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ACCT

WBS OR INTERNAL
ORDER

CAPITAL PROJECT No.
AMOUNT 0.00 0.00 0.00 0.00 0.00

COST SUMMARY (IF APPLICABLE): For FY2018 (modified TMD), estimated available funds are $36,855,968
of FY2018 TMD assessments plus $160,000 in interest/penalties plus $3,058,608 of FY2017 TMD
assessments/interest. In total, the estimated FY2018 TMD Budget is $40,074,576 and allows for: $1,000,000 for
liability reserve; $4,789,691 for Opportunity/Catastrophe and Admin. Prior year Litigation Reserve includes
around $29 million from FY2017 TMD Funds A and B though $3 million of that is requested for supplemental
activities.

ROUTING AND APPROVALS
APPROVING APPROVAL DATE
CONTRIBUTORS/REVIEWERS: AUTHORITY SIGNATURE SIGNED
Environmental ORIG DEPT. Caldwell, Erik 03/24/2017
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1. Approve the FY2018 Report of Activities for the San Diego Tourism Marketing District with an
anticipated budget total of $40,074,576. This budget figure includes: anticipated TMD assessments for FY2018 of




$36,855,968; projected carryover of $3,058,608 from FY2017; and projected TMD interest and penalties to be
accrued in FY2018 of $160,000.

2. Authorize the Chief Financial Officer to appropriate and expend for FY2018 TMD Report of Activities a
total of $40,074,576, which includes: anticipated TMD assessments for FY2018 of $36,855,968; projected
carryover of $3,058,608 from FY2017 (modified District); and projected TMD interest and penalties to be accrued
in FY2018 of $160,000, contingent upon the Chief Financial Officer certifying that the funds necessary for
expenditure are, or will be, on deposit in the City Treasury but subject to any required hold backs.

3. Approve the FY2018 supplemental request of $3,000,000 from prior year Litigation Reserve for additional
marketing and promotional activities and authorize the Mayor or designee to execute a First Amendment to the
Operating Agreement to effect this request.

4. Authorize the Chief Financial Officer to appropriate and expend for FY2018 supplemental TMD activities
a total of $3,000,000 from prior year Litigation Reserve contingent upon the Chief Financial Officer certifying
that the funds necessary for expenditure are, or will be, on deposit in the City Treasury.

5. Authorize the Chief Financial Officer to appropriate and expend the TMD Fund Balances and TMD
Interest Fund Balances from FY2017 at year end closing (less the estimated TMD assessments and TMD interest
carryover of $3,058,608 from the modified District to be included with the FY2018 budget) for prior year
expenditures anticipated to be processed in FY2018, contingent upon the Chief Financial Officer certifying that
the funds necessary for expenditure are, or will be, on deposit in the City Treasury but subject to any required hold
backs.

STAFF RECOMMENDATIONS:
Approvethe requested actions.

SPECIAL CONDITIONS (REFER TO A.R. 3.20 FOR INFORMATION ON COMPLETING THIS SECTION)

COUNCIL DISTRICT(S): All

COMMUNITY AREA(S): Citywide

ENVIRONMENTAL IMPACT: | This activity, FY2018 San Diego Tourism Marketing District Report of
Activities, is not subject to CEQA pursuant to CEQA Guidelines Section
15060(c)(3).

CITY CLERK
INSTRUCTIONS:




COUNCIL ACTION

EXECUTIVE SUMMARY SHEET
CITY OF SAN DIEGO

DATE: 3/21/2017

ORIGINATING DEPARTMENT: Economic Development

SUBJECT: FY2018 San Diego Tourism Marketing District Report of Activities
COUNCIL DISTRICT(S): All

CONTACT/PHONE NUMBER: Meredith Dibden Brown/619-236-6485 MS 56-D

DESCRIPTIVE SUMMARY OF ITEM:

Approve the FY2018 Report of Activities for the San Diego Tourism Marketing District with an
anticipated budget total of $40,074,576 and authorize the Chief Financial Officer (CFO) to
appropriate and expend the funds (contingent on availability) less any retention for a litigation
reserve. Authorize the FY2018 Supplemental Request for $3,000,000 from prior year Litigation
Reserves and amend the Operating Agreement accordingly. Authorize the expenditure of fund
balances from FY2017 to process any payments for prior year activities anticipated to be
received by the City in FY2018.

STAFF RECOMMENDATION:

Approve the requested actions.

EXECUTIVE SUMMARY OF ITEM BACKGROUND:

In 2012, City Council approved the Management Plan [Plan] and Resolution of Formation
renewing the San Diego Tourism Marketing District [TMD] for a period of 39 ' years effective
January 1, 2013.

In August 2016, City Council approved modifications to the TMD and Plan effective September
1,2016. Assessments are now levied on lodging businesses with 70 or more rooms in the City of
San Diego at the rate of 2.0%. Lodging businesses with fewer rooms are no longer assessed.

Council also approved an updated five-year Operating Agreement with the San Diego Tourism
Marketing District (SDTMD) Corporation, effective November 1, 2016. The SDTMD is the non-
profit business association representing the assessed lodging businesses.

The Plan for the renewed/modified TMD provides for certain activities. The specific benefit
provided with TMD funds is room night sales generated for assessees through these activities.
Promoting tourism to San Diego also provides spillover benefits in enhancing TOT revenues and
sales tax received by the City. However, non-assessed businesses will not have access to the
privileges and services provided by the assessment, and activities which benefit smaller hotels
will be funded in part from non-assessment revenues.

Generally, ninety percent (90%) of assessment revenue, less any litigation reserve retentions, is
designated annually for marketing and sales activities within these categories:

Targeted Marketing and Sales Programs (53.9%)
. Hotel meeting sales
. Event management & group sales development



. Consumer direct sales & marketing
. Sub-regional targeting
. Competitive targeting

Destination Marketing (36.2%)

. Tourism development, including travel & trade
. Group meeting destination marketing

. Multi-year tourism development

. Destination marketing

Within these activities above, applicant organizations have to delineate:

. All sales, marketing, advertising and promotional programs

. Number of District lodging business room nights generated — existing and incremental
. Average daily rate

. Return on Investment (ROI) as measured in District room night revenue

. Time of year (peak, shoulder, low)

. Number of marketing impressions (where applicable)

In accordance with the Plan and the Operating Agreement, the SDTMD requested proposals for
services for FY2018. The SDTMD Board received presentations from applicants over multiple
Board meetings from January through March, 2017.

During March 2017 Board meetings, the Board ranked applications, considered supplemental
requests, and approved a recommended budget for FY2018 including $1 million for the
Litigation Reserve. The Board members also approved requesting the release of $3,000,000 from
the prior year Litigation Reserve for supplemental marketing and promotional activities.

The Litigation Reserves are being held pending the outcome of the outstanding lawsuits
pertaining to the renewal/modification of the District. The City originally received notice of three
lawsuits filed, two of which have since been dismissed and the third is resolved but for an
attorneys’ fee claim to be heard by the court in April. Two challenges to the 2016 amendment of
the assessment are pending. The City and the SDTMD continue to defend these outstanding
suits.

Table 1 - FY2018 Consolidated Budget Category Amount

Funding Allocations TM&S/DM $34,247,385
Destination Master Plan DM $37,500

SDTMD - Admin Admin & Ops $1,597,429

City - Admin Admin & Ops $500,000

City - Litigation Reserve Contingency $1,000,000

Opportunity Catastrophe Contingency $3,092,561

Total $40,074,576
Supplemental Marketing & Promotion TM&S/DM $3,000,000

The Board previously adopted a cost-allocation methodology regarding use of TMD funds that is
incorporated into the annual agreements between the SDTMD Corporation and funded entities.



ENTITY TMD FUNDS NON-TMD FUNDS
San Diego Tourism Authority-Base 31,987,785  --

SDTA/SD Sports Alliance/Breeders Cup 100,000 --

SDTA/SD Sports Alliance/US Australian Football 29,700 --

SDTA/SD Sports Alliance/Thanksgiving Soccer 50,000 --

SDTA/SD Sports Alliance/Elite Soccer Ch'ship 60,000 --

SDTA/SD Sports Alliance/US Soccer 500,000 --

Total SDTA 32,727,485  $4,452,483
California Police Athletic Federation* $50,000 $141,500
California State Games $150,000 $500,000
California State Games — USA Masters Games $150,000 $1,014,500
Century Club - Farmers Insurance Open* $100,000 $808,625
Extreme Sailing $400,000 $600,000
San Diego Bayfair-Thunderboats $95,000 $301,000
San Diego Bowl Game Association* $300,000 $1,000,000
San Diego Brewers Guild — Beer Week $74,900 $40,100
San Diego Crew Classic* $200,000 $1,050,000
TOTAL 34,247,385 9,908,208

CITY STRATEGIC PLAN GOAL(S)/OBJECTIVE(S):

Goal #3: Create and sustain a resilient and economically prosperous City
Objective #3. Diversify and grow the local economy

Objective #5. Enhance San Diego’s global standing

FISCAL CONSIDERATIONS:

Estimated FY 18 Available Funds of $40,074,576 (TMD Assessments, interest and fund balance)
will be disbursed to the SDTMD to implement the TMD Management Plan, except for those
funds held: for Opportunity/Catastrophe; to recover City administration costs; and for potential
claims as provided for in the Operating Agreement. Additionally, $3,000,000 is requested from
prior year Litigation Reserve for supplemental marketing and promotional activities. Depending
on the timing and outcome of litigation, there may be no fiscal impact to the General Fund
however a reserve is being built to provide funding in the case of an adverse outcome.

EQUAL OPPORTUNITY CONTRACTING INFORMATION (IF APPLICABLE):

Contracts or agreements associated with this action are subject to the City’s Equal Opportunity
Contracting (SD Ordinance No. 18173, Section 22.2701 through 22.2708) and Non-
Discrimination in Contracting Ordinance (SD Municipal Code Sections 22.3501 through
22.3517).

PREVIOUS COUNCIL and/or COMMITTEE ACTION:

The TMD was renewed by Council on November 26, 2012 by Resolution R-307843 and
modified by Resolution R-310664, effective September 1, 2016. Council approved a five-year
TMD Agreement by Resolution R-310731 effective November 1, 2016. The FY2018 Report of
Activities is to be heard by the ED&IR Committee on April 20, 2017.



COMMUNITY PARTICIPATION AND PUBLIC OUTREACH EFFORTS:

SDTMD regularly conducts Brown Act compliant noticed open meetings which provide
opportunity for public comment. Applicants are invited to make presentations on funding
requests and board deliberations on ranking and budget are conducted openly at the board
meetings.

KEY STAKEHOLDERS AND PROJECTED IMPACTS:
The key stakeholders are San Diego lodging businesses and funded contractors. Information was
provided via mail, email blasts, website postings, and at open, noticed public meetings.

Caldwell, Erik
Originating Department

Graham, David
Deputy Chief/Chief Operating Officer




DOCKET SUPPORTING INFORMATION DATE:
CITY OF SAN DIEGO
EQUAL OPPORTUNITY CONTRACTING PROGRAM EVALUATION March 28, 2017

SUBJECT: FY2018 San Diego Tourism Marketing District Report of Activities

GENERAL CONSULTANT INFORMATION

Recommended Consultant: San Diego Tourism Marketing District Corp (Non-profit agency)
Amount of this Action: $ 40,074,576.00 (FY2018)

FundingSource: Revenue

Goals: N/A

SUBCONSULTANT PARTICIPATION

There is no subcontractor participation associated with this action; however, subsequent actions must
adhere to funding agencyrequirements

EQUAL EMPLOYMENT OPPORTUNITY COMPLIANCE
Equal Opportunity: Required

This agreement is with a Non-Profit Organization, and therefore exempt from Workforce Report
analysis. Refer to San Diego Municipal Code Section 22.2703(c).

This agreement is subject to the City’s Non-Discrimination in Contracting Ordinance (San Diego
Municipal Code Sections22.3501 through 22.3517).

ADDITIONAL COMMENTS

Anticipated budget total of $40,074,576.00 — This budget figure includes: anticipated TMD assessments
for FY2018 of $26,855,968; projected carryover of $3,058,608 from FY2017-Part II; and projected TMD

interest and penaltiesto be accrued in FY2018 of $160,000.
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Introduction

The San Diego Tourism Marketing District (TMD) is an assessment district
designed to facilitate the pooling of resources via the collection of assessments
from San Diego lodging establishments to develop tourism within the City of San
Diego to benefit the assessed businessesby increasing room night stays.

The boundaries of the TMD coincide with the City boundariesand effective
September 1, 2016 all lodging businesseswithin the City with 70 or more rooms
are assessed two percent (2%) of eligible gross room revenues.

The guiding document for the TMD is the Tourism Marketing District
Management Plan (Plan) created by the assessed businessesand approved by
City Councilin August2016. The Plan specifies how the assessments may be used
and the general funding procedures and criteria.

The Plan also outlines the process for oversight and administration. And, perhaps
most importantly, it provides for the empowerment of assessed businessowners
with the local expertise and knowledge to evaluate and make recommendations
on programs and services to specifically benefit the assessed lodging businesses
through such activities as: marketing of the area; tourism promotion activities;
and special events and programs.

The San Diego Tourism Marketing District (SDTMD) Corporation is the non-profit
organization representing the assessed businesses that works with the City
throughan Operating Agreement to implement the TMD Management Plan.

This FY 2018 Report of Activities reflects the recommended allocations of
assessments for FY2018; July 1, 2017 throughJune 30, 2018.

Page3




Quick Facts

San Diego Tourism Marketing District:

Renewed by Resolution: R-307843 (November 27, 2012) effective January 1, 2013.
Modified by Resolution R-310664 (August3, 2016) effective September 1, 2016
District ends June 30, 2052

Agreement between City and TMD Management Corporation:
Approved by Resolution R-310731; effective November 1, 2016 through October 31, 2021

Advisory Board and Contracted TMD Management Corporation:
San Diego Tourism Marketing District (SDTMD)

8880 Rio San Diego Drive, Suite 800, San Diego, CA 92108
(619) 209-6108 www.sdtmd.org

Assessment Methodology Authorized by Resolution No. R-310664:

The assessment rate of two percent (2%) is based on the privileges directly conferred and
specific benefit directly received by assessed businesses from the activities provided and is
levied on “Assessable Rent” which is based on gross room rental revenue less exempt revenues,
of those benefitting businesses.

No Changes to Boundaries or Assessment Methodology:
No changes are proposed to the boundaries, which encompass the entire City of San Diego.

Benefit Zones:
None

FY2018 Budget Total
Estimated Available Tourism Marketing District (TMD) Funds FY2018: $40,074,576
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http://www.sdtmd.org

Budget Summary

CALCULATION OF AVAILABLE TOURISM MARKETING DISTRICT FUNDS FOR FY2018

Projected Assessments

Projected FY17 — Part II carryover

Projected Interest and Penalties

Contributions from Other Sourcesof Funding*:
Total FY2018 Funds Available

PROPOSED ACTIVITIES FOR FY 2018*
(Pursuant to San Diego Tourism Marketing District Management Plan August 2016)

Targeted Marketing and Sales Programs
Destination Marketing

Sub-Total
Destination Marketing — SDTMD Master Plan
Administration & Operations (Includes carryover of $94,631)

Opportunity/Catastrophe Reserve (Includescarryover of $1,249,763
Less: $400,300 used for FY18 funding requests)

Indemnification reserve

Total

$ 36,855,968
3,058,608
160,000

0

$40,074,576

$ 18,746,772
15,500,613

$34,247,385
37,500

2,097,429

2,692,262

1,000,000

$40,074,576

* Pleasesee Page 6 for detail of recommended allocations and required Matching Fu ndsfor fundedentities
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FY2018 Allocations

The FY2018 recommended allocations to other entities total $34,247,385. Per the FY2018
Application Guidelines, the deadline for the annual Applications was December 9, 2016. All
submitted applications were reviewed, ranked, and allocations recommended. Ranking factors
included time of year, new versus existing rooms, and potential for growth. Incremental
applications were also considered and prioryear recommendations were also included in the final
recommendation. The information below reflects the recommended amounts for FY2018.

ENTITY TMD FUNDS NON-TMD FUNDS
San Diego Tourism Authority-Base $ 31,987,785 --
SDTA/SD Sports Alliance/Breeders Cup 100,000 --
SDTA/SD Sports Alliance/US Australian Football 29,700 --
SDTA/SD Sports Alliance/Thanksgiving Soccer 50,000 --
SDTA/SD Sports Alliance/Elite Soccer Championship 60,000 --
SDTA/SD Sports Alliance/US Soccer 500,000 --
Total SDTA 32,727,485 $4,452,483
California Police Athletic Federation* 50,000 141,500
California State Games 150,000 500,000
California State Games — USA Masters Games 150,000 1,014,500
Century Club - Farmers Insurance Open* 100,000 808,625
Extreme Sailing 400,000 600,000
San Diego Bayfair-Thunderboats 95,000 301,000
San Diego Bowl Game Association* 300,000 1,000,000
San Diego Brewers Guild — Beer Week 74,900 40,100
San Diego Crew Classic* 200,000 1,050,000
TOTAL 34,247,385 9,908,208

*THESE ENTITIES ARE RECOMMNDED FORA LESSER AMOUNT THANREQUESTED, REVISED BUDGETS WITHNON-
TMD FUND PORTION TO BE SUBMITTED BY CONTRACTOR. AMOUNTS REPORTED ARE ESTIMATED BASED ON

ORIGINAL BUDGET SUBMISSION.
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San Diego Tourism Authority

Budget Summary

Targeted Marketing and Sales Programs
Wages, Taxes & Employee benefits
Advertising

Advertising agency fees

Dues/ Subscriptions/Memberships
Entertainment

Event registration fees

Lead generation services

Marketing materials and brochures
Outside contractors

Promotional Items

Rentals — remote space office

Research

Special event production

Sponsorships

Travel

Allocation of Indirect Costs

Total Targeted Marketing and Sales Programs

Destination Marketing

Wages, Taxes & Employee Benefits
Advertising

Advertising agency fees

Dues/ Subscriptions/Memberships
Event registration fees

Marketing Materials & Brochures
Outside contractors

Promotional items

Rentals — booth space

Research

Special Event production
Sponsorships

Travel

Allocation of Indirect Costs

Total Destination Marketing

Total

SDTA/SD Sports Alliance Sponsorships
Grand Total

$ 4,437,688
8,105,809
137,750
79,392
43,252
212,241
102,600
6,650
459,154
38,996
57,644
221,445
79,578
94,050
266,971
2,143,952
16,487,172

1,433,546
8,081,650
1,792,650
10,854
71,620
11,400
1,536,435
31,825
6,650
213,751
23,892
24,510
246,168
2,015,662
15,500,613

31,987,785

739,700
$32,727,485
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San Diego Tourism Authority
Program of Work

The San Diego Tourism Authority (SDTA) is San Diego’s umbrella destination marketing
organization, charged with driving visitor demand and monitoring the health of the tourism
industry. SDTA develops sales and marketing programs that promote San Diego as a preferred
leisure and meetings destination. In collaboration with San Diego’s tourism industry partners,
SDTA serves as the collective voice of the destination and aims to keep San Diego top-of-mind.

Incorporated in 1954, SDTA is a private nonprofit 501c6 corporation that is governed by

a 30-member board of directors composed of industry and non-industry representatives.
Funding comes from the City of San Diego Tourism Marketing District, County of San Diego, City
of Coronado Tourism Improvement District and private source revenues (membership dues,
advertising and events).

Investment by the SDTA in sales and marketing of the San Diego brand has resultedin San
Diego becoming one of the nation’s top travel destinations.
Strategic Imperatives

« Grow visitor demand for San Diego.

« Strengthen and maximize the San Diego brand domestically and
internationally.

« Deliver consistent value for our customers and stakeholders. =
« Actively inform, advocate and educate on behalf of the visitor industry.

« Reinforce and support a cultureof excellence.

Introduction and Overview
The 2017-2018 San Diego Destination Sales and Marketing Plan is a comprehensive plan
developed to guide SDTA's sales and marketing programs over the next two years.

The goal is to grow inboundtravel demand and visitation revenues by boosting brand awareness,
building new markets and converting more customers to choose San Diego.

This strategic plan has been developed with the San Diego Tourism Marketing District's 20-Year
Master Plan in mind. The plan takes into account current market conditions, tourism industry
forecasts, SDTA funding resources, Visit California opportunities and Brand USA developments.
Annual work plans are then developed to match funding resources to strategic initiatives.

Eight Guiding Principles Used In the Development Of The Plan

1. Drive the maximum hotel room nights for Tourism Marketing District Hotels.

2. Act as the collective voice of the destination and do what individual organizations can’t do
by themselves.
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3. Elevate the San Diego brand and broaden context of San Diego’s diverse travel product.

4. Leverage all SDTA's marketing assets across Bought + Earned + Owned in order to increase
San Diego's share of voice.

Focuson developing new markets and audiences for the destination.
Align programs with Visit California and Brand USA in order to maximize efficiency.

Deliver strong return on investment for all major programs.

© N o U

Support the membership by providing value and opportunity to effectively reach the
marketplace.

Destination Forecasting — as of December 2016 (Source: Tourism Economics)

Projected growth in 2016 for U.S. domestic travel in both the leisureand business segments is
lower than seen in 2015. Leisure travel will continue to experience growth at the 1-2 percent
level through 2020, while businesstravel actually declined in 2016 (-0.6%) over 2015, and is
forecasted to remain under 1 percent per annum through 2019.

Growth in visits to San Diego is expected to continue butthe forecast is for improved growth in
2017 and 2018 growth expanding again to about 2 percent, before the market levels off in 2019
and 2020 to about 1.5 percent. Overnight visitation will expand by 1.0 percent in 2016 and will
edge upto 1.9 percent growth in 2017 as global demand remains muted; some further rebound
is then expected in 2018 as growth reached 2.0 percent. Growth in day visits will reach 1.2
percent in 2016. As fuel costs remain low and consumers gain confidence, day visits will
improve to 1.5 percent in 2017 before easing slightly to 1.4 percent in 2018 as travel costs
gradually climb. Visitor expenditures in San Diego are expected to rise 4.2 percent in 2016,
ramping up to 5.3 percent in 2017 and easing back to 4.2 percent by 2018. San Diego's key
feeder markets in the western U.S. are experiencing good GDP growth and lower
unemployment, which are important for San Diego’s travel demand.

San Diego Annual Travel Forecast

(ANNUAL
PERCENT GROWTH, 2014 2015 2017 2018 2019 2020
UNLESS STATED)”

Visits 2.1% 1.4% 1.1% 1.7% 1.7% 1.4% 1.5%
Day 1.2% 1.0% 1.2% 1.5% 1.4% 1.3% 1.4%
Overnight 2.9% 1.8% 1.0% 1.9% 2.0% 1.5% 1.6%

Expenditures 9.7% 7.7% 4.2% 5.3% 4.2% 3.7% 3.9%
Day 4.0% 2.0% 2.3% 4.6% 4.0% 4.1% 3.9%
Overnight 10.4% 8.4% 4.4% 5.3% 4.2% 3.7% 3.9%
Room Supply 2.1% 1.0% 1.2% 1.7% 1.3% 1.8% 1.1%
Room Demand 6.4% 3.4% 1.3% 2.5% 1.7% 1.1% 1.2%
Occupancy (%) 74.6 76.4 76.4 771 77.4 76.9 76.9
ADR ($) $141.38  $150.03  $154.21 $159.30 $165.00  $171.47  $177.82
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Specific to the lodging sector, hotel room demand in San Diego will give up its growth premium
over the US in 2016 due, in part, to a weaker than expected first half, rising 1.3 percent in for the
year. Coupledwith 1.2 percent growth in the supply of available rooms, this will weigh on hotel
occupancy which is expected to register 76.4 percent in 2016. As such, ADR is expected to
advance 2.8 percent in 2016 to $154. Looking forward over the forecast horizon, uncertainty in
both domestic and international markets will continue to weigh on the San Diego lodging
market, as well as the US lodging sector as a whole.

Following a flat Quarter 1 in 2016, Quarter 1 of 2017 is forecasted to see a slight decline in
occupancy (-0.1%) as supply growth outpacesdemand in the quarter. Quarter 2 room demand
growth is strongest in 2017 at 5 percent, after which demand growth eases to just over 2
percent in Q3 and Q4. The ADR is expected to average 2 to 3 percent throughout2017.

San Diego Hotel Sector Foreast By Quarter (2016 - 2018)

2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018
Q1 Q2 Q3 Q4 (e]] Q2 Q3 Q4 (e]] Q2 Q3 Q4
Rooms (in million
roomnights)

Room Supply 5.4 5.5 5.6 5.7 5.6 5.7 5.7 5.8 5.6 5.7 5.8 5.9
Room Demand 4.1 4.4 4.7 3.9 4.1 4.5 4.8 4.0 4.2 4.5 4.9 4.1
Occupancy 74.5% 79.1% 83.3% 69.0% 74.3% 79.1% 84.7% 70.3% 75.2% 79.5% 84.8% 70.2%

(% balance)
ADR ($) $144.0 $155.6 $1731  $140.9 $148.1 $160.6 $178.4 $146.5 $154.1 $167.2 $184.6 $150.4
RevPAR ($) $ $123.0 $144.3 $97.2 $110.0 $127.0 $151.1 $103.0 $15.8 $133.0 $156.5 $105.5
107.2

(YEAR-TO-YEAR % 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018

GROWTH) [e]] Q2 Q3 Q4 (e]] Q2 Q3 Q4 (e]] Q2 Q3 Q4
Room Supply 0.7% 0.7% 0.9% 2.6% 2.5% 2.1% 1.7% 0.5% 0.8% 1.0% 1.4% 1.9%
Room Demand 0.0% -0.2% 3.3% 2.1% 2.2% 2.0% 3.4% 2.5% 2.0% 1.6% 1.5% 1.6%
Occupancy (%) -0.7% -0.8% 2.3% -0.4% -0.3% 0.0% 1.7% 1.9% 1.3% 0.5% 0.1% -0.2%
ADR 2.2% 2.3% 3.4% 2.8% 2.9% 3.3% 3.0% 4.0% 4.0% 4.1% 3.5% 2.6%
RevPAR 1.5% 1.5% 5.8% 2.3% 2.6% 3.2% 4.8% 6.0% 5.3% 4.7% 3.6% 2.4%

The Leisure Travel Market

FY2018 Key Strategies And Tactics

1. Align San Diego marketing programs with Visit California and Brand USA, capitalizing on their
respective $100 million and $200 million global marketing programs. Position San Diego as
the best of everything California has to offer all in one place.

N

Generate maximum hotel/motel visitor volume for the destination by protecting existing
volume markets and building opportunity markets.

3. Investin research and database analysis to focusmarketing programs, dollars and timing
against the destination’s best travel prospects.

a. Conductdeeper analysis of the Los Angeles Designated Market Area to determine if a
threat exists due to growing traffic and rise of competitive destinations.
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Update the new market development matrix, evaluatingmarket potential versus market
cost.

Update the five-year San Diego Tourism forecasting model.

Continueto invest in core visitor industry performance intelligence such as the CIC
Research San Diego County Visitor Profile, Smith Travel Research San Diego Hotel Market
Analysis and OTTI Overseas Travel Arrivals.

Continue program measurement tracking, including TNS Return on Investment
Advertising Studies and OTA Analysis.

Align database analysis with online marketing to profile customers across the OWNED
and SHARED media channels (website, digital, destination blog, YouTube, social media).

Launch new advertising creative and media strategies based on the “Beach-City” messaging.

Build on the impact of the 2016 advertising campaign.

a.

Incorporate national and regional layers to effectively reach the existing volume markets
while building opportunity markets.

Dueto declining effective media buyingdollars, concentrate Brand Advertising media
spending in the January—June time period to ensure strong peak travel seasons and run
Promotional media duringthe September-December time period to support the shoulder
seasons.

Utilize a multimedia mix (e.g., television, digital, out-of-home, print) to effectively break
throughthe clutter and reach targeted audiences.

Target audiences through a persona-based approach and develop new content to build
the brand story.

Raise over $500,000 annually in cooperative funding.

Adjust the advertising program based on insights from the Spring and Fall TNS
Advertising Return-on-Investment Studies.

Increase San Diego’s share of voice and leverage the paid media budget through unpaid
EARNED media programs.

a.

Public Relations—produce $30+ million annually in unpaid editorial. Expand paid
advertising's reach by targeting new markets and audiences. Continueto pitch the
diversity of product as well as what's new in the destination. Continueto target the
gay/lesbian niche and buildupon U.S. Hispanic/Spanish-language outreach.

Unpaid Media Promotions—generate over $1 million annually in unpaid media
promotions that extend the San Diego brand message in key geographic markets.

Connect with travelers and communicate the depth of San Diego travel experiences through
OWNED and SOCIAL media channels.

a.

With Sandiego.org now on a responsive platform (converged desktop, tablet and mobile
versions), invest in new visualsand campaigns to grow audiences.

b. Continueto build new content working with travel writers and users to generate

compelling experiences.
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Showcase the destination and SDTA members by driving more traffic to all channels.

d. Partner with outside publications to produce the San Diego Official Travel Guide (San
Diego Magazine), San Diego Golf Map (San Diego Certified) and San Diego Pocket Map
(Where Magazine).

8. Deepen alliances with community partners to promote the breadth of San Diego’s travel
product:

a. Arts and Culture—City of San Diego Commission for Arts and Culture
b. Craft Beer—San Diego Brewer’s Guild

c. Food—California Restaurant Association, San Diego Chapter

d. Attractions — Major attraction partners

e. Major events - Community and event organizers

9. Partner with the major Online Travel Agencies to increase awareness of San Diego and grow
sales of hotel room nights for the TMD.

a. Through RFP, select key OTAs to runpaid media and promotions both domestically and
internationally. Effectively reach travel prospects by running high-profile placements;
deploying competitive destination targeting; developing geo-targeted campaigns; and
affinity targeting.

b. Conductreservation agent training on the San Diego travel product and experience.

c. Facilitate bringing together OTA market managers and SDTA members to grow San
Diego product inclusionin OTA channels.

10. Assist visitors with planning their San Diego trip through:
a. Sandiego.org —The Official Travel Resource for the San Diego Region.
b. Visitor publications.
c. Visitor services in the form of phone and email responses to visitor inquiries.

11. Continueto market to the Travel Trade as a means of influencing transient travel to the
destination.

a. Major Travel Partners—continue to target the top-producing travel agencies through
sales calls and direct marketing. Seek opportunities for partners to increase promotion of
San Diego to their customers.

b. Airline Vacation Offices — partner with key airlines to develop packages and promotions.

¢. Industry Support — continue to participate in major industry shows suchas NTA and SYTA
to show San Diego tourism support and build new business.

12. Partner with the San Diego Regional Airport Authority to develop and support new air service,
especially international routes.

13. Increase international marketing programs and investment to capitalize on both the Visit
California and Brand USA global marketing programs.

a. Create individual country plans for each major international market that is targeted.

b. Ensure a foundationallayer of international development with In-Country Representation,
Travel Trade Development and Public Relations.
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c. Offer the sandiego.org web site in in multiplelanguages and Google translate options.
d. Runlocalized social media campaigns as feasible.

Host travel trade and media FAMs to grow education among key influencers.
f. Deploy incremental fundingfrom the TMD for long-range international market

development using the Tourism Economics Market Allocation Platform (See International
Marketing Plan).

The Citywide Conventions Market

1. Continueto advocate for contiguouson-site expansion of the San Diego Convention Center
in order to meet customer needs and ensure growth of citywide room nights for the
destination.

2. Dueto the expansion delay and uncertainty, shift sales and marketing to best maximize
utilization of the existing facility and generate the greatest hotel room night demand.
a. Focuson filling open dates within the next ten years.

b. Capitalize on MINT, Top Medical Meetings, Competitive Calendars and top 250 Shows List
databases to uncover new accounts.

c. Host prospective clients in San Diego to familiarize them with the convention center
package.

d. Secure medical citywide rotations by booking multi-year contracts.

3. Monitor developments in the West Coast convention centers (suchas San Francisco’s
Moscone Convention Center and Anaheim), as improvements in these centers pose a threat
to our base of business. Evaluate developments at other centers (such as Boston Convention
Center), that offer key vertical segments an alternative destination.

4. Leverage SDTA sales teams’ synergies to increase market intelligence, establish stronger sales
presence and better service key customers.

a. Continuecollaboration between the Citywide and Hotel Meetings sales teams in order to
achieve new savings, garner business referrals, and identify new prospects and sales
opportunities.

b. Work a collaborative plan to maximize trade show presence, sales trips and industry
events.

c. Analyze each accountto see if there is citywide potential (or single property potential).

5. Secure facility revenue through Group Contract Agreements and Guidelines. Offer reduced or

discounted deviations from the standard license fee rates if needed to secure core business

over need periods and holiday dates.

a. Continueto partner with the San Diego Convention Center facility team in site visits and
negotiations to ensure that revenue and booking goals are achieved.

b. Develop deeper understanding of the center’s operational costs in order to best qualify
future business opportunities.

c. Maximize the SDCC catering food and beverage and audiovisual contracts for revenue
generation, and hold clients accountable for meeting expectations.

6. Identify and support conventions that align with San Diego’s businessstrength and
identity to grow further destination awareness.
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Hotel Meetings Markets

1. Continuethe business strategy by focusing sales team members on new customer
acquisition and services team members on Assist and Repeat business.

a. New customers are defined as meetings that haven’t met in San Diego previously and/or
meetings that haven't met in San Diego in the last five years.

b. Assists are defined as supporting hotel members as they work with a meeting planner to
sell San Diego versus another destination, when we did not generate the lead.

c. Repeats are defined as groups that return to San Diego annually and need our assistance
in hotel consideration (e.g., Surf Cup, USMC graduation, Nomads Soccer, etc.).

