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STAFF REPORT

Meeting Date: June 19, 2012

To: Honorable Mayor & City Council

From: Cheryl Friedling, Deputy City Manager for Public Affairs

Megan Roach, Marketing and Economic Sustainability Manager M~j
Subject: Recommendation from the CVB/Marketing Liaison Regarding the

Fiscal Year 2012-2013 Scope of Work and Funding Request from
the Beverly Hills Conference and Visitors Bureau

Attachments: 1. CVB Fiscal Year 2012-2013 Scope of Work and Budget

INTRODUCTION

This item provides a recommendation from the CVB/Marketing Liaison Committee for
the Fiscal Year 2012-2013 scope of work and funding request from the Beverly Hills
Conference and Visitors Bureau.

DISCUSSION

The Beverly Hills Conference and Visitors Bureau (“CVB”) is contracted by the City to
conduct a variety of tourism and marketing programs promoting Beverly Hills. The
CVB/Marketing Liaison Committee (Mayor Brien and Vice Mayor Mirisch) met with CVB
representatives to review the proposed scope of work for Fiscal Year 2012-2013, which
is included as Attachment No. 1. The Liaison Committee recommended approval of the
scope or work and corresponding funding request of $2,665,000. The $2,665,000
reflects additional operating and programmatic costs for the new Visitor Center, as well
as an 11% increase to the CVB’s base budget from the prior fiscal year based on a
corresponding, projected overall increase in TOT revenue.

The CVB recently conducted stakeholder focus groups with local Beverly Hills
restaurants, hotels and retailers to obtain their business objectives, analyze competition,
and determine how the CVB can better promote Beverly Hills as a destination. The CVB
then presented a tactical program of work and corresponding budget for how to
accomplish these goals to the CVB/Marketing Liaison Committee. The CVB has
prioritized its scope of work and budget as follows:
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1) Domestic Hotel Campaigns — traffic and revenue to the city as well as
strengthening and clarification of the brand.

2) International Marketing — supporting key feeder markets with in-country
initiatives and business prospecting to meeting planners (this applies to domestic
feeders as well).

3) On-LinelWebsite Interactive — brand awareness and image promotion through
website, search engine marketing and social interactivity on key sites.

4) Visitor Services — visitor guides and maps, interactive technology, walking
tours, strong merchandising platform and incentives.

5) Events — development of annual marquis events which are impeccably executed
that customers can look forward to year after year.

FISCAL IMPACT
The City’s Finance Department projects $28,942,900 in TOT revenue for the 2012-2013
Fiscal Year, which results in a Tourism and Marketing budget of $4,817,984. This
amount includes $683,284 in budgetary carryover from Fiscal Year 2011-2012. The
funding is budgeted in the Tourism and Marketing Program account 0101311. The
CVB/Marketing Liaison Committee is recommending that of this amount, $2,665,000 be
allocated to the CVB for its Fiscal Year 2012-2013 budget request.

RECOMMENDATION

Staff recommends that the City Council review the CVB/Marketing Liaison Committee’s
recommendation for the Fiscal Year 2012-2013 scope of work and funding request from
the Beverly Hills Conference and Visitors Bureau. The funding agreement is on the
formal agenda this evening for City Council consideration.

Cheryl Friedling
Approved By
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Attachment 1
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1. Local events and “street-life”
2. Visitor Experience

3. Local Marketing
4. California Marketing
5. Domestic Marketing (outside California)
6. International Marketing

7. Expand Online Presence
8. Collateral

9. Continued evaluation, assessment and
redirection as required c~~y

10. Visitor Services









Next Steps:
• Holidays continue to be a key area of focus for retailers and hotels

alike:

• Funds will be used to enhance programming with an Ice Skating
Rink at City Hall. A proposal from Bietak Productions will be
presented upon completion.

• International audiences (specifically China) continue to represent a
large percentage of Beverly Hills retail business. Additionally, hotels
have expressed an interest in capturing more of the market.

• Chinese New Year event targeting Los Angeles Chinese
residents, local Beverly Hills community members and China
residents (to include hotel packages).



• Event development

• Retailers and Restaurateurs agreed that with the departure of
Taste of Beverly Hills, the city needs a Food and Beverage
event that would include a bounce-back promotion to
continue driving activity after the event. BHCVB will work to
develop a tented event that the city can own which will drive
traffic back to the restaurants after the event.
V BHCVB tvz11 make a requestfor additional dollars to

support this initiative once a cietailed program budget is
developed.

• Marketing support of other signature community events

• Rodeo Drive Concours d’Elegance
• Beverly Hills Art Show
• Concerts on Canon
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Goal:
• Stakeholders agree that Beverly Hills needs to get back to its

essence — luxury, one-of-a-kind experience.
Achievements:
• BHCVB has introduced several new concepts during FY

2011/12 to test initiatives in anticipation of the new Visitor
Center opening including enhanced iPad technology at the
current visitor center and standardized customer service
practices.
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Next Steps:
• Ambassador program

With stakeholder support BHCVB proposes creating a
customer facing training program that would make all
local business front-line employees Beverly Hills
subject matter experts equipped to provide customers
with bespoke service and interaction.

