
 
TO:  James L. App, City Manager 
 
FROM:  Meg Williamson, Assistant City Manager 
 
SUBJECT: Professional Marketing Service Contract Extension – AugustineIdeas 
 
DATE:  January 20, 2015 
 
NEEDS: For the City Council to consider authorizing a 5-month extension of the 

marketing service contract with AugustineIdeas on behalf of the Travel Paso 
Robles Alliance (TPRA).  

  
FACTS:     1.     Initiated by local hoteliers, the Travel Paso Robles Alliance (TPRA) marketing 

efforts began   approximately four years ago with the commencement of a two 
percent (2%) Business Improvement District assessment on hotel stays.   

 
                 2.  The BID assessment must be used specifically for marketing initiatives that 

promote the Paso Robles area and the TPRA helps guide those marketing 
strategies through development of a Marketing Plan.   

 
                3.   To assist in the execution of the annual Marketing Plan the City engages the 

services of a professional marketing firm to work directly with the TPRA 
Advisory Committee.    

 
4. The City entered into a marketing services contract with AugustineIdeas (AI) 

in September 2013.  The current contract with AI extends through January 
31, 2015.      
 

5. A “contract review” subcommittee of the TPRA was formed to evaluate the 
service performance of AugustineIdeas since September 2013, and the 
subcommittee has recommended extension of AI’s contract.  See attached 
memo dated November 25, 2014.   

 
6. On January 6, 2014 the City Council extended the BID assessment levy 

through June 30, 2015 and approved the TPRA’s recommended 5-month 
Marketing Plan (scope) and Budget.    

 
7. A 5-month extension of the AugustineIdeas marketing services contract is 

proposed.  This extension would be aligned with the short renewal of the BID 
assessment through June 30, 2015.  
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ANALYSIS & 
CONCLUSION:  The City provides administrative support and coordinates tourism / 

hospitality efforts with the TPRA. Further, a contracted Destination 
Manager serves to assist in formulating long term marketing strategy goals 
for the BID funds.  However, to fully implement the recently adopted 
strategic marketing goals for Paso Robles, it is necessary to engage 
supplemental professional marketing agency services.      

  
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..   

FISCAL 
IMPACT: The contract costs for AugsutineIdeas’ marketing services associated with 

the defined 5-month work scope is $158,131. 
 

All costs associated with professional marketing contracts will be 
accommodated within the (projected) 5-month 2015 BID assessment 
budget.  There is no General fund fiscal impact as a result of entering into 
a professional service contract with AugstineIdeas.  

 
OPTIONS:          a.  For the City Council to adopt Resolution No.15-XXX authorizing the City 

Manager to enter into a professional service contract with AugustineIdeas 
on behalf of the Travel Paso Robles Alliance (TPRA) Committee to 
execute marketing strategies for Paso Robles.     

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

1. Memo from TPRA Contract Review Subcommittee, dated November 25, 2014 
2. Resolution authorizing the City Manager to extend  service contract with 

AugustineIdeas 
3. Marketing Work Scope / Budget  
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Review of Augustine Ideas Contract
November 25, 2014 

For contracted services February 1 – October 31, 2014 

Review Committee:
Victor Popp 
John Arnold 
Margaret Johnson 

Support:
Amanda Diefenderfer, Destination Manager 

Feedback: 
The Travel Paso Robles Alliance appointed contract review committee met to review the contract with 
Augustine Ideas covering the period of February 1 – October 31, 2014. At initiation of this contract 
specific Measures & Results were specified on page 27 of the “2-Year Strategic Marketing Plan.” These 
were created to measure the success of programs in the first fiscal year 2014/2015. 

Through the review process, Augustine Ideas was assessed for their work in the following areas: social 
media, consumer newsletter, website traffic, public relations, measures of the Paso Robles destination 
overall sentiment and general response to the needs of the Travel Paso Robles Alliance. The following 
information is based on both comparison to the specific numerical goals outlined in the Measures & 
Results and in overall qualitative assessment of their service of the contract. 

Social Media – Augustine Ideas is on track to exceed or has already exceeded expectations of all 
specific measures noted in the Strategic Marketing Plan. Of the goals they are measured against, daily 
total impressions seems to show the weakest growth; however, the growth in engagement, total fans 
and multi-platform participation supports the belief that the social media strategy has been effective 
in reaching potential visitors. This area has by far been the strongest of all services provided by 
AugustineIdeas. It was noted that in future strategy and efforts it be considered that perhaps emphasis 
in this area has exceeded the needs and consider redirecting some resources from these efforts to 
focus on weaker areas, particularly the website.  

Consumer Newsletter – The efforts in support of the consumer newsletter have already or are on 
track to meet expectations noted in the Strategic Marketing Plan. Strengths include the recent 
integration of the new design and the previously discussed addition of a multi-contact new acquisition 
strategy. In looking forward it was noted that there could be improvement in the click through rate 
with the hope to support growing website traffic numbers. 

Website Traffic – To date this area has reflected the largest struggle and currently does not meet 
expectations of the Strategic Marketing Plan. There is recognition that traffic specific to the Lodging 
page has grown; however, as the efforts are to market Paso Robles as a well-rounded destination there 
is a need to turn around the trends currently seen in the website traffic and reflect positive year over 
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year trends. It is appreciated that AugustineIdeas has taken a proactive approach to addressing this 
challenge as reflected in the newly proposed digital advertising strategy.  