2. Strategically place sales resources in key source in all key markets in the West Coast,
Midwest, Washington, D.C,, Southeastand East Coast.

3. Continuedirect marketing programs, including lead generation promotions and monthly
email campaigns to top accountsand prospects.

4. Capitalize on the new "Beach-City” positioning to raise awareness of San Diego’s business
culture, diversity, and world-class amenities

5. Fullyleverage social media platforms such as LinkedIn and Twitter to prospect new
customers and maximize attendance.

6. Hold in-market events for San Diego in primary and secondary markets to introduce San
Diego to new customers

7. BuildSite Inspection training program for hotels to deliver consistently high levels of
destination-wide sites and conversion.

8. Support members by broadening the responsibilities of the site services team to assist hotels
and ensure we "keep it in San Diego.”

9. Reimagine customer experience programs (a/k/a FAMS) to offer more personalized and
creative options to entice and convert meeting planners.

10. Continueto builduponthe San Diego Meeting Certified program to ensure destination
excellence across the hospitality community. Create a competitive selling advantage by
toutingthe “only in San Diego” certification program.

International Market Development

Goal

To grow international visitation to San Diego to stimulate more hotel room night demand and
greater economic benefit for the San Diego community.

From 5.9 Million International Arrivals in 2014 to 7.1 Million International Arrivals In 2020

Core Objective

To create awareness of the San Diego brand and increase consideration to travel.
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Key Strategies
1. Identify priority markets for San Diego marketing investment.

2. Align San Diego marketing programs with Visit California and Brand USA in order to
maximize efficiency.

3. Partner with the San Diego Regional Airport Authority and other Southwestern regional
transportation partners to increase access to San Diego.

4. Make San Diego travel product more easily available in international markets.

Builda communications foundation that delivers key messaging for each of the priority
markets.

6. Investin research and tracking to support the international program of work.

Priority Markets:

Canada

United Kingdom/Ireland
China

México

Japan

Australia/New Zealand

N o v ok w N

Germany/Switzerland (air service support)

Sub-Region Sales and Marketing Plan

Sub-Region Marketing Program Objectives

1. Increase overall groupand transient room night demand for San Diego Tourism Marketing
District properties through promotion of the TMD's distinct sub-regions.

2. Raise awareness of and preference for San Diego'’s sub-regions by showcasing the
differentiating products and experiences for the six defined sub-markets outside the
Downtown urban core.

3. Continueto partner with the TMD Board and Sub-Regional Hotel Advisory Committee on
program of work development. (Note: program of work must be consistent with the stated
goals and objectives of the SDTA to the extent they comply with the requirements of the
TMD management plan, and shall utilize proven marketing and media channels.)

4. Continueto build off the overall destination sales and marketing plan in order to create
synergy and efficiency.

Key Performance Indicators (Source:as reported by STR for defined sub regions)
1. Sub-Region Occupancy and YOY Growth

2. Sub-Region ADRand YOY Growth

3. Sub-Region RevPARand YOY Growth
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Sub-Region Sales and Marketing Plan Target Audiences:

Primary 1: Domestic Leisure Travelers

Luxury: Adults 25-64, HHI >$100K, Top DMAs, AdultIndulgence Target
Economy: Adults 25-54, HHI >$50K, Top DMAs, Outdoor Recreation and Family Fun Targets

Primary 2: Meeting Planners, Corporate and Association

Small regional corporate meeting planners and small regional associations, emerging corporate
meetings.

Secondary: Meeting Planners, Group Specialty Markets

Military, Government, Education, Multicultural, Clubs/Hobby Groups, Religious, Fraternal/Social
and Service Groups

Tertiary: International leisure travelers

Priority markets are Canada, Mexico, the United Kingdom, China, Japan and Australia.

Key Strategies and Tactics: Leisure Travelers

1. Continuetourand travel development to build more leisure group sales opportunities for
sub-region stakeholders.

2. Partner with the major Online Travel Agencies to develop campaigns and promote sub-
regions during need periods as identified through market assessment.

3. Advertise San Diego sub-regions through targeted media outletsthat reach the upscale
leisure and budget-conscious traveler targets. Run “advertorial style” creative that showcases
different regions, products and experiences in order to better educate customers.

4. Continuewith a dedicated public relations program to generate earned media exposure for
the sub-regions including pitches specifically matching neighborhood product offerings to
media outlets.

5. Work with Visit California and Brand USA to include sub-regions in international media
pitches and hosting opportunities where appropriate.

6. Continuethe social media campaigns featuring sub-regions and engage hotel members to
participate in sweepstakes, promotions and amplification campaigns.

7. Continueadding rights-free creative assets to the Media Silo library for use by sub-region
lodging properties. Expand to include general destination assets.

8. Provide quarterly reporting to all stakeholders and planning inputsessions with Sub-Regional
Hotel Leadership.

9. Distribute a promotional calendar of sub-region marketing campaigns including advertising,
social media promotions, PR opportunities and OTA campaigns to all participating lodging
properties.
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Key Strategies and Tactics: Meeting Planners

1. Continue development of new customer acquisition programs including partnering with
media companies and third-party resources to identify new business prospects and
developing direct marketing programs to grow audiences.

2. Support sales lead generation through email marketing, social media promotions, trade
shows and industry event attendance.

3. Continueto work with sub-region hotels to identify specific need dates for sales team focus.
Build customer relationships through customizedsite visits and in-market/to the customer
San Diego events that showcase the diversity of the San Diego region.

5. Ensure sales and service team deployment and specialty assignments support sub-region
lodging properties group meeting needs.

6. Work with key media partners to identify 20-25 customers that have not booked San Diego
in the past butcould book a sub-region hotel. Bring the customers together on three to four
FAM trips per year.

Funding Request $32,002,993
Funding Recommendation $31,987,785
Ranking:

Directors’ Aggregate Ranking: #1 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 3,976,500
New hotel room nights of total 0
Return @ $173.28 ADR (average daily rate) $31,987,785
ROI 21.5:1

SDTA/SD Sports Alliance Sponsorships

Breeders’ Cup World Championships

Past Breeders' Cup economic impact statistics indicate a strong benefit for the region that hosts
the event. For example, two-thirds of Breeders’ Cup attendees come from outside of California.
This is an affluent and intensely passionate following. This year’s organizers anticipate 30,000
room nights will be consumed in November in San Diego County. This opportunity can reach far
beyond 2017, with the potential to establish Del Mar as a regular Breeder’'s Cup destination.

US Australian Football

The 2017 USAFL National Championships will be held the weekend of October 21-22, 2017. This
is the largest Australian Football tournament in the world, with 4 men’s divisions, 2 women's
divisions, encompassing over 1,000 athletes competing in over 64 games.
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Thanksgiving Soccer

This event attracts both boys and girls teams 14 years of age and under.Becauseit is held over
the Thanksgiving Weekend, entire families travel together and are expected to consume 8,000
hotel room nights.

Elite Soccer Championships

The goal of the Elite Clubs National League is to change the landscape for elite female soccer
players in the United States throughinnovative, player-centered programming. San Diego will be
host to the National Championship in June 2018. Teams are requiredto book hotels in the Elite
Soccer block which are exclusively TMD hotels.

US Soccer (Surf Cup Sports)

The "Development Academy (DA) National Summer Showcase” is a two-week event to be held in
San Diego late June 2018 with 426 youth teams encompassing 10,000 players and almost 1,000
coaches and staff. The projected numberof TMD hotel room nights consumed by teams exclusive
of family/spectators is 23,000. Because the players are youth, there is significant family travel which
creates additional value to this program. Other benefits include the use of TMD hotels outside of
the downtown core and there is interest on the part of US Soccer to find a long term home for
this annual event.

Sponsorship ROI Summary Anticjpated Room Est. Room  Projected
Entity Allocation Nights Revenue ROI
Breeders Cup $ 100,000 20,000 $3,202,400 32.0:1
US Australian Football $ 29,700 1,500 $ 219,780 7.4:1
Thanksgiving Soccer $ 50,000 8,000 $1,170,000 2341
Elite Soccer Championships $ 60,000 14,000 $1,404,000 2341
US Soccer $ 500,000 23,322 $3,941,418 7.9:1
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California Police Athletic Federation

The 2018 United States Police and Fire Championships will be celebrating its 52" year of
competition in San Diego. The event will be held in June, 2018. Athletes representing law
enforcement, firefighters, and officers from corrections, probation, border protection,
immigration and customs from across the country compete annually in 42 Olympic-Style sports
in 35 venuesthroughout San Diego County.

The United States Police & Fire Championships will use the SDTMD Funding to market to
athletes participating in the championships and to facilitate outreachto affinity groupsin the
law enforcement and firefighting communities. The goal is to present San Diego not only as
their sporting venue but their family vacation destination. Athletes and their families come to
San Diego for the games and stay for vacation, and the foundation actively promotes this
outcome.

The Federation currently utilizes a dedicated group of sports coordinators and volunteers to
assist with the Games throughoutthe San Diego Region. Respected officials such as world
renowned boxing official Patrick Russell and nationally recognized venueslike Torrey Pines Golf
Courseare used to solidify the event as a sought after and established competition. Each year
the event has grown substantially, and incremental room nights have increased with SDTMD
dollars spent on marketing efforts.

Funding will be used for a diverse cross-section of promotional activities including
postcards, brochures and promotional items.

Funding Request $71,500
Funding Recommendation $50,000
Ranking:

Directors’ Aggregate Ranking: #9 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 11,118
New hotel room nights of total 2,400
Return @ $160.12 ADR (average daily rate) $1,780,214
ROI 35.5:1
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California State Games

The California State Games is a multi-sport, Olympic style series of events that takes place in San
Diego in July for the summer events and in the months of February and March for the winter
events. Ranging from archery to taekwondo in the summer and including hockey and skating in
the winter, the events take place at dozens of locations on weekends.

The California State SummerGames will host over 9,000 athletes who will compete in 24 sports at
venuesthroughout San Diego in July 2017. Since a large majority of athletes are under the age of
18, they attend the State Summer Games with their families and coaches. These athletes and their
families are excited to come to San Diego to compete and take an extended vacation. An
estimated 14,000 TMD hotel room nights will be booked in all parts of the Assessment District. A
mandatory booking policy has been added whereby teams are now required to stay at host
SDTMD hotels to play in the Games.

The 2018 California Winter Games will be held in February & March 2018 and consist of Ice
Hockey, Gymnastics, Roller Skating and Figure Skating. Athletes are expected from Colorado,
Texas, Arizona, Washington, Utah, and of course, California. A new ice rinkis being added this year
and with the additional ice time, they will be able to accommodate more teams, which means
more TMD hotel rooms. Over 1,500 athletes and over 3,500 TMD hotel room nights are expected.

Funding to be used primarilyfor Marketing Contractors and a full-time Marketing Manager

Funding Request $150,000
Funding Recommendation $150,000
Ranking:

Directors’ Aggregate Ranking: #3 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 17,500
New hotel room nights of total 3,000
Return @ $145.00 ADR (average daily rate) $2,537,500
ROI 16.9:1
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California State Games
USA Masters Games

The USA Masters Games is a new multi-sport event for competitive adult athletes. It provides both
a "national-championships-level” competitive experience in each sport and a fun, entertaining
environment conducive to meeting and socializing with fellow Masters Athletes from across the
U.S.A and other countries of the world. It is marketed as a Sports Festival for Masters Athletes.

The 2018 USA Masters Games will be held in San Diego in May of 2018. The Games will host over
5,000 athletes ages 21 and older in 20 different sports at venues throughoutSan Diego. These
athletes will be coming from across the United States as well as around the world. This is part of
an overall $400,000 three-year investment by the SDTMD. $100,000 was approved for FY2017 to
aid their bid and $150,000 was approved for each of 2018 and 2019 to support the Masters Games
in each of those two years. Since the fundingwas awarded in August2016 (subject to City Council
approval), a July 2017 Master Games was added and will coincide with the California State Summer
Games. The non-profit California State Games will be managing the event with marketing
cooperation from the San Diego Tourism Authority and San Diego Exploratory Committee.

Funding to be used for marketing expenses (printing, banners & advertising) and some
administrative costs

Funding Request $150,000
Funding Recommendation $150,000
Ranking:

Opportunity/Catastrophe Request: N/A

Return on Investment (ROI) - Projected:

Total hotel room nights 10,000

New hotel room nights of total 10,000

Return @ $149.00 ADR (average daily rate) $1,490,000

ROI 9.9:1
USA Masters

@ames YO
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Century Club of San Diego
Farmers Insurance Open

Composed of more than 50 local businessleaders, the Century Club of San Diego is a 501(c)(3)
non-profit organization that plans and hosts San Diego’s PGA TOUR event, the Farmers
Insurance Open. Since 1961, the Century Club has been dedicated to utilizing the annual
tournament for many programs, including charity fundraisingbut mainly as a way to drive
economic benefit to the City of San Diego.

The Farmers Insurance Open consistently draws millions of television viewers across the nation,
as well as reaching 140 countries. Combined global viewership is over 350 million households
during four days of CBS and Golf Channel coverage. Their telecast ends in the eveningin the
eastern time zone in January or February, when it is cold and dark, leaving a memorable
impression on viewers longing for warmer climes. Thoughiit's too late for people to attend at
that time, viewers can be motivated to plan a trip to San Diego.

The organization’s destination advertising program highlights San Diego and the golf
tournament over the fall months and into the new-year. The primary goal is to increase
advanced out-of-market awareness for the Tournament and thereby offering a compelling
reason to visit San Diego during the last week of January.

Funding to be used primarily for production and placement of digital advertising.

FundingRequest $350,000
Funding Recommendation $100,000
Ranking:

Directors’ Aggregate Ranking: #8 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 42,571
New hotel room nights of total 1,710
Return @ $160.12 ADR (average daily rate) $6,816,468
ROI 68.2:1
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Extreme Sailing Series

The Extreme Sailing Series™ is a global, professional yacht racing Series that brings together
some of the world's very best sailors drawn from the Olympics, America’s Cup and around the
world ocean racing. They sail on some of the world's most technically advanced foiling
catamarans, competingin a ‘Stadium’ format. With up to eight races each afternoon, within feet
of the shoreline, the free-to-public event showcases the sport at the very highest levels, against
a backdrop of some of the world’s most iconic cities including Sydney, St. Petersburg, Istanbul,
Lisbon, Cardiff UK, Qingdao China and now, San Diego.

The San Diego Extreme Sailing Series will be a four-day event, October 19-22, 2017. Subject to
City Council approval, fundingwas approved by the TMD Board on August26, 2016. The event
is conservatively projected to attract up to 40,000 attendees and 10,000 TMD room nights
consisting of teams, staff, media, and spectators in its first year. Growth to 50,000 spectators and
12,500 room nights is anticipated in 2018, and growing further in future years.

Funding to be used for a sponsorship of this new event, followed by the potential for a
profit share with the SDTMD.

Funding Request $400,000
Funding Recommendation $400,000
Ranking:

Opportunity/Catastrophe Request: N/A

Return on Investment (ROI) - Projected:

Total hotel room nights 10,000
New hotel room nights of total 10,000
Return @ $160.12 ADR (average daily rate) $1,601,200
ROI 4.0:1

THE ULTIMATE STABILATRACING CHAMPIONSHIP
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San Diego Bayfair
Thunderboats Unlimited

San Diego Bayfair is a non-profit, 100% volunteer-based organization that was established to
promote San Diego as a world-class tourism destination. Founded by famed Unlimited
Hydroplane racer Bill Muncey in 1964, San Diego Bayfair is a beach festival and powerboat
racing event set in the shoulder season of September each year on Mission Bay.

One of the organization’s primary goals is to raise awareness of Mission Bay Park. The
organization consists of a Board of Governors and more than 700 volunteers that come together
each year to stage and promote the three-day festival.

The event has become a yearly tradition and has grown well beyond its regional base, with race
teams throughoutthe country and fans across the globe attending each year. Nearly 100,000
attendees are drawn to the festival to see the fastest boats in the world, H1 Unlimited
Hydroplanes.

Approximately 75 race teams in variouscategories compete on Mission Bay. To broaden the
appeal, Bayfair features a live music stage, a Southern California Car Show, and a kids' zone on
Crown Point. The races have been televised on the CBS network and streamed live on the
internet.

Funding to be used for appearance fees charged by the H1 Unlimited teams

Funding Request $95,000
Funding Recommendation $95,000
Ranking:

Directors’ Aggregate Ranking: #7 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 16,511
New hotel room nights of total 600
Return @ $160.12 ADR (average daily rate) $2,643,741

ROI 27.8:1
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San Diego Bowl Game Association
Holiday Bowl

For more than a decade, the San Diego Bowl Game Association (SDBGA) producedtwo college
football bowl games each year in December at Qualcomm Stadium: the Holiday Bowl and the
Poinsettia Bowl. However, over the years college football bowl games were added across the
country and the market became saturated.In response, the SDBGA decided to focuson one
game and to ultimately eliminate the Poinsettia Bowl Game, the lesser game in attendance and
economic performance. With a focuson one bowl game, the organization will putall resources
into marketing the Holiday Bowl.

The Holiday Bowl Game draws over 50,000 spectators each year. The game features teams from
the third selection of the eligible Pac-12 teams and the fourth selection in the Big 10. The game
takes place in December every year, during hotel off-peak season. The game is televised
nationally on ESPN, attracting millions of viewers, who are exposed to "beauty shots” of San
Diego during the telecast. The game is also broadcasted nationally on ESPN radio. The SDBGA
production, the Port of San Diego Big Bay Balloon Parade, officially deemed “America’s largest
balloon parade” is also televised nationally and takes place before the game on game day. In
addition to the balloon parade and football game, the SDBGA will create festivals and events
throughouta few day span to encourage out-of-town guests to stay in SDTMD hotels and to
increase incremental room nights. Marketing efforts are focused on the location from where the
teams are coming, which are determined in November.

Funding to be used for Team Payouts

Funding Request $450,000
Funding Recommendation $300,000
Ranking:

Directors’ Aggregate Ranking: #2 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 24,572
New hotel room nights of total 0
Return @ $160.12 ADR (average daily rate) $3,934,468
ROI 13.1:1
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San Diego Brewers Guild
Beer Week

The San Diego Brewers Guild (SDBG) is one of America’s most acclaimed brewing associations.
SDBG is a non-profit organization and is one of the world’'s most active brewing societies with
130 Brewing Company Members, 81 Applied Pub Members, and 132 Affiliate Members. SDBG
takes an active role in promoting San Diego’s internationally celebrated craft brewing scene,
garnering national media attention for its annual Brewers Guild Festival and holds more than
500 sponsored San Diego Beer Week events. SDBG also participates in craft beer events across
the county to promote local beer and beer tourism to the San Diego region.

San Diego Beer Week is a ten-day county-wide festival that attracts
beer tourism, fosters knowledge of our regional brewing heritage, and
serves as a showcase for San Diego’s breweries, restaurants, pubsand
hotels in the hotel off-peak month of November. The largest event of
Beer Week is now held along the Embarcadero making access to TMD
hotels a natural choice for the 1,000 or so people that come to enjoy
all or part of Beer Week.

In working with the SDTMD, San Diego Beer Week has grown significantly over the years to
become a destination in its own right. The SDBG solicits attendance through an extensive
nationwide media blitz that targets meeting planners and groupssearching for conference
destinations.

Targeted and dynamic campaigns used to promote San Diego Beer Week include radio
podcasts, morning talk show segments, relationships with craft beer scene writers and
journalists,and ad placements in three airline flight November magazines.

Funding to be used for targeted advertising, a PR campaign, IT support & Administrative
support

Funding Request $74,900
Funding Recommendation $74,900
Ranking:

Directors’ Aggregate Ranking: #6 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 8,000
New hotel room nights of total 1,000
Return @ $160.12 ADR (average daily rate) $1,280,960
ROI 17.1:1
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San Diego Crew Classic

The San Diego Crew Classic is a non-profit organization committed to hosting two premier
rowing regattas each year on Mission Bay. The Crew Classic is celebrating its 45" year as the
largest eight lane regatta in the country on the first weekend of April. The San Diego Crew
Classic heralds the start of the rowing season in the United States. Since 1973 the event has
showcased the city of San Diego to generations of rowers and spectators, nationally and
internationally. The San Diego Crew Classic is a two-day regatta featuring 120 races and more
than 4,000 athletes, a marked increase since FY2009 when first receiving TMD funding. Since
2008 they have seen an increase of more than 100 boats, with an expected 450 boats from 76
cities, 24 states plus Canada, Mexico, Great Britain, and Hong Kong for the Spring of 2018.

Their new regatta, The Winter Classic, offers a second opportunity for competitors to travel to
race on Mission Bay on the first weekend of December.

TMD funding helps the organizer broaden the field of participants nationally and to continueto
attract the top-level college programs to their invitational races. Paramount to their success will
be efforts that grow the event's attendance, visibility and TMD hotel use through advertising
nationally as well as regionally. They plan on increasing their use of pay-per-click advertising
online as it is more directed to their target audience from out-of-town with a greater ROL They
have identified the junior market as an important growth market, as well.

Another goal for 2018 is to “fill every lane” of each Master’s race. The Master events have
become a reunion of old teammates returning to San Diego from across the country to race
against their peers. The Master competitors are a demographic that spend a significant amount
of money to travel, race, and recreate in San Diego.

Funding to be used primarily for Team Payouts and Marketing Contractors

FundingRequest $250,000
Funding Recommendation $200,000
Ranking:

Directors’ Aggregate Ranking: #5 of 13

Return on Investment (ROI) - Projected:

Total hotel room nights 11,500
New hotel room nights of total 2,000
Return @ $160.12 ADR (average daily rate) $1,841,380

ROI
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Administration

San Diego Tourism Marketing District Corporation

Personnel
Employee Benefits
Executive Director Wages
Payroll tax
Workers Comp

Total Personnel

Contract Services
Accounting
Administrative support
Audit
Legal
Research and compliance
Communications

Total Contract Services

Overhead
Bank service fees
Dues and subscriptions
Insurance
Meals, Travel & Entertainment
Occupancy
Office Supplies
Parking
Payroll processing
Postage and shipping
Printing and reproduction
Telephone

Total Overhead

Contingency

Total SDTMD Operations
Administration Fees to the City

Total Administration

23,425
247,500
19,800
2475
293,200

240,000
15,600
25,000

620,000
80,000

160,000

1,140,600

200
800
18,000
600
24,720
5,000
400
3,000
2,000
2,000
2,400
59,120

104,509

1,597,429

500,000

$ 2,097,429
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Opportunity & Catastrophe /
Litigation Reserve Summary

Opportunity & Catastrophe Reserve:
5% of assessment revenue

5% Assessment revenue $ 1,842,799
Projected FY17 — Part II carryover 1,249,763
Utilization of reserve for FY18 funding requests (400,300)
Total Opportunity/Catastrophe Reserve $ 2,692,262
Litigation Reserve:
Required Amounts — su bjectto any approved supplemental fundingrequests.
Category A Category B Total

FY2014 Funding requirement $3,987,500 $1,512,500 $5,500,000
FY2015 Funding requirement 4,712,500 1,787,500 6,500,000
FY2016 Fundingrequirement 5,437,500 2,062,500 7,500,000
Applied FY16 2" district carryovers

Opportunity/Catastrophe reserve 3,060,233 1,542,200 4,602,433

Admin/distributable funds 4,286,425 249,024 4,535,449
Total litigation reserve funded 2" district  $21,484,158 $7,153,724 28,637,882
FY2017 - Part Il funding requirement n/a n/a 362,118
FY2018 Funding requirement 1,000,000
Total Litigation Reserve $30,000,000

Administrative/Interest Income

Administrative:
5% of assessment revenue plusinterest income

5% Assessment revenue
Projected FY17 — Part II carryover

Projected interest income

Total Administrative/Interest Income

$ 1,842,798
94,631
160,000

$ 2,097,429
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SDTMD Corporation

Mission:

The San Diego Tourism Marketing District Corporation (SDTMD), formerly known as the San
Diego Promotion Tourism Corporation, is a nonprofit mutual benefit corporation dedicated to
improving lodging room night consumption in the City of San Diego.

Purpose:
The specific purpose of this private, non-profit corporation is to provide a private, nonprofit,

funding vehicle to stimulate City of San Diego lodging room demand through tourism sales,
marketing and advertising programs. The judiciousallocation of these resources creates a
positive economic, fiscal and employment impact on lodging businessesin the City of San
Diego.

Board of Directors:

William Evans, Chair Richard Bartell
Scott Hermes, Vice Chair C. Terry Brown
Matt Greene, Secretary John Gates
Colleen Anderson, Treasurer Vacancy

Matt Adams

Staff:

Brian Hughes, Executive Director

San Diego Tourism Marketing District Corporation
8880 Rio San Diego Drive, Suite 800

San Diego, CA 92108

(619) 209-6108

bhughes@SDTMD.org

www.SDTMD.org

Management & Oversight:

The implementation of the TMD Management Plan is the responsibility of the Board of Directors
of the San Diego Tourism Marketing District Corporation (SDTMD), formerly the San Diego
Tourism Promotion Corporation, a private non-profit entity composed exclusively of the
assessed lodging businesses.

General Powers:

Subjectto the provisions and limitations of the California Nonprofit Mutual Benefit Corporation
Law and any other applicable laws, and subjectto any limitations of the articles of incorporation
or bylaws, the corporation's activities and affairs shall be managed, and all corporate powers
shall be exercised, by or under the direction of the Board of Directors.
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Board of Directors:

Only businessowners or business owner's representatives paying the tourism marketing district
assessment have the right to vote in annual elections of the association. And only business
owners or businessowner's representatives paying the tourismmarketing district assessment
have the right to seek nomination or election to the board of directors of the association. The
Board of Directors shall consist of nine (9) directors unless changed by amendment to the
bylaws of the corporation.

Initial Directors:

The initial Board of Directors was appointed by the Incorporator of the Corporation, with
individuals to serve for staggered terms of one, two or three years. At the first duly constituted
meeting of the Board of Directors, the initial Board members drew lots to determine their
individual term.

Board Nominations & Elections:

Elections to the Board of Directors are held annually and the next such meeting shall be held on
or about May 16, 2017. A call for self-nominations occursannually and all self-nominees are
listed on the ballot for Board elections. In addition to, or in the absence of, self nominations, the
Nominations Committee of the Board may putforth a slate of nominees at each election.

The procedure for nominations and elections, including the timing for nominations, and the
protocol for the distribution and collection of ballots, is defined in the Bylaws of the
Corporation. SDTMD retains a third-party contractor to administer, count and report the results
of the balloting for Board elections.

Board Officers:
Officers of the Board of Directors are elected annually by a majority vote of the Board at the first
regularly scheduled meeting of the Board, following the seating of new Board members.

Board Standards and Conduct:

The SDTMD is organized as a 501(c) 6, mutualbenefit corporation, and has as its purpose the
management of the resources of the San Diego Tourism Marketing District. The primary
measure of the success of the Corporation is the benefit it delivers to the assessed businesses.

Board members, officers and members of the association are intended and understoodto
represent and further the economic interest of the City’s tourismindustry. Board members or
officers have a fundamental duty to advance the general welfare of the tourism industry in San
Diego.

Because the delivery of a measurable benefit to the assessed businessesis requiredby law, and
is the primary legal purpose of the Corporation, it is recognized that members of the Board of
Directors, throughtheir assessed businesses, will receive benefit from the activities of the
SDTMD.
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In addition, State law provides, and the City's enabling Procedural Ordinance recognizes, that
SDTMD is a "private entity and may not be considered a publicentity for any purpose, nor may
its board members or staff be considered to be publicofficials for any purpose.”

However, SDTMD shall comply with the Ralph M. Brown Act, California Government Code
section 54950 et. seq, at all times when matters within the subject matter of the District are
heard, discussed, or deliberated, and with the California PublicRecords Act, California
Government Code section 6250 et. seq, for all documents relating to activities of the district.

Furthermore, the SDTMD Board of Directors shall comply with the California Corporations Code
and shall develop internal policies defining standards, responsibilities and conduct for the Board
of Directors.

Specifically, any member of the Board of the corporation, whether they are an owner, officer, or
employee of an assessed business, shall disclose the material facts of their interest in a
transaction, and shall recusethemselves from any discussion and decision on the transaction,
when they have a material financial interest in the transaction.

A Volunteer Board of Directors:
The members and officers of the Board of Directors of the SDTMD serve as volunteers. They
receive no monetary compensation or remuneration for their service individually or collectively.

They are not entitled to nor may they make a claim for reimbursement of any personal or
professional expenses attributed to their service. Other than Directors and Officers Liability
Insurance no benefits such as, butnot limited to, health insurance, workman's compensation
insurance, disability insurance, or paid vacation, is provided.

Marketing Support Programs Application Guidelines & Criteria:
The Board of Directors annually allocates a portion of the annual revenue from the District to
marketing support programs and services that can deliver a measurablereturn on investment.

The SDTMD will solicit and/or receive applications for funding from numerous,diverse
organizations, and entities. The guidelines, criteria and application will be created/updated
annually at the sole discretion of the Board of Directors.

Limiting Contact Between Applicants and the Board of Directors:

It is vital that the application and allocation process for funding from the SDTMD be open, fair
and efficient. To this end, the written submission of the application and supporting materials as
well as any public presentation that may be requiredfrom applicants will be the foundation for
Board discussion and deliberations. Board members are encouraged to limit their contact and
communication with applicants regarding their applications or proposed application, and to
disclose any such contact or communication prior to participating in the consideration of that
applicant's submission.
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Current Board Member Information:

William L. Evans, Chair

Partner, Evans Hotels

Evans Hotels represents over 800 TMD rooms in the Mission Bay/Pacific Beach, and La Jolla (SD
North) regions of the City of San Diego. Mr. Evans' three-year term expired on June 30, 2014,
and he was elected for another term beginning on July 1, 2015.

Scott Hermes, Vice-Chair

General Manager, The Westin San Diego Gaslamp Quarter

The Westin San Diego Gaslamp Quarter represents 450 TMD rooms in the Gaslamp / Downtown
region. Mr. Hermes was appointed to the Board to replace Mr. John Schafer, who relocated to
New York in October 2015. Mr. Hermes will serve the remainder of Mr. Schafer's term, which
expires on June 30, 2017.

Matt Greene, Secretary

General Manager, Hard Rock Hotel San Diego

Located in the vibrant Gaslamp Quarter, the San Diego Hard Rock Hotel has 420 TMD room:s.
Mr. Greene was elected for a three-year term beginning on July 1, 2014.

Colleen Anderson, Treasurer

General Manager, Omni San Diego Hotel

Omni Hotels represents 511 TMD rooms in the downtown area of the City of San Diego, near
Petco Park. Ms. Anderson was elected for her first three-year term beginning on July 1, 2015.

Matt Adams

Area Vice President, Manchester Grand Hyatt San Diego

The Manchester Grand Hyatt San Diego has 1,628 TMD rooms and is located in the Downtown
region of the City of San Diego. Mr. Adams was elected to the SDTMD Corporation Board of
Directors for a three-year term beginning on July 1, 2016.

Richard Bartell

President, Bartell Hotels

Bartell Hotels represent over 1,575 TMD rooms in the Harbor, Mission Valley, Mission Bay and La
Jolla (SD North) regions of the City of San Diego. Mr. Bartell's initial three-year term expired on
June 30, 2011, and he was re-elected for a second three-year term beginning on July 1, 2011. In
2014, Mr. Bartell was re-elected for another three-year term beginning on July 1, 2014.

C.Terry Brown

President, Atlas Hotels

Atlas Hotels represent over 950 TMD rooms in the Mission Valley region of the City of San
Diego. Mr. Brown'’s initial two-year term expired June 30, 2010, and he was re-elected for a term
of three years beginning on July 1, 2010. In 2013, Mr. Brown was re-elected for a three-year term
beginning on July 1, 2013 and again on July 1, 2016.
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John Gates

Vice-President of Operations, Pinnacle Hotels USA

Mr. Gates oversees a large portfolio of hotels in the City of San Diego, including one downtown,
two in Mission Valley and one in Rancho Bernardo, with 800 TMD hotel rooms. He was elected
for her first three-year term beginning on July 1, 2015.

Vacant
One vacancy exists and is expected to be appointed by the Board of Directors at an upcoming
publicmeeting.
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Management Plan Highlights

Background:

On May 8, 2007, at the requestof a working group comprised of lodging industry
representatives, the San Diego City Council adopted an enabling Procedural Ordinance (SDMC
Section 61.2501 et seq.) that provided a process for establishing a Tourism Marketing District.
Subsequently, on Augustl, 2011, the City Council adopted amendments to the Procedural
Ordinance specifying, among other things, a process by which such a district may be renewed.
These amendments also permit a renewal term up to forty (40) years.

The original five-year San Diego Tourism Marketing District [District] was approved by the City
in December 2007 and began January 1, 2008. The District was managed by representatives of
the lodging businessthroughthe non-profit San Diego Tourism Marketing District (SDTMD)
Corporation. Given the successof the original District, lodging industry representatives worked
to renew the District and developed new guidelines for operation and administration of the
renewed District which became the Tourism Marketing District Management Plan [Management
Plan] approved by Council September 2012. The renewed District began on January 1, 2013.

In 2016, lodging industry representatives sought to update the District and Management Plan to
address operating conditions under the renewed District. On August2, 2016 the City Council
approved the modification of the District and Management Plan to exclude lodging businesses
with fewer than 70 rooms from paying and participating in the TMD effective September 1,
2016.

