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2015-16 GOALS & OBJECTIVES 

STRATEGIC 

¶ Increase Midweek Business & Overall Occupancy 
¶ Expand Into Niche Markets 
¶ Maximize Our Business & Industry Partnerships 

 

OPERATIONAL 

¶ Addition of a Part-Time Sales Person 
¶ Lifestyle Research 
¶ Automate the Lead & Promotion Process 
¶ Increase Alternative Revenue Streams 
¶ New Experiential Website 
¶ Simplify the Purchasing Process 
¶ Expansion of Public Relations 
¶ Morro Bay Image Building 
¶ Expansion of Photo & Video Library 
¶ Education & Training 

 
HOW DID WE ACHIEVE THESE GOALS? 

The Morro Bay Tourism Bureau was able to reach spe-
cific strategic goals and objectives related to both areas 
of strategic and operational through the following ave-
nues: 

¶ Marketing 

¶ Public Relations 

¶ Sales 

 
The majority of the operational goals were able to be 
realized through internal and external planning and 
strategy. With the help of the Board of Directors, inter-
nal staff, agencies and outside organizations and ven-
dors,  the Morro Bay Tourism Bureau was able to 
achieve these goals within a reasonable schedule. 
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FESTIVAL & EVENT SUPPORT 

Through funding from the City of Morro 
Bay, we distributed $10,000 in event  
support this year to: 

¶ Morro Bay Surfboard Art Festival 

¶ MerchantΩs Street Fairs 

¶ Morro Bay Triathlon 

¶ Sam Boyd Wrestling Tournament 

In addition to this, the Morro Bay Tourism 
Bureau provided $25,000 in event support 
for the 2015 Morro Bay Harbor Festival, 
plus is distributing funds to: 

¶ 10th Annual Morro Bay Kite Festival 

¶ Morro Bay Bands on the Run 

¶ CruisinΩ Morro Bay Car Show 

¶ Central Coast Maritime Museum San 
Salvador Project 

¶ SLO Cow Parade (partnership with the 
City of Morro Bay) 

All of the supported events helped bring 
overnight business or will cultivate busi-
ness in the way of attendees, spectators 
and vendors. In addition to that impact, it 
also assisted in increasing revenue for 
sales tax businesses. 

MORRO BAY ADVENTURE PASS 

Successfully launched the Morro Bay Ad-
venture Pass in May 2015 to increase the 
number of overnight rooms in Morro Bay 
from 1.5 to 2-3 nights. 

As of today, there have been over 100 
passes sold, $5,000+ in revenue and more 
than 14 sales tax businesses & 37 lodging 
properties impacted by this product. 

90% of the purchasers and/or recipients of 
the Morro Bay Adventure Pass have over-
nighted in Morro Bay for at least 2 nights 
(based on dates of redemptions). 

MORRO BAY FEATURED IN  
VISIT CALIFORNIA COMMERCIAL 

With the help of our local Visit California 
liaison, Noreen Martin, the team at Visit 
San Luis Obispo county and our ongoing 
relationship with the Visit California, Mor-
ro Rock & Morro Beach was featured the 
Visit California Average JoeΩs Commercial 
that began airing in October 2015 in the 
United States and then across the globe! 

 

 

 

 

 

 

 
 

 
MORRO BAY WEEKENDER 

The Morro Bay Weekender Weekly Email 
Launched October 15, 2015 

¶ Sent to approximately 14,000 sub-
scribers 

¶ Intent to inspire travel to Morro Bay 
during the shoulder season 

¶ 14-16% average open rate 

¶ 300+ average clicks (within the email) 
– an increase of 105% 

¶ Assists in the visibility of the new 
MorroBay.org website 

¶ List management and clean up 

¶ Research data 

 

NEW MORROBAY.ORG WEBSITE 

The NEW MorroBay.org Website 
Launched December 10, 2015 

¶ 6 month project 

¶ Robust, Interactive & Responsive 
Website 

¶ Resolved the issue of maintaining (2) 
two systems 

¶ New features to highlight press re-
leases, events and deals & promo-
tions 

¶ New inspirational categorical menus 

¶ $30K Investment 

¶ Average 25,500 monthly visitors 

¶ 24%-30% increase 

 

2015-16 TOP ORGANIZATIONAL ACCOMPLISHMENTS 

INDUSTRY EVENTS 

Morro Bay hosted the Bay Area Travel 
Writers Board Retreat in March and 
North American Travel Journalist Asso-
ciation Familiarization Tour in April. 
We are excited about hosting the 
Amgen Tour of California this May and 
the Outdoor Writers of California Con-
ference this October. 

