ANNUAL REPORT
FY2019

Words from
THE CHAIR
Each year, our Advisory Board is challenged to improve upon achievements made in the
previous fiscal year. I have no doubt this has been accomplished in FY19 through mission focus,
new sales strategies and collaboration within the community.
I believe this Annual Report and Management Plan not only documents our successes, but also
underscores the need for continuing our work into FY20.
With gratitude,

Claudia Ludlow
Chair, Discover Coronado
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FULFILLMENT OF GOALS
SET LAST YEAR
EXECUTE VARIOUS COMMUNITY IMPROVEMENTS

Orange Avenue banners, John D. Spreckels
exhibit and 92118 Day entertainment
CONSIDER SHUTTLES BEYOND SUMMER MONTHS

Free Shop Local Shuttle funding and holiday launch
ESTABLISH CORPORATE GOLF PROGRAM

Awareness tools and materials developed
for late Spring 2019
FULFILL COMMITMENT TO LOCAL BUSINESSES

Funded collateral, website, and video to
promote shopping local
FILL DIRECTOR OF DESTINATION SALES POSITION

Director hired and began client outreach with FY19
INCREASE NUMBER OF CLIENT TRIPS TO CORONADO

Number of familiarization trips increased
by 5, from 6 to 11
ROLL OUT OF EXPLORER CAMPAIGN

Campaign was foundation of $60,000
industry marketing budget
IDENTIFY TARGET MARKETS IN
WESTERN US AND CANADA

Targeted buyers from Seattle, San Francisco,
LA and Toronto
INCREASE OVERALL BUSINESS BY 3%

Tripled growth goal for meetings: 9%
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WHAT’S NEW
New Group Sales Strategies

Page 7

Debut of Director of Destination Sales

Page 8

Funding of Golf Course Initiative

Page 19

Launch of Free Shop Local Shuttles

Page 20

Introduction of a New Board Member

Page 22
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DESTINATION GROUP
SALES STRATEGIES

INDUSTRY MARKETING
meeting industry is populated with
EFFORTS The
multiple print publications that are ideal for
staying top of mind with clients. Discover
Coronado extended its Explorer campaign
effort into FY19. The recurring tagline of
“You’re Not a Real Explorer Until You’ve
Discovered an Island” branded Coronado as
San Diego’s enchanted island. Groups are
encouraged to discover Coronado through
kayaking, sailing, biking, golf and other
activities. The campaign remains relevant

In 2015 Discover Coronado turned
its attention to bringing conventions,
group meetings, seminars and executive
conferences to these four assessed resorts.

because 53% of buyers choose a destination
by the team building experiences it offers.
Over the course of 12 months, corporate
event managers, conference planners and
incentive travel executives were inspired to
consider Coronado through email database
efforts, digital ads, destination search tools,
strategic print ads and lead generation
efforts. The Explorer campaign appeared in
these publications:
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DESTINATION
SALES
Just prior to FY19, the Board welcomed a Director of
Destination Sales. The goal was to better sell the entire
destination, including its resorts and business districts, to
meeting planners. Siri Gawecki was charged with assessing
buyer preferences, developing compatible sales strategies,
prospecting clients and launching programs to increase the
number of group meetings in Coronado.

Discover Coronado continues to target Fortune 500
companies because their meetings consume the most
hotel room nights, event space, food & beverage,
audio/visual equipment and team activities.
This clientele is also attractive to local merchants
because business travelers typically have more
disposable income than tourists. Because they arrive
by private coach, conventioneers do not take parking
spaces in front of local shops or add to vehicle
volume in Coronado.

Since the inception of Discover Coronado in 2010, a
Destination Sales Team, comprised of leaders from each of
the assessed resorts, have provided insight to the Executive
Director. They evaluate growth opportunities and client
programs formulated by the Director of Destination Sales.
Through regular meetings, the Destination Sales Team
addresses market shifts, shares business leads and coordinates
client visits to secure meeting contracts.

The regions that historically produce the most meeting leads for Coronado are San Francisco, Seattle,
Texas and Los Angeles/Orange County.