Assessments:

All assessment rates are based on the privileges directly conferred and specific benefit directly
received by assessed businesses from the activities provided within each category and is levied
on "Assessable Rent” which is based on gross room rental revenue less exempt revenues, of
those benefitting businesses.

Annual assessment rates (applied to Assessable Rent of qualifyinglodging businesses)are two
percent (2%).

Assessments are remitted on a monthly basis to the City Treasurer by each businessusing a self-
reporting form that provides for identifying the activity period(s) and the Assessable Rent and
District assessment for the respective accounting periods.

Pursuant to the Plan, Assessable Rent does not include revenue from stays where:
« the transient has exercised occupancy or was entitled to occupancy for one month or
more; or
- the total space rental charge is twenty-five dollars ($25.00) a day or less, or the
accommodations rented are in a dormitory and the total space rental charge for each
transient is twenty-five dollars ($25.00) a day or less; or
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« the transient is by treaty, or federal law, or state law exempt from payment of transient
occu pancy taxes; or

« rentis directly paid by the United States Government or the State of California or their
respective instrumentalities.

Assessments levied for the purpose of providing activities that benefit businessesare not taxes
for the general benefit of a city, butare assessments for the activities which confer benefits
upon the assessed businesses for which the activities are provided and do not confer benefits
upon those not paying the assessment.

Uses of Assessments:

Assessment funds will be spent to provide a specific benefit conferred or privilege granted
directly to the payor that is not provided to those not charged, and which does not exceed the
reasonable costs to the City of conferring the benefit or granting the privilege. The activities also
constitute specific government services provided directly to the payor that is not provided to
those not charged, and which do not exceed the reasonable cost to the City of providing the
services.

The privileges and services provided with District funds are sales, marketing, advertising and
promotional programs available only to assessed businesses. District activities will be designed
for the sole purpose of generating incremental room night sales at assessed businesses. Such
room night sales are of great value to assessed businessand constitute a specific benefit for
which the assessment is charged. Non-assessed businesses will not have access to the privileges
and services provided by the assessment.

In order to ensure provision of a specific government service and benefit to payors, which does
not exceed the reasonable cost of providing the service, there are certain activities or
improvements which may not be funded by the District. These include:

e The acquisition, construction, installation or maintenance of any tangible property,
including parking facilities, parks, planting areas, fountains, benches, booths, kiosks,
display cases, pedestrian shelters, signs, trash receptacles, publicrestrooms, ramps,
sidewalks, plazas, pedestrian malls, lighting and heating facilities.

e The closing, opening, widening or narrowing of existing or new streets.

e Facilities or equipment, or both, to enhance security and safety of persons and property
within the area, unlessincluded in a specific proposal to benefit the assessed businesses.

e Regular publicsafety and security personnel and programs, maintenance and repair,
sanitation, nor other municipal services normally and historically provided by the City.

e Political candidate or ballot initiative activity.

e Expenditures not consistent with the terms of the District Management Plan.

SDTMD Budget Guidelines:

An annual budget will be developed and approved by the Board of Directors of the San Diego
Tourism Marketing District Corporation (SDTMD), formerly the San Diego Tourism Promotion
Corporation, and included in the prospective Fiscal Year Report of Activities submittedto the
City Council each year.
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Assessments are proposed to be used for the Activities as generally outlined below. It is
anticipated that ninety percent (90%) of assessment revenue will be designated annually for
Marketing and Sales activities which will be tailored within the specific categories as listed below
and as further described in the modified Management Plan to benefit the assessed businesses.
Funding will be allocated on the basis of competitive applications or responses to specific
requestsfor proposals.

Ten percent (10%) of assessment revenue will be designated in total annually for Administration
(including actual City costs to administer the District) and for a Reserve for opportunities,
catastrophes, contingencies, and renewal of the District.

The kinds of activities anticipated that fall within the 90% are groupedwithin two areas:

Targeted Marketing and Sales Programs (53.9%)

. Hotel meeting sales

. Event management & group sales development
. Consumerdirect sales & marketing

. Sub-regionaltargeting

. Competitive targeting

Destination Marketing (36.2%)

. Tourism development, including travel & trade
. Group meeting destination marketing

. Multi-year tourismdevelopment

. Destination marketing

Although actual revenues of the Corporation will fluctuate,the proportional allocations as listed
in the table above shall generally remain the same; however, during the budgeting process each
year, the Corporation’s Board of Directors may adjust program allocations as needed to address:
economic conditions; tourismtrends; and changes in non-assessment funding provided to those
programs. The resultingproposed annual budget submittedto City Council for consideration as
part of the Annual Report of Activities will then ensure that assessment fundsare to be spent on
a specific benefit provided directly to assessed businesses which is not provided to those not
charged. In no event will the budget for City administration costs fall below the amount
necessary to recover City administration costs.

Sales and Marketing programs and services will be broadly defined by the Board of the SDTMD
in order to remain current with changing consumer demands, tourism products, and
technologies. Because both marketing and sales programs are necessities for successfully
increasing room night sales, the Corporation will contract for marketing and sales programs and
services to promote assessed lodging businessesin the District and to fund projects, programs,
and activities that specifically benefit and provide unique privileges to assessed lodging
businesseswithin the District.

The marketing and sales programs and services funded by the District are meant to deliver
incremental room night sales directly to District-assessed lodging businesses. It is understood
that each individual lodging businessimplements and privately funds a unique, proprietary
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marketing and sales program that is responsible for the generation of the vast majority of room
nights at each business. District programs and services are supplemental to, and provide
incremental room nights in addition to, those proprietary programs.

To allocate funding to marketing and sales programs, the Corporation’s Board of Directors must
find that each will be likely to generate incremental room night sales at assessed businesses. The
purpose of any funded activity must be to generate such sales. The Corporation’s Board of
Directors will establish and regularly update a clearly defined application process for proposed
marketing and sales programs. This application will articulate the requiredqualifications of
applicants, the target ROI, and the measurement of results, among other criteria as means to
ensure direct benefit to payors.

To guide District contractors and ensuredirect specific benefits to assessees, below is a partial
list of requiredBest Practices for implementation of District-funded programs and services. This
list may be modified from time to time provided that the goal of direct and exclusive benefit to
assessees is attained.

. It is requiredthat all recipients of District funds certify that those funds will be spent to
provide exclusive privileges and/or specific benefits only to District assessed businesses
and not to any other, non-assessed businesses. To the extent that other, non-District,
lodging businesses may receive incremental room nights, that portion of the promotion
or program generating those room nights shall be paid for with non-District funds.

. It is requiredthat all recipients of District funds demonstrate availability of other
additional non-District sources of revenue, such as but not limited to, membership dues,
marketing fees, earned income, and/or participation fees, which they will contribute to
the promotion or program to pay for any incidental benefit to non-District lodging

businesses.

. It is requiredthat all advertising materials and media include a call-to-action that directs
consumers exclusively to District lodging businesses.

. It is requiredthat all recipients of District funds conduct an analysis of room night

generation for District lodging businessesand non-District lodging businesses in
addition to a ROI analysis. The cost of efforts which generate room nights for non-
District lodging businesses must be paid with non-District funds.

More information on key elements of the FY 2018 Application may be foundin Attachment 4.

The Corporation shall cause to be prepared annually a report for the coming fiscal year. The
Corporation shall cause to be prepared a retrospective and prospective District Milestone Report
every five (5) fiscal years for which assessments are levied. This District Milestone Report will
include the requiredannual Report of Activities for the prospective fiscal year.

The first District Milestone Report of the renewed District will include the reporting of results for
the initial period of operation, from January 1, 2013 throughthe date of preparation of the
report.
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The final Milestone Report of the renewed district will include reporting of results from July 1,
2048 throughJune 30, 2052. Reports for the intervening period will include reporting of results
for the prior five (5) years. Reports will be submittedto the City on agreed upondates pursuant
to the operating Agreement.
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Funding Cycle for FY 2018

September - October 2016
e FY2018 applications posted online and available by request

November 2016
e Applicant workshops offered November 14 & 18, 2016

December 2016
e General applicants — FY2018 annual application deadline: December 9, 2016
e Preliminary staff review of received applications

January - February 2017
e Destination Management Organization (DMO) - San Diego Tourism Authority
(SDTA) — FY2018 Annual Application Deadline: January 27, 2017
e Formal publicBoard presentations of qualified applicants

March - April 2017
e Formal publicfunding recommendations of programs by board on March 3,
2017+
Notification of funding intention to City of San Diego
FY2018 final budgets from approved organizations due on March 10, 2017
e SDTMD submits FY2018 budgets with R.O.1. projections and scope of work
assumptionsto City on or around Mid-March, 2017

May - June 2017
e FY2018 Budget presentation to City of San Diego Economic Development &
Intergovernmental Relations Committee (ED&IR)/ City Council
e FY2018 contracts issued

July 2017
e FY2018 begins July 1, 2017

Note:Some dates are approximate and are subjectto change
* Clarifications to recommendations to be considered/adopted by Boardon March29, 2017.
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Key Elements of the
Application Guidelines and Requirements
for FY2018

The SDTMD Corporation is not a sales or marketing entity, butrather a funding conduit to
contractors for development and implementation of effective sales and marketing programs and
services that provide unique privileges and specifically benefit assessed businesses within the
District.

The SDTMD Corporation will be responsible for allocation and distribution of available revenue
and will contract with qualified third-party contractors to supply specific sales and marketing
programs and services as requiredand approved by the Corporation’s Board of Directors.

To allocate funding to marketing and sales programs, the Corporation’s Board of Directors must
find that each will be likely to generate incremental room night sales at assessed businesses. The
purpose of any funded activity must be to generate such sales.

District programs and services are supplemental to, and intended to provide incremental room
nights in addition to those generated by the proprietary sales and marketing programs of the
individual lodging businesses.

Each applicant will be requiredto submitan “Application Requestfor TMD Funding” for specific
sales and marketing programs that will provide unique privileges and specifically benefit
assessed businesseswithin the District.

Specifically, all funding requests must delineate:
e All sales, marketing, advertising and promotional programs;
e Number of District lodging business room nights generated — existing and incremental;
e Average Daily Rate est. (from approved source such as Smith Travel Research);
e Projected sales leads to be generated (if applicable);
e Return on Investment (ROI) as measuredin District room night revenue;
e Time of year (peak, shoulder, low); and
e Number of marketing impressions (included as supportive information only where
applicable).

Fundamental to the funding of any application will be the projected return on investment in
TMD hotel room night revenue and the benefit that will be realized to the assessment district
lodging businesses. Each application must specify:

e “"Who" in the assessment district will be directly benefited;

e "When" the benefits will be realized;

e "Where" in the assessment district the benefit will be realized; and

e "How" the results will be realized and tracked.
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The TMD contracts with a reputable third party ROI evaluator to ensure consistency,
professionalism and no bias.

When considering these fundamental application requirements, priority will be given to:

e Special-need periods of the year;

e Special-need geographic locations within the District; that may include butare not
limited to a sub-region, multiple sub-regions, a neighborhood or community,or an area
uniquely defined to host or support a program or event; and

e The opportunity to generate incremental room nights from existing programs or
sponsoring programs.

To guide District contractors and ensuredirect benefit to assessees, below is a partial list of
requiredBest Practices for implementation of District-funded programs and services. This list
may be modified from time to time provided that the goal of direct and exclusive benefit to
assessees is assured:

e Itisrequiredthat all recipients of District funds certify that those funds will be spent to
provide exclusive privileges and/or specific benefits only to District assessed businesses
and not to any other, non-assessed businesses. To the extent that other, non-District,
lodging businesses may receive incremental room nights, that portion of the promotion
or program generating those room nights shall be paid with non-District funds.

e Itis requiredthat all recipients of District funds demonstrate availability of other
additional non-District sources of revenue, such as but not limited to, membership dues,
marketing fees, earned income, and/or participation fees, which they will contribute to
the promotion or program to pay for any incidental benefit to non-District lodging
businesses.

e Itis requiredthat all advertising materials and media include a call-to-action that directs
consumers exclusively to District lodging businesses.

e Itis requiredthat all recipients of District funds participate in the aforementioned
analysis of room night generation and ROI analysis. The cost of efforts which generate
room nights for non-District lodging businessesmust be paid with non-District funds.

Other requirements of the application process are listed below.

Legal Status
e Applicants must demonstrate proof of legal statuswithin the jurisdiction of the
headquartersof their businessor corporation.

Track Record
e An applicant must have demonstrable history of successful,ongoing programming or
business performance prior to submittingan application.
Location
e Regardless of where an applicant is headquarteredor physically located, or where a
particular marketing program is implemented, 100% of the funding received from the
SDTMD must be in support of programs that provide privileges directly conferred and
specific benefit directly the assessed lodging businesses within the City of San Diego.
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Compliance
e Former contractors of the City of San Diego must have submittedacceptable final report
packages on any completed contract and be in good standing with the City of San Diego.

ADA
e Contractors will comply with the federally mandated Americans with Disability Act.
Contractors and subcontractors will be individually responsible for their own ADA
compliance.

EEO
e Contractors will comply with Title VII of the Civil Rights Acts of 1964, as amended; the
California Fair Employment Practices Act; and any applicable federal and state laws and
regulations herein enacted, as well as the City's Non-discrimination in Contracting
Ordinance.

Drug-Free Work Place
e Contractors must provide a drug-free workplace.

Oral Presentation:
e Should an application meet the fundamental requirements for consideration, and prior
to any final decision, qualifying finalist may be invited to make a public, oral presentation
before the SDTMD Board of Directors.

Contract Agreement
e Once the Board of Directors has approved funding and the SDTMD budget is approved
by the City Council, a Contract Agreement is issued to the successful applicants. The
Contract Agreement details the terms and conditions of the contract between the
SDTMD Corporation and the organization and the organization’s scope of work,
anticipated results and method(s) for measuringthose results.

Reporting
e Successful applicants that become contractors for the Corporation will be requiredto
submit quarterly performance updates and comprehensive annual performance reports
which include the target and actual outcomes by type of activities, specific sales and
marketing initiatives, etc., and samples of marketing materials The quarterly reports must
detail the way in which all assessed businesses(TMD lodging businesses) are benefited,
along with the details of all TMD funds expended. The reporting periods and dates are:

Quarter One: July 2017 - September 2017 Due November 30, 2017
Quarter Two: October 2017 - December 2017 Due February 28, 2018
Quarter Three: January 2018 - March 2018 DueMay 31, 2018
Quarter Four:April 2018 — June 2018 DueAugust3l, 2018

FY 2018 ANNUAL REPORT DueDecember 31, 2018

Auditing of Results
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e The Corporation will contract with an independent third-party to audit the results and to
verify District room nights and ROL

Cost Allocation
e Funded contractors and programs must also have a cost allocation methodology which
demonstrates that costs are apportioned between applicable funding sources so that the
amount of assessment revenue used is proportionate to the benefit derived by District
lodging businesses.

Cost Reimbursement
e Allfundsare awarded on a cost reimbursement basis following the City of San Diego

Operations Manual. All items for reimbursement must align with the SDTMD / City
approved budget and include proof of payment of the expense. The average turnaround
time is 30 days from the receipt of a correctly submittedreimbursement request packet.
Reimbursement requests may be submitted on a monthly basis or less frequently as
arranged with staff. There can be no payment in advance, unless approved by the board
for special circumstances and in compliance with the SDTMD contract with the City.

Funding Limitations

e TMD assessment funds cannot be used for alcoholic beverages. Corporation’s
subcontractors shall not use TMD assessment funds for travel, meals, lodging, or
entertainment expenses, unless authorizedby SDTMD in advance, as provided by the
Contract with the City.

e The acquisition, construction, installation or maintenance of any tangible public
property, including parking facilities, parks, planting areas, fountains, benches, booths,
kiosks, display cases, pedestrian shelters, signs, trash receptacles, publicrestrooms,
ramps, sidewalks, plazas, pedestrian malls, lighting and heating of publicfacilities.

e The closing, opening, widening or narrowing of existing or new streets.

e Facilities or equipment, or both, to enhance security and safety of persons and property
within the District, unlessincluded in a specific proposal to benefit the assessed
businesses.

e Regular publicsafety and security personnel and programs, maintenance and repair,
sanitation, nor other municipal services normally and historically provided by the City.

e Expenditures not consistent with the terms of the District Management Plan.

Definitions

o Sales
The sales process is defined as the activities designed to close or consummate the sale. This
closurecan take several forms when delivering lodging room night sales. For the transient or
tourist responding to the marketing activities this sale may take the form of a walk-in purchase,
an on-line reservation, or a telephone reservation.

Another significant element of the lodging sales function involves group and meeting sales. The
group and meeting sales process consists primarily of interpersonal interaction, activities that
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engage the prospect or customer on a personal level rather than at a distance, through
technology or a second party. It is often done by one-on-one meetings, cold calls, and
networking. It requires significant front-line sales manpower, plus administrative, operational,
and technological support, and considerable time. Often, successis the result of several years of
communication and relationship building between the sales representative and the customer;
who is usuallya professional meeting or convention planner. The “sale” results in a signed
agreement or contract for a meeting or convention that can deliver hundreds, if not thousands
of hotel room nights.

o Marketing
Marketing is the activity of identifying, communicatingto, reaching, informing, educating,
motivating and persuading prospective consumers of hotel room nights to consummate a
purchase. It is the message that prepares the prospective consumer for the sale, may take many
traditional and/or innovative forms, and may be modified over time as a result of changes in
consumer demands, new tourismproducts,and advances in marketing and communication
technologies. It currently consists of many strategies, tactics and components including but not
limited to these examples:

o Market Research;

Advertising;
Marketing Promotion;
Press and/or PublicRelations;
New Product Development;
Web Strategies, Viral and E-marketing;
Partnership marketing; and
Direct Marketing (to a defined universe with a specific call to action).

0O O O O 0O O O

e DMOs (e.g. San Diego Tourism Authority / Convention and Visitors Bureau):
It is widely recognized that successful direct marketing and sales of a visitor destination is the
result of a considerable investment in time and resources. Visitor destinations, of all sizes in
myriad locations, compete for a finite number of consumers. Many of these visitors require
lodging. This daily consumption of lodging, as measured by the industry standard of hotel room
nights, is vital because the unusedportion of a hotel's available inventory spoils every day, and
is never again available for sale.

Historically, businessesin visitor destinations have banded together to pool resources in order
to develop coordinated messaging and to deliver a call-to-action that would result in an
increase in the consumption of visitor-serving offerings. These groupshave been given many
names that usually contain the term "visitors bureau.”More recently, they have been recognized
as Destination Marketing Organizations (DMOs). Over time these organizations have become
clearinghouses for visitor-serving information, products and services, while generating
incremental new businessfor their members. Typically, a major participant in these coordinated
community, regional and/or statewide efforts are representatives of the hotel industry who,
understanding the “"commodity” nature of their products, constantly seek opportunities to
increase daily consumer demand for them.
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Depending on the location and its available visitor offerings, each DMO develops and
implements a business plan to sustain current visitor levels while generating additional business
from new visitors. The activities implemented to serve these goals are numerous,creative, and
diverse.

The meetings industry is distinct within the visitor industry, different from tourism, with its own
unique markets, requirements and agendas. Yet, like leisurevisitors, meeting attendees and
convention delegates require accommodations.

The success of marketing and sales efforts is predicated on the long-term establishment and
operations of a local DMO. The decisions that drive these direct sales initiatives are based on
years, if not decades, of research, performance analysis, brand development and messaging,
plus nurtured client/vendor relationships, performed by a professional staff with administrative
support requiringextensive business manpower (sales force), infrastructure (offices, equipment,
transportation) and technology (internet tools).
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Attachment 5

Sample Application (form) for FY 2018

14 Pages
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FY2018 SDTMD FUNDING REQUIRED APPLICATION CONTENTS

The Completed Application will contain the following required documents in this order:

Signed Application Cover Page
EXHIBIT A: Proposed Scope of Work Narrative

EXHIBIT B: FY 2018 Budget for Proposed Scope of Work: For past SDTMD
contractors, who received funds of $75,000 or more, include a copy of most recent audited
financial statements. All other applicants include copy of prior year internally prepared
financial statements including a balance sheet/statement of financial position and profit &
loss/statement of activities.

EXHIBIT B1: FY 2018 Budget Narrative By Category

EXHIBIT E: Targeted Return on Investment In Hotel Room Night Revenue
Worksheet

EXHIBIT F: Personnel Schedule: Required for all positions being claimed against San
Diego Tourism Marketing District Funds.

BoardofDirectors List (ifapplicable): Listof Boardof Directorsincludingbusinessnames
and addresses.

Disclosure of Business Interests (ifapplicable)

Audit Compliance Acknowledgement

Accounting Compliance Acknowledgement

Work Force Report: Completed City of San Diego Work Force Report

Certificate of Good Standing: Online printout from Secretary of State and Franchise Tax
Board www.ss.ca.gov/business. All required filings must be current and the status of the
business/corporation must have a cutrent “Active” status.



http://www.ss.ca.gov/business
http://www.ss.ca.gov/business

FY 2018 Application Cover Pages

For San Diego
Tourism Marketing District Funds

APPLICANT ORGANIZATION NAME:

Mailing Address:

Telephone: FAX:

Website:

Primary Contact Information:

Name: Title:
Telephone: FAX:
Email:

Website (if different from above):

BRIEF DESCRIPTION OF YOUR ORGANIZATION OR COMPANY:
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YOUR ORGANIZATION MISSION STATEMENT OR STATEMENT OF PURPOSE:

YOUR ORGANIZATION’S PROGRAMS AND SERVICES:
Briefly describe your core programs and services and describe any plans for change, growth, or
reduction in the proposed year. Please limit your response to one page.
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IS YOUR ORGANIZATION A NON-PROFIT ORGANIZATION? Yes/No
If Yes:

1) Board of Directors Disclosure: On a separate sheet, describe the roles and responsibilities of
your Board of Directors and attach a roster of your current Board and Officers to the SDTMD
Application.

2) Mandatory Disclosure of Business Interests: On a separate sheet, disclose the information
following these guidelines: Pursuant to section 225 of The City Charter of the City of San Diego,
California (“Charter”), all contractors and subcontractors shall make a full and complete
disclosure of the name and identity of any and all persons directly or indirectly involved in any
transaction funded by, or proposed to be funded by, the SDTMD and the precise nature of all
interests of all persons therein. Contractor’s failure to fully disclose all of the information
required by Charter section 225, or Contractor’s failure to require each of its subcontractors to
fully disclose such information, shall be a default of the Agreement.

IS YOUR ORGANIZATION A FOR-PROFIT ORGANIZATION? Yes/No

If Yes: Mandatory Disclosure of Business Interests: On a separate sheet, disclose the
information following these guidelines: Pursuant to section 225 of The City Charter of the City
of San Diego, California (“Charter”), all contractors and subcontractors shall make a full and
complete disclosure of the name and identity of any and all persons directly or indirectly involved
in any transaction funded by, or proposed to be funded by, the SDTMD and the precise nature of
all interests of all persons therein. Contractor’s failure to fully disclose all of the information
required by Charter section 225, or Contractor’s failure to require each of its subcontractors to
fully disclose such information, shall be a default of the Agreement.
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Closing Date of Applicant’s Most Recently Completed Fiscal Year: / /

CPA REVIEW/AUDIT (Please answer the following questions)

Does your organization receive a financial audit*? O Yes U No
If not, were unaudited financial statements prepared? U Yes U No
Was a copy of the audit report/financial statements submitted to the City? O Yes U No
What period is covered by your most recent audit report/financial statements:

Does your Board of Directors receive and discuss the
management letter from the audit report? U Yes U No

*NOTE: Contractors receiving $75,000 or more in federal, state, City and/or SDTMD funds shall have Financial
Statement Audits prepared in accordance with GAAP and audited by an independent Certified Public Accountant, in
accordance with Generally Accepted Auditing Standards [GAAS]. This audit report shall include the following
statements.

a) A schedule of expenditure of SDTMD funds by program, to be identified in the sam e expenditure classifications as
contained in the final budget and compared with the budgeted amounts;

b) A full set of financial statements including a Statement of Financial Position/Balance Sheet, Statement of
Activities/Profit and Loss, and a statement of cash flow, and

¢) A statement certifying compliance with all terms and conditions of the SDTMD s contract with Contractor, and
that all required reports and disclosures have been submitted, completed by an executive officer of Corporation.

Contractor shall provide the SDTMD a copy of the Financial Statement Audit within 150 calendar days of the end of

Contractor’s last complete fiscal year.

Will your organization receive any other public funding in FY 2018? U Yes U No

If “Yes”, list funding source(s), amount of funding, and dedicated use of funds:

Is your organization applying for any other public funding in FY 2018? U Yes U No

If “Yes”, list funding source(s), amount of funding requests, and proposed use of funds:

What is your total operating budget in FY 2018?
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Itemize All Projected Sources of Revenue (Private + Public):

SDTMD CONTRACT COMPLIANCE (Returning Applicants only)

For the most recent fiscal year - has your organization filed quarterly reports? U Yes
period is covered by your most recently submitted report:

U No: What
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SDTMD Contract Budget

Exhibit B
Organization Name Date
Total TMD Contract Funds -
TMD Non-TMD
Targeted Total
Marketing and Destination Total - TMD Non-assessment Total Event Organizational
Sales Programs Marketing Contract Amount funded portion Budget Budget
Revenue i E = = =
Direct Expenses
Advertising 5 o £ = $ = 3 = z = T

Advertising Agency Fees

Bld Fees; Team payouts

Dues [ Subscriptions / Memberships

Entertainment

Event Registration Fees

Lead Generation Services :

Marketing Materials & Brochures

Meals

Outside Contractors

Personnel Benefits

Personnel Salaries and Wages

Promotional Terms

Rentals - booth space

Rentals - remote sales office

Research %

Sales Commissions

Speclal Event Production

Sponsorships

Trade Show Expenses

Training

Trawel

Total Direct Expenses

Indirect Cost Allocation (from worksheet]

Total Expenses 1

Mol income [loss)
Percent revenue coverage

Targeted Marketing and Sales programs include:
- Hotel meeting sales

- Event managament & group sales development
- Consumer direct sales & marketing

- Sub-reqglonal targeting

- Competitive targeting

5 3
HLL 0L #0001 O 0L
SDTMD Caontract Budget
Exhibit B

Destination Marketing includes:

- Tourism Development, including travel & trade
-Group meeting destinatlon marketing
-Multi-year tourism development

-Destination marketing




EXHIBIT Bl1
BUDGET NARRATIVE

FY 2018 Date:

ORGANIZATION NAME:

SDTMD FUNDS:$

ORGANIZATION'S TOTALANNUALBUDGE T(SDTMD + PRIVATE SOURCE): $

BUDGE TNARRATIVE BY CATEGORY:

Targeted Marketing and Sales Programs SDTMD FUNDS:$

Including: Hotel Meeting Sales
Event Management & Group Sales Development
Consumer Direct Sales & Marketing Programs
Sub-Regional Targeting
Competitive Targeting

NARRATIVE (of budget line items):

Destination Marketing SDTMD FUNDS:$

Including: Tourism Development, Including Travel & Trade
Group Meeting Destination Marketing
Multi-Year Tourism Development
Destination Marketing

NARRATIVE (of budget line items):
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*EXPENSE BREAKDOWN:

ADVERTISING FUNDS:

DMO BUDGE TNARRATIVE:

$

ADVERTISING AGENCY FEES: $

PERSONNELSALARY& WAGES $

OTHER:

NARRATIVE (of budget line items):

$
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EXHIBIT E

ROI FOR SDTMD FUNDS
FY 2018
ORGANIZATION/PROGRAM NAME: SAMPLE XYZ COMPANY

FY 2017 TARGETED ROl WORKSHEET

All ROI results for awarded SDTMD funds will be subject to a third-p arty audit.

SDTMD FUNDS REQUESTED:

A

S 400,000

NON-SDTMD FUNDS FOR PROGRAM:

S 500,000

DATES OF EVENT OR PROMOTION:

October 25-31, 2016

NUMBER OF YEARS THE EVENT/PROGRAM HAS BEEN IN OPERATION:

5 years

PROJECTED AVERAGE DAILY RATE (ADR) for EVENT OR PROMO DATES* B

S 159.90

* USESAN DIEGO CITY ADR in SDTMD HotelRoom NightRevenue from SDTA/Smith Travel/Tourism Economics

HISTORIC Number of SDTMD Room Nights Generated by Program/Event/Promotion C 30,000
Total Estimated HISTORIC SDTMD Room Night Revenue @ above ADR (BxC=D) D S 4,790,000
Projected Number of NEW SDTMD ROOM NIGHTS generated due to proposed use of E 15.000
SDTMD funds (Explain in your “Scope of W orkNarrative”). !
Total Estimated NEW SDTMD ROOM NIGHT REVENUE generated @ above ADR

$ 2,398,500

(BXxE=F) F

RETURN ON INVESTMENT in NEWSDTMD ROOM NIGHT REVENUE: 5.9:1
Total NEW SDTMD Room Night Revenue Generated: SDTMD Funds Requested. (F/A:1) =
TOTALESTIMATED SDTMD ROOM NIGHTS (combined) (C+E=G) G 45,000
TOTALESTIMATED SDTMD ROOM NIGHT REVENUE (combined) (D+F=H) H S 7,195,500
TOTALIMPACT RETURN ON INVESTMENT:
Total SDTMD Room Night Revenue Generated: SDTMD Funds Requested (H/A :1) 17.99:1
MEDIA IMPRESSIONS & BROADCAST EXPOSURE (If Applicable):
Regional, National & International Broadcast Media (attach separate page if necessary) NA

Web/Social/Digital Media (attach separate page if necessary)

See Attached Sheet

Geographical Area/Sub Region of Event if applicable

See Attached Sheet
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EXHIBIT F

PERSONNEL SCHEDULE

FY 2018

The purpose of this form is to list the positions being claimed against Tourism Marketing District
Funds for the Fiscal Year. An updated copy of this form must be maintained at all times and any
adjustments must be reported to the SDTMD. Prior approval is required where changes will
impact approved budgets for executed SDTMD agreements. Please round amounts to whole
dollars. If the staffing claimed against TMD funds exceeds six employees (6), a separate
spreadsheet is to be generated by the applicant that is supported by the applicant’s budget and
submitted as “EXHIBIT F”.

DRAFT 10.02.15

A B C D E F G
FOR
HOURLY
JOB EMPLOYE SALARIED
CLASSIFIC ES - EMPLOYE
ATION AVERAGE | AVERAGE ES BONUSES | ANNUAL
(SALES/ TOTAL AMOUNT | ANNUAL AND AMOUNT
MARKETI | HRSPER | PAIDPER BASE COMMISSI | FUNDED
NG/ MONTH MONTH PAY ONS WITH
ADMIN, (W/TMD | (W/TMD | (W/TMD (W/TMD TMD
# POSITION TITLE ETC.) FUNDS) FUNDS) FUNDS) FUNDS) FUNDS
1
2
3
4
5
6
TOTAL TMD FUNDED
PAYROLL
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FY18 Funding Application

Mandatory Disclosure of Business Interests: Pursuant to section 225 of The City
Charter of the City of San Diego, California (“Charter”), all contractors and subcontractors shall
make a full and complete disclosure of the name and identity of any and all persons directly or
indirectly involved in any transaction funded by, or proposed to be funded by, the SDTMD and
the precise nature of all interests of all persons therein. Contractor’s failure to fully disclose all of
the information required by Charter section 225, or Contractor’s failure to require each of its
subcontractors to fully disclose such information, shall be a default of the Agreement between
SDTMD and the Contractor.

Please list all interests per the requirement above:

Name, identity (job title and place of employment), nature of interest/transaction

NAME IDENTITY (job title & place of | NATURE OF
employment) INTEREST/TRANSACTION

City of San Diego Work Force Report:
https://www.sandiego.gov/sites/default/files/legacy/eoc/pdf/2015/workforcereport1 50127.pdf
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Audit Compliance Acknowledgement

Contractors receiving $75,000 or more in federal, state, city and/or SDTMD funds
shall have Financial Statement Audits prepared in accordance with GAAP and
audited by an independent Certified Public Accountant, in accordance with
Generally Accepted Auditing Standards [GAAS]. This audit report shall include
the following statements:

a) A statement of expenditure of SDTMD funds by program, to be identified in the
same expenditure classifications as contained in the final budget and compared
with the budgeted amounts;

b) A statement of revenues and expenditures, and a balance sheet of all funds
received by Corporation; and

c) A statement certifying compliance with all terms and conditions of the
SDTMD’s contract with Contractor, and that all required reports and disclosures
have been submitted, completed by an executive officer of Corporation.

Contractor shall provide the SDTMD a copy of the Financial Statement Audit
within 150 calendar days of the end of Contractor’s last complete fiscal year.

I have read and understand the Audit Compliance Acknowledgement:

Name: Printed / Typed

Name: Signature Date
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Accounting Compliance Acknowledgement

General:
[1  Monthly submission of reconciliation reports and/or reimbursement packets is required.
[1  SDTMD has 30 business days from receipt of a complete and correct packet to review and reimburse.
[l Expenses incurred older than 60 days prior to the submission will not be eligible for reimbursement
without prior approval and extenuating circumstance.
[1  Reimbursement checks will be mailed to the Contractor.

O

Copies of “Requests for reimbursement” shall be retained by contractor for no less than five years.

[1  Contractors are to remit reimbursement packets and budgets using SDTMD’s templates and chart of
accounts.

[1  Additional written explanation is required on any submitted item in which the invoice is not self
explanatory.

