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It is a true accomplish-
ment! For the first time
in recent history, Mendg
cino County has an an- £
nual marketing plan!! &
Based on the research
performed last summer,
the new Visit Mendocin
County, Inc.—a compila
tion of MCLA & MCPA
Board Members—
worked with staff in put-
ting a comprehensive
and aggressive plan to-
gether. The focus is
mostly on the San Fran _ & :
cisco Bay Area and the aT=g " [ s 1!1
Sacramento Valley. So
cial Media is being intro
duced as an integral par

A couple bours north of San Francisco.
1.866.GoMendo

L X s
Artisanal wineries harmin;f@il!hdbﬁ Redwood forests

d placed in the San Francisco Visitor Planning @ufor Summer/Fall
. . 2009. MCLA received a free full page in the sguiele as a result of
F’f our campaign. Ra_d'o strong partnerships (and beautiful ads).

is being used to remind

people while in their cars to book rooms in Mendocino Coulitebsite domains have
been purchased to make is easy for folks to remembevebsite when they get to a
computer (www.escapethebay.com and www.escapethecaiha).

As has been reported in past newsletters, VMC (Visitdéeino County, Inc.) is con-
tracting with both MCLA & MCPA to perform the day-to-dmarketing tasks for the
County. This was a key recommendation as outlined istady and we are thrilled
to be ready to implement starting July 1. ContractodsStaff of both organizations
have signed on as staff of the new VMC to ensure corttisuecess in marketing, PR
and Sales efforts.

There is tons of information in the plan which widl Available for your viewing at
www.gomendo.org or www.mcla.info. If you have questigisase ask them. For
Highlights on the plan, please read further into theshetter.
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Mendocino County—it really is the real thing!

More than ever, travelers are looking for the reaighiThe
MCLA PR team works with editors from across the couatrgt
around the world—and again and again the terothentic, real,
value and naturalkeep coming up. Of course, you already ki
that Mendocino County is the real leader when it cotmedl of
these, but the real story is YOU! It is about thepteeof Mendo
cino County. And just one look at the recent preigs elnd fea-
ture stories proves it. For a more complete ligeoént clips an
stories, visitww.GoMendo.comclick onReviews & Articles.

For example, Michelle Branton fro8olano Magazindoured
the county, met the people, and coined the tétemdocino
County, a better place to just.bésee the attached clip with hig
light photos). She interviewed lots of people, and theied to
take a nature walk with Ryane Snow, and learn all aboshm
rooms. FronBan Francisco Magazingto Via, to theSan Fran-
cisco Chronicle to Green 960 Radién San Francisco, the cam
paign continues to share the message, grow visitorbualt
business.

To date, the MCLA Campaign has generated hundreds ciar
and gained more th&b Million worth of exposure. The team
HypeHouse looks forward to working with even more innkee
ers, business and anyone with a great Mendocino Coumytet
share. In the coming months, the MCLA team wilbbseveral
key shows and events. And they are hitting the roasfeeral
media tours in key markets!

Mendocino County has also been featured in some

very high-profile publications recently. These incl ude:

Meetings West Magazine June 2009
“Golden State Gleam”
Circulation: 30,703

San Francisco Magazine- May 2009
“Making the most of the coast”
Circulation: 117,797

INnStyle
Weddings

InStyle WeddingdMagazine- May 14, 2009
“Win a Dream Destination Wedding!”
Circulation: 188,489

San Francisco Thronicle

San Francisco Chronicle- March 15, 2009
“West's best spots to watch whales”

KGO-AM Radio— February 28, 2009
“On the Go” with John Hamilton

2 million listeners per week (on average)
LISTEN MORE, KNOW MORE.

| VIA Magazine— March/April 2009
“Weekender: Mendocino Village”
. Circulation: 2,836,029
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@he Oakland Cribune Thes

www.oaklandtribune.com

Life. Captured daily.

acramento Bee
_ sacbee.com

h-
Oakland Tribune& Sacramento Bee- March 15, 2009
“Whale Watching”

Oakland Tribune Circulation: 86,760

-Sacramento Bee Circulation: 299,207

Solano Magazine- April 2009
“Mendocino: A better place to just be”
Circulation: 75,000

i
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San Jose Mereury News

San Jose Mercury News April 26, 2009
“Historic Train Rides & Museums”
Circulation: 244,661

