
 
TO:  James L. App, City Manager 
 
FROM:  Meg Williamson, Assistant City Manager 
  Jim Throop, Administrative Services Director 
 
SUBJECT: Tourism & Lodging Promotions Business Improvement District (BID) 
 Renewal of Assessment    
 
DATE:  January 6, 2015 
 
NEEDS: For the City Council to consider the annual renewal of the assessment for the 

Tourism and Lodging Promotions Business Improvement District (BID).    
 
FACTS: 1. At the request of the majority of Paso Robles hoteliers, the BID was 

formed via ordinance by the City Council in December 2008 and the BID 
became effective January 16, 2009.  

 
2. Per the Parking and Business Improvement Area Law (Streets and 

Highways Code Sections 36500 et seq.) under which the BID was formed, 
the assessment is levied on an annual basis and has been renewed every 
year since 2009. 

  
3. Renewal of the BID tax assessment requires that the City Council receive 

an annual report on the budget and workings of the BID and set a public 
hearing for consideration of the renewal of the levy of assessment.   

 
4. The City’s fiscal year runs from July 1st to June 30th.  The BID’s fiscal year 

runs from February 1st to January 31st.  Having two separate fiscal years 
creates administrative challenges.  

 
5. At a special meeting on December 5, 2014, the Travel Paso Robles 

Alliance (TPRA) Advisory Committee recommended approval and 
distribution of the 2014/15 Annual Report, a five month 2015 Marketing 
Plan/Budget, and the continued levy of the Assessment through June 30, 
2015 (to align the BID’s fiscal year with the City’s).  

 
6. On December 16, 2014, the City Council received the annual report and 

directed that it be made available for public review in the City Clerk’s 
office.  That same date, the Council adopted Resolution No. 14-174 setting 
the Public Hearing for consideration of this item for January 6, 2015 and 
directed the notice to be published in the local newspaper.     
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7. Resolution No. 14-174 was published in the Tribune in its entirety.   

 
8. The BID’s 2014/15 annual report and the 2015 marketing plan and budget 

are attached.  
 

9. At the public hearing on January 6, 2015, the testimony of all interested 
persons, for or against the establishment of the BID, the boundaries of the 
BID, the area of benefit within the BID, the Assessment to be levied, or 
the furnishing of specified types of improvements or activities, will be 
heard.   

 
10. A protest may be made orally or in writing by any interested person. Any 

written protest as to the regularity or evidence of the proceedings shall be 
in writing and clearly state the irregularity or defect to which the 
objection is made.  

 
11. Written protests must be received by the City Clerk at or before the time 

set for the public hearing. A written protest may be withdrawn in writing 
at any time before the conclusion of the public hearing. Each written 
protest shall contain a written description of the business in which the 
person subscribing the protest is interested sufficient to identify the 
business. If the person subscribing is not shown on the official records of 
the City as the owner of the business, then the protest shall contain or be 
accompanied by written evidence that the person is the owner of the 
business. 

 
12. If at the conclusion of the public hearing, there are of record, written 

protests by the owners of the tourist lodging establishments within the 
BID that would pay fifty percent (50%) or more of the total assessments of 
the entire BID, no further proceedings to renew the annual levy for the 
BID shall occur. New proceedings to form the District shall not be 
undertaken again for a period of at least one (1) year from the date of the 
finding of the majority written protests by the City Council. If the 
majority of written protests are only as to an improvement or activity 
proposed, then that type of improvement or activity shall not be included 
in the BID. 

 
 
 
 
 

01-06-15 CC Agenda Item 4  Page 2 of 63



 
 
ANALYSIS & 
CONCLUSION:   The TPRA’s marketing efforts continue to support an upward trend in 

transient occupancy stays within our community.  The TPRA has 
recommended a continued levy of the BID assessment in order to carry on 
work efforts towards the marketing and promotion of the Paso Robles 
area. 

POLICY  
REFERENCE: Economic Strategy; Ordinance 952 NS, forming the Tourism and Lodging 

Business Improvement District; BID Committee Bylaws; Streets and 
Highways Cod Sections 36500 et seq.; City Council Resolution No. 14-174 
establishing a notice of intent to renew levy.  

 
FISCAL 
IMPACT: The BID assessment is being collected on a monthly basis and will 

accumulate in a separately maintained fund.  City staff will continue to 
commit its resources to facilitate the goals of the BID.  Renewal of the 
assessment levy is estimated to generate approximately $300,000 over the 
five (5) month extension, to be spent on marketing and promotions.      

