
Page 1 of 14 

 

 

 
 

Core Marketing Team  
Marketing Plan  

July 1, 2016 – June 30, 2017 
  Exhibit A 

 
ORGANIZATION GOALS & MARKETING PRIORITIES 

 

The scope of work assigned to the Core Marketing Team (CMT) will be refined to 
address targeting and messaging opportunities identified by current marketing analytics 
and research, prior to fall winter campaign. The final tactical plan will include: annual 
promotion calendar, fresh brand content and creative and final budgets aligned with the 
approved organizational goals, described below by marketing priority: 
 

 Generate incremental awareness and engagement in the CAH1DR  

and the 10 assessed destinations  

 Enhance economic well-being through an increase in overnight stays and 

length of stays within the assessed destinations  

 Enhance collaboration with state, regional, county-wide and  

local tourism partners   

 Guide and support the evolution of local funds  

Awareness and Engagement – CMT will generate tangible, incremental awareness 
and engagement amongst core tier 1 targets in the CA Hwy 1 Discovery Route, 
rural road trips, multi-generational travel experiences, stewardship travel 
adventures and diverse lodging options and sponsored events available 
throughout the 10 destinations. Targeting and messaging strategies will be further 
guided by current, actionable research.  
 
Scope of Work:  CMT will integrate paid, earned and owned database marketing 
channels with compelling awareness campaigns that create an emotional 
connection between targeted travelers and the 10 destination CAH1DR. Final 
tactical plan will include: seasonal multi-layered promotional campaigns; public 
relations, increased social media and database marketing efforts. Growth goals, 
progress tracking and measurement reporting attached to each marketing 
category will be delivered. Additional insights and ongoing analytics will be 
provided from contracted research tools.  
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Enhance Economic Well-Being – By generating incremental overnight stays, the 
marketing effort will contribute to incremental revenues of the constituency as 
shown by comparative TOT growth.  
 
Scope of Work:  CMT, through targeted promotional outreach campaigns, will 
continue to support an increase in occupancy, RevPar and TOT. CMT will assist 
development and deployment of interactive tools that help attribute awareness 
efforts to lodging bookings.  
 
Progress Tracking: TOT growth, lodging referrals, comparative statistics to 
agreed comp set.  
 
Collaborative Partnerships – CBID and CMT will further the development of 
marketing programs that tourism partners and constituents will value in their 
individual efforts to attract tourists to visit, stay longer and return more 
often.  
 
Scope of Work: CMT will assist CAO in all efforts to engage partners through 
efficient, unduplicated marketing cooperative outreach programs targeting core 
travelers to the region.  Assignments within this scope include: travel media hosting, 
getaway promotions, database marketing programs, and co-op advertising 
campaigns.   
 
Progress Tracking: Growth in participation, consumer response to outreach.  
 
  
Local Fund Evolution – CBID marketing programs will continue to guide and support 
the development of local funds and their marketing agencies, through coordinated 
marketing outreach programs that deliver consistent key messaging distinguishing 
each destination.   
 
Scope of Work:  CMT will assist CAO to provide local funds and their respective 
marketing vendors with shared asset outreach tools, marketing content, event 
promotions and analytical tools.  Printed, mobile web and social media content 
development will support the key messages of all destinations and provide 
enhanced visitor navigation.  
 
Progress Tracking: Visitor Guide traffic, local fund web social reports and growth of 
local lodging assessment receipts. 
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RELEVANT INSIGHTS AND TRENDS 

The marketing scope is to remain flexible to adapt to economic and leisure travel trends, 
program results, technological shifts and the efforts of travel partners and competitors.   
Program analytics will continually enhance the knowledge-base to guide targeting, 
messaging and promotional calendars. Below are relevant insights that influence the 
marketing strategies outlined in this 12 month plan.    
 
