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WHAT’S NEW?
•

Economic impact study to measure
return on investments

•

Explorer campaign targeting
meeting planners

•

Creation of Director of Destination Sales
and Marketing position

•

Strategic plan and programs to develop
business for Coronado merchants

•

Brand identity of organization

•

DiscoverCoronado.com redesigned to
better serve clients and meeting planners
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MISSION STATEMENT
To enrich our community by positioning Coronado, and its
resorts, as a premier meeting destination.
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GROUP MEETING
SALES EFFORTS

Once again, Discover Coronado managed multiple

SDTA RETURN
ON INVESTMENT

tiers of campaigns, programs and tactics to reach
new customers and obtain additional meeting
contracts from previous clients. A diverse approach
is necessary to reach clients in varying time zones,
annual booking cycles and meeting categories.

459
GROUP MEETING LEADS

While tourism is no longer the focus of Discover
Coronado, a partnership with San Diego Tourism
Authority (SDTA) continued to generate qualified
leads for group meetings and booked room nights.
In the first nine months of FY18, SDTA has delivered
459 group meeting leads with 37 confirmed
bookings. Since July 1, 2017, the partnership has

37
CONFIRMED BOOKINGS

secured 23,602 room nights. These numbers reflect
only new bookings (not renewals, annuals, or previous
clients). Room totals will improve over the remaining
months of this fiscal year.

23,602
SECURED ROOM NIGHTS
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Through SDTA’s platform of thirteen sales managers across the US, Coronado is effectively positioned as
a premier meeting destination. Within their scope of work, SDTA also supervises familiarization tours for
corporate meeting decision-makers, representation at tradeshows, marketing and sales collateral and the
hosting of high impact third-party meeting planners.

Coronado maintains its own Destination Sales Team

Discover Coronado also sponsors events for groups

comprised of Sales Managers from each of the four

of key-influencers. Each resort is showcased in an

assessed resorts. Together they attend tradeshows

effort to secure future bookings from those being

and visit remote clients at their headquarters. Most

hosted. The Destination Sales Team also evaluates

recently, a delegation from Coronado met with

future events, opportunities and investments.

clientele in New York City and Philadelphia.
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REBATE PROGRAM
In an effort to obtain signed contracts,
a 5% rebate program was launched to further
incentivize planners with pending business.
Through mid-March, 48 groups redeemed the

$3,362,277

rebate, bringing in $3,362,277 in room revenue

ROOM REVENUE

investment totaled only $168,114.

BBMAC PROGRAM

to the assessed resorts. Discover Coronado’s

The Advisory Board extended a sales program
that promoted the Brian Bent Memorial Aquatic
Center (BBMAC) to out-of-town swim teams.
The $10,000 campaign delivered eight teams
that trained during the off-season at BBMAC

$115,969

and stayed at two of the assessed resorts,
bringing in $115,969 in room revenue.

ROOM REVENUE

To remain competitive, Discover Coronado will hire a Director of Destination Sales and Marketing (DDSM),
who will analyze growth opportunities then plan strategies to execute them. A national search for this position
began in December. Once in place, the DDSM will market the destination as a whole. He/she will outline future
client initiatives, prescribe optimum placements for the current marketing campaign and establish programs
that secure meeting contracts for the assessed resorts.
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How do clients learn about Coronado?

SDTA
SALES TEAM

REMOTE CLIENT
VISITS

TRADESHOWS/
ROADSHOWS

INDUSTRY
MARKETING

HOSTED EVENT
SPONSORSHIP

CLIENT OUTREACH MAP
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CLIENT OUTREACH
ROI EXAMPLES
TRADESHOW

‘

IMEX America - Las Vegas, NV

$83,673

3,612

TOTAL INVESTMENT

ROOM NIGHTS

7

$723,552

GROUPS BOOKED

IN ROOM REVENUE

HOSTED EVENT SPONSORSHIP

RETURN ON INVESTMENT

Polo America at Hotel del Coronado

$30,345

3,060

TOTAL INVESTMENT

ROOM NIGHTS

3

$708,837

GROUPS BOOKED

IN ROOM REVENUE

ROADSHOW

8.5x

23x
RETURN ON INVESTMENT

Washington DC Roadshow (SDTA event)