[1  Any calculation shown on an invoice, reducing the amount requested, needs to include an explanation of
methodology or rationale for determining costs.

[l Unclear, unexplained, or unsubstantiated reimbursement report items will be removed from the submission
packet. In some cases, these items will be allowed to be resubmitted with explanation if it falls within the
time limitations established in the contract.

[1  Illegible receipts will not be considered for reimbursement.

[1 Do not use staples or special binding for your submission packet. A large paperclip or binder clip will
suffice.

[1  Submit your packetsingle sided only. Double sided packets will be returned.

[J  Include all pages of a multipage invoice and bank statements. (Online bank activity will also be accepted.)
Please reference each item.

[J  Verify totals and watch out for rounding errors.

[l Contractors must pay for each expense (and clear the bank) before requesting reimbursement. Contact
vendors with outstanding checks if checks have not cleared. It is your responsibility to keep track of this.

[J  No double dipping, if reimbursed by another entity, the expense becomes ineligible

[1  Only out of market advertising is eligible for reimbursement.

Travel:
[l TMD assessment funds can only reimburse toward the equivalent of coach airfare when use of public air
carrier transport is required in order to perform the Contractor’s obligations under this agreement.
[J  GSA rates for meals & incidentals are at 100% of the rate per night stayed at hotel. .

O

Please include a copy of the pertinent GSA rates for each area being visited as back-up, as well as the hotel
folio

Please include a copy of the pertinent GSA rates for each area being visited as back-up.

Conferences require proof of registration and receipt.

Sales missions require itinerary, location, clients visited, agenda and calendar.

O Oooo

Mileage reimbursement requests require a mileage log and purpose of trip.

Signature Date
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Attachment 6

FY2018 SDTMD Corporation
Directors Ranking of Applications
Summary

1 Page
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SDTMD Director Ranking Sheet
FY2018 Annual Funding Applications

Original recommendations made by SDTMD Board at March 3, 2017 Board Meeting.
Updates/Corrections adopted by SDTMD Board at March 29, 2017 Board Meeting.

= z
. § z g o 3 . z - B
g § i e £ 38 B _ g g = 3
Amount g 8 g cg‘ & 2 g i % Y g § 3
. s 5 S = = = S g g = 3
Director's Name: Requested] = S 2 £ & = = & £ Sl 2 & S 2
FY'18 PREVIOUSLY APPROVED ITEMS
ELITE SOCCER CHAMPIONSHIP - approved Oct '15 60,000 60,000
EXTREME SAILING - approved Aug '16 400,000 400,000
MASTER GAMES - approved Aug '16 100,000 50,000 150,000
NASC ANNUAL SYMPOSIUM - approved Aug'14 120,000 (120,000) -
SDTMD MASTER PLAN - approved Oct '16 37,500 37,500
THANKSGIVING SOCCER - approved Oct. '15 50,000 50,000
ULTIMATE FRISBEE - apporved 'Oct '15 29,700 (29,700) -
US AUSTRAILIAN FOOTBALL - approved Oct '15 29,700 29,700
SAN DIEGO TOURISM AUTHORITY (SDTA) $32,002,993 | 1 1 1 1 1 1 1 1 1 9] 1.00] 31,987,785 31,987,785
SD BOWL GAME ASSOCIATION $ 450,000 | 2 2 6 4 3 6 4 2 3 32| 3.56 300,000 300,000
CA STATE GAMES $§ 150,000 | 10 | 3 2 3 2 4 3 5 7 39| 4.33 150,000 150,000
SD SPORTS ALLIANCE/SDTA/BREEDERS CUP $ 250,000 | 3 9 2 5 8 4 31| 5.17 100,000 100,000
SD CREW CLASSIC $ 250,000 | 7 4 4 6 4 9 2 3 8 47] 522 200,000 200,000
SAN DIEGO BREWERS GUILD - BEER WEEK § 74900 6 5 5 8 6 2 7 4 110 53] 5.89 74,900 74,900
SD BAYFAIR - THUNDERBOATS § 95000 9 6 3 5 5 8 5 9 6 56| 6.22 95,000 95,000
FARMERS INSURANCE OPEN $ 350,000 | 4 7 I0] R]J10] 6 6 2 45] 6.43 100,000 100,000
CALIFORNIA POLICE ATHLETIC FEDERATION $ 71,500 | 8 8 7 7 8 3 8 7 9 65| 7.22 50,000 50,000
COMPETITOR GROUP R&R MARATHON $§ 350,000 | 5 8 9 1] 5 38| 7.60 -
SDTA SUPPLEMENTAL $ 2,000,000 7 12 19] 9.50
KOZ EVENTS $ 35,000 9 10 | 11 30{10.00]
SD SPIRITS FEST § 25,000 13 ] 12 25[12.50
MKHR PRODUCTIONS/FLASHBACK WITHDRAWN | N/A | N/A [ NJA | N/A | NA [ NA | N/A | N/A | NJA 0] N/A -
36,104,393 55 45 45 55 29 55 36 91 78 489 33,884,585 (99,700)| 33,784,885

CORRECTED INFO - FY2019 Previously Approved Items

NASC Annual Symposium Aug '14
Ultimate Frisbee Oct'15

S 120,000
S 29,700
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Attachment 7

SDTMD Corporation Annual Report
for
FY 2016
January 1, 2015 - June 30, 2016

42 Pages

Page69




8019-602 (619) | 801T6 VO ‘ODHIA NVS | 008 ALINS AATIA ODAIA NVS OI 0888

e ,...y.ﬁ\\“\.ss. /
g ,,_,, N\s
f \\\»

7
TP Lo



1818 20 38 40

h
| [ -

D —
[ Py -
Ah
o =—
=T OO
M—

Page 071



‘0391(J ueg 03 SI03ISTA 210w SUTSULIQ UT S$}[NSSI I qeanseawr “FU0I}s 9)LaId 0}

anunuod sassaursn q Surdpoy 1s quiawr 3y} ‘qIALLAS 23 YSnoiyy 1ay3a803 Suryrop

‘swerdoxd pue sjusss [eads jo Surpuny pue ‘SanIAIOR
uorjowoxd ISTINO} ‘SIS QUIDW PISSIASSE ST 0 SIS JYSTU WOOI MIU [BIUSWSIIUT

IDAT[OP [[IM ey} sad1AI1ds pue sweidoid uo pasnooy st NLAS Y.L

‘9[oym e se uor3ar ayj
pue 431D oy ur aurdua drwouods angj e Jureard ‘sAels JYSIU WOOI dseaIdUL
03 sadraIas pue swerdord punjy 03 pasn aIe SIE[[OP 9SO} pue ‘passasse

-J[9S 1B SI0W JO SWIOOI () Y3IM sassauisnq SuiSpor ‘QINLAS Y3 UM

“Aqrenprarpusfojqissod

2( jou —2503 “_QHT S}[Nsalx 2A3IYde 03 H@IMQMOH MMONS 0] mmmwmﬁﬁmﬁ—@ w_.ﬁ m®~£m=®
1 (LOL) soxey Aouednooo judrsues) SaseaIdul aI0jaIay) pue sheis Ewe woox
2304 SaseaIdurl winj ur ydsrgym \gmizcu 9SseaJdur 03 m«hOwwm hﬂmﬂu— mu—ﬂamwﬁmaﬁ

0} 03911 ueg Jo A1) 9y} uryrm sassauisng Sur3pof smofe aALLAS UL

‘0821 ues jo £31D

a3} unym seare e Surssedwoous 1o1SI(] JUOUWISACIAUI] SSaUISNG WSLINO |,

apImM-A11> e St (QIALLA'S) 1P11SIA SundfIejyl WSHNoY 0 831 Ues Sy L,




910¢ 140

L m mm mm
A4

434 TVANNY

1030211 pasea[al JeIp ue[
paaoxdde 3a8png SATINDAXT MIN I9)SEJ\ UOTeUnSI

THHdV  HIEVIN  AdVNYeid

uoneunsap , PIOM Y3 Jo 1s9¢,,

L o omm omm

sur8aq

LATNT

0z doy e se pajosfas 3 satas
san1D) 3rews sonydeidoan)
[euonEN Ul paInjes]

YIGNIA0N

- - o om o
L 4 A

@it @ —ememeeee=e () [ ()

sur3a q 910T Ad

LATNT

E e m mmmm mfm = = =@mO= =0 Wﬂcw

surer3oxd Sunoyrew pue safes

GT0T Ad 10§ SI030RIFUOD paradie; ojunye q pakordap
GI0T Ad Spuawwoda1 (JALLAS spunj (JJALL pases[ar AlMaN

SRR R EF! AYVONYT

C/NDRRRAA 4 ;W-IIII.I.I.I.I,,K/i.IOI,/L,,l. l-vﬁcN

/10T ‘ST IoquIsA0N ySnoxyy

[Puno) A1D4q uonerodio) QNLAS UM

08a1q ues jo pasoxdde yuoweardy Jueweady Sunerado
£ oyiLq QNLAS SuneradQ 1eak-aA1 03 1eak-aa1y sarordde SuneaN
0 paseaaI spun,j JUSWIPUIWE PUOdAG [uno) A1) 08a1( ues [enuuy qQNLAS

ERY (BN

il dI18WIA0N HOUVIN  AQVONYT

L,\rr\llllllk\,

Cm o m mOmOmGm | =GmOmOmOmOm =0 MH—AVnN

INHNIL

PISIp
Sunexrew wsLnoy
TeurSLIo Jo N0aso]D)

ERNIEREN

Bunea renuuy
dnias

dJ1GWIA0N

R R e o o o e e S o o —ﬁcN

[puno) Aniq pIe0 q ANLAS
paaoidde suonepusuruoday pajardwod £ q opewr suonEpUSWIIOdY]
$31eIS [10T Ad Surpung AL 1107 Ad SHpne 10 600C Ad Surpung ANL 1107 Ad

AN INDT HIYVIN ISRAREEE!
B R R R R e ) Q—@N

dn areys joxIewr
MOYS SaTpIIG

THHdV

e e e e chcﬂ

PRy Suneaw preoq

3811y pue payMINsU0d preoq ANLAS I Kxenue|
U0 surdaq sjuauIssasse
0891 ueg Jo A1) 9 YIIm JoeIu0d J0 uonLAN[0

1eak-aa1y e 105 panoxdde st QANLLAS

T AUVANY

B e e e S M T S

LISIP SunadIew WSLINo}
e ur ajedpnaed 03 9304 spEIO

BN EREN

LN BN NN EN EN EN EN EN BN EN BN BN BN BN BN BN BN 1

200<




b 910¢ L¥0438 TVANNY g OwLas

SJXIeW 8A}10U03 NYO434LND

oljjw Geg Ajsjewixoadde 1937109

f[jenuue Sjuawssasse ul SAB)S JuBILIaA0 ISYIUINI “

S8 16Ul A1) J0[RU LM
ATINSS3499Y 313409 Ayunjae wsnay [JyHLLY

INILIXEVINOILYNILSJONOIJNVHY

o 1V0J OIS




1012911 @AINJ9X] 9102 Ad ‘uewuieyd
saybny uelg sueAg * wel||ipn

‘A[oxoours A1op

‘uonerado jo s1eak usy

SIBAU POLISI(] Y3 se pajueid 103 Suryjou Suryeiin q onsrwndo are ap

‘s1eak 9ATy papualxa sem uorerodio)

ANLLAS Y3 pue 0831(] ueg Jo A31D) ayj usamja q juswaarde Surnerado
QYL PIISI SUnRNIRIA WSLINOT, SUTISIXd 9} AJIPOUI 0} UOIIN[OSI

e pasoadde [ouno) L1 0851y Ueg B3 ‘91T ‘g 3ISNSNY uo ‘AfTeury

‘auop aaey Loy

SE SSOUDAT}ORJJ0 PUE JUSUNTUIWIOD SUIES 9} YIIM JAISS 0] axrdse om pue
‘AINLAS 942 Jo dryspiema)s pue “UOIFEdIPap ‘SI0M IIDY} 10§ ULIOT] pue
A119], 9n[es pue 9z1uS0591 I “I0JIIIL(] SAIINIIXH Y} SE JILMI)G ULIO]
pUe SI0309II(] JO pIeog Y3 JO UBWLITRY)) 9} Sk UMOIg AII9], :SIopes]
Ayrununuod Sunromprey ‘pajedrpap omi A q pay A[jusisisuod pue A[qe
udd q sey 31 Z00g ur uordaour s,uoryerodIod 9y} UG “T0JOIIL(] IATNIIXY
pue uosiadirey) preog mau e jo jusunurodde ayy y3rm uorezruedio

3} Jo drysIopes] Y} Ur UOTJISULT) JO dWIT} B PIIeW 9107 A

*SIR[[OP 9SO} U0 (JOY) JUSUWIISIAUT

U0 WInjaI 3sadre] ayj ured 0} SNUIASI JuswSsasse (AL Aojdap pue
30adsai 03 st yorym “Ayqiqisuodsar ano jo sdourid SurpmS Surdropun
1]} 2I02SISPUN 0} SIOAIL( JO PIeOg Y3 JO Jeyad q uo yeads app “03a1]

ueg jo £310) 9y ur sAejs [930Y JYSIUISAO 10§ PUBWSP S)e[NUUS 0} SN
JUSIOIJ JSOW PUE ]S q IV} 03 $901n0sa1 Surko[dap :yzom 1no apmg
03 SINUTIUOD pUe JWIT) JO 353} A3 POO3Is Sey Je) (JNLAS Y3 Jo 203
[BUOTJEPUNOJ 3} 0} PAJEIIPIP UTRUISI dM ‘SUOSEII IS} JO [[B 10,

"aNUDASI J O, [eIUSWIDUT pue sporiad pasu 1040

puewap Mau SUTjedLIqey UO ST SNO0J PajSIom e ‘DI0JaIaN ], 'SINO ULy}
Suradwod arour st uoneUnSap I19Y3 Fey3 drqnd Sur[eArI) 33 SDUTAUOD 0}
Areor8ajens pue prey Surom osfe are s10i3adwod Ino ey} Sz ear IA
“UOTSSTUI INO UT SAIJEAOUUT pue JUe[ISIA A[JUR)SUOD UTRWISI OS[E JSTIUT oM
‘peaye sAep ay3 noqe dustrdod q 03 U0Seal 1813 ALY aM S[TYM ‘PHOM
a1} pue uoneu ayj 03 A1) 1SaUT] s eorswy,, Sunoword jo ssaursng,
aATTadWod AUy} OJUT SPLOIUT IAY}IN LW 0} UDTYM WoIj preoq3uds

9] geIA © Sk S3SS900NS YONS SN § 9] ‘PIMIOJ SAOW 9IM SE MON

"0301(] ueg jueiqa e [ang sd[ay (CUALL) 1HISIP
Sunesrew wsLmoy Ayjreay e jeys azrudodar am ‘A1) 23 Ul AWou0s
Ppope1; 3s981e] puodas Y} Sy "1ed4 snoraaxd

93 I9A0 dseardur 9,16 ue unuasaidar
‘910C A4 UI UOI[[TW £0Z$ JO SoNuaAal (LOL) mw <mmmg >_._.= u u xm

xe], AouednooQ juarsuer], Sunoa[0d 03T
ueg jo A31D) a3 Surpnppur — reak jsed oy
ur apew sey Ansnpur [9j0y ayyésardord

93}IN0 qe 93eIqa[ed 03 YL ST aIay ],




910¢ Ly0diy

“I9AIUBY} [EIA

9I0UI SaW0daq ULI0FIad S10310LIUOD Papuny mo
JeU) oM SunaNIew JO anfeA pue sduerodur
9], 'SUOSEAT 3SAL]} JO [[& 10] UOTIEUNSIP [dART
© SeJRaI) Jopun JIe ap) “M0oI3 0} aNUIIUOD
sasuadXa STYM aNUAAAIJO JJO SurPAd] B
ousLdXa 1M oM ‘pmordLouednodo pue
MAV Jo 1omod [enp syjuey) oyjer premIoy sn
Sunysnd YV YIIM ‘DI0Jo18Y) PUY SISLIOIUT
A VYSNOIY} W0 [[IMUIMOIS ISOIA “YimoI3
10 WOOI S[PI] 9AL3] SPAS[AduRdNID0es I

*0331(] Ueg JISIA 0} dI0W

Ked 03 ajdoad Sumurauod ut junourered
9q [IM SuneNIeW SATOJS ‘Pajadiey
JINS31 € Sy ‘MOUY}MOIS 0 PILMIO)

yred Auo ayya q 03 sreadde saorazes
puejonpoad swes ai 105 arowr Aed 03
s3s9n3 yse spjoy SurAe] Pmor3Yqy
USNOI) SWOD[[IMUIMOIS SNUSAY %08
Ayeunrxoxddes q 03 pazaprsuodA[[esousd
STUDTYM ‘S[@30Y 0831(] ureg Ut Aduednodo ut
Tenuajod [y o Sunyoear 0} SO aTe A
{Iv1guazo g AouvdnooQ Suryovayy
"JIVRATIRIIEN] JO WSSNIA

seonT Ay, pue ‘pue] SIepp Ieis ‘w I9PO0J
K1IRE] JO PHIOA SUIpIRZIA SY], :9pnpur
sordurexy -, ut re,, 08 3snw 031 ueg
Aym sTyorym ‘03a1(] ueg Jo s3I 3MOI3
9} PIddXa 0} SNUNUOD A3V ], ‘pappe pue
papeiddn are suonoemesred swayy mau
PUE S} IEUI 9S3Y} UT PIppe oIk SWO0T
9104 M3U Sk S3SLI Teq aAnIadwod Ay ],
‘gvaay ] Ajuno) aSuviQ[sajoSuy soT ayJ,

‘sfej0y pauado Aimau

11 AJSNOSUE)[NUIS 0} PIsU OS[E [[IM M
‘sySnAouednodo oLI03sTY je S[EI0Y Sunsxa
daay] 0 19pI10 UT ‘DU ‘s1eaA ()7 Ised ay
ur jutod Aue jeuey surpedid A[ddnstajoy
93 03 pappe Sureq a1e swooxsand IO
ouijadig Rddng 1930

:premioy Suro3 uonoe jo uefd Imo ur IBPISUod
0} $1030€] £33 9UIOS dIe dI9Y “PUD ST} O,
*9w023N0 2ARIS0d € 2Imsuo Jey sar3ajens
juswsdwr pue a10[dXa 03 A[9AT}OS[[0D

sn ajeAnow pue axrdsur osfe pnoysinq
‘S1S9I9JUT SSUISN( [ED0] INO Ud)eany} ATuo jou
S98UBTeYD 9SA[, "P[IOM SITUS A} PIIpUT
PpUE EOLISWY Y}ION UIYILM SUOLRUNSIP [9ARI)
I9[30 JO SPUBSNO} YIIMm A[SNOIJD0A 939durod
oM se A1SNpur o ur Yj[eal] dIIOU0dd

[ed0] 99jueIENS JOU S0P Y3[EaY DIWOU0DD
[EUOTEU Jel]} PIPUTWIAID g JSNU A TIAD
uey3 juerodwr SI0W UOHRULSIP [9ARI) B SB
0391(q ueg 3urpEs pue SunadIeW JO YIOM

2y} Supjew peaye oI SpUIMpesy jey} Ies)d
A[BurseaIout s1 31 “punoIeuny pue e
aansod snyj jo pnoida q pnoys am o[y

"1C'6S1$ 03 paseadUul sey yprym

AV Surmois e pue ‘sppas] Aouednodo pIodar
Surraysidar Aepoy st Ansnpur (230 sy, ‘ode
SIeaA 0S IO XIS JO UINJUMOP DTWOU0Dd JNOTFIP
AI9A 3} I9}Je 9JEWI]D SUIOD[OM € ST ST,

*S9DTAIIS AJTUnuIuwod [e3ia apraoid oy

anuaAax xej uodn SaT[aI Jey) JUSWUISA0S [eD0]
®© 10 “Top1aoid 901AI9S dur-juoly e ‘rdeurw

B IoUMO Ue 918 NOK Iayjaym — Souir)
STwou02d pood Sunusrradxa st Ansnpur 1o
“UoreU 3y} JO 3S0uWr pue ‘A1) Ino ynoySnoryy
‘BuraLny) pue juerqra ureSe st 0331(] ueg ur
Ansnpur [oAes) pue [930Y a3 ‘s1eaA JUa0a1 JO
UINJUMOP dTUIOu0dd Surduafreyd ay} 1013y

ININGSASSVLINYVIN




9102 L8043y TVNNNY . .
‘ \ J

~ | xdse yoressar-Ansnput /noqe /10 03arpuesmmm / /:sdpy :Aoyny wstnoy, 0831 ueg :21nog,

. ONIONJSHOLISIAgVAIAVIVLOL

SOUTLANINXC'BIS HNOH/NDITIIN 15 “AVGUNOITIING'L2§ &-

O OO ALNNOI0S3IONYS MNNOIDTA0NS
PBANYOB 3N OSHONYSOLSHOLISILHIING SHOLSIATILOH
%8l NOITIING LI NOITTHNG 6
\ M AHK m H ® : .
_ @ x == ,krnoln _.
ALNNOD033IONYS "
O93INYS J0ALIDHLNSNOILTTIO)
z=_._._mﬂ_x__mm:<mm HYLADNYATILVASNTAL Ggﬁ_ _,_mmﬁm_w_z__m__m__ﬂmm | @] ﬁ_! '
YR+ 3 i
s NTINGDZS % _

B e

W 4 W

9107 Axenue( jo sy,

mm_::Eﬂm_z-_\,_m_z__Eﬁ ”E_mm_ |

NOIJ3E 031NV O LLIVNIIINONOITI 101

SHVTIONMINNOITTIAG 9IS ™

o o ANNOJ NV ALIDOIHTNYVS 9102 A

O v218 VAT OOEYTIVAVH AN
| _N_Mm_ﬁEzgz_ééz LIVdINIIINONOIINSIENOL



https://www.sandiego.org/about/industry-research.aspx

L1

910¢ LyO0d3d TYDNNY

uSruiad [766T$ 01 %I HA q paseadur ajer woor A[rep aderane ay ],

“Teak JSB[IDAO 9,8()°() JO dSLAIDUT UL “9/,7'Q/,

Ppayoea1 03a1(] Ueg JOAJID) 3} UT SWOOI [910 J0J puewap 3uomns ay L,

‘TeaK}Se WOIJ 9SLAIDUT 9,79°F © “AJuno)) 08a1(] ueg ut sqol 000‘c8T

ue} arow syroddns jeyy 3s00q drwouods ue apraoiduor3ar sy 03 SIONSIA

‘saxe) Aotrednodo JuaIsurer) Ut UoI[[Tug)g$ Pajoaf[0d0 31 uegjoAir) ayL,

9102 A4 woxy sjinsanpedwnuaifesayiQ

"SATTIUD JUSWILLIDAOS
03 saxejhyradord pue ‘saxey safes ‘soxeifouednodo Jusrsues} UTUOT[[IW 059$
UBY) 210U SANALIJUODAT}SNPUT 3Y ], Joedw druouods [euordar umor[1q $91¢

Burnerouad “08a1(] ULG UT JOALIP JTWOU0D3 JS9SIL[-PITL) AU} SUSLINO ],

91

LJVdI 3
JONVINH0 34 3d
INI9U0T

3l0¢ A

[T

Page 078



$2T'8L8°6¢$

000°02$
SIZI$
000°05¥$
000'S6%$
000°00%$
PITLIS
G61'6C$
000'S$

061$

$81°€9T$

910T Ad pasinquiray [ejor,
Saures) oeag PIOM
dnpjr

1SS MID) 0891(] Uueg
UOTIEID0SS Y dWeD) [MOog 0891(] Ueg

saoey Jeoq IrejAeq 08a1(] ueg

awren) IeIG-Y TN / 1sajue] — saxpeJ 03a1(] ueg

3pHd 1991
SIUSAT ZOM

uonEpuUNO, [edMI0)SIH Iayreny) durejsen)

uad( soueINSUT s1auLIR — 0831(] UeS JO qn[D) AInjua))

SO 199¢ — P[IND) SI9MIIg 0331(] Ueg

UOJRIRA] [[OY, U320y — dnois) 1ojaduro)

sauren) aIr 3 9010 J — UOHRIdPa,] DI} 9DI[O ] BIUIOJED)

saurer) aje)g eruIojieD)
BIUIOJIED) JO INOT, USWy

Aroymywsrmo [, 0391(] ueg

10)>EIU0D)

"@NLAS Y3 Yim jusweaidy SuneradQ s,431D sy

ur 3105 33s sjuswaambai [1e £ q spiqe 03 parmbaz axe £sy) ‘uonippe
uf 'SaZIs [[e Jo sassautsng SurSpo[ QAL 1Y d[2Y Jeys sjuaas pue
suonoeIe anbrun ySnoay) puerq wsLmoj s,0891(] Ueg adueyus
pue jusws[duwod jeyy sanrAnoR pue sardsjers SunesIew pauysp

Aprespd aaey 3snur (QALLAS 943 A q parroddns s1ojoenuod 1y

‘puewap AB3S JYSIUIDAO [RJUSWSIOUT SUIdNPUT 10§ PIOdII YOI}
reuorjowoxd rerjusjod 10 uaaoid e sjensuowap jey) suoneziuedio
[e20] 1930 JO A}oLIRA B 0} pajedo[[e a1 Spunj papIeme SUrureway

‘p102a1 Jo uoneziuedi SunadIeA UOHRUNSa( S A1) a3
(VLAS) L&3roymny wsnoy 0891 ueg ayj 0} poapIeme sem
Surpunjy 1030e13U00 SINIAS JO %06 APrewrnxoidde 910z A 104

*0831(] ueg ur Ansnpur wstmoy juerodwr A[ea
S} U3 3USI3S Je} SNUIASI PUR SPYSIU WOOI [330Y UL Y3MOI Ul
Pa3MsaI A[JUL)SISU0D Sty suorjeziuedIo [edo] pajdaras Afpaniaduuod

asayy} Sunoayye preog (INLAS Y14 q SUOISIAp Surpun,j

“1eak a3 ynoySnoryy Surwrurerdord pue sjuaas Jurfpduwod
ITM UOTJRUTISIP JOJISTA IST}-4SIY ‘DATiadurod e se Wz=._.u<=._.z=u

910<c L A10Jsuonnqrosi(q
surpun iojoeauo,)

snye)s sy ureurewr A310) ayy sdpy (qIALLAS ‘0891 ueglun
SI0JOBIJUOD pUk suoezIuedIo jo AjarreA apim e o3 SdTpuny
pue 310ddns reuonjowod pue Sunaxrew Suzpraoid Ag




$}107J9 SunIadIEU [[e JO JNSII k Sk
SoLIINbUT J0J1STA UOT[[TW ¢'6 PIJRISUDY)

anjeA erpaw predun suorje[ax
o1 qnd ur uor([Iw 6'0E$ pareIauss) e

swnipau jurid pue ‘Owoy-Jo-no
1en31Ip ‘A L paziun jey; suSredured
y3noayy A[euoneursjur pue A[jeuorjeu
suorssaxduur sso18 Sursnroape pred
UOI[[Iq €T ULY} IOW PIJRISUDD)

SIYSIYSI
sunoyJIep

08a1(] ueg 10§ SPYSIU WOOI MU 70()'C8T

Bunuasaxdar spea] /67 pajerousd jeyy Ieak
93 INOY3NoIy} SMOYS SpeI} 99 PIPULY e

2dUEBpUD)E UT 0831(] URS 10§ SJUSI[D MU

G6/ JO T€10} B YIIM SJUDAD JSWOISND €7 PPH o

o03a1(] ueg
10§ spySru woox dnoi3 mau g’/

jo Suryooq ayy ur 3unnsaI ‘9r0z A4 Ul %L6
POYDEI 3)RI UOISISAUO0D UO0[30adsur )15 e

S[930Y SnoLIeA
JO SJISIA 9)IS G/6 PIIINPUOD pue IeA
9} INoY3noIy} SIDWOISND 6G7 PAISO] e

uoneunssp
9} 10J SUOTJUSAUOD dPIMAID ¢/ pue
SIYSIU Wo01 opIMAID 688°T60'T P00 o

sjySru woox dnoid mMau 6/6'69¢ POOg e

SIYSIYSI]
LT LS

xdsv3no

19%'0£9'%85%
8LPST$
6THLLLE
611'92SLT$

'SIOJISTA TRUOT}RULIdIUT

pue disawop pue ‘s1a[aaer} dnoid pue ainsrey 03 Surjeadde
O3 IeW WISLINO] 9SIDAIP € Sk 0391(] ueg ajowoid 03 s310539 VIAS

1#n3 paday sey QN LAS Wo1j spuny SunayIew Jo JUSUNSIAUL

‘OY dztwxew pue sapruniioddo

uo azreyden)sa q 03 19piIo ur pajepdn are surerdord 93ys
SUOTTPUOD JONILUI SE pue ‘9oe[djasIewt ayj Ur S[quull St VLS
9], 'SIO}ISIIP JO PIRO q IdqUIBW-()¢ B A q paurosos uoneziuesio

(9)(D)108 3g01d-10]30u SreALId ® ST VIAS ‘FS6T Ul pajerodioou]

“‘PHOM 9y} punoie
W01 SIS[9ARI} SSOUISN] pUe 2InsIS] I0J UOHRUNSSp Suljoau
pue uorjeoea pairojord e se 089K URS JodIEU pUe sjowoLd

03 ST VIS Y3 JO 2A1303(qo dTet oY) “UoHeZIuesIo Sunesrewt
pue sa[es e sy “uor3a1 033 UeS a3 10§ SUI3uD Sunesiell pue
saes Arewrtid ayj st (FIS) AJIOYINY WSLINO], 0391(] UeS S [,

ALTHOHLAVRSTH 0L
ODUIANVS

LIVANT 3 JINVAYOI4Id 40LVHLNDD



https://www.sandiego.org/about.aspx

910¢ L4O0Od3Y TYNNNY

Aepo} [9ALI) JO PIOM JU} UI dHusyjne
Aotz pue Apwn ‘@anjefradns s jeym juasardar suoneunsap oy, ‘oidiy Awry 1031pa sainjesj pres , onyder3osn)
TeuoneN jo a3papmouy| [eqo[8 pue asnIadXe [9AeI} 93 S}OI[JAI ISI[ PIHIOM Y3 JO 1S9¢ SY [, ‘SUOIEUNISIP , PHIOM

93 Jo 389¢,, 0 JO duo se euenli] /0331(] Ueg pajds[es aurzedejy Io[eAei], oryder80as) [euoneN] ‘G107 JqUISAON Uf

aurze3eA Yo M
£q saye1g pajTun) 9} UI S9ID DTWRUAP JSOW 91} JO UO Sk pue 9[() Ul aurze3ej\ ASUOJA A q [9ARI], UT 3S9g 10§

9U0 I3 quINu paxuer 3urs q SUIpN[OUT S39[IN0 JO I8 qUINU e SNoIy) uonudooal [eUorjeu pasaryde 0331 ueg

*9UIZRSRA SITI[IOR,] 3 SUOJUSAUO)) UOTJLIDOSSY WIOIJ PIEMY JUSWIAIYDY dANDUNSI(]
9} PRAIRRI Y LS Y3 “A[[eUOIIIPPY "UOTIRIDOSSY [9ARI] §() WIOIJ PIEMY AUNSI(] oY) PUe ‘BIUIOJI[ED) JISIA

woij premy Addo sy ‘spreme snordnsaid omy yyim pazruSoosar sem uSredured | Surre) sy ssaurddery, sy

JUsWewInog, Jjoo) sdueInsuy sioureq a3 yjrm EOEUQS.HCOU UT SI9WO0}Snd ~mﬁ§m~0@ 0T pue ‘auren)

IRIG-[[V SY3 YIM UOHOUN[UIOD UT SJUSAS Je SJUSI[D Terjuajod 17 pajsoy wea) ayj ‘Sjuaad aanjeudis uo urzijeyide)

‘urex3oxd sty pajadunos aaey suoneIe

U ‘SaNULA ‘S[230Y 0331(] UeS WOIJ SIS[[3S (0 UL} SIOJA "SPIsU JSWO0ISND PULISISPUN 03 SIS[[3S 0831(] Ueg [[e

Sururex} uo pasnooj Jey} AUNWWOD saes [9}0Y Y} 10§ panunuod sweidord Sururer} paynia)) SSUNLIIA Y,

‘08a1(] ueg 105 ssautsng dnoxd
renuajod mau pey oym SUSI G/ 10§ 5 Ay} punore pay arom swrerdoxd , LD jrewg v — 03s1( ues,, 410539
ey 1oddns of 'sfe10y (QIALL 10§ S3yS1u wool dnoid mau 6/669¢ Pas0o0q pue [[e Je Je 10 SIedA JAY ISe a3 Ut

paoo q Suraey jou suoreziuedio pue ssaursng dnoid mau SUj0oq UO SN0 0} PINUTIUOD WEd) SITLS [910 YL,

-aouarIadxe Suneswr 0891 Ueg 1) PasedMOUs 1Y} 9T0Z A UT PAIONPUOD 9I9M SIISIA UOTJeZLIRT[TUIe]
XIS "puey-3siy 31 dusLadxe ued £ay) Jey) os 0331 Ueg 03 SIW0ISNd mMau 3uriq 03 ydear syy1ds puedxs

03 sxe[[op [euor3al-qns Sursn pandsxs sem uefd uonismboe 1owo)sNd € ‘BIPIN LOINNOD UM SUBIOA

