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North Coast: 
    * Jason Hurst (Harbor Lite Lodge, Fort Bragg) 
    * Pamela Amante (Beachcomber Motel, Fort Bragg) 
    * Jeff Stanford (Stanford Inn, Mendocino) 
    * Richard Strom (Whitegate Inn, Mendocino) 
    * Jo Bradley (Dennen's Victorian Farmhouse, Little 
 River) 
    * Cally Dym (Little River Inn, Little River) 
    * Christina Affinito (North Cliff Hotel, At Large) 
    * Josie Perla (Coast Getaways, Albion) 
 
  South Coast: 
    * Pauline Zamboni (Victorian Gardens, At-Large) 
    * Mike Bradbrook (Gualala Country Inn, Gualala) 
    * Jannine Heidemann (Harbor House Inn, Elk) 
 
  Inland Corridor: 
    * Stuart Marcus (Shambhala Ranch, At-Large) 
    * Deny Shah (Super 8 Willits, At-Large) 
    * Jitu Ishwar (Holiday Inn, Ukiah) 
    * Raakesh Patel (Super 8, Ukiah) 
    * Jan Rodriguez (Baechtel Creek Inn, Willits) 
 
Open Board Seats: 
     *South Coast At-Large(1); Ukiah(1); Pt. Arena(1) 
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 Coastal 
    * Jim Hurst, Fort Bragg 
    * Printha Worthen, Little River 
 
  Inland 
    * Anil Bhula, Ukiah 
    * Kurt Fleichtmeier, Yorkville 
 
  MCLA 
    * Jo Bradley, Little River 
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    * Scott Schneider 
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It is a true accomplish-
ment!  For the first time 
in recent history, Mendo-
cino County has an an-
nual marketing plan!!  
Based on the research 
performed last summer, 
the new Visit Mendocino 
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 
Sacramento Valley.  So-
cial Media is being intro-
duced as an integral part 
of our campaign.  Radio 
is being used to remind 
people while in their cars to book rooms in Mendocino County.  Website domains have 
been purchased to make is easy for folks to remember the website when they get to a 
computer (www.escapethebay.com and www.escapethevalley.com).   
 
As has been reported in past newsletters, VMC (Visit Mendocino County, Inc.) is con-
tracting with both MCLA & MCPA to perform the day-to-day marketing tasks for the 
County.  This was a key recommendation as outlined in our study and we are thrilled 
to be ready to implement starting July 1.  Contractors and Staff of both organizations 
have signed on as staff of the new VMC to ensure continued success in marketing, PR 
and Sales efforts. 
 
There is tons of information in the plan which will be available for your viewing at 
www.gomendo.org or www.mcla.info.  If you have questions, please ask them.  For 
Highlights on the plan, please read further into the newsletter. 
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Ad placed in the San Francisco Visitor Planning Guide for Summer/Fall 
2009.  MCLA received a free full page in the  same guide as a result of  
strong partnerships (and beautiful ads). 
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Mendocino County—it really is the real thing! 
 
More than ever, travelers are looking for the real thing.  The 
MCLA PR team works with editors from across the country and 
around the world—and again and again the terms authentic, real, 
value and natural keep coming up.  Of course, you already know 
that Mendocino County is the real leader when it comes to all of 
these, but the real story is YOU!  It is about the people of Mendo-
cino County.  And just one look at the recent press clips and fea-
ture stories proves it.  For a more complete list of recent clips and 
stories, visit www.GoMendo.com; click on Reviews & Articles. 
 
For example, Michelle Branton from Solano Magazine toured 
the county, met the people, and coined the term, Mendocino 
County, a better place to just be.  (see the attached clip with high-
light photos).  She interviewed lots of people, and was thrilled to 
take a nature walk with Ryane Snow, and learn all about mush-
rooms.  From San Francisco Magazine, to Via, to the San Fran-
cisco Chronicle, to Green 960 Radio in San Francisco, the cam-
paign continues to share the message, grow visitors and build 
business.   
 