OUT-BOUND CLIENT INTERACTIONS DURING FY19
VANCOUVER
SEATTLE

TORONTO
CHICAGO

WASHINGTON DC

SAN FRANCISCO
LAS VEGAS
LOS ANGELES
SAN DIEGO
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PHOENIX

BOSTON
NEW YORK

SALT LAKE CITY
DENVER
SACRAMENTO

ATLANTA
DALLAS

GROUPS

VS.

TOURISTS

Schedule conventions during fall
and winter between October-April

Visit Coronado during spring and
summer between May-September

Conferences occur mid-week

Vacations impact weekends

Arrive via private coach or
hired shuttle

Arrive with car (using parking spaces
and complicating traffic)

Affluent customers desired by local
businesses and restaurants

Families interested in budget-friendly
(or free) activities

Convention planners discover Coronado in many different
ways. Throughout the year clients learn about Coronado
at industry tradeshows, through SDTA sales contact,
events hosted on the island, industry marketing, and
when a delegation from Coronado prospects for business
in key marketplaces.
During FY19, several major hotel brands (including Marriott
and Hilton,) reduced commissions paid to third-party meeting planners. So the affected planners would continue to
consider our destination for future events, Discover Coronado
offered a 4% rebate to planners to replace commissions they
would not receive by contracting with Coronado Island
Marriott Resort and the Hotel del Coronado, a Hilton
property, (campaign featured on page 6.)

Discover Coronado hosted 9 meeting planners and
their guests in November at a Seattle Seahawks
game. During halftime, the delegation from
Coronado presented an update on Coronado’s
meeting spaces, property renovations and new
local businesses. On April 5th, 16 meeting planners,
based in Silicon Valley, joined Discover Coronado
at Opening Day for the San Francisco Giants.
Inside the private suite, the planners were briefed
on resort renovations, new meeting space at the
Coronado Golf Course and new team-building
activities in our destination.

Back in FY17, Discover Coronado needed a new way to
interface with Colorado-based meeting planners. The secret
to getting quality face-time with them was inviting them
to a suite at a Denver Broncos game. This model was used
twice in FY19 to engage meeting planners in an intimate
environment in both Seattle and San Francisco (key markets
for clientele.)
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SOCIETY FOR INCENTIVE
TRAVEL EXCELLENCE
SITE SOUTHERN CALIFORNIA

Meeting planners from San Diego, Orange
County and Los Angeles witnessed Coronado’s
ability to stage world-class meetings, lavish
receptions and stunning team-building experiences.
After two years of planning and budgeting,
Discover Coronado welcomed the prestigious
SITE Southern California (SITE SoCal) Holiday
& Charity Auction in December 2018.
The Hotel del Coronado and Loews Coronado
Bay Resort showcased their guestrooms and
event spaces. Following a sailing regatta in
the bay, the Coronado Island Marriott Resort
& Spa hosted an exquisite lunch and award
ceremony. It provided the perfect backdrop to
announce a $9M renovation that will include
brand new meeting space.

320

EXPOSURE

DEFINITE

2,034

SITE ROOM

$577 +

SITE ROOM

THOUSAND
10

MEETING
PLANNER

NIGHTS
DEFINITE

REVENUE

KEY FINDINGS
2018 GLOBAL GROUP
MEETING SURVEY

• Meetings professionals are planning
more events each year with flat or
shrinking budgets.

• Planners increasingly rely on
online tools such as search
engines, venue websites, and
reviews when sourcing and
choosing destinations.

• Nearly three-quarters of corporations hire outside companies
to plan group meetings.

KEEP IT IN
CORONADO
In June 2018, Discover Coronado rolled out a new
program to keep group business between the
assessed resorts. If one Coronado resort is unable
to host a perspective group, a $2 per room night
incentive is paid to a sales manager who forwarded the lead to another Coronado resort. The
incentive inspires sales teams to collaborate and
sustain opportunities in our destination.

