DISCOVER CORONADO

CORONADO TOURISM IMPROVEMENT DISTRICTS
JULY 1, 2016 TO JUNE 30, 2017
FY17 ANNUAL REPORT AND MANAGEMENT PLANS FOR FY18

April 4, 2017
Mayor Bailey and City Council Members
City of Coronado
1825 Strand Way
Coronado, Ca. 92118
Dear Mr. Mayor and Council Members,
Fiscal Year 2017 brought many exciting changes for the Coronado
Tourism Improvement Districts, including innovative sales tools,
more community initiatives and our new identity. As always,
our focus remained on group meetings; bringing conferences,
tradeshows, and incentive groups to Coronado.
To effectively engage meeting planners, our Destination Sales
Team participated in an increased number of tradeshows,
roadshows, and delegations. Perhaps the most impactful client
event was the historic return of Beach Polo to the Hotel del
Coronado in September. Our sponsorship investment of $40,277
generated 4,521 room nights, resulting in an estimated $1,547,361
in group revenue.
Our local community remained a priority in Fiscal Year 2017.
We continued to research and support programs that lessened
vehicle usage, such as the Free Summer Shuttle, the Silver
Strand Shuttle and the Village Valet parking beta-test.
Having the resources of two districts allows the CTID to aggressively
contend for convention business, support local business initiatives
and fund programs that enrich our community. The following report
will detail each of these activities and more.
With gratitude,

Claudia Ludlow
Chair
Coronado Tourism Improvement Districts
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DESTINATION SALES TEAM AT IMEX IN LAS VEGAS

ABOUT US
In July 2010, the Coronado Tourism Improvement District (CTID) was formed under the
Parking and Business Improvement Area Law of 1989. The CTID was originally established
to promote Coronado as a year-round destination for visitors across the bridge and across
the country.
In July 2011, the CTID was incorporated as a 501 (c) 6. Advisory Board Members serve
a dual role as the Board of Directors for the non-profit organization. It is comprised
of representatives from the four assessed resorts, two at-large members and one
representative from Coronado Historical Association (CHA)/Coronado Visitor Center,
Coronado MainStreet and Coronado Chamber of Commerce.
The CTID began exiting the leisure travel category in July 2014 in favor of attracting group
meetings to the four assessed resorts.
Funding for District One comes from a ½% assessment on gross room revenue at
Coronado resorts with ninety rooms or more: The Hotel del Coronado, Loews Coronado
Bay Resort, Marriott Coronado Island Resort and Glorietta Bay Inn. A portion of the District
One assessment helps pay for the CTID’s community programs.
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The CTID does not receive funding from the City of Coronado, local businesses, residents
or the State of California. It does not accept donations, pursue grants or fundraise in
any manner.
In June 2015, a second Coronado Tourism Improvement District (District Two) was
established to further position Coronado as a destination for conventions, group meetings
and executive conferences. As with the original, the second district is also funded by
a ½% assessment paid by groups and guests of the four qualifying resorts. Unlike the
original, District Two is solely intended for group meeting acquisition and offers no
community programs.

WHY IT WORKS

The boundary of the CTID is citywide and no changes

are planned.
When someone stays at a Coronado hotel
they pay a transient occupancy tax (TOT) that
The Assistant City Manager for the City of
goes directly into Coronado’s General Fund. The TOT
Coronado, Tom Ritter, serves as the CTID’s liaison
is the second largest revenue stream for the City of
and Todd Little is the Executive Director (ED.)
Coronado and is projected to reach $14 million in FY17.
During FY17, Dominique Albrecht, Senior
The General Fund is typically used for fire & safety services,
Management Analyst, supervised systems
funding community organizations and the upkeep of the city.

Groups and guests that stay at the Hotel del Coronado, Loews
Coronado Bay Resort, Marriott Coronado Island Resort and
Glorietta Bay Inn pay a separate 1% assessment in addition
to the TOT. That assessment funds Discover Coronado’s
platforms that bring group meetings to Coronado. Those
campaigns improve hotel occupancy, which generates more
transient occupancy tax for the City’s General Fund.

