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Dear Mayor Tanaka and City Council Members,
It is our pleasure to submit to you the FY14 Annual Report-FY15 Service Plan of the
Coronado Tourism Improvement District.
It’s been an eventful year. Although we’ve lost two Chairmen and a Vice-Chair since July,
the mission of the CTID has not faltered. Nor has the focus of my fellow Advisory Board
Members shifted from improving off-season tourism in Coronado.
Many of the long-term goals we set in our previous Annual Report have already been
completed. And we’re inspired by a new set of goals we’ve established for FY15.
Our Board has introduced a new strategy for our Community Grant Program that will
elevate the awareness and attendance of local events run by Coronado organizations.
Plus, if all goes well, we will add to our Long Term Planning Fund so the CTID can continue
to support projects such as the Free Summer Shuttle.
As a woman who grew up in Coronado, working at every level in local hotels, I know the
importance of tourism on our community. But to verify the benefits, the Advisory Board
is hoping to underwrite a comprehensive economic impact study. As with the way-finding
signage study we funded in 2012, I hope it leads to great things for our City.
With that, we respectfully request approval for the Coronado Tourism Improvement District
to continue its mission into FY15.
My best wishes,

Claudia Ludlow
Claudia Ludlow
Chair, CTID and General Manager, Glorietta Bay Inn

ABOUT US
In July 2010, the Coronado Tourism Improvement District
(CTID) was formed under the Parking and Business
Improvement Area Law of 1989. In July 2011, the CTID
was incorporated as a 501 (c) 6 and the Advisory Board also
serves as Board of Directors for the non-profit organization.
The CTID was established to fund, implement and measure
strategies 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 and as a by-product, the vitality of our community.
Off-season growth is the primary focus of the Advisory Board.

BOUNDARY
The CTID is city wide, serving each business
district equally.
FUNDING
Half-percent (.5%) guest assessment at hotels
with over ninety (90) rooms. No funding comes
from the City of Coronado, local businesses,
residents or the State of California. The CTID
does not fundraise, pursue grants or accept
donations.
ASSESSEES
Hotel del Coronado, Loews Coronado Bay Resort, Coronado Island Marriott Resort & Spa and
Glorietta Bay Inn.
GOVERNANCE
Unpaid, nine-member Advisory Board comprised
of representatives from the four assessed
hotels, two at-large members and one representative from Coronado Historical Association/
Coronado Visitor Center, Coronado MainStreet
and Coronado Chamber of Commerce.
A representative for Loews Coronado Bay Resort will be sworn in during April 2014.

CHAIR
Claudia Ludlow, Glorietta Bay Inn, Assessee
VICE CHAIR
Andre Zotoff, Hotel del Coronado, Assessee
TREASURER
Mary Ann Berta, At-Large Member
SECRETARY
Denise Schwab, Coronado Chamber of Commerce Representative
Nusrat Mirza, Coronado Island Marriott Resort
& Spa, Assessee
Eddie Warner, Coronado MainStreet
Representative
Phil Monroe, Coronado Historical Association/
Visitor Center Representative
David Spatafore, At-Large Member
CITY LIAISON
Tom Ritter, Assistant City Manager
EXECUTIVE DIRECTOR
Todd Little
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COMPLIANCE
CTID meetings are publicly noticed and held the
first Thursday of each month at 2pm in Council
Chambers. Under the Brown Act, the meetings
are open to the public and a forum is provided
should someone wish to speak. The Advisory
Board maintains CoronadoTourismDistrict.org to
distribute and archive meeting materials.

TERM
July 1, 2013 to June 30, 2014
REPORTING
The CTID submits four (4) quarterly reports (with
financial statements) and one (1) annual report
each year.
This annual report documents the activities
and accomplishments made during FY14 as
well as the fulfillment of the Special Services
Agreement with City of Coronado. A service
plan, outlining the scope of work for FY15
and its projected budget will follow.

