San Luis Obispo County
Tourism Business Improvement District Advisory Board
(CBID)

Board Meeting Minutes
June 22, 2022, 12:00 p.m.
Cambria Pines Lodge

DRAFT UNTIL APPROVED

SLO CBID Members Present:

Board: Bram Winter, Mike Hanchett, Gary Setting, Aaron Graves, Matt Masia
County Liaison: Nikki Schmidt, CAO Cheryl Cuming

Absent: Laila Kollmann

Guests: Eric Parker (SLO CAL), Ann Balboa|Orange 22, Kirstin Koszorus|K2 PR (via
Zoom)

Call to Order
Bram at 12:07pm

A motion was made by Mike Hanchett and seconded by Aaron Graves to add SLO
CAL letter regarding federal employee lodging per diem rate to the agenda. With no
further discussion, the motion was approved by a unanimous vote.

Public Comment
None

Presentations

Kirstin Koszorus of K2 PR introduced herself and shared her history at Colorado
Tourism and Turner PR. The board asked about her familiarity with SLO and she
noted a 7-day visit starting June 24. They discussed some concerns of the PR lead
living out of the area. CAO Cuming said that there will be an expansion of Katie’s
role to ensure coverage with visiting journalists. The board said they are excited to
meet Kirstin.



Administrative Items
Roll Call: Bram Winter, Gary Setting, Aaron Graves, Matt Masia and Mike Hanchett
are present.

Consent Agenda: A motion was made by Mike Hanchett and seconded by Gary
Setting to approve the May 18 minutes. With no further discussion, these minutes
were approved by a voice vote of the Advisory Board.

Financials: CAO Cuming confirmed that the financials remain strong at 47% above
2019 and 20% above 2021.

Upcoming Events/Deadlines
e Next board meeting dates are July 27 and August 24 at Cambria Pines Lodge.
It will be determined if the August meeting date is needed.

Discussion Items

Strategy & Topic Discussion

e 22|23 Media Plan: Ann Balboa presented the plan. The board is very
excited about the continued strategy and results being driven; it was noted
that all stats are better than last year with the same investment. Mike
thanked Ann and her team for their efforts. Matt inquired about CTV
production requirements and CAO Cuming confirmed that Josh will be
involved. Aaron likes the Amazon “walled garden” opportunity. Bram
questioned how the effectiveness of CTV will be gauged and Ann confirmed it
will be measured through engagement. Ann mentioned a possible expansion
of CTV with an additional investment of $50,000 as noted on the media plan.
The board said they are interested in continuing the test and will determine
later this year if an additional investment would be prudent. Mike noted that
a 10% addendum could be executed to provide funding if needed. Aaron
asked about the cost per engagement for CTV and Ann said 1.25M
impressions are projected with a current YouTube test as low as 3 cents per
engagement. The board is in full support of Ann’s plan and excited for the
new programs and enhanced programmatic management with Mike Kocher.

Marketing & Stewardship Travel for Good
e Roll-up Report: CAO Cuming noted that the May roll-up report was included
in the board packet. There were no questions.
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How are we doing in 2022?
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Jane?
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CBID 2023 Media Strategy - Rolling
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THE Continued Strategy:
Continued optimization/refinement of successful strategies and tactics, test new ideas in keeping with our imperatives and initiatives

Drive Traffic & Engagement I To Targeted Audiences [ .~ ‘I’n'(';gra"t”; d‘h‘;;{ha While Testing new ideas and | While harnessing Cookie-
to Educate, Inform & Amplify in SF & LA Geo'’s = ‘ LFA Programs less targetina Strateaies
KP1 1: KPI Time on Site KP12: Cost per Engagement KPI 3: Cost per new Name

e Programmatic — Smart - -

Google Ads (SEM and P'E";'I:‘g"r“m;ﬂ[ brand | targeting, Retargeting & Ganelles, | Secial to Ampliy and CRM matching to

Discovery Ads) i i Scale Incl Native, continue the story, increase Emails
StoryTelling Quality Contextual Privacy drive CRM

Optimization +Learning. Meet or Beat KPI's. Google Analytics, Site stats, Pixels, 1rst Party Data overlays

“Best of rolled out as LFA Co-op Programs, 50/50 Match, bigger budget this year, possible CTV

Outcome: An integrated media program, well balanced between data-driving and content rich solutions that will drive deeper consideration

for H1IDR and give return in value.
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Google Ads was our top source of
traffic slightly ahead of Organic
Search at 3x efficiency of all media.

© 2022 Orange22 Inc. All Rights Reserved.