for the CTID assessment.
The CTID Advisory Board typically meets
the first Thursday of each month at 2pm
in Council Chambers. The meetings provide
a forum for those wishing to speak to the
Board. Materials for the meetings are posted

in accordance with Brown Act provisions.
Allowing Discover Coronado to invest that
assessment eliminates the need for the
A Special Services Agreement between the City of
City to pay for programs that
Coronado and the CTID outlines agreed upon procedures,
strengthen TOT revenue.
appropriate structure and compliance guidelines.
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ADVISORY BOARD
Fiscal Year 2017 (FY17) brought a number
of changes to the Advisory Board. The
terms of founding at-large members Mary
Ann Berta and David Spatafore came to
an end. Phil Monroe, who represented CHA,
also termed out.
Coronado City Council approved Bob
Kennedy and Sue Godwin as at-large
members, and Janet Francis became
the representative for CHA.
Claudia Ludlow of the Glorietta Bay Inn
serves as the Chair; the Vice-Chair is
Andre Zotoff from the Hotel del Coronado.
Sean Clancy of Loews Coronado Bay Resort
serves as Treasurer. Sue Gillingham of
the Coronado Chamber of Commerce
is the Secretary.
The remaining seats on the CTID Advisory
Board are held by Nusrat Mirza of the
Marriott Coronado Island Resort and
Eddie Warner of Coronado MainStreet.
Advisory Board members complete
an ethics training course and provide
disclosure for their stake (if any) in
a Coronado business or property.

Staff
In September 2016, Melissa Jacobsen
joined the CTID as an Assistant to both
the Advisory Board and the ED. Her strong
background in event management meshes
well with the CTID’s wish to sponsor
executive events and host additional site
inspections for group meeting planners.

PHOTO: DYLAN MARTIN
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WHAT’S NEW?
• Client roadshows to Northeast,
Midwest, Northwest, DC,
Sacramento and Bay Area
• Comprehensive group sales
approach within SDTA partnership
• Updated mission statement and
identity for organization
• Launch of website with easy access
to documents and archives
• Debut of several community
initiatives that reduce traﬃc
• Fresh perspective from new
Advisory Board Members
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ATTRACTING MORE MEETINGS
TO CORONADO
The process of securing group business requires great patience. The time between
prospecting and profit can be years. Market shifts and world events can destroy meeting
strategies years in the making. Destinations must be flexible, well-funded and creative
in their approach. The investment is much more than monetary; it takes true passion,
exceptional service and a distinctive destination to sell. It is critical to have a diverse
plan for engaging clients in multiple categories.
The CTID’s approach includes client contact via tradeshows, sending delegates to key
markets, sponsoring client events in Coronado and sales outreach through the San Diego
Tourism Authority.

PHOTO: DARIN FONG

The CTID targets elite clients in three categories: corporate meetings, conferences for
associations and incentive trips. Corporate meetings are the priority. While revenue
for association meetings are commonly capped by room rate limitations, they help to
fill in weeks between corporate meetings. Incentive trips, which are usually given as a
reward for business performance, are least profitable because the groups are smaller,
requiring less meeting space, audio/visual and food & beverage. Still, they provide valuable
occupancy between events for associations and corporations.
Revenue from group meetings comes in the form of room nights, meeting space, food &
beverage, entertainment, mass transit and team building activities. Each of these revenue
streams produce tax revenue for the City of Coronado. Between and after sessions,
conference attendees discover the destination, bringing revenue to local businesses.
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Responding to Need
Market conditions led to a discrepancy of 24,000 room nights in Calendar Year 2017
compared to 2016. The Board reallocated $340,000 in funds within the current FY17
budget to immediately address sluggish room night projections. Instead of launching
a new commission program for meeting planners in FY18, it debuted in FY17. The
additional 5% commission will highly motivate planners to book conventions immediately.
This action demonstrates fiscal responsibility by prioritizing expenses during a particular
time of need.

Case Study

With group meeting sales, results are rarely immediate. It can seem like ages after
contact is made with a client before results are realized. For example, IMN solutions
and Altour, two high-profile meeting planning firms, were hosted in Coronado during
the previous Fiscal Year 2016 (FY16.) Finally, during the following fiscal year, the first
wave of results arrived:

Event/Program

Altour

IMN Solutions

CTID
Investment

Room Nights
as of Feb 1, 2017

Revenue
as of
Feb 1, 2017

$7,500

2,150

$867,190

$23,736

6,659

$1,898,188

More bookings (and revenue) from these sponsorships are anticipated throughout
FY17 and FY18.

Destination Sales Team
The Destination Sales Team is a testament to the collaborative nature of the CTID. This
ad hoc subcommittee is comprised of Sales Managers, Executives and General Managers
from the assessed resorts who meet to discuss and evaluate upcoming opportunities. They
share client contact information and provide leads to the others when they are unable to
accommodate a group (because of date conflicts or lack of available meeting space.)
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Coronado vs. Rivals
When the Destination Sales Team responds to a proposal request,
they’ve considered the timing of the event, the availability of
meeting space and room rate ramifications. Next, in a noncompetitive way, they position Coronado as an elite meeting
destination based on a number of attributes.