Hosting these events bring in exposure 
to Morro Bay as a viable destination 
for individuals and groups. The expo-
sure of these events exceed a value 
over $500K. 
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NEW BILLBOARD DESIGN 

In February, the billboard on Highway 1 
received a facelift. Mental Marketing cre-
ated the design around a photo donated 
by local photographer, Beth Sargent. We 
have had a positive response by both visi-
tors and stakeholders on the new design. 

DMO PARTNERSHIPS 

In March & April 2016, Morro Bay part-
nered with Yosemite Mariposa County on 
the Summit to Sea Adventure Passport 
program to boost mid-week overnights 
and capitalize on the spring break season! 

AMGEN TOUR OF CALIFORNIA 

In May 2016, the City of Morro Bay will be 
hosting the Amgen Tour of California for 
the first time. This event will bring interna-
tional coverage to Morro Bay and nearly 
300+ room nights, plus plenty of national 
& international exposure. 

 

2015-16 TOP ORGANIZATIONAL ACCOMPLISHMENTS 

SPORTS GROUPS 
Cuesta College Athletics  

¶ Established advertising sponsorship in July 2015 

¶ 11 leads generated since July 

¶ 1,080 estimated room nights, impacting 108 different teams 

 

Morro Bay High School 

¶ Established relationship with Athletic Department October 2015 

¶ Received 2 large leads Sam Boyd Youth Wrestling Tournament and Harding Invi-

tational basketball tournament 

¶ Estimated 1,085 room nights 

 

Morro Bay Recreation 

¶ Continued cultivating the relationship 

¶ Received 7 leads for tournaments for softball and baseball 

¶ 607 estimated room nights 

 

Morro Bay Pickle Ball Association 

¶ Established a relationship in June 2015 

¶ Received 2 leads for tournaments with inbound participants. 

¶ 80 estimated room nights 

 

Amgen Tour of California 

¶ Established host hotels for staff & entourage 

¶ Helped facilitate contracts between Morro Bay lodging and AEG 

¶ 200 estimated room nights 

¶ $21,000 estimated room revenue 

2015-16 SALES SNAPSHOT 

Leads Through March 2016: 32 Leads 

Total Estimated room Nights: 3,000+ 

Estimated Economic Impact: $343k+ (based on $112 ADR)    

3 



2015-16 SALES ACVITITIES 

TOUR GROUPS 
Affiliations 

¶ IPW (international) 

¶ American Buses Association (domestic 

& international) 

¶ National Tour Association (through 

Visit San Luis Obispo County) 

 

The Nature Corps 

¶ Established partnership In December 

2015 

¶ Currently conducts tours in Morro Bay 

and now connected to Morro Bay 

lodging properties 

¶ Initiated first promotion in February 

2015 using Morro Bay lodging  

 

Key Holidays 

¶ Partners with Amtrak and does tours 

to Hearst castle 

¶ Uses lodging in Paso Robles and San 

Luis Obispo 

¶ In process of putting together Morro 

Bay lodging options for 2016 -17 

 

Eagle Rider Motorcycle Tours 

¶ Has tour itineraries that depart from 

LA and San Francisco 

¶ In discussion about offering Morro 

Bay for an overnight in their tour 

package 

¶ Looking towards 2016-17 tours 

 

Car Clubs 

¶ Utilized existing database for  

California car club outreach 

¶ Fielding responses and interest for 

2016-17 trip planning 

 

Senior Groups 

¶ Provided room rates for two senior 

tour groups 

¶ Actively prospecting multiple senior 

tour groups in California 

 

 

