Progress is impossible without

CHANGE

& those who cannot change their
minds cannot change anything.
-George Bernard Shaw

Fiscal year 2015 brought more change than the four previous years
combined. The CTID Board initiated much of the change, for the better.
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ABOUT THE CTID
In July 2010, the Coronado Tourism Improvement District (CTID) was formed under
the Parking and Business Improvement Area Law of 1989.
The CTID was established in the depths of the recession to fund, implement and
measure strategies that promote Coronado as a year-round destination for visitors
across the bridge and across the country. The CTID strives to improve occupancy in the assessed
hotels, specifically in the shoulder season. When hotel guests explore the island, their spending
across the destination contributes to the general vitality of our community.

In July 2011, the CTID was incorporated as
a 501 (c) 6. The Advisory Board serves a
dual role as the Board of Directors for the
non-profit organization. It is comprised of
representatives from the four assessed hotels,
two at-large members and one representative
from Coronado Historical Association (CHA)/
Coronado Visitor Center, Coronado MainStreet
and Coronado Chamber of Commerce.
The CTID is chaired by Claudia Ludlow of the
Glorietta Bay Inn. The Vice-Chair is Andre Zotoff
of the Hotel del Coronado. Mary Ann Berta, an
at-large member, serves as the Treasurer. Brian
Johnson serves as the CTID’s Secretary.

The remaining seats on the CTID Advisory Board
are filled by Nusrat Mirza of the Coronado Island
Marriott Resort, Eddie Warner of Coronado
MainStreet, David Spatafore, an at-large
member, Phil Monroe of the CHA/Visitor Center
and Cindy Anderson of the Coronado Chamber
of Commerce.
As volunteers, Advisory Board members
receive no compensation. 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.
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Funding for the CTID comes from a .05% assessment on gross room revenue at Coronado hotels with
ninety (90) rooms or more: The Hotel del Coronado, Loews Coronado Bay Resort, Coronado Island
Marriott Resort and Glorietta Bay Inn.
The boundary of the CTID is citywide, with each business district directly impacted.
The Assistant City Manager for the City of Coronado, Tom Ritter, serves as the CTID’s liaison and Todd
Little is the Executive Director (ED.).
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.
A Special Services Agreement between the City
of Coronado and the CTID outlines expectations,
appropriate structure and compliance guidelines.
Each year the CTID’s agreed upon procedures
are audited by an independent firm retained
by the City. Per the Agreement, the CTID
documents its actions in four quarterly reports.
Financial statements are included with the
reports, detailing revenue and expenditures.
This Annual Report will be followed by a
Management Plan for FY16, identifying the
intended scope of work and budgets.

SECTION 1: FY15 ACTIVITIES AND ACHIEVEMENTS

ACCOMPLISHMENTS
DURING FY15
The CTID funded and collaborated with
the Visitor Center on the development of a
new website VisitCoronado.com.
The CTID retooled its Community Events
Program so more Coronado events were
promoted in the Los Angeles market.
The CTID continued to fund a portion of
the Free Summer Shuttle leading to less
vehicle usage.

REVENUE
In FY14, the CTID assessment totaled $579,000,
5% over FY13 actuals. In June 2014, the CTID
Board projected another 5% growth with the
assessment for FY15.
At this time, that projection is accurate. The
CTID assessment total (as of April 1, 2015) is
$408,883, 2% over the projected year-end total
of $608,000. There is no need to amend or
reforecast the FY15 budget.
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GOVERNANCE
Until recently, Denise Schwab, who represented the Coronado Chamber of Commerce, served as
Secretary. Because a career opportunity took her to San Diego, Denise stepped down from the CTID.
In March, the Chamber of Commerce recommended Cindy Anderson, a local business owner and
resident, for their vacant seat. She has completed her ethics training/disclosure forms and began
serving in April.