The agreed upon procedures of the CTID are
audited annually by the City of Coronado.
FY14 BUDGET
$545,000 (based upon flat growth over FY13
assessment totals)

SECTION 1: FY14 ACTIVITIES AND ACHIEVEMENTS

AS PROMISED
Although several months remain in FY14, the Advisory Board has completed many of the longterm goals listed in the FY13 Annual Report:
• Funded design and wrapping of City’s Free Summer Shuttle
• Assisted City with advancing its way-finding signage project
• Promoted international travel via PR effort with Japanese press
• Redirected app efforts to develop a more effective website strategy

REVENUE
In FY13, the CTID assessments totaled $546,530, an
increase of less than 1% over the projected total of
$545,000. In FY14, because of a number of conditions
beyond its control, the Advisory Board projected a flat
budget, matching FY13 totals.
At this time, the FY14 assessments are 3% over
projections. Because there is no significant surplus or
deficit the Advisory Board did not reforecast, nor did it
make any changes to its planned expenditures.
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LEADERSHIP
In FY14, the CTID effectively managed a number of changes with the Advisory Board. Since July 1,
Todd Shallan, Tim Herrmann and Brian D. Johnson left the Advisory Board and were replaced by Andre
Zotoff and Nustrat Mirza. (Soon, Loews Coronado Bay Resort will fill its vacancy.)
The changes in roster did not impede the operation of the CTID. Throughout the year CTID meetings
had a quorum for decision-making.
In September, the Advisory Board approved the reclassification of the Executive Director position to
that of a W-2 employee. Todd Little, an independent contractor at the time, agreed to the change and
became a full-time employee of the 501 (c) 6 organization. The transition was seamless with budgeting,
employment reporting and taxation.

NATIONAL MARKETING
The CTID Board works closely with the Executive Director and the San Diego Tourism Authority
to attract visitors within these parameters:
• Leisure guests typically between 25-54 in age
• Average household income of $110,000 or more
• Residing in LA, Orange County, Phoenix and San Diego
• Mostly available to visit Coronado outside of summer
• Guests with an appreciation for resort accommodations
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In June 2013, the Advisory Board heard a proposal from the San Diego Tourism Authority (SDTA) based
on a projected budget of $328,000, slightly less than $330,000 invested in FY13. SDTA presented a
marketing plan that included campaigns that were effective in the previous year plus new strategies to
complement them.
The Advisory Board approved these itemized allocations for the marketing, public relations and
remaining scope of work from SDTA:
Program Management (administrative, strategy & planning) .................................$16,400
Research and Reporting..........................................................................................$5,000
Public Relations ......................................................................................................$60,000
Marketing campaigns .............................................................................................$196,674
Creative development and photo/video usage .......................................................$25,000
MeringCarson production and commission ............................................................$24,926
$328,000

In September 2013, the SDTA laid-off 40% of its staff because their funding from San Diego Tourism
Marketing District was frozen by then-San Diego Mayor Bob Filner. The original allocations were
modified at the request of the SDTA so the CTID’s PR Director (who is fully employed by the SDTA,)
would not be laid-off. Without increasing the $328,000 budget or lessening the scope of work, the
budget reallocation allowed the PR Director to remain in place and actually work more exclusively on
CTID projects.
The Advisory Board approved these itemized allocations for the marketing, public relations and
remaining scope of work from SDTA:
Program Management (administrative, strategy & planning) .................................$16,400
Research and Reporting..........................................................................................$2,500
Public Relations (75% of salary, taxes and benefits) ..............................................$62,000
Media tour, Hosting out-of-town press ...................................................................$13,000
Marketing campaigns .............................................................................................$196,674
Creative development and photo/video usage .......................................................$7,500
MeringCarson production and commission ............................................................$24,926
Contingency ............................................................................................................$5,000
$328,000
The contingency fund was applied to the CTID’s banner ad campaign in March 2014.
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MARKETING STRATEGIES
In calendar year 2013, the CTID marketing efforts contributed to 410,041 room nights at the four
assessed hotels. This is a slight improvement from calendar year 2012 when 409,000 rooms were
booked.
As with previous years, marketing campaigns targeted Los Angeles, Phoenix and Orange County (the
markets that typically generate the greatest number of hotel guests during the off-season.)
Once completed, the $196,674 national advertising budget is projected to produce 13,108,745
media impressions from:
• Targeted banner ads on TripAdvisor.com,
VirtualTourist.com, LonelyPlanet.com and Sojern.com plus keyword search on Google.com
and Yahoo.com. Ads were also distributed
via a third-party ad service (9,036,545 impressions, $96,632.)
• Geo-targeted full page ads in Travel +
Leisure, Food and Wine, Elle Décor, Town and
Country and Real Simple (4,072,800 impressions, $99,780.)
In June 2013, the Executive Director
presented his local marketing recommendations for increasing the number of day-visits
from San Diegans.
The $73,000 ad budget is on-course to deliver 6,325,000 impressions via:
• Traffic sponsorships on 15 San Diego radio stations (1,757,000 impressions, $22,300.)
• Targeted banners ads, advertorials and email blast platform from UTSanDiego.com (4,000,000 impressions, $20,000.)
• Full-page ads in San Diego Magazine, San Diego Home and Garden and Performances (568,000
impressions, $30,700.)