OTHER GROUPS 
Reunions 

¶ Assisted 3 families in identifying host 

properties and venues 

¶ Morro Bay High School reunions 

¶ Identified and opportunity for room 

nights with one reunion this year 

¶ Coordinating with venues that hold 

reunions  

 

Corporate & Association Meetings 

¶ California Water Environment  

Association (CEWA) 

¶ 40 room nights 
 

¶ California Association of School  

Business Officials (CASBO) 

¶ 20 room nights 
 

¶ Bay Area Travel Writers (BATW) 

¶ 20 room nights 
 

¶ North American Travel Journalists 

Association (NATJA) 

¶ 44 room nights 

 

PROSPECTS FOR 2016-17 
¶ Project Surf Camp 

¶ Waste Connections Regional  

Quarterly Retreat 

¶ Advancement Via Individual Determi-

nation (AVID) board planning retreat 

¶ Sales Mission to Fresno cold calling 

several corporations 

 

EVENT ATTENDEE  

& VENDOR ROOM RATES 

¶ New YearΩs Eve 

¶ Winter Bird Festival  

¶ Rock to Pier Run 

¶ Cayucos Sea Glass Festival 

¶ Art in the Park 
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TRADE & CONSUMER SHOWS 

SLO Pride in the Plaza 

July 12 

¶ 50 email contacts 

¶ 500 Specials 

¶ 50 Visitor Guides 

 

Baby & Child Expo 

August 29 

¶ 150 email contacts 

¶ 500 Visitor Guides 

 

Central California WomenΩs Conference 

September 22 

¶ 100 email contacts 

¶ 600 visitor guides 

 

SAVOR the Central Coast 

 September 26 & 27 

¶ 114 email contacts 

¶ 250 visitor guides 

 

Los Angeles Ultimate WomenΩs Expo 

October 17 & 18 

¶ 300 email contacts 

¶ 1,500 Visitor Guides 

¶ 1,750 Specials 

 

American Bus Association Marketplace 

January 9 – мн 

¶ 15 Appointments 

¶ Picked up 5 additional. 

¶ 3 leads with potential for fall/ winter 

2016, Tripod Vacations, Day Tripper 

Tours and Day tripping Destination 

 

San Diego Amazing Pet Expo 

February 13 & 14 

¶ 100 email contacts 

¶ 360 Visitor Guides 

¶ 360 Specials 

Bay Area Travel and Adventure Show 

March 5 & 6 

¶ 380 emails contacts 

¶ 1,200 Visitor Guides 

¶ 1,200 Specials 

2015-16 SALES ACVITITIES 

PROSPECTIVE EVENTS 

Classic Motorcycle Show 

¶ Currently held in San Luis Obispo and is 

seeking new venue 

¶ Provided sight tours and identified a 

location and pricing for the venue 

¶ 800 -1,000 estimated attendees 

 

Yoga Festival 

¶ New unique 2-day event  

¶ Tentative October dates for 2017 

 

Outfound Sports Expo 

¶ New unique 2-day event consisting of 

all outdoor activities kayaking, biking, 

kite boarding and surfing 

¶ пΣллл – рΣллл attendees 

¶ Site tour scheduled in April 

¶ Late summer or fall 2017 

VISITOR GUIDE AD SALES 
¶ 23 total advertisers 

¶ 60% repeat advertisers 

¶ Total add sales of $9,210 

¶ Revenue covers 50+% expense 

INSIGHTS 

It is important to note that the select-

ed shows were selected based off of 

the market tiers established in the 

annual planning process.  

The strategy of each show is different 

depending on if it is consumer or 

trade. For consumer shows, the organ-

ization is making a face-to-face impact 

with potential customers to inspire 

travel to Morro Bay, to increase visibil-

ity and procure information for future 

communications. For trade shows, it is 

about establishing professional rela-

tionships with domestic & internation-

al tour & travel professionals to pro-

vide opportunities for individual & 

group travel for their customers. 
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TIER 1 MARKETS 

¶ Los Angeles 

¶ Central Valley 

¶ San Francisco 

¶ San Jose 

¶ San Diego 
 

LOS ANGELES 

Opportunity: There is a consistent (small) 
Summer Spike, June-August.  