YOU TUBE CTV TEST
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Parameters Media Tactics & Delivery for FY’23
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S=== Timing
=

=== Targeted

===—- Budget

4+ New Major Tactics

===
KP1 I
=] /Value

0
Social, Programmatic
(including better Native
Contextual &
walled
garden)
YouTubeVideo+ CTV

lay Matchups
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List Who is
Mike Kocher?

Mike will bring national-level sophistication of programmatic via
his company, Northwest Media Partners (NWMP).

Search [Geo Pre- [Social + Premium Travel; Retarget-
mium Millineals White List for ing

Enewsletters

Mike will test new Native, Whitelisted eNewsletters and Walled

«Google - °LaTimes .Facebook sTrade-Desk °Travel & Leisure,  .Trade-  VisitCal «You- Garden tactics - with sophistication beyond what we've been
SEMand °SFGate .instagram Northwest °Travel Channel, Desk -SLOCal Tube getting.
DISEeEy GLKICK sl 'Ip-acnzly PIZ'neL drelEes S Mike has been a regional manager overseeing digital platforms
*Pii £ *Readers digest D
2is [PIHES Pann.ers' «Smarter Trgvel book Amazon at companies like Whitepages and Programmatic Platforms like
+YouTube *YouTube  +MediaMath S «CTV and Prime Dstillery for over a decade before he launched NWMP.
Video *Amazon N *Hulu
*Zemanta, +For Awards and letters and Mike is a critical asset to Orange22, deeply partners with us, and
«StackAdapt other ads <Amazon Others makes our menu of services remarkably more effective - allowing

our clients to get on high minimum $ exchanges at a lower cost.

Mike has 4 kids, likes eggs benedict, enjoys skiing, is a
data nerd and sucks at Golf

g g iy

CTV Examples

o Premium CTV -reach
targeted streaming viewers
watching content from
premium networks such
Amazon Prime, Hulu, Peacock
and live events such as NFL,
MLB, F1 Grand Prix, Masters
Golf, Grammy Awards,
Academy Awards, etc.
Additionally, we'll be working
with Magnite/SpotX to build a
PMP Deal targeting specific
travel content from networks
such as Travel Channel and
Conde Nast Traveler.




Native & Contextual Contextual Targeting Examples

eNewsletter
Example
[ J

Retargeting More Deeply

Mike will help CBID == e

retarget site visitors

within Native, S="=Northwest

Connected TV and cdia partners

email newsletters. = =

Example: State
Beaches Video to
retarget using learnings
that it’s one of the
better performing
videos in other media.
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Media Flow Chart Incl. Option for >CTV

SFGate Stories Update For LFAs ==

Stories drove millions of impressions, thousands of clicks and most impressively, over 7
minutes time spent for our LFA’s who used them.

Most recently Oceana/Nipomo’s story readers spent <7 minutes on the story (the
industry average hovers around 1 minute!) and received over 10k engagements
including hot interest in the sand dune SVRA page and the wineries link.

For Avila, The promotion was very strong ending with over 2 Million impressions and
6,646 engagements, far overdelivering on our minimum goal for the whole flight.
Impressive average time spent at over 7 minutes!

See links here for further results. Avila. O/N

On the Next page are the new “tiers” offered by SFGate. This is still in negotiation.

Program Overview

SFGate Co-Op Editorial Features

The StoryStudio’s High Impact Layout is a fully customized
immersive and interactive experience created for you.
These visually captivating stories draw readers in and
typically generate longer reading times and higher
engagements.

We can create a customized template for DH1 + LFA
editorial stories, or we can create a different template
for each story based on the content’s topic. The following
creative concepts include examples of different High
Impact Layouts we can leverage for each story based on
their topic. These layouts are merely thought starters and
meant to provide an example of how we could visually
present each concept.

Additionally, in partnership with DH1 and their partners,
The StoryStudio can create customized interactive
quizzes, maps, infographics and more to accompany the
stories.

21

Program Overview

SFGate Co-Op Editorial Features

The StoryStudio’s High Impact Layout is a fully customized
immersive and interactive experience created for you.
These visually captivating stories draw readers in and
typically generate longer reading times and higher
engagements.