 Actionable insights from current CAH1DR marketing programs, include: 

 Outreach dedicated to the new multi-regional brand, is delivering approximately 25 million 

paid and 40 billion earned media impressions annually 

 Road Trips and multi-gen promotions have acquired more core market millennial and 

boomer female travelers interested in our regional experiences than prior years  

 All 10 destinations are attracting significant earned media coverage from CAH1DR public 

relations and social media outreach efforts, critical for awareness and SEO 

 Nascent multi-generational efforts are showing encouraging response, offering the potential 

for ongoing multi-gen travel promotions for all destinations and lodging types  

 Collaboration with local destination agencies is progressing to refined key messaging and 

awareness efforts; though local co-op participation is limited to Avila and Cambria 

 New research in July, along with continual profiling of subscribers and website visitors, will 

optimize target markets, messaging and promotional calendars 

 

 CAH1DR database of 45,000 travelers offers travel interests (ranking) 

1. Coastal Road Trips 

2. Wine, Beer & Culinary 

3. Free things to do 

4. Beach and beach walks 

5. Outdoor Adventures 

6. Hiking and biking 

7. Art, History, Culture 

8. Stewardship Travel 

9. Spa, Hot Tub and Relaxation 

10. Farmers Markets, AG Tours 

11. Water Sports 

12. Dog Friendly Travel  

13. Golf  

14. Motor Sports 

 

 

 Merrill Research shows encouraging awareness in the Highway 1 Discovery Route of San Luis Obispo 

County visitors and prospects, and validates the rationale for evolving the regional brand:  

 71% aware the stretch runs through Coastal SLO County 

 86% have driven the route – with LA being #1  

 97% are interested in experiencing the CAH1DR 

 97% feel it is comparatively unique 

 84% would stay overnight along the route 

 The 10 destinations have lower awareness, except Hearst Castle 

 Tier 2 markets (Seattle, PHX, LV) offer potential to influence longer stays  
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STRATEGIES AND TACTICS 

To accomplish the approved objectives, the 10 destination CA Highway 1 Discovery Route brand will leverage 
the most current research to deploy integrated campaigns that further distinguish the stretch of Hwy 1, 
generate awareness and inspire visitors to stay and experience the 10 destinations to the fullest. The 
objectives, strategies and tactics outline the framework for promotions, earned media and owned media. 
Upon board review and approval, a comprehensive 12 month promotional calendar, will be delivered. 

 
Shoulder Season Destination Campaigns 

Multi-layered destination campaigns are essential to generate the level of targeted impressions necessary to 
achieve goal conversions. The tier 1 audience for campaigns prioritizes female boomers and millennial 
travelers within our 4 hour drive market.  With the aging of the boomer generation, increased focus will be on 
Gen X and millennials drawn to the unique experiences CAH1DR offers.   

 

Objectives:  

 Shoulder season destination campaigns will firmly establish why CAH1DR is THE best stretch of Hwy 1 

for travelers, based on their travel interests. 

  

 Campaigns will significantly increase brand awareness, response and engagement amongst the core 

tier-1 drive market while capitalizing on geographic, demographic, lifestyle and travel behaviors 

identified by CMT analytics and contracted research studies.  

 

 Each campaign will leverage compelling calls to action to increasing email subscriptions of targeted 

visitors further engaged by fresh content to ensure ongoing engagement, visitation, attendance at 

events, and repeat stays.  

 

 Each campaign will enhance the CBID knowledge base of visitors to refine messaging and destination-

specific offers ultimately assisting the member lodging operators to affect a bookings. 

 

 Campaigns will generate incremental traffic to Highway1DiscoveryRoute.com, thematic landing 

pages, destination-specific content and all branded social media channels. 

 

 Campaigns will continually strive to achieve the lowest cost goal conversions through an ever- 

changing mix of web, mobile, app and social ad-serving platforms.   
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Campaign Strategies:   

 Deliver high impact shoulder-season branding campaigns in fall, winter and 
spring, augmented by monthly ppc, retargeting and content marketing. 
 

 Mobile, social and … more mobile! More than 50% of H1dr.com and 74% of 
facebook conversions are mobile devices. Integrated paid advertising will focus 
on tier 1 drive market travelers profiled by context, behavior, demographic and 
travel preferences. Campaigns will showcase the unique H1DR experiences and 
engage them throughout their travel planning process. Behavioral targets 
include: Passions (food/wine & craft beer/outdoor/wellness/events & ocean 
activities).   
 

 The global standard for place-based mobile advertising, Factual provides customizable audience 
targeting and geofencing capabilities. The targeting is built on the best data available in mobile 
marketing and can be applied across most major media 
providers to reach travelers en route to San Luis Obispo 
County, as well as those identified by their previous lodging 
patterns. Each or both may be applied to serve lodging and 
event promotions in all 10 destinations.  