 
OPTIONS: a.  For the City Council to adopt Resolution No.14-XXX renewing the 

levy of an annual assessment for an additional five (5) months through 
June 30, 2015 for the Paso Robles Tourism and Lodging Promotions 
Business Improvement District.      

 
  b. Amend, modify or reject above option.  
 
 
Attachment: 
 

1. Resolution renewing the levy of annual assessment of the BID though June 30, 2015 
(with Exhibit A - Annual Report for 2014/15) 

2. Marketing Agency Plan Scope/Budget through June 2015 
3. Resolution No. 14-174 setting Public Hearing for January 6, 2015  
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RESOLUTION NO. 15-xxx 
 

A RESOLUTION OF THE CITY COUNCIL OF THE CITY OF PASO ROBLES RENEWING THE 
LEVY OF ASSESSMENTS FOR THE PASO ROBLES TOURISM AND LODGING PROMOTIONS 

BUSINESS IMPROVEMENT DISTRICT PURSUANT TO THE PARKING AND BUSINESS 
IMPROVEMENT AREA LAW OF 1989 

 
WHEREAS, tourism is an important contributor to the economy of the City and the promotion of the City’s 
tourist lodging establishments serves an important public purpose; and  
 
WHEREAS, at the request of the majority of Paso Robles hoteliers, the Paso Robles Tourism and Lodging 
Promotions Business Improvement District ("BID") was formed by Ordinance 952 N.S., adopted on 
December 16, 2008, and the BID became effective January 16, 2009; and 
 
WHEREAS, the BID is commonly known as the Travel Paso Robles Alliance ("TPRA"); and  
 
WHEREAS, the City Council appointed seven (7) members of the lodging community to the TPRA Advisory 
Committee to represent the interests of the owners of the tourist lodging establishments in Paso Robles; and 
 
WHEREAS, at the TPRA’s request, and after undergoing the necessary hearings and public reviews of the 
BID’s Draft Annual Reports, the City Council has approved annual renewals of the BID levy since 2009; and   
WHEREAS, unless extended, the BID levy will terminate after January 31, 2015; and  
 
WHEREAS, the City’s fiscal year runs from July 1st to June 30th and the BID’s fiscal year runa from February 
1st to January 31st, causing administrative challenges in the City’s support of the BID; and  
 
WHEREAS, at a special meeting on December 5, 2014, the TPRA Advisory Committee recommended the 
release of the annual report for the 2014/15 fiscal year, proposed a five month marketing scope/budget, and 
recommended the continued levy of the BID Assessment with no changes in its boundaries through June 30, 
2015 (to align the BID’s fiscal year with the City’s);  and 
 
WHEREAS, the annual report of the professional marketing services and financials associated with the 
2014/15 marketing year have been made available to the public in accordance with the Parking and Business 
Improvement Area Law (Streets and Highways Code Sections 36500 et seq.), attached hereto as Exhibit A; 
and   
 
WHEREAS, under the proposed 2015 scope of service/budget, the amount of the Assessment is proposed 
to remain the same and be collected in the same manner through June 30, 2015; and 
 
WHEREAS, at its meeting of  December 16, 2014, the City Council approved the annual report and directed 
that it be made available for public review, and adopted Resolution No. 14-174 setting the Public Hearing for 
consideration of this item for January 6, 2015; and  
 
WHEREAS, the Resolution No. 14-174, setting the Public Hearing, was published one time in the local 
Tribune Newspaper over one week prior to January 6, 2015; and  
 
WHEREAS, there was no majority protest submitted by the conclusion of the protest hearing. 
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NOW, THEREFORE, BE IT RESOLVED, that the City Council for the City of El Paso de Robles does hereby 
resolve, determine and find as follows: 
 
Section 1. The recitals set forth herein are true and correct. 
 
Section 2. That the Annual Report for FY 2014/2015 for the BID prepared by AugustineIdeas (attached 
as Exhibit A) was approved and made available for review in the office of the City Clerk. 
 
Section 3. The boundaries of the area to be included in the BID are to remain unchanged and are the 
boundaries of the City of El Paso de Robles. 
 
Section 4.  The types of activities proposed to be funded by the continued levy of assessments on 
businesses in the BID are those activities that will promote tourism and the local tourist lodging establishments. 
 