NATIONAL EFFORTS
In fiscal year 2014, the Coronado Tourism Improvement District (CTID) continued to shift from the
leisure travel category. The reason for this change was simple, the leisure travel category had
stabilized and further investment would be wasteful. Group meetings at the CTID hotels offered more
upside. Although the hotels lower rates to attract groups, they generate replacement revenue from
meeting space rental, food/beverage catering and providing activities for group attendees.
Small businesses in proximity of the assessed hotels would see a different type of customer,
executives with more disposable income to spend on meals, gifts and entertainment.
A greater footprint in the group category would also generate more transient occupancy tax (TOT) and
sales use tax for the City of Coronado.
The CTID Advisory Board wanted to verify the potential of their group meeting plans. They retained
Tourism Economics to study how the existing CTID budget compared to competitive destinations along
the west coast. At the same time, Tourism Economics provided hypothetical revenue projections if
the CTID marketing budget was increased by doubling the current assessment to 1%. The report was
shared with Coronado’s City Council.
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Coronado is second to none as a destination,
but ranked sixth in marketing funds behind the
five destinations included in the Study (San
Diego, Anaheim, Huntington Beach, Newport
Beach and Carlsbad.)

With an increased assessment,
an ADDITIONAL 75,400 ROOM
NIGHTS could be procured
between 2016 and 2019.

OTHER FINDINGS:
• Most competitors have a higher assessment
percentage (13% on average) that generates
more revenue for marketing to group
meeting planners.
• Coronado’s market share, room demand
and occupancy have fallen behind as
competitors invest deeply and erect hotels
that generate additional assessment.
Competitors invest an average
of $624 per available hotel room
to market their destination.
CORONADO’S INVESTMENT
is $342.

• The CTID hotels would realize an
additional $25 million in revenue that would
deliver an additional $2.5 million to the TOT
over 5 years.
• Sales tax over the same 5-year period
would increase by an additional $500,000.

THE PROJECTED RETURN
on investment would be a

9:1 RATIO

• Increasing the CTID assessment to 1%
would not disadvantage Coronado. The total
guest tax/assessment (11%) would remain
among the lowest in California.

Over 5 years, a 1% assessment
would provide an ADDITIONAL
$3.6 MILLION IN MARKETING
to secure more off-season group
events in Coronado.
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BEYOND THE FINANCIAL GAINS,
GROUP MEETINGS PRODUCE OTHER
MEANINGFUL BENEFITS:
•
•
•
•

Most arrive and depart via mass transit
Lower headcount per room
Meetings mostly occur during the week
Small hotels enjoy overflow when host hotel
is sold out

After reviewing the study, the Coronado City Council later authorized the existing Advisory Board to
work with City Staff to develop a Management Plan for the new district. If approved, the new district
assessment will be .05% to match the existing assessment.
In FY15, the Board partnered with San Diego Tourism Authority (SDTA) to launch a new strategy.
Large corporations will often incentivize a division or group of employees if they reach a sales goal,
reduce expenditures or beat a product launch deadline, etc. Coronado, as a destination, had never
tapped this unique meeting category. Instead of funding advertising and PR strategies targeted to
leisure couples and families, the $328,000 budget was retargeted towards incentive group meeting
planners. A National Sales Director was hired to lead this change. Melinda Smith sells Coronado as
an incredible place for companies to reward exceptional employees.
The Senior Vice President of Sales at the SDTA supervises Coronado’s meeting collateral,
client prospecting, trade show presence and familiarization tours for decision-makers.
FY15 Scope of Work:
SDTA Program Administration.................................................................................
Market Intelligence – Research...............................................................................
Nat’l Sales Mgr. Salary, Tax, Benefits (30%)............................................................
Group Sales Collateral.............................................................................................
Sales Program of Work (30%).................................................................................
Group Familiarization Tours, Air/Transportation........................................................
Tradeshow Display, Photography.............................................................................
SanDiego.org/Coronado landing page.....................................................................
Group Meeting Marketing, Media, Production........................................................
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The CTID realized results very quickly with their investment. In a very short time the campaign
generated 396 group-meeting leads. In the near future, the SDTA will change the direction of the
branding campaign and collateral to engage more meeting planners. That strategy will be carried over
to the Coronado landing page, tradeshow display and marketing efforts.
Each CTID hotel maintains their own group meeting sales staff and marketing budgets. They have
not reduced their investment because the CTID entered the executive meeting field. The CTID’s
campaign with the SDTA doesn’t feature individual hotels. Instead, the entire City of Coronado is being
positioned as a meeting, convention or executive event destination.