Leverage midweek business during sum-
mer months and be prepared to promote 
fall travel during the summer season.  

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ Mobile 
 
FRESNO/CLOVIS 

Opportunity: There is a consistent (large) 
Summer Spike, June & July.  
 
Leverage midweek business during sum-
mer months and be prepared to promote 
fall travel during the summer season.  

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ Yahoo 
 
 

 

BAKERSFIELD 

Opportunity: There is a consistent (large) 
Summer Spike, June & July.  

Leverage midweek business during sum-
mer months and be prepared to promote 
fall travel during the summer season.  

Top Sources 

¶ Google 

¶ Direct 

¶ City site 

¶ Bing 
 

SAN FRANCISCO 

Opportunity: This area has consistent 
traffic throughout the year.  

Top Sources 

¶ Google 

¶ Mobile 

¶ Direct 

¶ City site 
 

VISALIA/HANFORD/TULARE 

Opportunity: There is a consistent (small) 
Summer Spike, June & July.  

Leverage midweek business during sum-
mer months and be prepared to promote 
fall travel during the summer season.  

Top Sources 

¶ Google 

¶ Bing 

¶ City site 

¶ Yahoo 
 

SAN JOSE 

Opportunity: This area has consistent 
traffic throughout the year. 

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ BANG 
 

SAN DIEGO 

Opportunity: This area has consistent 
traffic throughout the year.  

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ Yahoo 
   

 
INSIGHTS 

The cities/areas that are inland and not on 
the coast have similar patterns with sum-
mer spikes. The ones that are on the coast 
also have similar patterns.  

Weather and geography plays a big role in 
traffic to Morro Bay. Those areas not like 
Morro Bay have a higher frequency of 
travel, especially during the hotter months 
of the year, where the ones similar to us 
has more of a steady flow of traffic annu-
ally. All have one common thread: they 
are all drive markets to Morro Bay. 

2015-16 MARKET TIERS: PRIMARY 

The Morro Bay Tourism Bureau evaluated data from a number of different resources including hotels,  

motels, restaurants and retailers in Morro Bay. The organization cross-checked this information with the 

existing online data analytics and data derived from Visit California as well as information received from the 

agencies. This compilation of information helped form the market tiers the organization and its agency 

reaches out to today. 
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TIER 2 MARKETS 

¶ Sacramento (April-October) 

¶ Phoenix (April-October) 

¶ Reno (May-August) 

¶ Las Vegas (May-August) 

¶ Houston (May-August) 

 

Tier 2 are considered our seasonal mar-
kets for a couple of reasons. The budget 
does not allow us to consistently reach 
out to these markets throughout the year. 
Secondly and most importantly, these are 
more long-haul markets and their fre-
quency is less, other than during the 
hotter months of the year in their region. 

 

Sacramento 

Opportunity: Our biggest opportunity is to 
market to focus on marketing to this area 
April-October. Prior to April and post Oc-
tober, we see a drop off of traffic.  

Top Sources 

¶ Google 

¶ Direct 

¶ City site 

¶ Yahoo 
  

Phoenix/Mesa, Arizona 

Opportunity: Our biggest opportunity is to 
market to focus on marketing to this area 
April-October, especially during the hot 
months of the year. Prior to April and post 
October, we see a drop off of traffic.  

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ Bing 
 

 

 

Reno/Sparks, Nevada 

Opportunity: Our biggest opportunity is to 
market to focus on marketing to this area 
May-August. Prior to May and post Au-
gust, we see a drop off of traffic.  

Top Sources 

¶ Mobile 

¶ Google 

¶ Direct 

¶ City site 
 
 

Las Vegas, Nevada 

Opportunity: Our biggest opportunity is to 
focus on marketing to this area May-
August (during hot months). Prior to May 
and post August, we see a drop off of 
traffic.  

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ Bing 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Houston, Texas 

Opportunity: Although consistent traffic 
year-round, our biggest opportunity is to 
market to focus on marketing to this area 
May-August, due to weather & budget. 