To date, the MCLA Campaign has generated hundreds of articles 
and gained more than $5 Million worth of exposure.  The team at 
HypeHouse looks forward to working with even more innkeep-
ers, business and anyone with a great Mendocino County story to 
share.  In the coming months, the MCLA team will be at several 
key shows and events.  And they are hitting the road for several 
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 

 
 
 
 

InStyle Weddings Magazine– May 14, 2009 
“Win a Dream Destination Wedding!” 
Circulation:  188,489 

 
 

San Francisco Chronicle – March 15, 2009 
“West’s best spots to watch whales” 
Circulation:  354,752 

 
KGO-AM Radio – February 28, 2009 
“On the Go” with John Hamilton 
2 million listeners per week (on average) 
 

 
VIA Magazine – March/April 2009 
“Weekender: Mendocino Village” 
Circulation:  2,836,029 
 

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 
 

 
 
 
 

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

 
 
 

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

Focus Magazine (German 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 

 
 
San Ramon Valley Times –  
April 12, 2009 
“Garden Getaways” 
Circulation:  45,982 
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Through the efforts of Ruth Sparks and others from the Mendo-
cino Study Club, the village of Mendocino has been established 
as a “Preserve America” Community.  According to preserveam-

erica.gov, “Preserve America is a federal initiative that encour-
ages and supports community efforts to preserve and enjoy our 
priceless cultural and natural heritage.  The goal of the program 
include a greater shared knowledge about the community’s past, 
strengthened regional identities and local pride, increased local 
participation in preserving the community’s  cultural and natural 
heritage assets, and support for the economic vitality of the com-
munity.”  The program was started in 2003 by then First Lady, 
Laura Bush and now has 736 designated communities in all 50 
States. 
 
Being a Preserve America community enables one to promote 
itself as such, but more importantly qualifies the community to 
apply for matching grants of up to $250,000 annually for projects 
which are in line with the mission of Preserve America. 
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It has been a very busy Spring promoting Mendocino County.  
Our media plan as reported in the last newsletter is now complete 
(with a few commercial spots and banner ads still running).  We 
received thousands of responses through reader response cards, 
web site hits and direct phone calls.  The regional publications 
(Diablo Magazine, SF Magazine, Sacramento Magazine) stirred 
much interest in our County and all its offerings. 
 
Did you notice a lot of last minute bookings for Memorial Day 
Weekend?  Were they from the Bay Area?  As a result of feed-
back approximately 10 days prior to the Holiday weekend, 
MCLA did a last minute push via KCBS in San Francisco on the 
Tuesday and Wednesday prior to Memorial Day Weekend.  5 
spots were purchased during prime drive times reminding the 
thousands of listeners of the great destination in their backyard.   
 
Mother’s Day weekend, the County was featured on the radio 
show “A Matter of Taste” which is broadcasted throughout the 
Bay Area.  For over 30 minutes, we were featured on all the dif-
ferent activities, places to stay, places to eat, etc. throughout the 
County. 
 

Have you noticed Co-Op opportunities coming through e-mail 
lately?  These are opportunities MCLA can offer its membership 
to advertise in key publications throughout California and the 
West Coast at lower prices than advertising on your own.  The 
response has been overwhelming with many properties taking 
advantage of these co-op opportunities.  We look forward to of-
fering more in the near future. 
 
Through its involvement with the North Coast Tourism Council, 
Mendocino County hosted a booth at the US Travel Association’s 
POW WOW in Miami, FL.  This is the largest travel & trade 
show in the world!  Appointments were held with key tour opera-
tors from around the County and the World including the UK, 
Germany, France, Russia, Japan, Australia, and Netherlands.  The 
next step in obtaining stronger international visitation is to find 
properties willing to work with these travel and tour operators to 
be featured in their travel brochures and suggested itineraries.  
Believe it or not, most travelers in these countries prefer using 
operators to plan and book their travel. 

Mark Sejvar from HypeHouse Communications  
live on “A Matter of Taste” - May 10, 2009 
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To make a great County even better, Visitor Centers all around 
the County are sprucing things up a bit, expanding hours and 
working to make the entire visitor experience first rate.  The 
Mendocino County Promotional Alliance is leading and funding 
the revitalization, all in concert with the new Visit Mendocino 
County campaign.  From computers with website access and in-
formation displays to training and even restrooms, the goal is to 
make the experience even better than it already is.  The County 
will even have, for the first time in recent history, a Visitor Cen-
ter open 7 days a week!!  Centers receiving funding include the 

Ford House Museum and Visitor 
Center, Ukiah Chamber of Com-
merce, Willits Chamber of Com-
merce, Mendocino Coast Chamber 
of Commerce and the Redwood 
Coast Chamber of Commerce. 
 
This is just one example of how the 
implementation of our Travel Re-
search Study is  being fulfilled.  
We are thrilled to be able to offer 
our visitors a better experience and 

better information once they are in the County.  We will also be 
working in the coming months on improving way finding and 
signage to the Visitor Centers.  We are looking into visitor kiosks 
and possible centers in areas of the County that currently provide 
no information. 