We can create a customized template for DH1 + LFA
editorial stories, or we can create a different template
for each story based on the content’s topic. The following
creative concepts include examples of different High
Impact Layouts we can’leveérafe d6tedéRstél) based oRy
their topic. These layouts aget ihérehpthopdhii starters and
meant to provide an exampie,pleigyene ARddafsHIYstory
present each concept. it editorial voice.
Additionally, in partnership (VHY BFHQRS %ﬂ%ﬂ?@fl to
The StoryStudio can create bustomitedontractiveum
quizzes, maps, infographicyzerfoereata@ecompany the

stories. ©  Click Here for example




Action Items

PR Scopes:

Kirstin Koszorus PR lead: CAO Cuming shared the scope of work for K2PR and
reference checks. All references were stellar with high marks from journalists and
past clients. A motion was made by Aaron Graves and seconded by Mike Hanchett
to accept the scope of work with K2 Public Relations for June 27, 2022 through June
30, 2023, totaling $54,000. Breakdown is $48,000 for services (at $4,000 per
month) plus $6,000 for future media missions. CAO Cuming noted that the
immersion expenses will be covered in the visiting journalists/media missions
expense line item. Nikki inquired about visiting journalists and it was noted that the
22|23 fiscal year has $48,136 budgeted anticipating approximately 30 VJ]s within
the next 12 months, with reimbursement of these V] expenses submitted through
Kirstin. With no further discussion, the motion passed by a unanimous voice vote.

Hilary Townsend PR Immersion & Media Missions: Scope includes Hilary’s
involvement with Kirstin’s immersion, as well as the Travel Classics and SATW
media missions in September 2022. A motion was made by Gary Setting and
seconded by Aaron Graves to approve the scope as presented with a budget of
$7,500. With no further discussion, the motion passed by a unanimous voice vote.

Katie Sturtevant Media Relations/V] hostess: As a Visiting Journalist greeter, Katie
will ensure Highway 1 has the local connection for visiting journalists. It is
estimated there will be 30 in 22|23. A motion was made by Mike Hanchett and
seconded by Gary Setting to approve the scope as presented with a budget of
$10,000 for 12 months. With no further discussion, the motion passed by a
unanimous voice vote.

LFA 22|23 Budgets:

CAO Cuming confirmed that all seven LFA boards have prepared and approved their
22|23 LFA budgets. Aaron asked if there were any red flags and CAO confirmed
there was not. Bram asked what is different and CAO confirmed that budget
categories are the same as 21|22 and percentage of budgets in line with past fiscal
year budgets. The board discussed LFA infrastructure project funding and the
importance that there is a direct, data-supported nexus to tourism. A motion was
made by Gary Setting and seconded by Aaron Graves to support the LFA budget
direction and acknowledge the LFAs efforts to be fiscally prudent, approved the
budgets as presented. CAO Cuming will prepare a 1-page summary of all 22|23 LFA
budgets for board reference. With no further discussion, the motion passed by a
unanimous voice vote.

LFA Imperative Addendum with Orange22:
CAO Cuming presented the Orange22 addendum for media placement and
management services for the 22|23 LFA imperative program. The 7 LFAs have



committed $74,750 overall; the CBID has budgeted $50,000 for matching funds as
well as an additional $8,550 for Orange 22 management fees. A motion was made
by Mike Hanchett and seconded by Matt Masia to approve $83,300, $74,750 of LFA
funds and 8,550 of CBID funds. CAO Cuming noted that the $50,000 in CBID
matching was approved at the May meeting within the 22|23 budget and noted that
the total LFA imperative investment is $124,750 ($74,750 LFA funds and $58,550
CBID funds). With no further discussion, the motion passed by a unanimous voice
vote.

SLO CAL'’s Coalition Per Diem Advocacy Letter:

The draft letter was shared with the board. It notes that the federal GSA rates for
short-term lodging in SLO County are currently set at $124 per night, while
neighboring counties with similar cost of living are at $177 (Santa Barbara County)
and $166/$240 offseason/peak (Monterey County). Nikki asked the board if the
rate is an issue and the board confirmed it is and needs to be increased. Matt
provided additional details on the impact and Aaron noted that it needs to be closer
to current ADR. It was asked if this letter was going to US Senators and Aaron
noted he is meeting with state senators next month. Bram supports an increase at
county, state and federal levels.

A motion was made by Mike Hanchett and seconded by Gary Setting to approve the
letter with suggested edits. With no further discussion, the motion passed by a
unanimous voice vote; Aaron Graves abstained.

Local Fund Board Members
None

Local Fund Area Applications
Edna & AG Valley Big Red Marketing: A motion was made by Gary Setting and

seconded by Mike Hanchett to approve $30,060 for the annual marketing contract
for EV AGV with Big Red Marketing. With no further discussion, the motion passed
by a unanimous voice vote.

Closing Comments
None

Future Agenda Items
e July: Event matching funds policy; 22|23 content and website strategy, Lori
Ritchey; WMT funding

Adjournment

The meeting was adjourned at 1:39pm