‘anfeA erpaw predun ur Mg Uey) a1ow pajersusd suonowoid erpaw UordaI-qns pajedIpap (g pue
S3LIUL (009 SurjeIsusd SI9SN LIPS [LI0S UOI[[IW G'¢] Paydear saxeisdeams dix-e-uim Ap1saeng) ‘saurzeSewr
SINSIS] PUR [9ARI] JSEN 9PUO)) UT URI [RLIO}ISAPE PUE JULL] "SUOISSaIdWI 013 UOI[TW Z'9G UBY} SI0UW PIISAT[IP

saouaLIadxa pue jonpoid uordai-qns Sunowoid suSredwed Suisnrape YO pue [epdip qurid snjea pue Lmxny

ce owras

“PURLIOZIIMG “YDLING, WOIJ

SOUI[ITY SSIOM[OPH UO /[ dUN{ Ul pue AULWIdD) 4INJuel] WoIj SSUIITY JOpuo)) uo £10g ALy ururda q
[[IM SDIAISS [RUOSEIS 30a11(] "0391(] Urg 0} SIYSI[ J0211p Mau om} uriq 03 Loy podiry [euor3ay
08a1(] Ueg AU YIIm pasIom YIS o3 ‘A[[euonippy “erensny ur suonear orjqnd pue aper) [9AeI) eIA
08a1(] ueg Juasardar 03 WLy ¢ 93e0) A} SULITY A q Yoeal dIde ] eIsy papuedxe pue ‘wopSury pajun

ay) pue epeue)) ur yg puerqg yim wrerdord Sursnroape do-0d uoriu ¢ e paysune| VIS oYL

NOIVAINVO TVNOILVNYH.LNI

‘satrmbur 103114 UOI[[TW 7 1940 pajerouad suofe swiojjeld [eySIp 9say ], ‘weidejsu] pue ‘oqnnox
0O, UTYIIM 09pIA AT pue sudredured pasnooy A[YS1y papniour s1ohe] SUTONILW RIPIW [RI0S d],

VIAIN TVIDO0S

‘uoseas [aaer) yead ayy ojur

Gurpeat suorssaxdwr uor[iw 609 pajerausd jey) uSreduwred paraker ay3 Jno SUTPUNOI LIPSW SWOY-JO-NO
pue qurid ‘Tenos ‘TeySip yim ‘A I, jods uo uer uSredures |, Surre) sy ssaurddepy,, oy ‘sjoxrewr

[neY 198U0[ WO [9ARI} 03 JUJUT PUR UOTIRISPISUOD MOIS 0} S]XIRUL MIU SB PIpPR 9I9M Se[[e(] pue
‘081" SJI0K MON "OJUSWIRIDEG PUE ‘0dSIDURL] UG ‘9[}1edg ‘XIUS0Y ] ‘Sa[98uy SO JO sjaxrew Ao a3 ur

9PEUT SeM JUSUIISIAUT UOT[[TW ¢'Q¢ Uk ‘Suoseas [aael) ourwns pue 3urids yead Surmp aaery aryded oy,

NOSVHS THAVIL YHNINNS

‘poriad 1)uIm pue [[e] 3y} I9A0 SUOISSIAWT UOI[[TUI 68 UBL[} SI0W PAjRIduad pue UOI[[IW ¢S ULy}
arowr sem suSredured Y30q Ur JUSUIISIAU] "S9)LIG PAjIuN) UI)sap y3 ur uSredures Sursiiaape puelq [ey
© Jo youne[ a3 £ q pamo[[oy sem 3911 spry ‘Teak snoraaid ayy 1040 9,7/ dn sem ayer A[rep aSeraae o) pue
0,7 PISLAIOUT YJUOW 9} I0j PURIDP WOOI [9J0L] ‘310°03a1pues 03 s10y1s1a anbrun 00(‘gHz ueyy arow
Mmai1p pue szaujred 6T 1940 4 q pajroddns sem uorjoword oy [ 19q030() JO Yyuow iy} Surnp sjaxIew
XIUa0YJ pue sappduy so ayy ur uSredured 0391(] ueg 991 SPry [Nyssaoons A3y ayj panunuod VIS

ODdId NVS 334 SAIX

SIYSIYSIJURISOL]

Page 081



910¢ LYO0Od3Y TYNNNY OwLaes

S1u200 Jojuror puv sousins Jo aSvioav paut quioD ,
0S8°7zL’e$  AnUAANY JYSIN Wwooy [eI0L,
«€6'9ST$ ajey Are( a8eraay

€TL'ET s)y SIN wooy [310H
0000ST$ junowry Surpunyg 910z A,

LI0'STT'TIS  9nuaady SIN urooy] [ejor
98'071L$ 3jey Areq aSeraay
818 s1Y SIN Wooy] [3)
98.°eS$ junoury Surpunyg 910z

104

910 Ul papieme

9I9M sa110893ed JySom pue
‘sasse[d a8k ‘SUOISIAIP (00'S Uey}
9IOW UT S[epall )0Q‘E ULy} IO

g syIop0 Sunayrewt
o L e JOJ[NSII © SR} pUR 19000s Surpnpour
Ayrunyroddo snbrun e sem sty

0s ‘[rewo asn 3,uop sxoygadwod surea) odspuer ueg woyy uonedonred
awog ‘s10y3adwod snorasid (e 19)ea18 Papn[oul SaWRL) IDWILING Y,
03 Juos sem a0a1d [rew 3021Ip Y SI9 quIaW
A[rurey pue saja[y3e 000’07 SWOS YIIm

UOT}RU 3} SSOIDR SODUSY ‘sdysuordurey
i ; : : POpUS}3e JSOW 3Y} DIB SIWEL) IOWWNG

£1 Sunjuasaxdar papusie sjeryD 91 PUR 3DI[O] $9ILIS PAjIUN Y3} SB UMOU Udd q o1 107 SoMIOwSIes uniado 3

ruonyrzadwod sso3Se Q:wu qeo} aARY SAWEE) Y ‘0T SOUIG "SAWEE) I1] PUE 310 3 105 sat p ! YL
& M‘Mwhn:ﬂo‘ihw H”_WWW_HH___MMJ S9]L]G WIISapA a3 03 padueypd aureu ayj ‘uonnadurod T mHMMHMﬂMMm MWMWMMMM
SsOT Wm_mwmwwm ( m_ur<mv adreyd M Ot} OIUESEIS LI2isaM [e49495 JO UOQIPDE oY) pue BTUIOJITED) IDUIWNS PUe. IOJUIM d}

sjualy [emads pue ‘SpuByS ‘SjTD 000 U s19)y3yaI1y JO UOISNIUT I8}y “AJUNUILIOD

[eInSneuy o) ploy sotes) oy JUSWISDIOFUS ME] dj} JO SI9QUIAW JUOWe SLIdpeIeuIed

ur pajedpnaed sajanye 00001 PAO

SUIUOUT JoJuIm pue
p— pue ssauyy [edrsAyd sjowoxd 03 pasu a3 pazrudodax

€1 A q Sursearour Iawwns ayj y3oq Sutmp 03a1(] ues
i P oym snyAN] ,,93n(J,, UOIA JURUSINSIT 3DI[0] 0331(] d ; s

S99PUL}E 3JLIS-JO-NO UM ‘S1edL F ; . 03 s1aherd pue ‘s1oyedads ‘sarfrurey jo "

ue 9pUNOJ 9I9M PUe ur eruroyie)) ‘o3ar

snoraaxd woIy 9,61 Paseardur 9rOg ur SAq popuncy i P e spuesnou Jo suo) Suriq sauren Aelg SuLInp SUOIEI0] JO SUSZOP 3e 23e[d OO} SIUSAD AU} “TOIUTM
Sunadwod sajaqyie Jo Iequnu AL, UES UI P[oY 219M SOIGUIAIQ 9910 BILIOH[ED 38T YL, BIUIOJI[ED) 3} O} PIJO2UUOD SJUSA Y], e ) ) .

a3 ur 3urjeys pue £3320Y pue ISUINS Y} Ul Opuom>ae)

i L 3 ‘0.091(] ueg ur JIe
s Yysii SHNVY) HULINADITOd Tﬁ-—%m—-—.rmm: 03 A1aypre woy Suruey -08a1(] UeS Ut 9[T Y2IEN

pue ‘Areniqa ‘A[n[ ur aoe[d Y003 Jey]) Sju2Ad JO SaLIdS
»‘Av- ‘1”- MY—A— m.- rﬁ a143s ordwA[O “a0ds-nynuu e st sauren) aje)g LIULIOfI e Y],

I LA THLV HOTI'TOd SUNVIOULLNIAY
VINMOAIIVD SRV HLVILSVINHOAI'IV))

LIVANT 3 JINVANYOL43d d0LDVHELINDD

Page 082




8102 L4O0d3d TVNNNY

99.°85¢$
€TS8I$
L6E°T
89T'€L$

syseopod pues3o7 q ‘samyesy suruojurid
‘otpel ‘A I ydnonyy suorssaxduur erpaur

000°000°00T SWIOS PAINDIS YOI 199¢ o

so8esped Surdpor mgas 1o

0] S[930Y T Yim pazaujred yoap 109g
‘a8eJ Surpo 310'MgAs uo sIoy
ANLAS ITe SunBsI| 03 UORIppe uJ

008’ 1940 Sursearour
suej IPIM], pue ()00’T SWOS urseaour
suej 00qaoe Ym paaordur yoop

193¢ Jo 9duasaId erpaur [0S Y, o

[1Zelg pue ‘pueur] ‘urejrig

jearn) wﬁsuﬁﬁuﬁﬂ SOLIIUNOD g pue sajels
8¢ WOIJ Saapusjie ()00‘F 1240 Yim
MOI © Ul 1eak puodas aj 10§ N0 Pos

[BATIS9 PO STOMaIg 0391(] Ueg ayL,

A10351y 0801(] Ueg Ut d0P[d S)T SULMSUD

pue oam, Aep-or ayj Sunyrewr ‘0331(]

ues jo £31D ay3 I Jeap 199g 0381 ‘S[eA}S9J JO AJoLIRA B pUuR ‘S3unse)
ueg se GI(g ‘ST YSno1y G IquLAoN 9[110 q ‘S3SSE[D ‘SIN0) ‘SIdUUTp 199 q ut pajedonred oym
paxe[Pap Arenyjo puno) A1 S9LIOMAI ()9 SWOS PIPNIUT UOIRIGId GT(T IOqUISAON
0831(] UeS INO 1243 SWT 81 3} 10 o QY L, "2INJ[ND 133 q 3jeI1d SUTALIY) 5,0831(] ueg ajowoxd
5 -
WEYS

0} paday sjuaad ()09 I9AQ LAY 193 q JJLID PIPUSIXD

‘reruraxd ay) swrodaq sey (MAAS) YoM 19ag 0391 ueg
h ICKR\RICIC R
T'TIIDSHANTHT OOHIANVS

879'IP0'ES  SNUIAIY JYSIN w0
ZEB8IS aey Areq
70591 sy SIN
P81€5T$ junoury Surp

10Y

0831(] ueg pue JUIAS Y3 Y30q
PSSy yeys paonpoad sem
RIPOW JUI[UO JAIJEID PUE MIN] o

SIeJ yoN Jjo syred

MU IIM S[[TH UOISSIIA] Y[SNnoIy}

P971€3aID SEM 3SINOD MAU B pUk

STeJ JUOIJIORAA e PIJeaId 9I9M
SONUAA USTUL MU [NJINedq e

1T0T 9dUTS pMOId

uoyjerew 3s931e 9y} SeM SIY], e ‘adoang pue g 9y} SSOIdE SUOLFRIO] G 1940
T 03 peaids sey pue gge] Ut 0891(] Ueg Ul pajeurSLio adex
£q poyiodor se sorunod zp 9y ‘odxa ssaujyy pue Yj[eay e pue 4130uod JSulpesy
pue sajejs g woay syuedonred © ‘Spureq [ed0[ JAT] “UOYjeIew Jiey e ‘Uoyjerew [[nJ e
20RI )0('EE 19A0 9I9M 1YL, SapN[OUT JUDAS 3Y [, ‘9107 ‘G un( Aepung uo aoe[d 0oy
5 DTYM UOYJeIRA [[0Y U, 20y eng ay3 sjsoy yorym

@ﬁ—.—'u——-—nﬂw——— o1y UFeIBIAl [[OY U, Y20y eing ay: " YTy

L o . CJ

uoreZIueSIo JUsAd pue erpau e st dnois) royaduro))

NOILLVHVI TIONNMDOYU
d104DHOLLLAdNOD

LIVANT 3 JINVINYO43d d0LIVHELNDD




910¢ LYO0d3d TYNNNY

LSV'88Y$ 869°099'6$  INUIANY IYSIN Wooy [e
0THLIS SE'SLTS ey Aqreq a8ex
«$08° 8TTE S SIN wooy I3
S6L'67$ 662°061$ junowy Surpung 9f
10 Jo suiay
ur swzogjed [nyssanons jsour a3 Jo
9U03 q 03 punoj sem pue udredwred
o3agiures o Sunesyrewr 970 ay3 Jo 3red sem spe
i t0 o SRR el AR 300 gaoe,] ursn uonowoid pajediel e
03 9wy }SI1 3Y} IO PAUOHOURS VS
a1om uoyysert], yuridg Suridg auy pue SNURAGN[DJINGMIU epUe ‘Seare
UO[UeLI] AeUOTSSIIAl BLID}X 9L o Surmata Jo31e] ‘sanupA 1125u0 papuedxe
‘sadeds sdnoxd mauyim 1eak sny
SUZESEINY A V1 Ut ATeuonEN popuedxe SEMJUDAS IJUS Y], e
pasnzaape sem jurrdg Suridg ayy e
JuaAd Aep-moy
sdoys apAdiqurews s,epeAdN pue e Sunean A[[eRussss Aep Jo-pr|
B =TomESJOHER: paRmoId ayj se Aepsanyy, sjowoid 03 opew
pue saurzeSewr JUSISJIP I} UT Spe SeM 11050 SUGAYIEW PAJIIIUOD Y o T T Ep—
o8 parndRRonE= U9d g SeY UOI[[TW (g$ Isowye ‘93ep oF, ‘03a1(] ueg jo L)1) ay3
pue A[[euoneu pasgIoApe -uoryyeri], juridg Suridg ayy pue ‘0831 urg opuojueID) S[EDO]-UOU 9I9M SI9PUd) L o1 omIppe 1 JuwIEEINO) 108 uad( oIS SIowE]
sem opuouers) ojouSedure) sy, o ojouSedure)) ayJ, ‘UOIeIL], Aeg UOISSTA BIISTX YT, asoyj 3o Jiey Aprewxorddy sroutord o1 1 HOMEZIIESIO 51 10 1208 SU T “TOKT S3UTS SITOMS
Surpnpur ‘910z A4 Sutmp sjusas Suniods [ewads 991y3 py ‘uad( sduerINSU] SIdWIR S, 1894 o 3 stuonezt O T L 961 1S SHOR
SJUSAS [[€ SSOIOE PIAIDSL SjuaAy ZoY “SurAd pue rem ‘uni ‘exiqenbe ‘voryyenp st} pepuaye s103e32ads 000’08 10AQ S1qe3LIeyd Ut paBeSusUaa q sey 081 Ues Jo qn[D Amnjue)
d1oM uoIssaIdWI 00qadR] €T1°69C'C o ‘uoqyzery :Surpnpur syuaas yrods-pnur ur urziernads :

. Ajuno) 03ar( ueg ur jusweeuew aoel Jurpraoid t- -—Mmm — -—um - - NAdO HONVHIASNISHHNY VA
S - ~—um — -—Mmm - - Auedwrod syuass reads ad1a1as-[NJ e ST SJUSAT ZOM c mvm_u_: Z dnﬂm
SIL\XHAHZOM A0 41 TILH LN

LIVANT 3 JINVANYOL43d H0LDVHLINDD




910¢ LYO0Od3Y TYNNNY

9SLaIDUT 9,()G B ST
yorym suuoperd (eySip 5,4 TN
UO JUIJUOD dwrex) Iejg-[[y Jo

SMITA 09PTA UOT[[TW (8 IDAQ

payodiyem ardoad

UOI[[IW G['E 2I9YM epeue)) ur
IDAD dUIeD) IRIG-[[Y Paydiem
jsowr Y sem awred 910 YL

XOd uo

1SBD9[9} SeM YDTYM SI10jedads
UOT[[IW ¢'T7 WIOS paraures
awred ay) Surpnpur senranoe

Pa31e[aI IRIG-[[Y pue 3sajue]

910T Ul 3s3ueq pakolus
Saapuale 000’411 TOAO JeY}
j10da1 sarpeJ 0831 ueg ay

SIYSIYSTH

LLLT96'TS
21002$
S08P1L
000°00%$

‘9102 ‘71 AIn[

pue g An[ Usamj}aq SIMIATIOR IRIS-[[V 9T0T 3 pPapusne
a1doad 0p0’00F SSMIALOE Paje[al puR swes) RISV SATN
jo 11ed se juans papuajje jsowr o[8urs ayy St 3s9Jue IeIS-[[V

: LSHANVI
SHHAVAdOOUAIANVS

s9304 anbrun (/ ueyy a1our

PUE SUOIJEUTWIOU () JOAO PIATSIDI
SpIeMY 99[UIY [[eMIU0IG

a3 pue smara aded 00091

pey a8edgom spremy 29[y
[[eM3U0IS 3 SIeJ a3 Je IO Sy L

S1951 00078
payoear sAnq pe erpaul [e1os
UMO3-JO-JNo pajadie; mo pue

‘ardoad (p0*F¢ payoear aded juana
3[00g20e] SpLI ] 0831(] Ueg oYL

SEX3[, pue “ruUrAJASUUS] A9s13(

MO “BIUISIIA “Temep] Surpnpur
S9Je)SWoy pue epeur)) “‘Gadauurpy
Se IeJ Se WOIJ SWed SI8AN( 191,
‘epeue)) pue ‘0OdIXaJA ‘sajels

I9}0 ‘BTUIOJI D) UT SaNID IJ0
WOIJ SIOJSIA O} P[OS JI9M JUIAD
93 10§ P[OS $39521} 8L} JO %0

SIYSIYSII]

*s3nsas ayy mays fija
K] qpuvysiapun svar agv. asuodsa. i J *pa

uaym Juaca 112y 421fv shvp ysnl pa1in20 op

*Jua0a apiad ay3 Jo 3ovdunr ayy 39a1fo.4 fjagvana;

0%7'SS$
00°07L$

96€
PITLLS

‘s108po(] sefeduy so a3 pakerd sorpeg
0891(] UeS 3y} UsyMm Ied 09334 Je 9107 AN Ul p[oY
JUSAD Uk SeM NIeJ 3y} 38 10O A[[eqo[8 pue ‘A[feuoreu

“AI[20] ‘SaQIUNWIWOD I9pUSISueI) pue ‘[enxasiq
‘Ke “ueigsay [Te 10y 30adsax pue ur aprid 133505 03 SI

UOTSSTW 9SOUM UOeZIue3Io Ue SI apLiJ 0891 ueg

MUV HILLLY L]0
HATAd ODUIANVS

LIVANT 3 JINVINYO43d d0LIVHELNDD




910¢ L4043y TYNNNY

SUOHIPUOD IUIA SuduaLadxd

ST AT)UNod 31} JO YOI S[TYM
uoneunSap € se 08dI(] Ueg
SaseOMOUS 21msodxe erpaur Sy,
-apexed sy pue saured ayj y3oq
10J NdSHA q 98e19a00 sured jo
J[NSa1I € Se JoquIada(] ur 0891(] ueg
99S SPIOYasNOoY JO SUOI[IA

UOI[IW 0G/$ 1940
pare303 sey 03a1(] ueg uo joedur
SIWIOU009 SUNNSII ‘g/6T IOUIG

uSredured yoea1no erpaw

pue [e331p aarssardge ue pue
s[ooyds ypm Surrsuyred papnpur
sy103j0 Sunesrewr papuedxg

s1eak aayy jsed ay} 10§ TqUIDA
JO YIUOUI 3y} UT SIYSIU WO01 [3)0Y
000€E Jo d8eraAr Ue pIjeIoUS
aABY sawes) [Mog 0331(] Ues ay [,

SISHYSI

q Jo a8v.aap pour quio) ,

IN Wooy] [e30] =

 ATreq aSeraay x
N wooy] [230H
surpung 910c X4

i

's1ea A TeI2Ads Ise] ) 19A0 Ajrendod paured

A[moTs sey Inq ‘saure [m0oq a3 JO IoMdU ) ST [MOg
BI}OSUIO] Y ], "oured ay} puaije 03 Areoyads 0391
UEG 0} SUWI0D OYM S[EDO[-UOU Ik S103e30ads asal Jo

ID qunu JuedyTuds y 1eak yoes s103e30ads 000’0G 1940
Jurmerp A[Jus)sISuOd UONIIISUT 0331(] UeS e ST [MOog
Aepr[o}] 9 [ ‘Teak Yyoea S|Mog e1)3asuio ] pue Aeprjop]
93310 g SISO UOTRIDOSS Y duIes) [mog 03a1(] ueg oYL,

NOLLVIDOSSY
NV TAOHODATIANYS

aueyg Awrwi( 190e1 uo fyoxd
paire pue paw[y | s)10dg X0 e

dnp Lsouny

1rg a3 Suriniden aueyg Awrwrf

ym 0391 ueg ur drysuordwreyd

[EUOTJRU S3T PapIp “ITejAeq 10§
MEIp Ureuwr 9y} ‘payiwriun) [ e

Suruaas pue uoouIalye Ay}
ur aoed o003 pue snuaa pred ayy
UTU}IM POAOW SEM DISTIUL 9AT] o

(s10 quaw (] 03 INOJ Sey
wed) e) Sunedonaed sures) soex
JO I9qUINU 3Y} UL 9SBIIDUT %07 o

suorssaxduur uoryru o1

pajewnsa ue Yjm , moyg Aepoy,

9} pue ,edLIWY SUTUIOA!
poos),, uo dijj jeoq € jo 93eIA0D) e

SIYSIYSI]

064°L6LT$
$8'SLI$
LL6°ST
000°S6$

‘suorjoeIje Y30 Jo Ajarrea e

pue ‘Sy300q PooJ ‘SANTATOR SPDY ‘SuapaeS 199 q “drIsnur
SAT] SULISOJJO PJUSLIO AJIUIR] ST JUSAS S [, “U0ISUTYSEA
pue ‘euerpuy “euozLry woiy swod Sunedonred

swea) a3 Jo AUBIA ‘G10T ‘0Z-81 1oquiadag woay Aeg
UOTSSTIA] U0 a39durod sures) ¢g pey IrejAeq 9091d10juad
s)1 se Suer jeoqromod YIm dre] Aeg UOTSSIIA

Ul peY [eAnsay Aep-oa1y) € st IrejAeq 03a1(] ueg

SILVOdUHANILL
HIVAAVH OOUIANVS

LIVANT 3 JINVINYO43d d0LIVHELNDD




56 910¢ L¥0d34 1VANNY

"00SIDURI] UG pue Sa[8uy

s07 “Ajunoy) a3urI() Ur JUaAd 31} SSI}ISAPE 0] Pasn Sem
Surpuny oy, A1ae] 19015 Ae(J S,3OLIIE] ‘IS UMOJUMO(]
SDOYWeYS 2y} 1osuods 03 000's$ PapIeme QNLAS YL
000°¢S
ANQOJTVOITHOLSII
WHLAVIO JNNVISVY

AN

‘AjIoyny wisLoy, 0891 ues ay3

yS3noxyy drysuonefar drysiosuods e sem s1y, -aoe1 3y Jo
JJO-[O1 A3 23S 03 0831(] ULG 0} JWOD 0} SIATIWL] IPY) PUL
s190eI 0} SUISHISAPE YJIm sadel ayj ajowoxd 03 Surpuny
AL pasnh uadury ‘0891(] ueg ur uedaq ade1 a3 ‘910z A\
ug “Burxds yoea sauriseod pue skem£Aq ‘sAemySy oruoor

S BIUIOJI[B) JO SO[IW JO SPAIPUNY] SISIDARI] JeY} 9SIN0D
Surpuewap e Suofe 93odwod 03 suresy SurAd Teuorssajord
doy s,prrom a3 sadusyreyp Jeyy aoex peox 3urpAd a1h)s

-9dURI] 9p INOJ, B ST LIUIOJI[E)) JO INOT, uaury ay ],
000°001S
VINHOATTIVO AOUQ1O0OLNTIINY

*SIND0 JUIAD 3} UIYM PIONPU0d g [[IM Apnis

10Y Y, -91doad /7T Jo souatpne [e303 pajosfod e yym
poriad Aep-aA[om) e 1940 s310ds 19jem pue yoeaq 9¢ Jo [210}
e ur 939dwiod 03 pajoadxa a1k SLHUNOD (g WOIJ SaIa[UIe
00079 ‘[Nyssaons sem piq YT, ‘61T JO IDWWNG 3y} JOf
pauueyd st juasd s, "(DONY) SoWen) PIIOAA SI9}IWIIO))
ordwAjO reuoneN Jo UOTeId0SSY Y3 A q pauondues ‘sauren)
oeag PHIOA ST 33 3S0Y 0} pIq s,0331(] ueg 310ddns 0y
Aroyny wisLmoy 0391 ueg sy} 03 papreme sem Surpun,g

098°€6¢S
GI0CSHINVY HOVHIA'THOMN

de\Nwww ANUIAIY uﬂwmz EOOvHW
8€°LSTS Jjey Areq umm
£87°S sy SIN woo

000°02$ junoury Surpunyg ¢

o ey

joedwr JUIAS [[RISA0 J) 0}

pappe pue yoes surea) Inoj Jayjoue 1y3noiq
yorym (ssurddryg pue efeuwrsjens)) sqny
[EUOT)EULIDJUT OM) MIIP OS[R JUIAD S TedA ST, o

G/¥ JOUSTY swn-[[e ueje sem Jeak
sy} Surpusize sayoeod 939[[00J0 IPqUINU Y], e

9¢ 03 y1 woxy
SuIea) [9ABI) JSe0)) ISy Y SuIseaIdul ‘sures)
Jse0D) Jsey 0} APoairp pajaspew dnHymg e

SJYSTU WO [PUOHIppE Ul
Sunnsazr sa[rur (] uey) 193ea18 Jo SdURISIP
© WOIJ dUWIed Swea) gg a3 JO 99T WIS

JuaAd Surardsyuey [,

JING A} 10§ 033(] UG 0] SWea} 0L

[euonippe ue 1y3noiq pueklIfoe] spIsuead)
9} 0} pasow sem JuaAd dny a3s[[0D) YL e

SIYSIYSI]

*0831(] UBS Y}ION UT IoqUIDAON] Yoea pakerd

st a8uayreyD Surardsyuey [ Jang ayy, 310ds ayj jo
S[2A3] 353y 81y ayj Je a3odwod 03 drysuewsyiods pue
SHIoMuIed) ‘S[TDS 190008 Jotradns yiim s1oherd 10000s
2Anadwod p[mq 03 ST UOISSIW ITAY ], BIUIOJI[e)
03917 ueg ur pazsyrenbpesy pue (g6 Ul paysI[qeIsa

qn 190008 YnoA rerweid ayy st dny jang o3 ues
IONATIVIL)

dAIIO0S ONIADPISYNVILL
d 1) A4S

SIO[@SUNOD UOISSIWpE
9337[00 3T M JoUr SaT[TUIR)
119y} pue SI9MOI JoTun( a1oym
aoe[d 3003 Juans 989110 03

SMaID) [enuue puodas ayJ,

1PYs Surmor uosrad

1noj e jsurede Sumer yedey |
sapnour yorym 910g ut aoerd 3003
JUBAd Y MOY [ENUUe PIIy} oYL,

Iouue q gam s,10suods Iy} Uo sy
uor[ru moj pue a3ed qom ay 03
S}ISIA 3}1S ()00‘6¥ ‘@0BI 3} JO SMIIA
Surureans aAT[ 000 FS YSnoayy
08331(] ueg 0} UOTJUS}}E JULDYIUIIS

pajerauad dISSe[) MIID) Y],

JUBAd S, 1ed4 SIY}
ur payedpureds qnpd feuoneuILUT

Pue ‘[eUOBRU ‘[ed0] 67T SWOS e

SIYSIYSI

JUIULIS AN L]

8EE'S6T'IS  ANUIANY JYSIN Wooy
«6L°L9T$ ey At
02LL sy SIN woo
10SIZI$

‘yurod 19juad

)1 Se eaIe SUIMIIA UOIj0quIn{ & pue ‘Spooj Jo A)aLIeA e

‘SY[SOTY [1B31 SIPN[OUT JUSAS Y [, "Y1 ] ABg UOISSIAl JO SAI0YS
a3 Suore sade1 (g1 1040 ur Sunjedonyred sajaqyie 005 F YIM
doe[d Y003 SjUAd G¢ dwI0g JudAd Surmor Suridg rerward

9} S PIMSIA SI JISSL[D) MIID) 0331(] Ueg ) ‘S1eak ¢f 1))y

JISSVID NHU) ODHAIANYS

LIVANT 3 JINVANYOL43d H0LDVHLINDD




810¢

Lyodiy

TYNNNY

0'L$
€2S’66L°L T6L°FT0°L TIL'ST6
(LELPLT) (089°66) 029'28T
LIL'TF'L €10°TLET SETLTH'T
000709 _ _
S06°TEE 1) 5 11 2 97T’ LTh
902'8%0°L TL6°0L6T 606°666°L
6ST'€69°LL 878’66LVC ¥ce'eLs’oe
_ 000°00S 000°00Z
6ST'€69'L1L 878°66CTC $7T'8L8°6C
6£8°656'ST T9T'TL0LT 6L6°T6T’EE
9L9vL 619°IST 02L'6LT
_ 00S°T 006°Z
€7°S88°81L H0°816°9¢ 65£°500°€€

1e34 JO puD ‘s)asse PN

1eak yo Guruur 3aq ‘sjasse 19N

S)9SSE JoU PIILIISIIUN UT (ISLIIDIP) ISLIIdU]
sasuadxa sad1a1as j1oddns [ejor,

[EMUI }oBIJU0D - S3S0D dn-jae)g
0331 ueg Jo L)1) 3y} 0} 9] FANEISIUTWPY
suonerado QINLLAS

[exaud 8 pue juswaSeue A

sad1A19s Jr0ddng
sasuadxa urexrgoxd [ejoy,

juawrdo[aaaq wsrnoy,
SI0}DeI)U0D 0} SUOLILdO[[Y
S301A13s weidor

sasuadxg
y10ddns pue anuaaaz [ejor,

UWIODUT JSAI)U]
durodur R_/YIQ
ANUAAI PLISI(] SUNId IR\ WISLINOT,

110ddns pue anuaaayy

«10¢ ONV "G10¢ "910¢ "0 sunf papuy Sleaj ay) 104

SHILIATLO)DV

A0 SLNUNUALVILS

c$ €% €9

T6LFT0'L TIL’ST6 TELTIT'L
T6LFT0'L TIL’ST6 TELTIT'L
SPP'TT0'vT 66.'088°TE SLT'8ET'9E
9Lb'TeL'S LLY'TST'TL 000°00S"6T
000°00S°S 000°000°CL 000°00S°6T
9L¥'TET LLI'T8T =
620°062’ST 77986502 SLT'8€9°91
ST96LE'EL SL0°9€9°€T €81°7L9°6
€85°L 9588 ILL
1282967 $ 169°€56°9 $ 126°996'9 $
$ €$ €%
8LL'EEL'S 6€£S°€8T°TL 79€10S761
9L¥'TEL'S LLT'T8TTL 000°00S°6T
9€°T 9€°L 9€°T
6SH'ELE 6L TLE'TTS TT SH9678’LL
000°000°C 000°000°T 000°000°T
STL'6L9 005’589 7S8°€69
PE'19¢ 922’001 166°€6
LCH'v1I8’s SL9TOE IT 19L°0€6°€T

6L8°L8SL $ TL6'TEVL § TPOIETT §

0¢ 0¢ 10¢

«10¢ ONV "§10¢ "910¢ "0€ sung
NOITLISOd TVIIDONXNVNILA

$)3sse Jau pue safI[Iqer] [ejo],

S]asse Jau [ej0],

parnsarun
S)asse J9N

sanI[Iqer| [ej0L,
1q3p urrd3-3uof [ejox,

JAIISIT UOT}EdYTUUWIPU]
3ANUIASI PILIdJIQ
1q3p wrd)-guog

SaNI[IqRI] JUSLIND [ej0],

3ANUIAII PALIdJIQ
sasuadxa panioy
d[qeded sjunodoy

sapI[Iqer] JuaLIn)

NV S UTNEvIT

S)asse [ejo],

$)3sse I3Y)0 [ej0],

sypeqploy A31D
syisodap Ajmdag
sjasse 1PYIO

$)3SSE JUILIND [€}0],

SIOJDBIJUOD 0} SIDULAPY
UIODUT JSAIIJUT PININDY
sasuadxa predazg
J[qBAIIDII SJUNODDY
ysed

S$}3sSE JUAIIND)

S )88 Sy

papUy Siea) 8y} 1o
JO SLNANULVES



86 ONLDS
[PUI BB 0L IE
Iyiun]
|9)0H06 81 ues UL
YS1S| 8)0ajaeuuI4 " a6eUe\e1 81 9
'StoNe.1ad( U apISai4- 89l 181SEaI[U0S 18U 8]j09
. Sa)equyor
0691 U 810K Yooy pIey
S|8)04Se U apIS 1 * a(eUej\e. 8L 9
umoigtuis] ' f18)819398U3819) 18l
5] ]0H |8} egjuapisald 18)1enjdue|seqf a1 uegus am ey |
[13}egp.eyaiy " aeUej\L.1 U 39

LIBULJIBY) 8IS BLLI 81108
081 ueg11eAHpUR1g 8)S BLUE)Y

‘|uBpisaldaalpealy $|8)0HSUBATI8U) B

SUIepy e UBLLIIBL{] SUBAT TUIBHIM

SHOLOYHTYIA J0 AdAVOdU
GNLas 910¢ M

Page 089



Attachment 8

FY 2017 Interim Report of Activities
Summary
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San Diego Tourism Marketing District

FY 2017 Interim Report of Activities
(July 1- 2016 - February 28, 2017)

Establishedment

Established by Resolution R-307843, date of final passage November 27, 2012 with
District effective from January 1, 2013 through June 30, 2052 (a term of 39 %2 years)
District and Plan modified by Resolution R-310664, effective September 1, 2016.