• Costs and discounts are
meaningful to planners, but
not the final determination.
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SAN DIEGO
TOURISM
AUTHORITY
SDTA
Despite their name, Discover Coronado’s partnership
with SDTA does not target tourists from San Diego.
The partnership with SDTA leverages a group sales
capability that Discover Coronado cannot do independently. SDTA provides a team of sales managers
embedded in top markets for meeting planners. These
sales specialists generate leads for each of the assessed
resorts in three meeting categories: corporate conventions, incentive travel events and annual association
conferences. The leads can originate from relationship
building, industry tradeshows, and out of market roadshows to visit clients. SDTA also prospects for, organizes
and executes familiarization trips so meeting planners
can check event sites (“site checks”) in Coronado.
Because of family obligations, most US companies do
not schedule conferences during civic holidays in America. The result is a great deal of unsold meeting space.
To fill those gaps, San Diego Tourism Authority, under
direction from the Board, began targeting groups based
in Canada. Canadians do not celebrate most American
holidays and are available to travel (and meet) when
most Americans cannot.

12

When clients visit Coronado to examine meeting
spaces, every detail of their visit is choreographed for
maximum effect. Currently, SDTA has a 92% contract
closure conversion rate when they escort clients during
a site check.
Discover Coronado shares valuable booth space with
SDTA at the largest convention for meeting planners:
IMEX America. During this annual event, Discover
Coronado was face-to-face with 4,429 meeting planners from 63 countries. More than 62% of the buyers
booked meetings that generate between $1M-$10M in
revenue for the resorts.
SDTA publishes and distributes the official meeting
planner guide for the San Diego region. Per the partnership with SDTA, the four assessed Coronado resorts
are prominently featured.
Lastly, SDTA provides research data monthly that allows Discover Coronado to remain competitive against
other group meeting destinations. This data factors into
decision-making and strategic planning.

Although FY19 is far from over, the national sales team at SDTA has already over-delivered.
What’s more impressive is the fact that each year they generate brand new group meeting
leads for Discover Coronado. These results do not include repeat, annual, or group meeting
proposals previously bid on by the resorts.

FY18

FY19

YTD

36

48

+12

Room Night Leads

36,933

39,158

+2,165

Confirmed Room Nights

23,557

28,691

+5,134

Confirmed Conventions

This data summarizes July 1, 2018 to March 15, 2019. Final results will be available July 1, 2019.

PHOTO: LEVI ANTHONY
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ECONOMIC IMPACT
STUDY
In February 2019, Discover Coronado retained Tourism
Economics to specifically quantify its mission to attract
conferences, conventions and executive events to the
assessed resorts. In particular, the study was to measure
year-over-year growth. The following data studies
Calendar Year 2018 (CY18.)

NIGHTS SOLD

CORONADO GROUP ROOM DEMAND
ROOM
Coronado NIGHTS
group roomSOLD
demand
Room nights sold

220,000
210,000
200,000

Discover Coronado’s sales initiatives are focused on cultivating group meetings through multiple platforms. These
efforts have led to significant growth in the group segment
and bolstered off-season revenue for the resorts, the City
of Coronado and local merchants.

190,000
180,000
170,000
160,000

2018 GENERATED

210,449
ROOM NIGHTS

$59 M
HOTEL REVENUE

150,000
2011

2012

2013

2014

2015

2016

2017

2018

Sources: STR, Tourism Economics

In CY18, 94,958 meeting attendees
discovered Coronado, a 12% increase
from CY17. Group room occupancy
grew 9% over CY17.

OCCUPANCY SEGMENTATION
ROOM OCCUPANCY SEGMENTATION
RATE, %

Room
occupancy
segmentation
GROUP
ROOM
OCCUPANCY
Group room occupancy rate, %
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$112 M
VISITOR SPENDING
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28.8
28

26

2010

2014

2015

2016

2017

2018

Source: Tourism Economics

$7M

LOCAL TAXES

AND ASSESSMENTS

14

Meeting attendees (conventioneers) spend,
on average, $310 per day and $1,177 over
the course of their business stay.

ROOM DEMAND

OCCUPANCY BREAKDOWN

CORONADO HOTEL ROOM DEMAND
Coronado hotel room demand
(THOUSANDS)

CORONADO HOTEL OCCUPANCY
2018,
% OF AVAILABLE ROOMS
Coronado hotel occupancy

(thousands)
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2018, % of available rooms
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Although the number of available hotel
rooms hasn’t changed, room demand has
grown 16% since Discover Coronado debuted.

In five of the twelve months in 2018, group
occupancy outnumbered transient occupancy
(January, February, March, April and October.)

