, Harbor Drive, San Diego.
• Newspaper supplements in LA, Phoenix, Orange County and North County Times
• Traffic sponsorships on thirteen San Diego radio stations
• Full-page advertisements in San Diego Magazine and Performances Magazine
• Banner ads and email blast campaign with SignOnSanDiego (San Diego UT)

CTI D

S p ring

S trategies :

• Targeted ads in Travel + Leisure, Food & Wine, Town and Country, Real Simple, Elle Décor
• Banner ads and pay-per-click on TripAdvisor.com, Away.com and Google.com
• Second series of newspaper supplements that added San Francisco, Dallas and San Diego
• Additional traffic radio sponsorships in Los Angeles and Phoenix
The grand total for marketing investment for FY 11-12 was $345,000; a 27% increase compared to
the previous fiscal year. When completed the campaigns are expected to generate 21.8 million
impressions.
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PU B LIC

RELATIO N S

Although the first year efforts of the PR team assigned by ConVis to Coronado were impressive, in the
most recent year, Coronado received an even greater amount of coverage in more notable media outlets.
Public Relations generated over $600,000 worth of editorial coverage, reaching over 19 million
readers, between July 2011 and February 2012. Key travel features included the Los Angeles Times,
New York Post, AAA Westways Magazine, Palm Springs’ The Desert Sun and San Diego Magazine as
well as KNSD-TV San Diego.
Since July 2011, PR has hosted 40 media in Coronado, including a prominent Irish media tour in
February 2012 in conjunction with the new British Airways direct flight to San Diego.
In addition, professional photographers and videographers are being retained by the CTID to
embellish the media kits of the PR team. (Existing photos were dated, low-resolution and weren’t very
compelling.) The new photos are being shared with assignment editors, travel writers, TV talent and
news publications. They are also made available to other Coronado organizations for their outreach.

RE TURN

O N

INVE S T M EN T

Before any investment, each marketing opportunity is weighed for its ability to provide a greater
quantity and quality of guest. Board members discuss the impressions delivered and the affluency of
their readers/listeners/visitors versus the cost of each campaign.
In Fall, the CTID fielded a second research project to record the economic impact from approved
marketing campaigns during October, November and December. Thirty-five Coronado businesses
reported their year-over-year revenue to the Executive Director.
For balance, the reporting businesses included non-assessed hotels and businesses spread throughout
the business districts.
The case study indicated an average 17% growth while the campaigns aired. Hotels and recreation
were the two strongest categories. Business on the south side of Sixth Street realized an average 20%
growth while businesses closer to the bay saw growth closer to 13%.
While the CTID would never take sole credit for this growth, it is believed the marketing investment
benefitted all businesses that depend on tourism throughout the year. (A third research study is
currently measuring the CTID’s Spring campaigns.)
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I NI TI ATIVES
As was done in FY 10-11, the CTID used its February planning meeting
to evaluate large-scale projects included in the previous Annual Report/
Service Plan.
The Board reviewed a comprehensive report on the feasibility, economics
and likely usage of a service that would shuttle tourists between the
Ferry Landing and Orange Avenue district. After thoroughly discussing
the matter, no clear option would justify the cost and the item was tabled.
The topic will be considered again in FY 12-13 when if more cost-effective
providers surface and a funding source can be identified.
In the same meeting the Board heard a summary on firms that specialize in way-finding signage
for communities such as Coronado. Effective signage promotes window shopping in all districts,
highlights attributes often overlooked and reduces vehicle usage.
After reviewing the qualifications of the firm Merje, the Board approved $30,000 so the project could
be started immediately. Stakeholders such as the City of Coronado, CalTrans, Port of San Diego and
Coronado Transportation Commission will participate in the discovery/goal-setting meetings. Findings
will be made public this Spring.
The Board then debated the usefulness of a Coronado mobile app intended for tourists. This tool
provides on-demand information, itinerary suggestions and reduces the need for printed maps/
brochures/paper. The Executive Director provided a recommendation to invest $10,000 for both a
content management tool (for easy updating and additions) as well as app development for both
iPhone and Android. In FY 12-13 an iPad version of the app is planned.

SOCI AL

MEDIA

A tandem effort between ConVis and the Executive Director allowed for virtual outreach on Facebook,
Twitter, YouTube and other social networks. These free platforms served as a handsome companion to
the CTID’s paid advertising and PR efforts. They encourage conversations with guests prior to, during
and after their visit to Coronado. Best of all, the interactions were further seen and shared by the
friends and followers of guests.