Agreement between City and SDTMD

Approved by Resolution R-310731; effective November 1, 2016 through October 31,

2021; supersedingprevious Agreement and Amendments.

Previous Resolutions: R-307844 Effective Nov 26, 2012 through Nov 25, 2017 [Agreement]
R-308065 (Dated Apr 23, 2013) [First Amendment]
R-308588 (Dated Dec 9, 2013) [Second Amendment]
R-310482 (DatedJun 1, 2016) [Third Amendment]

Advisory Board: San Diego Tourism Marketing District (SDTMD)
8880 Rio San Diego Drive, Suite 800
San Diego, CA 92108
(619) 209-6108 www.sdtmd.org

Assessment Methodology: All assessment rates are based on the privileges directly
conferred and specific benefit directly received by assessed businessesfrom the
activities provided within each category and is levied on “Assessable Rent” which is
based on gross room rental revenue less exempt revenues, of those benefitting
businesses.

Annual Assessment Rates:

PartI (July 1- October 31, 2016)

Benefit Category A Rate: 1.45% & Benefit Category B Rate: 0.55% of Assessable Rent;
such that, lodging businesses with 30 or more rooms assessed at a total rate of 2%
(Category A + Category B). Lodging businesseswith 29 or fewer rooms assessed at a
total rate of 0.55% (Category B only).

Part II (November 1, 2016 - February 28, 2017)
Applied to Assessable Rent of qualifyinglodging businesses.
Lodging businesseswith 70 or more rooms assessed at a total rate of 2%

Page9 1



http://www.sdtmd.org/
http://www.sdtmd.org

FY 2017 TMD Budget Summary

Pursuant to San Diego Tourism Marketing District Management Plan

Available Tourism Marketing District (TMD) Funds for FY 2017:

Projected Assessments
Projected Interest

FY 2016 Carryover

Utilization of Original district
funds

Total FY 2017 Funds Available

Expenditures for FY 2017:

Allocations *

SDTMD Master plan
Administration

Total FY 2017 Projected
Expenditures

Reserve Allocations for FY 2017:
Litigation reserve
Opportunity/Catastrophe
Distributable funds carryover
Total FY 2017 Projected Reserves

Total Expenditures and reserves

*Specific FY 2017 Allocations:
San Diego TourismAuthority
CA State Games - Master Games
SD Brewer’s Guild — Beer Week
California State Games
SD Crew Classic
Amgen
SD Bowl Game Association

FY17 — Part ] FY17 — Part II Total
$11,518,381 25,101,953 $36,620,334
80,000 160,000 240,000
28,871,451 28,871,451
1,080,000 1,080,000
$40,469,832 $26,341,953 $66,811,785
$10,313,886 $21,275,761 $31,589,647
59,900 150,000 209,900
1,458,164 1,495,466 2,953,630
11,831,950 22,921,227 34,753,177
28,637,882 362,118 29,000,000
- 1,249,763 1,249,763
-- 1,808,845 1,808,845
28,637,882 3,420,726 32,058,608
$40,469,832 $26,341,953 $66,811,785
$10,045,871 $20,481,620 $30,527,491
50,000 100,000 150,000
63,586 - 63,586
150,000 - 150,000
4,429 194,141 198,570
- 50,000 50,000
-- 450,000 450,000
$10,313,886 $21,275,761 $31,589,647
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FY 2017 Funding ROI and Ranking Detail

NOTE:As of submittal date, only Q1 and Q2 ROlIreports have beenreceived
(Q3ROlIreports are dueon May 31, 2017)

a. San Diego Tourism Authority (SDTA): $30,527.491
i. Score Ranking:

e Directors’ Aggregate Score: #1 of 16
ii. Return on Investment (ROI)-projected:
e 3,777,000 total hotel room nights
o $643,411,950 @ $170.35
e 2111
iii. Actual FY 2017 ROI Q1 &Q2:
e Campaigns runthrough Q4 of FY 2017
e Citywide Group Sales @ 84% to FYTD goal (79% STLY)
e Hotel Sales Division @ 115% to FYTD goal (106% STLY)

b. S.D.Bowl Game Association Holiday & Poinsettia Bowls: $450,000
i. Score Ranking:

e Directors’ Aggregate Score: #2 of 16

ii. Return on Investment (ROI)-projected:
e 34,478 total hotel room nights

e $4,826920 @ $140.00 ADR
° 10.7:1
iii.  Actual FY 2017 ROI:
° 26,219 total hotel room nights
. $3,665416 @ $139.80 ADR
° 8.2:1

c. Craft Brewers Guild SD Beer Week: $63,586
i.  Score Ranking:

e Directors’ Aggregate Score: #3 of 16
ii. Return on Investment (ROI)-projected:

e 7,900 total hotel room nights

e $1,256,811 @ $159.09 ADR

e 1981
iii. Actual FY 2017 ROI Q1 &Q2:

e 984 total hotel room nights

e $159132 @ $161.72 ADR

o 251
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d. California State Games & Winter Games: $150,000
i. Score Ranking:

e Directors’ Aggregate Score: #4 of 15
ii.  Return on Investment (ROI)-projected:
e 17,500 total hotel room nights
e $2450,000 @ $140.00 ADR
e 163
iii. Actual FY 2017 ROI Q1 &Q2:
e The Winter Games portion of the events are held in Q3 FY 2017 so total
results will be reported at fiscal year-end.

e. SD Crew Classic: $198,570
i. Score Ranking:
e Directors’ Aggregate Score: #5 of 15

ii. Return on Investment (ROI)-projected:
e 10,500 total hotel room nights

e $1,743,525 @ $166.05 ADR
e 881
iii. Actual FY 2017 ROI Q1 &Q2:
e This program occurs in Q4 FY 17

f. Amgen - Tour of California: $50,000

i. Score Ranking:

e This was a supplemental funding requestapproved by the Board of

Directors on October 28, 2016
ii. Return on Investment (ROI)-projected:

e While the race will be held May 11-20, 2017, it will not have a San Diego
leg. Therefore, no direct ROl is projected in FY17. The purpose of this
fundingis to sustain the local organizing committee throughto a San
Diego eventin FY18 or FY19
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g. California State Games — USA Masters Games: $150,000

i. Score Ranking:
e This was a supplemental funding requestapproved by the Board of

Directors on October 28, 2016
ii. Return on Investment (ROI)-projected:
e The first USA Masters Games will be held in FY2018, July 12-16, 2017. The

objective is to secure a multi-year commitment for San Diego as the host.

As such, on August26, 2016 the Board approved a total of $400,000 over
the next three years: $150,000 FY2017, $150,000 FY2018 and $100,000
FY2019. The projected ROI on the $400,000 investment is 11.8:1
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San Diego
Tourism Marketing District

SSSSSSSSSSSSSSS
TTTTTTTTTTTTTTTTT

Report of Activities for FY 2018

Supplemental Request -

Use Of Litigation Reserve Funds

April 5, 2017




SDTMD FY2018 SUPPLEMENTAL REQUEST - USE OF LITIGATION RESERVE FUNDS

TOTAL REQUEST: $3,000,000

OVERVIEW

On Wednesday, March 29", 2017, the San Diego Tourism Marketing District (SDTMD) Board of
Directors took action in response to a three-part request from the San Diego Tourism Authority
(SDTA) to fund critical demand-inducing initiatives that reflect both conventional wisdom and
key recommendations from the Destination Master Plan Steering Committee.The SDTMD Board
is recommendingconsideration to release $3 million from the City’s existing $29 million TMD
Litigation Reserve to fund the following:

China Market Development $1,000,000

China is already California’s top overseas market for visitation and spending and growth is
projected to be exponential. While San Diego's share of this California visitor volume was
only 9% in 2015, this represented the second largest overseas market for San Diego behind
the UK. However, awareness of San Diego (48%) is markedly lower than San Francisco (68%)
and Los Angeles (69%). There are 124 weekly non-stop flights to California from China and
none to San Diego.

San Diego's destination attributes (with the exception of shopping) are in line with what
appeals to Chinese visitors. The SDTMD Board agreed with the SDTA, that enhanced
marketing and promotion would assist San Diego in realizing the eventual significant value
of the Chinese market.

Los Angeles Leisure Market Stimulation $1,000,000

The number of visitors from the greater Los Angeles area has declined over the years as:
marketing from other destinations has increased, attractions elsewhere in Southern
California have proliferated, and as SeaWorld has curtailed their marketing budget.

In 2008, 2.3 million visitors came to San Diego from the Los Angeles area. In 2015, that
number had fallen to 1.9 million, a very concerning drop from the City's largest source of
overnight visitors.

The SDTA has proposed a robust three to four week television advertising campaign in
Spring 2018 to this very expensive media market; somethingthe SDTMD Board agreed is
necessary to restore San Diego's lost business. This investment is projected to return an
additional $48 millionin visitor spending and an impressive 48:1 Return on Investment.
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Balboa Park Co-Op Program $1,000,000

This recommendation is another outcome of the Destination Master Plan Steering
Committee.The SDTMD Board agrees that Balboa Park is either unknown or a mystery to
non-San Diegans. The Legler-Benbough Foundation has committed$1 million over five
years to fund two staff marketing positions at the SDTA solely dedicated to the promotion of
the park. In conjunction, a three-year/$1 million per year, SDTA plan has been created to
makethe park a "“must see” visitor experience.

The SDTA proposes to manage a collaboration with the City of San Diego, Balboa Park
Cultural Partnership, Balboa Park Conservancy, Friends of Balboa Park and the individual
institutions in the park including the San Diego Zoo and the new Comic-Con Museum of
Popular Culture. It would encompass advertising with media partnerships, public relations,
social media, web and content management.

DETAILED BACKGROUND & PROPOSED ACTIVITIES

Please see the following pages for moreinformation.

China Market Development Page 4
Los Angeles Leisure Market Stimulation Page 12
Balboa Park Co-Op Program Page 15
JaY o] oY= oo [ G Page 22
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LOS ANGELES DMA

Los Angeles Designated Market Area
(DMA)

* Los Angeles DMA consists
of VVentura, Los Angeles,
Orange County, San
Bernardino and Riverside
Counties

« 2™ |argest in the nation

+ Over 17 million population
and 5.8 million households

« Southern California is the
largest source market for
San Diego hotel visitors S
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LA DMA Room Night Production
NET LOSS of 387K Room Nights
(across business and leisure)

Los Angeles DMA Hotel Room Nights
2,500,000 -

2,277 832

1,906,163

2,000,000 - 1,849,456

1,630,135

1,443,045

1,500,000 -

1,000,000 -

500,000 -

O ul
2008 2009 201 2013 2015

Cal

Haotel Room Mights Estimate from CIC Research, San Diego County Vistor Profile Studies

LA DMA Insights
Issues Driving Visitor Loss

Uneven Economic Recovery
* Recession combined with “two-speed” recovery since 2008
» Higher income households ($100K+) recoveredfaster and now
traveling again.

«  Exchange rate and better economic conditions driving outside US travel
option as well as long-haul trips (Hawaii, Florida, Mexico)

« Middle Income households did not recover, and still struggling
«  Fewer trips
Staycations in LA and Anaheim have grown
*  Lower income (<$60K) mostly flat

Lower Frequency of Travel to San Diego
* Prior to recession more than half of Los Angeles visitors travelled
to San Diego more than once per year. That fell to only 25% in_

W
2015. 56.5"290
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LA DMA Insights continued

Local Attractions Have Faced Obstacles

+ Disney opened the $1.1B Cars Land in June 2012

* Documentary “Blackfish” released in July 2013

+ Universal Studios opened the $1.6B Harry Potter in April 2016
+ Visitationto SeaWorld, Zoo and Safari Park has been impacted

Seeing Fewer Children in Visitor Groups
+ More 2 Adults traveling (both <Age 45 and >Age 45)

Additional Challenges include:

» Traffic patterns

* “Been there, done that”

» Seeing growth in other reasons for why they visited San Diego
including Gaslamp Quarter, Little ltaly, Sporting Events Nl
an Y
(SDregO

TGURISM AUTHORITY

Outbound Overnight Market Share

Los Angeles and Anaheim Share of Los Angeles DMA Travel has
trended up indicating a staycation trend. Santa Barbara has grown.
Mountain areas impacted by weather conditions.

Anaheim/Orangs
Los Angeles Area County San Diego Area Las Vegas San Francisco Area  Palm Springs Santa Barbara Lake Tahoe Fresno

11 B.1% 58% 10.4% 98% 59% 4.5% 3.0% 10% 1.7%

7 - 7.3% ' 445 - 9.4% - "% . 58% . 45% l 30% | 10% I 18%
13 - 91% . 61% - 10.8% - 128% . 4% . 4% I 34% |o.-.m I 15%
1" - 102% - 66% - 9% - 10.8% - 69% . 59% . 54% lo.ms lzo'x.
15 -11.5«. -&5% - 102% -s.n -101; .5.11 .s.m l;\.ﬂﬁ .uns
16 - 105% - 6.7% -9,5* - 89% . 56% . 48% . I l-Z.'!’n I 21%

Year

Source: TNS Travel Americas Cutbound Travel Study
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TNS ROI Study, Fall 2016

San Diego ranks #2 among top competitors in
“Intent to Visit in Next 6 Months”

Las Vegas
San Diego
Los Angeles
Hawaii

San Francisco
Anaheim
Mexico
Florida

2R g @ g o s

Caribbean

TNS Recommendation:
Continue to target the
large nearby Los
Angeles market as the
leading source of leisure
overnight visitors (SF #2
and Phoenix #3)

.Sfj:,?‘

TGURISM AUTHORITY

LA DMA Media Investment

LA DMA Targeted in both Fall and Spring
Budget challenges and loss of SeaWorld Co-op

investment impacted spending levels over past years

* LA DMA now reached through National and Regional
Digital Campaigns with an Overlay of Spot Media

* There has been a heavier emphasis in the Fall with more
reliance on other San Diego advertisers to spend in the
Spring. DMO to invest in new market development.

# The Attractions report however that they have shifted to become
more focused on the local market with less spending in LA and

further out markets

nY

Spée
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LA DMA
Overview of SDTA Media Investment

52,500,000

52,000,000

31,500,000 +——
 Spring SeaWorld Co-op

H B Spring SDTA Adv

$1,000,000 +——| : Il— B Fall SDTA Adv

$500,000 I
. + .

50 A

Fy14 FYl1s FYle FY17 F¥1a \
an Y
FY14 & FY15 Include SeaWorld Co-opFunds Dregﬁ
FY16 Starts Loss of SeaWorld Co-op Funds iRt ATHORIEY

FY 2018 INCREMENTAL REQUEST
$1 Million Spring Advertising

» Already have dollars planned for National and Western
Region Digital Campaigns that will reach LA, SF, PHX and
all top feeder markets — Great Baseline of Awareness

» LA Spring Campaign currently has $500K in the budget
for Digital Out of Home Boards in High Traffic Locations
including Sunset Blvd, Venice Beach and Main Freeways

* Requesting $1M for Spot Television to Layer into LA DMA
» 3-4 Week Campaign
» 75% Reach and 4.7x Frequency

» TNS Advertising ROl Study shows that TV delivers the greatest
awareness and impact on travel of all mediums

» TNS also shows TV + Digital +OOH increases visitation {Sm\j{

Dief’
M AUTHORITY

TOURIS
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SAMPLE: DIGITAL ADVERTISING
SPRING 2017 NATIONAL

BuzzFeen ,e o [FFem  ——
e azr2s8 JEACTBBE 816 oy o
e SRTTITUDE _EXCITEMENT-S—=(

15 Reasont You Need A S0 Diego Vecalion

s

B

¢ s s e [E s | = 3

1t e e s D i gt B, T ot 8 e, e - A - \
- &, BEACHSIDE

i FSCAPE

g BIG CITY. _
[\ ) : ADVENTU

A
an Yy .

(e

SAMPLE: DIGITAL ADVERTISING
SPRING 2017 NATIONAL

WELCOMETO —
KD, :

© i, WHERE KIDS ARE
' TREATED LIKE
ROYALTY
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SAMPLE: DIGITAL OOH
SPRING 2017 CAMPAIGN IN LA

THINGS THAT 60 A LTE .
GO zoqpf: S EOARD/ Spep |

l!lll.-ll"—l‘ RED BULL AIR RACE BERINSN EXTREME SAILING SERIES™

PURE GOLE‘\ 3-5@ RUN PONIES RUN .5,;,.

MULYPY. CONCACAFGOLDC OCCER | NENEEN) BREEDERS' C Lw

2 ot (Pt F IS ,l
| ONEWEEK |
ONLY ﬂon ViBES = 5 GAf ALL THE BEERS!

WEFLAS-0T .n'-\ 00 DEL MAR MUSIC FESTIVAL I NOV 3. H NDE O BEER l

Freeway Locations, Sunset Blvd, Venice BeachArea 35,?70

SAMPLE: TELEVISION SPOTS
INCREMENTAL REQUEST 2018
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PROJECTED ADVERTISING ROI
Based On Past Similar Campaigns

TNS Advertising ROI
Projections

Budget ($500K + $1M Incremental) $1.5 Million

Projected Hotel Room Nights 460,000

ADR (based on ad ROI study) 5151

Room Revenue $70 million

ROI $48
REQUEST:

$1 million incremental funding for FY 2018 LA Spring Campaign
Media AT
Spicg

TGURS
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CHINA MARKET
DEVELOPMENT

Explosive Growth Out of China

» Population nearing 1.4 billion

» China is forecasted to become the largest overseas
market for the U.S. by 2021

« Currently the 3" largest overseas market behind the UK & Japan

» California’s top overseas market for visitation and
spending
*  455% market share in 2015
+ 1.3 million visitors and $2.9 billion in spending in 2016

» San Diego's share of Chinese visitor volume
to California was 9% in 2015

» Now San Diego’s second largest overseas market _
behind the UK ‘Sa“-‘.i{_

Dictf
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China Market Insights

Issues:

* The high number of group
tours prevents exploration
beyond major gateway
cities
= More than 30% of travel to

CAis booked through tour
operators and travel agencies

No direct air service to San
Diego
124 weekly nonstop flights to
three CA cities: San

Francisco, Los Angeles and
San Jose

Opportunities:

80% of Chinese visitors to
the U.S. are now FIT or on
skeleton air/hotel packages

FIT visitors are young, affluent,
well-educated, well traveled
(5.5 int’l trips on average)

Tremendous growth in travel
booked with OTAs and direct
with airlines

China Market Insights

Issues:

Awareness of San
Diego is low compared
to our California
competitors

= Compared to 68% for
San Francisco and
69% for Los Angeles,
48% know a lot or a fair
amount about San Diego

Opportunities:

» With the exception of
shopping, San Diego’s
destination attributes are in
line with what appeals to
Chinese visitors to the U.S.

Local ifestyle IEEG_—_— %
Sport ond adventure activities TS 0%
Cruise/boating options M (5%
Special events/concerts/sporting M 15%
Educational aspects (loarning/ HEEE i
Visiting friends,/rolatives B 6%
Religious/spiritual reasons B8 4%
Other %
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FY 2018 INCREMENTAL REQUEST
China Market Development

» SDTAs works with Aviareps China to execute its
foundational program of work including trade
development, media relations and owned channel
management.

» SDTA partners with Brand USA to do co-op programs
internationally. Brand USA contributes 15-20% to extend
program of work through a Letter of Agreement and
working with their established media partners.

* Requesting $1M to partner with Brand USA
» Expand San Diego’s digital presence and content
# Build momentum with consumer direct advertising

5Dna°

FY 2018 Brand USA Letter of Agreement,
China Initiative

LOA Program Elements

Custom Travel Videos (4-5 produced) with Native Host $50,000
Social Media Agency (Hylink Group) Annual Fee to $120,000
Promote San Diego
GoUSA China San Diego Campaign Pages $20,000
Media Partnerships (2 travel planning periods, 4 months $300,000
total)
Multi-Channel Promotion, California Campaign $50,000
Multi-Channel Promotien, San Diege Only Campaign $50,000
Affinity Partnership, C-Tripand Expedia $300.000
SUBTOTAL $890,000
Contingeney - VWeChat Promotion, California Co-op, $110,000

Promotional Sweepstakes, Paid Social

TOTAL FY 2018 Incremental Request $1,000,000
LOA with Brand USA
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FY18 - FY20 BALBOA'PARK - ‘g5
CO-OP PROGRAM “o*r

20-Year Master Plan:
Leisure Assets

« Developing new reasons to visit San Diego or to extend
your stay in San Diego was identified as a key strategic
initiative in the 20-Year Master Plan

» Balboa Park has been identified as an underutilized leisure
asset for San Diego Tourism

* The Legler-Benbough Foundation has committed $1 million
over 5 years to partner with San Diego Tourism to promote
Balboa Park as a iconic tourism asset

* The requestis for the TMD to allocated $1 million per year
for 3 years to co-op with LB Foundation to market the park
B

S5,
Duz qv
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(BALBOAPARK_

Tver Chaniging Always Assaing,

Ever changing. Always amazing. Where culture,
science, and nature collide, Balboa Park is home to more
than 17 museums, multiple performing arts venues, lovely
gardens, trails, and many other creative and recreational
attractions, including the San Diego Zoo. With a variety of

cultural institutions among its 1,200 beautiful and lushly
planted acres, there is something for everyone.

M

TOURISM AUTHORITY

Travelers’ Sentiments: A Discovery Worth a Visit

“You've got to see Balboa Park! It's a fantastic Mirelt stich a sense pEwonder as i
location with plenty of hhea il to EEL |OSF L wandered around the park. | was in
and gorgeous grounds to relax in. It's right in the . stunning architecture
heart of San Diego and a convenient place to stop

when visiting the area.”

“I have never been to
another park that is
comparable to BP, itis
different in its
architecture, variety and
culture altogether”

A f,_

TOURISM AUTHORITY
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ACCOLADES FOR
BALBOA PARK

* Top Zoo in the World,
Tripadvisor.com

» #2 Best City Park in America,
Thrill List

» “Great Places in America:
Public Parks”, American
Planning Association

*» #7 Top U.S. Parks, Trip
Advisor Travelers' Choice
Awards

TraveiZoo Editorial: SKT
“Central Park + Smithsonian = Balboa Park”

TOP ACTIVITIES: 9.6M Hotel Visitors

= TOP 5 Activities
* 65% Relax at Beach and Bay
+ 58% Attractions
*  44% Shopping
+  39% Urban City Nightlife
+  20% Arts and Culture

+ BALBOA PARK VISITATION (not including the Zoo)
* 8% visited the Museums or Park — 771,000 visitors
+ One more reason to Visit or Extend your stay
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PROGRAM OF WORK

Legler-Benbough Foundation - $1 million over 5 Years
» 2 Staff Positions

Director Cultural Tourism-Balboa Park
Marketing Coordinator, Cultural Tourism-Balboa Park

Tourism Marketing District - $1 million per year for 3 Years
* Advertising — Media Partnerships
Public Relations, Social Media and Influencers Program
» Weband Content Management
Creative Asset Development

PROGRAM OBJECTIVE:

Capitalize on Balboa Park as one of
America’s favorite parks to drive
visitation to San Diego.
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MARKETING THE PARK:
$750K Media Partnerships

National Media Partnership San Dieqgo Magazine

* RFP to National * Custom Balboa Park
Geographic Traveler, Magazine and content
Smithsonian and others initiative

* Multi-channel editorial,  Publication, editonal,
content and promotion of photography, social
the park media

* Reach an affluent » Designed for visitors and
audience locals

» Taps into 3™ party * Opportunity for park-wide
endorsement and participation R
recognition ‘SD'“IO

MARKETING THE PARK:
$150K Search & Paid Social

« Search engine marketing for San Diego’s Balboa Park
as a must-see destination

* Paid social media advertising on Facebook and
Instagram

= semows @ eoue QL seancw Ehe New YJork Times m m L

-;E:'-'@; kum? s g a....,.m..u.. p— @ .
B :

o Nighetm. o Rudes:
Sumenartiine Above the
rozic Clrcle

‘What & Child Actually Sees on Vacation -~

Fiin oF the
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MARKETING THE PARK:

$50K Public Relations, Social Media,

Influencers

» Dedicated media pitching and
hosting nationally and internationally

« Amplification of Balboa Park
messaging across the SDTA and
Balboa Park media outlets

» Dedicated programs with bloggers
and influencers to share their
Balboa Park story

MARKETING THE PARK:

$50K WEB AND CREATIVE ASSETS

* \Web site enhancements including new content
* \ideos
« Photography
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SDTA TO MANAGE PROGRAM

» SDTAcollaboration with the City of San Diego, Balboa
Park Cultural Partnership, Balboa Park Conservancy,
Friends of Balboa Park and the individual institutions in
the park including the San Diego Zoo and the new
Comic-Con Museum of Popular Culture

The City of

[
il P
SANDIEGQ) M~ Baeoana

Colfabarative for drts, Sciance & Culture

Wtﬁ 0

CONSERVANCY FRIENDS ©OF e
e e ek et BALBOA PARK SA""{EEUIW “ﬁ;{}’o

TMD FUNDING RECAP
FY 2018, FY 2019, FY 2020

* Partnership funds from Legler-Benbough for $1 million
over 5 years for Staffing and Administrative

« REQUEST: Total of $3 million at $1 million per year for 3
fiscal years from the Tourism Marketing District to market
the park as a “must see” visitor experience
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CURRENT SAN DIEGO PROGRAMS
IN CHINA

SDTATRADE DEVELOPMENT MANAGER

* Riki Suzuki

EARNED MEDIA

* PR Managers in Beijing and Shanghai
TRADE REPRESENTATION

» Offices in Shanghai and Beijing

See International Plan,
China for More

Information
MEDIA CHANNELS
+ San Diego Chinese Web Site
* \Weibo =
*  YouKu Video Channel ‘SD'“‘f)

FY 2018 INCREMENTAL REQUEST
China Market Development

Expand San Diego’s Digital Presence in China

1. In-language content and videos
Custom and/or buy-in to existing series such as “Road Trips”

2. Social Media Agency (Hylink Group) for localized social
community management

3. Enhance San Diego's presence within GolUSA.cn
and Brand USA's social channels

4. Explore WeChat cooperative opportunities with Visit
California
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China Market Investment Strategies

Build Momentum with Consumer Direct Advertising
1. Add retail OTA programs to reach growing FIT market
2. Participate in multi-channel co-op programs to efficiently develop

and distribute content across leading digital platforms in China
(i.e. Toudou, Weibo, C-Trip, World Traveller)

3. Expand reach during key planning windows with digital video,
display and social content on top China media channels
(i.,e. PPTV, Sina, Sohu.com)

4. Hone geography to markets with greatest FIT potential:
Guangdong, Shanghai, Sichuan, Beijing and Jiangsu

Brand USA Deadline:
Budget Commitment Needed by April 7, 2017 ,Sm‘\j{_

for August — October 2017 Programs

TOURISM AUTHORITY

BALBOA PARK

Def
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ARTS PROGRAM EXAMPLE WITH SAN DIEGO MAGZINE & TRAVEL+LEISURE

#FINDARTSHAREART

Organic Instagram posting
Contest component
Dedicated URL

Print advertising

Paid social media promotion

Email marketing
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TRAVEL+
LEISURE

NATIVE CONTENT
PARTNERSHIP

N INE VIBRANT §

A
ART. DUS TRTETS

2,315 CONTEST ENTRIES
285,000+ HASHTAG REACH
4.7 MILLION IMPRESSIONS

San Diego's Colorful Hidden Hotspots

)
- a1t gadiersem, i I
L il theioe o sz concerts al ey San Dorghs haw berveme o of Caliornia s st el
m atar Wi v puastierned it Aart {heghs Fouthap Usthorsts o et ot the oneters o At Diegsi o atts sinf.

et scwme bggiing for s sewcdal toedia ssupitur. See fer yorsell st Sanbiegs org.
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Example — Influencer Program

= spemoss E wewr O spasew Ehe New ork Times m m °

caser - acas
Security Lints and Fight  Destigmatising Mental Health
Ditaa? This Kifs i e In Callege Sparta

u Foopin e e g e e

Explore San Diego with Blogger La
Jolla Mom

Example — Paid Social

ey, Wit 330 Dingo
PV sy 37 M o e
. =l mammyshans -
rear el Hear yel San Dwega i Kid Kngom. 0 land of epic adventures and o ieny —— ‘ Sponaciad
A igeniciiny KiK of SuEsOmiafets. Sy T o st b

Fiplore 70 mies of coastine

Sen morw of K Kingaom

Learn Mare >

----- = loav R

A Shary Con goe the

Click Learn More to find out sbout the.
USS Midway Miseum and other kid-friendly San Disgo
actritien! Wi FUIBINEL
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ORIGINA

AGREEMENT FOR THE OPERATION OF
THE SAN DIEGO TOURISM MARKETING DISTRICT

This Agreement [Agreement] is made between the City of San Diego, a municipal corporation
[City], and the San Diego Tourism Marketing District Corporation [Corporation], a non-profit mutual
benefit corporation registered with the Secretary of State of the State of California, hereinafter
collectively referred to as the “Parties.”

RECITALS

WHEREAS, on May 22, 2007, the Council of the City of San Diego adopted Ordinance Number
0-19622 N. S. [Ordinance], an ordinance amending Chapter 6, Article 1 of the San Diego Municipal
Code [Code] by adding Division 25, the San Diego Tourism Marketing District Procedural Ordinance;
and

WHEREAS, on October 6, 201 1, the Council adopted Ordinance Number 0-20096, an ordinance
amending Chapter 6, Article 1, Division 25, of the Code; and

WHEREAS, following the procedures included in the Ordinance, the Council initiated renewal
of the Tourism Marketing District [District] and held a public hearing on November 26, 2012, wherein
a weighted majority of the proposed business assessees were verified as not casting ballots in opposition
to the establishment of the District; and

WHEREAS, the Council of the City of San Diego ordered: 1) the renewal of the District; 2) the
levying of assessments on assessed businesses; and 3) authorized the Mayor to enter into a contract with
a non-profit corporation for the operation of the District; and

WHEREAS, in 2007 the tourism industry formed the San Diego Tourism Marketing District
Corporation (formerly the San Diego Tourism Promotion Corporation), a non-profit mutual benefit
corporation, for the purpose, among other things, of contracting with the City to operate the District;

WHEREAS, on August 2, 2016, the Council of the City of San Diego adopted Resolution
Number R-310664 modifying the District Management Plan, eliminating the A and B funding
categories, and defining lodging business as those with seventy (70) or more rooms;

NOW, THEREFORE, in consideration of the above recitals and the mutual covenants and
conditions set forth in this Agreement, and for good and valuable consideration, the sufficiency of which
is hereby acknowledged, the Parties agree as follows:

ARTICLE 1
DEFINITIONS

- For the purposes of this Agreement, the terms listed below are defined as follows:

1.1 Plan - The Tourism Marketing District Management Plan, prepared by the industry
proponents of the District pursuant to San Diego Municipal Code section 61.2507, outlining
the anticipated operations of the District and establishing a set of budgetary guidelines,
including proposed budget line items, for the thirty-nine-and-one-half year duration of the
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1.2

1.3

1.4

1.5

1.6

1.7

1.8

1.9

District. The Plan was approved by the San Diego City Council on November 26,2012, by
Resolution Number R-307843. The Plan was modified by the San Diego City Council on
August 2, 2016, by Resolution Number R-310664.

Tourism Marketing District or District - The San Diego Tourism Marketing District, as
renewed by City Council Resolution No. R-307843.

Annual Report of Activities - A prospective report, as defined in the Plan, due for submission to
the City each year during operation of the District, detailing the proposed activities and budget
for the following fiscal year, submitted by Corporation and approved by the City Council. This
Report of Activities shall be accompanied by an Interim Performance Report detailing
performance up through the quarter immediately preceding the date on which the Interim Report
is submitted to the City.

Annual Performance Report - Report prepared by the Corporation, which summarizes the
Corporation’s goals, accomplishments, returns on investment, and expenditures for the preceding
fiscal year or part thereof. Separate due dates for a preliminary version of the report and a final
version of the report shall annually be established in accordance with Sections 3.5.1 (1) and (j).

Subcontractor - Any entity or contractor to the Corporation, other than the City, that furnishes
supplies and/or services (other than office space, standard commercial supplies, or printing
services) to Corporation in connection with this Agreement. It is anticipated that the Corporation
will engage subcontractors for the marketing, promotional and outreach activities undertaken in
furtherance of the goals of the District. Subcontractor goods and services may be solicited either
through a competitive application process or through an open procurement process in accordance
with SDMC §22,3203 et. seq. and as specified in Exhibit B.

District Fund - A City of San Diego fund, established and administered by the City for the
receipt of District revenue (assessments, penalties and interest) and from which revenue may be
disbursed to the Corporation for activities and to the City for eligible City oversight and
administrative functions.

