
San Luis Obispo County 
Tourism Business Improvement District Advisory Board 

(SLOCTBID) 
 

Special Meeting Agenda 
 

October 7th, 2009 
 

3:00 p.m. 
 

Inn at Morro Bay 
60 State Park Road 
Morro Bay, CA 93442 

 
DRAFT UNTIL APPROVED 

 
Present: Mike Hanchett, Laila Fiege-Kollmann, John King, Shirley Lyon, Noreen Martin, 
Matt Masia, and Nikki Schmidt, County Administrative Office, Steve Burns, O’Donnell 
Lane, LLC, Mitchell Masia 
 
Call to Order by Chair Hanchett at 3:10 p.m. 
 
Public Comment (for items not on the agenda): None 
 
Discussion\Action Items: 
 

• BID Goals\Objectives-Facilitated by Steve Burns 
• Contractor RFP Structure\Content-Facilitated by Steve Burns 
• Mission Statement-Facilitate by Steve Burns should time allow 
• Consideration of Additional Assistance in Producing Draft RFP, Mission 

Statement, and\or Strategic Plan 
 

After much discussion and listing of individual BID goals it was agreed that the BID 
purpose and primary objective was to create incremental revenue for its members. 
Further it was widely agreed that the BID was a marketing entity. 

 
After creating a lengthy list of strategies and tactics the Advisory Board chose the 
following as the top 5 of interest:  

• Media Coverage 
• Social Media, development of a 1) marketing web site; 2) BID business web 

site, collaborate/brochure, maps (loops, bike, etc.) 
• Event/promotions 
• Research (such as inventory/assets, “what makes us special”) 
• Log/brand/ID 

 
 



Created an RFP timeline for the selection of a marketing firm: 
 
  ∋ October 28 – Advisory Board to consider scope of work; 
 ∋ November 10 – RFP distributed; 
 ∋ December 4 – proposals due to Administrative Office (c/o N. Schmidt) 
 ∋ December 4 – proposals distributed electronically to Advisory Board 

members (by N. Schmidt) (also available to be picked up after 5:00 p.m. or 
on Monday December 7); 

 ∋ December 9 – by 9:00 a.m. Advisory Board members to send in proposal 
rankings via e-mail (to N. Schmidt [nschmidt@co.slo.ca.us]) 

 ∋ December 9 – Subcommittee consisting of Shirley Lyon, Noreen Martin 
and N. Schmidt to meet (in the Administrative Office) to determine top 3 
proposals; N. Schmidt to send e-mail to Advisory Board members 
thereafter with results; 

  ∋ N. Schmidt to notify top 3 agencies and set time for agency’s 
presentations to full Advisory Board at December 16 meeting; 

∋ N. Schmidt to notify all agencies after selection of marketing firm. 
 
There was brief discussion on the requirements of the RFP relating to number of pages 
(10 doubled sided), and paper copies (8) along with electronic version. 
 
The Advisory Board discussed the value of engaging the services of a consultant who 
specializes in travel and destination marketing to create a 3-5 year strategic plan for the 
BID.  A proposal from the Strategic Marketing Group was disseminated and briefly 
discussed.  Mr. Burns will contact Mike Manchek of the EVC regarding the other 
consultants they considered for the Tourism Report they sponsored last fall. 
 
Attachment A to these minutes is the summary of the October 7, 2009 meeting 
prepared by Steve Burns. 
 
Future Agenda Items: 

 
Agreed to have the following items on the October 28th's agenda for possible action: 
 

1. Adopting a policy regarding the local area meetings ensuring that a 
representative from the marketing firm, an administrative staff person, and at the 
minimum BID Advisory Board member from the respective area is in attendance. 

 
2.  Review and consideration of a strategic plan consultant. 

 
Adjournment: The meeting was adjourned at 6:05 p.m. 
 



Attachment A 
 
Unincorporated San Luis Obispo County Business Improvement District (B.I.D.) 

Strategic Planning Retreat and R.F.P. Discussion 
 
The Advisory Board of the Unincorporated San Luis Obispo County Business 
Improvement District (BID) met on October 7, 2009 to develop program goals and 
objectives for the BID overall while developing criteria for an upcoming Request for 
Proposal (RFP) to select a marketing agency or agencies. What follows are the notes 
from that meeting plus an outline of “Next Steps” and a timeline for the RFP.   
 

Budgets (RFP, Administrative, etc.) 
 