Section 5.  The City Council hereby approves the continued levy of the Assessment on all tourist 
lodging establishments within the BID, as set forth in Section 3.22.030 of the Paso Robles Municipal Code, 
to pay for all improvements and activities of the BID, except where funds may otherwise be available, 
continuing through June 30, 2015.   
 
PASSED AND ADOPTED by the City Council of the City of El Paso de Robles this 6th day of January 2015 by 
the following roll call vote: 
 

AYES:  
NOES:  
ABSENT:  
ABSTAIN: 

 

   
  Steven W. Martin, Mayor 
ATTEST: 
 
 

  

Caryn Jackson, Deputy City Clerk   
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Prepared by: 

Annual Marketing Report
Executive Summary
February 1 – October 31, 2014
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EXECUTIVE SUMMARY1.

Executive Summary
Overnight Stays

Tourism Occupancy Tax (TOT) year over year growth. To date, from February-October 2014 saw an increase of 
$342,847 TOT over the same period in 2013, a total increase of 10.5%. With an additional three (3) months left to this 
reporting period, TOT is expected to continue to grow. 

Social Media 
Campaign-to-date social platform interaction on both Facebook and Twitter continues to augment both paid and direct 
activity in elevating brand top-of-mind awareness and engaging consumer interest.

Report Year Facebook Twitter YouTube Views (monthly avg.) Pinterest Instagram

Oct 2013 7,030 3,544 325 220 N/A
Oct 2014 13,388 4,599 675 354 354

Facebook Fan Growth
Travel Paso’s Facebook page experienced epic growth to 13,388 fans (6,218+ new fans). The benchmark goal at the 

year, we have already exceeded that goal by 23% for a total growth to date of 91%.

Facebook Engagement
Travel Paso’s engagements (likes, shares, comments, check-ins) showed incredible growth—with 31,972 engagements. 

Facebook Impressions
We delivered 2.4 million impressions via our news feed postings and ads. This number is down by 45% year over year 
due to a large amount of campaign dollars spent between April-May 2013 to promote food and wine getaways to the 

continue to increase toward our benchmark of increasing our total impressions by 100%.
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2.TRAVELPASO.COM

Facebook Daily People Talking About This
On Facebook, the “daily people talking about this” totaled 41, with an average reach per post of 1,100. The benchmark 

Twitter Fan Growth
Platform engagement on Twitter continues to trend positively as engagement deepens. A total of 950 new followers 
were added during this campaign period for a total of 4,599 followers. This is a 30% growth year over year, and we 

Twitter Engagement

were made, along with 746 mentions, 1,942 clicks to our posts, and 460 retweets of our posts. This shows the viral 
nature of @TravelPaso. 

YouTube Views
Views to TravelPaso’s YouTube page increased to a monthly average of 675 views year over year from an average of 
325 monthly views. 

Social Sentiment Audit
AugustineIdeas conducted an audit of social sentiment on Travel Paso’s TripAdvisor account, and to date there have 
been 14,993 reviews of Paso Robles. Of those reviews, hotel properties have received 6,356 reviews. These hotels 
have received highly favorable reviews from consumers, and here is a snapshot of social sentiment: 

Hotel Name Number of Reviews Stars (out of 5)

The Oaks Hotel 287 4.5
La Quinta Inn & Suites 475 4.5
Hotel Cheval 196 4.5
Adelaide Inn 464 4.5
Best Western Plus Black Oak 390 4.5

Monthly Consumer Enewsletter 
Distribution
Travel Paso’s monthly consumer enewsletters have seen a 13% increase in distribution from 11,725 to 13,267 

email sign-ups collected during Sunset’s SAVOR the Central Coast event, with the use of the interactive photo booth 

Open Rate
The industry average for email open rate is 18.96%, and Travel Paso’s consumer e-newsletter is trending quite a bit 
higher than the industry average with an open rate of 23.28%. The benchmark set forth was an increase of 25%, and 

Click Rate
The monthly industry e-newsletters are currently trending at a 3% click-through rate (CTR). With the recent implementation 
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EXECUTIVE SUMMARY3.

Weekly Industry Eblasts
Distribution
In March, Travel Paso began their Weekly Wednesday Watch List email campaign. This weekly email campaign enabled 
Travel Paso to communicate with hotel and tourism partners about upcoming events and opportunities, with the list 

to include the greater list of local travel and tourism partners (i.e.-restaurants, wineries, tour companies, etc.) on the 
second and fourth Wednesdays. 