ROOM DEMAND SEGMENTATION

SUMMARY OF GROUP MEETING
ATTENDEE PROFILE CY18

ROOM DEMAND SEGMENTATION
Room demand
SHARE
OFsegmentation
TOTAL ROOM NIGHTS, %

Transient
Group

Share of total room nights, %

70
60

57.0

55.0

50
43.0

53.5
45.0

46.5

GROUP ATTENDEES
94,958

40
30

ATTENDEE SPENDING
PER CONVENTION
$1,177

20
10
0

2013

2017

2018

Source: Tourism Economics

Since 2013, overall transient guest occupancy has dropped to 53.5%. Group occupancy
has grown to 46.5%.

ATTENDEE SPENDING
PER DAY
$310
15

RETURN ON INVESTMENT
FY19 SERVICE CREDITS
Service credits are a funding mechanism that allows Discover Coronado to incentivize decision-makers by offsetting
the cost of something that helps to secure a signed contract. Sometimes, service credits are used to counter perks
offered by competitive destinations (such as savings percentage or rebate.) Often times, the return is significant
compared to the investment. These service credits generated the greatest ROI with Rauland-Borg Corp, Boeing,
Loreal, Toyota, Global Offset Countertrade Association, and Best Western Leadership.

5732

ROOM
NIGHTS

$37,453

47x

$1,467,130

RETURN ON
INVESTMENT

SERVICE CREDIT
ROOM REVENUE

Some investments foster client relationships and others generate signed contracts. Sometimes the ROI doesn’t come
for years. Some investments deliver no results. These examples reflect how effective service credits can be in securing convention business for Coronado.
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1070

$2,140

SERVICE CREDIT

ROOM $255,730
NIGHTS ROOM REVENUE

877

$4,000

SERVICE CREDIT

ROOM $193,164
NIGHTS ROOM REVENUE

1853

$10,000

SERVICE CREDIT

ROOM $461,397
NIGHTS ROOM REVENUE

703

$5,624

SERVICE CREDIT

ROOM $167,623
NIGHTS ROOM REVENUE

614

$5,689

SERVICE CREDIT

ROOM $142,231
NIGHTS ROOM REVENUE

615

$10,000

SERVICE CREDIT

ROOM $246,985
NIGHTS ROOM REVENUE

118 x

RETURN ON
INVESTMENT

47x
RETURN ON
INVESTMENT

45x

RETURN ON
INVESTMENT

28x
RETURN ON
INVESTMENT

24 x

RETURN ON
INVESTMENT

23x

RETURN ON
INVESTMENT
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?

84%
be-OF VENUE
ginning
UNCERTAIN

at start of search

THE TYPICAL
MEETING
PLANNER
“BY THE NUMBERS”

79%

FEMALE

65%

PLAN TEAM

53%

MEETINGS

for just ONE COMPANY

factor in

TEAM
BUILDING

experiences

50%

GEN X

28%

BOOK

age 35-52

OFFSITE

MEETINGS
within destinations
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OTHER GROUP SALES

BRIAN BENT MEMORIAL
AQUATIC CENTER (BBMAC)
After generating a 10X return on investment in FY18,
the Board of Directors renewed the program that
attracts water polo and swim teams to Coronado
during winter. Through the program, out-of-town teams
maintain their training regiment in Coronado’s moderate
weather. By day they practice, but in the evenings the
teams frequent local restaurants and shops.

Coronado Golf Course. The timing for this effort meshes
well with the debut of Feast and Fareway Restaurant
and Event Space at the Golf Course. All promotional
tools will profile renovations made to the Course’s event
space, clubhouse and pro shops. Course officials now
allow shotgun starts, which will encourage more groups
to play golf in Coronado instead of crossing the bridge.
Best of all, this plan would encourage corporate play
outside of time slots reserved by organizations and
clubs based in Coronado.