Top Sources 

¶ Google 

¶ City site 

¶ Direct 

¶ Yahoo 
 

INSIGHTS 

All the cities/areas have one thing in com-
mon—extreme summer temperatures. 
There are a few differences that allow for 
Morro Bay to capitalize on reaching out to 
these markets: 

¶ Consistent flights into SLO & Santa 
Maria (Phoenix, Las Vegas) 

¶ Extreme summer temperatures (all) 

¶ Desert like conditions (Phoenix, Reno, 
Las Vegas, Houston) 

¶ Desire to visit coastal destinations 

¶ Houston has one differentiator—the 
state has the most ex-Californians 
living there 

2015-16 MARKET TIERS: SECONDARY 
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TIER 3 MARKETS 

¶ Australia 

¶ Canada 

¶ China 

¶ Brazil 

¶ Mexico 

 

According to Visit California, AUSTRALIA 
was CaliforniaΩs third largest overseas 
market to California with approximately 
589,000 visitors to California in 2014. It 
was surpassed by the U.K with 686,000 
visitors and by China with 996,000. Collec-
tively visitors from Australia spent approx-
imately $914 million in California. 

Australian visitors to California during 
2014 reported spending $173 per day dur-
ing a 9.0 night average stay or approxi-
mately $1,553 per visitor. The average 
spending for all overseas visitors to Cali-
fornia was about $1,872 ($153 per day; 
12.2 nights in California). 

This is a good market for Morro Bay as 
many travelers are seeking the off the 
beaten path destinations in the state. 
Morro Bay excels as far as the natural 
offerings which is a high appeal to this 
country as well.  

Morro Bay hosted an Australian media 
familiarization tour in March. There has 
been coverage on the destination and a 
desire to come back for additional cover-
age. 

 

CANADA had approximately 23,387,000 
visitors to the U.S. in 2013, 6.7%, or 
1,567,000 visited California.1 This was the 
highest annual volume of visitors to Cali-
fornia from Canada and represented an 
increase of 1.6% from 2012. 

With the Canadian dollar not being as 
strong, Morro Bay saw a slight decline in 
travel from Canada this year.  

 

In 2014 visitation from CHINA to California 
rose to a record high of approximately 
996,000, making China CaliforniaΩs largest 
overseas market.1 Collectively, visitors 
from China spent approximately $2.24 
billion in California. 

Visitors to California from China during 
2014 reported spending $138 per day dur-
ing a 16.3 night average stay or approxi-
mately $2,253 per visitor. The average 
spending for all overseas visitors to Cali-
fornia was about $1,872 ($153 per day; 
12.2 nights in California). 

Although many of those traveling from 
China to California are still remaining in 
the gateways, Morro Bay is seeing a small 
influx of travelers from this country. We 
are looking to do a China Readiness pro-
gram with area and state partners this 
next year. 
 

BRAZIL was one of CaliforniaΩs large over-
seas markets with approximately 220,000 
visitors to the state in 2014. Collectively 
visitors from Brazil spent approximately 
$442 million in California. 

Brazilian visitors to California during 2014 
reported spending $157 per day during a 
12.8 night average stay or approximately 
$2,008 per visitor. The average spending 
for all overseas visitors to California was 
about $1,872 ($153 per day; 12.2 nights in 
California). 

With BrazilΩs economy struggling, Morro 
Bay has seen a decline in traffic and will 
table the outreach of this market in 2016-
17. 

 

Air travelers from MEXICO represent one 
of the largest international markets for 
California with approximately 542,000 
visitors to the state in 2014. Collectively 
visitors from Mexico arriving in the U.S. by 
air spent approximately $526 million in 
California. 

Visitors from Mexico to California in 2014, 
who arrived in the U.S. by air, reported 
spending $135 per day during a 7.2 night 
average stay in California or approximate-
ly $970 per visitor. The average spending 
for all overseas visitors to California was 
about $1,872 ($153 per day; 12.2 nights in 
California). 

Morro Bay is seeing interest from this 
market in web traffic, but not a large con-
tingent of traffic from Mexico. We will 
table the outreach to this market in 2016-
17. 