The total advertising expenditure was $268,780 and is scheduled to generate:
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MEASURING RESULTS
The City’s second largest source of revenue is
its transient occupancy tax (TOT.) In calendar
year 2013, TOT grew 5% (weighted) over calendar year 2012. (This percentage is weighted,
taking into account the additional 2% increase
in TOT in January 2013.)
At the suggestion of Board Member David
Spatafore, the Executive Director conducts two
independent studies to quantify the return on
its marketing investments. The report serves as
a general market indicator to show correlations
between the amount of revenue collected and
the timing of the advertising campaigns.
In Spring 2013 (FY13) 47 local businesses voluntarily reported their year-over-year percentages.
The study showed an average
growth of 10% for the participating merchants while the CTID
marketing efforts were in the field.

During the most recent study, Fall 2013, the
reporting sample nearly doubled to 89 reporting businesses. During October, November and
December 2013 the businesses averaged a
revenue growth of 10%. For comparison, the
City of Coronado recorded an 11% increase in
sales tax during the same months (OctoberDecember 2013.)
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PUBLIC RELATIONS
To date (July 2013 – February 2014,) the CTID’s PR team has generated editorial coverage valued at
over $900,000. It is estimated to reach over $1.5 million by June 2014.
The list of notable media outlets that have provided travel features, articles and mentions of
Coronado includes:
AAA Highroads
AAA Westways
Conde Nast Traveler
The Desert Sun
Express & Echo (U.K.)
FamilyTravel.com
Fodor’s
Laguna Magazine

Latino Bride & Groom
Los Angeles Daily News
M Magazine
Men’s Journal
Metro New York
Outside Magazine
Passport Magazine
Sacramento Magazine

Southern Bride Magazine
Southland Golf Magazine
Taste & Travel International
Magazine
Travel Age West
Trekaroo
USA Today/10 Best
Woman’s World

The CTID’s PR Director continues to work with overseas media, coordinating opportunities in key
international markets. He enlists European and Asian journalists to visit, experience and write about
Coronado.
Over 50 domestic and international editors, travel writers, broadcast talent and news crews
have reported from Coronado after receiving carefully-crafted story pitches and news releases. Additionally, CTID PR Director traveled to major markets including Los Angeles, Orange
County, San Francisco, Phoenix, Dallas and New York City to pitch Coronado story ideas.
Because she is bilingual, Chairwoman Claudia Ludlow has met with Spanish-language media representatives to suggest storylines, pitch features and coordinate articles.
In late Spring 2014, the CTID hoteliers are hosting a Coronado media tour. It will feature the “Best of
Coronado” including fine dining, spas, cultural heritage and outdoor recreation.

BOOKKEEPING AND FINANCE SYSTEMS
As every organization does, the CTID filed its 2013 tax forms under the supervision of the CPA firm
Considine and Considine. For the first time, the documents included employer tax data stemming
from the reclassification of the Executive Director position.
Although the sudden changes in Board roster sometimes tested the CTID’s internal check-writing
policy, each check over $100 featured signatures from two authorized signers.
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Once again Island Bookkeeping reconciled the monthly FY14 financial data that is supervised by the
Treasurer, Executive Director and Chair.
With each quarterly report the CTID includes a balance sheet, profit and loss report and general ledger/
transaction report.