DAILY2NEWS |

New York Daily News- April 19, 2009
“Green Means Go”
Circulation: 674,104

1 Focus MagazingGerman Publi-
cation) — April 2009
|| “Kalifornien”

% Circulation: 600,000

OutNow Magazine — May 2009

“Mendocino County: A friendly
dream escape from the urban jun

| gle”

Circulation: 35,000

CONNECTING
THE

BAY AREA'S
GLBT
A

N

335 MAGAZINE

San Ramon Valley Times
April 12, 2009

“Garden Getaways”
Circulation: 45,982

Circulation: 354,752




I 9 4- :%-

Through the efforts of Ruth Sparks and others fronihbedo- It has been a very busy Spring promoting Mendocino County.
cino Study Club, the village of Mendocino has been est@ad Our media plan as reported in the last newsletter isaooaplete

as a “Preserve America” Community. According to presam- (with a few commercial spots and banner ads still runnikigp.
received thousands of responses through reader response cards
b web site hits and direct phone calls. The regionalipatins
(Diablo Magazine, SF Magazine, Sacramento Magaztived
much interest in our County and all its offerings.

G
AMERICA

ijlﬂ:m and Fnjﬂ_}' Our Hm'mgr

i Did you notice a lot of last minute bookings for Memobaly
Weekend? Were they from the Bay Area? As a refided-
erica.gov, “Preserve America is a federal initiativettencour-  back approximately 10 days prior to the Holiday weekend,
ages and supports community efforts to preserve and enjoy « MCLA did a last minute push vidCBS in San Francisco on the
priceless cultural and natural heritage. The godi@program Tuesday and Wednesday prior to Memorial Day Weekend. 5
include a greater shared knowledge about the commupdgts spots were purchased during prime drive times reminding the
strengthened regional identities and local pride, inctel®al  thousands of listeners of the great destination im Hasikyard.
participation in preserving the community’s culturatl aatural
heritage assets, and support for the economic vitlitye com- Mother’s Day weekend, the County was featured on tttie ra
munity.” The program was started in 2003 by then Fiastyl. ~ show"A Matter of Taste” which is broadcasted throughout the
Laura Bush and now has 736 designated communities in all Bay Area. For over 30 minutes, we were featured otheldif-
States. ferent activities, places to stay, places to eat,tietoughout the
County.

Being a Preserve America community enables onecim@ie
itself as such, but more importantly qualifies the comityito
apply for matching grants of up to $250,000 annually for proj
which are in line with the mission of Preserve America

1 -

To make a great County even better, Visitor Centess@und _
the County are sprucing things up a bit, expanding hours and
working to make the entire visitor experience firserathe

Mendocino County Promotional Alliance is leading &mading

the revitalization, all in concert with the new Vistendocino

. . . . Mark Sejvar from HypeHouse Communications
County campaign. From computers with website accesgand live on “A Matter of Taste” - May 10, 2009

formation displays to training and even restrooms gihal is to

make the experience even better than it already is. dbetf Have you noticecCo-Op opportunities coming through e-mail
will even have, for the first time in recent histoayVisitor Cen- lately? These are opportunities MCLA can offer its roership
ter open 7 days a week!! Centers receiving fundiode the to advertise in key publications throughout California ted

Ford House Museum and Visitor West Coast at lower prices than advertising on your olre
Center, Ukiah Chamber of Com- response has been overwhelming with many propestidsct
merce, Willits Chamber of Com- advantage of these co-op opportunities. We look forvaod-t
merce, Mendocino Coast Chambdering more in the near future.
of Commerce and the Redwood
Coast Chamber of Commerce. Through its involvement with the North Coast Tourisnul,
Mendocino County hosted a booth at the US Travel Aston’s
This is just one example of how tHROW WOW in Miami, FL. This is the largest travel & trade
implementation of our Travel Re- show in the world! Appointments were held with key topera-
search Study is being fulfilled. tors from around the County and the World including tkK,
We are thrilled to be able to offer Germany, France, Russia, Japan, Australia, and Netherldhes
our visitors a better experience angkext step in obtaining stronger international visitatido iind
better information once they are in the County. Wilkalso be  properties willing to work with these travel and tour @pers to
working in the coming months on improving way finding and be featured in their travel brochures and suggested tliegra
signage to the Visitor Centers. We are looking insttar kiosks Believe it or not, most travelers in these countpieger using
and possible centers in areas of the County thatrtly@grovide operators to plan and book their travel.
no information.
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As you are undoubtedly aware, many local governments are currently experiencing severe
budgetary difficulties, amplified by the unprecedented fiscal issues cuwrrently faced by the
State of California. The County has been proactive in addressing its revenue shortfall,
analyzing all areas of operation, and implementing cost-saving measures that include the
imposition of mandatory unpaid time off for staff and workforce reduction through layoffs.
After trimming over $7,000,000 in expenses, the projected shortfall for fiscal year 2009 -
2010 is currently estimated at $3,200,000.,