Selling Points
• Near perfect weather, particularly
in the off-season
• Charming, historic, walkable and
inherently safe
• An abundance of evening entertainment
following a day of seminars
• Shopping experiences void of retail
franchises, empty storefronts and
urban blight
• Luxury services, spas and restaurants
PHOTO: ALDRYN ESTACIO

• Close to San Diego, providing options
for attendees who bring family
• Team-building activities: kayaking,
paddle-boarding, sailing and golf

The theme of the CTID’s meeting materials and outreach
incorporated the “A World Away” campaign launched in FY16.
While the exterior of the materials showcased the beauty
of Coronado, the content inside was all business. Meeting
planners are drawn to dazzling destinations, but their events
and conferences are meant to improve their sales, market share
and corporate equity; truly a mix of business and pleasure.

PHOTO: KATHERINE BREE WALKER PHOTOGRAPHY
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Tradeshows
In FY16, members of Coronado’s Destination Sales Team attended
high-return tradeshows across the US and in Toronto. These events
provided face-to-face contact where our team could pitch and close
business with meeting planners. Most often, the video marketing kit
created by the CTID was the centerpiece. Inside the video kits was a
digital tablet, ideal for showing photos and custom videos of
our destination to potential clients. Tradeshows attended
in FY17 include:
• IncentiveWorks 2016, Toronto
• Connect Marketplace 2016, Dallas
• Smart Meetings, Phoenix
• IMEX, Las Vegas
• Holiday Showcase, Chicago
• Meeting Professionals International,
Northern California Chapter,
San Francisco
• Meetings Industry Council,
Colorado Chapter, Denver
• Luxury Summits, Charlotte
• Cvent Conference, Las Vegas
• Incentive Research Foundation, Maui

Roadshows
New in FY17 were roadshows, where our
delegation scheduled a sequence of client meetings
across four different regions of the United States:
• Northeast
• Chicago Metro
• Midwest
• Pacific Northwest
Our representatives traveled between cities within these regions,
ascertaining the meeting needs of new clients.
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FY17 Tradeshow, Delegation and Roadshow Locations

MAUI

Event Sponsorships
Whenever possible, the CTID hosts large meetings of convention planners in Coronado.
Doing so provides each assessed resort with an opportunity to feature their individual
meeting space, client services, beauty and customer touch points. The group typically
stays at one CTID assessed resort, but they visit the other three properties through a series
of receptions, dinners, site inspections and activities. Events sponsored in FY17 include:
• Professional Convention Management Association, Hotel del Coronado
• Conference Direct, Marriott Coronado Island Resort
• International Food Wine and Travel Writers Association, Loews Coronado Bay Resort
• Meetings Today Live, Marriott Coronado Island Resort
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Delegations
Clients prefer one-on-one contact because their needs can be addressed immediately.
In May 2016, the Coronado Destination Sales team traveled to Minneapolis to meet directly
with incentive trip planners. Over the course of six hours, 26 trip planners identified their
pending business opportunities. Within days, the planners had proposals in hand. The
Coronado team will return to Minneapolis in May 2017.
In October, representatives from the CTID assessed resorts met with meeting planners
based in Colorado. To guarantee attendance of the most high-profile planners, the CTID
arranged for the meeting to occur at the San Diego Chargers-Denver Broncos game at
Sports Authority Field.
One month later, the Coronado Destination Sales Team met privately with elite Sacramentobased meeting planners before tip-off of a Kings NBA game. Investing in a private suite
assured an intimate setting for discussing the future meeting plans of the clients.
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Other Group Strategies
In its second year, the CTID’s partnership with the Brian Bent Memorial Aquatic Center led
to eight elite swim teams choosing Coronado as their training site. Among the groups was
a U.S. Olympic team training for the summer games in Rio de Janeiro. The CTID introduced
new video elements to the campaign that showcased both the Center and the resorts.
The campaign also provided mass transportation for the visiting teams so cars were not
necessary. These efforts generated over 500 booked room nights at two of the CTID
assessed resorts.
Coronado’s capacity to stage premier events for corporate groups is unmatched. In
September, the novel Beach Polo event presented a new opportunity to showcase Coronado
to group meeting planners. Six meeting planners with pending business in California were
hosted by the CTID. Between polo matches, they discovered Coronado’s luxury services
and team-building activities to share with the decision-makers they represent.
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Documented Return on Investment
Revenue
as of
Feb 1, 2017