Open Rate
The open rate for these emails has far exceeded the industry average of 18.96%. To date, with our Paso Robles Hotels 
list, we have seen an open rate of 34.6% and a CTR of 4.15%. 

Click Rate
Our Hotel and Tourism Partner list has also seen an increase with an open rate of 32.5% and a CTR of 0.79%.

Website 

Highlighted Metrics 
Benchmark: Feb 1, 2013 – Oct 31, 2013 to Feb 1, 2014 to Oct 31, 2014

 - Decreased by 27.52% year-over-year.
 

Paso Robles as a destination.

Facebook paid social campaign. 

 - Bounce Rate: Decreased by 13.38% year-over-year, from 51.19% down to 44.34%.
 

is being targeted.
 -  Average Session Duration: Increased by 5.82% year-over-year, from 2:33 minutes to  

2:41 minutes per session.
 

stronger engagement.
 - Pages Per Session: Decreased by a nominal 0.46% year-over-year, from 3.67% to 3.65%.

 
of engaged consumer connectivity. 
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4.TRAVELPASO.COM

Rationale
While there are no exact conclusions for the decreases in year-over-year organic and direct site visitation, metric 
analysis does suggest that a more consistent display advertising outreach may have a residual impact on such 
channels. As a result, more balanced mix of display and SEM would likely produce more direct and organic visitation.

 - A demand generation driver 

increasing, but engagement metrics declining. Ideally, both should trend in unison. As recommended, implementation 
of the Quantcast campaign will help to achieve this objective.

Paid Analysis
From a search engine marketing (SEM) perspective, paid results continued to increase throughout the year generating 
a total of 9,117 total clicks, February 1 through October 31. 
Total delivered impressions have also continued to accelerate through October. The following segments paid 
performance:

 - Total Impressions: 314,269
 - Total Clicks: 2,107
 - Click-Thru Rate: 0.67%

we will continue to see an additional increase in lodging page views. 
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EXECUTIVE SUMMARY5.

Public Relations 
Media Impressions
AugustineIdeas was tasked with a benchmark of 200 million media impressions over a 12-month period, and have 
delivered 967,662,363 impressions to date. At the time of this report we are tracking 767,662,363 impressions above 
and beyond that benchmark; an increase of 79%. We are also tracking at a 33% increase year over year in media 

Media Hits

year. Our team has built a strong foundation of long-term relationships with targeted media, supporting Paso Robles 
as a strong player in the travel industry. Our approach created consistent, top-of-mind brand awareness within multiple 
target markets. To date, we have made 282 pitches to media, 416 editorial placements, and written 32 blogs. 

Bee, The Washington Times, San Francisco Chronicle, Wine Enthusiast, SF Gate, Time.com, KSBY.com, The Tribune, 
Examiner.com, Los Angeles Times, Business Insider.com, About.com, AmericanTowns.com, Luxury Travel Magazine, 
NBC San Diego, ATOD Magazine, and Forbes Travel Guide. Here are some examples of the stories placed to date: 

Examiner.com
http://www.examiner.com/article/sunset-savor-the-central-coast-discovering-halter-ranch

 
KSBY.com
http://www.ksby.com/news/runners-lace-up-shoes-for-harvest-marathon/

Time.com
http://time.com/3502965/beers-oktoberfest/

The Tribune
http://www.sanluisobispo.com/2014/10/01/3273656/the-collins-orchard-in-paso-robles.html

NBC Bay Area
http://www.nbcbayarea.com/blogs/worth-the-trip/Love-Day-in-San-Luis-Obispo-County-243376671.html

NBC San Diego
http://www.nbcsandiego.com/blogs/worth-the-trip/May-Merry-Paso-Wine-Festival-255733671.html

Los Angeles Times
http://www.latimes.com/food/dailydish/la-dd-escape-to-the-wine-country-for-these-late-april-

events-20140411,0,6450334.story#axzz2zGlZ1M4r

Business Insider
http://www.businessinsider.com/awesome-summer-road-trips-around-the-country-2014-4#!KqTaw

Theweek.com
http://theweek.com/article/index/260634/8-great-weekend-getaways-that-wont-break-the-bank
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6.TRAVELPASO.COM

About.com

ATOD Magazine
http://atodmagazine.com/2014/06/12/thomas-hill-organics/

Americantowns.com

music-art-20153103

Luxury Travel Magazine
http://www.luxurytravelmagazine.com/news-articles/top-10-ways-to-experience-california-wine-country-22221.php
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Prepared by: 

Annual Marketing Report
February 1 – October 31, 2014

01-06-15 CC Agenda Item 4  Page 16 of 63



9. ANNUAL MARKETING REPORT

Brand Awareness
Brand Messaging

Robles as a “Wine and More” destination. All messaging tied back to the core brand pillars of Food and Wine, Outdoor 
Recreation and Attractions. Target markets included Los Angeles/Orange County, San Francisco Bay Area, Silicon 
Valley and the Central Valley. 