$1,875

491

TOTAL INVESTMENT

ROOM NIGHTS

2

$104,000

GROUPS BOOKED

IN ROOM REVENUE

55x
RETURN ON INVESTMENT

*Not every investment generates a dividend, or delivers a similar rate of return. Revenue generated by these investments went to the
assessed resorts, not Discover Coronado. As is common with group meeting sales, some investments will see returns much later on.
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ECONOMIC
IMPACT STUDY
Photo: Ian Wagreich

In March 2018, Discover Coronado commissioned an economic study to quantify the impact and return on
investments (ROI) for its group meeting programs. The study tabulated group meeting receivables for the four
assessed resorts during calendar year 2017. Here are the key findings:

$306

188,868

AVERAGE SPENDING PER
MEETING ATTENDEE PER DAY

ROOM NIGHTS
FROM GROUPS

$1,161

$6,400,000

AVERAGE SPENDING
PER MEETING ATTENDEE
DURING CONVENTION

LOCAL TAXES AND
ASSESSMENTS RESULTING
FROM GROUP MEETINGS

84,494

$10,100,000

NUMBER OF
MEETING ATTENDEES

ECONOMIC IMPACT OF DISCOVER
CORONADO PROGRAMS

9.6%
GROWTH

$14,500,000
Total transient occupancy tax (TOT) paid by Discover
Coronado resorts. TOT is the second largest contributor

Since the inception of Discover Coronado

(28%) to the City of Coronado’s General Fund, used

in 2010, the number of rooms booked at

to finance police and fire safety systems, community

the assessed resorts has grown 9.6%.

grants, public infrastructure services and City staff.
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CORONADO GROUP ROOM DEMAND
Room nights sold
thousands

7.2%

190

GROWTH

185

The growth in room demand is driven by
180

group meetings. Since 2013, when Discover
Coronado first began its shift to group

175

meetings, room bookings have grown 7.2%,
170

tripling the pace of leisure room bookings,
which only grew 2% over the same period.

165
2013

2014

2015

2016

2017

Sources: STR, Tourism Economics

CORONADO HOTEL OCCUPANCY
2017, % of available rooms
Transient

Group
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The majority of the group meetings took

60

place in the off-season, contrasting the

50

peak tourism season of summer. The peak

40

season for group meetings in Coronado

30

was winter, January-March 2017.
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Sources: STR, Tourism Economics, individual properties

ROOM DEMAND SEGMENTATION
Share of total room nights, %
Transient

Group

60
57.0

55.8

50
40

43.0

44.2

As a result, the ratio of room nights utilized
by leisure/transient guests vs. group

30

visitors is more balanced.

20
10
0
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2017

Sources: STR, Tourism Economics
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IDENTITY

Photo: Alexia Martinez

At the start of the fiscal year, the organization began using
Discover Coronado and its branded identity exclusively.
(The name Coronado Tourism Improvement District
confused clients and aggravated Coronado residents).
The name Discover Coronado stems from the core task of
our Destination Sales Team, helping curious meeting planners
discover Coronado as an option for their meeting plans. An
iconic mermaid is part of the new logo, symbolizing many
things, including the nautical and free-spirited lifestyle that
defines Coronado.

In January, Discover Coronado debuted a new marketing
campaign that recognizes the exploration and curiosity of
meeting planners and the experiences available to groups
in Coronado. The “explorer campaign” has been applied at
tradeshows, in client presentations and in media that only
reaches the meeting planner industry.
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Something magical happens when you leave the mainland. Curiosity unlocks
opportunity. Small talk turns into big ideas. And business becomes adventure.
Discover state-of-the-art meeting spaces, captivating experiences, luxury
accommodations, and pristine beaches…a bridge away from San Diego.

P lan Your Island Adventure. DiscoverCoronado.com
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COMMUNITY

Enriching the community remains a priority of Discover Coronado. Not only does it make the destination
even more interesting to visiting attendees, it elevates the desirability of Coronado for clients with pending
business. Each year new ideas are embraced.