The County is forced to address this §3,200,000 shortfall through a combination of further
cuts and enhanced revenues. The transient occupancy tax (TOT) is often viewed as one of
the ways that additional revenues can be raised without directly impacting local residents.
The concept of increasing the Mendocino County TOT from 10% to 12% was originally
brought to the Board in a list of recommendations in May, and was again briefly discussed
at the June 2 Board meeting, County staff was recently asked to analyze the impacts of a
TOT increase; this will include the concept of collecting TOT at private campgrounds. The
next Board discussion on the topic is expected June 23, when it is anticipated the Board will
provide direction as to whether or not this concept is further pursued.

The Lodging Association membership is the true “front line” related to our visitor's
payment of TOT. Your participation in the process, and ultimate support of the County’s
decision, is important. [ welcome any information you may be able to provide for
incorporation in the analysis, and would be happy to consider any suggestions related to
creative ways the County may be able to raise additional revenue.

Sincerel

W
%
Steve Dunnicliff

Administrative Analyst II
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Save The Date ...
MCLA Annual Meeting

Location: Parducci Winery
Parducci Road, Ukiah

="+@

Date: September 24, 2009

Time: 3-7pm

Agenda:

Update on marketing activities, social
media training (bring your laptop!),
complimentary wine& food, winery

tours and more...
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The Mendocino Coast Chamber of Commerce houses and s
ports the Mendocino County Film Office, and over plast few
years there has been an effort to support the Cabfétifin
Commission in passing a Tax Incentive for film produtiio
California. Due to past partnership funding from the CitiForft
Bragg, the City of Ukiah and the Greater Ukiah Chamber of
Commerce, the Mendocino County Promotion Alliance and
MCLA, the Mendocino County Film Office has been &blbe at
the table. We have had representation in Sacramnlentbing our
voice to the tax credit efforts, as well as meetindp the Film
Liaisons in California Statewide to create joint marigefforts
and to strategize as a group of film commissions.

Some of you may not realize tH&unaway Production”(film
productions leaving California to film in other statesl coun-
tries with tax incentives) is not just a Hollywood gesh. It im-
pacts the whole state. The last major feature filmeda our
county was the Majestic, in 2001. In 2007 we had a made fo
television seriesShark Swarmand in Anderson Valley, Ukiah
and Comptche that same year an independent film nRiged
Huntwas filmed. The low number of productions filmed in o
area can be attributed to the tax incentives luringnfiakers to
other countries and states in the U.S. that offer taeqitnees.

Distinguishing Mendocino County from the other countiethe
key. We have to find locations within our county to proartbat
cannot be easily found in the “Zone”, a 30 mile radiasiad Los
Angeles. Remember, filmmaking is a business and therhott
line is important. Studios are looking at how to makiénarhore
efficiently so if a destination in a script can be rated in a loca
tion that saves money that is part of the consideration.

As some of you know, on February 20, 2009, Governor Arng
Schwarzenegger signed legislation creating tax credifgrfo
and television productions as part of an economic stinprims-

sion in the new state budget. The California Film @uassion is

Partner Update: Arts Council of Mendocino County
By Anna Kvinsland, executive director

The Arts Council of Mendocino County is pleased to thiice
two new programs of interest to locals and visitoreali

The Arts Council has
partnered with th&len-
docino Coast Botanical
Gardensto create a nev,.
outdoorSculpture Gal- &
lery in the garden. The
Gallery features a rotat
ing collection of work
for sale by local and
regional artists. Visitors
are able to view and en
joy the artwork in an
intimate, natural setting
connected by meander- =
ing paths and quiet walli: fug

ways. Please let your fgiil

guests know about this “Luna” by William Lewis at the
added attraction. Mendocino Coast Botanical Gardens

There is a nev@nline Ticketing Box Office section on the Arts
Council website. This central portal to online tickeesébr par-
ticipating art events offers the convenience of pajondickets
by credit card, the ability to purchase tickets 24 houtaya and
a way to purchase tickets from out-of-the-area. Pleaissider
placing a link on your website to the Arts Council’sxBoffice
section \ww.artsmendocino.org/html/boxoffice.hthas a ser-
vice to your guests.