Impact of Tourism Marketing

Tourism Occupancy Tax (TOT) year over year growth. With an additional three (3) months left in this reporting period, 
TOT is expected to continue to grow. 

Website Analytics

Situation Analysis

deeper into the site.
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10.TRAVELPASO.COM

Highlighted Metrics 
Benchmark: Feb 1, 2013 – Oct 31, 2013 to Feb 1, 2014 to Oct 31, 2014

 - Decreased by 27.52% year-over-year.
 

as a destination.

paid social campaign. 

 - Bounce Rate: Decreased by 13.38% year-over-year, from 51.19% down to 44.34%.
 

being targeted.
 -  Average Session Duration: Increased by 5.82% year-over-year, from 2:33 minutes to 2:41 minutes  

per session.
 

stronger engagement.
 - Pages Per Session: Decreased by a nominal 0.46% year-over-year, from 3.67% to 3.65%.

 
of engaged consumer connectivity. 

Rationale
While there are no exact conclusions for the decreases in year-over-year organic and direct site visitation, metric 
analysis does suggest that a more consistent display advertising outreach may have a residual impact on such 
channels. As a result, more balanced mix of display and SEM would likely produce more direct and organic visitation.

 - A demand generation driver 

increasing, but engagement metrics declining. Ideally, both should trend in unison. As recommended, implementation 
of the Quantcast campaign will help to achieve this objective.

Paid Analysis
From a search engine marketing (SEM) perspective, paid results continued to increase throughout the year generating 
a total of 9,117 total clicks, February 1 through October 31. 
Total delivered impressions have also continued to accelerate through October. The following segments paid 
performance:

 - Total Impressions: 314,269
 - Total Clicks: 2,107
 - Click-Thru Rate: 0.67%
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11. ANNUAL MARKETING REPORT

challenge in the upcoming marketing plan. 

Social Media Analytics
Campaign-to-date social platform interaction on both Facebook and Twitter continue to augment both paid and direct 
activity in elevating brand top-of-mind awareness and engaging consumer interest.

fans and 31,972 total engagements. 
 

connections were made.
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12.TRAVELPASO.COM

Report Year Facebook Twitter YouTube Views (monthly avg.) Pinterest Instagram
Oct 2013 7,030 3,544 325 220 N/A
Oct 2014 13,388 4,599 675 354 354

Travel Paso: Facebook Analysis
Travel Paso’s Facebook page experienced monumental growth to 13,388 fans (6,218+ new fans). The benchmark at 
the beginning of the 14/15FY was to increase total fans by 50% to 10,895, and with three (3) months still left in this 

We delivered 2.4 million impressions via our news feed postings and ads. This number is down by 45% year over year 
due to a large amount of campaign dollars spent between April-May 2013 to promote food and wine getaways to the 

continue to increase to come closer to our benchmark of increasing our total impressions. 

We drove 31,972 engagements (likes, shares, comments, check-ins) - that’s thousands of truly priceless engagements 
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13. ANNUAL MARKETING REPORT

Daily people talking about this totaled 41, with an average reach per post of 1,100. This is a 64% increase year over 

Average Reach per post - 1,100
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14.TRAVELPASO.COM

Travel Paso: Twitter Analysis
We have 4,599 followers (950+ new followers), 1,282 connections with our followers, 746 mentions, 1,942 
post clicks, and 460 retweets, as noted below.

seen for a Twitter following of this size. Typically destinations rank around 20-25% engagement. 
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15. ANNUAL MARKETING REPORT

Travel Paso: Instagram Analysis
Following on Instagram: 
The @TravelPaso Instagram audience continued to consistently grow by the same number of followers as previous 
months. Travel Paso is currently at 354 Instagram followers.