To date, the program in FY19 has produced $120,661
in total revenue, providing valuable group occupancy
to the Glorietta Bay Inn and Coronado Island Marriott Resort between September and May. This campaign came at no cost to BBMAC and has produced
$32,300 in revenue for the Coronado Unified
School District.
CORONADO GOLF COURSE
Each year, a significant number of groups that meet
in Coronado leave the island to play golf in San Diego.
This is unfortunate because they are simply unaware of
the beauty and proximity of the Coronado Golf Course.
In a recent survey, 38% of meeting planners incorporate
golf into their conferences. Sensing opportunity, the
Board of Directors funded the development of visual
and physical collateral to educate groups about the

PHOTO: KATHERINE BREE WALKER
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ENRICHING THE
COMMUNITY
The community of Coronado richly benefits from the
transient occupancy tax (TOT) that is paid by all
hotels. Discover Coronado played an important role
in the growth of the TOT, which surpassed $15M
in 2018. The TOT fortifies the General Fund, which
pays for police, fire and lifeguard services, city personnel, capital improvements in the community, park
maintenance, recreation and library services and
cultural art in the city.
Discover Coronado has a long history of navigating
groups across the destination. The first project, in 2012,
was a feasibility study in way-finding signage. Since
then, Discover Coronado has beta-tested mass transit
initiatives including a valet parking program, complimentary shuttles between Film Festival venues and
funding ride-sharing services to lessen vehicle volume.
The newest effort was a program to provide free shuttle transportation to local shops and restaurants during
the holiday season. The Free Shop Local Shuttles
were a grass roots initiative approved by the Board to
improve the vitality of our destination. The timing of
the shuttles was ideal with research suggesting 73% of
all holiday shoppers planned to buy from local,
20

independent merchants. The shuttles helped to “spread
the wealth around” by transporting customers into
each of Coronado’s business districts.

CARRIED 19,570 PASSENGERS OVER 38 DAYS
A 632% INCREASE IN RIDERSHIP
SAVED PARKING SPACES IN VILLAGE
SAFE ALTERNATIVE TO IMPAIRED DRIVING
NO COST TO THE CITY OF CORONADO
MARKETED TO VISITING GROUPS & RESIDENTS

In FY19, Discover Coronado provided the creative wrapping
of the four Free Summer Shuttles. This partnership, in its
fifth year with the City of Coronado, helped to better distribute consumers into each of the City’s business districts.
To further minimize the need for groups to drive to the Village, Discover Coronado doubled the number of free shuttles
from Loews Coronado Bay Resort to Orange Avenue. With
this program, shuttles departed for downtown twice an hour.
Since 2016, Discover Coronado has underwritten the
conception, design, installation and upkeep of artistic banners
that dot Orange Avenue from First Street to City Hall. Two
Advisory Board Members from Discover Coronado consult
with the Coronado Arts Commission. In February, the
banner program was renewed for FY20.
In late September, Discover Coronado welcomed a select
group of meeting planners so they too could experience
Coronado during 92118 Day. This once-in-a-lifetime event
demonstrated Coronado’s ability to host a day of activities,
local cuisine and music. To cap off the evening, the meeting
planners (and the entire city) were treated to a fireworks
presentation funded by Discover Coronado.
Because of his immediate ties to two of the assessed resorts,
Discover Coronado funded a six-month exhibit that documented John D. Spreckels impact on our destination. “The
Man, The Legacy” exhibit cross promoted the Glorietta Bay
Inn (his former home) and the Hotel del Coronado (among
his greatest enterprises.)
Towards the end of FY19, the Board of Directors supported
a multi-tiered strategy to encourage meeting attendees to
visit Orange Avenue between sessions and conferences. The
program includes updated collateral, website and video to
encourage local shopping and dining. To help revitalize the
destination, the Board commissioned a research study and
renderings to accentuate the allure of Coronado. In them,
recommendations will be made for inconsistencies in lighting,
street furniture and foliage that lessen the desirability
of Coronado.
Enriching the community is made easy when organizations
support one another. Since its inception in 2010, Discover
Coronado has worked closely with Coronado Historical Association, Coronado MainStreet and Coronado Chamber of
Commerce to preserve the charm of our city while working
to improve the sustainability of its business districts. Bettering
our destination strengthens the community as a whole.
21

MISSION
STATEMENT
“To enrich the community by
positioning Coronado, and its resorts,
as a premiere meeting destination.”