For more information on the programs listed in this update;
tact the Arts Council at 961-5449 erww.artsmendocino.org

currently developing program guidelines and applicatioogtores. Applications will be available on June 1, 20@@liéations
will be accepted on a first come, first served basgsriming on July 1, 2009ttp:/film.ca.gov/Incentives/

How the Tax Credit Works :

Qualified taxpayers are allowed a credit against incant#or sales and use taxes, based
on qualified expenditures, for taxable years beginning @fter January 1, 2011. Credits
applied to income tax liability are not refundable. yralx credits issued to an

' (‘AM C'Uw‘bﬁ “E “independent film” may be transferred or sold to an unedigarty. Other qualified tax-

F“.N\ OFH(E payers may carryover

sible gssistont:

Your indispen

How are the funds allocated?

tax credits for 5 years and eaitaxk credits to an affiliate.

How much was allocated to the program?
* $100 million annually beginning fiscal year 2009/2010 througlalfigear 2013/2014
* $10 million of the annual funding shall be set asiiiéndependent films
* Any unused funds carryover to the next fiscal year

Tax Credits will be allocated on a first-come, fisstved basis, as long as funds are available withinfesoal year. Each approved
project will receive a credit allocation “reservatiqgrénding the project’s continued eligibility and final doeuntation.

Tax credit allocation will be the lesser of: 1) tistiaated reservation amount or 2) an amount based on findieglspend. For
more information on the tax incentive gohtidp:/film.ca.gov/Incentives/
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OVERVIEW & BACKGROUND:
The travel and tourism industry is vital to Mendocinmu@ty’s economic stability. Particularly during theseenuous economic
times, Mendocino County needs to get its message disstin

As of 2007, Tourism efforts generate over $592 in tax reliehpasehold — a 4% increase over 2006
Currently $326M in Travel spending generated within Mendocion@/ — a 3% increase over 2006
Represents .38% of all travel spending in California

5,290 jobs generated by Mendocino's travel industry with $120&ainings

Represents 10% of total County Employment

Represents 7.2% of total County Earnings

$7.6m in local taxes (T.O.T. and Sales tax) generatédnWtendocino County

38.8% of total local taxes generated

Over the past few years, both the Mendocino Countiging Association (MCLA) and the Mendocino County Proamal Alli-
ance (MCPA) have worked hard marketing Mendocino Countpmedjy, nationally and internationally. With our cométhsuc-
cessful efforts, we have been able to measure a éftrhron investment. There is much more to be done#deca more positive
impact on our economic engine.

In early 2008, the Joint Marketing Committee (MCLA, MCPAd dine Winegrape and Wine Commission, (MWW(C) retainad- Ra
dall Travel Marketing to conduct a comprehensive treegtarch study for Mendocino County. Randall Travel Maxdés nation-
ally recognized for their research and strategic planioindestinations. Research was conducted during therfisnth period from
June 2008 through October 2008. The results and recommendzittbesCounty wide marketing study were published iroet
2008. Randall submitted a detailed Mendocino County Trava@deh Study (“Study”) outlining recommended strategt@iives.
The plan includes tracking and return-on-investmenthmarks to measure success.

The study concluded thsCLA, MCPA & MWWC “have established a good foundatiomtparship and the time is right for strate-
gic tourism growth going forward.” Among the 10 “Strate@icection” recommendations was the need to “Refinegsnline the
successful marketing partnership between MCLA & MCPHe $tudy confirmed the “marketing and fulfillment prograas been
successful and is ready to move to the next level W@ dncreased return on investment.” White current Board structure and
funding of the two organizations was considered adegsjaeeijfically the study recommended:

Realigning of staff and streamlining the organizati@taicture so that work assignments and goals are cleéirgdiand ag-

gressive deadlines are met
Improve staff efficiency and communication
Replace the Joint Marketing committee with a new orgsdioiz titled “Visit Mendocino County, Inc.”