CTID
Investment

Room Nights
as of Feb 1, 2017

$40,277

4,521

$1,547,361

IMEX

$97,761

12,049

$4,011,279

IncentiveWorks

$3,826

TBD

TBD

$10,735

540

$217,000

$6,011

750

$291,500

Minneapolis Clients

$21,846

2,441

$897,003

PCMA

$43,036

532

$174,494

$7,562

TBD

TBD

Int’l Food, Wine & Travel
Writers Association

$14,517

20

$5,540

Denver Clients

$18,349

2,301

$852,544

Sacramento Clients

$6,370

TBD

TBD

Holiday Showcase

$2,909

TBD

TBD

$10,000

500

$104,637

Event/Program

Beach Polo

Connect
Smart Meetings

Conference Direct

BBMAC

Not every investment generates a dividend or delivers a similar rate of return. Revenue
shown is an estimated total of room and food/beverage sales. Revenue generated by
these investments went to the assessed resorts, not the CTID.
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SAN DIEGO TOURISM
AUTHORITY (SDTA)
Partnering with the SDTA is critical to the
success of the CTID because it allows our
destination to be promoted by their 21-person
group sales staff stationed across the United
States. In just the first six months of FY17,
the SDTA has delivered 337 group meeting
leads with 25 confirmed bookings. Since
July 1, 2016, the partnership has secured
14,269 room nights. These numbers reflect
only new bookings (not renewals, annuals or
previous clients). Room totals will improve
over the final six months of this fiscal year.

The CTID’s investment with the SDTA
also includes familiarization trips where
meeting planners visit Coronado to become
familiar with its unique and attractive
qualities. The partnership also enables SDTA
to host large-scale events in San Diego for
third-party meeting planners, such as Maritz,
Business Incentive Worldwide and Northstar.
Because of the partnership with SDTA,
our Destination Sales Team had immediate
access to these meeting planners to
ascertain their needs.
After developing the Coronado video
marketing kit throughout 2016, the SDTA
implemented a distribution model that
put the piece in the hands of conference
decision-makers across the country.
SDTA Senior Vice-President for Group
Sales, Margie Sitton, regularly attends and
contributes to Coronado Destination Sales
Team meetings to share trends and data from
the San Diego region and the Southwest.
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COMMUNITY PROGRAMS
Although the Advisory Board suspended all forms of local
marketing, the business community of Coronado, and its economy,
continue to be a priority. Throughout FY17, the CTID supported
vehicle reduction campaigns, programs to widen parking options
and events that united the community as a whole.

Free Summer Shuttle
While the City of Coronado funds and manages the operations
of the Free Summer Shuttles, the CTID has played an important
role in the production and refinement of the vehicle wrappings.
The wrappings not only helped riders quickly identify the shuttle,
they embodied the summertime spirit of Coronado. Ridership in
August and September grew 23% compared to Summer 2015. In all,
138,000 visitors and residents enjoyed the Free Summer Shuttle.

Free Silver Strand Shuttle
Because the Silver Strand shuttle service was hubbed at a
CTID-assessed resort, the Board provided funding to supplement
the City’s operational cost. Combined, the funds provided two
shuttles, which lessened vehicle usage of groups/guests at
Loews and residents of the Coronado Cays. Because Loews
and the Cays are surrounded by water, the shuttle wrappings
featured an aquatic theme. In its first year, the Silver Strand
Shuttle helped to lessen traffic between the Cays and the
Village by providing over 39,000 rides.
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Village Valet Parking
In a direct effort to free up parking spaces downtown, the CTID
beta-tested, at no cost to the City, a valet program. Throughout
the summer, an under-utilized parking lot, one block away from
Orange Avenue, was used. It was hoped the program would
reduce the need for cars to circle the Village in search of a
parking space. While the program failed to meet expectations
(only 1,869 users), it demonstrated the CTID’s interest in fostering
programs that reduce vehicle volume in the Village.

Community Banner Initiative
As part of a three-year commitment, the CTID fully funded the
development and production of colorful banners along Orange
Avenue. The Cultural Arts Commission manages the program
so it effectively recognizes Coronado’s history, seasons and
contributions to popular culture. Additional funding was provided
so the banner platform could be extended southward, towards City
Hall. The project receives valuable input from the CTID, Coronado
MainStreet and the Coronado Chamber of Commerce.

Patriotic Parachute Demonstration
In 2016, the CTID continued its support and funding of an
entertaining parachute jump during Independence Day. The
group of retired military paratroopers thrilled guests of the
Glorietta Bay Inn by delivering three American flags to exact
landing marks near Stingray Point.

Hospitality Career Outreach
In an effort to generate interest from Generation Z about to
enter the workforce, General Managers from the assessed resorts
proactively attended Career Day at Coronado High School. They
shared why the hospitality category can be a source of steady
and meaningful employment. They announced immediate job
openings at their hotel properties, as well as employment trend
data for 2018.

CORONADO TOURISM IMPROVEMENT DISTRICTS FY17 ANNUAL REPORT AND MANAGEMENT PLANS FOR FY18

15

RESPONDING TO CITY COUNCIL
In April 2016, as requested by City Council, the CTID voluntarily
suspended efforts to attract San Diegans to local shops, services
and restaurants during the off-season. In October 2016, the
Board formalized that decision, eliminating all forms of marketing
that do not pertain to groups, conventions and executive events.