VISIT CORONADO MOBILE APP
Since July 1, the free app has been downloaded
3,060 times. In total, since its introduction in 2012,
the app has been downloaded over 18,000 times.
Throughout the year, the content and photography
are freshened plus new businesses and events are
added. The coding of the app is also upgraded regularly to improve speed and stability.
By FY15, it is projected that half of Americans will
have a tablet at their disposal. During FY14, the
Executive Director began developing an app for
tablet users based on such forecasts. Presently,
the Executive Director is working to merge his CTID
tablet project with the website of the Coronado
Visitor Center. The end result could produce greater
visitor engagement with dramatic video footage,
virtual tours, extended menu options and suggested
itineraries. The sharing of resources demonstrates
how both organizations embrace collaboration.
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FURTHER COLLABORATION
The CTID relies on the assistance of other Coronado organizations to stimulate tourism during
the off-season. In turn, the Executive Director and Board assist the initiatives of others:
• Working with Coronado MainStreet to advise
the grass-roots Mistletoe Magic holiday retail
event
• Partnering with Coronado Golf Course on
packages that increase hotel occupancy and the
revenue of the Course

• Meeting with San Diego Brewers Guild to
foster craft beer tourism in Coronado
• Supporting a new heritage tourism program
developed by the Port of San Diego
• Contributing to the City’s way-finding signage
RFP and vendor evaluation

• Using the CTID’s PR systems to promote offseason events such as A Taste of Coronado and
commissioning of USS Coronado

• Meeting with stakeholders of the proposed
new format Farmer’s Market

• Coordinating with the City to fund the wrapping of the Free Summer Shuttle

• Advising the Coronado Arts Commission on
its Film Festival and other ventures

CTID COMMUNITY GRANTS
As in years past, the CTID provided $20,000 in community grants
in FY14. Ten (10) applications were received and evaluated by the
Advisory Board. Each applicant was discussed for their ability to
improve the number of hotel rooms booked between September
1, 2013 and May 30, 2014.

Six events received community grants:
Coronado Chamber
CoSA Foundation
Coronado Historical Assoc.
Superseal/Superfrog
Coronado Playhouse
Lamb’s Players Theatre

Holiday Open House and Snow Mountain .... $4,000
Nations of International Dance Festival ........ $4,000
Art Walk ........................................................ $3,000
Triathlons ...................................................... $3,000
SUDS! A Rockin’ 60’s Musical ...................... $3,000
An American Christmas ................................ $3,000

Since being approved by Council in 2010, the CTID has given
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Final
FY13