Instagram Engagement Likes and Comment Growth—engagement has gone up 10x:

Instagram Content Posted—we’re posting more Instagram content than before:Instagram Content Posted—we’re posting more Instagram content than before:
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17. ANNUAL MARKETING REPORT

Timeline Contests and Promotions
Throughout the year we have conducted more than 20 Facebook promotions and contests to increase followers and 
engagement. These contests included giveaways promoting the following local events: 

 
3,000 likes/comments/shares.

Our Most Viral Contest!OOuuuuuuuuuuuuuuuOOO rr rrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrr MMoMoMoMoMoMMoMMooMoMoMoMoMoMoMMoMoMooMoMMoMoMMoMooMoMoMoMoMoMooMoMMMMoMooooooMMMoMMMoMoMooMMooo tsststststststststtstststststststtstststststsstttsttststsstststttststststsssststststssttttttttstt Viral Contest!
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18.TRAVELPASO.COM

Social Sentiment Audit
AugustineIdeas conducted an audit of social sentiment on Travel Paso’s Tripadvisor account, and to date there have 
been 14,993 reviews of Paso Robles. Of those reviews, hotel properties have received 6,356 reviews. These hotels 
have received highly favorable reviews from consumers, and here is a snapshot of social sentiment: 

Hotel Name Number of Reviews Stars (out of 5)

The Oaks Hotel 287 4.5
La Quinta Inn & Suites 475 4.5
Hotel Cheval 196 4.5
Adelaide Inn 464 4.5
Best Western Plus Black Oak 390 4.5

Public Relations Analytics
Overview

year. Our team has built a strong foundation of long-term relationships with targeted media, supporting Paso Robles 
as a strong player in the travel industry. Our approach created consistent, top of mind brand awareness within multiple 
target markets. 

Press Releases and Themed Program Support
Each quarter, our team coordinated with the TPRA and partners to create a list of “What’s New” information to pitch to 
targeted media publications and journalists. This year, the team successfully distributed and pitched three “What’s New” 
releases on the Web. 

Media Pitching and Press Visits
Reactive and proactive pitching has been one of our most successful tactics supporting the objectives of the TPRA. 
Increasing brand awareness for Paso Robles has allowed for a variety of feature stories and positive media coverage 
promoting the destination. 

Familiarization (FAM) Tours
Two media FAM tours were coordinated and executed on behalf of TPRA:

 - 17 Paso partners (restaurants, hotels, tour companies) participated 

 - 16 Paso partners (restaurants, hotels, tour companies) participated
 - Total media impressions: 1,395,297 with a spread of 252,962
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19. ANNUAL MARKETING REPORT

Public Relations Measurements and Results:

-  AugustineIdeas was tasked with a benchmark of 200 million media impressions over a 12-month period. 
At the time of this report, we are tracking 767,662,363 impressions above and beyond that benchmark; 
an increase of 79%. We are also tracking at a 33% increase year over year in media impressions, with an 

Here are some examples of the stories placed to date: 

Examiner.com
http://www.examiner.com/article/sunset-savor-the-central-coast-discovering-halter-ranch

KSBY.com
http://www.ksby.com/news/runners-lace-up-shoes-for-harvest-marathon/

Time.com
http://time.com/3502965/beers-oktoberfest/

The Tribune
http://www.sanluisobispo.com/2014/10/01/3273656/the-collins-orchard-in-paso-robles.html

NBC Bay Area
http://www.nbcbayarea.com/blogs/worth-the-trip/Love-Day-in-San-Luis-Obispo-County-243376671.html

NBC San Diego
http://www.nbcsandiego.com/blogs/worth-the-trip/May-Merry-Paso-Wine-Festival-255733671.html

Los Angeles Times
http://www.latimes.com/food/dailydish/la-dd-escape-to-the-wine-country-for-these-late-april-

events-20140411,0,6450334.story#axzz2zGlZ1M4r

Business Insider
http://www.businessinsider.com/awesome-summer-road-trips-around-the-country-2014-4#!KqTaw

Theweek.com
http://theweek.com/article/index/260634/8-great-weekend-getaways-that-wont-break-the-bank
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20.TRAVELPASO.COM

About.com

ATOD Magazine
http://atodmagazine.com/2014/06/12/thomas-hill-organics/

Americantowns.com

music-art-20153103

Luxury Travel Magazine
http://www.luxurytravelmagazine.com/news-articles/top-10-ways-to-experience-california-wine-country-22221.php

Travel Paso Blog Results:

E-Marketing Analytics
Monthly Consumer Eblasts
Travel Paso’s monthly consumer e-newsletters have seen a 13% increase in distribution from 11,725 to 13,267 

in distribution. 