BU SI NESS

AND

C O MM U N I T Y

O U T REA C H

The CTID Advisory Board understands the opportunity it’s been afforded by the City and has made
every effort to share resources and opportunity with others. This is demonstrated by including a
variety of tourism-based businesses in advertising campaigns/marketing efforts, PR outreach and
investment research.
The Executive Director works with the representatives for the Coronado Historical Association/Visitor
Center, Coronado MainStreet and Coronado Chamber of Commerce to discuss challenges and
opportunities they may see. The input and participation of these organizations is vital to the continued
development of marketing campaigns, way-finding signage study as well as the mobile app for tourists.
The Executive Director also made outreach to other organizations including the Coronado Rotary,
Optimists Club, CREA and the Coronado Transportation Commission.
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C O MM U N I T Y

GRA N T S

In FY 11-12 the Board expanded its community grant program 40% to a $20,000 threshold. As
before, the grants were intended for advertising programs in San Diego County that raise awareness
and attendance/profitability of Coronado events. Most often the grant allowed for an advertising
campaign the organization simply couldn’t afford in the past. Each marketing strategy included the
Coronado branding and were monitored for compliance.
After purchasing a promotional schedule in the Coronado Eagle & Journal, the granting program
received twice as many requests for funds. Each Coronado event was openly discussed for its ability
to directly increase the number of hotel rooms booked and sales transactions within the city.
Five $4,000 community grants were awarded:
• Coronado Art Walk
• Coronado Holiday Open House
• Coronado Holiday (Soccer) Cup
• Nations of International Dance Festival
• Superseal Triathlon
The CTID community grants resulted in:
• Larger attendance and 60% increase in room nights during
Coronado Art Walk
• Larger crowd estimate for Ferry Landing & Orange Avenue during
Open House
• Record number of teams for Coronado Holiday Cup
• 7% increase in attendance for Dance Festival (87% of visitors from San Diego)
• Rooms nights nearly double for Superseal attendees

TRA NSPA RENCY
In July the CTID financed and launched CoronadoTourismDistrict.org to demonstrate its compliance
with it Special Services Agreement with the City (as well as the Brown Act.) The website is a portal for
all CTID meeting notifications, documents, marketing efforts and outreach in the community.
Each quarter the CTID submits a report on its revenue, expenses and accomplishments. These
reports include comprehensive financial reports prepared by an independent bookkeeping firm (and
supervised by the Executive Director.)
Naturally, the scheduled meetings of the CTID are open to the public who are given an opportunity
to review and comment on documents, presentations and decision-making. Each meeting is typically
monitored by a City of Coronado representative and actions of the Board are regularly reported in the
Coronado Eagle & Journal.
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$70,200
$5,000
$1,000
$750
$2,500
$0
$79,450

Reforecast
FY 2011-12

$70,200
$5,000
$750
$750
$2,500
$0
$79,200

$105,000
$105,000
$270,000
$225,000
$75,000
$75,000
$6,000
$11,605
$30,000			
$10,000
$5,000
$496,000
$421,605

$520,000
$80,476
$600,476

$20,000

$545,000
$4,105
$549,105

Projected
FY 2012-13

$543,850

$25,000

$72,350
$5,000
$750
$750
$2,500
$0
$81,350

$5,000
$437,500

$105,000
$245,000
$75,000
$7,500

$570,000
$3,300
$573,300

Projected
FY 2013-14

$31,600

$548,850

$25,000

$72,350
$5,000
$750
$750
$2,500
$0
$81,350

$5,000
$442,500

$105,000
$250,000
$75,000
$7,500

$576,000
$4,450
$580,450

Projected
FY 2014-15

ANNUAL CTID BUDGET

							 Final		
							FY 2010-11

$20,921

$520,805

$29,450

$56,200
$8,617
$0
$0
$0
$4,726
$69,543

$70,200 		
$5,000 		
$5,000 		
$10,000 		
$2,000 		
$0 		
$92,200 		

GRANTS										
Community grants + promotion
Sub-Total
$12,000
$20,000 		
										
				
TOTAL EXPENSE
$372,443
$492,200 		
										

OPERATIONS		
Executive Director					
Administrative expense				
Accounting						
Legal						
Insurance						
Incorporation					
					 Sub-Total

MARKETING										
ConVis strategic planning + PR*			
$80,900
$125,000 		
National marketing*					
$150,000
$175,000 		
Local marketing					
$40,000
$70,000 		
Creative design, photography, artwork		
$20,000
$10,000 		
Way-finding signage study									
	Mobile application development								
					 Sub-Total
$290,900
$380,000 		

EXPENSES										

Approved Budget
FY 2011-12		

. REVENUE										
Estimated revenue from CTID assessment			
$452,919
$488,000 		
Balance carry forward							
$54,370 		
				
TOTAL REVENUE
$452,919
$542,370 		

$596,371

$28,300

$50,170 		

$6,600

$4,105

Gross Operating Profit		
Sub-Total
$80,476
									

$4,450

$0 		
$0
$0 		
$0
$25,000
$25,000
$25,000
$25,000
$3,300

$100,000

*** Unused reserve moved to long term projects fund beginning in FY 12-13

$75,000

$0
$0
$25,000
$25,000

OTHER										
Contingency**					
$0
$25,000 		
$0
Reserve*** 					
$0
$25,000 		
$0
Contribution to long term projects/reserve		
$0
$0 				
					 Sub-Total
$0
$50,000 		
$0
										
										
$80,476
$170 		
$4,105
					 BALANCE

** Contingency funds reallocated to Marketing for FY 12-13.

PLANNING RESERVE FUND (Cash On Hand)
									
Long term projects										
$25,000
$50,000
* Scope of CONVIS contracted work for FY 12-13 to be negotiated

SECTION 2: FY 2012-2013 SERVICE PLAN
I NC ORPO RATIO N
In February the CTID received final documentation to complete the incorporation process
that began in June 2011.
In spring the CTID submitted its tax report as well as income statements to its vendors.