ANNUAL CTID BUDGET

$245,267
$52,355
$14,481
$20,000
$22,074
$24,936
$5,570

Approved
FY14

$238,124
$50,831
$14,060
$20,000
$21,431
$24,210
$5,408

$384,684

Projected
FY17
3% Growth
$637,455
$6,530

$231,188
$49,350
$13,650
$26,250
$20,807
$23,505
$5,250

$374,062

$86,520
$5,305
$5,000

Projected
FY16
5% Growth
$618,888
$1,009

$370,000

$82,400
$5,150
$5,000

Projected
FY15
5% Growth
$589,418
$22,346

$80,000
$5,000
$15,000

$35,000
$131,825
$516,509

EOY Estimate
FY14
3% Growth
$561,350
$4,548

$328,000

$73,000
$4,512
$3,750

$30,000
$122,550
$496,612

$545,000
$1,963

$73,000
$5,000
$7,500

$20,000
$25,000
$125,000
$495,000

$546,531

$330,000

$20,000

$101,262
$429,262

$72,100
$1,500
$3,000
$6,055
$500
$3,250
$7,200
$250
$93,855

$643,985

$67,887
$9,644
$2,608
($585)
$19,942

$105,500
$433,500

$70,000
$1,500
$3,000
$6,055
$500
$3,250
$7,200
$250
$91,755

$610,364

$619,897

$99,496
$429,496

$72,350
$3,000
$1,250

$70,000
$1,500
$2,000
$6,055
$500
$3,250
$7,200
$250
$90,755

$588,367

$33,621

$611,764

$73,510
$2,736
$2,945

$500
$2,500
$7,200

$70,000
$1,000
$1,825
$6,055
$0
$3,060
$7,200
$150
$89,290

$585,755

$31,530

$113,014
$25,000

$565,898

$225
$2,124
$6,000

$86,800

$518,552

$26,009

$88,014
$25,000

$138,014

$546,963

$87,540

$520,300

$47,346

$63,014
$25,000

$113,014

$8,621

$53
$546,584

$517,036

$26,663

$88,014

$6,530

$201,000
$60,000

$29,548

$50,000
$25,000

$50,000
$25,000
$11,986
$63,014

$1,009

$203,220
$60,000

$25,000
$25,000

$75,000

$22,346

$25,000
$42,000

REVENUE
CTID Assessment
Carry Forward
Other
Revenue Total
EXPENSES
MARKETING
National Marketing*
Advertising Campaigns
Public Relations
Media Tour
Creative Developement/Image Assets
SDTA Program Admin
MeringCarson Commission
Market Intelligence Research
Contingency
National Marketing Total
Local Marketing
Advertising Campaigns
Design and Image/Video Assets
Mobile App & Tablet Development
Way-Finding Signage Study
Community Grant Program
Community Event Marketing
Local Marketing Total
Marketing Total
OPERATIONS
Executive Director
Admin. Business Expense
Accounting/Bookkeeping/Payroll
Payroll Tax
Legal
Insurance/Workers Comp
Rent
Software/Digital Services
Operations Total

$50,000

$1,663

$25,000
$20,000
$21,780

Expense Total

$4,548

$196,674
$62,000
$13,000
$7,500
$16,400
$24,926
$2,500
$5,000
$328,000

LONG TERM PLANNING FUND
Existing Balance
Annual Contribution
Expense Against Long Term Planning Fund
Balance

GROSS OPERATING PROFIT

Carry Forward
*Scope and Allocations of National Marketing to be Fully Negotiated in May 2014

SECTION 2: FY15 SERVICE PLAN
Section 1 of this CTID Annual Report documented the accomplishments of the CTID Advisory Board
during FY14. This section will outline their plan to build upon those achievements during FY15.

ADVISORY BOARD
At this time, no further changes are expected with the existing Advisory Board or Officers.
The vacant seat for Loews Coronado Bay Resort will be filled promptly.
The Executive Director, under the direction of the City Clerk, works to keep the Board (and incoming
Directors) compliant with ethics training and financial disclosures. Assistant City Manager Tom Ritter
monitors all CTID meetings to advise the Board as necessary.

REVENUE
Market conditions prior to FY14 convinced the CTID to project flat revenue growth for the current fiscal
year. At this time, assessments are pacing slightly ahead (3%.) Heading into the most barren time for
assessments the Advisory Board is hopeful the increase will maintain itself for the remainder of the
fiscal year.
The four assessed hotels are projecting an approximate 5% growth rate during FY15 and anticipate assessment revenue to approach $590,000. Projecting occupancy growth too far in advance can lead to
disappointment, but the CTID is projecting growth of 5% for FY16 and 3% in FY17.
The attached budget provides budget allocations for FY15, FY16 and FY17. The scope of work with the
national budget is usually negotiated in June 2014. Market conditions can influence both revenue and
expenditures. Significant variances could lead to a reforecast.
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SAN DIEGO TOURISM AUTHORITY
Prior to approving the current $328,000 partnership with SDTA, the Advisory Board closely
reviewed the results from the FY13 agreement:
• $138,843 in added-value (bonus) media from precise negotiation
• 266 million impressions obtained from hosting press and media outreach
• 339,413 page views from media campaigns (first 9 months of partnership)

In anticipation of FY15, the Advisory Board will advise the SDTA on its wish to implement new marketing strategies with greater returns. The Board will also refine the partnership with SDTA to provide
more consistent reporting and more inclusion in SDTA collateral. Prior to approval, the Advisory Board
will consider whether to continue the revised budget reallocation (that protected the services of the PR
Director during layoffs) or return to previous allocations.
The CTID may explore growing group/business meetings because unlike leisure guests:

• The vast majority of group meetings are held
exclusively in the off-season
• Most groups arrive via mass transit, such as
chartered coaches
• Group bookings lower headcount in the City, 1.2
guests per room vs. 2.5 (leisure)
• Group guests typically have a higher disposable
income to spend across Coronado

In the past, the CTID has placed no advertising between Memorial Day and Labor Day. Because group
bookings are typically made no less than six weeks prior, the Board will consider whether launching
marketing in late-July or August could lead to immediate off-season group reservations in September.
It’s very likely the look and theme of the national marketing efforts will be refreshed. Currently,
“Where Mainstreet Meets Bare Feet” is being used until new campaigns are developed.
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PUBLIC RELATIONS
Although PR is included in the scope of work from SDTA, it is considered a third division of marketing
that accompanies the CTID’s national and local efforts.
The Advisory Board appreciates the PR team’s ability to generate media coverage of Coronado;
however there’s always room for improvement:
• Further promoting the uniqueness of Coronado
hotels and their amenities
• Budgeting for video and photo assets (that were
reduced to protect the PR Director from lay-off)

• Expending international outreach effort
• Encouraging viewers/readers to book a hotel
stay around a Coronado event

In June 2014, the PR Director will present a summary of his work during FY14 and media targets for
the upcoming campaign.