The industry average for an open rate of emails is 18.96%, and Travel Paso’s consumer e-newsletter is trending higher 
than the industry average with an open rate of 23.28%. The benchmark set forth was an increase of 25%, and with the 
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21. ANNUAL MARKETING REPORT

The monthly industry e-newsletters are currently trending at a 3% click-through rate (CTR). With the recent 

increase. 

Weekly Industry Eblasts
In March, Travel Paso began their Weekly Wednesday Watch List email campaign. This weekly email campaign enabled 
Travel Paso to communicate with hotel and tourism partners about upcoming events and opportunities, with the list 

to include the greater list of local travel and tourism partners (i.e.-restaurants, wineries, tour companies, etc.) on the 
second and fourth Wednesdays. 

The open rate for these emails has far exceeded the industry average of 18.96%. To date, with our Paso Robles Hotels 
list, we have seen an open rate of 34.6% and a CTR of 4.15%. 

Our Hotel and Tourism Partner list has also seen an increase with an open rate of 32.5% and a CTR of 0.79%.
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22.TRAVELPASO.COM

Tour and Travel Trade Shows
Travel Paso assisted Destination Manager Amanda Diefenderfer with marketing materials for her attendance and participation 
at the following shows: 

Strategic Partnerships
Travel Paso continues to build key marketing relationships with local, county, regional, state and international tourism partners 
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AWARENESS 

INTEREST 

CONSIDERATION 

INTENT 

BEHAVIORAL TARGETING 
Travel/Destination User 

Interest Layers 

 SEARCH ENGINE MARKETING 

SITE RETARGETING 

DEMAND GENERATION TARGETING 

Acquisition 

Cross-Devise Geo/Demo Targeting, Contextual 
Category Targeting, Keyword Contextual Targeting, 

etc. 
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Timeline     About     Photos   Reviews    Insider Tips    More 
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GL # Notes
INCOME PROJECTIONS 2015 Feb - June Income

1100
Projected 2% BID Revenue (Feb 

2013 - Jan 2014) 277,303.00$
2015 Projected BID was derived from 2014 BID Income or 

7% growth over previous year
1101 7% projected increase 19,411.21$ To date growth has averaged 11.2%

1200  Cash Rollover 60,000.00$

See attached projected rollover for reference - this is a 
conservative estimate, prorated for 41% for short term 

budget
1300 Cash Reserves 10,000.00$

Total 366,714.21$

Expenses
 Feb - June 
Expenses

% total 
budget

2100 Admin 900.00 0.25% Storage, misc. administrative costs

2200 Destination Manager 27,600.00 7.53% Retainer for destination manager contract, mileage costs

2400
Sponsorships/Community
Support/Partnerships 70,600.00 19.25%

Shows an annual 17% growth over previous year. Includes 
partnerships with Visit SLO County, Savor the Central Coast, 

Chamber of Commerce, Main Street Association, CCTC, 
PRWCA, PCCHA, WiVi, Garagist Festival and funds for 

unplanned requests

2500 Brand Identity (Visual) 95,000.00 25.91%

Includes photography, Discovery Guide printing, Billboard 
lease and maintenance costs, firm fees and retainer, 

trademarking fees

2600 Digital Marketing 30,000.00 8.18%

Accounts for website maintenance and updating for new 
logo, blog and eblast fees, and social media and digital 

marketing support from the contracted firm

2700 Advertising and Media Buys 60,000.00 16.36%

11.9% increase in ad spend, focus will be on targeted digital 
advertising that will also allow tracking of target audience's 
online behavior. Also includes budget for billboard and print 

advertising as well as reactive opportunities and the firm's 
commission fees

2800
Public Relations and Media 
Relations 56,500.00 15.41%

Includes travel, accommodations and dining costs for media. 
Allows for two group FAM visits to the area, press release 

distribution, travel costs for the Destination Manager to 
attend two Visit CA media shows and the firm fees for the 

contracted firm's retainer

2900 Trade and Sales Outreach 9,200.00 2.51%

Include travel, lodging and registration costs for NTA, 
International Powwow, Visit CA Outlook Forums. As well as 

budget to host Visit CA and CCTC FAM trips.