 CMT will continually test, refine and optimize managed ad servers, demand side platform 
(MediaMath), publisher and OTA networks, publisher and OTA email subscriber programs, Google and 
paid social media networks.  

 Paid campaigns are supported by native advertising, advertorial, social media postings and public 
relations and content marketing to build the ‘surround sound’ of shoulder season campaign themes.   

 Compelling calls to action, contests, giveaway getaways and related sub-offerings (such as 
weekly/monthly promotions) maximize awareness and traveler response.  

 Monthly PPC and retargeting will occur to drive conversion to lodging specials and destination-specific 
promotions.  

 To quickly react to opportunistic media offerings, particularly those that contain editorial coverage of 
the CAH1DR, Central Coast, road trips and key travel themes related to the destination, an adverting 
contingency fund will be allocated within the CMT paid advertising budget.  

 

Measurements: 

 Database Growth: Increase by 50% 

 Website Growth: Increase annualized visitor sessions by 30%  

 Increase baseline awareness determined by post-analysis research  

  

http://www.mediamath.com/
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Earned Media PR Strategies 

The award-winning CAH1DR media outreach program currently delivers unmatched earned media coverage in 
San Luis Obispo County and one of the more robust efforts in CA tourism. The monthly publicity effort is 
critical to establish the region as a multi-destination attraction through third-party endorsements from 
bloggers, travel writers and editors from California feeder markets and primary national audiences. The 
program includes media relations inviting niche lifestyle travel journalists to all 10 destinations, developing 
itineraries showcasing activities targeted to their audiences in outdoor adventure, culinary, wine and craft 
beer, multi-generational experiences, getting back to nature and creating a more immersive connection with 
the destination and locals.  
  

Objectives: 

 Increase feature coverage from top tier travel media outlets  

 Increase earned media linkage and social shares from the media  

 Increase publicity value based on the most up to date ROI metrics in the industry 

 Enhance co-operative efforts with Visit CA, VSLOC and each destination 
 

Media Targets: 
 Top Tier National Travel Lifestyle Media 

 Top Tier Regional Travel Digital Media 

 Top Regional and National Travel Bloggers  

 Top Canadian Travel Media 
 

Strategies: 

 Build Tier 1 and Tier 2 leisure travel brand awareness and preference by distinguishing the iconic 

California Highway 1 Discovery Route. The monthly effort must keep the route, rural routes, 

destinations and unique experiences top of mind in the travel, lifestyle media and daily news press by 

inviting approved primary and secondary targeted media to come stay in the region in return for 

feature stories, coordinating top journalists trips, acquiring press feature coverage, landing pickups 

through PR Newswire media partners, which in turn increase links back to 

Highway1DiscoveryRoute.com and member sites.  

 

 Refine media key messages for the CAH1DR to clarify the location and answer the question: “Why is 

this the best stretch of Hwy 1?”  The travel lifestyle media offers an effective barometer for key 

regional brand attributes, as well as the most influential sources of information for consumer travel 

planning.   

 

 Execute thematic pitches around key regional points of distinction, such as: pristine beaches, 

proximity, rural road trips, charming small towns, immersive outdoor activities, and availability of 

lodging food and wine.   
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Tactics:  

  
 Monthly Promotional Calendar, Press Releases and Follow Up Pitching   

Create an approved 12 month promotional calendar that includes cost-effective PR Newswire e-
release, augmented by CMT’s proprietary database of 2,000 top travel journalists. With each press 
release, the team follows up, pitches stories and arranging press trips.  The 12 month promotional 
calendar will synchronize paid media outreach with organic search, paid advertising, social media 
postings and database marketing efforts.  
 
Draft pitch concepts for discussion, include: 

 Top 10 Paradise Picnics for foodies  

 Events and Entertainment to get on your calendar 

 Top 10 Wine Month Experiences  

 Fall Winter Campaign Rural Road Trip Adventures (for all levels of active) 

 Coastal Discovery & Stewardship Celebration 

 Living the Wild life (View, photograph, paint and protect wildlife) 

 Epic Discovery Route Hikes  

 Cycling the CH1DR, L’Eroica Vintage Bicycle Ride, timing with Cycle Central Coast  

 Avila-Nature’s Ultimate Training Ground  

 Romantic Getaways 

 Getting Together Again – New experiences for all ages 

 
 Visiting Journalist Program:  This program will streamline creative story ideas to focus more on traditional 

media, older demographic and include strong international outreach.  