LOCAL MARKETING
Throughout the year, the Executive Director evaluates the effectiveness of the CTID’s local marketing strategies as well as new means for attracting day-visitors from San Diego.
Today, marketing options are plentiful and the
softened economy allows for negotiation. The
evaluation process will begin in June 2014 when
the Executive Director will recount the projections and compare them with actual returns.
The Advisory Board will discuss his placement
recommendations for FY15 and the timeline for
their deployment.
It’s most likely the existing “Come and Play
Across the Bay” campaign will be retained or
slightly modified to improve the number of overnight guests from San Diego (“Come and Stay
Across the Bay.”)
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COMMUNITY EVENT MARKETING
Never satisfied with the status quo, the Advisory Board has implemented a new direction for the
Community Grant program. This refinement will effectively position
Coronado as a lively destination with many entertainment events.
Instead of providing individual grant checks to organizations, the
funds would be pooled and invested in a larger campaign in regional markets. The goal is to advertise local events as a compelling
reason to visit Coronado for the first time or reschedule a summer visit to attend a particular off-season event. The marketing of
the upgraded event program will likely debut in July or August to
promote events held as early as mid-September (such as the Coronado Art Walk.) The artwork would list a number of events equally
so more local organizers can benefit.

ACCOUNTING - BANKING
In FY15 the CTID will maintain the safeguards already in place that assure financial transparency
and security.
The Executive Director, Treasurer and Chair will continue to supervise the CTID’s banking
and reporting systems. Island Bookkeeping and Considine and Considine will provide additional (and objective) layers of financial control.

GOAL-SETTING
In March, the Board began planning for FY15 and identified short and long-term goals they wish
to complete:
Short-term 					

Long-term

• Funding an economic impact study to measure effects of tourism on Coronado
• Develop outreach programs that improve the
number of off-season group bookings
• Explore partnering opportunities with Coronado Brewing for international growth		
• Investigate marketing at San Diego International Airport to reach newly-arrived guests

• Assist City with future phases of their wayfinding signage program
• Develop initiatives that increase the appeal
and awareness of Coronado dining category
• Create hotel packages with existing events,
local amenities and services
• Establish marketing and PR strategies for attracting more international guests
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LONG-TERM PLANNING FUND
The Long Term Planning Fund proved itself useful in June
2013 when the CTID was approached to design and fund
the wrapping of the City’s inaugural Free Summer Shuttle.
Because the fund was in place the Advisory Board could
respond in a timely manner for the Shuttle to debut in the
July 4th parade.
The Fund serves a dual-purpose as an emergency “rainy
day” reserve should unforeseen conditions cause assessment totals to tumble.
At this time the balance in the Fund is $38,014. The CTID
hopes to contribute an additional $25,000 to the Fund
in June 2014. At the start of FY15, the balance could be
$63,014 or possibly more depending on revenue.

IN CLOSING
Approving the CTID for FY15 will provide both tangible and intangible results:
• As a by-product of consistent year-round hotel occupancy, nearby restaurants, shops and services
enjoy a stream of customers during the off-season
• Tourism is directly linked to job creation and retention in Coronado
• Taxes from tourism contribute to the “livability” of our community and the upkeep of Coronado’s
infrastructure
• Advertising the virtue of off-season visits could lessen the volume of guests during summer
• Promotion of initiatives such as way-finding, shuttles, bike rentals and ferry usage can lessen
vehicle usage
• None of our work is funded by (or requires funding from) local businesses, property owners, residents or the City of Coronado
With this in mind, the Advisory Board respectfully requests approval for the CTID to continue its
work into FY15 under the terms of our existing assessment and Special Services Agreement.
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