The meeting began with a discussion about BID income and expenses and what kind of 
NET marketing budget would be best to include in the forthcoming RFP.   After much 
discussion it was agreed that a conservative approach was best in budgeting and while 
the overall BID income could be as much as $1,400,000 annually the board approved a 
NET marketing budget of $1,000,000 for the RFP.  In this case, NET means that 100% 
of this million-dollar budget will be spent on marketing, public relations and research 
programs.  Any and all agency fees and/or administrative costs will be paid with 
additional BID funding. 
 
RFP = $1,000,000  (NET MARKETING BUDGET) 
  
Note: All agency fees and administrative costs are not included in this total 
 

Local Program Meeting Criteria 
 
The next discussion focused on the fact that this particular BID is very unique in the 
region because the funds generated must be split  (50/50).  Half of the funding must be 
used to develop marketing programs that benefit the entire BID region.  The remaining 
half of the funds must be used to develop marketing programs that benefit an approved 
list of local communities within the BID area.  These funds are divided in such a way 
that each approved community receives funding support commensurate with their BID 
contributions. 
 
While all programs must have final approval of the BID Advisory Board the following 
criteria was developed to help ensure that the individual community programs are 
developed within the approved BID guidelines and that the overall promotional efforts of 
the BID are cohesive and results oriented.  
 
NOTE:  In order to streamline the local program decision making process and to ensure 
transparency on all sides it was agreed that for a BID approved local meeting to take 
place that at least one representative from the following groups must be in attendance. 
 

• At least one Advisory Board member 



• At least one representative from the approved marketing company 
• At least one administrative person to record the meeting minutes and follow-up 

on next steps 
• At least one community member at large 

 
The purpose of these meeting or meetings is to solicit local input about the best way to 
spend their “slice of the BID pie”.   Once a meeting is complete the administrative 
person will send a copy of the meeting minutes to ALL members of the Advisory Board.  
The Advisory Board member(s) from each local region will be expected to explain, to 
the full board, their program suggestions for their respective community. 
 

 
Who we are and what we are about! 

 
What followed was a lengthy discussion about the purpose of the BID itself.  What kind 
of organization are we?  It was agreed that the BID is a marketing organization 
charged with developing programs that will have the following effect: 
 

• Increase both Mid-Week and “Shoulder Season” occupancy in the BID’s lodging 
properties 

 
• Increase the length of stays for guests staying at the BID’s lodging properties 

 
• Increase average lodging rates within the region 

 
• Develop new customers for all lodging types within the region 

 
• Expand the impact of high occupancy periods such as summer and holidays by 

“Stretching” these periods out whenever possible 
 

• Work to “fill in” occupancy during slower times and “off” months 
 
Conclusion: The #1 goal of the BID is to increase occupancy across all lodging types 
within the BID region while placing particular emphasis on programs that positively 
impact the slower lodging periods and/or the impact of the high occupancy times. 
 
It was also agreed that BID programs should: 
 

• Increase awareness about the region while improving appreciation for the 
multitude of tourism experiences that exist within the region itself.   

 
• Be conducted in such a way that they have a neutral and/or positive impact on 

the high quality of life already enjoyed in the region. 
 

• Promote stewardship within the region with a focus on environmentally friendly, 
“green” practices if feasible 



 
 

What kind of programs will be expected from our marketing company? 
 
A tactical discussion took place where the Advisory Board outlined a list of potential 
programs and activities that might be included in future BID efforts.  While it’s always 
necessary to prioritize lists such as this, the BID board agreed that they are seeking an 
agency that will think outside of the proverbial box when it comes to marketing, public 
relations, communications and research activities.   
 
Media Coverage – The Advisory Board unanimously agreed that generating positive 
media coverage for the region should be one of their top priorities.  Well-executed 
familiarization trips (FAMS) are vital in this effort as is responding quickly to media 
opportunities when they arise.  This blend of pro-active and re-active media relations is 
the key!  The board recognizes the need to focus on writers with a statewide, national 
and international influence while not neglecting the all-important local media.  It’s vital 
that the marketing agency do its “homework” beforehand by developing the proper 
talking points and documents that effectively showcase the scope and depth of the 
tourism experience through the BID region. 
 
Exploiting both new and old media communication tools – The Advisory board 
unanimously agreed that it’s vital that the marketing agency be prepared to fully exploit 
the latest communication tools (Web, Facebook, Blogs, Flickr, Twitter, etc.) while not 
neglecting the traditional communication methods of a simple regional driving map 
(Loop) and/or an informational brochure (Eco-Tourism etc.). 
 
Branding the Region – The need to “brand” the region and the BID’s programs is 
another priority of this first year of BID programs.   The marketing agency will assist in 
the development of the regions identity and/or local community identities where needed.   
 
Events and Activities – The marketing company should fully investigate and propose 
any and all events and activities that will serve the #1 goal of this board which is to 
increase occupancy across all lodging types within the region. 
 