WELCOMING SAN DIEGANS
Since the inception of the CTID in 2010, the Board has promoted Coronado as a day-visit option for San
Diegans. To be clear, this effort has concentrated on San Diego residents instead of tourists visiting
San Diego.
The target demographic for day-visitors has been active adults between 25-54 in age with
above average income, education and inclination to travel.
In FY15 the $80,000 marketing budget was invested in four media options:
San Diego Magazine (print, digital banners, email blasts).......................................
iHeart Media (radio sponsorships, digital banners, email blasts).............................
KFMB-TV (TV spots, digital banners and video pre-roll)...........................................
Sunset.com (digital banners, email blasts, video pre-roll).......................................

$20,000
$20,000
$20,000
$20,000
$80,000

The local marketing budget was projected to deliver 10.8
million consumer impressions, most of which would occur
in the off-season, between January and March, a time of
need for the CTID hotels and the community as a whole.
Several months before the launch of the marketing
campaign, the Board agreed to freshen the “Play Across
the Bay” campaign used in the previous two years. The
redesign incorporated a more contemporary layout with
vibrant colors and modern typography.
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To address questions commonly
asked at hotel concierge desks,
the campaign encouraged
visitors to “discover things they
never knew they could do in
Coronado.” Custom photos are
taken to further demonstrate
that Coronado offers a variety of
activities, restaurants and shops
many simply don’t know.

VISITCORONADO.COM
Before the marketing campaigns were launched on November 1st, the Executive Director addressed a
considerable need for a website to educate visitors after they had clicked on a digital banner. While the
Visit Coronado mobile app continued to navigate visitors, the advertising banners could not hyperlink
to the app. At the same time, it was apparent the Coronado Visitor Center website was limited in its
capability and appeal. A change was needed.
The Board approved $15,000 to develop a website for the Coronado Visitor Center that
would serve a dual role as the landing page for CTID marketing campaigns. Between
August and November, the Executive Director collaborated with the Visitor Center to
develop, design and populate the website. Each Coronado business that depends on
visitors was provided a feature page on the website at no cost.
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So visitors to the website continue to explore,
a series of videos were planned and filmed.
Updated photos of our City, our business
districts and our coastal beauty were taken by
a local photographer. The ED photographed the
exterior and interior of each Coronado business
so guests could “visit” the business virtually
via the website. Additionally, the page provided
directions to the business, a summary of their
services as well as a hyperlink to their own
website. In some cases, guests could make
a room reservation, schedule a massage and
book a table for dinner.
The new website provided a digital (non-paper)
copy of the Visitor Guide so guests could quickly
acclimate themselves. It also promoted a Car
Free Coronado initiative that encouraged nonvehicle options for visitors. So others could
benefit from the web traffic, the website offered
an extensive list of events hosted by Coronado
organizations. The website also profiled each of
the business districts in Coronado, not just
“the village.”
To assure the assessment applied to this project
was compatible with the CTID directives, the
website included group meeting information and
a listing of activities conventioneers never knew
they could do in Coronado.
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MEASURING RESULTS
To date, the local marketing campaigns of the CTID have generated 15,500 click-throughs to
VisitCoronado.com. Eighty-five percent of those visitors had never visited the website in the past.
While the CTID is not solely responsible for hotel growth, it does contribute:
HOTEL
OCCUPANCY

AVERAGE DAILY RATE
FOR HOTEL ROOMS

REVPAR
(a hotel profitability equation)

year-over-year

year-over-year

year-over-year

VISIT CORONADO MOBILE APP
The mobile app that was launched in 2011 was a much-needed
tool for engaging and navigating our hotel guests. At the time,
it was very state of the art and cost effective.
Technology moves quickly. Smarter options present
themselves each year. In 2015, the Visitor Coronado app
will be phased out in favor of the mobile capabilities of
VisitCoronado.com. Visitors can access even more information
and video with the new website compared to the app.
So VisitCoronado.com is evergreen, the website was carefully
coded so it automatically resizes the content to fit whatever
type or size electronic device is introduced in the future.

COMMUNITY EVENTS PROGRAM
Featuring Coronado events on VisitCoronado.com was just one way the CTID supported local
organizations. A deliberate change was made to do more with the Board’s Community Event
budget. Instead of providing grants to individual groups, the funds ($25,000) were pooled to promote
all of Coronado’s events evenly in a much larger marketplace. The Board approved a campaign that
encouraged guests to plan a stay at one of the CTID hotels before, during or after an event.
A campaign in Los Angeles Magazine was selected because it would generate

4.9 million impressions.