Funding Allocations - Funding Allocations are delineated in the Plan’s Budget Guidelines.
Funding allocations may only be adjusted as provided for in the Plan.

Milestone Report - A retroactive and prospective report to be prepared by the Corporation every
five fiscal years. The Milestone Report shall be inclusive of the required annual report for the
immediately preceding fiscal year. The report shall include any proposed changes to benefit
categories; general activities to be provided for the next five years; an estimate of the cost of
providing activities over the next five years; the method and basis of levying the assessment; the
estimated amount of any surplus or deficit revenues to be carried over from one report to the
next; and the estimated amount of contributions from sources other than the assessment. The due
date for Milestone Reports shall be agreed upon by the Corporation and City, and shall provide
sufficient time for review and submission to city committees. Separate due dates for a
preliminary version of the report and a final version of the report may be established.

Reconciliation Report - A report accounting for the use of District revenue, described in

Exhibit A. Reconciliation Reports shall be submitted to the City no less than 45 days
after the first disbursement and on no less than a monthly basis thereafter.
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2.1

22

3.1

32

3.3

ARTICLE II
EFFECTIVE DATE; TERM OF AGREEMENT

Upon the execution of this Agreement by the Parties and approval of this Agreement by the
City Attorney in accordance with Charter Section 40, this Agreement shall be effective as of
November 1, 2016 [Effective Date] and continue for five years until October 31, 2021[Term],
unless terminated earlier in accordance with the terms of this Agreement.

The Parties hereby agree to terminate the Operating Agreement dated November 26, 2012.

ARTICLE III
OBLIGATIONS OF CORPORATION

General Obligations

3.1.1  Corporation shall perform all services necessary for the proper management of the
District. Specifically, Corporation shall perform in a professional and prudent
manner, and in accordance with the provisions of this Agreement, the Plan (attached
hereto as Exhibit C and incorporated herein) and the Annual Report of Activities and
Milestone Report, under the direction of the Board of Directors of Corporation.

3.1.2  The total amount that may be disbursed to Corporation by City under this Agreement
shall not exceed the amount of District assessments collected plus penalties collected
on delinquent assessments by City and interest earned in the City’s pooled investment
fund on assessments held by the City less recovery of City Administration costs and
any required litigation reserve, and shall conform with the Plan’s Budget Guidelines.

3.1.3  Any request for modifications to the Plan shall be submitted to the San Diego City
Council for consideration in accordance with San Diego Municipal Code section
61.2501, et.seq, as amended from time to time.

3.1.4. Corporation shall follow the Budget Guidelines set forth in the Plan.

Funding Allocations. Corporation shall make F unding Allocations in accordance with

the Plan. Administrative costs to be recovered by City shall be billed directly to the District
Fund administered by the City. City shall provide Corporation a summary of and accounting
for the administrative costs billed to District on a monthly basis. Any modification of these
Funding Allocations may only be accomplished as provided for in the Plan. Any modification
of the Plan may only be accomplished pursuant to San Diego Municipal Code sections 61.2519
and 61.2520, as amended from time to time.

Funding Exclusions. Corporation shall not fund any acquisition, construction, maintenance or
installation of any tangible property, facilities, equipment, programs, or any other items
specifically prohibited in the Plan. Notwithstanding any other provision of this Agreement,
Corporation shall not be obligated to provide services nor make payments to relieve the City of
obligations that are not expressly covered by this Agreement and the Plan. Corporation’s
obligations are solely to provide the services enumerated in the Plan, and under this
Agreement, and such obligations exist solely to the extent District assessment revenues are
fully available for expenditure for those purposes.
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3.4

3.5

Renewal / Modification Costs. Corporation shall allow City to recover renewal and
modification costs from the District Fund for mutually agreed upon costs justified by a business
case analysis by allowing the City or Corporation to be reimbursed from the District
assessments. Such reimbursement shall be completed no later than six months after the
effective date of the renewal or modification. Litigation costs pertaining to the defense of the
District may be paid from District funds in addition to the recovery of administration and
oversight costs.

Specific Obligations

3.5.1 Notwithstanding any and all obligations in the Plan or elsewhere in this
Agreement, Corporation shall do the following to the reasonable satisfaction of

City:

a) Establish measurable target outcomes for marketing programs and services,
including return-on-investment and other criteria;

b) Establish and regularly update a clearly defined process to be used in
soliciting written applications or proposals from, and awarding funds to,
various entities for marketing and sales promotions to increase hotel room
night consumption and market District lodging businesses as tourist, meeting,
and event destinations. The process will articulate the required qualifications
of applicants or proposers, the targeted return-on-investment, and the
measurement of results, among other criteria, All funding requests must be
submitted in writing using a standard form which incorporates the required
process information;

c) Establish a clearly defined process for reviewing and evaluating the success of
marketing programs and services and the degree to which these programs and
services are of benefit to all assessed businesses;

d) Make available on at least a quarterly basis, reports to City on the target and
actual outcomes for the period to date (by type of activities, specific marketing
initiative, entity funded, and detailing the way in which assessed businesses are
benefited) along with details of funds expended;

e) Allocate assessment revenue on an annualized basis in accordance with the Plan
and as outlined herein;

) Allocate, on an annualized basis in accordance with the Plan, all other revenue
(interest and penalties deposited by the City into the District Fund, and
Incidental Revenue, as defined in section 4.7 of this Agreement, generated by
Corporation on disbursed District funds)

g) Distribute an electronic or other form of communication, at least quarterly to
every business assessed in the District announcing news, reports and other
documents available on the Corporation’s website, and include on the website,
among other things, a directory of Corporation’s current Board Members. If
requested by an assessed business, the communication shall be made available in
appropriate alternative formats.
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h)

i)

k)

1)

Hold no fewer than six regularly scheduled open meetings each year, noticed
and conducted in compliance with the Ralph M. Brown Act, that afford assessed
businesses an opportunity to provide input to the Board. Such meetings shall
include one meeting at which the election of officers is held and one meeting at
which results of Board elections are ratified:

Prepare an Annual Performance Report, summarizing Corporation’s goals,
accomplishments, return-on-investments, and expenditures for the preceding
fiscal year or part thereof, to be distributed to each assessed business in the
District, by December 31 (or as otherwise mutually agreed upon annually by the
Corporation and City but providing sufficient time to meet Council/Committee
docketing deadlines) for each year following the District’s first full fiscal year of
operations. Every fifth year a Milestone Report is to be prepared and submitted
in lieu of the Annual Performance Report;

Prepare a prospective Report of Activities, as required under the San

Diego Municipal Code section 61.2521 as amended from time to time, to be
delivered to the City by March 1 each year (or as otherwise mutually agreed
upon annually by the Corporation and City but providing sufficient time to meet
Council/Committee docketing and budgeting deadlines) during the duration of
the Agreement, along with an Interim Performance Report in keeping with the
Corporation’s obligations to District assessed businesses and the City. Every
fifth year a Milestone Report is to be prepared in lieu of the Report of Activities;

A cost allocation methodology shall be approved periodically by the
Corporation and made known to its contractors to be used in determining
eligible Direct, Indirect, and General & Administration expenses and
appropriate per diem, travel, and overhead rates.

The cost allocation methodology approved by the Corporation shall be
modeled on OMB Circular A-122 (or successor document) in determining the
Direct, Indirect, and General & Administrative expenses to be applied to
District funding, notwithstanding that certain District specific expense may be
treated as exceptions to OMB Circular A-122 with supporting analysis.

Ensure that District funds are applied only toward the equivalent of coach
airfare, and only when use of public air carrier transport is required in
order to perform the Corporation’s obligations under the Plan and this
Agreement. District funds may not be applied toward any upgrades;

Ensure that District funds are applied using the Federal Travel Regulation (FTR)
and U.S General Services Administration rates (GSA rates) per day, per person,
for meals, incidentals, and lodging while on official travel (when the provision for
travel is required in order to perform the Corporation’s obligations under the Plan
and this Agreement. District funds may not be used to pay for any alcoholic
beverages. These same limitations shall apply when lodging in San Diego is
provided for out-of-town visitors on District business.

Ensure that in the event meals are provided to hosted individuals within

the scope of business development, or sales and marketing, documentation of

the following shall be included with the reconciliation report provided to City:

(1) the purpose of the meeting, (ii) conformance to the Plan, (iii) the benefit or
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anticipated benefit to assessed businesses and (iv) a list of hosted individuals.
All expenditures for meals shall comply with the approved cost allocation
methodology.

0) Ensure that should Corporation or Corporation’s subcontractors decide to
provide financial sponsorship of events, Corporation’s Board makes a
determination of the need for the sponsorship, that the amount of the
sponsorship is a just and reasonable expenditure of District funds at the time it
is authorized, approved or ratified, that the expenditure is in conformance with
the Plan, and that the benefit or anticipated benefit to assessed businesses is
identified and documented. However, if the financial sponsorship is $10,000 or
less and subcontractor funding has already been approved by Corporation’s
Board in subcontractor’s budget, no separate Board approval, authorization, or
ratification will be required; but the written determination and Justification by
the subcontractor shall be maintained with the proof of expenditure. If
alcoholic beverages are consumed during event sponsorships, they may not be
paid for with District assessment funds; and '

p) Ensure that should Corporation’s subcontractors request reimbursement
from District funds for travel, meals, the hosting of meals, out-of-town and in-
town lodging and sponsorships, as discussed herein, these costs shall have been
anticipated in any scope of work, statement of activities or budget materials
submitted to Corporation prior to the execution of a subcontract. All pre-
authorized subcontractor expenditures are limited in the same manner as
Corporation’s expenditures are limited herein.

q) Ensure that Corporation adheres to the Operating Manual for Economic
Development Programs, produced by the City of San Diego administering
department (e.g. Economic Development Department), as amended from time to
time. However, Contractor is authorized to expend district funds on gratuities in
an amount not to exceed twenty percent (20%).

3.5.2  Promotional Materials And Obligations

3.5.2.1 Promotion Material Requirements. Corporation shall include the following
language on all promotional materials (including, but not limited to, brochures,
newsletters, advertising, facts sheets, news releases, and Internet web sites but
not items where such attribution is impractical e.g. pens, flash drives): “Funded
in part with City of San Diego Tourism Marketing District Assessment Funds.”
Such acknowledgment shall be prominently displayed on all such promotional
materials. A copy of page or pages, of promotional material displaying
required language, or other equivalent proof, is required to be included in
reconciliation report.

3.5.2.2 Product Endorsements. To the extent applicable, Corporation shall comply
with the provisions of City Administrative Regulation 95.65, as amended from
time to time regarding product endorsements. Corporation shall not create any
advertisement or writing that identifies or refers to the City as the user of a
product or service, without first obtaining the prior written approval of the

City.
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3.5.2.3 City's Promotional Obligations. City shall make available an annual
statement of TOT revenues consistent and in compliance with San Diego
Municipal Code section 35.0128 and shall provide monthly reports on TOT
revenue to Corporation.

3.6 Obligations Regarding Budget Preparation

3.6.1 City and Corporation agree to timely carry out all actions reasonably necessary to
process the annual budget for the Corporation’s operations. The Parties shall also
cooperate on an ongoing basis to ensure that the functions of the Corporation, as
identified in this Agreement, are timely and adequately funded, so as to avoid
disruption in programs and services.

3.6.2  Pursuant to the Plan, the Board shall develop and adopt annually a budget for the
Corporation for all TMD funds and Incidental Revenue proposed to be expended
during the fiscal year(s), including amounts proposed to be provided to sub-contractors
and amounts reserved for opportunity/catastrophe, reserves and contingencies. Said
budget shall be adopted by the Board and annually incorporated into the Annual
Report of Activities or Milestone Report, for consideration by the San Diego City
Council. The budget shall be filed with the City in accordance with section 3.5.1 (j) of
this Agreement. The City fiscal year begins on July 1% of each calendar year.

3.6.3.  Prior to adoption by the Board and submission to the City for City Council consideration,
Corporation shall consult with City to ensure that appropriate amounts are budgeted for
City administration and any required reserves. Nothing in this section shall prevent the
Parties from agreeing to subsequent modifications to the individual line items in each
category within the District budget in any given year, as long as the parties mutually agree
to such modification in writing, and so long as the modifications do not require a
modification of the Plan pursuant to San Diego Municipal Code sections 61.2521 and
61.2522, as amended from time to time, and so long as the City, at its sole discretion, does
not consider such an adjustment an amendment to the Report of Activities and require City
Council authorization for approval.

ARTICLE IV

REVENUES, DISBURSEMENTS, ADVANCES, RECONCILIATION INELIGIBLE
EXPENDITURES

4.1 Revenues. All funds collected pursuant to the District Resolution shall be timely
deposited and appropriately credited by City to the District Fund.

4.1.1  City shall provide, on a mutually agreed upon monthly cycle, reports of District activity
processed by the City. Reports shall include the following: assessment revenues collected
by month; assessment revenues earned by month; penalty revenues collected, interest
earned on District fund through City’s pooled investments, detailed breakdown of City
administrative expenses; any advances or transfers from District Fund; any adjustments
posted to the District Fund; and reconciliation of funds held by City to Fund balance.
Information provided by City shall be adequate to allow for an independent calculation
and estimate of the District’s monthly earnings.
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4.2

4.1.2  The total assessment revenues from the District will vary depending upon the gross room

revenues, minus exempt revenues, collected by hotel businesses subject to the District
assessment. Assessment revenues are projected under the Plan throughout the term of the
Agreement.

City shall provide no less than annually a report of revenue audit outcomes including the
number of businesses audited and the amounts of deficiencies and overpayments, along
with the number of accounts and amounts referred to Collections and the outcomes.

Disbursements.

42.1

422

4.2.3

City will disburse District funds to Corporation on a monthly basis and with a

payment term of no more than Net 20. On the first business day after the 15® of each
month, the City will determine the revenue posted during the preceding month from
assessments, penalties, and interest in the District fund. The City will disburse that
amount from the District Fund less: the City’s monthly administrative expenses
pro-rated (or reasonable estimate thereof), any specified withholding amount for a
Litigation Reserve required to be held in the TMD Fund(s) at the City as specified in
Exhibit D; and all other budgeted contingency or reserve amounts as required or
authorized by City Council through the Annual Report of Activities or Milestone Report
as applicable. The disbursement shall occur no later than the end of the month. At fiscal
year end June revenue shall be estimated no later than the first Friday after July 4 in order
to meet City year-end payment processing deadlines.

4.2.1.1 Prior to disbursement to Corporation, the District assessment funds to be
disbursed must be part of a City Council approved District budget, detailing
Corporation’s proposed expenditure of those District assessment funds. To the
extent known, the District budget should include any anticipated implementation
dates of the programs proposed to be funded. The District budget will be
prepared and submitted to Council for approval following the procedures set
forth in Section 3.6 of this Agreement.

Any expenditures by Corporation which are not within the prescribed limitations of this
Agreement, the Plan, San Diego Municipal Code. sections 61 .2501, et seq., and
applicable laws, rules, and regulations governing this Agreement, as amended from time
to time, are not chargeable to the District Fund and shall be borne solely by Corporation.

Upon written request from Corporation, the City may make additional disbursements
of District funds to Corporation for up to 100% of a documented expense to
implement any activity specified within the approved Report of Activities or for an
eligible activity under Opportunity / Catastrophe utilizing assessments withheld for
that purpose, subject to availability of funds. The written request for use of
Opportunity / Catastrophe funds shall indicate a vote in the affirmative by the Board
to allocate such funding. All requests for such an additional disbursement must
include detail of the amount, timing, and proposed use of such funds. Any such
disbursement will be based on available cash at the time of the request, subject to
certification of funds availability by the City Comptroller.
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4.3

42.4

425

4.2.6

Corporation shall submit a Reconciliation Report accounting for the use of the
additional disbursement, as described in Exhibit A within 45 days of the receipt of the
additional disbursement. If the Reconciliation Report is not submitted within this
timeframe then the disbursed funds must be returned to the City in the form of a check
marked payable to the City Treasurer, noting the District’s name in the memo line,
and City staff will deposit the check back into the District Fund. If neither the
Reconciliation Report nor the repayment check is received by the City then the
monthly disbursements may be suspended upon notice by email pending receipt of the
required Reconciliation Report or repayment check. In the case of an extraordinary
event or circumstance beyond the control of the Parties, such as an act of God, then
City may, at its sole discretion, establish a new timeline and/or repayment process.

Corporation may advance District funds to recipient organizations subject to City’s
receipt of the funding agreement which shall provide for each of the following:

a) Language specifying the permitted use of such advances, and any other
language required by this Agreement;

b) Authorization by Corporation and recipient organization for the City to
audit the use of any advanced funds;

c) Receipt by the Corporation and City of a full accounting by recipient
organization and verified by Corporation of any District funds previously
advanced to recipient organization; and

d) Advances to recipient organizations shall be returned or accounted for
annually but no later than on or before the expiration of this Agreement or the
expiration of the agreement between the Corporation and the recipient
organization, whichever comes sooner, (or upon termination, if earlier), either
as a reduction of the final request for reimbursement, or as a transfer of funds
from recipient organization to the City.

All disbursements to Corporation shall be accounted for annually and any non-
reconciled or unexpended funds shall be returned to City on or before the expiration of
this Agreement (or upon termination, if earlier).

Reconciliation

4.3.1

4.3.2

Corporation shall submit to the City Reconciliation Report(s) accounting for the use of
the District assessment funds, as described in Exhibit A, The Reconciliation Report(s)
shall be submitted to the City within 45 days of the disbursement of funds and no less
than monthly thereafter. Failure to timely submit Reconciliation Report(s) may result
in, among other things, cessation of future disbursements, upon notice by email, until
such time as the overdue report is received and reviewed by City staff, and deemed to
be in compliance with the requirements of this Agreement.

District assessment funds may only be used for activities as authorized and approved
by City Council in the Annual Report of Activities. Any expenditure that is not
consistent with the Annual Report of Activities, or is not supported with proper
documentation described herein and in Exhibit A, shall be considered an ineligible
expenditure and may result in, among other things, cessation of future disbursements,
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4.4

433

434

4.3.5

4.3.6

4.3.7

reduction of future disbursements, or termination of this Agreement. Nothing in this
section shall waive or deny any right or remedy, at law or in equity, existing as of the
date of this Agreement or hereinafter enacted or established, that may be available to
the City against Corporation.

Corporation shall not use District funds in its operations, directly or indirectly, during
any period of federal, state, or local debarment, suspension, or ineligibility of
Corporation, when Corporation has been noticed, or should have known of such
debarment, suspension, or ineligibility.

In the event that Corporation is holding District funds at the end of the preceding
fiscal year, then Corporation may use such funds only for activities as authorized
and approved by City Council in the Report of Activities. Corporation shall submit
to the City a Reconciliation Report detailing the actual amount of carry forward
District Funds held by Corporation at June 30, as described in Exhibit A, by
September 30. Corporation shall submit to the City a Reconciliation Report
accounting for the use of these carry forward Assessment Funds held by
Corporation, as described in Exhibit A, by December 31. If the documentation is
not submitted within this timeframe then the District funds held as of June 30 must
be returned to the City in the form of a check marked payable to the City Treasurer
and noting the District’s name in the memo line and City staff will deposit the check
back into the District Fund. If neither the Reconciliation Report nor the repayment
check is received by the City then the monthly disbursements may be suspended
pending receipt of the required Reconciliation Report or repayment check.

All Reconciliation Reports shall be accompanied by the following statement:
“(Corporation’s Name) hereby certifies that all staff time expended and
reimbursements requested are for services performed in accordance with the
Agreement between The City of San Diego and (Corporation’s Name) for the
management of the District”. All Reconciliation Reports shall be signed by an officer
of Corporation (not the Executive Director).

The final disbursement to Corporation may be withheld until all outstanding reports
are received. Once the final disbursement to Corporation has been made under this
Agreement, Contractor shall have 180 days to submit the Final Expenditure Report to
City which accounts for all previously unreconciled disbursements plus the final
disbursement and shall include a summary of the activities Corporation has performed
pursuant to this Agreement.

Within 60 days of receipt of Reconciliation Reports, City shall approve the report or
request additional information.

Ineligible Expenses for District Reconciliation /Reimbursement

4.4.1

Corporation and Corporation’s subcontractors shall not use District funds for alcoholic
beverages. Corporation’s subcontractors shall not use District funds for travel, meals,
lodging, or entertainment expenses, unless directly attributable to providing District
programs and authorized by Corporation in advance, as provided for elsewhere in this
Agreement.
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4.5

4.6

4.7

4.4.2  1f Corporation receives (or has received) additional funding for its activities from a
source or sources other than through the City’s allocation of District funds, and the use
of said additional funds requires that Corporation make an accounting to, or be subject
to, an audit by such other source, then Corporation shall charge those cost of such
audit to the appropriate non-District funding source at the time incurred. Any cost
incurred in connection with the Corporation which is properly chargeable to, and
actually claimed for compensation under, a funding source other than the City, shall
not be allowed as a chargeable cost under this Agreement.

4.43  Corporation shall not request reimbursement for, or submit as part of a Reconciliation
Report, any expenditure that has been or may be properly charged to a funding source
other than District assessment funds.

4.4.4  Corporation shall not request reimbursement for, or submit as part of a Reconciliation
Report, any expenditure that has been or may be properly charged to a funding agency
other than the City.

4.4.5  Corporation and Corporation’s subcontractors shall not be paid for any
expenditure that has been (or should be) properly charged to a funding source other
than the District assessment fund, nor paid for expenditures which are ineligible
under applicable City policies, the Plan, or this Agreement, unless approved, in
writing, by the City. A payment request that is not consistent with the Corporation’s
budget or the Corporation’s prospective Annual Report of Activities or Milestone
Report, except as provided in this Section, or that is not supported with proper
documentation as required herein, shall be considered an ineligible expenditure.

Adjustments Between Budgetary Category Items. Any Corporation requests for adjustments
between category items (e.g. from Targeted Marketing and Sales to Destination Marketing)
that exceed fifteen percent (15 %) of budgeted category item, as described in the Annual
Report of Activities approved by City Council, shall be submitted to City in writing.
Corporation’s expenditure of additional funds in that budgetary category item may only occur
if City provides written approval. City, at its sole discretion, may consider such an adjustment
an amendment to the Annual Report of Activities and require City Council authorization for
approval.

Partial Performance. In the event Corporation performs less than all services required under
this Agreement in a proper and timely manner, the City will reimburse Corporation only the
reasonable costs of those services actually performed by Corporation during that payment
period, as determined by the City.

Incidental Revenue. Should Corporation use District funds to generate Incidental Revenue,
Corporation may only use such revenue to improve the services performed by Corporation
under this Agreement. “Incidental Revenue” means revenues generated by Corporation from
receipt or use of District funds, including, but not limited to interest income earned by
Corporation on District funds deposited into an interest bearing account. Corporation shall
separately account for any and all Incidental Revenue accrued and/or used by Corporation.
Corporation shall also submit to the City an Annual Incidental Revenue Report accounting for
the receipt and use of all Incidental Revenue during the preceding fiscal year, as described in
Exhibit A, with the annual audit.
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5.1

5.2

5.3

ARTICLE V
SUSPENSION AND TERMINATION
Suspension or Disallowance of Payments

5.1.1  Notwithstanding any other provision of this Agreement, if Corporation fails to comply
with any material term or condition of this Agreement, City’s remedies include,
without limitation, each of the following:

a) Suspending one or more payments to Corporation, pending correction of the
activity or action not in compliance; and/or

b) Disallowing funds for all or part of the cost of the activity or action not in
compliance.

5.1.2 If City notifies Corporation that City has suspended payments or disallowed funds,
Corporation shall not expend any funds related to, or connected with, any area of
controversy or conflict that resulted in the suspension or disallowance of funding.

5.1.3  Notwithstanding any other provision of this Agreement, if the validity of the
District, District activities, District establishment, District renewal, or this
agreement becomes the subject of litigation or a claim under the Government
Claims Act, California Government Code section 810, et seq., City may, at its
sole discretion and upon written notice to Corporation, suspend or reduce one or
more payments to Corporation, pending final adjudication of the litigation or
claim. The written notice from the City shall include the total anticipated amount
of District revenue available to be disbursed to Corporation during the period of
litigation or resolution of the claim, including the amount of District revenue
available for defense of the litigation or claim, if any, so that Corporation may
adjust its budget and Funding Allocations accordingly. During such litigation or
claim resolution all District revenue that is collected by the City and not
disbursed to Corporation shall remain in the District Fund.

Termination for Curable Default. City may send written notice (delivered in accordance
with the provisions of the Notice section herein) to Corporation if Corporation fails to comply
with any term or condition of this Agreement. The written notice shall include a description of
Corporation’s default. If Corporation fails to cure the default within sixty (60) calendar days
of the date Corporation receives the written notice, the City may immediately terminate this
Agreement. City may suspend one or more payments to Corporation during the sixty (60)
calendar day notice period.

Termination for Incurable Default. The City may immediately terminate this
Agreement upon written notice (delivered in accordance with the notice provisions
herein) to Corporation if:

a) Corporation makes material misrepresentations in regard to information
furnished to City pursuant to this Agreement, regardless of whether
Corporation had knowledge or intent with respect to the misrepresentation;

9
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54

5.5

6.1

b) Corporation, or any of its officers or directors, engages in conduct that results
in Corporation, or any of its officers or directors, being convicted of a felony
that materially and adversely affects Corporation’s performance of its
obligations under this Agreement;

c) Corporation misappropriates funds;
d) Corporation files a voluntary petition in bankruptcy, is adjudicated
bankrupt, or makes a general assignment for the benefit of creditors;
and/or
e) Corporation is unable or unwilling to comply with any additional terms or

conditions concerning the operation of the District that may be required by
newly enacted (or amended) federal, state, and/or local laws.

Continuing Responsibilities

5.4.1 Inthe event this Agreement is terminated, Corporation shall complete any and all
additional work necessary for the orderly filing of documents and closing of
Corporation's performance of its obligations and duties under this Agreement.

For services rendered in completing the work, Corporation shall be entitled to fair and
reasonable compensation for the services performed by Corporation before the
effective date of termination. After filing of documents and completion of
performance, Corporation shall deliver to the City all data and records (including, but
not limited to, all documents and/or work product) prepared and/or completed directly
in connection with, or related to, Corporation’s performance under this Agreement. By
accepting payment for completion, as well as filing and delivering documents as called
for in this Section, Corporation discharges the City of all of the City's payment
obligations and liabilities under this Agreement.

5.4.2  Upon the expiration or termination of this Agreement, Corporation shall transfer to
City any District assessment funds on hand at the time of the expiration or termination,

and any accounts receivable attributable to Corporation’s use of District assessment
funds.

Rights and Remedies. City’s termination of this Agreement shall terminate each and every
right of Corporation, and any person claiming any rights by or through Corporation under this
Agreement. The rights and remedies of City enumerated in this Article are cumulative and
shall not limit, waive, or deny any of City's rights under any other provision of this
Agreement. Nor does this Article otherwise waive or deny any right or remedy, at law or in
equity, existing as of the Effective Date of this Agreement or hereinafter enacted or
established, that may be available to City against Corporation.

ARTICLE VI
INDEMNIFICATION
Indemnification and Hold Harmless Agreement.
6.1.1  To the fullest extent permitted by law, Corporation shall defend, indemnify, protect,

and hold harmless the City, and all of the City’s officers, agents, and employees, from

Page 13 of 29



6.3

6.4

6.5

6.6

7.1

and against any and all “Indemnified Claims” as defined herein. The “Indemnified
Claims” shall refer collectively to: (i) actions, suits, proceedings, or claims, including
but not limited to any and all administrative, constitutional, or any other challenges to
the validity, establishment, or renewal of the District; (ii) any and all liability,
damages, injuries, losses, costs, or expenses, including, without limitation, consultants’
and attorneys’ fees arising out of or related to, in full or in part, or in any respect
whatsoever the District, its formation, this Agreement, or by the acts or omissions of
Corporation, its officers, employees, representatives, agents, and/or Subcontractors in
performing work or services whether or not such work and/or services are required or
authorized herein; and (iii) all expenses of investigating and defending against same,
including, without limitation, attorney fees and costs. City may, at'its own election,
conduct the defense or participate in the defense of any Indemnified Claim. If City
elects to conduct its own defense, participate in its own defense, or obtain independent
legal counsel in defense of any Indemnified Claim, Corporation shall pay the City for
all costs related thereto, including, without limitation, reasonable fees and costs.

6.1.2  The Corporation’s obligation to indemnify and hold harmless the City pursuant to
paragraph 6.1.1 above shall not include liability, damages (including, without
limitation, penalties, fines, and monetary sanctions), injuries, losses, costs, or expenses
(including, without limitation, consultants’ and attorneys’ fees) due to errors or
problems with assessment amounts.

City to Control Defense. City shall control the defense (including the selection of qualified

legal counsel) of any proceeding which gives rise to a right of defense and indemnification
under this Article.

Settlement. Corporation shall notify City in writing of any settlement or compromise
discussion associated with any proceeding covered by this Article and shall provide the City
an opportunity to participate in such discussion. Corporation shall not settle or compromise
any proceeding covered by this Article without first obtaining written consent to such
settlement or compromise from the City.

District Revenue to Pay Costs of Defense. The cost of defense of any actions, suits,
proceedings, or claims which challenge the validity, establishment, or renewal of the District

may be paid for with District revenue, subject to the limitations of section 5.1.3 of this
Agreement.

Enforcement Costs. Corporation shall pay City any and all costs City incurs enforcing the
indemnity and defense provisions set forth herein.

ARTICLE VII
INSURANCE

Corporation’s Duty to Maintain Insurance. At all times during this Agreement,
Corporation shall maintain and comply with the insurance requirements set forth in this
Article VII. Corporation shall provide to City insurance certificates reflecting evidence of all
insurance coverage required under this article. Notwithstanding any provision of this
Agreement to the contrary, Corporation’s failure or refusal to obtain, maintain or renew
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7.2.

7.3.

7.4.

7.5.

insurance as required by this Agreement, or failure to provide proof of insurance, shall be a
default of this Agreement. If a default under this Article occurs, City shall be permitted to
suspend payments during such default period, and Corporation shall be permitted to cure the
default, pursuant to Article V herein.

Types of insurance. At all times during the term of this Agreement, the Corporation shall
maintain insurance coverage as follows:

Commercial General Liability (CGL). Insurance written on an ISO Occurrence form CG 00

01 07 98 or an equivalent form providing coverage at least as broad which shall cover liability
arising from any and all personal injury or property damage in the amount of $1 million per
occurrence and subject to an annual aggregate of $2 million. There shall be no endorsement or
modification of the CGL limiting the scope of coverage for either insured vs. insured claims or
contractual liability. All defense costs shall be outside the limits of the policy.

Commercial Automobile Liability. For all of the Corporation's automobiles including owned,
hired and non-owned automobiles, the Corporation shall keep in full force and effect,
automobile insurance written on an ISO form CA 00 01 12 90 or a later version of this form or
an equivalent form providing coverage at least as broad for bodily injury and property damage
for a combined single limit of $1 million per occurrence. Insurance certificate shall reflect
coverage for any automobile (any auto).

Workers' Compensation. For all of the Corporation's employees who are subject to this
Agreement and to the extent required by the applicable state or federal law, the Corporation
shall keep in full force and effect, a Workers’ Compensation policy. That policy shall provide
a minimum of $1 million of employers’ liability coverage, and the Corporation shall provide
an endorsement that the insurer waives the right of subrogation against the City and its
respective elected officials, officers, employees, agents and representatives.

Deductibles. All deductibles on any policy shall be the responsibility of the Corporation
and shall be disclosed to the City at the time the evidence of insurance is provided.

Acceptability of Insurers. Except for the State Compensation Insurance Fund, all

insurance required by this Agreement shall only be carried by insurance companies with a rating
of at least “A-, VI” by A.M. Best Company, that are authorized by the California Insurance
Commissioner to do business in the State of California, and that have been approved by the City.
The City will accept insurance provided by non-admitted, “surplus lines” carriers only if the
carrier is authorized to do business in the State of California and is included on the List of
Eligible Surplus Lines Insurers (LESLI list). All policies of insurance carried by non-admitted
carriers are subject to all of the requirements for policies of insurance provided by admitted
carriers described herein.

Required Endorsements. The following endorsements to the policies of insurance are
required to be provided to the City before any work is initiated under this Agreement.

Commercial General Liability Insurance Endorsements:

ADDITIONAL INSURED. To the fullest extent allowed by law including but not limited to
California Insurance Code Section 11580.04, the policy or policies must be endorsed to
include as an Insured the City of San Diego and its respective elected officials, officers,
employees, agents and representatives with respect to liability arising out of (a) ongoing
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7.8.

7.9.

7.10.

8.1

Additional Insurance. The Corporation may obtain additional insurance not required by
this Agreement.

Excess Insurance. All policies providing excess coverage to the City shall follow the form
of the primary policy or policies including but not limited to all endorsements.

Bonding Requirements for Corporation Employees and Officers. Corporation shall carry a
Fidelity Bond that includes, but is not limited to, Employee Dishonesty, Theft, Forgery, and
Computer Related Crime. All officers, agents, and employees of the Corporation who handle
funds of the Corporation in any manner, and any other officers, agents, and employees of the
Corporation specifically designated by the Board of Directors, shall execute fidelity bonds in
favor of the Corporation in the penal sums as established by the Board of Directors. Each
fidelity bond shall be executed by the officer, agent, or employee as principal and by a corporate
surety company approved by the Board of Directors for Corporation, provided, however, that
blanket bonds may be employed in lieu of individual bonds in the case of employees.