In October, the Advisory Board received a

To lessen vehicle usage during the three-day

strategic plan to better navigate conventioneers

Coronado Island Film Festival, Discover Coronado

into Coronado’s business districts.

provided two trolleys that looped the island.
This free service transported festival attendees and

With a budget of $75,000, the plan recommended:

celebrities between movie premieres, Q&A forums,
after-parties and host hotels. Passes to the festival

1
2

Branding Orange Avenue as a unique

that resulted from the sponsorship were given

entertainment/dining/shopping destination

to local meeting planners, so they could further

for those attending meetings in Coronado.

discover the cultural side of Coronado.

Hiring a part time employee to coordinate

Other mass transit initiatives supported by Discover

communications between local merchants

Coronado include the wrapping of the Free Summer

and the resorts hosting conventions.

Shuttles and the Free Silver Strand Shuttle service
originating from Loews Coronado Bay Resort.

3

Creating unique events with Coronado
merchants and restaurants and making
them readily available to meeting planners
and corporate event teams.
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Because of his direct relationship with two of
the four assessed resorts, Discover Coronado
commissioned an exhibit on the life and
philanthropic deeds of John D. Spreckels.
Coronado Historical Association was granted
$15,000 to research and develop the exhibit.
As part of a three-year commitment, Discover
Coronado funded the design, manufacturing
and installation of the artistic banners that dot
Orange Avenue. The banners unite each of the
business districts, provide colorful accents and
help to educate and inspire conventioneers and
residents alike.
In fall, representatives from the assessed
hotels met with the Coronado Police and Fire
Departments to develop communication systems
and streamline points of contact in the event of
an emergency. This summit provided insight and
protocols that make Coronado even safer for
visiting groups.
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FULFILLING GOALS
FROM PREVIOUS
ANNUAL REPORT
Photo: Jeremy Noyes

“Quickly respond to market shifts with new sales tools”
Implemented a 5% rebate program to respond to a market decline

“Be receptive to non-marketing efforts that support locally owned businesses”
Funded strategic plan, developed 3-point program of action

“Explore and fund programs that reduce vehicle usage”
Provided trolley for Film Festival, developing Shop Local shuttle with City of Coronado

“Expand partnership with SDTA for additional and trackable returns”
Secured high-return event for April 2018 through SDTA relationship

“Educate community of function, goals and ROI of Discover Coronado”
Commissioned economic impact study, made presentations to local organizations
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ADVISORY BOARD
AND ORGANIZATION
DETAILS
Photo: Evgeny Yorobe

Claudia Ludlow

Harold Rapoza, Jr. (Elected 2017)

CHAIR (Elected 2013)

Vice President/General Manager, Hotel del Coronado

General Manager, Glorietta Bay Inn
Eddie Warner (Elected 2010)
Sean Clancy

Representative, Coronado MainStreet

VICE-CHAIR (Elected 2015)
Managing Director, Loews Coronado

Tom Mitchell (Elected 2017)

Bay Resort

Representative, Coronado Historical Association

Nusrat Mirza

Sue Godwin, At-Large Member (Elected 2016)

TREASURER (Elected 2014)

Medical Sales and Technology

General Manager, Coronado Island
Marriott Resort

Jori Fentiman, At-Large Member (Elected 2017)
Owner, Seaside Papery

Sue Gillingham
SECRETARY (Elected 2016)
Representative, Coronado Chamber
of Commerce

While the majority of the Advisory Board remained intact during FY18, there were a few changes. Andre Zotoff
left the Board and Harold Rapoza, Jr. began representing the Hotel del Coronado. Tom Mitchell joined the
Board as the representative for the Coronado Historical Association, replacing Janet Francis. Bobby Kennedy
stepped down and Jori Fentiman, a local business owner, replaced him as an At-Large Member.
The staff of Discover Coronado was unchanged in FY18. Todd Little continues as Executive Director and
Melissa Jacobsen is the Project Manager. Tom Ritter, Assistant City Manager, serves as a liaison between
Discover Coronado and the City of Coronado.
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Discover Coronado does not receive funding from the
City of Coronado, other California entities, residents
or local businesses. Funding is generated by a 1/2%
assessment on gross room revenue for each of the
two districts. Together, they total a 1% assessment that
is separate from the transient occupancy tax (TOT)
collected by the City.
A special services agreement exists between the City
of Coronado and Discover Coronado. It stipulates the
function and parameters as expected by the City and
governed by the Parking and Business Improvement
Law of 1989.
Three of the nine seats on the Advisory Board
of Discover Coronado are held by community
organizations (Coronado Historical Association,
Coronado MainStreet and Coronado Chamber
of Commerce). They protect local interest in the
business vitality, beauty and history of Coronado.