Local Marketing Fund
The budget of $85,000 was, obviously, not invested. Instead, the funds were reallocated
to bring additional conventions to Coronado during the off-season.

Uber To Coronado
In January 2016, the CTID had launched a new program with Uber that brought San Diego
foodies to Coronado during Restaurant Week. Although Uber vehicles depart after drop-off,
this program was discontinued in FY17 so it could not be interpreted as attracting day
visitors from across the bridge.

Social Media
In an effort to reinforce that group meetings, not day-visitors, are the focus of the CTID,
staff voluntarily deleted its Facebook, Twitter, Pinterest, and Instagram accounts in
September. This was done so the platforms could not be seen as a form of
local marketing.

Reallocation of Holiday Season Campaign
In years past, the CTID sponsored a December radio campaign promoting seasonal
activities and shopping in Coronado. Despite its previous success, the campaign
was discontinued in FY17 because it was similar, in spirit, to local marketing efforts.
Instead, a majority of the budget was reallocated to develop an exhibit at CHA that
will celebrate the life of Coronado icon John D. Spreckels.

Donation of National Airtime
The September Beach Polo event was sponsored by the CTID to demonstrate to group
meeting planners that Coronado was capable of creating world-class events. Within
the sponsorship package was a 30-second television commercial slot for the CTID to
promote the destination to convention planners. The Board was concerned the spot may
be deemed as advertising because it would also air in San Diego. So it would not seem
disrespectful to City Council, the national airtime on the NBC Sports Network was donated
to the Navy SEALs Foundation so they could raise awareness and funds for their programs.
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OPERATIONS
& SYSTEMS

Separating
Districts

Reporting

When the second district was founded in

Within the Special Services

Spring 2016, mandates were put in place to

Agreement between the

operate the district independently. This included

CTID and the City of
Coronado is a schedule for
quarterly reports. Financial
statements for the quarter

procedural efforts during meetings, assessment
collection, banking and accounts payable. District Two
is operated in concert with the efforts in District One,
but it remains its own unique enterprise.

are included in the summary
of activities. Each Spring,
the CTID prepares an annual

Each year, the CTID complies with the City’s
request to audit our accounts payable systems.

report and management plans

The City retains an auditor independent of

for each district. City Council

their Administrative Services to oversee

considers the information during

the process with assistance

public hearings for continuing the

from the ED.

service of the CTID.

Reserves

New CTID Website

Since its inception, the CTID has reserved

In August, CoronadoTourismDistrict.org

$25,000 annually as a safety precaution.

was re-designed, making it easier for group

Not only is the funding a security measure,

meeting planners, Coronado residents and

it also provides the Board the opportunity

local stakeholders to explore the organiza-

to fund a project that was not originally

tion. The website now includes a document

anticipated. If the funds are not immediately

center for quickly accessing quarterly

invested, they are carried forward into

reports, meeting materials, financial

the next fiscal year.

statements and background information
about Advisory Board decision-makers.

Safeguards
The CTID employs a series of measures
designed to protect the integrity of
its financial matters. First, only three
individuals, the Chair, the Treasurer and

Throughout the website great lengths
are taken to articulate how the CTID
assessment differs from the transient
occupancy tax, and why our efforts have
never been funded by the City of Coronado.

ED, can access the organization’s banking
systems. Additionally, all invoices and
corresponding checks require approval
from two of the three individuals.
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ASSESSMENT TOTALS —
MARKET CONDITIONS
In FY16, District One collected $634,122 in assessment. For FY17, the assessment total
is projected to reach $688,000.
District Two collected $545,144 during FY16. (The District Two assessment total is
less than District One because no assessment was collected in July 2015). For FY17,
the projected assessment total matches that of District One, $688,000.
The Marriott Coronado Island Resort recently completed a massive remodeling effort that
greatly reduced the number of available guest rooms and meeting spaces. This project,
while beautiful and necessary, limited revenue potential for the Marriott property in FY17.
The 2016 presidential election created some concern for corporations and meeting planners. The uncertainty of the outcome led to widespread delays for booking conventions.
Pacing for calendar year 2017 lagged behind 2016 because the resulting economy,
consumer confidence, plus changes in taxation were unknown. A 13% reduction in large,
citywide conventions in San Diego negatively impacted overflow bookings in Coronado.
A new upscale resort in downtown San Diego (The Pendry Hotel) has further crowded the
luxury category. With 315 additional hotel rooms and 35,000 square feet of meeting space,
this property will soften demand and limit overflow business into Coronado.
Local home rentals, when available for less than 26 days, pilfer occupancy at moderatelypriced hotels, aggravate parking in neighborhoods plus they do not pay the transient
occupancy tax to the City. Most concerning are homeowners offering lodging for groups of
individuals attending nearby conferences. According to a recent Union-Tribune study, Airbnb
hosts across San Diego collect an average of $9,900 annually. In Coronado, it’s likely more.