~ Metrics

Number o participants who provide input into the progrant

Nthnher oji completions ojt the course.

Customer ja’ea’hack through online surveys and Visitor Center
Qiz~iestionnaires.
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Next Steps:
• New York Sales Mission

• This year BHCVB is proposing that we co-op with
BHCC to create a joint luncheon which will include
travel agency CEOs and VIPs.

• BHCVB will also have an intimate cocktail party (in the
spirit of 2011) that will give hoteliers the opportunity to
network with travel buyers and decision makers.

• Fall Hotel Campaign

• And to All a Free Night generated more than$1.3mm in
revenue for the hotels and local businesses. Promotion
will run again to drive traffic and revenue to the hotels.
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Goal:
• Strengthen and clarify the brand as well as reach key target

audiences.
Achievements:
• In 2011 BHCVB launched a robust interactive strategy that

included a new website, search engine marketing and social
interactivity on key sites. To date BHCVB has received a 75%
growth in website traffic, and more than ioo% in social activity.

Next Steps:
• Content strategy — in order to keep people interacting with

electronic channels, content must be refreshed frequently.
• BHCVB will create new video content that is reflective of the

love filters on the BHCVB website that can be shared on the
site as well as social sites, blogs and advertising.

• Develop mobile content to enhance the smart phone
LoveBeverlyHills.com experience and complement city mobile ss~K

applications.
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• Content Strategy — cont’d

• New sections will be created on the website to target key
markets not previously represented (ex: weddings and
incentive planners).

• eCommerce section will be integrated with the site so BHCVB
can sell Visitor Center merchandise online.

• Search Engine Marketing
• Maintain Search Engine Optimization on website to continue

to drive organic traffic to the site.
• Work with a Search Engine Marketing specialist to develop

and refine pay-per-click strategy to bring additional visitors to
the BHCVB website.

• Site maintenance and eCommunications
• Ongoing hosting and site maintenance.
• Development and distribution of monthly eNewsletters to

Consumers, Trade, Media and Partners.
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Goal:
• Strengthen and clarify the brand.

Achievements:
• In FY 2011/12 BHCVB developed a new Visitor Guide that reflects

the new graphics and identity consistent with the website. A new
approach was taken to create an offering that could be customized
by audience: consumers, media and trade.

Next Steps:
• Visitor Guide Booklet — refresh/update

• Reprint and refresh booklets as needed for Visitor Center,
Trade and Media.

• Develop in-language materials as needed.
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Next Steps:
• Smith Travel Research Lodging Industry Competitive Metrics

reports Beverly Hills continues to lead against competing DMOs in
REVPAR (revenue per available room) — one of the key indicators
of success in the hospitality industry.

• American Express Domestic and International Destination
Insights (representing about 40% of Beverly Hills Market Share)
shows top ten markets and spend per consumer by feeder market.

• Domestic and international PR Tracking with Cision software will
provide recaps of all media coverage in all markets.
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Note — all Visitor Servicesfor 2011/12 were reflected in TI
budget. Thefollowing represents for FY2012/13.

Next Steps
• Reimbursement of TI — BHCVB was funded “up to $148,000” for

TI improvements of 9400 Little Santa Monica. 50% will be
allocated against the FY2012/13 budget.

• Merchandising— BHCVB will create a phased merchandise plan
that allows BHCVB to begin with items received on consignment
from the city. As the center gains traction, other items will be
introduced along with a profit sharing formula.

• Display — Display budget will be used to create areas of interest in
the Visitor Center including: a historic photo wall, select art from
local artists, celebrity chef cook books, creative that will feature
ongoing events and promotions in the city.

• Opening celebrations — BHCVB will plan several opening parties \~~fj~/
that will be targeted to key audiences, include press sneak peeks,
trade mixers and VIP opening parties.
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• Visitor Center Collateral

• Maps — develop one-sheets that can be provided to
consumers who need directions and information.

B Walking Tours — create brochures and podcasts that
feature unique things to do in Beverly Hills (ex;
chocolatiers, gourmet food tours, art and architecture,
etc.).

• Offer certificates — develop booklets that feature special
VIP offers from local businesses that stimulate
activation (gift with purchase, generative offers, etc).

• One full time (fte) weekly and one part time (pte) weekend
employee to staff the visitor center. -- $90,000 [includes taxes (fte
and pte) and benefits (fte)].
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Achievements:
• BHCVB reduced salary costs by $55K in FY 2011/12 by realigning

staff and responsibilities.
Next Steps:
• Seven employees (no change from prior year) will continue to

execute all marketing responsibilities. There will be a slight
increase in the salaries, taxes and benefits category to reflect
higher insurance and tax rates.

• In addition to the $205,000 in Visitor Services and $75,000 in TI,
BHCVB will experience an increase of an additional $136,900 in
operations expenses as a result of moving to 9400 Little Santa
Monica including:

• Rent -- $52,000 (assumes rent begins 11/12)

• Utilities/Maintenance -- $11,400

• Insurance -- $1,500 HILLS,

• Leasehold Improvements Depreciation -- $72,000