 Host 15 core market and top-tier journalists targeting boomers and millennials 

 Connect journalists to rural road trips and social media postings throughout their journey 

 Engage local ‘experts’ for quotes and stories 

 

 Out of Market Major Media Event Representation: The CMT recommends assigning attendance and 

presentation to at least one key Visit California Media events to pitch the CAH1DR to the top tier travel media. 

The selection of the media event will be dependent on Visit SLO County participation.   

 
 Travel blogger assignments:  Place media stories on the top 20 travel blog sites related to content calendar and 

furthering link backs and social sharing.   

Measurement: 

 Ad/Publicity Value of Feature Coverage: Increase by 10% 

 Impressions: Increase by 20% from all earned media sources using new data platform 

 Website and Social Linkage Growth: Increase linkages by 20%  

 Awareness from current base point (research findings) to post awareness studies  
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Social Media Programs 

CMT will deliver comprehensive, integrated social media programs to increase destination awareness, 
engagement and conversion of visitors. Being a guest-focused marketer on social media is all about capturing 
the imagination of travelers and helping them envision themselves here. People want to know what is 
available to them for a better travel experience, in real time, but they don't want to be "sold" the information. 
From the hiking trails, bay view kayaks, golf courses and charming antique stores, we'll continue to educate, 
entertain and inform, while keeping it real…and personal. 
 
 

Objectives: 

 Our ultimate goal is to offer a strong social media effort to attract visitors to experience the CAH1DR 
regions and engage them in their preferred channels. The strategy will enhance the mobile web brand 
and increase organic traffic and search rankings.   

 Create monthly content calendar to deliver timely fresh 
inspiring content, curate authentic stories, generate 
awareness, and influence H1DR as a unique region for 
shoulder- seasonal and mid-week visits.  

 Fully integrating social media content with marketing 
messages will be crucial to reach visitors as they move 
throughout their research and planning process for 
vacations. As such, including destination-specific content 
and promotions from all 10 destinations is fundamental in 
the ultimate decision-making funnel.   

 

Organic Social Strategies:   

 70% Pull, 30% Push:  70% of the content “pulls” the consumer to engage through response, interest, 

inquiries, and transactions, through the use of actionable and experiential digital content i.e. social 

posts, blogs, e-newsletters.  30% “pushes” content to the user using persuasive calls to action to get 

them to respond through getaways campaigns, special offerings 

and ads.  

 Reinforce the monthly promotional calendar and content schedule. 

 Support the shoulder season campaigns with ongoing content and 

related sub promotions. 

 Great daily content through visual impacts, and information about 

upcoming events and destination promotions, but most 

importantly, sharing our fan’s images, posts and more. NOTHING 

helps Social Media thrive more than letting the fan base know that 

they are important, we’re paying attention to them, and we think 

what they're saying is important enough to share ourselves.  
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 Continue to increase followers/fan bases for the various California Highway 1 Discovery Route social 
media accounts by using frequent content using Sprout Social to optimize timing and ensure quality 
posts are curated.  

 Enhance relationships with the fan base and industry influencers 

 Build enthusiasm for the unique attributes of the regions  

 Promote events, blogs and website content 

 Support lodging promotions & specials 

 Create shoulder season contests to encourage fan interaction  

 Fan photo contests to encourage our fan base to share their California Highway 1 Discovery 
Route experiences and for promotional use.  (Continue 
to promote “Featured Fan Fotos” on Fridays)  

 Share any contests hosted on 
Highway1DiscoveryRoute.com ie the Road Trip contests 
on social media channels 
  

 Heavy imagery content in all social media posts.  

 Photos have a higher weight in the Facebook algorithm 
and result in more impressions and shares.  

 Imagery is also an integral part of Twitter and 
Instagram.   

 Analyze Facebook Insights as a resource to improve fan interaction & engagement 

 Use hashtags to increase impressions of content.  

 #Highway1DisocveryRoute 

 #Highway1 

 #VisitSLO 

 #VisitCA 
 

 Submit Content to Visit California. We have submitted a 
plethora of content including the itineraries, events, and travel 
show content and will continue to do so to promote monthly 
events & promotions. 