DISCOVER CORONADO
ADVISORY BOARD
ASSESSEES:
Claudia Ludlow, General Manager, Glorietta Bay Inn
Nusrat Mirza, General Manager, Coronado Island Marriott Resort & Spa
Sean Clancy, Managing Director, Loews Coronado Bay Resort
Harold Rapoza, Jr., General Manager, Hotel del Coronado
COMMUNITY REPRESENTATIVES:
Eddie Warner, Representative, Coronado MainStreet
Sue Gillingham, Executive Director, Coronado Chamber of Commerce
Robin MacCartee, Executive Director, Coronado Historical Association

LEADERSHIP
CHANGE
Within the fiscal year, there were
two changes with the Advisory
Board. Nusrat Mirza of the Coronado Island Marriott Resort was
transferred to a Marriott resort in
Anaheim, California. Mirza served
as Treasurer for Discover Coronado
and his resort is one of the four resorts that pay the assessment. His
replacement will be announced in
spring 2019.
Robin MacCartee, the Executive
Director of Coronado Historical
Association, began representing his
organization, replacing Tom Mitchell.
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Discover Coronado’s Board is gender diverse, with a female majority.

AT-LARGE MEMBERS:
Sue Godwin, Private Consultant, Medical Device Sales
Jori Fentiman, Owner, Seaside Papery
Each of the nine members of Discover Coronado volunteer their time,
none are compensated. They also complete an ethics training course
through the City of Coronado and disclose their income sources, business
ownerships and real estate holdings.
In late April 2018, Hannah Campbell joined the staff as one of just three
employees. She served as an Assistant to the Advisory Board, Executive
Director Todd Little and Director of Destination Sales, Siri Gawecki. In
March 2019, Hannah was promoted to Project Manager.
Public notice is provided for meetings of Discover Coronado and minutes
are taken. Most times, the meeting is telecast on Coronado TV.

ORGANIZATION
The work of Discover Coronado (also known
as the Coronado Tourism Improvement District)
is funded by two .005% assessments paid by
groups and guests that stay overnight at the Hotel
del Coronado, Loews Coronado Bay Resort, Coronado Island Marriott Resort or Glorietta Bay Inn.
Discover Coronado does not receive grants or
additional funding from local businesses, residents,
the State of California or the City of Coronado. The
transient occupancy tax (TOT) paid by groups and
guests, is not used in any way for Discover Coronado’s
scope of work. The City of Coronado receives a total
of $10,000 from Discover Coronado annually to
offset the cost of collecting, reconciling and processing
the assessment.
Assistant City Manager Tom Ritter serves as a liaison
between Discover Coronado and the City. A Special
Services Agreement that stipulates procedures and
accountability binds the relationship. The Executive
Director assures compliance with the Brown Act with
all meetings and communications.
In 2011, the organization was designated as a 501 (c)
6 non-profit corporation. The Advisory Board serves
a dual role, as the Board of Directors, for that corporation. As with any non-profit entity, a set of by-laws
guide the four officers.

OFFICERS FOR FY20 APPROVED IN MARCH 2019
Chair: Sean Clancy, Assessee, Loews Coronado Bay Resort
Vice Chair: Harold Rapoza, Assessee, Hotel del Coronado
Treasurer: Claudia Ludlow, Assessee, Glorietta Bay Inn
Secretary: Sue Gillingham, Representative, Chamber of Commerce

The Chair, Treasurer and Executive Director supervise all
financial systems and safeguards. This includes dual signatures for all invoices and electronic checks. They also review
accounts payable, statements and banking protocol.
An independent bookkeeper and certified public accountant
provide oversight on finances and tax filing. In January,
Discover Coronado completed a comprehensive audit by an
independent auditing firm retained by the City of Coronado.
No discrepancies were found in the accounting and reporting of the organization.
In the event of an emergency or personnel change, the Chair
has complete access (usernames and passwords) to all financial systems, email accounts, personnel services, hardware/
software and cloud systems.
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MANAGEMENT PLAN
FOR FY20 DISTRICT 1

CHALLENGES AHEAD
IN 2020
• Softening economy forcing
decision delays
• Virtual meeting technology
eroding number of
physical meetings
• Length of group meetings
shortening
• Renovations at The Del that
prohibit space usage
• Decline in registrations at
attendance-optional conferences
• Possible development of
hotel near Ferry Landing
• Lingering impact of
government shutdown
• Increase in costs of meeting
space and event production
• Expansion of Airbnb into
group meeting industry
24