Research, Research and more Research:  During this inaugural year, the BID 
Advisory Board feels strongly that there is significant need for research about who visits 
the region and also about the tourism “inventory” within the region itself.  
 
Constituent Communications:  The BID Advisory Board feels strongly that the 
marketing agency will need to place significant emphasis on making sure that everyone 
involved in tourism in the region is informed about the programs and activities of the 
BID. (E-newsletters etc.) 
 
Annual Report: The BID Advisory Board is required by law to compile and submit an 
annual report on its activities and their results and accomplishments. This report must 
be submitted 60 days following the close of the fiscal year, which is June 30, 2010. 



 
Association Dues:  From time to time the BID Advisory board may elect to fund the 
payment of dues to associations and/or organizations on behalf of the tourism 
community in the region. 
 
Investigate working with Cal Poly and the Wine industry:  The BID Advisory Board 
agreed that collaboration with Cal Poly (And it’s various thematic weekends) and the 
local wine industry (And it’s featured events) should be a focus for the future marketing 
agency. 
 
Advertising – While direct and/or cooperative advertising is a traditional part of tourism 
promotional campaigns the Advisory Board strongly encourages the marketing agency 
to look beyond these kinds of opportunities.  This is not saying that advertising won’t be 
part of the overall marketing plan but that placing advertisements should not dominate 
the marketing efforts of the BID. 
 
 

The Request for Proposal (RFP) 
 
In order for the BID to select a marketing agency or agencies a formal Request for 
Proposal (RFP) must be generated.  The draft of the RFP will be created by Steve 
Burns (BID Consultant) with formatting assistance from Nikki Schmidt (SLO County). 
What follows is a timeline for the RFP process: 
 

• Now – DRAFT RFP created 
 

• October 28, 2009 – BID Advisory Board votes to approve RFP language 
 

• October 28-November 9, 2009 – Nikki guides RFP through county approval 
process 

 
• November 10th, 2009 – RFP is announced to the selected agencies 

 
• December 4, 2009 – RFP Submission Deadline to Nikki (By 5 pm) 

 
• December 5, 2009 – Electronic copies of all proposals email out to the Advisory 

Board. 
 

• NOTE: Each board member should rate the proposals 1, 2, 3 and so on and 
send their ratings back to Nikki by 11 am on December 9, 2009. 
 

• December 9, 2009 – Agency selection sub-committee comprised of Noreen 
Martin and Marjorie Ott will review board ratings of competing agencies and 
select the top 3 (Or more) agencies that will be invited back to give a full 
presentation to the board. 

 



• December 16, 2009 – BID Advisory Board meets to listen to agency pitches and 
votes to select an agency. 
 

 
It was agreed that all proposals should be submitted in 20 pages or less (10 
pages or less if they are two sides) and that all proposals such come to Nikki’s 
attention in an electronic format and with 8 hard copies by 5 pm on December 4th, 
2009. (No props or gimmicks should accompany agency proposals)  It was also 
agreed that the marketing agencies contract would be for 18 MONTHS WITH A 6 
MONTH PERFORMACE REVIEW (JUNE 2010). 
 
 
 

Administration: Keeping track of all of this work 
 
 
The Advisory Board recognizes the need for a substantial level of administrative support 
to include the following: 
 

• Assist the BID chair person in the creation of meeting agendas 
• The taking of minutes for all approved meetings 
• Ensuring communication flow between the board and it’s consistency 
• Generating the annual report 
• Attending all local meetings and board meetings 
• Bookkeeping and financial reporting to the board 
• Maintenance of a business website for the BID 

 
NOTE: Any and all marketing agencies interested in this account should be prepared to 
provide this kind of support to the BID and its constituents. 
 

How about a long-term plan? 
 
Several board members expressed the desire for the BID to have a long terms strategic 
plan that contains a mission statement as well as goals and objectives to help guide the 
board and it’s marketing agency for at least 5 years in the future.  Steve Burns 
presented a proposal for such a plan (That also included some preliminary research 
work) from SMG a tourism centric research and marketing agency with a work history in 
the county.  It was agreed that the board would review this proposal and investigate 
other options for this effort prior to the next meeting and at the next meeting a contractor 
would be selected to create a plan with the goal of announcing the new plan and the 
new agency simultaneously in January 2010. 
 
 
 
 
 



Parking Lot 
 
It’s traditional, during strategic planning retreats, that great ideas are generated for the 
years ahead.  What follows is a list of those ideas. 
 
How about an annual meeting or party of the regions tourism community to talk about 
the BID programs and ROI? 
 
Shouldn’t the Advisory Boar think about succession plans for themselves? 