The establishment of Visit Mendocino County, Inc. wilable MCLA and MCPA to work together more closely tcateea struc-
ture where one group is responsible for all aspeatzaoketing the County. Combining staff and other ressuenables those mak-
ing day-to-day decisions to become more efficient iir thetivities; decrease duplication of effort; and teemcomprehensive ap-
proach to achieve key programs and activities for miagg¢ihe County.

The primary function of Visit Mendocino County, Inctdscarry out the annual marketing plan as approved by TheAvédd
MCPA Board of Directors. Visit Mendocino County, lrand its staff will be responsible for implementing tplain. The annual
marketing plan will include a budget allocating funds to spgeattivities. A quarterly review of the plan willka place to ensure
relevancy and effectiveness of the annual plan.

Visit Mendocino County, Inc. (VMC) will consist of 10dividuals — 5 from the MCLA Board and 5 from the MCPA BbaMem-
bers of MCLA’s Executive Committee will serve on tloerenittee as well as one other appointed Board Memd€rPA will have
2 members representing the wine industry, one repiegeht art industry, one representing the Chamberspa@dember-at-
large to be appointed by the MCPA Board. The membersHipmean quality individuals with experience in the prorantof our
County will be making promotional decisions.

According to Randall Travel Marketing, the vast migyoof destinations have one organization as the psimearketing organiza-
tion for the destination. It is their strong reconmaation for us to market with, essentially, one organiratityMC

Both the MCLA & MCPA approved the recommended strategfiése Study. This marketing plan is a first step in im@eting
those recommendations.
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MISSION:

Market Mendocino County to potential visitor© VERALL STRATEGY:

in order to increase the economic impact of tfaplement the recommended positioning promoting our:

travel and tourism industry in Mendocino
County.

GOALS:
specifically in the shoulder seasons of
Spring & Fall
Increase length of stay per visitation;
Increase overnight visitor spending per day.

OBJECTIVES:

Place the Mendocino County message in front of at IeastIm
75,000,000 potential customers through paid and un-
paid advertising, articles, and direct sales — mostly in

the San Francisco Bay Area & Sacramento Valley

Publish a high quality visitor guide, website and other ne
sary materials providing the customer the tools need

in planning a multi-day stay in Mendocino County

Assist community organizations with the promotion of the
hundreds of events held throughout Mendocino Couryy.

annually

Assist local Chambers of Commerce, as appropriate, with
visitor centers, signage and way finding to encourages q
the customer to extend their stay by at least one day an

to have a more fulfilling visit

Provide training to local businesses and organizations help-

ing to improve overall customer satisfaction

Continue strong partnerships with surrounding Counties,
various initiatives such as Geotourism and the National

Heritage Area and the State of California
Evaluate and measure return on investment.

Increase overall visitation to Mendocino County

WHAT DOES RANDALL TRAVEL MARKETING
SAY ABOUT OUR PLAN?

“Congratulations to MCLA, MCPA and MWWC for coming
together in an effective and meaningful way. You have pre-
pared an outstanding 2009-2010 Research Based Strate-
gic Marketing Plan. Your organizations have translated the
research Randall Travel Marketing conducted for you into
an excellent and aggressive set of objectives, strategies
and tactics. How | wish every client of ours would do this!
With your permission | would like to use this document as a
template for others to follow in how to translate research
into a solid working plan for implementation and measure-

ment. With a well-structured and specific plan of action like
this, your results should be substantial. This will not only
keep Mendocino County’s tourism marketing effort on
track, | believe it will also empower your constituents and
leaders to support the plan and assist in assuring your suc-
cess. | can hardly wait to see what you achieve!