DISCOVER CORONADO TIMELINE

2011

2016

2018

Incorporated as
501 (c) 6 non-profit
corporation

Shifted core business
to group meeting
acquisition

Created Director of
Destination Sales and
Marketing Position

2010

2015

2017

Founded as Coronado Tourism
Improvement District

Companion district and
assessment established

Name changed to
Discover Coronado
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SEPARATING DISTRICTS
Although the success of Discover Coronado comes

Compliance is important to the Advisory Board.

from the combined assessments of two tourism

Not only do members disclose their income source to

improvement districts, each district is managed

the City, they also complete ethics training obligations.

separately. Each district maintains its own accounting,

Monthly meetings of Discover Coronado comply with

budget, banking systems, safeguards and reserves.

the Brown Act. Also, each spring, an independent audit

Financial statements for each district accompany

of Discover Coronado assures adherence to accounting

quarterly reports to the City.

and bookkeeping standards set by the City.

COMPLIANCE AND
SAFEGUARD MEASURES
Ethics training/disclosure forms provided

Dual signatures on all checks

Brown Act meeting structure

Annual audit of accounts
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REVENUE, RESERVES
AND
RETAINED EARNINGS
Photo: Teera Leroux

Over the course of FY17, $670,495 in assessment
was collected (per district).

$670,495
COLLECTED IN FY17
(PER DISTRICT)

Due to maintaining strong reserves and retained
earnings, Discover Coronado was able to offset
the significant expense of hosting Northstar
Meetings Group in April 2018 as well as SiteSoCal in
December 2018. These events took years to secure
and will likely generate many times the investment.
Without the combination of two districts and

$705,000

available funding, neither could occur, weakening

ESTIMATED COLLECTION
IN FY18 (PER DISTRICT)

and event planners.

Coronado’s ability to influence high-return meeting

Although the economy remains consistent and the
industry continues to expand, breaking ground on
the Master Plan to remodel the Hotel del Coronado
will dampen short-term revenues. Coronado Island

$725,000
FORECAST FOR FY19
(PER DISTRICT)

Marriott Resort will also experience a temporary loss
of meeting space during a planned $12M renovation.
It is important to temper growth projections to less
than 3% year-over-year. FY18 revenues will likely
reach $705,000, thus $725,000 per district is an
appropriate forecast for FY19.
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DISTRICT ONE–FY19

MANAGEMENT PLAN
Sales Platforms
Since the inception of Discover Coronado, the
organization has partnered with San Diego Tourism
Authority and will continue to do so through FY19.
Their thirteen person sales team is strategically placed
across the country to provide group meeting leads
with significant room nights.
Discover Coronado will sponsor Beach Polo in
September as well as the November Coronado
Island Film Festival Trolley. These events are ideal
opportunities to host clients and highlight the
destination.
Glorietta Bay Inn, which lacks traditional meeting
space, will benefit from two sales efforts. These
initiatives will attract northeastern swim and golf
teams to Coronado so they may train in near-perfect
weather during the winter months.

Community
Investments
•

District One Goals
•

Continue the evolution of the
Discover Coronado brand

•

Execute various community improvements
including rooftop lighting

Annual support of Free Summer Shuttle

•

Continuation of Silver Strand Shuttle

•

Development of new Shop Local Shuttle
during holiday season

•

Consider mass transit shuttles beyond
summer months

•

Continuation of Free Film Festival Trolley

•

Establish sales program to attract visiting
golf teams to Coronado Golf Course

•

Updating the rooftop lights along
Orange Avenue

•

Fulfill commitment to local businesses with
Business Development initiative
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DISTRICT TWO–FY19

MANAGEMENT PLAN
New in FY19 will be the Director of Destination Sales and Marketing (DDSM) in the sales process. The creation of
this position is significant because it cements Discover Coronado’s commitment to executive events, corporate
meetings and group incentive sales.