2015-16 MARKET TIERS: INTERNATIONAL 

Based off of the existing online analytics, the Visit California international data 

and feedback from Morro Bay businesses and visitor center staff, the organiza-

tion was able to identify the following countries as opportunity for Morro Bay.  

Although the budget does not allow for the organization to provide direct and 

consistent outreach, the Morro Bay Tourism Bureau leverages the relationships 

with Visit California, Central Coast Tourism Council and Visit San Luis Obispo 

County to help fulfill outreach to these markets. 
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JULY 2015 

¶ Up 6.7% in revenue 

¶ Up 2% in occupancy 
 
AUGUST 2015 

¶ Down 0.035% in revenue 

¶ Down 1% in occupancy 
 
SEPTEMBER 2015 

¶ Up 14.4% in revenue 

¶ Up 1% in occupancy 
 
OCTOBER 2015 

¶ Up 10% in revenue 

¶ Up 1% in occupancy 

NOVEMBER 2015 

¶ Up 3% in revenue 

¶ Down 2% in occupancy 
 
DECEMBER 2015 

¶ Up 10% in revenue 

¶ Up 3% in occupancy 
 
JANUARY 2016 

¶ Down 4.5% in revenue 

¶ Down 4% in occupancy 

2015-16 OCCUPANCY & REVENUE NUMBERS 

INSIGHTS 

This fiscal year, the weather was the biggest factor 

impacting revenue and occupancy not just in Morro 

Bay, but the whole county.  

Historically September, November and January we 

see a drop in occupancy. Morro Bay is predomi-

nantly a family destination and the drops are seen 

when school is in session. 

Having this knowledge is an opportunity for tourism 

resources to be used to positively impact these 

months.  

2015-16 SALES REPORT (as of March 31, 2016) 

  YTD   YTD  

Advertising Partnerships  5 Adventure Pass    

Follow Up  95 Total Sales  65  

   Trade/Consumer Shows  7    Individual  14  

   Group Travel  10    Couple  28  

   Sports  41    Family  23  

   Meetings/Conf/Retreats  6     

   Weddings/Social  11 Adventure Pass Revenue  $1,718.82  

   Other  4 Visitor Guide Ad Sales  $9,210.00  

Prospects  216 Pay to Play Programs  $    0.00  

Leads  32 Total Alternative Revenue  $10,928.82  

Total Est. Room Nights  3,064     

Economic Impact (based on $112 ADR)  $343,168.00     
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2015-16 EXPENSES (as of January 31, 2016) 

BUREAU ADMINISTRATION   

Administration & Payroll  $   75,182.00 

Rent  $     5,600.00 

Insurance  $     1,121.00 

Utilities  $     1,298.00 

Supplies  $     1,696.00 

Computer & Communications  $     2,849.00 

Maintenance  $     1,205.00 

Travel & Entertainment  $        491.00 

Professional Fees  $    8,831.00 

Memberships  $    1,830.00 

Taxes & License  $    8,806.00 

Education  $            0.00 

   Total $ 108,909.00 

DESTINATION MARKETING   

Billboard  $     5,543.00 

Research  $              0.00 

Collateral & Promotional Items  $   23,895.00 

Print & Broadcast  $   13,796.00 

Web & Communication Tools  $     1,916.00 

Fulfillment/Postage  $   10,539.00 

Public Relations  $     7,368.00 

Tradeshows  $     5,831.00 

Road Shows  $   18,578.00 

Community Event Support  $   25,050.00 

JackRabbit Booking Engine  $     9,600.00 

Advertising Sponsorships & Partnerships  $  29,066.00 

AGP  $             0.00 

  Total $  151,182.00 
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2015-16 EXPENSES (as of January 31, 2016) 

REGIONAL & AGENCY DIRECTED MARKETING   

Regional Marketing   

Community Event Grants  $       8,500.00 

  Total $        8,500.00 

   

Agency Directed Marketing   

Verdin Marketing | Marketing  $    161,643.00 

Mental Marketing | Public Relations  $     43,557.00 

  Total $     205,200.00 
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