PHOTO: THE STUDIOS OF JOSEPH GUIDI
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Since the CTID’s shift towards group
meetings, conventions and executive
meetings in 2014, the name of the

REDEFINING
OUR MISSION
AND IDENTITY

organization (Coronado Tourism
Improvement District) has been an
odd fit. Tourism is associated with leisure,
non-business guests, and the name
did not resonate with potential group
meeting clients. But before considering
a more appropriate company name,
the Board amended its mission statement
to underscore its allegiance to locallyoperated businesses:

“To enrich our community
by positioning Coronado,
and its resorts, as a premier
meeting destination.”
The new mission statement clearly
identifies the core mission of the CTID
while acknowledging the Board’s wish to
be responsive to community interests.
With the mission statement finalized, the
Board then voted to change the name of
Coronado Tourism Improvement District
to one that is more meaningful to clients
in the convention industry. After an
exhaustive analysis, they approved the
name Discover Coronado because our
core business is helping meeting planners
discover the destination, often for the first
time. Many know Coronado as a leisure
vacation spot, but some have never
considered the island for an upcoming
conference or meeting.

PHOTO: BRIAN LIPPE
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GOALS FOR FY18
• Quickly respond to market
shifts with new sales tools
• Be receptive to non-marketing
efforts that support locallyowned businesses
• Expand partnership with
SDTA for additional and
trackable returns
• Continue to explore, embrace
and fund reduced vehicle
usage programs
• Educate community of
function, goals and ROI
of Discover Coronado.