Once again, a good portion of the District Two budget will be applied to sponsoring major events in Coronado
for visiting clients. During their stay, clients review the available meeting spaces and event capabilities of each
resort. In FY18, this budget was applied to hosting influential groups such as the US Chamber of Commerce
Committee of 100 and Northstar Meeting Group.

TRIED AND TRUE GROUP MEETING SALES EFFORTS WILL CONTINUE IN FY19:

Interfacing with
clients in their
home markets

Convention and
meeting-industry
tradeshows

Familiarization trips
for meeting planners

Strategic placement
of “Explorer”
campaign

To discourage planners from walking away in the final contract cycle, Discover Coronado has budgeted for
service credits. This minimal budget is a tool for closing business because it adds value during the negotiation
process. Service credits can provide things such as mass transit solutions to Coronado, or entertainment
components that a competing destination may be offering.

District Two Goals
•

Fill Director of Destination Sales and
Marketing position to address void

•

Identify target markets and categories in
Western US and Canada

•

Increase number and impact of
familiarization trips to Coronado

•

Through DDSM position, be more cost
efficient and strategic in our efforts

•

Further roll-out the Explorer campaign

•

Increase overall business by 3%
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FY17 and FY18 Annual Budgets
REVENUE
Assessment
Interest
REVENUE
SAN DIEGO TOURISM AUTHORITY
Competitive Research		
Coronado Group Familiarization Tour
Marketing-Content Distribution
Percentage of Sales Staff Salaries
Program Administration		
Trade Show Exhibit Cost
SDTA EXPENSE
DESTINATION SALES STRATEGIES
Commission Program
Event Sponsorship			
Coronado Delegation
Trade Shows - Road Shows
Dest. Adv. Consult Visit
Service Credit Program
Marketing Materials			
DESTINATION SALES EXPENSE
TOTAL GROUP MEETING EXPENSE
OTHER GROUP PROGRAMS			
BBMAC Swim Team Hotel Program
OTHER GROUPS EXPENSE
LOCAL MARKETING
Advertising Campaigns			
Holiday Season Promotion		
LOCAL EXPENSE
COMMUNITY OUTREACH		
Community Improvements			
Holiday Season Program			
Mass Transit Initiatives			
Future Strategy			
Business Development		
COMMUNITY EXPENSE
OPERATIONS			
Accounting-Bookkeeping			
Continuing Education-Seminars		
Supplies-Postage-Phone			
Banking Services/Charges			
ED Business Expense			
Misc Business Expense			
Office Supplies			
Postage/Mailing Service			
Telephone			
Hardware-Software-Digital Services		
Legal-Consulting-License-Fees		
Organizational Website			
Rent			
Administrative Fee-City of Coronado		
Executive Director Salary			
Assistant Wage			
Payroll Tax			
Creative Design - Artwork			
Insurance-Workers Comp		
OPERATIONS EXPENSE
TOTAL EXPENSES

FY17 Dist. One

FY17 Dist. Two

FY18 Dist. One

FY18 Dist. Two

$670,496
$790
$671,286

$670,496
$600
$671,095

$725,000

$725,000

$725,000

$725,000

$350,000

$20,000

$35,000
$10,000
$20,000

$300,000
$165,000
$50,000
$30,000

$25,000

$40,000

$90,000
$440,000

$585,000
$605,000

$15,000
$15,000

$5,000
$5,000

$5,000
$5,000

$50,000
$15,000
$80,282
$29,115

$40,000

$3,000
$65,000
$47,500
$59,800
$25,000
$25,000
$225,300
$256,197
$5,000

$989
$262,186
$487,486

$9,800

$19,810
$29,610
$122,098
$398,243
$69,388
$18,725
$663

$609,116
$638,726

$50,000
$75,000
$165,000

$174,397
$1,472
$79

$1,472
$79

$2,000
$500
$1,500

$2,000
$500
$1,500

$435
$1,973
$268
$205
$280
$2,058
$1,217
$1,248
$6,150
$5,000
$36,750
$7,214
$3,736
$9,350
$1,542
$78,976
$755,859