 Create and repurpose 2-4 minute destination-based 
educational content (Stewardship Travel, Arts and Galleries, 
Marine Protect Areas, Whale Trail, Arts and Entertainment and Science video for community and public 
service television throughout all free CA educational distribution channels - already started by KETN.   

 Develop and launch “The Discovery Route minute” to feature what is happening now along the H1DR, 
events, celebrations, stewardship, watchable wildlife, Elephant seals, whales, birds, promotions and 
entertainment with new and supplied footage. 
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Paid Social Strategies:  

 Behavioral: passions (food/wine & craft beer/outdoor/wellness/events & activities)  

 Lifestyle: family/luxury/romance 

 Demographic: Millennials, baby boomers/empty nesters, age/gender/relationship status (newly 
engaged, honeymooners) 

 Seasonality: off season and midweek 

 Geographic:  four hour drive market/key destinations TBD 

 

 Promote brand awareness by using content on H1DR.com such as itineraries, things to do, and upcoming 
events that will generate overnight stays - through blog posts, engaging photos, and short videos  

 Focus on mobile ads since over 74% of our traffic on Facebook and Facebook ad is already mobile (And 
because Instagram is a mobile only platform) 

 Promote campaigns & contests sending traffic to the website landing page and building the email 
subscriber base 

 Additional targeting methods: interest targeting, remarketing those who have engaged with a previous 
ads of ours, remarketing our website traffic and e-newsletter subscribers and generating lookalike 
audiences, etc 

 Newer ad types: Video, carousel ads, and canvas ads are the newest ad types on Facebook 

 Since so much video is being 
consumed on Facebook, it’s a great 
opportunity for H1DR. When the 
video comes into the newsfeed, it 
plays automatically, grabbing the 
attention of the specified, targeted 
user.  

 A carousel ad has multiple images 
that the user can scroll through 
using the arrows on the side. Each 
image can link to a different URL. For instance, use a carousel ad to send people to different blog 
posts on the website, upcoming event landing pages, and so on.  

 Facebook Canvas lets you create full-page, interactive mobile ads that work like landing pages for 
tablet and smartphone users. 

 In-App Advertising using CMT’s Demand-Side Platforms serving ads to visitors as they use their 
travel based mobile apps.   
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YouTube and Video Social Content:  

 Continue to use video content to promote the destination, build brand awareness, and cross-pollinate 
other social media platforms.  A defined set of keywords will be place our videos on relevant content 
across search, browse, and watch pages. 

 Update On the Road with Jo content with short timely content  

 Integrate all video content into pre-roll monthly PPC advertising to test goal conversions 

 View destination visitor guides 

 View web pages 

 View lodging pages 

 View lodging profiles  
 
 

Google AdWords, Display and Match:  

 Use AdWords and Display ads to generate traffic and to increase rankings on consumer search  

 Use a defined set of keywords and the Google Match program to target e-newsletter subscribers, 
website traffic, and lookalike audiences.  
 

Measurements: 

 Engagements: Increase engagements from all channels 30%.  

 Facebook: Increase Page Likes by 20% from 59,440 to 71,328.  

 Instagram: Increase followers by 20% from 3,961 to 4,754.  

 YouTube: Increase video views by 20% from 431,549 to 517,859. 

 Twitter: Increase followers by 15% from 2,318 to 2,666  

 Google Adwords: Increase search rankings and increase URL clicks by 15% from 47,709 to 54,866.  
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Co-op Marketing  

CMT will assist CAO in all efforts to engage partners through efficient, unduplicated marketing cooperative 
outreach programs targeting core travelers to the region. This would include: targeted print 
advertising/advertorial campaigns, social media, YouTube and digital content programs shared with the 
member destinations, County TMD, CCTC, VisitCA and Brand USA.  

 Objectives:  

 Develop and execute with CMT allocated funds, co-op ads that CBID destinations value in their 
individual efforts to attract tier-1 drive market tourists to visit, stay longer and return.    

 Evaluate and execute with CBID allocated co-op funds, VSLOC, VisitCA and BrandUSA outreach that 
expand our brand awareness and distinction in cost-effective manner. 

Strategies:     

 Leverage $40k CMT funds with 2-3 targeted print co-op campaigns that 
combine paid advertising at a discounted volume rate along with the 
complement of value added advertorial.  

 Publications are to be determined based on research that define 
readership geo/demos in Northern California and or Southern 
California, or perhaps the Central Valley. 