This media exposure was provided at no cost to Coronado’s event organizers.
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OTHER CTID COLLABORATIONS
•
•
•
•
•
•
•
•
•
•

Promoted of Coronado’s Oz Weekend and schedule of events
Supported and partially funded for the City’s Free Summer Shuttle
Promoted “Play and Stay” packages with Coronado Golf Course
Contributed to the City’s way-finding signage development
Participated in review of renovations at the Toll Plaza
Provided photography to Visitor Center for their new visitor guide
Consulted the Chamber of Commerce on their Coronado-opoly project
Retained Coronado TV for the production of promotional videos
Supported City’s presentation to National Bicycle Tourism Conference
Represented Coronado at Institute of Real Estate Mgt. Conference

VITALITY OF THE COMMUNITY
Coronado is in an enviable position compared to some communities.
Despite having considerable reserves, it will always be wise to fortify the
flow of transient occupancy tax and sales tax revenues. The work of the
Coronado Tourism Improvement District directly impacts the second and
third largest sources of funding in the City. The hospitality category, lead
by the CTID hotels, provides a significant revenue stream so the City can
deliver services to residents. The assessed hotels respect the opportunity
they are given each year and take into account the well-being of nearby
shops, stores, restaurants and services. The assessment cannot benefit
them directly, but local merchants can share in the good fortune and
smart growth strategies of the CTID.
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ANNUAL CTID BUDGET
FY15
Final FY14
BEGINNING BALANCE			
Retained Earnings			
$40,940
ANNUAL REVENUE			
CTID Assessment			
$579,041
$608,000
OTHER			
Checking Interest			
$16
TOTAL AVAILABLE FUNDS
$579,057
$648,940
		
NATL GROUP - SDTA EXPENSES**			
Advertising Campaigns			
$196,674
Public Relations			
$45,000
Creative Development			
$25,000
MeringCarson Commission			
$24,926
Media Tour			
$15,000
SDTA Program Administration			
$16,400
$16,400
Marketing Intelligence			
$5,000
$2,500
30% FTE Sales Mgr., Taxes, Benefits			
$45,000
Coronado Group Sales Collateral			
$60,000
30% Program of Work			
$30,000
Coronado Group Familiarization Tour			
$10,000
Coronado Trade Show Display			
$5,000
SanDiego.org/Coronado Landing Page			
$2,500
Group Meeting Marketing/Media/Fees			 $156,000
Hotelier Outreach - Travel Costs			
Luxury Group/Travel Agent Tour			
NATL/SDTA EXPENSE
$328,000
$327,400
OTHER GROUP PROGRAMS			
BBMAC Team Travel Hotel Promotion			
Storefront Strategy - Site Inspectors			
OTHER PROGRAMS EXPENSE			
$0
$0
LOCAL MARKETING - OUTREACH		
Advertising Campaigns			
$69,179
$80,000
Creative Design, Image, Video			
$25,756
$5,000
Mobile App/Website Improvement			
$8,300
$15,000
LOCAL EXPENSE			
$103,235
$100,000
CTID COMMUNITY OUTREACH			
Community Improvements Fund			
Community Event Marketing			
$19,770
$25,000
Free Summer Shuttle			
COMMUNITY EXPENSE			 $19,770
$25,000
OPERATIONS			
Executive Director			
$70,000
$70,000
Administrative Salary			
Admin. Business Expense			
$2,631
$1,500
Continuing Education/Seminars			
Accounting/Bookkeeping/Payroll			
$2,067
$2,000
Payroll Tax			
$5,100
$6,055
Legal/Consulting			
$887
$500
Insurance			
$4,075
$3,250
Rent			
$7,800
$7,200
Hardware/Software/Digital Services			
$612
$250
Administrative Fee - City of Coronado			
$5,000
OPERATIONS EXPENSE			
$93,172
$95,755
TOTAL EXPENSES			
$544,177
$548,155
			
GROSS OPERATING PROFIT			
$34,880
$100,785
			
LONG TERM PLANNING FUND			
Existing Balance			
$25,000
$26,244
Annual Contribution			
$25,000
$25,000
Expense Against Long Term Planning Fund			
$23,756
$22,124
LONG TERM PLANNING BALANCE			
$26,244
$29,120
			