If approved for FY20, destination sales platforms
that produce business leads will return, including
selected tradeshow for leads and service credits
that help to close business. Because FY20 will be
a challenging year for multiple reasons, the Board
approved increasing the budget for service credits
investments by 45%. This will greatly help Discover
Coronado finalize meeting contracts by bettering
offers made to clients by competitive destinations.
The partnership with SDTA will include more effort
to showcase more of Coronado when clients familiarize themselves with the region. Further, SDTA will
amplify its lead generation within the San Fransisco,
Seattle, Los Angeles and Canadian markets.
Discover Coronado will continue a partnership to
attract out-of-town water polo and swim teams that
occupy rooms at Glorietta Bay Inn and Coronado
Island Marriott Resort.
Without displacing local players, Discover
Coronado will roll out efforts to effectively promote
the Coronado Golf Course and its event space to
visiting groups.
The organization will further fund and develop programs that enhance the desirability of our destination. This could include strategies to increase revenue
for local merchants but may also include mass
transit programs and aesthetic improvements. Additionally, Discover Coronado will activate platforms
and tools that enhance the safety of visiting groups,
guests and resort staff.

GOAL-SETTING
DISTRICT 1

• Elevated sales and site
inspection training
• Prioritize familiarization
trips for greater client
impact and ROI
• Continue to develop
community initiatives
that enrich the destination
• Enhance security in the
destination for groups,
guests and residents

PHOTO: LEVI ANTHONY
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GOAL-SETTING
DISTRICT 2

• Increase group sales with
more in-bound client
contact including hosted
events, site checks and
familiarization trips
• Use property renovations
as positive motivator in
storytelling
• Establish systems for compelling site inspections for
visiting convention planners
• Establish program to
increase registrations at
attendance-optional seminars

26
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MANAGEMENT PLAN
FOR FY20 DISTRICT 2

If approved for FY20, Discover Coronado will
lessen out-bound client contact in favor of more
(in-bound) client visits to Coronado. Additionally,
the budget for industry marketing will be reduced;
the savings will be applied to face-to-face contact
with decision-makers. Otherwise, the Director of
Destination Sales will continue existing sales strategies that generated the most group meeting leads/
contracts. This includes software for prospecting
leads, delegations to visit clients in their marketplaces and sponsoring client events in Coronado.
New efforts will be put in place to elevate a
buyer’s experience when they inspect meeting sites,
the assessed resorts and team activities within
the destination. Under this new plan for FY20,
Discover Coronado will invest in research, services
and vendors that make site checks more memorable (vastly improving contract closure percentages.)
From the moment clients arrive, until the time they
depart, every touch point will be customized. The
return on experience (ROE) should be compelling.
For some industries and associations, attendance
at their annual convention is optional. This is
especially true with associations and membership-based groups. Often times, the decision comes
down to the desirability of the meeting destination.
Having more meeting registrations will maximize
room night totals and ancillary revenue for our
resorts. In FY20, the Destination Sales Team will
develop collateral to help attendees understand
what our destination offers in entertainment, dining,
shopping and recreation.

2020 MEETING
INDUSTRY TRENDS
• Offering a sense of place,
celebrating local culture, cuisine
and surroundings
• Preference in destinations
within close proximity to an
international airport
• Shift towards plant-based
foods, non-alcoholic drinks
and probiotic breakfasts
• Inclusion of artificial
intelligence, virtual reality and
face-recognition technology
• Sustainability and repurposing
uneaten food/toiletries in
the community
• Attendee wellness, protection
from harassment, personal
and cyber safety

27

DISTRICT 1

DISTRICT 2

$725,000

$725,000

REVENUE TOTAL

$725,000

$725,000

$250,000

$50,000

SDTA TOTAL

$250,000

$50,000

$5,000

$5,000

REVENUE
Assessment

SAN DIEGO TOURISM AUTHORITY
Multi-platform scope of work

DESTINATION SALES INVESTMENTS
Associations & Memberships
Event Sponsorship

$150,000

Delegation Client Events

$80,000

Industry Marketing

$50,000

Trade Shows - Road Shows - Travel

$20,000

$40,000

Service Credit Program

$30,000

$30,000

Golf Course Team Hotel Program

$10,000

$10,000

BBMAC Swim Team Hotel Program

$10,000

$10,000

$75,000

$375,000

DESTINATION SALES TOTAL
COMMUNITY OUTREACH
Community Improvements

$55,000

Mass Transit Initiatives

$130,000

Business Development

$75,000
COMMUNITY ENRICHMENT TOTAL

$260,000

OPERATIONS
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FY19 ANNUAL BUDGET