$80
$199
$1,541
$126
$56
$280
$2,058
$1,217
$1,248
$6,150
$5,000
$36,750
$7,214
$3,736
$6,100
$1,542
$74,848
$713,575

$2,000
$500

$2,000
$500

$8,500
$5,000
$40,425
$11,000
$4,700
$7,500
$2,400
$86,025
$696,025

$8,500
$5,000
$40,425
$11,000
$4,700
$7,500
$2,400
$86,025
$696,025

GROSS OPERATING PROFIT

($84,573)

($42,479)

$28,975

$28,975

RESERVE BALANCE BEGINNING OF YEAR
ANNUAL RESERVE TRANSFER

$11,482
$25,000
$36,482

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

$36,482
$25,000
$61,482

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

PRIOR YEAR RETAINED EARNINGS
CURRENT YEAR NET INCOME
END OF YEAR RETAINED EARNINGS

$324,893
($84,573)
$240,320

$306,787
($42,479)
$264,308

$240,320
$28,975
$269,295

$264,308
$28,975
$293,283
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FY19 Annual Budget
FY19 Dist. One

FY19 Dist. Two

$725,000

$725,000

REVENUE

$725,000

$725,000

SDTA EXPENSE

$250,000
$250,000

$50,000
$50,000

$5,000

$5,000
$150,000
$80,000
$50,000
$40,000
$30,000
$10,000
$10,000
$375,000

REVENUE
Assessment
Interest
SAN DIEGO TOURISM AUTHORITY
Scope of work to be determined
DESTINATION SALES INVESTMENTS
Associations & Memberships 		
Event Sponsorship			
Delegation Client Events
Industry Marketing			
Trade Shows - Road Shows - Travel		
Service Credit Program		
Golf Course Team Hotel Program		
BBMAC Swim Team Hotel Program
DESTINATION SALES

$20,000
$30,000
$10,000
$10,000
$75,000

COMMUNITY EXPENSE

$55,000
$130,000
$75,000
$260,000

COMMUNITY OUTREACH		
Community Improvements			
Mass Transit Initiatives
Business Development		

Service Providers			
Accounting-Bookkeeping		
Legal-Consulting-License-Fees		
Creative Design - Artwork		
Administrative Fee-City of Coronado		
Hardware-Software-Digital Services-Web		
Supplies-Postage-Phone
Rent			
Staff			
Destination Sales Director		
Benefits			
Executive Director Salary		
Misc Expense			
Assistant Wage			
Payroll Tax			
Insurance-Workers Comp		

		

$2,500
$1,500
$7,500
$5,000
$8,500
$750
$9,000

$2,500
$1,500
$7,500
$5,000
$8,500
$750
$9,000

$10,000
$40,425
$2,500
$15,000
$8,000
$2,500
$113,175
$698,175
$26,825

$160,000
$10,000
$40,425
$2,500
$15,000
$8,000
$2,500
$273,175
$698,175
$26,825

RESERVE BALANCE BEGINNING OF YEAR
ANNUAL RESERVE TRANSFER

$61,482
$25,000
$86,482

$75,000
$25,000
$100,000

PRIOR YEAR RETAINED EARNINGS
CURRENT YEAR NET INCOME
END OF YEAR RETAINED EARNINGS

$269,295
$26,825
$296,120

$293,283
$26,825
$320,108

OPERATIONS EXPENSE
TOTAL EXPENSES
GROSS OPERATING PROFIT
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Photo: Jeremy Noyes

IN CLOSING
Annual reports always remind us of the opportunity we’ve been given and accomplishments
we can take pride in. Because the group meeting industry is ever-evolving, our organization
cannot be stagnant. If approved, Discover Coronado will retain our most successful strategies
and deliver new efforts that secure group meeting business. The economy of Coronado,
beyond our resorts, will continue to be strengthened by the work.

Claudia Ludlow, Chairperson

25