Thank you, Scott, for sharing the plan with me. | am very,
very impressed. Best wishes as your team implements the
plan. Go forth and conquer!”  (Judy Randall in a letter to MCLA)

Coastal Villages and Quaint Towns
Unique and Intimate Wineries
Towering Redwood Forests
Stay focused on our target audience in our target areas. This
includes travelers in the 35-60 age groups in the San Fran-
cisco Bay Area and Sacramento Valley
Explore niche markets such as LGBT, nature lovers, wedding and
reunion travel
Extend our reach nationally and internationally through public
relations/ partnerships and taking a leadership role in the
North Coast Tourism Council
Establish a hospitality training program for businesses through-
out the County
prove way finding and signage by assisting in placements of
directional signage leading to local visitor centers as well as
producing gateway sighage
Attend trade and consumer shows selling our product directly
ﬁ'stering e-marketing and social networking media
design of gomendo.com (possibly visitmendocino.com) making
it an essential “cruise ship on land” for planning and infor-
mational purposes
aintain a year round public relations effort aimed at gaining
media coverage in the primary target market areas, Califor-
nia and beyond
vertise using both online and print media primarily in our tar-
et market areas maintaining a diverse advertising schedule
to create awareness in the leisure travel market Creaeva
County-wide visitor guide to assist with travel planning trips
and encourage multiple day visits. Distribute 75,000 copies to
regional visitor centers, California Welcome Centers, AAA
offices, sales and media kits, informational kits, trade show
and community events. Create downloadable PDF version for
website
Encourage businesses to establish “outstanding specials and /or
packages” to be promoted through promotional e-mails and
on websites
Track inquiries to determine which marketing avenues are most
effective
Meet with local partners and industry specialists to develop pro-
motional opportunities such as co-op promotions, event spon-
sorships, collateral sponsorships, etc.

MCLA IS OPEN FOR BUSINESS!

MCLA/VMC NOW HAS AN OFFICE IN FORT
BRAGG—120 S. FRANKLIN ST.

\

COME BY AND SEE US!

ASK QUESTIONS, GET UPDATES
ON ALL THE GREAT CURRENT
PROMOTIONAL ACTIVITIES.
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3! %- /7 B these challenging times. | realize that this modificatiomore

labqr intensive, not only for us, but for you as well. Thank you
Ancther quarter has come and gone and much has happenmiﬂna ance for your cooperation in what | hope will prove to be

world scene and in Mendocino County. e are enteringuamur a more efficient collection process! If you have any questions,

mer season and are thrilled Mendocino County is only 4% d ; ) "
from Jan — March 2008 vs. 2009. BP@fgse feel free to contact me directly, at (707) 463-4325.

NOTE: Lodging establishments located in the city limftEart
Bragg, Point Arena, Ukiah and Willits, this modificationllw
only affect reporting and remitting requiremepfshe BID as-
sessment TOT will continue to be collected by the city as de-
termined by each individual city ordinance.

There has been much discussion recently regarding #rgetto
the monthly TOT & BID collection. We received conteffrom
some of you and as a result, the Board of Directorsewadetter
to the County regarding this issue. We received anaitioit to
meet with them and Jo Bradley, our Treasurer on Juné&éd ex-
pressed the hardships this may cause some of our busin
They understood, but insist that monthly collection esdhrection
they are moving. They are open to analyzing this chaneretbe
next several months to see what hardships this causesnlgdo
you as lodging, but to County personnel as well.

A7 Shished our elections for Board seats and are gless
announce the following members have been voted in: Iskitu
war — Ukiah; Deny Shah — Inland At Large; Jan Rodriguez —
Willits; Pam Amante — Fort Bragg; Jason Hurst — Fodsy,
Josie Perla — Albion; Jamie Buckner — Mendocino; Kewatias
To reiterate their position, the following was sentatbTOT & gher — Point Arena; Renata Dorm — South Coast at-Large

BID payers on March 31, 2009: egvould like to thank all of you who put yourself on thédia

As Tax Administrator, | have analyzed this proposal recomme\g/\é also those of you that voted. As you are awareBoard
by the County Executive Office and agree this modification n ?g?rectors are volunteers and rr.1uch time and energy e

to be implemented. Monthly reporting will create more congi 0 ; . ; : .
RS . ey meetings and committees involved in getting theofainar-
cash flows for the county; this will prove especially benefobiat é(\%igg our County accomplished.

ing summer months when room rentals are at their highest |
and county funds, prior to the secured property tax collectionA&e
riod, are at their lowest levels. In addition, our office Wi bet-

ter able to monitor lodging establishments by having an eaﬁ
awareness regarding delinquencies — a major concern du,

always, please feel free to contact Scott Schneideryself,

an Rodriguez, if you have any questions or ideas or comment
€n be reached at (707) 459-9063 and welcome your input.
BB wishes for a good summer!