�����1� ������
����������<���
��#��=��	��	���,"�����

 

 �++34+����+2%?����="+@�+�:%?�++34+����+2%?����="+@� +�:%?�++34+����+2%...�

����������	
���������
���
�
�
�������������	
���������
���
�
�
�������������	
���������
���
�
�
�������������	
���������
���
�
�
���
��
�
���	���������
�
���	���������
�
���	���������
�
���	������� ����

������������������������������������ �����������	
������������	
������������	
������������	
� ��������������������������������
�	�������
���������������	�������
���������������	�������
���������������	�������
�������������� ����

 

ARE YOU BENEFITING ALL YOU CAN FROM THE 
LODGING BID???? 
IF YOU ARE NOT ALREADY RECEIVING REGULAR 
E-MAILS FROM THE MCLA, SIGN UP NOW!!!  
· TAKE ADVANTAGE OF VISITING TRAVEL WRITERS 
·  LEARN ABOUT WHAT IS HAPPENING AROUND THE 

COUNTY & BE AN INTEGRAL PART OF WHAT IS GO-
ING ON 

· GET THE LATEST NEWS (AGENDAS, MINUTES, ETC.) 
AS THEY ARE APPROVED 

 

PLEASE CONTACT SCOTT SCHNEIDER TO JOIN 
OUR LIST SERVE—964-9010 OR ADMIN@MCLA.INFO 

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 sup-
ports the Mendocino County Film Office, and over the past few 
years there has been an effort to support the California Film 
Commission in passing a Tax Incentive for film production in 
California. Due to past partnership funding from the City of Fort 
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 able to be at 
the table. We have had representation in Sacramento, lending our 
voice to the tax credit efforts, as well as meeting with the Film 
Liaisons in California Statewide to create joint marketing efforts 
and to strategize as a group of film commissions.   
  
Some of you may not realize that “Runaway Production” (film 
productions leaving California to film in other states and coun-
tries with tax incentives) is not just a Hollywood problem. It im-
pacts the whole state. The last major feature film done in our 
county was the Majestic, in 2001. In 2007 we had a made for 
television series, Shark Swarm, and in Anderson Valley, Ukiah 
and Comptche that same year an independent film named Pig 
Hunt was filmed.  The low number of productions filmed in our 
area can be attributed to the tax incentives luring filmmakers to 
other countries and states in the U.S. that offer tax incentives.   
  
Distinguishing Mendocino County from the other counties is the 
key. We have to find locations within our county to promote that 
cannot be easily found in the “Zone”, a 30 mile radius around Los 
Angeles. Remember, filmmaking is a business and the bottom 
line is important. Studios are looking at how to make a film more 
efficiently so if a destination in a script can be recreated in a loca-
tion that saves money that is part of the consideration. 
  
As some of you know, on February 20, 2009, Governor Arnold 
Schwarzenegger signed legislation creating tax credits for film 
and television productions as part of an economic stimulus provi-
sion in the new state budget.  The California Film Commission is 
currently developing program guidelines and application procedures.  Applications will be available on June 1, 2009. Applications 
will be accepted on a first come, first served basis beginning on July 1, 2009. http://film.ca.gov/Incentives/ 

 
How the Tax Credit Works :  
Qualified taxpayers are allowed a credit against income and/or sales and use taxes, based 
on qualified expenditures, for taxable years beginning on or after January 1, 2011.  Credits 
applied to income tax liability are not refundable. Only tax credits issued to an 
“independent film” may be transferred or sold to an unrelated party.  Other qualified tax-
payers may carryover tax credits for 5 years and transfer tax credits to an affiliate.  
  

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

How are the funds allocated? 
Tax Credits will be allocated on a first-come, first-served basis, as long as funds are available within each fiscal year. Each approved 
project will receive a credit allocation “reservation” pending the project’s continued eligibility and final documentation.   
Tax credit allocation will be the lesser of: 1) the estimated reservation amount or 2) an amount based on final qualified spend. For 
more information on the tax incentive go to http://film.ca.gov/Incentives/ . 

Partner Update: Arts Council of Mendocino County 
By Anna Kvinsland, executive director 
 
The Arts Council of Mendocino County is pleased to introduce 
two new programs of interest to locals and visitors alike.  
 
The Arts Council has 
partnered with the Men-
docino Coast Botanical 
Gardens to create a new 
outdoor Sculpture 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 walk-
ways. Please let your 
guests know about this 
added attraction.  
 
There is a new Online Ticketing Box Office section on the Arts 
Council website. This central portal to online ticket sales for par-
ticipating art events offers the convenience of paying for tickets 
by credit card, the ability to purchase tickets 24 hours a day, and 
a way to purchase tickets from out-of-the-area. Please consider 
placing a link on your website to the Arts Council’s Box Office 
section (www.artsmendocino.org/html/boxoffice.htm ) as a ser-
vice to your guests.  
 