 Member participation is likely to be confined to Cambria and Avila 

 CBID may consider participation by other adjacent partners Pismo 
and Morro Bay. 

 Leverage $75 in CBID funds through programs that extend reach and 
influence of the CAH1DR, such as the BrandUSA Outdoor program.  

 Additional programs will be vetted by discussions with VSLOC’s agency 
and the CMT in July/August.   

   

Measurements: 

 Participation levels in the co-op program 

 The ability to secure value added advertorial and discounted volume rates 

 Incremental impressions and cost savings through participation 

 Incremental destination awareness   
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Mobile Web Owned Media  

 

Goals and Objectives:  

 To significantly increase visitor sessions to the Highway1DiscoveryRoute.com   

 Establish Highway1DiscoveryRoute.com as an essential travel destination planning source by delivering 
fresh relevant content that inspires road trips, outdoor adventures, event attendance, overnight stays 
and ongoing engagement 

 Enhance the mobile web influence, search rankings, organic traffic and attraction to the CAH1DR and 
all 10 destinations.  

 Support lodging merchandising, promotions & specials 

 Improve goal conversions of paid and earned promotions to encourage more new visitor interaction on 
the website and social media  

Strategies:   

 Update in the promotional content calendars defined set of keywords with search volume that 
content, social and meta supports.  

 Google Match program used more frequently to retarget e-newsletter subscribers, website traffic, and 
lookalike audiences. 

 Refresh the Wordpress mobil theme in Visual Composer for: 

 Current mobile best practices 

 Enhance user experience and naviation 

 Improve goal conversions 

 Updated brand fonts, colors, with most dramatic photos, videos  

 Update to current best practices the CMS and API feeds to serve all our destination partners.  

 Build on the success of video content with updated content angles in content calendar, delivered by 
the latest web mobile galleries and more frequent, 1 minute takes described in social media. 

 Enhance new email template to reflect updated mobile web interface and user functionality. Deliver 
destination-specific and travel-interest emails to test conversion and refine.    

Measurements: 

 Visitor sessions: Increase by 30%  

 Referrals to Destination and Lodging Content: Increase by 20%  

 Search Rankings: Increase SEO page ranking and increase URL clicks by 15% 

 Email Opens and Clicks: Increase 50%  
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SCOPE OF WORK AND BUDGET   

 
 2016 2015 
Fiscal Year CMT Budget Allocated $794,000 $679,000 

 
Program Strategy and Account Management $40,000 $33,000  
Board Meetings, Client and MSC & Partner Communications.  Incremental budget  
for requested program management, analytics and themed strategy presentations 
 
Web/Mobile Management $64,000 $44,000  
Wordpress mobile Theme refresh, monthly SEO management, analytics, reporting 
Content updates, Site Hosting, Security. Incremental investment in SEO & CMS engineering 
 
Social Media $72,000 $59,255 
Social Media Outreach, Blogs, Video Vignette Blogs. Incremental budget assumes  
more frequent live video and photo postings and integration with local funds 
 
Enewsletters $28,000 $18,000 
Subscriber enews, database management, profiling. Budget shift assumes  
new web-based content template, destination specific emails, prospect retargeting 
 
Advertising and Marketing  $86,000  $90,000 
Co-Op Advertising, H1DR Map creation and production 
 
Ad Placement Expenses $274,000 $200,000 
Fall Campaign Placement, Coastal Discovery & STP,  
Native Ad Placement, Spring Campaign, PP Click, Geofencing, Retargeting, 
Contingency fund for opportunistic ad placement of editorial coverage.  
 
Public Relations  $ 98,000 $104.000 
Monthly (12) e Releases & email, Outreach & Management, Journalist Hosting 
15 top travel media and travel bloggers.  
 
Creative Services & Toolkit  $67,000 $73,000 
Brand evolution & creative templates, Fall and Spring campaign ad creative 
Video vignette scripting, production and deployment 
 
Projects, Promotions, Local Fund Programs $38,000 $40,745 
All Agency Collaboration, Destination Visitor Guide Content Development, 
Seasonal Getaway Giveaway Management, Local Fund Co-op Development  
Out of market travel media show representation. 
 
Stewardship Travel Program $27,000 $17,000 
Project Management, CDS Month Management. Incremental budget assumes 
wildlife viewing guide deployment  