3000 Consumer Shows 5,000.00 1.36%
Allows budget for booth décor, travel and lodging costs at 

Sunset Celebration Weekend and Savor the Central Coast

3100 TPRA Event Costs 1,000.00 0.27%

Incorporates opportunity for professional development and 
communication of the new marketing plan to all 20 

contributing hotels

TOTAL EXPENSES 355,800.00
Cash Reserves 

4001 Cash Reserves $10,000.00

Contingency

5001 Contingency Fund (unallocated) $914.21

Contingency fund reflects unallocated funds less $10,000 
reserves - other contingency funds noted in GL catgories 

total:

TOTAL Budget $366,714.21 Total expenses, contingency and $10,000 reserves

TPRA 2014-15 
BUDGETED P&L 
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CC Resolution No. 14-174   Page 1 of 2

RESOLUTION NO. 14-174 
 

A RESOLUTION OF THE CITY COUNCIL OF THE CITY OF PASO ROBLES ESTABLISHING  
A NOTICE OF INTENT TO HOLD A PUBLIC HEARING FOR 

THE PURPOSE OF CONSIDERING THE 2015/16 ANNUAL 
 RENEWAL OF LEVY FOR THE PASO ROBLES TOURISM AND LODGING  

PROMOTIONS BUSINESS IMPROVEMENT DISTRICT  
PURSUANT TO THE PARKING AND BUSINESS IMPROVEMENT AREA LAW OF 1989 

 
WHEREAS, the Paso Robles Tourism and Lodging Promotions Business Improvement District (BID) was formed via 
Ordinance 952 N.S. by the City Council in December 2008, and the BID became effective January 16, 2009; and 
 
WHEREAS, the BID is now commonly known as the Travel Paso Robles Alliance (TPRA); and  
 
WHEREAS, the BID levy has a fiscal year of February 1 to January 31 which does not align with the City’s fiscal year of 
July 1 to June 30; and  
 
WHEREAS, at its special December 5, 2014 meeting, the TPRA Advisory Committee recommended the release of the 
annual report for the 2014/15 fiscal year, proposed a scope/budget for the upcoming 2015/16 year, and recommended 
the continued levy of the BID assessment for a length of five (5) months to align the BID’s fiscal year with the City’s; 
and  
 
WHEREAS, the annual report of the professional marketing services and financials associated with the 2014/15 
marketing year is available for public inspection; and  
 
WHEREAS, under the projected scope of service and budget for fiscal year 2015/16, the amount of the BID 
assessment is recommended to continue at the two percent (2%) amount and be collected in the same manner for an 
additional five (5) months through June 30, 2015; and 
 
NOW, THEREFORE, BE IT RESOLVED, that the City Council for the City of El Paso de Robles does hereby resolve, 
determine and find as follows: 
 
Section 1. The recitals set forth herein are true and correct; and 
 
Section 2.  The boundaries of the area to be included in the District are to remain unchanged and are the boundaries 
of the City of El Paso de Robles; and 
   
Section 3.  The types of activities proposed to be funded by the continued levy of assessments on businesses in the 
District are those activities that will promote tourism and the local tourist lodging establishments; and 
 
Section 4.  The City Council intends to levy an annual assessment on all tourist lodging establishments within the 
District, to pay for all improvements and activities of the District, except where funds may otherwise be available, 
continuing for a special shortened length of five (5) months to realign the District’s fiscal year February 1 – January 31 to 
July 1 – June 30.  As used herein, the term "tourist lodging establishments" shall mean hotels, as defined in Section 
21.08.250 of the Paso Robles Municipal Code, but not bed and breakfast establishments, as defined in Section 21.15.220 
of the Paso Robles Municipal Code, nor campgrounds or recreational vehicle parks. The method and the basis for 
levying the assessment on such tourist lodging establishments within the District shall be as follows: An assessment will 
be levied annually against tourist lodging establishments to pay for the improvements and activities within the District 
and will be collected in monthly installments or such other installments as determined by the City Council. The 
proposed assessment is to be levied on all tourist lodging establishments within the District boundaries based upon two 
percent (2%) of the rent charged by the operator per occupied room per night for all transient occupancies. "Transient 
occupancy" shall mean the use or possession, or the right to the use or possession, of any room or rooms or portion 
thereof, in any hotel for dwelling, lodging or sleeping purposes, for a period of thirty consecutive calendar days or less. 
Transient occupancies by federal government employees on government business will be exempt from the levy of 
assessment. Extended stays, defined as more than thirty (30) consecutive calendar days, shall be exempt from the levy of 
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