NET INCOME			
$9,880
$75,785
PRIOR YEAR NET INCOME			
$31,060
$9,880
RETAINED EARNINGS			$40,940
$85,665

FY16 Dist 1

FY16 Dist. 2*

$85,665

FY17 Dist. 1

FY17 Dist. 2*

$114,700

$23,500

$636,000

$636,000

$672,000

$672,000

$721,665

$636,000

$786,700

$695,500

TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD

TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD

$15,000
$400,000

TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD
$10,000
$15,000
$450,000

$15,000
$425,000

TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD
TBD
$10,000
$15,000
$500,000

$5,000
$5,000
$10,000

$5,000
$5,000
$10,000

$5,000
$5,000
$10,000

$5,000
$5,000
$10,000

$0

$87,000
$5,000
$5,000
$97,000

$0

$85,000
$5,000
$5,000
$95,000

$50,000
$25,000
$50,000
$75,000

$50,000

$50,000
$35,000
$50,000
$85,000

$50,000

$5,000
$77,500
$587,500

$36,750
$20,000
$750
$250
$1,750
$4,750
$500
$2,500
$4,250
$250
$5,000
$76,750
$693,750

$5,000
$76,500
$636,500

$63,915

$48,500

$92,950

$59,000

$29,120
$25,000

$25,000

$54,120
$25,000

$25,000
$25,000

$54,120

$25,000

$79,120

$50,000

$38,915
$75,785
$114,700

$23,500

$67,950
$38,915
$106,865

$34,000
$23,500
$57,500

$36,750
$20,000
$750
$250
$1,750
$4,750
$1,500
$2,500
$4,250
$250
$5,000
$77,750
$657,750

$36,750
$20,000
$750
$250
$1,750
$4,750
$1,500
$2,500
$4,250

$23,500

$36,750
$20,000
$750
$250
$1,750
$4,750
$500
$2,500
$4,250

*If approved by City Council **SDTA scope of work to be approved
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SECTION 2: Management Plan for FY16
It is understood that the Coronado City Council must approve the continuation of the CTID into FY16.
If approved, this section will address how the Coronado Tourism Improvement District will invest the
assessment collected between July 1, 2015 and June 30, 2016.

ADVISORY BOARD – BOARD OF DIRECTORS
With the newly-seated
Representative for the Coronado
Chamber of Commerce, no
additional vacancies or changes
are anticipated.
The existing Chair, Vice-Chair, Treasurer and
Secretary will serve another term in FY16.

SAFEGUARDS
In FY16 the Officers of the CTID will
continue to enforce existing protocol
and by-laws that maintain the financial
integrity of the CTID.
As before, the City of Coronado transfers the assessment funds to the CTID by wire, eliminating
physical contact. Checks written for more than $100 require two signatures. Treasurer Mary Ann Berta
and Chairperson Claudia Ludlow supervise all transactions processed by the Executive Director. An
independent bookkeeper, Island Bookkeeping, manages payroll, paid invoices and statements. The
CTID’s tax forms are prepared by Considine and Considine.

LONG TERM PLANNING FUND
In 2011 the Advisory Board made it
policy to reserve, when possible,
$25,000 per year for emergencies or
projects they agree to support. For
example, this fund has covered the
wrapping of the Free Summer Shuttle,
the Group Meeting Benefit Study as
well as the cost to freshen the Play
Across the Bay campaign.
At this time the balance of the Long Term Planning Fund is $29,120. In FY16, the Board will once again
add $25,000. Further projections are noted in the CTID spreadsheet.
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GROUP MEETING OUTREACH
In FY16, four new initiatives will complement the incentive group meeting strategies established
in FY15. While the exact scope of work and budget allotments will be reviewed by the Board in
June, four new initiatives are planned:

1.

Making a delegation from Coronado available for incentive meeting presentations and
relationship building. This effort would cover the cost of presentation tools, business meals,
transportation and lodging.

2.

An orchestrated storefront strategy that utilizes local merchants, restaurateurs and
Coronado ambassadors to engage visiting meeting planners.

3.

A marketing campaign for Brian Bent Aquatic Center (BBMAC) that will increase the number
of visiting swim teams that train in the off-season in Coronado. Return on investment will
be measured with hotel rooms booked for the teams at a CTID hotel.