FIN A N C E
The CTID maintains strict accounting protocol that is closely
monitored by the Executive Director, Treasurer and bookkeeping
firm. This includes tight reins on expense approval, check-writing
and financial statements.
Each month the Board is briefed on collected assessments as well
as bank balances. This reconciliation helped the Board identify
$75,000 in undetermined funds that were quickly repurposed to
further market Coronado in untapped markets.

BOARD

O F

DIRECT O RS

Although the volunteer Advisory Board of the CTID evolved in FY 11-12, the transitions were
seamless and new members brought fresh perspective.
If approved for FY 12-13, the Board will elect its Directors for the non-profit entity. Directors
serve a one-year term to run parallel with the Advisory Board approval process.

BU D G ETING
After reviewing travel industry forecasts and the pacing of CTID assessments, the board is projecting
total revenues for FY 11-12 to reach $520,000.
As mentioned previously, the CTID is projecting a 5% increase in collected assessments during
FY 12-13. The projected budget also features:
• $300,000 total commitment to marketing campaigns
• $5,000 increase in local marketing budget
• Same commitment ($105,000) as FY 11-12 for ConVis services
• Same commitment ($20,000) for community grants
• Long term projects balance of $50,000
This report also includes a projected budget for FY 13-14.
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C ONVIS

CO NTRA C T

Each year the CTID reviews the previous work and achievements of ConVis. This includes an
evaluation of their account execution and deliverables. Thus far, ConVis has been an excellent
partner, fulfilling (or exceeding) the scope of work outlined in our agreement. In FY 12-13 we
look forward to discussing these elements:
• Investigating and investing in markets that deliver the most tourists to Coronado
• Identifying new opportunities in secondary drive-markets
• Media tools such as on-demand video for improved news coverage
• The launch of the newly redesigned SanDiego.org website

MA R KETING
At the core of the CTID is the planning, funding and deploying of
advertising strategies to attract more tourists between Labor Day and
Memorial Day (the off-season.)
• Research emerging (and cost-effective) marketing tools/options
• Develop marketing themes: Coronado dining, variety of retail, romance.
• Leverage ConVis’ purchasing power for projects under Local Marketing budget
• Freshen Local Marketing ad concepts

PU B LIC

RELATIO N S

ConVis has delivered quantifiable improvements to the Coronado PR imitative. In FY 12-13 they
would work to reach these goals:
• Deploy digital tools to deliver photos, video and news releases
• Develop efforts for more live, on-site, day-off shots from Coronado
• Incorporate an even greater variety of businesses in PR content
• Strengthen outreach with travel writers, websites, publications and services.

GR ANTING
In FY 11-12 the CTID committed an additional $8,000 to the community grant totals. If approved for
FY 12-13, the Board would implement these improvements:
• Shorten and simplify the application process
• Widen the promotion of the grants to
encourage more applications
• Schedule presentations from applicants
• Award grants at July Board meeting
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S H O R T- T E R M

GOA L S

The Board wishes to address these items within the next six months:
• Deliver mobile app to educate and inspire tourists
• Enlist more local businesses for ROI studies
• Improve awareness of alternate ways to reach Coronado (i.e. Ferry, Strand, etc.)
• Develop strategy for marketing mobile app download/usage/awareness

LONG-TERM

GO A L S
In early 2011 the Board outlined plans to establish a Long Term
Planning Fund. If the current fiscal year reserve of $25,000 remains
unused, it will roll over to that Long Term Planning Fund and will be
supplemented by an additional $25,000 in FY 12-13. Thus, there’ll
be $50,000 in the Long Term Planning Fund during FY 12-13 for
these discussion topics:
• Revisit transportation/shuttle program for greater ridership
and ROI
• Work with stakeholders to refine way-finding efforts and identify
funding source

• Develop iPad version of tourism app
• Develop case study for measuring impact of community grants

M OVING

FO R WAR D

Through a number of data services, we can surmise that hotels and local businesses are benefitting
from the efforts of the CTID:
• 70% hotel occupancy average over last 12 months
• 4% improvement in average daily room rate over last 12 months
• 14% increase in collected CTID assessments through January
• 8% increase in TOT collected in Coronado through December
• 8% increase in sales tax collected in Coronado in calendar year 2011
Although these percentages are encouraging, the economy, as a whole, lacks stability. There are
clearly signs of improvement with consumer confidence and joblessness but there’s a great deal of
work that remains to reach the tax base levels last seen in 2008.
In FY 12-13 the CTID Board is prepared to build upon the achievements and deliverables it produced
in its first two years of existence.
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