SERVICE PROVIDERS
Accounting-Bookkeeping

$2,500

$2,500

Legal-Consulting-License-Fees

$1,500

$1,500

Creative Design - Artwork

$7,500

$7,500

Administrative Fee-City of Coronado

$5,000

$5,000

Hardware-Software-Digital Services-Web

$8,500

$8,500

$750

$750

$9,000

$9,000

Supplies-Postage-Phone
Rent
STAFF
Destination Sales Director

$160,000

Benefits

$10,000

$10,000

Executive Director Salary

$40,425

$40,425

Misc Expense

$2,500

$2,500

Assistant Wage

$15,000

$15,000

Payroll Tax

$8,000

$8,000

Insurance-Workers Comp

$2,500

$2,500

OPERATIONS EXPENSE

$113,175

$273,175

TOTAL EXPENSES

$698,175

$698,175

GROSS OPERATING PROFIT

$26,825

$26,825

RESERVE BALANCE

$61,482

$75,000

ANNUAL RESERVE TRANSFER

$25,000

$25,000

RESERVE TOTAL

$86,482

$100,000

PRIOR YEAR RETAINED EARNINGS-RESERVES

$269,295

$293,283

CURRENT YEAR NET INCOME

$26,825

$26,825

END OF YEAR RETAINED EARNINGS

$271,120

$295,108

END OF YEAR RETAINED EARNINGS-RESERVES

$357,602

$395,108

DISTRICT 1

DISTRICT 2

$700,000

$700,000

$359

$235

$700,359

$700,235

$200,000

$100,000

ASSESSMENT - OTHER INCOME
FY20 Projected Assessment
Bank Interest
REVENUE TOTAL
DESTINATION SALES
San Diego Tourism Authority Partnership
Sales Director

$150,000

Fams Trips - Hosted Events

$40,000

Sales Trips - Delegation Events

$60,000

Industry Marketing

$50,000

Trade Shows - Road Shows - Travel

$20,000

$30,000

Service Credit Program

$55,000

$55,000

Group Meeting Security

$35,000

$35,000

BBMAC Swim Team Hotel Program

$10,000

$10,000

Site Inspection Services

$10,000

$10,000

Sales Campaign Development

$13,000

$13,000

Economic Impact Study

$10,000

$10,000

$353,000

$563,000

SALES TOTAL
COMMUNITY ENRICHMENT
Community Art Banners

$40,000

Mass Transit Initiatives

$100,000

Destination Revitalization

$70,000
COMMUNITY TOTAL

$210,000

OPERATIONS
Accounting-Bookkeeping-Tax Filing
Legal-Consulting-License-Fees

$3,000

$3,000

$750

$750

$7,500

$7,500

$5,000

$5,000

Hardware-Software-Digital Services-Web

$3,500

$3,500

Supplies-Postage-Phone

$1,000

$1,000

Rent

$9,000

$9,000

Office Relocation

$2,000

$2,000

Misc Expense

$2,500

$2,500

Executive Director

$42,446

$42,446

Project Manager

$11,000

$11,000

Payroll Tax

$9,000

$9,000

Insurance-Workers Comp

$3,750

$3,750

$12,000

$12,000

OPERATIONS EXPENSE

$112,446

$112,446

TOTAL EXPENSES

$675,446

$675,446

GROSS OPERATING PROFIT

$24,913

$24,789

RESERVE BALANCE

$86,482

$100,000

ANNUAL RESERVE TRANSFER

$25,000

$25,000

RESERVE TOTAL

$111,482

$125,000

PRIOR YEAR RETAINED EARNINGS-RESERVES

$271,120

$295,108

CURRENT YEAR NET INCOME

$24,913

$24,789

END OF YEAR RETAINED EARNINGS

$271,033

$294,897

END OF YEAR RETAINED EARNINGS-RESERVES

$382,515

$419,897

Benefits

PROJECTED BUDGET FY20

Creative Design
Administrative Fee-City of Coronado
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