4.

Arranging familiarization tours for travel agents within the luxury category so they
recommend Coronado to high-wealth guests. These agents often book group meetings for
companies operated or owned by the same guest.

LOCAL MARKETING
Also in June, the Board will review the return on
their investment with local marketing. Because
it has been newly-refreshed, Play Across the
Bay will return, but not necessarily with the
same media used in FY15.
The ED may recommend other opportunities
with a greater reach or cost efficiency. The ED
will make recommendations for continuing to
drive traffic to the VisitCoronado.com website
(and actual visits from residents of San Diego.)

CORONADO
PLAY ACROSS THE BAY

#SPXTFDPMPSGVMCPVUJRVFTmMMFEXJUITPNFUIJOHGPS
FWFSZPOF1BEEMFUPCSFBUIUBLJOHWJFXTUIFODP[ZVQGPS
EJOOFSBUPOF$PSPOBEPTIPUOFXSFTUBVSBOUT8FMDPNFUP
UIFQMBZHSPVOEGPSZPVSTFOTFT
%*4$07&35)*/(4:06/&7&3,/&8:06$06-%
%0*/$030/"%0&91-03&4"7031-":/08"5
VISITCORONADO.COM
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WEBSITE 2.0
To improve the user experience with
the website, the Board has budgeted for
improvements that are meaningful to
potential visitors. Their goals:
A commitment to video programming for
web, social media and email outreach.
Photography that more accurately
portrays the diversity of Coronado
visitors.

COMMUNITY EVENTS
PROGRAM
Once again the CTID will promote upcoming
community events in Coronado. In July the
Board will decide whether the campaign requires new creative and which media outlet in
Los Angeles can extend the reach of the program. “After you call it a day, make a night of it”
remains an ideal concept for guests who plan a
hotel stay around a particular event.

More intuitive connectivity and
categorization of local businesses.
Better interfacing with social media
channels.
Development of digital newsstand for
visitor convenience.

IMPROVEMENTS FOR GUESTS AND OTHERS
In March, Brian Johnson led a discussion about improvement projects the CTID should consider. He
showed concern for an unsightly fence along the Silver Strand that guests of Loews Coronado Bay
Resort would consider an eyesore. Other enhancements and improvement projects where vetted
including unsightly trash cans, bicycle storage, efficient lighting options and extending the City’s free
parking model beyond the holidays. The Board earmarked $50,000 in FY16 hoping to improve the
desirability of the business districts in Coronado and more discussions will follow.
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FREE SUMMER SHUTTLE
While the off-season remains at the core of
all CTID decisions, the City’s Free Summer
Shuttle leaves a positive impression on summer
hotel guests. Ideally, their word of mouth
could generate additional off-season visits to
Coronado from their inner circle.
The partnership with the City will reach a new
level in FY16 when a three-bus rotation will
shorten wait times and increase the number of
available seats.
Once again the CTID will cover the costs to
wrap the buses so they are clearly identified.
The Board has also approved funding a new
creative design so more visitors are inspired to
climb aboard.
So guests at Loews Coronado Bay Resort enjoy
transportation to the village of Coronado, the
Board will pay for round-trip vouchers for the
Route 901 bus that connects with the Free
Summer Shuttle. It will lessen the need to
take rental cars, hotel shuttles and taxis into
downtown Coronado.
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GOAL-SETTING FOR FY16

GOAL
SETTING
for
FY16

To further position Coronado, the
entire island, as an ideal destination
for group meetings.
To leverage the amenities of the four
CTID hotels and our surroundings
to compete more effectively against
coastal competitors.
To enlist the help of local businesses
to interact with decision-makers
who are evaluating Coronado as a
potential meeting site.
To encourage hotel group guests
to frequent Coronado’s unique
shops, restaurants, services and
entertainment options.

To find greater efficiency and ROI
when marketing to San Diegans.
To explore initiatives which improve
the beauty and desirability of
Coronado.
To collaborate with Coronado
organizations on programs which
are mutually beneficial.
To raise awareness of Car Free
Coronado: ferry usage, mass transit,
walking/biking usage that results in
less vehicle usage.

The CTID Advisory Board respectfully requests approval to continue under the terms of our existing
assessment and Special Services Agreement with the City of Coronado.
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