PHOTO: DARON CASE
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ANNUAL CTID BUDGET
ANNUAL BUDGETS

FY16
Dist. One

FY16
Dist. Two

FY17
Dist. One

FY17
Dist. Two

FY18
Dist. One

FY18
Dist. Two

REVENUE
Assessment
Interest
REVENUE

$634,123

$545,146

$811

$322

$688,000

$688,000

$725,000

$725,000

$634,934

$545,468

$688,000

$688,000

$725,000

$725,000

$165,278

$60,000

$25,000

$25,000

$350,000

$20,000

SDTA GROUP MEETING ACQUISITION
SDTA Program Administration
Competitive Research

$5,475

$3,000

Percentage of Sales Staff Salaries

$59,800

Sales Collateral/Direct Mail

$114,700

Coronado Group Familiarization Tour
Marketing/Content Distribution

$65,000
$3,807

$47,500

Trade Show Exhibit Cost

$30,000

$25,000
SDTA EXPENSE

$174,560

$60,000

$340,000

$55,000

DESTINATION SALES STRATEGIES
Coronado Delegation

$14,005

Event Sponsorship
Trade Shows/Road Shows

$75,000

$10,000

$50,000

$65,119

$300,000

$35,000

$165,000

$56,232

$50,000

$20,000

$30,000

$25,000

$40,000

Service Credit Program
Commission Program

$300,000

Dest. Adv. Consult Visit

$20,000

DESTINATION SALES EXPENSE

$14,005

$121,351

$0

$445,000

$90,000

$585,000

TOTAL GROUP MEETING EXPENSE

$188,565

$181,351

$340,000

$500,000

$440,000

$605,000

$5,000

$5,000

$5,000

$5,000

$0

$5,000

$5,000

$5,000

$5,000

$0

$0

$0

OTHER GROUP PROGRAMS
BBMAC Swim Team Hotel Program
OTHER GROUPS EXPENSE

$15,000
$15,000

LOCAL MARKETING
Advertising Campaigns

$84,838

Holiday Season Promotion

$24,950

LOCAL EXPENSE

$109,788

$85,000
$25,000
$0

$110,000

COMMUNITY OUTREACH
Community Improvements

$30,000

$30,000

$40,000

Mass Transit Initiatives

$37,062

$25,000

$50,000

Business Development

$55,107

$11

$60,000

$122,169

$11

$115,000

$0

$165,000

$0

COMMUNITY EXPENSE

$75,000

OPERATIONS
Executive Director Salary

$36,750

$36,750

$36,750

$36,750

$40,425

$40,425

Assistant Wage

$2,114

$2,114

$15,000

$15,000

$11,000

$11,000

Payroll Tax

$3,231

$3,231

$4,750

$4,750

$4,700

$4,700

Insurance/Workers Comp

$1,670

$1,670

$2,000

$2,000

$2,400

$2,400

Creative Design /Artwork

$2,382

ED Expense/Supplies/Postage/Phone

$1,270

Continuing Education/Seminars

$15,000
$1,320

$500

Accounting/Bookkeeping

$1,704

Legal/Consulting/License/Fees
Rent
Hardware-Software/Digital Services

$1,704

$7,500

$1,000

$1,500

$1,500

$250

$250

$500

$500

$1,850

$1,850

$2,000

$2,000

$5

$5

$500

$500

$500

$500

$3,600

$3,600

$4,250

$4,250

$8,500

$8,500

$1,924

$1,924

$125

$125

$2,000

$2,000

$2,500

$2,500

Organizational Website
Administrative Fee/City of Coronado

$7,500

$1,000

$5,000

$5,000

$5,000

$5,000

$5,000

$5,000

OPERATIONS EXPENSE

$60,150

$57,318

$88,975

$73,975

$86,025

$86,025

TOTAL EXPENSES

$495,672

$238,680

$658,975

$578,975

$696,025

$696,025

GROSS OPERATING PROFIT

$139,262

$306,788

$29,025

$109,025

$28,975

$28,975

$46,482

$25,000

$71,482

$50,000

$25,000

$25,000

$25,000

$25,000

$25,000

$25,000

RESERVES BALANCE

$46,482

$25,000

$71,482

$50,000

$96,482

$75,000

$281,788

RESERVES
Existing Balance

$21,482

Annual Contribution

NET INCOME

$114,262

PRIOR YEAR RETAINED EARNINGS

$129,154

RETAINED EARNINGS

$243,416

$281,788

$4,025

$84,025

$3,975

$3,975

$243,416

$281,788

$247,441

$365,813

$247,441

$365,813

$251,416

$369,788
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DISTRICT
ONE

MANAGEMENT PLAN FOR FY18
BUDGET
Economists such as CNN Money Stock Analyst Heather Long believe the US is overdue
for a recession. The economy has grown for seven years, surpassing the typical five-year
cycle for recessions. The US Travel Association fears proposed travel bans could negatively
impact business travel and international group bookings at US destinations. After careful
consideration, the Board has approved a 5% increase in projected revenue from the
assessment.
Additionally, room revenue at Loews Coronado Bay Resort will be restricted in the
calendar year 2017 as they manage an exciting renovation across their property.
If approved for FY18, Discover Coronado has new strategic efforts ready to garner
business during a soft year in the convention industry.

San Diego Tourism
Authority (SDTA)

Additional Group
Sales Platforms

Although there is communication through-

After unprecedented success in FY17, the

out the year, the SDTA provides a final

Board has agreed to renew the campaign

recap on their scope of work in June.

to bring swim teams to the Brian Bent

The Board reviews room night leads and

Memorial Aquatic Center during the off-

bookings, as well as group meeting leads

season. The strategy produces steady

and conventions actually secured.

occupancy at two of the four assessed

In June, the SDTA also presents a plan
for extending programs that delivered

hotels and is a source of ancillary revenue
for local businesses and restaurants.

the greatest return. At the same time, new

The Beach Polo event that debuted in

ideas for attracting more conventions to

September 2016 holds even greater

Coronado are presented for evaluation

promise for booking more corporate

and approval.

events this coming fiscal year. Staging for

At the heart of the SDTA is a broad and
well-placed sales team. Because Discover
Coronado could not replicate SDTA staffing
in key markets, we enjoy being included in
their sales presentations, networking and
destination materials.

the event will be lavish, more comfortable
and more conducive for closing business
with visiting clients. While the level of
sponsorship has not been finalized, it is
likely Discover Coronado will host even
more visiting clients.
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DISTRICT
ONE

Roll-Out of Discover Coronado Branding
Rebranding can often be a long process. It demands objective soul-searching and
strategic planning. It’s much more than a logo and slogan. It helps stakeholders
instantly grasp the essence of an organization. Over the next 12 months, Coronadoans
will see, hear and experience the rollout of our new brand. The team at Discover
Coronado will introduce the rebranded identity to local organizations, including
the backstory that necessitated the update.

Business Development

Community

In 2010, a portion of the initial budget

In FY18 Discover Coronado will work closely

was reserved for local marketing to bring

with the Coronado Historical Association

customers to businesses in Coronado.

on an extensive exhibit honoring the legacy

The Board has since abolished similar

of John D. Spreckels. (Two of the assessed

marketing. Other non-marketing programs

resorts have direct lineage to Spreckels).

that generate customers for local shops

Over the course of the year, other Coronado

and patrons for Coronado restaurants will

organizations will be included so there

be vetted by the entire Advisory Board.

is collaboration, cross-promotion and

They will only evaluate platforms that

community awareness.

do not complicate traffic congestion
or overwhelm city services.