For more information on the programs listed in this update, con-
tact the Arts Council at 961-5449 or  www.artsmendocino.org. 
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“Luna” by William Lewis at the  
Mendocino Coast Botanical Gardens 
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OVERVIEW & BACKGROUND: 
The travel and tourism industry is vital to Mendocino County’s economic stability.  Particularly during these strenuous economic 
times, Mendocino County needs to get its message disseminated. 
 

As of 2007, Tourism efforts generate over $592 in tax relief per household – a 4% increase over 2006 
Currently $326M in Travel spending generated within Mendocino County – a 3% increase over 2006 
Represents .38% of all travel spending in California 
5,290 jobs generated by Mendocino’s travel industry with $120M in earnings 
Represents 10% of total County Employment 
Represents 7.2% of total County Earnings 
$7.6m in local taxes (T.O.T. and Sales tax) generated within Mendocino County 
38.8% of total local taxes generated  
 

Over the past few years, both the Mendocino County Lodging Association (MCLA) and the Mendocino County Promotional Alli-
ance (MCPA) have worked hard marketing Mendocino County regionally, nationally and internationally.  With our combined suc-
cessful efforts, we have been able to measure a 17:1 return on investment.  There is much more to be done to create a more positive 
impact on our economic engine. 
 
In early 2008, the Joint Marketing Committee (MCLA, MCPA, and the Winegrape and Wine Commission, (MWWC) retained Ran-
dall Travel Marketing to conduct a comprehensive travel research study for Mendocino County.  Randall Travel Marketing is nation-
ally recognized for their research and strategic planning for destinations.  Research was conducted during the five-month period from 
June 2008 through October 2008. The results and recommendations of the County wide marketing study were published in October 
2008. Randall submitted a detailed Mendocino County Travel Research Study (“Study”) outlining recommended strategic initiatives. 
The plan includes tracking and return-on-investment benchmarks to measure success. 
 
The study concluded that MCLA, MCPA & MWWC “have established a good foundation/partnership and the time is right for strate-
gic tourism growth going forward.”  Among the 10 “Strategic Direction” recommendations was the need to “Refine/streamline the 
successful marketing partnership between MCLA & MCPA. The study confirmed the “marketing and fulfillment program has been 
successful and is ready to move to the next level to drive increased return on investment.” While the current Board structure and 
funding of the two organizations was considered adequate, specifically the study recommended:  

Realigning of staff and streamlining the organizational structure so that work assignments and goals are clearly defined and ag-
gressive deadlines are met 

Improve staff efficiency and communication 
Replace the Joint Marketing committee with a new organization titled “Visit Mendocino County, Inc.” 

 
The establishment of Visit Mendocino County, Inc. will enable MCLA and MCPA to work together more closely to create a struc-
ture where one group is responsible for all aspects of marketing the County.  Combining staff and other resources enables those mak-
ing day-to-day decisions to become more efficient in their activities; decrease duplication of effort; and create a comprehensive ap-
proach to achieve key programs and activities for marketing the County. 
 
The primary function of Visit Mendocino County, Inc. is to carry out the annual marketing plan as approved by The MCLA and 
MCPA Board of Directors.  Visit Mendocino County, Inc. and its staff will be responsible for implementing that plan. The annual 
marketing plan will include a budget allocating funds to specific activities.  A quarterly review of the plan will take place to ensure 
relevancy and effectiveness of the annual plan. 
 
Visit Mendocino County, Inc. (VMC) will consist of 10 individuals – 5 from the MCLA Board and 5 from the MCPA Board.  Mem-
bers of MCLA’s Executive Committee will serve on the committee as well as one other appointed Board Member.  MCPA will have 
2 members representing the wine industry, one representing the art industry, one representing the Chambers, and one member-at-
large to be appointed by the MCPA Board.  The membership will mean quality individuals with experience in the promotion of our 
County will be making promotional decisions.   
 