Public Relations – In the area of public relations, Augustine Ideas has or is on track to exceed 
expectations noted in the Strategic Marketing Plan. It was noted that for future FAMs they would like 
to see larger number of journalists for the group FAM tours than was experienced in October. 
However, overall traction from the results of the FAM tours has been very strong.  

Destination Sentiment – Included in the Strategic Marketing Plan was an assessment of the overall 
sentiment about the destination specific to review sites. The committee recommends that 
AugustineIdeas expand this program with the goal to more specifically target and influence the visitor 
experience. For example, create a survey that guests can access after their stay, then use this feedback 
to develop targeted educational programs for frontline staff. 

Overall Service – In addition to the items noted in Measurements & Results of the Strategic 
Marketing Plan, the contract review committee also discussed the overall service offerings of 
AugustineIdeas. It was noted that their responsiveness, flexibility and commitment to the varied needs 
of the Travel Paso Robles Alliance has exceeded expectations. While their location is out of the area 
they have proven to be highly accessible and have established regular lines of communication to 
ensure they receive information in a timely manner. 

Reviewing the whole of the services received by AugustineIdeas, the contract review committee 
recommends renewing the contract to continue services. There are opportunities for improvement in the 
area of website traffic but overall service has been very strong and we believe that through continued 
evolution of the marketing strategies and developed understanding of the region will lend to year over 
year improvements with progress towards the overall goals of the Travel Paso Robles Alliance. 
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RESOLUTION NO. 15-XXX 
 

A RESOLUTION OF THE CITY COUNCIL OF THE CITY OF PASO ROBLES 
AUTHORIZING THE CITY MANAGER TO EXTEND THE PROFESSIONAL SERVICE 

CONTRACT WITH “AUGUSTINE IDEAS” FOR MARKETING SERVICES ON BEHALF OF THE 
TOURISM AND LODGING PROMOTIONS BUSINESS IMPROVEMENT DISTRICT  

THROUGH JUNE 2015 
 

 
WHEREAS, at the request of the lodging industry within Paso Robles, the Business Improvement District (BID) was 
created by Ordinance 952 NS in December 2008 and has been renewed annually by City Council action; and 
 
WHEREAS, the City Council formed a seven (7) member BID Advisory Committee (also known as the Travel Paso 
Robles Alliance, or TPRA) and adopted bylaws under which that group would operate to implement tourism and 
promotion goals associated with the collection and spending of the two percent (2%) BID tax; and 
 
WHEREAS, the TPRA oversees and guides the direction of BID fund spending and City staff provides fiduciary and 
administrative support; and 
 
WHEREAS, the TPRA cannot, as an entity themselves, enter into contracts or make direct purchases, but the City can 
act as agent for those identified needs; and 
 
WHEREAS, to assist in the execution of the annual Marketing Plan the City engages the services of a professional 
marketing firm to work directly with the TPRA; and  
 
WHEREAS, in September 2013 the City entered into a marketing services contract with AugstineIdeas and that contract 
extends through January 31, 2015; and  
 
WHEREAS, on January 6, 2014 the City Council extended the BID assessment levy through June 30, 2015 and 
approved the TPRA’s recommended 5-month Marketing Plan (scope) and Budget; and  
 
WHEREAS, a 5-month extension of the AugustineIdeas marketing services contract is proposed to align with the short 
renewal of the BID assessment through June 30, 2015.  
  
WHEREAS, Augustine Ideas has the requisite experience to assist in the achievement of City and TPRA marketing 
goals;  
  
WHEREAS, the BID assessment is being collected on a monthly basis and will accumulate in a separately maintained 
fund to cover anticipated marketing service expenditures; and 
 
THEREFORE BE IT HEREBY RESOLVED that the City Manager is authorized to extend the professional service 
contract with AugustineIdeas, on behalf of the Travel Paso Robles Alliance, for services associated with tourism and 
marketing of Paso Robles as a destination location as described in the attached Exhibit A (Scope of Work) and B 
(Budget). 
 
ADOPTED by the City Council of the City of El Paso de Robles at a regular meeting of said Council held on the 20th 
day of January 2015 by the following vote: 

AYES:  
NOES:  
ABSENT:  
ABSTAIN: 

   
  Steven W. Martin, Mayor 
ATTEST: 
 
 

  

Caryn Jackson, Deputy City Clerk   
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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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Budget Category Recommended 2015
2015 Media/Communications Plan $2,500.00

Monthly Strategy & Management 
Brand Management: $4,500 per month $22,500.00

Public Relations Monthly: $5,000 per month $25,000.00
Social Media Management:$3,000 per month $36,000.00

Digital Marketing Management: $1,500 per month $7,500.00

Paid Media (net)
Media Commission $8,191.00

Creative Production 
Creative time for all specified design projects $50,000.00

Other Costs
Wire Fees (4) $1,440.00

Spring FAM Tour Time $5,000.00

TOTAL $158,131.00
Revised 11/26/14

Augustine Ideas 2015 Contract Fees
Proposed 2015 Marketing Budget (February-June)
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