The effort to be more seasonal, consistent
and colorful with the banners along Orange
Avenue will continue into FY18 with funding

TOURISM
IMPROVEMENT
DISTRICTS

from Discover Coronado.
While plans have not been finalized,
Discover Coronado is expected to
provide assistance to the City of

The first tourism improvement district (TID) was

Coronado for the Free Summer

formed in West Hollywood, California in the summer
of 1989. Today, the Coronado Tourism Improvement

Shuttle and possibly a retooled

Districts are among 160 districts across the globe.

shuttle along the Silver Strand.

A 2012 San Francisco State University study found that
for every dollar raised by a TID, there is a $70 return
for the local economy. Because TIDs are self-funded,
no City funding is used and businesses do not pay
to enjoy the benefits. This virtuous cycle supports
Coronado businesses throughout the year,
especially in fall and winter, when most
conventions are held.

Because it adds to the prestige of
our destination, the sponsorship
of the second Coronado Island
Film Festival will be discussed.
(Groups often schedule meetings
around marquee events because they

provide unique entertainment options
between seminars).
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DISTRICT
TWO

MANAGEMENT PLAN FOR FY18
With funding solely focused on group meetings, executive events and conferences,
Discover Coronado can continue successful strategies from FY17 and deploy new
approaches.

Event Sponsorship

Client Meetings — Tradeshows

“Once you see it, you get it.” This motto is

Because room bookings for calendar year

not original to Coronado, but best explains

2017 are lagging 2016 totals, Discover

Discover Coronado’s effort to sponsor and

Coronado is scheduled to attend seven

host large-scale conventions of meeting

tradeshows before the end of the year.

planners. Bringing organizations such

The tradeshows will be divided between the

as PCMA, the Financial and Insurance

assessed resorts and put our Destination

Conference Planners (FICP) and Committee

Sales Team in front of clients hoping to

of 100 to Coronado delivers business.

discover new meeting destinations. By

Sponsoring (or funding) such events

attending these events across the United

allows the assessed resorts an opportunity

States, Coronado will be seen for the

to show off renovations, new sales

first time by many decision-makers.

programs, fresh dining options and
exciting entertainment projects.

• Connect Marketplace, New Orleans
• Cvent Conference, Las Vegas

Event sponsorship requires tremendous
vision, planning and budgeting. The return

• IncentiveWorks, Toronto

on investment can be almost immediate

• IMEX 2017, Las Vegas

and is substantial in ROI.

• CalSAE, Sacramento
• Holiday Showcase 2017, Chicago
• IRF Invitational, Maui, Hawaii
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DISTRICT
TWO

Delegations/Roadshows

Commission Program

In FY18, Sales Managers from Coronado will

The Destination Sales Team will continue

travel to meet with clients in their place of

to invest in a program to incentivize

business. Thus far, three roadshows have

third-party meeting planners who work

been scheduled for FY18 in regions that

on commission. Host resorts typically offer

have promising returns for our resorts:

a commission rate of 10%. Allocating a

• Sacramento

portion of the District Two budget to

• Washington, DC — Baltimore
• Bay Area — Silicon Valley
Custom videos shot in Coronado will play
a key role in introducing our destination
to clients. Additionally, our team will have
two new sales tools to utilize when needed.

raise that commission rate to 15% works
in Coronado’s favor, quickly delivering
new business during a critical time of need
(2017.) This concept will instantly change
the narrative about our destination and
expedite our ability to secure immediate
confirmations.

Service Credit Program
Service credits are common practice
in the convention industry. For
example, a West Coast destination will provide funding to
a corporation to offset the
additional cost of airfare
to their destination versus
an eastern seaboard
competitor. Other times
a service credit will cover
the cost of a dinner so the
meeting planners experience
an alternate meeting location
within the destination. In FY18,
Discover Coronado will provide a
budget to each of the assessed resorts
so they can defuse obstacles that impede
or delay securing new business.
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WHY DISCOVER
CORONADO
SHOULD CONTINUE
Group meetings are appealing to the
community because the events occur
typically in the off-season, during the week,
and rely on mass transportation services.
When meeting attendees explore the island,
their spending across the destination
enriches our community.

• Improves revenue for many,
including the assessed resorts,
City and merchants
• Not funded by the City of
Coronado, funded by previous
groups and guests
• Develops new jobs in off-season
and retains others, often staffed
by residents
• Organization is committed to
smart growth, transparency and
responsibility
• Strong TOT collection lessens
need to increase local property tax
• Discover Coronado is receptive
to community improvements,
needs and requests
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IN CLOSING
The Advisory Board that oversees
District One and District Two
respectfully requests approval to
continue our comprehensive plan
for attracting executive meetings
to Coronado. Under direction from
City Council, we wish to implement
the respective management plans
into FY18, and beyond.
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