ARTICLE VIII
COMPLIANCE WITH LAWS AND POLICIES
Conflicts of Interest

8.1.1  Under San Diego Municipal Code [Code] section 61.2504, and in keeping with state
law codified in California Streets and Highways Code section 36614.5, the
Corporation is a private entity and may not be considered a public entity for any
purpose, nor may its board members or staff be considered to be public officials for
any purpose. Nothing in this Section shall be construed to create any additional duties
or obligations, on the part of Corporation or City, beyond those obligations to follow
existing law, as updated from time to time during the course of this Agreement.
Obligations and duties assumed by Corporation under the Plan, including those related
to planning of District activities and allocation of District funds, shall not create in
Corporation officials the obligations of a “consultant” as defined in the California
Code of Regulations, Title 2, section 18701(a)(2).

8.1.2 Corporation shall at all times comply with all federal, state, and local laws, including
conflict of interest laws, statutes, ordinances, regulations, and policies of City related to
public contracts and procurement practices to the extent applicable.

8.1.3  The Parties are unaware of any financial or economic interest of any public officer or
employee of City relating to this Agreement. If such a financial and/or economic interest
is determined to exist, the City shall immediately notify Corporation. Corporation and
City shall investigate the nature of the interest and Corporation or City shall take all
necessary actions to clear the conflict, including initiating action against the officer,
employee or Corporation.

8.1.4  Corporation shall establish, and make known to its agents and employees, appropriate
safeguards to prohibit employees from using their positions for a purpose that is, or that
gives the appearance of being, motivated by the desire for private gain for themselves or
others, particularly those with whom they have family, business, and/or other
relationships.
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9.1

9.2

8.1.5

Corporation Board members and officers are intended and understood to represent and
further the economic interest of City’s lodging industry and have a fundamental duty to
advance the general welfare of the lodging industry in a manner which may incidentally
or indirectly benefit themselves or their business interests. Such incidental or indirect
benefits shall not be considered to violate the duties assigned to the Corporation, its
Board or officers under the terms of this Agreement.

Corporation’s personnel, employed in performing the obligations and duties under this
Agreement, shall not accept gratuities, or any other favors, from any Subcontractor or
potential Subcontractor. Corporation shall not recommend or specify any product,
supplier, or Corporation with whom Corporation has a direct or indirect financial or
organizational interest or relationship that would violate conflict of interest laws,
regulations, or policies.

If Corporation violates any conflict of interest law, or any of the provisions of this
Section, City shall issue a notice to cure. City and Corporation shall then take actions to
cure said violation. Should the Corporation fail to adequately cure the violation, then the
City may immediately terminate this Agreement. Further, any such violation shall subject
Corporation to liability to the City for attorney’s fees and all damages sustained as a
result of the violation.

ARTICLE IX

DATA AND RECORDS

General. Corporation shall maintain, and require its Subcontractors to maintain, all
administrative and financial records required in connection with the operations of the District
(including, but not limited to, all books, accounting records, financial statements, invoices,
receipts, payroll records, personnel records, and any other data and records pertaining to all
matters covered in this Agreement) during the term of this Agreement.

Accounting Records

9.2.1

9.22

9.23

Corporation shall maintain, keep or cause to be kept and require its Subcontractors to
maintain, keep or cause to be kept true, complete and accurate accounting records, books,
and financial statements in accordance with Generally Accepted Accounting Practices
[GAAP] in the industry. The financial statements must be audited by an independent
Certified Public Accountant in accordance with Generally Accepted Auditing Standards.
The Corporation shall provide the City with full annual audited financial statements within
six months after the end of each Fiscal Year.

Within thirty (30) calendar days of any written request by the City for accounting records,
Corporation shall at its sole cost and expense make available to the City, for review and
audit, all Project-related accounting records, documents, and any other financial data and
records. Upon the City's request, Corporation shall submit exact duplicates of the originals
for all requested records to the City.

All auditing records and statements must include a statement of expenditures of
Corporation funds, certified by an independent Certified Public Accountant, identified in
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9.3

9.4

9.5

9.6

the same expenditure classifications as contained in the Corporation’s approved budget
and shall comport to the extent possible with the budget amounts as set forth in the Plan
and annual budgets. All statements must also include a statement of compliance with the
terms of this Agreement and must be signed by the executive officer of Corporation.

9.2.4  Failure to comply with the requirements of this section could result in suspension of any
payments or possible future funding; provided, however, that the City shall not suspend
any current or future payments until it has first given the Corporation written notice in
accordance with the Termination for Curable Default section.

Inspection and Photocopying. At any time during normal business hours and as often as
the City deems necessary, Corporation shall permit, and require its Subcontractors to
permit, the City, or its authorized agents, to inspect and photocopy, at a reasonable location
within the County of San Diego (e.g., the offices of Corporation), all books, accounting
records, invoices, receipts, payroll records, personnel records, and any other Project data
and records pertaining to all matters covered in this Agreement, for the purposes of
auditing, monitoring, and/or evaluating Corporation’s performance of its obligations and/or
duties in connection with the Agreement and Plan. The City may retain copies of the same,
with appropriate safeguards, if such retention is deemed necessary by the City in its sole
discretion.

Storage Period. Corporation shall store, and require its Subcontractors to store, all Project data
and records for a period of not less than five years after submission of the final expenditure
report for the contract period, or five years after submission of the final expenditure report upon
earlier termination of this Agreement, or until all audit findings have been resolved, whichever is
longest. All such data and records shall be kept at Corporation’s (or relevant Subcontractor’ s)
regular place of business. At any time during the storage period, Corporation shall permit, and
require each of its Subcontractors to permit, the City, or their authorized agents to examine all
such data and records, for the purposes described herein. After the storage period has expired, or
all audit findings have been resolved, whichever is later, Corporation shall provide City with
thirty (30) calendar days written notice of its intent to dispose of any Project data and records.
Corporation shall not take any action to dispose of such data and records without the prior
written consent of the City.

Original Documents. Notwithstanding the foregoing, upon the termination of this Agreement
for any reason, the City may request that Corporation deliver, and Corporation shall deliver,
within fifteen (15) calendar days of any such request by the City, the originals of all such data
and records to the City. Corporation may retain copies of all data and records delivered to the
City.

Ownership of Documents. Once Corporation has received any reimbursement from the City for
Corporation’s performance of its obligations and/or duties under this Agreement, all data and
records (including, but not limited to, all documents prepared and/or work product completed
directly in connection with, or related to, Corporation’s performance under this Agreement) shall
be the property of the City. The City’s ownership of such documents includes the use,
reproduction, and/or reuse of such documents, as well as all incidental ri ghts, whether or not the
work for which the documents were prepared has been performed. This Section shall apply
whether the Agreement is terminated by the completion of the Project, the expiration of this
Agreement, or upon termination of this Agreement, if earlier, in accordance with the terms of
this Agreement. Nothing in this Section shall limit Corporation’s ability to retain copies of any
documents over which City claims ownership, nor shall this Section be applied to original copies
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10.1.

10.2.

10.3.

10.4.

of Corporation’s articles of incorporation, bylaws, or any Corporation documents that are not
related to Corporation’s performance of obligations and duties under this Agreement and the
Plan.

ARTICLE X
CITY POLICY PROVISIONS

Nondiscrimination. Corporation shall not discriminate in any manner against any person

or persons on account of race, color, religion, gender, sexual orientation, medical status,
national origin, age, marital status, or physical disability in Corporation's activities pursuant to
this Agreement, including but not limited to the providing of goods, services, facilities,
privileges, advantages, and accommodations, and the obtaining and holding of employment.

Compliance with City’s Equal Opportunity Contracting Program. Corporation shall
comply with City Council Ordinance No. 18173 (San Diego Municipal Code sections 22.2701
through 22.2708, as amended), EQUAL EMPLOYMENT OPPORTUNITY OUTREACH
PROGRAM, a copy of which is on file in the Office of the City Clerk and by this reference is
incorporated into this Agreement. Corporation and all of its subcontractors are individually
responsible to abide by its contents. Corporation shall comply with Title VII of the Civil Rights
Act of 1964, as amended; Executive Orders 11246, 11375, and 12086; the California Fair
Employment Practices Act; and any other applicable federal and state laws and regulations
hereafter enacted. Corporation shall not discriminate against any employee or applicant for
employment on any basis prohibited by law. On or before the Effective Date, Corporation shall
submit a current Work Force Report or a current Equal Employment Opportunity (EEO) Plan
as required by Section 22.2705 of the San Diego Municipal Code, which sets forth the actions
Corporation will take to achieve City’s commitment to equal employment opportunities.
Corporation shall insert the foregoing provisions in all contracts and subcontracts for any work
covered by this Agreement so the provisions will be binding upon each Corporation and
subcontractor. Compliance with EEO provisions will be implemented, monitored, and reviewed
by City’s Equal Opportunity Contracting Program staff. Corporation’s failure to comply with
the requirements of this section and/or submitting false information in response to these
requirements shall be a default of this Agreement, and City may bar Corporation from
participating in City contracts for a period of not less than one (1) year.

Local Business and Employment. Corporation acknowledges that City seeks to promote
employment and business opportunities for local residents and firms in all City contracts.
Corporation shall, to the extent legally possible, solicit applications for employment, and bids
and proposals for contracts and subcontracts, for work associated with this Agreement from
local residents and firms as opportunities occur. Corporation shall hire qualified local residents
and firms whenever feasible.

City Employee Participation Policy. Corporation shall be in default of this Agreement if
Corporation employs an individual who, within the twelve months immediately preceding the
employment, did in his/her capacity as a City officer or employee participate in negotiations
with or otherwise have an influence on the recommendation made to the City Council in
connection with the Corporation’s selection for this Agreement. This provision does not apply
to members of the City Council.
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10.5.

10.6.

10.7.

Drug-free Workplace. Corporation shall be required to abide by the omnibus drug
legislation passed by Congress on November 18, 1988, by adopting and enforcing a
policy to maintain a drug-free workplace by doing all of the following:

10.5.1. Publish a statement notifying employees that the unlawful manufacture,
distribution, dispensation, possession, or use of controlled substances are
prohibited in the workplace and specifying the actions that will be taken against
employees for violations of the prohibition; and

10.5.2. Establish a drug-free awareness program to inform employees about all of the

following:

a) The dangers of drug abuse in the workplace;

b) Corporation’s policy of maintaining a drug-free workplace;

c) Any available drug counseling, rehabilitation, and employee-assistance

programs; and

d) The penalties that may be imposed upon employees for drug abuse
violations.

10.5.3. Corporation shall include in each of its contracts related to this Agreement
language obligating each subcontractor to comply with the provisions of this
section to maintain a drug-free workplace. Corporation, and each of its
subcontractors, shall be individually responsible for their own drug-free workplace
program.

Disabled Access Compliance. Corporation shall at all times comply with the 1990
Americans with Disabilities Act (“ADA”) and Title 24 of the California Code of Regulations
(commonly known as the “building code™) as defined in Section 18910 of the California
Health and Safety Code and any other applicable federal, state, or local regulations hereafter
enacted protecting the rights of people with disabilities.

Living Wage Ordinance. Corporation may be required to comply, and require each of its
Subcontractors to comply, with the provisions of the City’s Living Wage Ordinance, codified
in San Diego Municipal Code [Code] sections 22.4201, et seq., in performing its obligations
and/or duties under this Agreement. To the extent Corporation believes that it or its
Subcontractors may be exempt from compliance pursuant to Code section 22.421 5(b)(1), or
any other exemption, Corporation may apply to City’s Living Wage Administrator for
determination of exemption.

ARTICLE XI
GENERAL PROVISIONS
Compliance with Law. Corporation shall at all times comply with all applicable laws,
statutes, ordinances, and regulations of City, county, state, and federal governments.

Corporation shall comply with all notices issued by City under the authority of all current or
future laws, statutes, ordinances, or regulations.
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11.3.

11.4.

11.6.

Mandatory Disclosure of Business Interests. Pursuant to section 225 of The City Charter of
the City of San Diego, California (“Charter”), Corporation and each of its subcontractors shall
make a full and complete disclosure of the name and identity of any and all persons directly or
indirectly involved in any transaction pursuant to this Agreement and the precise nature of all
interests of all persons therein. Corporation’s failure to fully disclose all of the information
required by Charter section 225, or Corporation’s failure to require each of its subcontractors
to fully disclose such information, shall be a default of this Agreement. Exhibit B attached
hereto and incorporated herein delineates the obligations of Corporation pursuant to Charter
section 225.

No Political Activity. Corporation shall not use, and shall require its subcontractors not to
use, any of the funds received pursuant to this Agreement, or any personnel or material paid
for with funds pursuant to this agreement, for political activity. The term “political - activity”
shall mean a communication made to any electorate in support of, or in opposition to, a ballot
measure or candidate in any federal, state or local government election.

Open Meetings and Brown Act Compliance. The Corporation shall comply with the Ralph
M. Brown Act, California Government Code section 54950, et. seq. All meetings of a
majority of the members of the Corporation’s board of directors and of standing committees
shall be open and public. An agenda containing the date, time, and location of the meeting,
and a general description of each item of business to be discussed or transacted, shall be
posted in a place freely accessible to the public at least 72 hours prior to the meeting. The
agenda shall also be sent to each member of the Corporation’s board, and every member of
the public requesting notification of the meetings, by facsimile, via the United States Postal
Service, or electronic mail, at the time of the posting of the agenda.

California Public Records Act. Corporation shall comply with the provisions of the
California Public Records Act, codified in California Government Code sections 6250- 6270,
for all documents and records pertaining to all matters in connection with this Agreement.

Notices. Any notice required or permitted to be given under this Agreement shall be in
writing and may be served personally or sent via the United States Postal Service, postage
prepaid, or reliable overnight courier, addressed to the parties as follows:

If to Corporation:

San Diego Tourism Marketing District Corporation
8880 Rio San Diego Drive, Suite 800
San Diego, CA 92108

With a copy by First Class Mail to: Civitas Advisors Inc.
1102 Corporate Way, Suite 140
Sacramento, CA 95831

If to City:
City of San Diego
Attn: Economic Development Division
1200 Third Avenue, Suite 1400
San Diego, CA 92101
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11.10.

11.11.

11.12.

11.13.

With a copy by First Class Mail to: San Diego City Attorney
Attn: Real Property Section
1200 Third Avenue, Suite 1100
San Diego, California 92101-4106

Any party entitled or required to receive notice under this Agreement may, by like notice,
designate a different address to which notices shall be sent. Notice shall be effective upon
personal service or five (5) days after deposit with the United States Postal Service.

Severability. If any term, covenant, condition, or provision of this Agreement is found invalid,
void, or unenforceable by a court of competent jurisdiction, the remaining provisions shall
remain in full force and effect.

Unavoidable Delay. If the performance of any act required of City or Corporation is directly
prevented or delayed by reason of strikes, lockouts, labor disputes, unusual governmental
delays, acts of God, fire, floods, epidemics, freight embargoes, or other causes beyond the
reasonable control of the party required to perform the act, the obligated party shall be excused
from performing that act for the period equal to the period of the prevention or delay. If
Corporation or City claims the existence of a delay, the party claiming the delay shall notify the
other party in writing of the fact within ten (10) days after the beginning of the claimed delay.

Legal Proceedings. If any party brings an action or proceeding against another party under this
Agreement, the prevailing party shall be entitled to recover from the nonprevailing party all
reasonable costs and expenses thereof, including without limitation reasonable attorney fees
and costs. The “prevailing party” shall be that party who obtains substantially the result sought,
whether by settlement, dismissal, or judgment.

Number and Gender. Words of any gender used in this Agreement shall include any other
gender, and words in the singular number shall include the plural, when the tense requires.

Captions. The section headings, and captions for various articles and paragraphs shall not be
held to define, limit, augment, or describe the scope, content, or intent of any or all parts of this
Agreement. The numbers of the paragraphs and pages of this Agreement may not be
consecutive. The lack of consecutive numbers shall have no effect on the enforceability of this
Agreement.

Entire Understanding. This Agreement contains the entire understanding of the parties. City
and Corporation, by signing this Agreement, agree that there is no other written or oral
understanding between them with respect to the subject matter of this Agreement. Each party
has relied on its own advice from its own attorneys, and the terms, covenants, and conditions
of the Agreement itself. Each party to this Agreement agrees that no other party, agent, or
attorney of any other party has made any promise, representation, or warranty whatsoever
which is not contained in this Agreement. The failure or refusal of any party to read the
Agreement or other documents and obtain legal or other advice relevant to this transaction
constitutes a waiver of any objection, contention, or claim that might have been based on such
actions.

Drafting Ambiguities. This Agreement is, in all respects, intended by each party hereto to be

deemed and construed to have been jointly prepared by the Parties. The Parties hereby
expressly agree that any uncertainty or ambiguity existing in this Agreement shall not be
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11.14.

11.15.

11.16.

11.17.

11.18.

11.19.

11.20.

11.21.

11.22.

interpreted against either of them. Except as expressly limited by this paragraph, all other
applicable rules of contract interpretation intended by law shall apply in full to this
Agreement.

Modifications. This Agreement shall not be modified, altered or amended unless the
modification, alteration or amendment is in writing and signed by all parties to this
Agreement. Any and all amendments to this Agreement require City Council approval.

Time is of Essence; Provisions Binding on Successors. Time is of the essence of all of the
terms, covenants, and conditions of this Agreement. Except as otherwise provided in this
Agreement, all of the terms, covenants, and conditions of this Agreement shall apply to,
benefit, and bind the successors and assigns of the respective parties, jointly and individually.

Waiver. City’s failure to insist upon the strict performance of any of Corporation’s obligations
under this Agreement, in one or more instance(s), shall not be construed as a waiver of any
such obligation, and the same shall remain in full force and effect. City’s waiver of a default
shall not be a waiver of any other default. Any waiver of a default must be in a writing
executed by City to constitute a valid and binding waiver. City’s delay or failure to exercise a
right or seek a remedy shall not be deemed a waiver of that or any other right or remedy under
this Agreement. The exercise of any particular right or the use of any particular remedy for
any default shall not waive the use of any other right or remedy for the same default or for
another or later default. City’s failure to discover a default or take prompt action to require the
cure of any default shall not result in an equitable estoppel, but City may at any and all times
require the cure of the default.

Survival. Any obligation which accrues under this Agreement prior to its expiration or
termination shall survive the expiration or earlier termination of this Agreement.

Governing Law. This Agreement shall be governed, construed, and enforced in
accordance with the laws of the State of California.

Counterparts. This Agreement may be executed in any number of counterparts, each of which
when executed shall be deemed an original, but all of which together shall constitute one and
the same instrument.

Consents, Approvals. Neither City nor Corporation may unreasonably withhold or
unreasonably delay any consent or approval required by this Agreement.

City’s Consent, Discretion. Whenever required under this Agreement, City’s consent or
approval shall mean the written consent or approval of the San Diego City Manager, or his or
her designee (“City Manager”), unless otherwise expressly provided, without need for further
resolution by the City Council. City’s discretionary acts hereunder shall be made in the City
Manager’s discretion, unless otherwise expressly provided. All references to “City Manager”
herein shall be deemed to refer to the Mayor of San Diego or his or her designee for the duration
City operates under the mayor-council (commonly referred to as “strong mayor”) form of
governance pursuant to Article XV of the City of San Diego City Charter.

Authority. Each individual executing this Agreement on behalf of another person or

legal entity represents and warrants that he/she is authorized to execute and deliver this
Agreement on behalf of such person or entity in accordance with duly adopted resolutions or
other authorizing actions necessary and proper and under such legal entity’s articles, charter,
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bylaws, or other written rules of conduct or governing agreement, and that this Agreement is
binding upon such person or entity in accordance with its terms. Each person executing this
Agreement on behalf of another person or legal entity shall provide City with evidence,
satisfactory to City, that such authority is valid, and such entity is a valid, qualified
corporation, limited liability company, partnership, or other unincorporated association in
good standing in its home state and that such entity is qualified to do business in California.

IN WITNESS WHEREOF, this Agreement is executed to be effective as of the Effective Date:

Date: /0{/1??;//«‘

Date:

APPROVED AS TO FORM AND LEGALITY:

Date: \‘\ llﬁ' /'ZDI(O

SAN DIEGO TOURISM MARKETING DISTRICT

CORPORATION, a California nop=profit corporation
BY: ‘ 02

Name: William Evans
Title: Chair of the Board

THE CITY OF SAN DIEGO, a California municipal corporation

BY: Q:AQ%!Z&ZM@M(\
Name: Kevin Faulconer \
Title: Mayor

(g =
Name: Adam Wander

Title: Deputy City Attorney

Page 25 of 29

NS
(o]
<2
-3
Lo
e



EXHIBIT A

DISTRICT DISBURSEMENTS AND DISTRICT ASSESSMENT
FUNDS RECONCILIATION PROCEDURES

Disbursements in advance of City receipt of required documentation will be provided monthly in
accordance with Section 4.2.

The required reports and documents to be submitted with each Reconciliation Report shall be updated

annually by City as needed but generally will include the following:

Cover letter/signed form indicating the amount of eligible District expenses during the period, and
any disbursement accrued for a future purpose.

Banks Statement(s) - include all pages.

Bank Reconciliation Report.

A copy of the check and invoice or receipt (or reference to contract for periodic payments of
ongoing same amount, e.g. rent) detailing the services/products for each expense must be
submitted. All invoices shall itemize the eligible expenditures and include the names and rates of
pay for contracted personnel who have performed services on behalf of the District, the hours
worked or standard hours if salaried, and details of any reasonable and necessary out-of-pocket
expenses. Statements alone are not acceptable, but may be submitted in addition to the invoice or
receipt.

When past due expenses are being submitted then the prior invoice(s) reflecting the amount
owed must also be included since only fully documented expenses may be accepted.

Include payroll statements that detail all withholdings and taxes.

Proof of payments to State and Federal agencies are required if the taxes/fringe benefits are to be
considered as eligible expenses.

For reimbursement of refreshment expenses for public board/committee/taskforce meetings, submit
an agenda and the sign-in sheet for each meeting.

For mileage, include a log that has the starting and ending mileage and the destination for each trip.
Please note that late fees, finance charges (for late payments), citations, other penalties,
nonsufficient fund bank fees, gifts, donations, gift cards, and alcohol purchases are deemed as
ineligible expenses (but does not include approved sponsorships or promotional items).

Board Meeting Agenda and Minutes

Monthly Profit and Loss Reports.
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EXHIBIT B

CONFLICT OF INTEREST AND PROCUREMENT POLICY FOR NONPROFIT
CORPORATIONS CONTRACTING WITH THE CITY OF SAN DIEGO FOR
ADMINISTRATION OF A BUSINESS IMPROVEMENT DISTRICT

Purpose
It is important for the City and its citizens to have confidence in the integrity of nonprofit corporations

which contract with the City to administer programs, and which receive funding from or through the
City.

This policy is not intended to supersede, negate or otherwise invalidate any statute, ordinance or
policy, but is intended to supplement existing authorities governing these subjects.

Board Roster

Corporation shall provide, within 30 days of execution of an agreement, a list of the names of all board
members and their business affiliations. In the event that the board membership changes, the
Corporation shall provide the City with an updated list.

Procedures for Procurement of Goods and Services

All procurement of goods and services by nonprofit associations contracting with the City for
administration of a Business Improvement District shall comply with Divisions 30-36 of Article 2,
Chapter 2, of the San Diego Municipal Code, and all other laws and policies applicable to the City’s
procurement of such goods and services except as specified below:

When a contract provides for an expenditure greater than $5,000, but equal to or less than $10,000,
the Nonprofit Corporation may award the contract but shall seek shall solicit written price quotations
from at least two potential sources

When a contract provides for an expenditure greater than $10,000 but equal to or less than
$50,000, the Nonprofit Corporation may award the contract but shall solicit written price
quotations from at least five potential sources.

When a contract provides for an expenditure greater than $50,000 but equal to or less than
$1,000,000, the Nonprofit Corporation may award the contract only after advertising it for a minimum
of one day in the City Official Newspaper at least 10 days before the response is due.

Remedies

A violation of any provision of this policy shall be grounds for termination of the corporation’s contract
with the City, after notice and opportunity to cure pursuant to Article V Section 5.2. A contract or
transaction entered into in violation of the conflict of interest and procurement provisions of this policy
shall be void and unenforceable, and shall not entitle the corporation or the Corporation to any
reimbursement or payment for goods or services provided pursuant to the void contract.
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EXHIBIT C

SAN DIEGO TOURISM MARKETING DISTRICT MANAGEMENT PLAN

The San Diego Tourism Marketing District Management Plan, recorded as Document RR-310664 on file
in the Office of the City Clerk, is incorporated herein by reference.
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EXHIBIT D

DISTRICT LITIGATION RESERVE AND WITHHOLDING SCHEDULE

Fiscal Specified
Year $ Reserve
FY 2017 Opening $ 29,000,000
FY2018 $ 30,000,000
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N4 NAA
RESOLUTION NUMBERR- J1U¢ a1

DATE OF FINAL PASSAGE  NOV 01 2016

A RESOLUTION OF THE COUNCIL OF THE CITY OF
SAN DIEGO APPROVING THE UPDATED FISCAL
YEAR 2017 - PART I REPORT OF ACTIVITIES AND
THE FISCAL YEAR 2017 — PART II REPORT OF
ACTIVITIES FOR THE TOURISM MARKETING
DISTRICT, AUTHORIZING THE RELATED
EXPENDITURE OF FUNDS, AND AUTHORIZING THE
EXECUTION OF A NEW FIVE-YEAR TOURISM
MARKETING DISTRICT OPERATING AGREEMENT.

WHEREAS, on November 26, 2012, in Resolution No. R-307843, the City Council
renewed the San Diego Tourism Marketing District (TMD) for a period of thirty-nine and one-
half (39 ') years commencing January 1, 2013 (Resolution of Formation); and

WHEREAS, on or about December 19, 2012, petitioners Melvin Shapiro and San
Diegans for Open Government initiated separate lawsuits in San Diego Superior Court
challenging the validity of the TMD and associated assessment, styled Shapiro v. City of San
Diego et al., Case No. 37-2012-00087765-CU-MC-CTL, and San Diegans for Open Government
v. City of San Diego et al., Case No. 37-2012-00088065-CU-MC-CTL, and on February 25,
2013, Brigette Browning, Sergio Gonzales, and UNITE HERE Local 30 filed a similar lawsuit
styled Browning et al. v. San Diego City Council, Case No. 37-2013-00036413-CU-WM-CTL,
and other similar lawsuits could be filed (collectively, the Initial District Litigation); and

WHEREAS, the City Council approved an initial five-year operating agreement with the
San Diego Tourism Marketing District Corporation (TMD Corporation) in Resolution
No. R-308062, effective March 26, 2013 and with a term ending November 25, 2017 (Initial

Operating Agreement), a First Amendment to the Initial Operating Agreement in Resolution No.

R-3080635, effective April 23, 2013 (First Amendment), and a Second Amendment to the Initial
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Operating Agreement in Resolution No. R-308588, effective December 9, 2013 (Second
Amendment); and

WHEREAS, in May 2016, the City Council received and approved the FY 2017 Report
of Activities for the TMD and approved a Third Amendment to the Initial Operating Agreement

in Resolution No. R-310482, effective June 1, 2016; and

WHEREAS, since the time that the City Council approved the FY 2017 Report of
Activities, the City Council has approved a modification of the TMD and Management Plan
effective September 1, 2016, eliminating lodging businesses with fewer than 70 rooms from the

TMD and the assessment; and

WHEREAS, the remaining TMD lodging businesses with 70 rooms or more continue to

be assessed at two percent (2%) in total of assessable rent; and

WHEREAS, given the modification to assessed businesses and slightly lower anticipated
assessments, the TMD Corporation has submitted an updated budget for FY 2017 broken into

Part I and Part II.; and

WHEREAS, the proposed FY 2017 Report of Activities — Part I, covers the use of the
assessments levied and available for expenditure from July 1, 2016 through October 31, 2016,

and reflects updated revenue and expenditure estimates and anticipated reserves; and

WHEREAS, the proposed FY 2017 Report of Activities — Part II, covers the use of the
assessments levied and available for the remainder of the fiscal year under the modified TMD

and Management Plan; and

WHEREAS, the last remaining lawsuit from the Initial District Litigation has been

dismissed but a new lawsuit challenging the District was filed on September 1, 2016, styled
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California Taxpayers Action Network v. City of San Diego et al., Case No. 37-2016-00030603-

CU-MC-CTL; and

WHEREAS, the City and the TMD Corporation now desire to enter into a new five-year

operating agreement to address the modification to the TMD, a copy of which is attached as

11791 . . . .
Document No. RR- 3 4o {24 andincluded in the backup materials for the City Council

agenda item adopting this Resolution (New Operating Agreement); and

WHEREAS, the Initial Operating Agreement will be terminated upon the New Operating

Agreement becoming effective; and

WHEREAS, approximately $41,047,270 of TMD assessments, interest, and fund balance
is projected to be available during the period of July 1, 2016 through October 31, 2016 (FY 2017
— Part I) and approximately $24,482,826 of TMD assessments, interest, and fund balance is
projected to be available during the period of November 1, 2016 through June 30, 2017 (FY
2017 — Part IT); NOW, THEREFORE,

BE IT RESOLVED, by the Council of the City of San Diego, as follows:

1. The updated FY 2017 — Part I Report of Activities for the renewed TMD is
approved with an anticipated budget of $41,047,270 that reflects updated revenue and
expenditure estimates and anticipated reserves in order to close out the current activities. The
Chief Iginancial Officer is authorized to appropriate and expend TMD assessments, interest,
and fund balance, contingent upon the Chief Financial Officer certifying that the funds
necessary for expenditure are, or will be, on deposit in the City Treasury.

2, The updated FY 2017 — Part IT Report of Activities for the TMD is approved
with an anticipated budget of $24,482,826 anticipated to be available from TMD Assessments,

interest, and fund balance which will be matched with estimated non-TMD assessment funds

-PAGE. 3 OF 5



(R-2017-206)

of $15,026,557 is approved. The Chief Financial Officer is authorized to appropriate and
expend TMD assessments, interest, and fund balance, contingent upon the Chief Financial
Officer certifying that the funds necessary for expenditure are, or will be, on deposit in the
City Treasury.

3. The Mayor or his designee is authorized to execute the new five-year operating
agreement with the San Diego Tourism Marketing District Corporation for administration of
the TMD with a term of November 1, 2016 through October 31, 2021, a copy of which is on

. : 211731
file with the Office of the City Clerk as Document No. RR - S LU ¥ w4  (New

Operating Agreement). The existing Initial Operating Agreement (with amendments) shall
terminate upon the effective date of the New Operating Agreement.

4, The Chief Financial Officer is authorized to appropriate and expend the TMD
Fund Balance and TMD Interest Fund Balance from FY 2016 at year end closing (less the
estimated TMD assessments and TMD interest carryover included with the FY 2017 — Part I
budget) for FY 2016 expenditures anticipated to be processed in FY 2017. Such
appropriation and expenditure is contingent upon the Chief Financial Officer certifying that the
funds necessary for expenditure are, or will be, on deposit in the City Treasury and subject to

ey

e / 3
APPROVED: JAN L. GOLDSMITH/,’/City Attorney

73
/

any require reserves.

~

By ([

Adgm R. Wander
Deputy City Attorney
ARW:mcm

October 20, 2016
Or.Dept: Econ. Dev.
Doc. No.: 1377735
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I certify that the foregoing Resolution was passed by the Council of the City of San Diego, at this
meeting of 0CT 2 4 2016 )

ELIZABETH S. MALAND
City Clerk

Approved: ( a/ gl’ / / é

(date)

Vetoed:

(date) KEVIN L. FAULCONER, Mayor
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Passed by the Council of The City of San Diego on OCT 2 4 2018 , by the following vote:

Councilmembers Yeas Nays Not Present Recused
Sherri Lightner Ll ] ]
Lorie Zapf Ed [] ]

Todd Gloria 4l 0 0 [
Myrtle Cole ] ] ]
Mark Kersey U L] ] N
Chris Cate [] ] U]
Scott Sherman ] ] B/ L]
David Alvarez 7 ] ] [
Mearti Emerald B/ ] L] ]
Date of final passage NOV 01 2015'

(Please note: When a resolution is approved by the Mayor, the date of final passage is the date the
approved resolution was returned to the Office of the City Clerk.)

, KEVIN L. FAULCONER
AUTHENTICATED BY: Mayor of The City of San Diego, California.

ELIZABETH S. MALAND
(Seal) City Clerk of The City of San Diego, California.

By %\Eﬁ ”‘j"/ , Deputy
Z/ ' tf/

Office of the City Clerk, San Diego, California

1A% 31
Resolution Number R- 3 i 41 3 13




Passed by the Council of The City of San Diego on October 24, 2016, by the following

vote:
YEAS: LIGHTNER, ZAPF, GLORIA, COLE, KERSEY, CATE, ALVAREZ,

EMERALD.
NAYS: NONE.
NOT PRESENT: SHERMAN.
RECUSED: NONE.

AUTHENTICATED BY:
KEVIN L. FAULCONER
Mayor of The City of San Diego, California
ELIZABETH S. MALAND
City Clerk of The City of San Diego, California

(Seal)

By: __Jeannette I. Santos , Deputy

I HEREBY CERTIFY that the above and foregoing is a full, true and correct copy of
RESOLUTION NO. __R-310731, approved on __QOctober 31, 2016 . The date of final

passage is November 1, 2016

ELIZABETH S. MALAND
City Clerk of The City of San Diego, California

(Seal)