According to Randall Travel Marketing, the vast majority of destinations have one organization as the primary marketing organiza-
tion for the destination.  It is their strong recommendation for us to market with, essentially, one organization – VMC 
 
Both the MCLA & MCPA approved the recommended strategies of the Study.  This marketing plan is a first step in implementing 
those recommendations. 
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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 I wish every client of ours would do this! 
With your permission I 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, I believe it will also empower your constituents and 
leaders to support the plan and assist in assuring your suc-
cess. I can hardly wait to see what you achieve! 
Thank you, Scott, for sharing the plan with me. I am very, 
very impressed. Best wishes as your team implements the 
plan. Go forth and conquer!”      (Judy Randall in a letter to MCLA) 

OVERALL STRATEGY: 
Implement the recommended positioning promoting our: 

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 

Improve way finding and signage by assisting in placements of 
directional signage leading to local visitor centers as well as 
producing gateway signage 

Attend trade and consumer shows selling our product directly 
Mastering e-marketing and social networking media 
Redesign of gomendo.com (possibly visitmendocino.com) making 

it an essential “cruise ship on land” for planning and infor-
mational purposes 

Maintain a year round public relations effort aimed at gaining 
media coverage in the primary target market areas, Califor-
nia and beyond 

Advertise using both online and print media primarily in our tar-
get market areas maintaining a diverse advertising schedule 
to create awareness in the leisure travel market Create a new 
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 shows 
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. 

MISSION:   Market Mendocino County to potential visitors                        
  in order  to increase the economic impact of the          
  travel and tourism industry in Mendocino  
  County. 

GOALS:      Increase overall visitation to Mendocino County 
       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 least 
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 neces-
sary materials providing the customer the tools needed 
in planning a multi-day stay in Mendocino County 

Assist community organizations with the promotion of the 
hundreds of events held throughout Mendocino County 
annually 

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



 
 
 
 
  Post Office Box 550        
  Little River, Ca  95456 
   
  (866)637-MCLA 
  Www.mcla.info 
  admin@mcla.info 
 
 
 

 
 
 
 
 
 
 
 
 
 
GET HIGHLIGHTS FROM OUR 2009-2010 RESEARCH-BASED STRATEGIC MARKETING PLAN 
 
       READ THE LATEST NEWS AND INFORMATION ON COUNTYWIDE TOT & BID ISSUES 
 
                 DISCOVER THE LATEST IN  PUBLIC RELATIONS & OUR SPRING 2009 MEDIA PLAN! 
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�!�B� these challenging times.  I realize that this modification is more 
labor intensive, not only for us, but for you as well.  Thank you 
in advance for your cooperation in what I hope will prove to be 
a more efficient collection process!  If you have any questions, 
please feel free to contact me directly, at (707) 463-4325.”   
 
NOTE:  Lodging establishments located in the city limits of Fort 
Bragg, Point Arena, Ukiah and Willits, this modification will 
only affect reporting and remitting requirements of the BID as-
sessment – TOT will continue to be collected by the city as de-
termined by each individual city ordinance. 
 
We finished our elections for Board seats and are pleased to 
announce the following members have been voted in:  Jitu Ish-
war – Ukiah; Deny Shah – Inland At Large; Jan Rodriguez – 
Willits; Pam Amante – Fort Bragg; Jason Hurst – Fort Bragg; 
Josie Perla – Albion; Jamie Buckner – Mendocino; Kevin Galla-
gher – Point Arena; Renata Dorm – South Coast at-Large 
 
We would like to thank all of you who put yourself on the ballot 
and also those of you that voted.  As you are aware, our Board 
of Directors are volunteers and much time and energy goes into 
the meetings and committees involved in getting the job of mar-
keting our County accomplished. 
 
As always, please feel free to contact Scott Schneider or myself, 
Jan Rodriguez, if you have any questions or ideas or comments!  
I can be reached at (707) 459-9063 and welcome your input. 
Best wishes for a good summer! 

Another quarter has come and gone and much has happened on the 
world scene and in Mendocino County.   We are entering our sum-
mer season and are thrilled Mendocino County is only 4% down 
from Jan – March 2008 vs. 2009. 
 
There has been much discussion recently regarding the change to 
the monthly TOT & BID collection.  We received concerns from 
some of you and as a result, the Board of Directors wrote a letter 
to the County regarding this issue.  We received an invitation to 
meet with them and Jo Bradley, our Treasurer on June 1.  We ex-
pressed the hardships this may cause some of our businesses.  
They understood, but insist that monthly collection is the direction 
they are moving.  They are open to analyzing this change over the 
next several months to see what hardships this causes, not only to 
you as lodging, but to County personnel as well. 
 
To reiterate their position, the following was sent to all TOT & 
BID payers on March 31, 2009: 
As Tax Administrator, I have analyzed this proposal recommended 
by the County Executive Office and agree this modification needs 
to be implemented.  Monthly reporting will create more consistent 
cash flows for the county; this will prove especially beneficial dur-
ing summer months when room rentals are at their highest levels 
and county funds, prior to the secured property tax collection pe-
riod, are at their lowest levels.  In addition, our office will be bet-
ter able to monitor lodging establishments by having an earlier 
awareness regarding delinquencies – a major concern during 


